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auf den ersten Ergebnisseiten. Das kann sich deutlich auf ihr
Kaufverhalten auswirken, besonders wenn ein Produkt von ein-
flussreichen Bloggern gute Bewertungen erhält. Laut Mymar-
ketmonitor gibt es über 8.000 englischsprachige Beautyblogs
weltweit und mehr als 45 % der Online-Unterhaltungen über
Kosmetik laufen über Blogs.

Jemand, der nach Produktinformationen sucht, kann in Blogs
Beiträge mit echten Meinungsäußerungen lesen statt eine allge-
meine Kritik in einer Zeitschrift. Ein guter Blogger äußert seine
Meinung nach der Verwendung eines Produkts ganz offen und
zeigt vielleicht Bilder, wie es auf der Haut oder dem Haar wirkt.

Moscow meint, Blogs sollten im Fokus jeder Social-Media-
Strategie stehen, und dass Kanäle wie Facebook, Twitter und
LinkedIn eingesetzt werden sollten, um die Menschen dorthin
zu bringen. „Ebenso wie die anderen Kanäle sollten Blogs nicht
wie harte Verkaufstools benutzt werden. Die Menschen sollten
sich von der Marke ernst genommen fühlen und einen Mehr-
wert geboten bekommen, von dem sie irgendwie profitieren
können.” Wenn Facebook eines Tages verschwinden würde, wä-
re auch die ganze hier investierte Arbeit verloren, so Moscow.
Aber Ihr Blog gehört Ihnen. Sie können mit ihm tun, was Sie
wollen, und Ihnen gehören alle mit ihm generierten Daten.”

Zeitschriften und soziale Medien
Das Wachstum bei den einflussreichen Blogs setzt die Print-

medien gehörig unter Druck. Laut Mymarketmonitor informie-
ren sich junge Frauen in Blogs über Beautyprodukte, anstatt
Zeitschriften zu lesen. Die Zeitschriften haben darauf reagiert
und viele ergänzen ihre Webseiten jetzt durch einen Blogteil
und setzen auf jede Webseite einen Button, der es ermöglicht,
Kommentare auf Facebook und Twitter zu hinterlassen.

Eine der häufigsten Fragen neuer Social-Media-Benutzer
ist, wie man sich einen hochwertigen Kundenkreis erschließt.
Moscow rät Folgendes:
s Kontaktieren Sie Ihre besten Kunden, finden Sie heraus, was

sie sich von einer Social-Media-Beziehung erwarten und bau-
en Sie sie auf. Laden Sie sie ein, die ersten Mitglieder zu wer-
den und bieten Sie Anreize, Freunde zu werben.

s Auf der Verkaufsebene machen Sie dasselbe. Der erste Schritt
bei der Social-Media-Planung sollte eine Forschungsphase
sein, in der Sie herausfinden, was die Kunden von Ihnen er-
warten und was sie dazu bringt, immer wiederzukommen.

s Was machen andere Marken, also nicht unbedingt die Kon-
kurrenz, sondern Marken mit ähnlichen Zielgruppen? Versu-
chen Sie zu verstehen, warum sie mit ihrer Social-Media-Prä-
senz Erfolg haben.

* Alex Moscow wird an den Marketingtrends-Präsentationen
auf der In-Cosmetics im nächsten Jahr in Barcelona vom 
17.–19. April teilnehmen. Weitere Einzelheiten finden Sie unter 
www.in-cosmetics.com 

B evor es soziale Medien gab,
waren Marken auf herkömm-
liche Methoden der Kunden-

kommunikation angewiesen, die teu-
er, aber oft gar nicht effektiv waren.
Auch wenn die klassischen Medien
wie Fernseh- und Printanzeigen im-
mer noch weit verbreitet sind, ver-
stärken intelligente Marken ihre Aus-
gaben im Onlinebereich, um zielge-
nau die potenziellen Käufer zu
erreichen. Einen wachsenden Anteil
ihrer Marketingbudgets geben sie für
ihre Onlinepräsenz und für soziale
Netzwerke wie Twitter, YouTube und
Facebook aus, die eine wichtige Rolle
bei der Suche der Verbraucher nach
neuen Produkten spielen.

Laut Sean Singleton von Skive
Group, der auf der diesjährigen In-Cos-
metics in Mailand zum Thema soziale
Medien referierte, zeigen aktuelle Sta-
tistiken, dass es weltweit etwa 200 Mio.
Blogs gibt, 95.000 davon Beautyblogs
mit den 35–49-jährigen Frauen als der
am schnellsten wachsenden Gruppe
der Blogosphäre.

Estée Lauder Companies setzen so-
ziale Medien für ihr gesamtes Portfolio
ein, so etwa bei der Marke Bobbi
Brown, die Twitter nutzt, um ihre Follo-
wer in Echtzeit mit Tipps und Rat zu
versorgen. Twitter wird außerdem für
die wechselseitige Kommunikation
verwendet und kann wertvolles Feed-
back für Produktentwicklung und Pro-
duktverbesserungen liefern. Laut Es-
tée Lauder gehören soziale Medien zu
den fünf wichtigsten Trafficquellen für
jede ihrer Marken und übertreffen im
Hinblick auf die Verkaufsumsätze deut-
lich den Durchschnitt.

Alex Moscow* von 9mm Public Re-
lations glaubt, dass Unternehmen –
wie bei jeder Marketingstrategie – ihre
Zielgruppen kennen müssen. „Der
Schlüssel zum Erfolg mit sozialen Me-
dien ist die Kommunikation wertvoller
Inhalte”, erläutert er. „Das sind keine
Verkaufskanäle, sondern hier werden
Beziehungen aufgebaut. Bevor Sie eine
Kampagne starten, beobachten Sie Ih-
re Zielgruppe und finden Sie heraus,
was ihr wichtig ist und wie Sie mit ihr

ins Gespräch kommen. Überlegen Sie
sich, wie Sie ihr einen Mehrwert bieten
können, um Ihre Kunden in Ihre Marke
eintauchen zu lassen. Helfen Sie ih-
nen, sie so zu erleben, wie es mit her-
kömmlichem Marketing nicht zu leis-
ten wäre.”

Moscow gibt zu bedenken, dass der
Aufbau eines Fan-Netzwerks wertlos
ist, wenn die Fans nicht aktiv sind. „Ziel
kann sein, dass sie einen Newsletter
abonnieren oder dass man Feedback
für aktuelle oder neue Produkte erhält.
Vorher aber muss das Ziel definiert
werden.”

Marken müssen sich also auf die so-
zialen Medien konzentrieren, die den
besten Zugang zu ihren Kunden bieten.
Twitter etwa wird ganz anders genutzt
als Facebook und das wieder ganz an-
ders als LinkedIn. „Marken sollten für
alle eine Strategie haben“, rät Moscow.

Wie wichtig sind Blogger?
Beautyblogs erzielen sehr hohe

Rankings bei Google, Verbraucher fin-
den also mit Sicherheit Blogbeiträge
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Social-Media-Trends 
auf dem Beautymarkt

Innerhalb kurzer Zeit haben die
sozialen Medien die Art, wie viele
Unternehmen ihr Geschäft
betreiben, deutlich verändert.
Anfangs haben Beautyfirmen nur
langsam auf die zunehmende
Bedeutung sozialer Medien
reagiert, aber viele merken inzwi -
schen, welchen Einfluss sie auf
ihre Marken haben. In-Cosmetics-
Beraterin Imogen Matthews
analysiert, was sich geändert hat
und wie soziale Medien helfen
können, Markenbekanntheit und
Umsatz zu steigern.

