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WELCOME
t gives me great pleasure 
to welcome everyone to 
the fi rst edition of 
Beauty Insider, The 

Industry Uncovered.  We aim to 
excite and educate all those involved 
in the Beauty and Cosmetics Industry 
by featuring up to date news, market 
analysis and in depth features on 
aspects of the Industry that otherwise 
would remain hidden.

Our fi rst edition features a detailed 
look into the Saudi Arabian market 
through a study compiled by 
Euromonitor, we examine the role of 
logistics fi rms in a rapidly changing 
market and we take a look at 
fragrances over time; how scents 
that were popular thousands of 
years ago are being revived for 
today’s market.

Throughout each edition our aim is 
to deliver quality, accurate 
information from around the globe 
to aid any person or business with 
an interest in the Cosmetics Industry, 
whether you are an international 

investor or a salon owner, there will 
be information for you to aid 
decision making processes.

The launch of this magazine 
coincides with the 19th Beautyworld 
Middle East Exhibition being held in 
Dubai.  With over one thousand 
exhibitor stands, the exhibition has 
aided the growth and development 
of the industry since it began and 
continues to do so each year.  It is the 
largest international trade fair for 
beauty products, hair, fragrances 
and wellbeing in the region and one 
of the top 5 exhibitions in the world.

We are sure that Beautyworld 2014 
will continue it’s trend of helping 
businesses’ communicate and 
educating individuals to make 
positives steps forward for their 
company.
Beauty Insider is pleased to 
celebrate the release of it’s fi rst 
edition and we look forward to 
keeping you informed and 
entertained for many months to 
come.
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BEAUTY NEWS
Bringing you the up to date information you need for your daily business activity…

Celebrities fail to deliver 
profit for Elizabeth Arden

lizabeth Arden has had 
no choice but to call on 
Goldman Sachs to 
explore it’s options after 

watching their share price plummet by 
23% to $27.50. Rumours have started 
circulating of a possible sale as net 
sales for Elizabeth Arden branded skin 
care, colour and fragrance products 
plunged 19% for the third quarter, cut 
to US$210.8m.

Elizabeth Arden's chief executive E 
Scott Beattie called the results 
"disappointing" and blamed the 
downturn on a "challenging" economic 
environment.  “These results are 
not indicative of the strength and 
potential of our brand portfolio, we 
fully recognise that we have a lot of 
work to do.”

The company is responsible for a 
large range of celebrity fragrances but 
even these couldn’t help the dwindling 
profi le of the cosmetics empire.  Similar 
to other companies Elizabeth Arden 
has blamed the terrible winter that 
North America has endured and a loss 
of interest in ‘Celebrity’ branding due 

to the younger population still 
suffering from the economic downturn 
and having a lack of disposable 
income.

As the company that markets 
Elizabeth Taylor and Britney Spears, 
Taylor Swift and Justin Bieber 
perfumes, they have been accused of 
focusing on a target audience that was 
simply too large to control, and in 
doing so has lost it’s focus.

Industry gossip has indicated that 
Elizabeth Arden has been approached 
by South Korean conglomerate LG for 
a possible take over bid, however no 
spokesperson from either party was 
available to comment. 

E

LOSS OF A BEAUTY 
INDUSTRY LEGEND
The beauty industry mourns the loss of 
Scruples Co-Founder Frank Liguori who 
passed away on May 3, 2014.  Francis 
Joseph Liguori, born on March 23, 1930, 
had a varied career until realising that 
his strengths lay in the world of 
Cosmetic products. Along with his 
business partner he launched the 
Scruples Professional Hair Care products 
and is commended with being a focal 
fi gure in the development of the US 
beauty market.

Designer perfumes usually only found in Europe 
and a few states in the US are fi nally going to be 
offered to the general public of Brazil.  ‘Private 
Cosmetics’ believe they have found a niche in 
the market for fragrances that are not yet readily 
available.  High earning Brazilians are ready to 
start paying the high taxes on imported 
perfumes according to a Private Cosmetics 
spokesperson, and the company are ready to 
start meeting this demand.

HIGH END FRAGRANCES DUE TO HIT BRAZILIAN MARKET



HEARD ON THE 
GRAPEVINE
Resveratrol, an antioxidant found 
in the skin of red grapes are being 
found in more and more skincare 
ranges due to it’s anti-ageing 
properties, as it is believed to fi rm 
the skin and reduce elasticity thus 
slowing down the ageing process
“Resveratrol has proven to be 
extremely powerful and people 
like that it comes from wine.” 
New York-based cosmetic 
dermatologist Dr. Paul Frank told 
the Financial Times.
LA-based Arcona sells a wine 
hydrating mask for $25.20 made 
with grape seed extracts, while 
Greek brand Apivita sells a Wine 
Elixir Anti-Wrinkle & Firming 
Rich Face Cream for $39.85.

NEWS IN BRIEF
NEW ZEALAND CALLS FOR 
TIGHTER REGULATIONS
Members of the public and beauty 
professionals are calling for the New 
Zealand beauty industry to be more 
heavily regulated due to the discovery of 
many unsafe practices in salons.  
Auckland Council is introducing new 
health protection licences for businesses 
which could potentially break, burn or 
pierce skin, but so far there are no 
national standards in place.  The 
government now aims to emulate the 
industry standards of the US to 
guarantee the safety of consumers.

ITALIAN MARKET THRIVES 
ON EXPORTS
Despite Italy’s domestic market still being 
in decline, the countries’ beauty industry 
is booming and all due to the sale of its 
goods to other countries around the 
globe. The turnover of Italian companies 
rose by +2.6% to reach 9.3 billion euros in 
2013, mainly boosted by sales in foreign 
markets, which reached 3.2 billion euros in 
2013, increasing by +11%, whilst  imports 
increased by only +0.8%.

CONVENTIONS OF REAL BEAUTY?
Dove has completed a survey which has 
revealed that 90% of all women are 
unhappy with their refl ection in the 
mirror.  Department store Selfridges are 
attempting to fi ght the ‘normal’ 
conventions of beauty by launching a 6 
week campaign to gain an accurate 
defi nition of Modern Beauty.  

The ffutture off maakee up?
A new 3D printer due for release early next year 
promises to create endless supplies of make up in 
your own home.  The ‘Mink’ printer enables users to 
choose their favourite colour, choose the quantity 
and choose which beauty product to create.  
Shopping for lipsticks, eye shadows, creams and 
many more items could soon become a hobby of the 
past as consumers will be encouraged to take a ‘Do-
It-Yourself approach to cosmetics.
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>> world overview  
SPENDING

82,453.3 MILLION
NORTH AMERICA  

78,882.6 MILLION
LATIN AMERICA

 (ALL FIGURES, ARE US$ MILLION; SOURCE: EUROMONITOR 2013)
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Beauty and 
personal care 
market size 2013
 ‘Global sales exceeded US$ 454 billion in 2013, up 1.7% on 2012’



129,243.6 MILLION
ASIA PACIFIC  

24,273.5 MILLION
MIDDLE EAST AND AFRICA  

7,320.6 MILLION
AUSTRALASIA

29,092.2 MILLION
EASTERN EUROPE

102,847.0 MILLION
WESTERN EUROPE

>> world overview  
SPENDING
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>> industry  
BREAKDOWN

Cosmetics
An extravagance or essential and everyday?

ince the beginning of time 
women have strived to be 
beautiful, and the cosmetics 
industry is on hand 

every day to provide the best cremes, 
conditioners, potions and perfumes to 
enable us to look, smell and feel our very 
best. Ignoring 80 year old Iranian, Amou 
Haji who has not washed for 60 years, 
as he believes being clean will make him 
sick, and instead favours survival on a 
diet of rotting porcupine; the majority 
of us have a daily beauty regime of 
showers, baths, deodorising, hair cuts, 
nail trims, shaving and moisturising. 
The industry is constantly expanding, 
developing and producing goods to make 
us look better with less effort.

