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The German Cosmetic, Toiletry, Perfumery and Detergent Association
(IKW), with office in Frankfurt am Main, was set-up in 1968 and
is today one of the highest-profile industry associations in Europe.

IKW supports, advises and represents the interests of more than 400
small, mid-sized and large companies from the fields of beauty and

home care with approximately 500,000 associated jobs, which cover
with a sales value of almost EUR 17 billion approximately 95 % of the
market.

The products of the companies represented by IKW are used on an
almost daily basis by every household. IKW satisfies the resulting need
for information through its high readiness to engage in a dialogue
with all stakeholders involved and hence strengthens the credibility of
product-related communication concerning the use and safety of
beauty and home care products.

The Association supports its members, amongst other things, through
a comprehensive service at the implementation of regulations, agency
services for foreign trade shows and the processing of market data. It
advises within the framework of diverse trainings, seminars, events and
workshops as well as through written position papers and represents
the interests of member companies through a comprehensive package
of PR and communication activities as well as a far-reaching network.
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Dear Madam, Dear Sir,

You would think that the news of the past months
would get consumers down. Acts of terrorism, ref-
ugee crisis and, more recently, tfurbulent capital
markets could certainly be reason for concerns
about the future. However, far from it - the Ger-
mans remain in a perfect consumption mood and
appear to be unimpressed by crisis reports. The
Consumption Climate Index, published by the
experts of the Society for Consumption Research
(GfK), continued to be on a high level at the
beginning of 2016. In this way the consumer con-
firms, as in previous years, once more his role as
a support of the German economic development.

The joy in shopping contrasts, however, with growing
concerns in the strongly export-oriented German
industry. The bad news from the Middle East, poli-
tical rejections in the EU and, more particularly,
also the difficulties on important foreign markets
such as China, make many industrial companies
currently take a rather sceptical look of the future
according to surveys by the Ifo Institute.

The blurred business prospects of industry have
not yet impacted private consumption spending.
The labour market appears to be robust and sup-
ports the ongoing good domestic demand. And
this also promotes the tendency to spend money:
saving is unattractive given the low interest rates
and the low petrol price leaves extra money in the
pockets of the consumers.

The business development of the German retail
trade is correspondingly favourable and has been
marked in 2015 by record sales revenues and the
strongest growth in 20 years'. The market research-
ers of IRl Information Resources stress that body
care products including baby products boast the
highest growth rate within the surveyed consumer
goods categories on the mass market. Our two
departments, Beauty Care and Home Care, contri-
bute every eighth Euro towards the sales revenues
of the food retail and drugstore frade.

According fo the analyses by IKW for the past
year, the increase in sales revenues amounts fo
2.4 percent in our industry — a growth rate which
was equally achieved by the two product seg-
ments. Consequently, our industry had a good
development - significantly ahead of the overall
economic growth, which shows a value of 1.8 per-
cent for 2015. We assume that our companies will
succeed in continuing the positive growth trend
during the coming year.

There are many different success drivers. | would
like to focus on two: our companies always suc-
ceed in identifying consumer wishes at an early
stage and developing attractive products. The
most recent nail varnish creations, compacted
detergents or trendy hairstyling - at the sales out-
lets anything which makes life even more beauti-
ful, pleasant and ecological counts. The underlying
basis of success is, however, that consumers can
rely without any concern on the efficacy and health
safety of the products.

The high confidence in the products, which is also
expressed, amongst other things, by the positive
sales value, is not a matter of course. Although
the Germans might be in a buying mood, they do
not tend towards a thoughtless shopping frenzy.
They are considered as critical - also in an inter-
national comparison. According fo a current con-
sumer survey’ almost 90 % of the consumers are
interested in the origin of the products, how they
are manufactured and the ingredients they contain.
If any information is missing, one-third of the inter-
viewees is ready fo change over to another brand.

Reports which challenge the tolerance and safety of
Beauty and Home Care products appear time and
again in the public. Simple and clear arguments
can refute these accusations: products reach the
shelves in Europe only after they have proven their
efficacy and health safety in comprehensive tests.
This is ensured by demanding legal framework
condifions and efficient supervisory authorities.