Nachdem sie die Bedeutung sozialer Medien anfangs nur langsam verstanden haben, merken
 Kosmetikunternehmen jetzt, wie wichtig sie für ihre Marken sind
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Soziale Medien für die gegenseitige
Kommunikation nutzen, um wertvolles

Feedback zu erhalten 

Imogen Matthews  
In-Cosmetics-Beraterin, Oxford, England
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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 

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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Using social media for 
two-way communication to 

obtain valuable feedback 

Imogen Matthews
In-Cosmetics consultant, Oxford, UK
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COSSMA Media profile, target group

Short description:
COSSMA is THE trade magazine aimed at the personal care and cosmetics
manufacturing industry as well as manufactures of household + fabrice
care worldwide. It carries regular reports on ingredients and their applica-
tions, research and development, packaging and design, aerosol and spray
technology, machines and equipment, and service providers to the cos-
metics industry. In addition the magazine covers major industry events and
exhibitions. COSSMA’s editorial concept distils complex, detailed informa-
tion down to the essentials and is essential reading for decision makers in
the cosmetics industry. COSSMA is published monthly in two printed ver-
sions in English and German. In addition an English and a German PDF edi-
tion is available for download on www.cossma.com. With your standard
booking, your advert will automatically be placed in both language versions
without any extra cost. 

Target group:
Decision makers in the international cosmetics and personal care industry,
household + fabrice care industry especially in the areas of company man-
agement, marketing, sales, R & D, and production.

Frequency of publication: monthly (10 issues/year)

Volume: 13

Web-Site (URL): www.cossma.com
Member of the 
Health and Beauty Group  
www.health-and-beauty.com

3

Print run: 4.402 copies 
Circulation figures are independently
audited by IVW 
(German circulation controll)

Circulation breakdown

a) by type of business:

Manufacturers of cosmetic and personal care products 70%
Manufactures of household + fabric care products
(hair care, skin care, soaps/syndets, bath- and shower products,
women’s fragrances, deodorants, colour cosmetics, mens
cosmetics, dental and oral care, apparative cosmetics, other
toiletries)

Service providers, contract manufacturers and distributors 21%
(contract manufacture, contract fillers and developers, laboratory
services, business consultants, distributors of cosmetic products,
other service providers)

Suppliers of cosmetics industry + 
household + fabrice care industry 9%
(Suppliers of ingredients for cosmetic products, packaging suppliers,
producers of process equipment and production technology, 
other suppliers)
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COSSMA Circulation breakdown

d.) by job function in % of total

Corporate Management 35%
R&D, Formulation, Purchasing, Production, Tech. Marketing, 31%
Marketing, Sales, Export, Product management 31%
Others 2%

b) by country in copies distributed: (also see page 11)
Germany  2.493
Abroad 1.678

c.) by language version 
(printed standard edition; for PDF-Editions see separate listing)
German edition (Print) 2.580
English edition (Print) 1.591

Detailed circulation breakdown: 
Distribution by country
* Please also see distribution of PDF-Edition via e-mail

4

E-Mail Distribution: 
PDF-Edition of the English standard edition
quantity of E-mail addresses the PDF-Edition is mailed to

Country Printed Edition PDF circulation Total Circulation
Scandinavia 27 55 82
Asia (exc. China, India) 39 131 170
Portugal, Italy 57 410 467
Benelux 55 170 225
China 46 322 368
India 53 524 577
Austria 56 81 137
Switzerland 134 117 251
North America (USA, Canada) 148 1.310 1.458
Spain 204 623 827
Poland, Czech. Rep. , Hungary 155 407 562
Russia, Ukraine, Baltic States 239 942 1.181
France 256 576 832
UK, Ireland 170 887 1.057
Others, i.e. 39 39
Near- and Far East 85 85
Latin America 509 509
Africa 9 9
Australia, Pacific 178 178
Germany 2.493 2.493
Total 4.171 7.337 11.508
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COSSMA Print run, additional charges, discounts

5

1. Number of copies published: 

German Edition: 2.722 copies
English Edition: 1.680 copies
Total: 4.402 copies

2. Size of magazine: 215 x 290 mm
Print space: 182 x 265 mm

3. Printing process, screen, printing material
Sheet offset, screen 60, glued;offset positve films
or relevant electronic data (see page 7)

4. Deadlines: see page 10-11

5. Terms of payment: net after reception of invoice

6. Banking information: see page 2

7. Advertising formats see page 8
and prices:

8. Additional charges in Euro: 
(There are no discounts on additional charges)

Colour: each add. colour (Euroscale) 380,00 €

4c (Euroscale) 1.000,00 €

Special colour: (HKS, Pantone ...) each 800,00 €

Special placement: 10%

9. “Suppliers’ Guide” (Print-Version): 
Entries accepted only at the beginning of each quarter. 4coloured 
layout included in advertising price. Special colours not possible 
Period: 1 year, automatically renewable unless cancelled

Column width: 43 mm, only 1 column possible

Price: 3,10 € for each column mm, 
per issue of the magazine

No discount is available on “Suppliers’ Guide” advertising. 
Invoices will be issued in advance, following the appearance of 
the first advertisement.

10. Discounts: 
When placing in 1 insertion year (starting with publication of first ad)
Discounts are based on the black+white price of the ads

Frequency discounts Quantity discounts
3 ads  3% 3 pages   5%
6 ads  5% 6 pages 10%

12 ads 10% 12 pages 15%
20 ads 15% 20 pages 20%

There are no discounts on additional charges (for colour, placement,
bleed ads), inserts, ads in the suppliers’ guide section and postcards.

Agency commission: 15% of customer’s net price

11. Combination packages:
Attractive advertising packages can be made available in conjunction
with other titles from the Health and Beauty Group (see page 15).
Contact Dorothea Michaelis for details (see page 2).
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COSSMA Special advertising formats, inserts, online-advertisement
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1. Bound inserts: (no discounts on inserts)
2 pages (1 sheet): 2.150,– € per placement
4 pages (2 sheet): 2.750,– € per placement
each additional 2 pages: on request

Format: max. 215 x 290 mm plus 3 mm gutter + 
foot trim, + 4 mm head trim

2. Loose Inserts: (no discounts on inserts)
up to 25 g: 2.450,– € including postal charges of German mail
Format up to 215 x 290 mm (other formats on request)
Weight up to 25 g (higher weights on demand)
Insert only in part of the publication possible (on request)

3. Postcards/Samples (glued): (no discounts on this advertising format)
on demand, booking only possible togehter with 
a 1/1 page advertisement

4. Delivery address for no. 1 to 3:
Kraft Druck GmbH
Industriestr. 5-9, 76275 Ettlingen, Germany
Contact: Herr U. Ritter, +49 (0)7243 591-130
Delivery carriage paid Kraft Druck
Please make sure that the issue in which your insert will be placed is
marked on the cartons!

5. B2B-Exchange (no discounts)
Advertisements announcing that you are looking for new business con-
tacts at home and abroad will be published in print and online formats. 
Price per line: 13,00 € per issues
Minimum entry period: 3 consecutive issues
(4 lines free of charge to advertising customers and subscribers of the
Health and Beauty Group)

6. Mini Combination Online + Print + Newsletter (no discounts)

Your company logo on a joined ad in Print+E-paper, online banner
(120x60 Pixel) at www.cossma.com, link in COSSMA-VIP-Mail*

entry period 12 month: 60,– € per month 
entry period 6 month: 70,– € per month

7. Online-Advertising
Banner Advertising 
Invoices will be issued in advance following the appearance of the first banner. The mini-
mum entry period for all banner advertising formats is 6 consecutive month. There are no
discounts available on these advertising formats.

Homepage Full-Size-Banner 390,– € per month
(all domains) 
Button on the homepage 470,– € per month
(all domains)
Skyscraper on the homepage 790,– € per month

Newsletter Advertising/Event Promotion
Your company logo at www.cossma.com; 
Link plus 300 characters text 
in COSSMA-VIP-Mail* 1.250,– € per newsletter booked

* The COSSMA Vip-Mail is a monthly e-mail newsletter sent out to more than 12.600 
subscribers from 42 different countries

8. Job offers: on request

All prices in € excl. VAT 
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COSSMA Tech. specifications, digital printing material

7

Transfer via ISDN
Leonardo +49 (0)721 165-696

+49 (0)721 165-665
Fritz +49 (0)721 165-664
(Euro-File Transfer)

Transfer via E-Mail
Please contact dorothea.michaelis@health-and-beauty.com

File name:
Your company, COSSMA, issue
(i. e. Yourcompany_COS0312)

In addition to the file transfer, please send a print of your file via fax
to +49 721 165 353 so that we can check if the transfer was cor-
rect. Please also give a contact person and phone number for any
questions our layout people might have.