Some beauty regimes may only require 
a few minutes whilst others choose to 
indulge in much more luxurious offerings 
from the industry. Weekly spa trips, 
massages and non invasive procedures 
are becoming more popular amongst 
beauty devotees and therefore opening 
up a greater sector in the market.

Industry opportunities are often 
separated into products and services 
although it is becoming more likely that 
companies are offering both. Choice is 
not something that is in shortage in the 
cosmetics world as products exist for 
every skin tone, allergy, price range, style 
and individual requirement. Aisles of 
every supermarket and department store 
are dedicated to a huge range of products 
to suit every taste and every budget. 

Beauty industry consumers are often 
loyal to only one selection of brands and 
then tend to share what works for them 
with friends and family. 58% of people 
buy products recommended by friends 

over those with a celebrity endorsement. 
Consumers find that they need a lot of 
encouragement or incentives before 
switching to a new brand or product. 
Free gifts and discounts have a good track 
record within the industry for getting 
customers to at least sample a different 
product and then loyalty programmes 
keep people interested.

Are wrinkles appearing in the 
Industry forecasts?
What happens when the global economic 
future is so uncertain? Reports compiled 
in 2010/11 showed a great slump in 
2013 but a massive revival by 2014 but 
has this realistically been achieved? 
Industry experts say No!

Poor climates, low employment figures 
and political strife has caused major 
turmoil for many industries around the 
world and currently there appears to be 
no short term answers to rectify these 
problems. Disposable incomes remain 
low and many countries appearing on 
the brink of war does not encourage any 

short term or long term stability.

Will the industry get a face lift 
by 2015?
Companies offering luxury goods in 
wealthy countries appear to remain 
wholly unaffected by the downturns 
but global brands and international 
franchises appealing to the mass market 
are also claiming to have seen positive 
signs that the industry is not only in 
recovery but open to diversifi cation, 
new products and new opportunities.

It’s a man’s world!
One of the fastest growing sectors of the 
cosmetics market is products and 
services aimed at men. Compared to the 
stigma of men and grooming a generation 
ago, the male population is now spending 
more time and money on pampering 
services and products to increase their 
confi dence and looks. Perhaps it will be 
the men that are the driving force for the 
next few years when the beauty industry 
is due to boom?

S

 ISSUE 01 / beautyinsider   15

No stigma for men and 
beauty; the male grooming 
market is booming



rchaeological evidence of 
cosmetics shows that skin 
care and make up products 
were used by the Ancient 
Egyptians and the Ancient 

Greeks for personal use as well as for trade 
between countries.  So although the methods 
of trade and distribution have advanced 
greatly over the years the principles remain the 
same; the products would be sold in exchange 
for money or other goods with the intention 
of making women look more beautiful.

In 2013 under the instruction of Messe 
Frankfurt GmbH, Euromonitor International 
compiled a study focusing on the Route 
to Market Assessment and Distributor 
Identification; the data was collated from a 
Global perspective and with a particular focus 
on the Saudi Arabian market, to examine how 
trade takes place today and how exactly goods 
reach the market place.

GLOBAL SALES OVERVIEW
In an industry with so many sectors and so 
many emerging divisions it is surprising to 
find one sector taking such a clear advantage 
over the others.  Skin care however is definitely 
the driving force of the industry with global 
sales reaching $102 billion in 2013 and 
expected sales of $109 billion by 2015.   
With the world’s population growing older 
and living longer, the same desires remain.  
All women want to look younger than their 
actual age, therefore the majority of research 
and development performed for skin care 
ranges is done to meet the growing demand 
for anti ageing products that promise to hide 
a woman’s real age through the miracle of 
a creme.  

ROUTE TO MARKET
Global Overview

A
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TOP DISTRIBUTION 
CHANNELS 
Beauty specialist retailers are the 
leading channel for fragrances, driven 
by premium fragrances sale

2012
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>> saudi arabia
ROUTE TO MARKET

Source: Euromonitor International edition 2012



Nimue is globally recognised for it’s innovative formulation technology based on the effective combination of exceptional 

ingredients in combination with scientifically proven delivery systems. As a primary leader in the skin care industry we pride 

ourselves in expert understanding of the skin to treat various skin conditions effectively.

The treatment and repair formulations deliver optimal concentrations of pharmaceutical grade nutrients, cutting edge  

antioxidants, superior quality phytoceuticals, peptides and other powerful active ingredients where they are needed most – 

below the skins surface to actively improve skin health and appearance.

advanced
skin technology

Visit us at Beautyworld ME
Stand  #2E44





>> saudi arabia 
ROUTE TO MARKET

Driven by technological advances, increased research and 
development, increased advertising spending and wider public 
distribution channels, sales of mass and premium brands of all 
beauty products are still increasing and growth is set to rise 
this year and into 2015 as the global economy begins to settle 
and consumer confi dence is restored.

Within each market sector there is great competition 
between the premium and mass markets, but they appeal to 
2 very different audiences, however as the economy begins to 
recover the segregation between these 2 sets of consumer 
will begin to narrow.

Mass vs Premium Products
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Global Colour Cosmetics Market Size 2010-2015, US$ mn
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PREMIUM VS MASS SKINCARE
Western Europe was particularly badly 
affected during the ongoing fi nancial 
crisis of 2013, and as a result mass skin 
care growth slowed dramatically.  It is 
now beginning to rise again but at a 
slow pace.  In contrast however China, 
Russia, UAE and Saudi Arabia are 
expected to drive the growth of the 
premium brands as incomes are rising 
and the demand for quality is 
increasing. Asia is currently the leading 
market for premium skin care as many 
well known brands are launching 
specifi cally for the Asian market; 
designing products unique to the skin 
colours, tones and demands.

PREMIUM VS MASS 
FRAGRANCE
The global population favours premium 
fragrances over mass produced 
perfumes as consumers demand high 
quality goods and more exclusive 
aromas.  Signifi cant growth in premium 
fragrances has been seen in Saudi 
Arabia and South Africa where high 
demand is increasing due to improving 
disposable income levels.
Mass fragrances are most popular in 
Latin America where men’s products 
dominate the market.  In particular 
Brazil where deodorants are also 
utilised as body sprays and perfumes.

