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MARKETING PACKAGING SUPPLIERS

Ballerstaedt & Co. OHG

Hardbergstr. 11, 76437 Rastatt, Germany

Phone: +49 (0) 7222 95150, Fax: +49 (0) 7222 82479

info@ballerstaedt.de

www.ballerstaedt.de

DERSCHLAG GmbH & Co.KG

Stanzerei und Folienverarbeitung

Herrenwiese 11, 57319 Bad Berleburg, Germany

Phone: +49 (0) 2751 2027

Fax: +49 (0) 2751 2025

info@derschlag.com, www.derschlag.com

Domino Deutschland GmbH

Lorenz-Schott-Str. 3, 55252 Mainz-Kastel, Germany

Phone: +49 (0) 6134 25050

Fax: +49 (0) 6134 25055

info@domino-deutschland.de

www.domino-deutschland.de

DONAU Kanol  GmbH & Co. KG

Grossendorf 65, 4551 Ried im Traunkreis, Austria

Phone: +43 (0) 7588 728211

Fax: +43 (0) 7588 728217

office@donau-kanol.com, www.donau-kanol.com

Products/Services: Contract-Services

Dreiturm GmbH

Industriegebiet West

36396 Steinau an der Straße, Germany

Phone: +49 (0) 6663 970132

Fax: +49 (0) 6663 970496

info@dreiturm.de, www.dreiturm.de

ETOL Gesundheitspflege- und

Pharmaprodukte GmbH

Konrad-Adenauer-Str. 3

77704 Oberkirch, Germany

Phone: +49 (0) 7802 92650

Fax: +49 (0) 7802 9265165

info@etol-oberkirch.de, www.etol.de

Fischer Ampullenabfüllung GbR

Am Sportplatz 5

76479 Steinmauern, Germany

Phone: +49 (0) 7222 23626

Fax: +49 (0) 7222 25491

info@ampullenabfuellung.de

www.ampullenabfuellung.de

Frapak packaging bv

Werktuigweg 20, 3899 AD Zeewolde, The Netherlends

Phone: +31 (0) 3652 25577

Fax: +31 (0) 3652 24430

info@frapak.nl, www.frapak.nl

GEKA GmbH

Waizendorf 3

91572 Bechhofen, Germany

Phone: +49 (0) 9822 87100

Fax: +49 (0) 9822 87119

info@geka-world.com

www.geka-world.com

R. Gerschon GmbH

Cosmetic-Verpackungen

Hainerbergweg 40

61462 Königstein, Germany

Phone: +49 (0) 6174 7017

Fax: +49 (0) 6174 1312

info@gerschon.de, www.gerschon.de

Rosa Heinz GmbH

Kosmetikverpackungen

Straßfeld 6

85777 Fahrenzhausen, Germany

Phone: +49 (0) 8133 918590

Fax: +49 (0) 8133 918599

info@rosa-heinz.de, www.rosa-heinz.de

Heraeus Kulzer GmbH

Philipp-Reis-Str. 8/13

61273 Wehrheim, Germany

Phone: +49 (0) 6081 9590

Fax: +49 (0) 6081 959398

info@heragel.com

www.heragel.com

HHAC Labor 

Dr. Heusler GmbH 

Hindenburg Str. 33

76297 Stutensee, Germany

Phone: +49 (0) 7249 913020

Fax: +49 (0) 7249 9130299

hhac@hhac.de, www.hhac.de

intracosmed AG

Unterdorfstr. 31, 9107 Urnäsch, Switzerland

Phone: +41 (0) 71 7910707, Fax: +41 (0) 71 7910708

info@intracosmed.ch, www.intracosmed.ch

Lohn-Pack K.A. Wolf 

GmbH & Co-KG

Dorfwiesenstraße, 61197 Florstadt, Germany

Phone: +49 (0) 6041 8905, Fax: +49 (0) 6041 4776

kontakt@lohn-pack.com, www.lohn-pack.com

Neopac – the Tube

Burgdorferstr. 22, 3672 Oberdiessbach, Switzerland

Phone: +41 (0) 31 7701240, Fax: +41 (0) 31 7701313

marketing@neopac.ch, www.neopac.ch

PACKIT Cosmetic 

Packaging GmbH

Contact: Viviane Ferling