If you have technical questions, please call:
Tel.: ++49 721-165-592

Language versions of the artwork to be supplied:

Please send the artwork/ printing material for your advert in separate
files which are marked as given above. When placing the standard
booking, your advert will automatically be placed in the English
AND the German issue (without any additional costs). If we only
receive one language version of your printing material, this artwork
will automatically be used in both language versions. If possible,
please let us know when placing your booking if you will supply differ-
ent language versions or go with only one language version to be
placed in both issues.

File formats

Preferred file format: PDF (high resolution, minimum 300 dpi X3, 
(printable quality), QuarkXPress 6.5, Illustrator CS 2, Freehand MX,
Photoshop CS2, TIF, EPS (please transform fonts into pathes)

� When using open files, please also send all fonts, graphics and
pictures in a separate file

� Please only use Type-1 fonts (no true type fonts) – only those
will make sure the font is published correctly

� Save pictures as EPS, JPG (minimum quality: 8) or TIF files

� Only send those pictures, logos, fonts ect.which you acutally
want to use in your ad

� File should be created in the final format (100%) – 
for details on formats and sizes, see page 9

� Create 4c-ads in CMYK modus (Euro-Scale)

� Minimum resolution (in original size of the ad):
CMYK (32 Bit) 300 dpi
Grey Scale image (8 Bit) 300 dpi
Bit Map (1 Bit) 1.200 dpi

� For bleed adverts: We recommend a minimum edge of 5 mm
between text/images and bleed edge.

COSSMA is not taking any responsibility for format, text and colours of
your ad when the print data is transfered in digital format only.

Please make sure to send a proof print for colour check.
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Rate card for advertising: Standard Edition Print

Bound insert 2 pages (1 sheet) 215  x  290 mm 1.080,00 € 1.400,00 € 2.150,00 € 

Bound insert 4 pages (2 sheets) 215  x  290 mm 1.380,00 € 1.800,00 € 2.750,00 € 

Loose Insert up to 25 g 215  x  290 mm 1.230,00 € 1.600,00 € 2.450,00 € 

Loose and bound inserts max. Format, 
max. weight 25g/insert

Price German
Edition only

Price English
Edition only

Price all printed
Editions

Online Advertising Formats Format
(jpg, gif, swf)

Price per month
www.cossma.com

Price per month
www.cossma.es.fr

Minimum entry period: 
6 month

Newsletter Advertising
(Prices per newsletter booked)

Target group/
Contacts

German version English version All language
versions

Full Size Banner on homepage 798 x 90 Pixel 390,00 € 180,00 € 390,00 € 

Button on homepage 120 x 60 Pixel 470,00 € 220,00 € 470,00 €
Skyscraper on homepage 120 x 600 Pixel 790,00 € 

For advertising prices of Special PDF-Editions in French, 
Spanish and Russian please see separate rate card on page 10)

Advertising Layout Formats (width x heights) 4 colour price Standard Edition Engl. + Ger.

COSSMA 

Outside back cover 215 x 290 mm 4.980,00 € 

Inside front cover 215 x 290 mm 4.780,00 € 

Inside back cover 215 x 290 mm 4.370,00 € 

1/1 Page 215 x 290 mm 3.350,00 € 

2/3 Page vertical 140 x 290 mm 3.050,00 € 

2/3 Page horizontal 215 x 189 mm 3.050,00 € 

1/2 Page vertical 107 x 290 mm 2.300,00 € 

1/2 Page horizontal 215 x 143 mm 2.300,00 € 

1/3 Page vertical 85 x 290 mm 1.980,00 € 

1/3 Page horizontal 215 x 98 mm 1.980,00 € 

1/4 Page vertical 61 x 290 mm 1.850,00 € 

1/4 Page horizontal 215 x 75 mm 1.850,00 € 

1/4 Page block 107 x 143 mm 1.850,00 € 

1/8 Page black +white horizontal 182 x 28 mm 360,00 € 

1/8 Page black +white block 91 x 61 mm 360,00 € 

Entry in Suppliers’ Guide  
(Price per heading and issue) per mm heights, standard width: 43 mm 3,10 € 

Advertorial: 300 characters text, Newsletter is sent out month- 780,00 € 780,00 € 1.250,00 € 

1 jpg picture file and link to URL of your ly via e-mail to more than
choice inmonthly COSSMA E-mail news- 12.600 qualified deciders in the
letter (sent out to app. 10.000 recipients) internat personal care industry

Sponsorship: 468x60 Pixel banner, Newsletter is sent out month- only available for all only available for all 1.200,00 € 

premium positioned on top of news- ly via e-mail to more than language versions language versions
letter, newsletter registration page, 12.600 qualified deciders in the
online version of newsletter – limited internat personal care industry
to 1 sponsor per month/sent-out

8
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COSSMA Advertising formats (print and PDF-Editions)

1

1/1 page
215 x 290 mm

4c: 3,350 €
2/3 page horizontal

215 x 189 mm
4c: 3,050 €

1/2 page horizontal
215 x 143 mm

4c: 2,300 €
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1/3 page horizontal
215 x 98 mm
4c: 1,980 €
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x 
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1/4 page horizontal
215 x 75 mm
4c: 1,850 €

1/4 page 
vertical

61 x 290 mm

1/8 page 
horizontal

182 x 28 mm
bw: 360 €

1/8 page block
91 x 61 mm

1/4 page block
107 x 143 mm

Price for standard booking 
(4colours – except 1/8 page prices given in
black+white): Your advert will be placed in the English
and German printed edition and in the English and
German PDF-Edition at the same time.

The advertising formats listed on this page
give the finished size of the advertisement;
please add 3 mm bleed edge on each 
side and 5 mm head trim (only for vertical
advertisement formats and full page 
advertisements). 9
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January/ Hair Care • Natural cosmetics: actives, • PCD Congress Jan. 10th 12 Feb. 3d 12
February Shampoos, conditioners, vitamines, nutraceuticals, food • Vivaness

active ingredients, fragrancing trends, supplements, vitamines • Winterseminar
hair colours, surfactant solutions, • Promotions: Sample Packaging, Swiss SCC
functionals and additives Monodose & Co Review

• Market data Detergents, • SCS Formulate
Home and Fabric Care • Luxe Pack Monaco

• Formulations: Sun Care

March Body Care: • Fragrance and perfumery • Cosmoprof Jan. 23d 12 Mar. 5th 12
Trade show deodorants, depilatory products, • Closures, Spray Caps, Valves
issue* body lotions, body splashs, • The Lab: Measurement,

bath and shower products, exfoliants • Services, Technology
• Formulations: Skin Cleansing

April Additives: • Boxes, Promotional Packaging, Displays • In-Cosmetics Mar. 2nd 12 Apr. 11th 12
Trade show Rheology modifiers, Emulsifiers, • Cosmetic Aerosols Review:
issue* Emollients, Preservatives, Fats &Waxes, • Carrier systems + Encapsulation • Vivaness

Surfactants, Opacifiers, Solubilisers, • Formulations: Masks, Treatments, Exfoliants • Winterseminar
Silicones, Polymers, Resins, • Swiss SCC
Thickeners

May Trends in active ingredients • Nutraceuticals, Cosmeceuticals, • SCS Suppliers Day Mar. 30th12 May 9th 12
Skin lightening, Nano technology, OTC products • Luxe Pack New Yorky
botox-like actives, biotechnology, • High-performance ingredients • DGK Symposium
marine ingredients, peptides, for home and fabric care
anti-ageing, cosmeceuticals, • Airless systems, spray pumps,
actives from stem cells cream pumps, dispensing

• Labels, Sleeves, Coding
• Process technology
• Formulations: Facial Care + Colour Cosmetics

Editorial Focus Special Features Trade Show Issue Advertising Publishing
(Bonus-Distribution) Deadline Date

COSSMA Editorial Schedule/Feature List 2012

* If only booking in an trade show issue, please be prepared 
to pay a supplement of 30% to the advertising price.