T Source: HDE German Confederation of Retailers, General economic information, January 2016.

2 Source: PWC, German consumers are crifical consumers, January 2016



Studies prove that, for instance, a medically con-
firmed intolerance is recorded in only 0.01 cases
per one million packages of detergents, care and
cleaning agents sold. This shows very clearly that
the factual-scientific education in connection with

products of our daily life is a central task.

The Competence Partners Beauty Care and Home
Care within IKW fulfil this task and focus on reli-
able information in a critical public environment.
We are available for all social groups fo provide
information about health and product safety as
well as environmental issues. The exchange with
consumer organisations, public authorities and
politicians is particularly important for us in this
connection. Discussion platforms such as "Dia-
logue on Cosmetics” or "Washing Forum" but
also consumer-oriented action days such as those
on sun protection or sustainable washing have
established themselves as very successful.

The integration of scientific and legal issues info
the reality of life of people plays an increasingly
important role in addition to the technical ex-
change. Consequently, IKW has focused on the
further extension of its communication activities
- online, with advisory publications, at events or
in contact with the media. IKW has also increased

the staffing of its communication department.

Different manufacturers have already for some
fime gained comprehensive knowledge about
the value contribution of Beauty Care in everyday
life. An important buzzword is "self-esteem”. It is
considered to be proven that a neat appearance
has a positive effect on self-esteem and hence
on mental and physical health. If this applies to
adults, how pronounced could this effect be in
people who are still in the middle of their develop-
ment, ie teenagers and young adults?

This exciting question has been analysed by IKW
together with rheingold salon within the framework
of a depth psychological representative study.

The most important results are published in this

report and on the website www.ikw-youthstudy.org.

Just as a teaser, looking good is particularly im-
portant for today's teenagers. For them the use
of cosmetic products is something they urgently
need in the turbulent time of puberty and in a
frequently fragile social environment: something
reliable, an element of safety.

Our society is undergoing constant changes. This
can lead to uncertfainties but also opens up pos-
sibilities. Political developments, technical infor-
mation and changed market conditions lead fo
radical social changes. This also means that we re-
interpret concepts such as consumption, beauty,
home all the time. And this is also reflected by our
lifestyle and our demands on the products which
accompany us on a daily basis. For IKW member
companies this agitated and exciting social environ-
ment holds a lot of potential for innovative growth.

Yours sincerely

Dr. Rudiger Mittendorff
Chairman of the Executive Board,
German Cosmetic, Toiletry, Perfumery

and Detergent Association
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We use Beauty Care and Home Care
products every day. They help people to
look good and stay healthy, support the
cleaning and care of homes, clothes and
contribute towards preserving their value.
What is more: bodycare products and
detergents "fulfil dreams, bolster people
up and ensure recognition and self con-
sciousness'’, as market research stresses.
This results in a further rise in the anyway
already high consumer acceptance.

As a result of the intensive and professional
innovation efforts of our members, the pro-
ducts of the Beauty Care and Home Care
industries constitute an important pillar of
private consumption in Germany. In 2015
the sales value rose altogether by 2.4 % to
EUR 179 billion. Beauty Care and Home
Care products recorded the same increase
by 24 %.

The two product segments were again
major drivers of the domestic demand

8/9

“Retail sales revenues on a
20 year high. 2015 was the
year of the buying mood.
The consumers' propensity
to spend secured Germany's
retailers the probably highest
rise in sales revenues since
1994 in 2015

Cosmetics Report 02/16
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with significantly stronger growth rates
than the average of branded products.
Every eighth Euro' is at present spent in
the German food retail trade on Beauty
and Home Care products. This means
that the German market is by far the larg-
est in Europe.

TOTAL MARKET BEAUTY CARE AND HOME CARE PRODUCTS IN GERMANY 2011-2015

in million Euro at end consumer prices

16,957 17,143 17,17
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20M 2012 2013

1 Source: IRl Information Resources GmbH

17,503
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17,920
. Home Care products

. Beauty Care products

2014 2015

Please note that the 2015 market figures are based on a projection by IKW on the basis of data of IRl Information Resources GmbH for

January to September 2015.