PREMIUM VS MASS 
COLOUR COSMETICS
Growth in both the premium and mass 
colour cosmetics market is due to 
recover and gain pace by 2015, but 
currently mass products dominate 
global sales with a 68.8% value share in 
comparison to 32.2% value share for 
premium brands.  Japan remains the 
market leader for colour cosmetics as 
the ageing population aims to look their 
best for longer.

GLOBAL SKIN CARE MARKET SIZE 
2010-2015, US$MN

GLOBAL COLOUR COSMETICS MARKET 
SIZE 2010-2015, US$MN

GLOBAL FRAGRANCES MARKET SIZE 
2010-2015, US$MN

Source: Euromonitor International edition 2012

Source: Euromonitor International edition 2012

Source: Euromonitor International edition 2012
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FOCUS ON 
SAUDI ARABIA

he Kingdom of Saudi Arabia is 
a country steeped in history and 
fantasy, rich in Arabian mystery 
the country boasts riches and 

standard of living virtually incomparable 
to any other country in the world.  With a 
relatively small population of 28 million 
people, and the largest demographic group 
being children and the under 24’s the country 
is destined to continue to thrive as the labour 
force grows.  More women are working now 
than ever before, increasing the disposable 
income and encouraging the sale of more 
premium brand products.  

It is a cultural belief that higher prices mean 
better quality therefore prices can be inflated 
and still be successful.  87.6% of the total 
beauty and personal care sales in 2012 went 
on premium fragrances which reflects the 
long lasting love affair between powerful 
Arabian families and strong scents.  Similarly 
women also favour very strong make up, 
dark rich eye shadows and eye liners, and 
perfectly painted lips indicate their high status 
in society.  The men, also not wanting to be left 
out are becoming more concerned about their 
looks, and are spending more time and money 
on themselves.  Well groomed, fashionable 
young men is now a great sign of success.

FACTFILE 

full name 
Kingdom of Saudi Arabia
population 28.7 million 
(UN, 2012)
capital Riyadh
area 2.24 million sq km 
(864,869 sq miles)
language Arabic
religion Islam
life expectancy
73 years (men), 
76 years (women) (UN)
monetary unit 
1 Riyal = 100 halalah
main exports 
Oil, gas, cereals
gni per capita US 
$17,820 (World Bank, 2011)

T

>> saudi arabia
ROUTE TO MARKET
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Refl ecting the global market, beauty 
specialist retailers are the main 
distribution channel in Saudi Arabia, 
especially for the premium market.  
Many international retailers, i.e. 
Debenhams, Sephora and Paris Gallery 
have found great success in the 
country due to the high demand for 
high end fragrances and colour 
cosmetics.  Supermarkets and 
hypermarkets have had particular 
success with skin care products and 
became the fastest growing 
distribution channel in 2012.  This was 
mainly due to their expansion of their 
cosmetics offerings and undercutting 
department stores and specialist 
beauty retailers on price.

Distribution Channels and Favoured 
Brands in Saudi Arabia
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RETAIL CHANNEL NUMBER OF SITES/ CAGR 2013-  
 OUTLETS IN 2013 2018 -%

Chemists/Pharmacies 5,011 5.6

Beauty Specialist Retailers 3,287 5.2

Supermarkets 678 9.1

Hypermarkets 218 8.8

Department Stores  170 8.2

CHANNELS OF BEAUTY AND PERSONAL 
CARE IN SAUDI ARABIA, 2012

>> saudi arabia
ROUTE TO MARKET

Source: Euromonitor International edition 2012

Source: Euromonitor International edition 2012
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PREMIUM BRANDS
Global brands dominate the top sellers 
in Saudi Arabia as brand recognition is 
a highly sought after attribute of the 
consumers.  International best selling 
products are closely linked to social 
status and therefore highly desirable.  
The top 5 premium fragrances however 
refl ect the traditional Arabian culture 
as most consumers prefer and aspire to 
having the Saudi scents; aromas  that 
have been popular for centuries.  

MASS BRANDS
The market of mass brands is growing 
due to a developing distribution 
infrastructure and increased consumer 
awareness.  The population are excited 
by new and relatively inexpensive 
products that show diversity and refl ect 
fun, which are growing in demand, 
thanks to effi cient marketing and 
advertising campaigns from global 
companies.

Mass fragrances are also on the 
increase due to rising levels of 
disposable income amongst low income 
consumers.  Men in particular are 
becoming more aware of the need for 
personal care and mass fragrances 
often have dual purpose, being a 
deodorant and a body spray.

NICHE PRODUCTS
Apart from the fragrance sector that 
supplies authentic, traditional Arabian 
perfumes there are very few niche 
market products.  Very few exist in the 
colour cosmetics and skin care market 
sectors.

Saudi Arabia 2013

FRAGRANCES

1. Arabian Oud
2. Al Quraishi
3. Tom Ford
4. DKNY
5. Dior

COLOUR COSMETICS

1. Yves Saint Laurent
2. Chanel
3. Lancome
4. Givenchy
5. Estée Lauder

SKIN CARE

1. Christian Dior
2. Lancome
3. Chanel Précision
4. Yves Saint Laurent
5. Clinique 

FRAGRANCE

1. Axe
2. Jovan Musk
3. The Body Shop
4. Brut
5. Fa Men

COLOUR COSMETICS

1. Max Factor
2. Make Up for Ever
3. Cover Girl
4. The Body Shop
5. L'Oréal Paris

SKIN CARE

1. Nivea Body
2. Dove
3. Vaseline
4. Olay
5. The Body Shop
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TOP 5 PREMIUM BRANDS

TOP 5 MASS BRANDS

>> saudi arabia
ROUTE TO MARKET

Source: Euromonitor International edition 2012

Source: Euromonitor International edition 2012
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>> saudi arabia
ROUTE TO MARKET

Goods to Market

The dhow has been used for centuries in the Middle East with the first recorded trip 

from Saudi Arabia to China being completed in the 8th cenury.  Today, most dhows 

are used to entertain and please tourists with dinner cruises and sightseeing rides, but 

traditionally, all goods from Arabian markets would have been transported by dhow.  

Today's situation however  is very different and far more sophisticated.   Premium 

brands are normally distributed through the owners' distribution arms or subsidiaries 

, which means the owning companies remain in control at all times and have have a 

clear idea of where the goods are at each stage of the distribution process.   Mass brand 

distribution usually takes place through  third party logistics companies where they 

have to rely on vehicles, tracking systems and trust to ensure their products reach the 

market place on time and in their entirity. Although the idea of transporting goods on a 

dhow across oceans is exotic and creates a sense of Arabian mystery, the current systems 

are not only modern but technologically advanced to meet demand in an ever changing 

market place.





Industry Regulations, 
European Union 
The ever changing world of EU regulation n order to keep the 

market up to date and 
continuously evolving to 
care for the best interests 

of the EU members, new legislation was 
introduced on the 11th of July 2013 in 
order to harmonise EU regulation of all 
member states.  Everybody within the 
industry was directly affected by the 
change in the law including, the brand 
owners, manufacturers, wholesalers and 
distributors and finally the end users.