* If only booking in an trade show issue, please be prepared 
to pay a supplement of 30% to the advertising price.

10
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COSSMA Editorial Schedule/Feature List 2012

June Sun Care: Protection, • Contract Services, Private Label • MakeUp in Paris Apr. 27th 12 Jun. 6th 12
self-tanning, sun protection, • Cosmetic Containers: Bottles, • Cosmetic Business
self tanning, after sun, sprays, gels, Jars, Tottles, Compacts • HBA
creames, lotions, perfuming, • The Lab: Technolgy + Services Review: 
UV-filter, measuring SPF • Sensory Solutions + Textures • In-Cosmetics

• Formulations: Natural Cosmetics • Cosmoprof

July/ Natural Cosmetics + Fair Trade: • Market Survey Ingredients Review: Jun. 29th 12 Aug. 8th 12
August natural ingredients, certification, • Additives + Functionals • Forum Cosmeticum

high-performance functionals, • Cosmetic claims for home and fabric care
plant extracts, essential oils, • Airless Systems
ecological packaging solutions, • Formulations: Hair Care, Styling, Color
alternative preservation,
natural texture enhancers

September Facial Care: • Tubes from alu, laminate, plastic • MakeUp in NewYork Jul. 27th 12 Sep. 5th 12
Sensitive skin, anti-wrinkle treatments, • Filling + packaging technology • IFSCC congress
carrier systems, creams, gels, • Fall Innovations
lotions, wipes, ampulles and masks, (Creative Beyond Beauty)
cleansing products, • Silicones: Versatile ingredients
efficiency tests, actives • Formulations: Body Care Products

October Make-up and Styling:: • Packaging: Decoration • Sepawa Congress Aug. 24th 12 Oct. 5th 12
Trade show Make-up for face + body, nail art, and innovative material • In-Cosmetics Asia
issue* pigments, polymers, aerosols, • Thickeners, emollients, emulsifiers • Luxe Pack

packaging, sprays, gels, foams, • Ethnic products for skin + hair
hair colour, colour forecasts • Formulations: Skin-firming products

Editorial Focus Special Features Trade Show Issue Advertising Publishing
(Bonus-Distribution) Deadline Date

11

* If only booking in an trade show issue, please be prepared 
to pay a supplement of 30% to the advertising price.
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COSSMA Editorial Schedule/Feature List 2012

12

November Innovations 2012 • Market Survey Packaging • Salon d‘Emballage Sep. 28th 12 Nov. 7th 12
sun care, colour cosmetics • Personal Care Market India • SCS Formulate
body and hair care, new ingredients, • Hair products: Colour, Styling, Care
formulation techniques, • Green Washing: Sustainable home
UV-filters, preservatives, additives, and fabric care
pigments, testing methods • Aerosol packaging

• Formulations: Sprays + Foams

December Cosmeceuticals: • Market Survey Service Review: Oct. 26th 12 Dec. 6th 12
OTC products, doctor’s brand, • Innovations in household and fabric care • In-Cosmetics Asia
anti-acne-treatments, anti-wrinkle, • Preservatives, Emulsifiers, Stabilizers • Sepawa Congress
depilatory products, anti hair-loss • Production technology for • IFSCC congress
products, salon products, cellulite personal care products
treatments, dermatological tests, • „Green“ packaging solutions
allergies and problem skin • Formulations: Lotions, creams, exfoliants

Editorial Focus Special Features Trade Show Issue Advertising Publishing
(Bonus-Distribution) Deadline Date

Further information: www.cossma.com/rates
Editorial: angelika.meiss@health-and-beauty.com 
Advertising: dorothea.michaelis@health-and-beauty.com
Web-Site: www.cossma.com
Deadline for editorial material: 5 working days prior to advertising deadline 
Deadline for printing material: 10 working days after advertising deadline
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COSSMA Websites, Newsletter advertising + Print-Online Packages

Website – Banner Advertising: 
www.cossma.com

� Banner Advertising
� Online-Advertorial: Company Publication
� Newsletter advertorial, 
� Newsletter Sponsorship
� Event Package

13

Tailor-made especially for you –
benefit from customized communication packages!

COSSMA is part of Health and Beauty Business Media, a media
house specialized on the target group cosmetics and personal
care industry. Your potential customers are not only readers of
COSSMA magazine, but also adverters in our sister publications
and exhibitors at the trade shows organized by Health and Beauty
Trade Fairs. This is why we know exactly what solutions our 
readers are looking for – and this is why COSSMA is the ideal
communication platform to get your message across!

We will get your message directly to your target group: You
will get your customized communication package – tailor-
made to your needs. Together we will find the ideal media mix
out of print advertising, newletter advertorials, dirct mailing,
Live-Event Organization and web-TV. Make sure to contact us
today!

Contact:
dorothea.michaelis@health-and-beauty.com
phone: +49 (0)721 165-144

Newsletter advertising + Print-Online-Packages
� Newsletter Sponsorship:

Your banner on top of  the COSSMA VIP Mail
� Newsletter-Advertorial:

Your PR text in the COSSMA VIP Mail
� Event Promotion Package:

Invitation to your next trade show appearance/ event online via
the newsletter; PLUS combination discount on print adverts

� Launch Package:
PR article announcing your product 
launch online; PLUS combination discount
on print adverts

� Customised Newsletter Issues:
tailor-made for your target group

� Mini Combination Package:
Your company logo in a joint advert in 
the printed edition PLUS your logo + 
linking to your website from 
www.cossma.com/suppliers
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COSSMA Web-TV, Live-Marketing & Event-Organization 

14

Web-TV – your event live on the internet
� Web-TV: Dual use of your event – 

extend the live experience!
� Live statements of your experts
� Promotion Videos, image films
� Product demonstrations
� Event reports: Congress/ Trade Show/

Lecture/Presentation
� Ready for downloading on www.cossma.com 
� To be cross-promoted in all other media 

(e-mail newsletter, printed magazine, PDF-editions)
� Copies available for your own use 

(website/ promotion/ trade shows/events) available

Live-Marketing & Event-Organization 
� Inspiration “for your event” (Slogan/Claim) 
� Organization of event

(Location-Scouting, looking for speakers, catering….)

� Presentation / Moderation of the event by the 
COSSMA Team

� Documentation (Web-TV)
� Pre-Communication  Print + Online

(Invitation, adverts, editorial coverage….)

� Post-Communication Print + Online
(used in COSSMA articles and/or your in-house magazine…)

� Cross-Promotion in sister publications and trade
shows organized and publicised by Health and Beauty
Group (BEAUTY FORUM, bodyLIFE, Nailpro…

Mittwoch, 12. November 2008, 
19.00 – ca. 24.00 Uhr

Get-Together:
Düfte, Texturen und andere 
sensorische Reize...