Beauty Care Product Market
Germany 2015

The sales value of Beauty Care products rose in
2015 by EUR 317 million to a total of EUR 13.4
billion; this corresponds to an increase by 2.4 %.
The development is based on an ongoing high
per capita spending of EUR 148 / year and, more
partficularly, high-quality market launches. Natural
cosmetics, which now account for a 9% share in
the overall market and recorded a growth of 9.2 %,
are becoming particularly important. The strong-
est segments are face and bodycare as well as
showering and bathing. Growth in Beauty Care
was generated on a broad basis across almost all
trade channels.

1. HAIRCARE PRODUCTS

With a total sales value of EUR 3 billion, haircare
products account for approximately one-fourth
of the Beauty Care market and continue hence
to be the largest category of goods. Despite an
ongoing strong competitive pressure, this cate-
gory has been able to maintain its high signifi-
cance on the market.

2. SKIN AND FACE CARE PRODUCTS

With a market share of more than one-fifth, skin
and face care products represent the second
largest sub-market in Beauty Care. With a growth
of 4.9 % to likewise almost EUR 3 billion they are
hence only slightly behind haircare products.

3. DECORATIVE COSMETICS

With 12 % of the overall market and a growth of
42% to EUR 1.6 billion, decorative cosmetics
were able to further develop their position as
third largest segment. The sales value increased
by EUR 65 million, supported by attractive offers
for consumers and innovative new products.

HAIRCARE PRODUCTS in million €

OVERALL MARKET INCREASES

in million € at retail sales prices in Germany 2011-2015

13,070

2014

3,032

2014

B SKIN AND FACE CARE PRODUCTS in million €

2,852

2014

DECORATIVE COSMETICS in million €

1,540

2014
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4. ORAL AND DENTAL CARE PRODUCTS

With a market share of slightly more than one-
tenth, oral and dental care products represent the
fourth largest segment. With a growth rate of 2.3 %
they had a similar development as the overall mar-
ket. Supported by higher priced launches, they rose
by EUR 33 million to EUR 1.5 billion.

5. LADIES FRAGRANCES

With a sales value of little less than EUR 1.1 billion,
ladies fragrances represent more than 8% of the
overall market. In 2015 the frend towards higher
value brand and luxury products remained un-

changed.

6. BATH AND SHOWER PREPARATIONS
The market for bath and shower preparations

recorded a significant above average growth of
3.9 % to EUR 877 million.

7. DEODORANTS
Deodorants were able to almost maintain their
total sales value of now EUR 745 million.

8. MENS FRAGRANCES

The market for mens fragrances continues fo be
based primarily on established brands and in-
creased by 1.5 % to EUR 516 million.
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9. SOAPS AND SYNDETS .
Bl SOAPS AND SYNDETS in million €

The market segment soaps and syndets was able =
to maintain ifs level, as opposed to the previous - - 370
year and grew by 2.9 % to EUR 370 million. 366 366 =

- 360
10. SHAVING CARE PRODUCTS, AFTERSHAVES 354
AND PRESHAVES 201 2012 2013 2014 2015

The product range of shaving care products, after-
shaves and preshaves continued to be under strong

pressure in 2015. The market volume dropped by [ SHAVING CARE PRODUCTS, AFTERSHAVES AND

2.5% to EUR 239 million. PRESHAVES in million €

11. OTHER BEAUTY CARE PRODUCTS* 276 270 -

The sales value of other Beauty Care products re- 255 " =
corded an increase by 5% to EUR 493 million in 244 239
2015. Depilatories declined by 2.0 %. The market 20M 2012 2013 2014 2015

volume dropped to EUR 138 million. The segment
of babycare products increased slightly to EUR
146 million. Footcare products should be stressed, OTHER BEAUTY CARE PRODUCTS® in million €
since they were able to increase their sales value

through innovations by 11.8 % to EUR 209 million.