Gewerbering 10

85777 Fahrenzhausen, Germany

Phone: +49 (0) 8133 444090

Fax: +49 (0) 8133 4440911

info@pack-it.de, www.pack-it.de

Profile: Packagings in small lots. Big choice on stock

in plastic, glass and aluminium, fast deliveries. Deco-

ration up from 1.000 pc per reference.

Pamasol

Willy Mäder AG

P.O. Box 157, 8808 Pfäffikon, Switzerland

Phone: +41 (0) 55 4174040, Fax: +41 (0) 55 4174044

info@pamasol.com, www.pamasol.com

Rieke Packaging Systems

Scudamore Road 44

LE3 1UG Leicester, Great Britain

Phone: +44 (0) 116 2331100

Fax: +44 (0) 116 2312077

sales@riekedispensing.com

www.riekepackaging.com

Profile: Rieke specialise in tailor-made dispensing so-

lutions for a variety of products and applications. All

of our products are designed to offer practicality and

convenience to end users, whilst promoting and en-

hancing brand image. Our advanced product portfolio

includes market leading Airless and Foamer ranges. 

Packaging suppliers

www.cossma.com



sun creative cosmetics 

GmbH & Co.KG

Dorfäckerstr. 35, 90427 Nürnberg, Germany

Phone: +49 (0) 911 32050

Fax: +49 (0) 911 3205210

info@sun-cosmetics.de, www.sun-cosmetics.de

Symex Schröder & Boos

Misch- und Anlagentechnik 

GmbH & Co. KG

Lengstr. 10, 27572 Bremerhaven, Germany

Phone: +49 (0) 471 984010

Fax: +49 (0) 471 9840140

info@symex.de, www.symex.de

Temmentec AG

Lütoldstr. 6, 3454 Sumiswald,Switzerland

Phone: +41 (0) 34 4326111

Fax: +41 (0) 34 4326191

contact@temmentec.ch

www.temmentec.ch

Products/Services: Contract Services

Trichema AG

Postfach 1063, 6341 Baar, Switzerland

Phone: +41 (0) 41 7680202

Fax: +41 (0) 41 7680200

info@trichema.ch, www.trichema.ch

Vakumix AG

Zeppelinstr. 1, 28844 Weyhe, Germany

Phone: +49 (0) 421 849560

Fax: +49 (0) 421 8495690

info@vakumix.de, www.vakumix.de

Zellaerosol GmbH

Wiesenstr. 13

79669 Zell im Wiesental, Germany

Phone: +49 (0) 76259253-0

Fax: +49 (0) 7625925314

info@zellaerosol.de

www.zellaerosol.de

Profile: Contract manufacturing and filling, 

Full Service

PACKAGING SUPPLIERS MARKETING

RUSI Cosmetic GmbH & Co KG

Rudolf-Diesel-Str. 14

91572 Bechhofen, Germany

Phone: +49 (0) 9822 60990

Fax:+49 (0) 9822 609910

rusi.cosmetic@t-online.de

www.rusi.de

Products: Cosmetic-Packaging

Seufert transparente 

Verpackungen GmbH

Hans-Sachs-Str. 3

63110 Rodgau, Germany

Phone: +49 (0) 6106 69030

Fax: +49 (0) 6106 69035011

info@seufert-verpackungen.de

www.seufert-verpackungen.de

Profile: Klarfaltbox, Duofaltbox

Simon GmbH

Kunststoffwerk

Daimlerstr. 1, 77815 Bühl, Germany

Phone: +49 (0) 7223 940840

Fax: +49 (0) 7223 30323

simon@kunststoffwerk-simon.de

www.simon-kunststoffwerk.de

www.cossma.com



B
efore social media, brands

would rely on traditional me-

thods to engage with custo-

mers – methods which could be cost-

ly and often not particularly effective.