Veranstaltungsort:
bauwerk Köln
Dillenburger Str. 73
51105 Köln
www.bauwerk-koeln.de

Donnerstag, 13. November 2008, 
9.00 – 17.00 Uhr

Seminartag:
Perspektiven für Naturkosmetik – 
Naturkosmetik als Perspektive

Veranstaltungsort:
Hotel Dorint an der Messe
Deutz-Mülheimer Straße 22-24 
50679 Köln
www.dorint.com/koeln

09.00 – 09.10 Uhr
Begrüßung 
Dr. Wilfried Petersen und 
Dr. Jan Jänichen 
(Dr. Straetmans GmbH)

09.10 – 09.15 Uhr
Einleitende Worte, Moderation 
Angelika Meiss (COSSMA)

09.15 – 10.00 Uhr
Harmonisierung der Zertifizierung
CosmOS: Ein Label für Europa 
- Überblick über deutsche und internationale

Zertifizierung von Naturkosmetik
- Stand der europäischen

Harmonisierungsbestrebungen
- Ein Label für Europa - Vereinfachung und 

praktischer Nutzen
Jörg Demuth (Anika Organic Luxury)

10.00 – 10.45 Uhr
Funktionelle Kosmetikrohstoffe aus
natürlichen Bausteinen
- Gewinnung von chemischen Grundbausteinen 

aus der Natur
- Möglichkeiten zur Modifizierung natürlicher

Bausteine
- Aufbau neuer Rohstoffe mit gezielter Funktiona-

lität aus natürlichen Grundbausteinen
- Nachhaltigkeit durch umweltgerechte chemische

Methoden
Dr. Jan Jänichen (Dr. Straetmans GmbH)

10.45 – 11.00 Uhr   
Pause

11.00 – 11.45 Uhr
Ein schwieriger Zeitgenosse – 
der Test auf ausreichende Konservierung
- Wieviel Test muss sein? Rechtliche

Rahmenbedingungen
- Der KBT nach Arzneibuch und seine Alternativen
- Notwendigkeit und Informationsgehalt der mikro-

biologischen Prüfung
- Hintergründe, Möglichkeiten und Grenzen des KBT
Dr. Gero Beckmann (Labor L+S AG)

11.45 – 12.30 Uhr
Alternative Konservierung mit pflanzlichen
Rohstoffen 
- Rechtliche Vorgaben der KosmetikVO
- Überblick über Rohstoffe zur alternativen

Konservierung
- Einfluss von Rezepturbestandteilen auf die 

antimikrobielle Leistung 
- Optimierung durch synergistische Effekte
Dr. Fernando Ibarra (Dr. Straetmans GmbH)

12.30 – 13.30 Uhr
Mittagspause

13.30 – 14.15 Uhr 
Natürliche Emulgatorsysteme im Vergleich
- Überblick über naturkosmetikkonforme

Emulgatoren
- Emulsionsstabilität von 10 untersuchten Systemen
- Einfluss destabilisierender Rezepturbestandteile
- Wie stabilisiert man Emulsionen? Ein Fallbeispiel
Dr. Wilfried Petersen  (Dr. Straetmans GmbH)

14.15 – 15.00 Uhr 
Naturkosmetik: Ein Praxisbericht aus 
dem Leben eines  Entwicklers
- Woher kommt, wohin tendiert die Naturkosmetik?
- Welche Chancen und Risiken bietet der Markt?
- Was sollte man bei anstehenden Projekten 

beachten?
- Welche Auswahlmöglichkeiten, Gefahren und

Trends bietet der Rohstoffmarkt?
Frank Legart 
(pour legart gmbh | solutions for cosmetics)

15.00 – 15.15 Uhr 
Pause

Die Vortragsthemen und Experten

15.15 – 16.00 Uhr
Wirkstoffe für Kosmetik
Aus der Natur in die Wissenschaft
- Wirksamkeitsprüfung von pflanzlichen Aktivstoffen
- Hautphysiologie und Ziele für kosmetische

Wirkung
- Messtechnik für Wirksamkeitsnachweise
Dr. Margret Ebauer (Rahn AG)

16.00 – 16.45 Uhr
Duftkompositionen für Naturkosmetik
- Performance in Abhängigkeit von Aufbau und

Komposition des Duftes
- Technologie: Das Zusammenspiel mit der Base 
- Die tragende Rolle: Träger, Löslichkeit und

Stabilität
- Naturparfüms: Wie können sie die Kosmetik 

unterstützen?
Claudia Valder  (Frey + Lau GmbH)

16.45 – 17.00 Uhr
Resümee und Verabschiedung
Angelika Meiss (COSSMA)

Unsere Experten:

Dr. Straetmans GmbH,
Hamburg
www.dr-straetmans.de
Dr. Wilfried Petersen,
Geschäftsführer

Dr. Straetmans GmbH,
Hamburg
www.dr-straetmans.de
Dr. Jan Jänichen,
Geschäftsführer

Dr. Straetmans GmbH,
Hamburg
www.dr-straetmans.de
Dr. Fernando Ibarra,
Technical Marketing

Rahn AG, Zürich
www.rahn-group.com
Dr. Margret Ebauer,
Entwicklung Wirkstoffe

Labor L+S AG, 
Bad Bocklet
www.labor-ls.de
Dr. Gero Beckmann,
Vorstand

Frey & Lau GmbH, 
Henstedt-Ulzburg
www.freylau.de
Claudia Valder,
Apothekerin, Parfümeurin

pour legart gmbh, 
Bernau
www.pourlegart.de
Frank Legart,
Geschäftsführer

Anika Organic Luxury,
Stutensee
www.anika-cosmetics.de
Jörg Demuth,
Geschäftsführer

Moderation &
Mediapartnerschaft
www.cossma.com
Angelika Meiss,
Leitende Redakteurin

Besuchen Sie unser Seminar, lassen Sie sich inspirieren, entwickeln Sie neue Ideen und profitieren Sie 
von unserem Expertenwissen zum Thema Naturkosmetik! 

Perspektiven für Naturkosmetik –
Naturkosmetik als Perspektive

Donnerstag, 13. November 2008

Hotel Dorint, Köln, 9.00 –17.00 Uhr

mit Abendveranstaltung im bauwerk Köln 

am 12. November 2008

Seminareinladung

Contact:
dorothea.michaelis@health-and-beauty.com
phone: +49 (0)721 165-144

Donnerstag, 13. November 2008
Hotel Dorint, Köln, 
9.00 –17.00 Uhr

Mit Abendveranstaltung 
im bauwerk Köln 
am 12. November 2008

Veranstalter
Dr. Straetmans Chemische Produkte GmbH
D-22143 Hamburg
info@dr-straetmans.de

präsentiert von

Mediapartner:

Perspektiven für Naturkosmetik –
Naturkosmetik als Perspektive

Seminar

ings in the field of gene technology will
in future have a greater influence on
product development. In a few years
we will have to redefine the term “cos-
metics”. The old definition has been
overtaken by events.

Erik Gyzen, Global Skin
Care Manager, Dow
Corning: Three of the
most prominent trends
in facial care are the in-
corporation of natural

ingredients, products offering sun pro-
tection, and products with anti-ageing
characteristics. Meanwhile, consumers
expect superior performance from nat-
ural products without sacrificing bene-
fits such as moisturisation, emolliency
and aesthetics. 

Dr. Daniel Schmid, head
of research, Mibelle-
biochemistry: The sub-
ject of stem cells is a
new, very exciting trend
in the field of anti-age-

ing. Researchers have succeeded in
isolating adult stem cells, which are
required throughout life for tissue re-
newal, and are using them to produce
pieces of tissue. The epidermis is con-
stantly being renewed. The provision
of new cells is assured by epidermal
stem cells that sit in the basal layer of
the epidermis. In order for the skin to
stay younger for longer these stem
cells must be specially protected and
fostered.

Dr. Klaus Stanzl, Presi-
dent Scent & Care, Life
Essentials Symrise: Ac-
tive substances that sup-
port the skin in its regen-
eration phase are very

much in fashion. Also organically
grown ingredients have a major role to
play at the moment. In addition we can
see a big demand for skin-lightening
substances, as well as for alternative
preservative systems which will allow
controversial substances such as
formaldehyde releasers or parabens to
be dispensed with
How does your company accommodate
these trends?
Anne-Laurie Rodrigues, LS: With our
Ageless Beauty concept we offer a se-
lection of actives and textures based

on age-specific physiological needs. By
dividing the ageing process for adult
women into five groups – Blooming
youth, Early adulthood, Life manage-
ment, The age of maturity and Golden
years – we propose solutions for every
requirement of those five different age
groups. 
Fresh and exotic ingredients such as
Litchiderm might better fit younger
consumer’s expectations whereas
high-tech and more serious actives
with pure molecules such as Dermican
and Syniorage better meet the require-
ments of more mature consumers. As
for an ingredient’s sensory properties,
the aim is to match sensory expecta-
tions of different age groups by com-
bining appropriate actives with appro-
priate textures – lighter formulations
for younger consumers and richer,
skin-pampering formulations that de-
velop an authentic tactile pleasure up-
on application for more mature con-
sumers. 