I

Beauty Insider spoke to Dr. M. Moddaresi from 
Cosmetics Innovations & Technologies Ltd. 
For more information please visit 
www.cosmetics-novotechs.com or 
www.personalcareregulatory.eu 



>> industry  
REGULATIONS

The role of the responsible person are 
clearly defined and the expectations are 
to improve all areas of compliance across 
the industry.  
The obligations are:

• To ensure the safety of the product  

•  To ensure the Good Manufacturing 

Practice (GMP) is met 

• To complete the safety assessment 

•  To produce the Product Information File 

• Sampling and analysis (art. 12) 

• Notifi cation (art.13)  

•  Restrictions for certain substances,  

substances classifi ed as CMR , 

nanomaterials , traces of prohibited 

substances 

•  Animal testing (art. 18), labelling 

(art.19), product claims (art. 20)  

•  Communication of serious undesirable 

effects, or undesirable effect (art. 23) 

•  To provide the information on 

substances, "in the event of serious 

doubt" regarding the safety (art. 24)  

Along with the introduction of the 
‘Responsible Person’, the main aims of 
implementing the new EU Regulation 
1223/2009 are to, strengthen safety re-
quirements for cosmetic products, cen-
tralise notification of all cosmetic products 
placed on the EU market and introduce 
reporting of serious undesirable effects; 

Undesirable effects: adverse reactions 
for human health attributable to the 
normal or reasonably foreseeable use of 
a cosmetic product. 

 Serious undesirable effects: undesirable 
effects which result in temporary or 
permanent functional incapacity, disability, 
hospitalisation, congenital anomalies or 
an immediate vital risk or death.

These undesirable and serious effects 
would previously have remained hidden 

from the general public but with the 
regulations making companies more 
transparent, the public are becoming 
more knowledgeable and more powerful 
when it comes to choosing products.

Are customized cosmetics a reality?
Finding a cosmetic product suitable 

for the general market
Cosmetic products have stood the test of 

time as each individual seeks beauty and 
immortality.  Successful cosmetic products 
excite the senses of sight, touch and smell 
and only when these 3 criteria are met will 
a product stand the test of time.

Customers now have a mountain of 
knowledge available at their fingertips, 
they can find the ingredients and the 
processes of products as well as finding 
the popularity and result statistics all with 
the click of a button.  However the basics 
of business are to give the customer what 
they want; these requirements obviously 
vary according to age, sex, ethnicity, 
climate and country but if a product is 
produced that focuses on a selection of 
these factors, then it should result in a 
winning formula.

A cosmetic brand is a reflection of what 
the company represents, it has to reflect 
the values of the business.  The cosmetic 
product should be formulated to work 
effectively in your regional climate, match 
the skin colour of your customers and 
address their specific needs.  Can there 
ever be a product that suits such a variety 
of needs and requirements?

 Cosmetic product in definition is: 
Article 2 of Regulation 1223/2009 
“‘cosmetic product’ means any substance 
or mixture intended to be placed in 
contact with the external parts of the 
human body (epidermis, hair system, 
nails, lips etc.)
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Does your company employ a 
‘Responsible Person’?
Every cosmetics company that trades in 
a European Union member state is now 
required to assign one person who takes 
on the highly commendable job of 
improving all areas of compliance 
throughout the industry.

The regulation states that “Only 
cosmetic products for which a legal 
or natural person is designated within 
the Community as ‘responsible person’ 
shall be placed on the market. In order 
to establish clear responsibilities, each 
cosmetic product should be linked to a 
responsible person established within 
the Community.”







>> history 
PERFUME 



hat do you think of when you 
hear the word perfume? 

Beautiful? Attractive? 
Intriguing? I think of all of 
those at the same time. One 

image comes to my mind straight away: A 
J'adore video ad, featuring Charlize Theron 
confidently striding towards the camera, soon 
wearing nothing but her perfume. And one 
final word then comes to mind, capturing all 
of the above. Powerful.

Impossible to touch, see or hold on to, hard 
to describe or explain, perfume is the most 
enigmatic element in the world of fashion, yet 
the one that is, arguably, the most influential: 
a fusion of spirituality, ritual and attraction 
all in one. 

The World of Perfume: 
Is Everything New 
Actually a Well-
Forgotten Old?

"The history of perfume is, in some manner, the history of civilization." 
Eugene Rimmel, th century perfumer

W
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The oldest perfume goes back as far as 3000 
BC in Egypt, and was found in pre-dynastic 
graves. And, in 2005, the oldest perfume 
production site was discovered by Italian 
archeologists in Cyprus, which, according 
to the excavation team leader, was around 
4,000 years old. The site included a winery 
and an olive press. The size of the site, as 
well as all the components discovered led to 
the belief that perfume played a significant 
role in the trade of Cyprus at the time. It is 
believed that the Cyprians had very close 
trade links with the ancient Egypt, where the 
art of perfumery was originated. Later on, 
perfumes were further developed by Persians, 
Romans and Arabs. One of the earliest forms 
of perfume was made from rose petal oils, 
which was used for medical purposes, and 
was introduced by a talented Islamic doctor, 
Avicenna, in the 12th century.  

In 1370, the uses for perfumes moved on 
from purely medical purposes to being used 
to mask bad body odors. The first solution 
containing alcohol and fragrant plant oils was 
for Queen Elizabeth of Hungary. There is a 
legend about a mysterious monk who gave 
the prescription for the Hungarian Water to 
Queen Elizabeth. According to the legend, the 
70-year old queen fully recovered from all her 
health problems as she took the extract, and 
even got proposed to afterwards! For centuries 

thereafter, the perfume was the most popular 
in Europe. It was believed to have healing 
properties, and contained strong scents of 
rosemary and thyme. 

In 1752 Dr. William Hunter, the founder of 
Caswell and Massey first introduced Cologne 
to America. (Interestingly, the company still 
produces fragrances to these days.) Perfumes 
continued to develop throughout the 1800’s 
and 1990’s with houses such as Johnson and 
Johnson, Max Factor and Elizabeth Arden 
getting established. 

In 1920, the first product made out of 
synthetic materials was introduced- Chanel 
No. 5 with its light, fresh scent, which became 
a classic to remain popular until today. 

France quickly became the c entre for 
perfume production in Europe. During the 
Renaissance period, perfumes were used by 
the royalty to cover up the body odors.  In 

>> history 
PERFUME 

ONE OF THE EARLIEST 
FORMS OF PERFUME 

WAS MADE FROM 
ROSE PETAL OILS
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Seven pieces were purchased by private 
collectors, with the remaining three being 
retained by the creator, giving each piece a 
priceless status.