Although above-the-line media, in-

cluding TV and print advertising, are

still widely used, smart brands are

spreading their budgets online to en-

sure that they reach those likely to

buy their products. An increasingly

large part of their marketing budgets

is dedicated to growing an online

presence through social networking

sites such as Twitter, YouTube and Fa-

cebook, which play an important part

in a consumer’s journey in discove-

ring products.

According to Sean Singleton, group

managing director of Skive Group, who

spoke on the subject of social media at

this year’s In-Cosmetics show in Milan,

recent statistics show there are some

200 m blogs and 95,000 beauty blogs,

with 35-49 year old women proving 

to be the fastest growing group in the

 blo gosphere. 

Estée Lauder Companies employ so-

cial media across their portfolio of

brands, such as Bobbi Brown, which us-

es Twitter to provide tips and advice to

its followers in real time. Twitter is also

used for two-way communication and

can give valuable feedback that is able

to be implemented in product develop-

ment and product improvements. Ac-

cording to Estée Lauder, social media

are delivering in the top five traffic

sources for every one of its brands and

social media consistently over-index in

terms of sales conversions. 

Alex Moscow*, managing director,

9mm Public Relations, believes that

like any marketing strategy, companies

must know who they want to target,

where they hang out and what they

want from the company. “The key to the

success of any social media campaign

is the distribution of valuable content,”

he explains. “These are not sales chan-

nels. You want to build relationships.

Before starting any activity, monitor

your target audience and identify what

is important to them and how you can

join in their conversations. See how

you can add value to them as this is an

opportunity to immerse your customer

in your brand. Help them to experience

it in a way that traditional marketing

could never do.” 

Moscow warns that building a net-

work of fans is worthless unless those

fans are active. “The goal may be to

sign them up to a newsletter, gain feed-

back for current products or to test new

ones. Whatever it is, the goal should be

defined first and foremost.” 

This means that brands need to

concentrate on the social media chan-

nels that offer the best route to their

customers. Moscow points out that the

way people use Twitter is very different

from Facebook and that Facebook us-

age is very different from LinkedIn.

“Brands should have a strategy for

each,” he advises. 

Importance of bloggers

Beauty blogs feature very highly in

Google searches, meaning that in prod-

uct searches consumers are likely to find
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MARKETING PRODUCT DEVELOPMENT

Social media trends 

in the beauty markets

In the space of just a couple 

of years social media have

changed the way that many

companies are doing business.

Cosmetics and toiletries compa-

nies were initially slow to recog-

nise the importance of social

media, but many are realising 

now how influential they can 

be for their brands. Imogen

Matthews, consultant to In-Cos -

metics, looks at what has

changed and how social media

can be used to create brand

awareness and grow sales. 

After having been slow to recognise the importance of social media, cosmetics companies are now realising

how influential they can be for their brands
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M I L D  C L E A N S I N G 

S Y S T E M  F O R  T H E  S K I N
Effective and environmentally friendly

Distributed by 

IMPAG Import GmbH

Fritz-Remy-Strasse 25

D-63071 O�enbach am Main

Tel: + 49 (0) 69 850 008 - 0

Mail: kosmetik@impag.de

Web: www.impag.de

Country O
ces

Switzerland  – www.impag.ch

Germany  – www.impag.de

France  – www.impag.fr

Poland   – www.impag.pl

Advantages of the PERLASTAN® series:

 in-vivo

P E R L A S TA N ®
Glutamate and Sarcosinate Surfactants

Advantages of the EVERSOFTTM series:

 in-vivo

E V E R S O F T TM

Glycinate surfactants for mild cleansing

blog reviews on the first couple of pages of results. This can have

a significant impact on their purchasing decision, particularly if a

product is rated by influential beauty bloggers with a good review

to send sales soaring. According to research analysts Mymarket-

monitor, there are over 8,000 English language blogs dedicated to

beauty globally. Their research shows that blogs globally account

for over 45 % of all online beauty conversations.