Yeah-Young Baek, Glob-
al Marketing Skin Care,
Cognis: To achieve these
results the Cognis Care
Chemicals Division of-
fers special skin care in-

gredients. Cosmedia SP is a gel cream
concept with a light texture. Ultragel
300 enables the production of emul-
sions that give skin that pampered
feel. Emulsifiers also help the cre-
ation of age-specific skin care con-
cepts. Emulgade Sucro provides a de-
licious skin touch and improves mois-
turisation, Emulgade PL 68/50 shows
excellent skin compatibility and
Emulgin BA 25 promotes lamellar
structures which preserve skin mois-
ture. Emulgin SG is highly compatible
with water-soluble UV filters and elec-
trolytes – important for concepts with
high loads of actives and sun filters.
Selecting the right emollients and
waxes completes the idea of age-spe-
cific skin care solutions: the light
emollient Cetiol Sensoft is able to
generate positive emotions while giv-
ing a luxurious, silky sensation. Cetiol
CC offers a dry velvety skin feel. Natur-
al oils and waxes allow green con-
cepts with extra benefits. Finally Cuti-
na PES enhances viscosity while im-
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What are the most striking trends in 
facial care?

Anne-Laurie Rodrigues,
Strategic Marketing Man-
ager, Laboratoires Sérobi-
ologiques (LS): One of the
most prominent trends
today is for customised

personal care products. The statement
“Women radiate a different beauty at
every stage of their life” perfectly reflects
the evolution of our perception of beau-

ty. In addition to fulfilling the skin’s
physiological needs, a new revolution-
ary trend also fulfils emotional aspira-
tions and allows women to rediscover
and embrace the beauty of their age.
Unilever’s Dove Pro-age line especially
celebrates that confidence and recog-
nises that beauty from within shines
through – whatever the age. Companies
who used to target “seniors” by carefully
positioning products for “mature skin”
or for skin with a “hormone imbalance,”

today more clearly indicate the age of
their target groups and may even trans-
mit a positive spin to ageing.

Dr. Werner Voss, derma-
tologist and managing di-
rector of Dermatest:
Products will tend to
move more and more in
the direction of cosme-

ceuticals and, in combination with
nano-technology, achieve better effica-
cy, even in the deeper skin layers. Find-

Facial care

Current trends
COSSMA editor Angelika Meiss asked representatives of Cognis, Laboratoires Sérobiologiques, Dermatest, 
Dow Corning, Mibelle and Symrise about current trends in facial care. She was interested to know the steps 
that the various companies are taking to meet these trends.

12 COSSMA 9I2008

FOCUS: FACIAL CARE PRODUCT DEVELOPMENT

Unilever’s Dove Pro-age line recognises
that beauty from within shines through –
whatever the age
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Health and Beauty Group International Contacts

15For further information on our magazines, please contact: Health and Beauty Business Media GmbH, Karl-Friedrich-Straße 14-18, 76133 Karlsruhe, Germany 
Phone: +49 (0)721 165-832, Fax: +49 (0)721 165-304, E-Mail: bettina.kiesel@health-and-beauty.com

Health and Beauty Holding (Europe) GmbH
Karl-Friedrich-Str. 14–18
76133 Karlsruhe GERMANY
Fon: +49 (0)721 165-833
Jürgen Volpp
juergen.volpp@health-and-beauty.com

Health and Beauty Trade Fairs GmbH
Karl-Friedrich-Str. 14–18
76133 Karlsruhe GERMANY
Fon: +49 (0)721 165-119
Fax: +49 (0)721 165-126
Bettina Kiesel
bettina.kiesel@health-and-beauty.com

Health and Beauty Business Media GmbH
Karl-Friedrich-Str. 14–18
76133 Karlsruhe   GERMANY
Fon: +49 (0)721 165-138
Verkauf: Tobias Klumpp
tobias.klumpp@health-and-beauty.com

Health and Beauty Marketing Ges.m.b.H.
Weißenwolffstr. 1
4020 Linz AUSTRIA
Fon: +43 (0)732 7777-62
Fax: +43 (0)732 7777-64
Bettina Kiesel
bettina.kiesel@health-and-beauty.com

Health and Beauty Media Sp. z.o.o
ul. Kubickiego 9/3
02-954 Warszawa POLAND
Fon: +48 (0)22 858 79 55, 54, 52
Fax: +48 (0)22 858 79 53, 56
Malgorzata Szulc
malgorzata.szulc@health-and-beauty.com.pl

Health and Beauty Marketing Swiss GmbH
Zinggentorstraße 1a
6004 Luzern   SWITZERLAND
Fon: +41 (0)41 417 0770
Fax: +41 (0)41 417 0771
Bernd Schuster
bernd.schuster@health-and-beauty.ch

Health and Beauty Business Media Hungary Kft.
Hattyú utca. 14.8.et
1015 Budapest HUNGARY
Fon: +36 (0)1 457 0067
Fax: +36 (0)1 201 3248
Anita Zsilak
anita.zsilak@health-and-beauty.hu

Van Munster Media B.V.
Kerkenbos 12–26C
6546 BE Nijmegen NETHERLANDS
Fon: +31 (2)4 3738505
Fax: +31 (2)4 3730933
Michael van Munster
michael@vanmunstermedia.nl

EXPO CENTER a.s.
Pod Sokolicami 43
91101 Trencín SLOVAKIA
Fon: +421 (0)32 7432382
Fax: +421 (0)32 7435600
Darina Masaryková
masarykova@expocenter.sk

BEAUTY GREECE Tsirimokou
K. Tsirimokou & Sia O.E.
Ergaton Typou 2 & L. Vouliagmenis 415
13646 Athina GREECE
Fon: +30 (0)2 109010016
Fax: +30 (0)2 109016663
Kleopatra Tsirimokou
info@beautygreece.gr

Interteks International Trade Exhibitions
Mim Kemal Öke Cad. No: 10
80200 Nisantasi / Istanbul TURKEY
Fon: +90 (0)212 2250920
Fax: +90 (0)212 2250933
Betul Binici
betul@interteks.com

Negleforum I/S
Ryumgårdvej 69
2770 Kastrup DENMARK
Fon: +45 (0)22 92 22 84
Dørte Høyer
salg@nsinails.dk

ZeroVenti di Loris Sparti
Via Valprato 68
10155 Torino ITALY
Fon: +39 011 5637338
Fax: +39 011 5621885
Loris Sparti
loris.sparti@zeroventi.com

Health and Beauty Marketing Spain S.L.U.
C/Provenza 111–113 entlo. 2a

08029 Barcelona SPAIN
Fon: +34 (0)93 32 80 28
María José Caldentey
mariajose@esthetic.es

CMC Médias & Evènements
13, rue Francois Dolto
56850 Caudan FRANCE
Fon: +33 (0)02 97055605
Claude Célibert
cmcelibert@hotmail.com

Color Press Group
Temerinska 102
2100 Novi Sad REPUBLIC OF SERBIA
Fon: +381 (0)21 4897100
Bojan Vulin
bojan.vulin@color.rs
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Health and Beauty Group General terms and conditions