But is it really that shocking that a perfume 
could cost so much? Throughout the history, 
perfume has been used by the wealthy and 
royals to make a powerful statement of just 
how rich they are. Perfume, alongside clothes 
and jewelry, is a powerful statement one can 
make about themselves. Not many women 
can afford Chanel No. 5. What is she like, 
a woman who wears that perfume? Well, I 
would guess she is rich, perhaps a little older, 

>> history 
PERFUME 

US TOP FIVE 
PRESTIGE 
FRAGRANCE 
BRANDS 

1  CHANEL 
Coco Mademoiselle

2  GIOGIO ARMANI  
Acqua di Gio Pour 
Homme

3  CHANEL Bleu de Chanel
4  DOLCE & GABBANA 

Light Blue
5  GUCCI  Guilty Homme

the 17th century, perfume was used on the 
leather gloves, scented with perfume and 
sold to the wealthy clients, who could cover 
their faces as they walked past the poor 
areas. With Madame Pompadour ordering 
extravagant quantities of fragrances, and King 
Louis demanding a different scent every day, 
perfume took an even more significant role. 
During Napoleon and Josephine, perfume 
expenditure grew further, with Josephine using 
so much of her favorite musk scent that even 
sixty years after her death, her boudoir still 
smelled of it. In England, during the reigns of 
Queen Elizabeth I, all public places had to be 
scented, as she could not tolerate bad smells. 

It is impossible to look at the history of 
perfume and not focus on the role of the 
Islamic cultures in its’ development. Perfume 
goes as far back as the 6th century in Islamic 
culture, with two Arabian chemists: J! bir ibn 
Hayy! n and Al-Kindi establishing the perfume 
industry. Islamic traders contributed heavily 
to the development of the western perfume 
industry as they had an easier access to various 
exotic spices and herbs. 

In many cultures across the world, fragrance 
long ago became an integral part of their 
culture. In the Middle East, it plays such a 
significant role that the residents rarely go out 
without wearing a strong perfume. In Islam, 
perfume bears a religious significance, as it 
was mentioned by the Prophet. In France, 
young girls grow up learning where to apply 
the perfume on their bodies. 

As the perfumes developed further into the 
20th and 21st centuries, both the perfume 
themselves and the bottles they were sold in 
seemed to be becoming even more expensive 
and extravagant than before. In 2001, a 
British designer Clive Christian released a 
new fragrance called Clive Cristian No.1, 
which was the most expensive perfume in the 
world as of 2006, costing $2,150 an ounce. 

The ten limited edition crystal bottles of 
Clive Christian’s Imperial Majesty No 1 
world’s most expensive perfume bear a five-
carat diamonds in the 18-carat gold collars. 

THE FIRST 
PRODUCT MADE 
OUT OF SYNTHETIC 
MATERIALS WAS 
CHANEL NO. 5 IN 1920



and has a preference for timeless, classic 
things. And it is not just about the money 
or the social status. Your choice of perfume 
is an integral part of who you are. It can 
tell everyone around you if you are shy or 
outgoing, sporty or girlie, romantic or sensual. 
And smelling of an unpleasant, cheap perfume 
will lead you straight into a total social fiasco. 

Perfume choice is not just a matter of 
personal, but also cultural preference. 

In the Middle East, where the air around 
you is scented with incense and spices; 
stronger and heavier scents are often preferred, 
such as sensual oud. The French prefer dark, 

statement scents, while Southern Europe 
enjoys lighter, citrusy and neroli fragrances. 
In some countries wearing a lot of perfume is 
the norm, whereas in others it is considered 
bad taste. 

So, considering all of the above, what makes 
some perfumes more popular than the others 
across the world? And more importantly, how 
can we predict what the next trend might be? 
With the vast variety of fragrances consumers 
can chose from these days, where might the 
fashion take us next?

It is clear that fashion trends constantly 
change and evolve. There are scents that go 
out of fashion, never to return, even those that 
were very popular once. Not many women 
I know right now wear Calvin Klein, but I 
remember the days when we all had to have a 
bottle of CK. And there are a few classics, like 
Chanel No. 5, which retained its sophisticated 
reputation through generations of women. 
There also are scents that were popular a 
long time ago that suddenly make a come 
back. What causes this cycle and why do some 
fragrances become popular again?

An old Russian saying claims that 
‘Everything new is actually a well-forgotten 
old”. According to experts, the typical perfume 
of the Bronze age would be musky, with 
wooden tones and a hint of cinnamon. Sounds 
pretty modern, doesn’t it? Is new, indeed, a 
well forgotten old?

The modern world is a cultural melting pot 
without boundaries, with trends in fashion 
constantly getting influenced by different 
cultures. The West influences the East; and 
the western consumers, in turn, constantly get 
seduced by the scents of the exotic places. We 
want something that is different, something 
that is new and exciting. 

Besides the consumer’s interest in 
something exotic, certain cultures become 
more fashionable and influential, due to 
their wealth, international events or tourist 
attractions. Just like in the past some countries 
got invaded by the others, which caused tastes 
to interlace, in the modern world, the influence 

>> history 
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THE MOST EXPENSIVE PERFUME IN 
THE WORLD COSTING $2,150 AN 

OUNCE BY CLIVE CHRISTIAN
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>> history 
PERFUME 

generations, even centuries. Isn’t it fascinating 
that we use perfumed oils for aromatherapy 
these days, just like the ancient Egyptians 
would? 

And some famous fragrances, like Guerlain's 
Shalimar that was first launched in 1925 was 
then back in fashion when it got re-launched in 
2001. And currently in Europe, experts report 
the return of 4711, a traditional German Eau 
De Cologne by Mäurer & Wirtz.

There is no simple explanation to why some 
fragrances suddenly make it back into fashion. 
A smart marketing strategy helps, but that 
alone would not work. Our tastes are fickle; 
we get more demanding and more difficult to 
satisfy. Yet, some fragrances still come back 
over and over again, alluring and enchanting 
us just like they allured and enchanted our 
ancestors. 

on fashion from specific cultures on the rest 
of the world is constantly shifting. 

For example, according to International 
Fragrance Association UK (IFRA UK) the 
trend for 2014 is moving towards the exotic 
destinations, and includes fragrances such 
as argan and oud. With the oud becoming 
popular again, we are witnessing the return 
of the influence of Islamic culture and scents 
on the perfume trends. 

Besides the oud, some other fragrance lines 
are expected to be popular this year, according 
to the IFRA, such as Gothic romantic (black 
orchid, heavy vintage flowers.), The Orient 
(jasmine, patchouli, cedar and bergamot) 
as well as revival of the Renaissance (violet, 
sugared rose petals and candied fruits) and 
The Great Gatsby (for men)

All of the above have, of course, been 
popular before, some go as far back as many 

2014 A MOVE 
TOWARDS THE 

EXOTIC INCLUDING 
FRAGRANCES 

SUCH AS ARGAN 
AND OUD





ver recent years Western 
consumers have become 
intrigued by Arabian aromas 
and Oriental scents.  With 
floaty, floral fragrances falling 

out of fashion the Arabian Oud is grabbing 
hold of the market and International brands 
are embracing the woody, rich smell.   In an 
attempt to bring together the Eastern and 
Western fragrance markets, Dubai, along with 
other Middle Eastern countries have been 
working hard to meet the expectations of 
new consumers who are exhilarated by these 
foreign, exotic perfumes.