Google ranks blogger reviews highly, so if someone is

searching for product information online, they can read reviews

of people’s real opinions, rather than a generic write up in a

magazine. A good blogger is not afraid to offer honest opinions

based on having tried the product with pictures of how it looks

on the skin or hair.

Moscow believes that the blog should be the focal point of

any social media strategy and that channels such as Facebook,

Twitter and LinkedIn should be used to motivate people to-

wards it. “Like the other channels, the blog should not be used

as a hard sales tool. It should make people feel valued by the

brand and offer content that benefits their lives in some way.”

He points out that if Facebook were to close down tomorrow all

the hard work would disappear with it. “You own your blog. You

can therefore set it up to do whatever you want and own all of

the data that you generate from it.”

Magazines and social media

The growth in influential blogs is putting print media under

pressure. According to Mymarketmonitor, younger women are

no longer reading magazines but are picking up information on

beauty products through blogs. Magazines have had to sharp-

en up and many are now adding a blog section to their websites

as well as incorporating buttons into each web page to allow

consumers to share comments on Facebook and Twitter. 

One of the questions frequently asked by newcomers to so-

cial media is how can they find quality connections. Moscow

suggests the following: 

s Contact your best customers, find out what they want from a

social media relationship and build it for them. Invite them to

be the first members and incentivise them to bring their

friends. 

s Get onto the shop floor and do the same as above. The first

stages of any social media planning should be a research

phase. You want to find out what customers want from you

and what will keep them coming back for more. 

s Look at what other brands are doing, not necessarily your

competitors, but any brand that attracts a similar type of cus-

tomer. Build an understanding of what makes their social me-

dia presence a success. 

* Alex Moscow will participate at next year’s In-Cosmetics 
marketing trends presentations, taking place in Barcelona 
on 17-19 April. For more details go to www.in-cosmetics.com 

Using social media for 

two-way communication to 

obtain valuable feedback 

Imogen Matthews

In-Cosmetics consultant, Oxford, UK
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toxicological profile of the raw materi-

als, their quality and purity, a close and

efficient information exchange with the

supplier is a key issue.

What are the major benefits of Primal

hyal 300, Vegetan FL Creation and Re-

newable Squalane?

Alexis Rannou, Soliance:

Primahyal 300, Vegetan FL

Creation and Renewable

squalane are produced

from renewable sources

such as sugar and wheat protein using

an efficient biotechnology process to

achieve Ecocert approval. 

Primahyal 300 is an HA of 200 kDa

able to activate the skin’s natural heal-

ing mechanism to repair skin. It works

against acne, is used as an after-shave,

as an exfoliant and for skin regenera-

tion. It activates the toll-like receptor 2

to produce Beta defensins, which are

able to protect the skin from microbial

aggression. It also helps the skin to be

repaired through a stimulation of the

proliferation of keratinocytes and mi-

gration of fibroblasts. Vegetan FL Cre-

ation is a premix with DHA, a green sur-

factant, and a specific mild fragrance

from CPL’s patented “aromaguard”

technology, able to eliminate malodors

from the maillard reaction. Renewable

Squalane is an innovative process

which, with the help of sugar, produces

a very stable and efficient emollient: the

squalane. This new process can protect

the client from the production and price

volatility which has been common with

products from olive sources during the

past 10 years. 

What are the most important character-

istics of the active ingredient Corolea?

Régis Saladin, Phytodia: Corolea Bio is

an Ecocert certified slimming ingredi-

ent made of 100% veg-

etable resources and on

which in vitro and in vivo

studies on humans have

been performed. The ac-

tive ingredient acts di-

rectly on TGR5, a receptor specifically

implicated in the control of mitochon-

dria activity and number, and present

in the adipocytes where fatty acid oxi-

dation – fat burning – occurs. It acti-

vates mitochondria in adipocytes to

promote fat burning. This mechanism,

clinically validated, is distinct yet com-

plementary to that of caffeine – anoth-

er advantage of the ingredient.