General terms and conditions of business for the
advertising sales orders of Health and Beauty
Business Media GmbH (hereinafter referred to as
Health and Beauty). 
§1„Advertising order“ – as intended in the following
General Terms and conditions of Business – is the
contract for publication of one or more advertise-
ments or supplementary advertising (hereinafter re-
ferred to in total as „Advertisements“), between
Health and Beauty and an ordering party, of adver-
tisers or other advertising parties (hereinafter re-
ferred to in total as „Advertisers“), for the purpose
of distribution in a newspaper of periodical. 
§2 A „closing“ is a contract concerning the publica-
tion of several advertisements, subject to the re-
bates according to price list granted to the advertis-
er, whereby the corresponding publications are car-
ried out when requisitioned by the ordering party.
Rebates shall not be granted to those companies,
whose business purpose, among others, consists of
issuing advertising orders for various advertisers, in
order to put forward a joint rebate claim. If the right
to call for individual advertisements is reserved in
the context of closing, the order shall expire within
one year after the appearance of the first advertise-
ment, as long as the first advertisement is called for
and published within a year. 
§3 If an order is not filled for reasons that are not the
fault of Health and Beauty, the Ordering Party,
notwithstanding additional legal obligations, shall
pay Health and Beauty the difference between the
promised discount and the discount corresponding
to the actual purchase. The Ordering Party has,
when not otherwise agreed upon, the right to claim
a corresponding discount on the actual purchase of
advertisements within one year. 
§4 When calculating the purchase quantities, text
millimeters lines shall be converted to advertise-
ment millimeters according to the price. 
§5 Orders for advertisements, which are expressly
to be published exclusively in specific numbers, is-
sues or in specific places of the publication, must be
received by Health and Beauty in sufficient time, so
that the Ordering Party can be informed prior to
completion of the advertisement, in the event that

the order cannot be executed in this manner.
Categorized advertisements shall be printed in their
respective categories, without requiring this to be
expressly agreed upon.
§6 Text advertisements are advertisements border-
ing text on at least three sides and not on other ad-
vertisements. Advertisements which are not recog-
nizable as advertisements, due to their editorial de-
sign, will be clearly indicated as such by the publish-
er with the word „Advertisement“.
§7 Health and Beauty reserves the right to refuse an
advertisement, as well as individual requisitions
within the terms of a closing, when
- The content violates laws or legal regulations or 
- The content would be objected to by the German

Advertising Counsel in an appellate procedure or 
- Because of the content, form, origin or because

technically it would be unreasonable for Health and
Beauty to publish  

Advertisements contain advertisements by or for
third parties.
Insert orders are only binding for Health and Beauty
after presentation and approval of a sample of the in-
sert. Advertisements, which contain the advertise-
ment by or for a third party (combined advertising),
require in each individual case the prior, written dec-
laration of acceptance of Health and Beauty. This en-
titles Health and Beauty to charge a combined sur-
charge. The refusal of an advertisement or insert
shall be communicated to the ordering party without
delay. 
§8 The Ordering Party is solely responsible for the
timely delivery of the advertisement copy and error-
free print documents or of the insert. In the case of
the supplying of digital print documents, the
Ordering Party is obligated to provide, in an orderly
manner, particularly in accordance with the layout
and technical requirements of Health and Beauty,
the appropriate  document templates promptly prior
to the start of placing advertisements. Costs in-
curred by Health and Beauty, for changes to camera
ready copies that are desired by the Ordering Party
or those that are reasonable, shall be carried by the
Ordering Party. Agreed upon shall be the usual print-
ing quality for the publication in which the advertise-

ment has been placed, as defined in the rate card
guidelines and the order confirmation, within the
scope of the possibilities afforded by the copy ma-
terial. This only applies where the Ordering Party ob-
serves the guidelines of Health and Beauty con-
cerning the production and transfer of copy material. 
§9 Copy material shall only be returned to the
Ordering Party upon explicit request. The obligation
to retain copy material terminates three months af-
ter the first distribution of the advertisement. 
§10 Where the published advertisement does not
conform to the quality or service due under contract,
the Ordering Party is entitled to a reduction in pay-
ment or perfect replacement advertisement or re-
placement publication of the supplementary adver-
tisement, but only to the extent that the purpose of
the advertisement has been affected. Health and
Beauty has the right to refuse to provide advertise-
ment or replacement publication if
This requires expenditure which, taking into account
the content of contractual obligation and the de-
mand of good faith, is grossly disproportionate to
the legitimate interest of the Ordering Party, or 
This would only be possible for Health and Beauty
with disproportionate costs.
If Health and Beauty fails to comply within a rea-
sonable time limit or the replacement advertise-
ment/replacement publication is not faultless, the
Ordering Party is entitled to a reduction in payment
or to withdraw from the contract. In the event of im-
material defects in the advertisement or in the pub-
lication of another type, withdrawal from the con-
tract is excluded. In the event of defects which are
not obvious, complaints must be put forward within
one year of the beginning of the statute of limita-
tions. 
Health and Beauty is liable for all damages, regard-
less of whether these arise from infringement of
stipulations of the contract or from unlawful action
according to the following provisions: In the event of
gross negligence, liability in commercial transactions
is limited to the restitution of the foreseeable dam-
age; this limitation does not apply where the dam-
age has been caused by legal representatives or ex-
ecutive employees of Health and Beauty. In the

event of simple negligence, Health and Beauty is
only liable if material infringement of the stipulations
of the contract have taken place. Liability is limited
to the restitution of foreseeable damages in such
cases. 
In the event of claims under the Product Liability Act
and injury to life, body or health, Health and Beauty
shall be liable in accordance with legal regulations.
Claims must – other than in the event that damage
is not obvious – be brought forward within four
weeks of receipt of the invoice and voucher copy. 
All claims against Health and Beauty for infringe-
ment of contract must be brought forward within
one year of the beginning of the legal statute of lim-
itations, where they are not based upon willful con-
duct. 
§11 Proofs are provided only upon explicit request.
The Ordering Party bears responsibility for the cor-
rectness of returned proofs. Health and Beauty shall
take into consideration all error corrections which
are communicated to it, within the period estab-
lished when the proof is sent out.
§12 If no specifications are provided as to size, the
invoice shall be based upon the standard actual font
size according to the type of advertisement.
§13 The invoice shall be paid within the current peri-
od as shown in the rate card, unless a different pay-
ment period or prepayment is agreed upon in indi-
vidual cases. Any discounts for early payment are
granted according to the rate card.
§14 In case of delayed or deferred payment, con-
ventional interest and collection fees will be
charged. In the case of delayed payment, Health and
Beauty is entitled to hold back further execution of
the current order until payment has been made, and
can demand prepayment for the remaining adver-
tisements. In case of reasonable doubt of the
Ordering Party’s ability to pay, Health and Beauty
shall be entitled to make the appearance of further
advertisements dependent upon prepayment of the
amount and the settlement of any open invoice
amounts, even within the duration of an advertise-
ment contract and without regard to the
originally agreed-upon payment terms.

General Terms and Conditions of Business for Advertising and Other Advertising Supplements in Newspapers and Periodicals

16
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Health and Beauty Group General terms and conditions

§15 Health and Beauty shall deliver a sample of the
advertisement on request. Depending on the type
and scope of the advertisement order, excerpts,
sample pages or complete samples may be deliv-
ered. If a sample can no longer be obtained, Health
and Beauty shall provide instead a legally binding
certification of the publication and distribution of the
advertisement.
§16a Where a closing for more than one advertise-
ment exists, a claim for a reduction in rate can only
be derived from a reduction in circulation in accor-
dance with Clause 2 – subject to the provisions con-
tained in Clause 16b. A reduced guaranteed edition
is only deficient enough to justify a price reduction if
it amounts to