The total UAE exports of Perfumes and 
Cosmetics in 2012 was US $318 million; 56 
million of that accounts for Beauty and Make-
up preparations.

The top markets for Perfumes and Toilet 
Waters were Oman, Netherlands, Singapore 
and Hong Kong and growth in exported 
quantity was 10% and by value 13% p.a 
during 2008-2012 and growth of exported 
products is rinsing at 10% per annum.

Dubai Fragrance 
Exports

Middle Eastern Fragrances Go Global

>> industry analysis 
DUBAI EXPORTS
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By far the most successful export sector for 2013 was 
perfumes and fragrances that dominated the foreign 

trade exports.

Huge demand for UAE products is seen across the 
GCC where growth is showing no signs of slowing
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>> industry analysis 
DUBAI EXPORTS

Good for the Economy
Fragrances, too, are expected to be high 
demand within the UAE market, with the 
market for premium perfumes expected to 
be worth an astronomical Dhs663.5 million 
annually by 2014.

Important factors considered in identifying 
priority manufacturing sectors in Dubai are 
value addition, the future sustainability, 
benefits to the community, employment of 
skilled labour, environment-friendly industry 
and cultural factors.
The fragrance sector is characterised as 
having high value sales and highly skilled 
and professional labour in a wide range of 
activities from manufacturing to retail.  It is 
appealing for UAE nationals and has deep 
roots in the Arabian culture.  All these factors 
allow it to be a ‘focus’ sector for Dubai.

With many thanks to 
Shahzad Haider for sharing 
this information with 
Beauty Insider

The Future of Dubai Exports 
The Dubai fragrance industry has a number 
of objectives to achieve in the coming years; 
companies in the UAE want to increase their 
target market by focusing on the US, Germany, 
France, Italy, UK and Brazil.

In addition:
All Agencies and Divisions of Department of 
Economic Development will work together 
to achieve maximum support towards the 
initiative taken by DE & FFA.
¾  They are planning the following initiatives 

in collaboration with international industry 
organisations; road shows, exhibition, 
conferences and B2B events

¾  They will also take a holistic view of the 
Fragrance sector and other related sectors 
of Beauty and Fashion to spin off maximum 
value addition.

¾  Milestone initiatives will be taken in the 
direction of education & training for retail 
industry with focus on Fragrance, Beauty 
and Fashion sectors.
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BEAUTYWORLD 2014

The Middle East and Africa (MEA) will 
lead the way as one of the fastest 
growing regions for the beauty and 
personal care market, as economic 
growth lays the foundation for increased 
consumer spending on fragrances, 
haircare, skincare, and colour cosmetics. 

According to global analysts 
Euromonitor International, annual sales 
of beauty and personal care products in 
the MEA region are expected grow 
annually by 4.4 per cent over the next 
four years, with sales exceeding US$30 
billion by the end of 2018. 

That comes as good news to the 1,344 
exhibitors from 52 countries sharing 
centre stage at Beautyworld Middle East 
in Dubai, the region’s foremost 
international trade fair for beauty 
products, hair, fragrances, and wellbeing.

Taking place from 27-29 May at the 

Dubai International Exhibition and 
Convention Centre, the three-day event 
has enjoyed double digit growth over 
the last fi ve years.  

The 2014 edition is the largest ever, 
covering 22,606 sqm of exhibition space, 
a 24 per cent year-on-year growth in 
both exhibitor numbers and size.

Now in its 19th edition, the dedicated 
trade fair is the annual barometer of the 
beauty, hair, fragrance and wellness 
industries for the Wider Middle East 
region.  

Attracting more than 25,000 visitors, 
Beautyworld Middle East focuses on the 
fi ve integral show elements of Cosmetics 
& Skincare; Machinery, Packaging and 
Raw Materials; Professional Equipment 
and Spa; and Hair, Nails & Accessories; 
and Fragrance.

Fragrance in particular has been the 

Beautyworld 2014
Global beauty spotlight shines on Beautyworld Middle East 
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big mover at the show this year, standing 
alone for the fi rst time as its own 
segment, where 186 exhibitors showcase 
their latest products to thousands of 
trade professionals. 

Ahmed Pauwels, CEO of Epoc Messe 
Frankfurt, the organiser of Beautyworld 
Middle East, said the continued success 
and growth of the event points to the 
vibrancy of the industries it serves.

“Many of the products found on the 
retail shelves and in salons throughout 
the region have been introduced through 
Beautyworld Middle East,” said Pauwels.  
“On the global stage, few trade events 
can match the impact and infl uence that 
this event has on the beauty industry.”

“Beautyworld Middle East represents 
the evolution of the global beauty, hair, 
fragrance and wellness industries for the 
Wider Middle East region, playing a 
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pivotal role in their growth and 
development.”

“It also underscores the effectiveness 
of the exhibition as a key business 
generator and facilitator for international 
exhibitors looking to engage with Middle 
Eastern buyers.”

A total of 18 national pavilions are 
taking part at Beautyworld Middle East, 
refl ecting the event’s global appeal. 
Country pavilions from Singapore, 
Ireland, South Africa, and Malaysia are 
making their debut, joined by China, 
Taiwan, Morocco, Korea, India, Thailand, 
UK, USA, Germany, Spain, Italy, France, 
Germany, and Turkey. 

The dedicated beauty trade fair also 
has a full complement of special features, 
including the Beautyworld Middle East 
Boutique, where visitors see, feel, and 
assess the business viability of the world’s 
most exclusive and niche products.

Visitors will also be treated to the latest 
trends favoured by stylists and celebrities 
globally, as part of Hair Education by 
Ghd. 

Nine fashion shows daily will showcase 
the fashion and styling techniques from 
six top Ghd stylists, including acclaimed 
Ken Picton, Dafydd Rhys Thomas, and 
Kay McIntyre.

Back for its 9th consecutive year, the 
Walk of Beauty by Madi International 
will once again wow audiences with its 
vibrancy and innovation, showcasing the 
latest beauty trends by top designers.

Visitors have the chance to get a 
makeover while at the same time enjoy 
the charisma of the most talented regional 
professional hairdressers, make-up artists, 
nail technicians and skin and spa experts.

Meanwhile, top nail artists and 
technicians from across the Gulf and 
Middle East region get the chance to 

showcase their skills and talent at the 
Nail it! by OPI Competition.  The 
dedicated competition for nail care 
professionals takes place over the three 
days of Beautyworld Middle East.

Also returning is the Fragrance Station, 
where visitors sample various fragrances 
on display at the exhibition by visiting 
one single location.

Wrapping up a packed agenda of 
special features and key highlights at 
Beautyworld Middle East is the three-day 
Spa and Salon Management Summit, 
where industry experts share their 
insights and thoughts on opening, 
operating and managing a profi table spa 
and salon business in a growing and 
changing industry.
Beauty Insider hopes all readers 
attended the exhibition and if not make 
a date in your diary for next year.  
Beautyworld Middle East 2015 in Dubai.
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he battle between 
supply and demand is 
constant in the Beauty 
and Cosmetics industry, 
as products often have a 

very short life span. There is no guarantee 
that an item that is popular today will 
be desirable tomorrow. Therefore the 
key role of the logistics team is vital in 
meeting the ever changing demand.