Could you please explain in what way

the active ingredient Alguard is a triple-

guard solution?

Anat Stern, Frutarom: The

active ingredient is based

on a polysaccharide emit-

ted from the algae cells,

dissolving into the water

and creating a protective environment

against the ever-changing conditions of

the ocean tidal zone. Through a com-

pletely natural process based on IP and

special know-how the algae are grown

to the point of maximum polysaccha-

ride secretion and then purified. Thus

the polysaccharide is resistant against

the harshest conditions. The active in-

gredient has a complex and flexible

structure interlaced with negatively

charged sulphated and glucoronic ac-

tive groups. The flexibility and chain as-

sociation are responsible for a unique

surface behaviour – when smeared on a

surface the active adheres to the surface

and creates an organized mesh on it.

This mesh, providing physical protec-

tion with biological activities, is the

heart of the triple-guard solution.

Could you please provide a few stimu-

lating examples of innovative cosmetic

products from Asia?

Florence Bernardin, Infor-

mation et Inspiration: In-

novation in Japan comes

above all from new tex-

tures and new feelings to

create new desires from consumers,

but also to respond to specific needs

linked to climate and usage … Fujifilm

Astalift Jelly Aquarysta from Japan is a

transparent anti-ageing essence – in

orange as it is enriched with asthaxan-

tin – which is as solid as a jelly. It im-

mediately melts into the skin providing

a high degree of moisture thanks to

nano-ceramides and collagen. It is an

attractive product, efficient yet fresh,

light and very “yummy”  - and is a great

hit on the market. 

Foamy textures are very popular in

all Asian markets thanks to their con-

venience (e.g. hair colouring products)

but also thanks to their emotional at-

tractiveness, reminding one of whipped

cream and marshmallow softness. Na-

ture Republic O2 Therapy Charcoal Bub-

ble Pack from Korea is applied as a gel

and auto-foams without any gas or

pump system. It is magical for the con-

sumer to see and feel this transforma-

tion of texture on the skin. The micro-

oxygen foam acts as a detox agent to

leave the skin clear and bright.

In addition, there are new beauty

product usages to save time and pre-

serve moisture such as the Mini Facial

Steamer Imyu Handy Mist, which looks

like a slide-action cell phone. Once it is

opened it sprays a micro-mist of mois-

turizing essence from its small refill-

able container inside the steamer. It is

convenient, efficient and addictive ...

What is Sucragel and what advantages

does it provide for cosmetics products?

Jennifer Cargill, Alfa Chemicals: Su-

cragel is a 100% natural,

preservative free, oil-

thickening and emulsify-

ing ingredient based on

sugar chemistry. Its sim-

plest use is as a liquid

emulsifier for cold process o/w emul-

sions. However, its main benefit is its

ability to gel almost any oily ingredient

such as vegetable oils, sun filters, sili-

cones, mineral oils, esters, butters and

waxes, into clear oily gels. Sucragel

holds the oil in place in a stable micro-

emulsion and when water is added the

mix changes into a cream or a light lo-

tion giving countless formulation pos-

sibilities for both leave-on and wash-

off products.

The most interesting formulations

made with Sucragel are gel-to-milk oily

gel cleansers which leave the skin sig-

nificantly hydrated for at least 8 hours

once washed off. These oily gels can al-

so be used as massage gels, scrubs and

masks. Sucragel can be used to formu-

late creams, lotions and spray emul-

sions, such as sun sprays, and even wet

wipe solutions. By gelling the oil phase

with Sucragel to form a micro-emul-

sion and then diluting it with water,

these emulsions can contain high lev-

els of oils, butters and waxes but feel

light and non-greasy on the skin.

Further product information on these presentations
made at the Impag cosmetics seminar on September
15th, 2011 in the Stuttgart Porsche museum at Eberach,
can be found on the Internet (see Internet button)

PRODUCTION INGREDIENTS
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