20% for an edition of up to 50,000 copies
15% for an edition of up to 100,000 copies
10% for an edition of up to 500,000 copies
5% for an edition of greater than 500,000

copies.
This does not take into account a reduction in circu-
lation for the reasons contained in Clause 23. 
The guaranteed circulation is defined as the average
circulation as stated in the rate card valid for the year
in question or by another means, or, if no circulation
figure is provided, the average paid circulation (for
trade journals, this can also be the average number
actually distributed) for the previous calendar year.
Moreover, entitlement to a reduction in rates for
closings is excluded in those cases where Health
and Beauty has given the Ordering Party notice of
the reduction in circulation deemed sufficient to en-
able the Ordering Party to withdraw from the con-
tract prior to the appearance of the advertisement. 
§16b (Special provision in the event of reduction in
circulation of magazines, which publish issue-related
circulation data). In deviation from Clause 16a, re-
duction in circulation of magazines publishing issue-
related circulation data shall only entitle the Ordering
Party to a reduction in rate if, and to the extent that,
it exceeds 10 percent of a circulation (guaranteed
circulation) of up to 500,000 copies and 5 percent of
a circulation (guaranteed circulation) of over 500,000
copies. This does not take into account a reduction
in circulation for the reasons contained in Clause 23. 
The circulation forming the basis of the guarantee is

the total paid circulation according to the definition
of the IVW. It is calculated for the year of insertion
from the circulation average from the four quarters
previous to the year of insertion, where no absolute
circulation figure has been stated by Health and
Beauty as a guarantee in the relevant rate card. The
prerequisite for a claim to reduction in rate is a dis-
countable contract reached on the basis of a volume
discount and for a minimum of three issues. The ba-
sis for the calculation of the reduction in rate is the
order per company, except for a charge by brands,
which is to be defined at the time off the granting of
the order. The possible reduction in circulation is to
be calculated as the balance of the circulation over-
run and circulation underrun of the issues in which
advertisements have been placed in the year of in-
sertion. The refund is to take place at the end of the
campaign year on the basis of the client’s net cost,
taking into account the agency remuneration already
granted as a credit in kind or, should this not be pos-
sible, as remuneration. A claim to  reimbursement is
only considered to exist if  the sum of the reim-
bursement totals at least 2,500 EUR. 
§17 In the case of keyed advertisements, Health and
Beauty shall take as much care in handling and punc-
tually passing on the offers as would a responsible
businessman. Registered and express mail respons-
es to keyed advertisements shall only be forwarded
by conventional post. Responses to keyed advertis-
ing shall be kept for four weeks. Responses not col-
lected within this time period will be destroyed.
Health and Beauty will return valuable documents
without being obligated to do so. Health and Beauty
reserves the right, in the interest of the Ordering
Party and for the protection of same, to open in-
coming offers for inspection purposes. Letters, ex-
ceeding the permissible format DIN A 4, as well as
goods, book and catalogue mailings, as well as pack-
ages, are excluded from forwarding and shall not be
accepted. An acceptance and forwarding can take
place in exceptional agreed upon cases, however,
whereby the Ordering Party assumes the fees and
expenses for this. 
§18 The place of fulfilment is Karlsruhe. In com-
merce with traders, legal entities under public law or
separate estates under public law, the court of com-

petent jurisdiction for complaints shall be at
Karlsruhe. If claims by Health and Beauty may not be
settled by way of summary proceedings for order to
pay debts, the court of competent jurisdiction for
non-traders shall be determined on the basis of their
domicile. If the domicile or place of habitual resi-
dence of the Ordering Party – in the case of non-
traders, too – is unknown at the point in time when
the complaint is raised, or if, after conclusion of the
contract, the Ordering Party has transferred his resi-
dence to a place outside the area in which the law is
valid, it is agreed that the court of competent juris-
diction shall be Karlsruhe. 
§19 Publicity agents and advertising agencies are re-
quired to comply with Health and Beauty’s rate cards
in their quotations,  contracts and charges to adver-
tisers.
§20 Rate changes for advertisements and other ad-
vertising supplements already placed are effective, if
announced by Health and Beauty at least one month
prior to publication of advertisements and other ad-
vertising supplements. The entitlement to withdraw
must be exercises in written form within 14 days of
receipt of the announcement of the increase in rate. 

§21 When a claim to joint discounts is made by firms
forming part of the same group, written proof of the
group status of the advertiser is necessary. Firms
forming part of the same group for the purpose of
this regulation are those between which there exists
a minimum capital participation of 50 percent. In the
case of corporations, group status is to be proven by
means of confirmation by an external auditor or the
presentation of the most recent company report. In
the case of partnerships, it is to be proven by means
of the presentation of an excerpt from the
Commercial Register. Such proof must be provided
by the conclusion of the contractual period of inser-
tion at the latest. Proof provided at a later date can-
not be recognised retroactively. 
Group discounts shall in all cases require the explic-
it written confirmation of Health and Beauty. 
Group discounts shall only be granted on the basis
of continued membership in the corporate group.
The ending of the period of membership of the
group is to be made known immediately; the group

discount ends at the time of the ending of member-
ship of the group. 
§22 The Ordering Party guarantees that it owns all
the rights necessary to place the advertisement. The
Ordering Party bears sole responsibility for the con-
tent and legal admissibility of the text and pictorial
matter supplied for the insertion and the advertising
resource. He is responsible for indemnifying Health
and Beauty, within the scope of the advertising or-
der, against any claims by third parties that could
arise due to infringement of legal regulations.
Moreover, Health and Beauty shall be indemnified
against the costs of any legal defence necessary in
such cases. The Ordering Party is obligated to sup-
port Health and Beauty in good faith with informa-
tion and documentation in the execution of its legal
defence against third parties. 
The Ordering Party assigns to Health and Beauty all
copyright privileges, usage rights, payment protec-
tion rights and other rights necessary for the usage
of the advertising in print and online media of all
types, including the Internet, in particular the right to
duplicate, distribution, transfer, transmission, public
disclosure, or removal from a database or retrieval
system. This must be provided in terms of time and
content in the volume necessary to carry out the or-
der. The aforementioned rights shall be assigned in
all cases and unrestricted by location. 
§23 In the event of operational breakdown or delays
due to force majeure, illegal labour disputes, unlaw-
ful seizure, disruption of transport, a general short-
age of raw materials and energy supplies, etc. - at
the location of Health and Beauty, as well as in oth-
er companies whose services are dependent upon
by Health and Beauty to execute its responsibilities
- Health and Beauty shall be entitled to payment in
full for advertisements published, provided that the
orders are fulfilled with the paid or otherwise guar-
anteed Health and Beauty circulation being 80% of
the average of the previous four quarters. Should
this percentage fail to be reached, the invoiced
amount shall be reduced in accordance with the dis-
parity existing between actual sales and the guaran-
teed circulation that was initially quoted.

17
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Health and Beauty Group Trade Fair Calendar

At a glance: Trade Fair Calendar 2012
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Trade Show

BEAUTY FORUM SPAIN, Valencia
25.02.–26.02.2012, www.beauty-fairs.com

BEAUTY FORUM SWISS, Zürich
03.03.–04.03.2012, www.beauty-fairs.ch

BEAUTY FORUM POLAND, Warschau
10.03.–11.03.2012, www.beauty-fairs.com.pl

BEAUTY FORUM SLOVAKIA, Trencin
15.03.–17.03.2012, www.expocenter.sk

BEAUTY & CARE TURKEY, Istanbul
22.03.–25.03.2012, www.interteks.com

BEAUTY FORUM HUNGARY, Budapest
21.04.–22.04.2012, www.beauty-fairs.hu

BEAUTY FORUM LEIPZIG, Leipzig
28.04.–29.04.2012, www.beauty-fairs.de/leipzig

BEAUTY FORUM GREECE, Athen
Mai 2012, www.beautygreece.gr

BEAUTY FORUM AUSTRIA, Salzburg
08.09.–09.09.2012, www.beauty-fairs.at

BEAUTY FORUM & SPA POLAND, Warschau
15.09.–16.09.2012, www.beauty-fairs.com.pl

BEAUTY FORUM MÜNCHEN, München
27.10.–28.10.2012, www.beauty-fairs.de/muenchen

BEAUTY FORUM HAIR & SPA HUNGARY, Budapest
10.11–11.11.2012, www.beauty-fairs.hu

BEAUTY CONGRESS GREECE, Athen
November 2012, www.beautygreece.gr

BEAUTY FORUM MACEDONIA, Thessaloniki
Dezember 2012, www.beautygreece.gr Su
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