As the latest trends are promoted and 
advertised for the first time the products 
need to be immediately available on the 
shelves, ready for purchase.  

This requires strategic forward 
planning on behalf of both the cosmetics 
company and the logistics outfit, as it 
is the role of the cosmetics company 
to have the finished products ready for 
release with enough time for them to 
be transported  to the point of sale, 
and it is the role of the logistics firm 
to have everything in place to deliver 

the goods in the specified time.  This 
relies on punctual transportation and 
distribution; along the way making sure 
all the correct permits, paperwork and 
customs clearances have been completed 
to ensure the process is as wrinkle free 
as possible.

It is often difficult for companies 
to have any real control over their 
products once they have left the point 
of production.  Visibility during the 
logistics process is a huge problem 
and to be avoided the supply chain 
controls have to be extremely tight, but 
the producers are totally reliant on the 
logistical companies to get each stage 
of the moving process 100% correct as 
many of the products can only be moved 
under the most stringent of conditions.  
For example; some products in transit 
have to maintain a certain temperature 
throughout the entire process, some 
have to be kept completely isolated from 

According 
to Ernst and 
Young, up to 
90% of new 
products 
introduced to 
the market fail 
- more reason 
to control 
logistical costs!

High Demand Today… 
Gone Tomorrow
Why Cosmetic Companies are reliant on optimised logistics

T
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anything else to restrict contamination.  
Some companies employ pharmacists to 
travel with the products to control the 
conditions during transit and warehouse 
storage times to enable the product 
stays in the optimum condition. These 
pharmacists  oversee such processes as 
health and hygiene, shelf-life, packaging 
and ensure compliance in every aspect 
to meet with the correct regulations for 
the area.

Cosmetic and beauty companies often 
sell to a large variety of different retailers 
from mass retailers and supermarket 
chains to individual stores, clinics and 
salons.  Again it is the role of the logistics 
company to guarantee that each of the 
retailers, non dependent on size receives 
their order on time.  This is where the 
planning stage becomes crucial to 
maintain the high standards of the client, 
but to save costs the companies both 
have to plan to have a bulk amount of 
the product in a certain area to cover 
all retailers requests.  As the large 
wholesalers will require truckloads, small 
clinics may only require one box to last 

them a month until their next delivery.
Logistics companies in the GCC report 

an average 16% profit on each individual 
FMCG shipment but compared to 10 
years ago this profit is minimal.  The last 
decade has seen much tighter controls, 
rationalising of costs and nationalisation 
of the supply chain.

The price control and the cost 
effectiveness plays a vital role in 
determining the success of a product.  
If the organisation and the controls are 
not in place the costs can simple spiral.  
Which again raises the question is it 
possible for supply to ever meet demand 
in an ever evolving market that is near 
to impossible to predict on a day to day 
basis?  All the correct forward planning 
can be done but once again it is only the 
consumer that can determine the exact 
demand of a product at any given time.  
By taking transportation and logistical 
costs into account at any early stage of 
the production process can help ease 
the costs to the producers, the suppliers 
and most importantly to guarantee the 
success of a product the consumer.

WHAT IS THE FMCG 
INDUSTRY? 
The ‘Fast Moving Consumer 
Goods’ Industry is responsible 
for delivering essential items to 
supermarket shelves. The 
industry covers, groceries, 
household cleaning products, 
cosmetics, pharmaceuticals, 
stationary and much more. This 
multi million dollar industry 
sector operates at an incredibly 
rapid pace everyday all over the 
world to distribute all the goods.
The top FMCG companies are 

characterised by their ability to 
produce the items that are in 
highest demand by consumers 
and, at the same time, develop 
loyalty and trust towards their 
brands.

SOME OF THE LEADING 
FMCG COMPANIES:

L'ORÉAL 
L'Oreal Paris, Garnier; Maybelline 
New York; Biotherm; Kiehl’s

COLGATE PALMOLIVE
Colgate toothpaste; Palmolive 
soap; JAX
cleaning products.

HENKEL 
Pritt; Sellotape; Schwarzkopf 
hair products

JOHNSON & JOHNSON
Johnson's Baby; Neutrogena; 
Acuvue; Listerine oral care

KIMBERLY-CLARK
Kleenex paper products; Kotex 
feminine care; Huggies baby 
products

PROCTER & GAMBLE
Ariel, Gillette; Pampers; Olay; 
Duracell; Pantene

UNILEVER
Dove bodycare; Axe; Flora dairy 
products; Domestos; Cif; PG Tips
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ot so long ago, the industry buzz was 
dominated by natural and organic products, 
but as the natural personal market matures, 
lower sales growth has been recorded, 
according to research company Kline. Its 

research shows that until the recession hit the world economy, 
the overall naturals market was showing high double digit 
growth, but consumers have become more sensitive to 
prices, so the category has lost ground. In the meantime, 
the sustainability issue has been gathering pace, with more 
companies undertaking eco initiatives, such as using renewable 
energy sources, offsetting carbon emissions and working 
directly with local communities to ensure a fair deal. 

A commitment to sustainable development requires adopting 
an approach that meets present needs without compromising 

the ability of future generations to meet their own needs. 
Finding the right balance between the environmental, social 
and economic aspects of business is a complex and challenging 
process. For each individual company, the approach will 
depend on the type(s) of products it manufactures, its 
capabilities and the individual strategy.

The environmental impact of cosmetics and cosmetic 
manufacturing are increasingly a key consideration for 
companies. Meeting environmental expectations has become 
a major influence in developing improved processes and 
products. This approach extends to all phases of the product 
lifecycle, from raw material sourcing through to how these 
are used and disposed of. There is a continuous drive within 
the industry towards more efficient manufacturing techniques, 
reducing waste and emissions, and so reducing their carbon 

Sustainable Beauty
Why companies are making a move towards sustainability 
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footprint. Many companies are deploying pollution prevention 
strategies and environmental management systems to improve 
performance.

 Increasingly, the principles of Green Chemistry are applied 
when researching and designing chemical processes. The 
environmental profile of ingredients and their sustainable 
sourcing are essential considerations in formulating 
products. In addition, the environmental implication of 
product packaging is now a core element of sustainability 
strategies and action plans. Some cosmetics companies are also 
adopting a green process known as biocatalytic processing. 
This process is a major breakthrough in the greening of 
cosmetics manufacturing because it reduces the amount of 
energy needed to make cosmetics and eliminates solvents 
and other wastes.

WHO’S IN?
P&G
P&G is working towards a long-term environmental 
sustainability vision which will take the company decades to 
achieve. The strategy includes powering its plants with  
renewable energy, using  renewable or recycled materials 
for all products and packaging, having zero consumer and 
manufacturing waste to go to landfill and designing products 
that delight consumers while maximising its conservation of 
resources. Recent initiatives include the replacement of  of 
petroleum-based materials with sustainably sourced renewable 
ones and the introduction of sugar-cane based packaging for 
its Pantene Pro-V Nature Fusion hair care products.

L’OREAL
L’Oreal is embedding sustainable consumption at each stage 
of the life cycle of its products. This involves the integration 
of ethical policies and advanced research in the selection of 
new ingredients and the development of eco-design and use 
of green chemistry. And L’Oreal has ambitious targets when 
it comes to sustainability: by  it is seeking a  reduction 
in greenhouse gas emission, waste and water consumption per 
finished product. The company has a fair trade policy and 
commitment to local communities which are fully integrated 
into its decision making process.

UNILEVER
Unilever’s Sustainable Living Plan pledges to halve the 
environmental footprint of its products by 2020, help more 
than 1 billion people take action to improve their health and 
well-being and source 100% of its agricultural raw materials 
sustainably. After the accusation from Greenpeace that 
Unilever was driving the wholesale destruction of Indonesia’s 
rainforests and peatlands through growing palm oil 
consumption, the company pledged to buy all its palm oil 
from certified sustainable sources by 2015.  

ESTÉE LAUDER COMPANIES
Estée Lauder Companies environmental successes include 
shrinking its carbon footprint through the purchase of green 
electricity and embedding the principles of green chemistry 
in its global manufacturing and product innovation. One 
area where the company has made significant progress has 
been through sustainable packaging innovations across all 
brands including increasing the recycled content of its 
packaging. By fiscal 2015, the company pledges to ensure 
that 25% of its packaging suppliers use renewable energy 
and is developing additional product take-back programs to 
increase end-of-life recycling of ELC product packaging.
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COTY
Coty has increased the number of natural and organic 
materials for its products by 88% over the past five years. It 
has also reduced its use of volatile compounds {VOCs] by 
adopting processes that have a lesser environmental impact. 
Although demand for Coty products has increased, the 
company maintains that it has made progress in conserving 
energy, reducing pollution and minimising the environmental 
impact of its activities. It is currently working on ways to 
get smarter about how water is used in order to reduce 
waste and manage its water consumption efficiently and 
responsibly.

CLARINS
In 2007, Clarins created its own Responsible Development 
department to overlook all aspects of social and 
environmental issues. Creating environmentally-friendly 
formulas was part of this, with Clarins introducing a 
rigorous ingredients policy and the aim to reduce greenhouse 
gas emissions by 20% by the end of 2011. Furthermore, 
lighter packaging made from simple recyclable materials has 
been introduced with a view to having as low an 
environmental impact as possible.

In addition, companies that were founded with sustainable 
practices in place are going on step further. Karen Huxley, 
International PR at Lush says ‘LUSH offers fresh and 

handmade cosmetics, using as many natural ingredients as 
possible. We aim to invent a solid alternative to any liquid 
product, to eradicate the need for preservative and excess 
packaging. We also enforce a strict policy against animal 
testing (all our products are vegetarian) and our ethical 
buying goes above and beyond with the introduction of the 
Sustainable Lush Fund – where  of our buying spend is 
donated to a fund, that supports sustainable projects around 
the world.  Our aim is to help implement permaculture 
methods to heal and regenerate the earth and human society 
(from the damage done through generations of conventional, 
destructive farming industry and its’ social implications).’

Despite the distinct advantages, there are still hurdles to the 
industry-wide adoption of sustainable practices. It remains 
difficult to quantify what constitutes sustainable practice 
and some companies are quick to adopt the label with little 
implementation. Also, certain processes have higher initial 
costs and are more expensive to run than traditional processes. 
However, the appropriate choice of production conditions 
can spread this initial cost over a large volume of product, 
making production much more cost-effective. Once these 
processes are implemented, it’s important to get the word 
out.  A green marketing strategy and ensuring that sustainably 
produced products reach responsive consumers are pivotal 
components to making this strategy a success.  
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>> interview 
MALE GROOMING

How does the space allocation between ladies and 
gents look like in the modern bathroom? Are men 
reclaiming lost territory?
Between 90 and 95 % of the space in a modern bathroom are 
“occupied” by the women.

Now, with the return of the traditional wet shaving men are 
fighting for 10 % of the space. With success, because women 
love that style of shaving. Her man is a man.

What are the classical components of a 
comprehensive shaving set?
First you need a soap, then a brush and razor. It´s also good to 
use a pre shave and after the shaving a tonic against skin 
irritations.

 Talking about the brush: a traditional shaving brush is 
made of badger hair and lasts 20 years. What is so 
special about badger hair? Would a normal brush from 
the supermarket not do the same job?
Normally a brush from the supermarket is made from a lower 
quality. The bristles typically made from pig bristles, called pure 
bristles. The hair is much harder and the lifetime of such qualities 
are shorter than from bristles made with the finest silver tips 
from the badger. 

Shaving soap: What is the special functionality of 
traditional shaving soap? How does this differ from 
foam in a can?
The soap is very important for a succesful shave. The shaving 
soap opens the pores of the skin and the hair will just come out 
a little bit of the pores. So the shaving will be more intensive 
and the skin feels longer soft. You will have a good to be perfectly 
shaved – longer than for 8 hours – for the entire day. Last but 
not least the soap is better for the lifetime of the blades. It´s 
much easier to clean the blades instead of a foam.

Coming to the most interesting part – the blades. What 
variety of blades is available and how does the handling 
of each one differ?
Oh, there are a lot of different blade systems. You have the modern 
systems up to 6 blades. And you have the straight razors, safety 
razors, called “grandfather style”. Nowadays the old style with 
only one blade is becoming very popular again. Young men like  
this very much. Because this is the real feeling

Give us some tips on shaving direction – is it best to 
shave “with the hair” or “against the hair”? Why?
If you use a straight razor our recommendation is as follows: First, 
shave in the same direction your hair grows (usually up to down), 
then, with the second shave – against the direction of beard growth 
(usually down to up).

 
The grand fi nale. At the end there are those fi ery 
aftershaves and the more metro sexual crowd the soft 
shaving balms. What is the usage nowadays and are 
there even more options than in the past?
We recommend a tonic.This is very helpful against skin irritations 
and it´s not fiery. It is soft and it gives a good and fresh feeling.

  
The Great Gatsby, James Bond etc are some movies 
that come to mind which feature traditional shaving 
techniques. Are there any others which come to mind?
Oh there a lot of movies. Actually James Bond is the most popular 
one. But also Humphrey Bogart used a straight razor in the movie 
African Queen, countless western movies or Dances with Wolves 
with Kevin Costner.
Torsten Korb is the owner and general manager of the Pfeilring 
Group. Pfeilring was established 1896 in Solingen , Germany.
PEILRING is producing cutlery as well as mens grooming under 
the brand MARKE GOLDDACHS. Pfeilring is one of the leading 
companies for manicure world wide

It’s a Man’s World!
How men are reclaiming bathroom space for personal grooming… 
An interview with Mr. Torsten Korb on Male Grooming
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