" 493
* Footcare products, depilatories and babycare products without " " 470
L
shampoos, bath and shower preparations / soaps 446 446
430

20M 2012 2013 2014 2015
Home Care Product Market OVERALL MARKET INCREASES
Germany 2015 in million € at retail sales prices in Germany 2011-2015

During the reporting year 2015 the total market
of Home Care products grew by 2.4 % and EUR

100 million to EUR 4.5 billion. The trend towards
practical small packages and aftractive consu-
mer offers has strengthened this development.
Hypermarkets contfinue to represent the largest
distribution channel, albeit with a slightly below
average growth of 1.9 %. Drugstores are the second
largest channel with the highest growth rates of

79%. 20M 2012 2013 2014 2015

4284 4324 4306 4433 4,533
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1. HEAVY-DUTY LAUNDRY DETERGENTS
Heavy-duty laundry detergents are by far the most
important sub-market in this segment with a volu-
me of EUR 1.2 billion and a market share of 27 %.
At the same time this category made a major,
successful contribution towards the positive sales
value development in Home Care with a plus of
1.2 % and EUR 15 million.

2. HARD SURFACE CLEANERS*

Hard surface cleaners represent with a share of
around 20 % the second largest segment within
Home Care. A significant plus was recorded, which
involved a rise by 4.8 % or more than EUR 40 mil-
lion to EUR 945 million. WC cleaning agents, pipe
and drain cleaning agents as well as special clea-
ning agents recorded strong growth.

* Bath, sanitary, glass, window, home cleaning agents, pipe, drain

cleaning agents, special cleaning agents (oven, lime, metal); WC

cleaning agents and stones

3. DISHWASHING DETERGENTS

The third largest segment is the market for dish-
washing detergents which increased by 0.8 % and
hence below average. This corresponds fo a growth
of EUR 6 million fo a total of EUR 715 million.

4. AIR FRESHENERS
The market for air fresheners rose by 4.1% to EUR
410 million in 2015.

5. FABRIC CONDITIONERS
Fabric conditioners generated a plus of 2.3 % - with
a growth of EUR 7 million to EUR 331 million.
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6. LAUNDRY ADDITIVES*

The market for laundry additives exceeded the
2014 level and rose by 2.1% to EUR 321 million.
This meant that the decline in development of the
previous years changed in this product category.

* Stain removers, waterproofing products, pre-wash additives,

soaking agents, bleaches, starches, ironing aids, textile dyes and
dye removers

7. AUTOMOTIVE CARE
The market for automotive care maintained its
sales value of EUR 251 million on the same level

as last year.

8. LIGHT-DUTY AND SPECIAL DETERGENTS
The sales value of light-duty and special detfer-
gents increased by 2.3% to EUR 202 million.

9. FURNITURE, FLOOR AND CARPET CLEANERS*
The sales value of furniture, floor and carpet clea-
ners increased in 2015 by 11% to EUR 71 million.

* Reinigungs- und Pflegemittel fur Fultbéden und Steine, Mobel
und Polituren

10. LEATHER CARE PRODUCTS

The market for leather care products remained
unchanged on the same level as in 2014 with EUR
67 million.

Market Conditions

The changes in the distribution channels, which
were triggered by the insolvency of a major drug-
store chain several years ago, have been defini-
tively overcome. 2015 was clearly placed under a
positive sign as far as consumption was concerned.
Even if the market environment was marked by
crises, wars and conflicts abroad, exhaust gas and
corruption scandals, the Greece and China crisis
and currently the refugee issue in Germany, private
consumption — more particularly also in the bran-
ded products industry — made an essential con-
tribution towards the good business development.
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With a high innovative pressure and increased com-
petition activities our member companies secured
above-average market growth in Beauty and Home
Care. The growing expansion of large drugstores
and the modernisation of existing sales areas made
yet another contribution to the good development.

On the market for Beauty Care products drug-
stores hence remained by far the most important
sales channel with a market share of almost 45 %
and more than 4.5% growth. However, discoun-
ters are likewise growing significantly with 3.3 %.
The traditional food retail trade and hypermarkets
have, by contrast, partly lost considerably.

As far as Beauty and Home Care products are con-
cerned, consumers spent per capita on average
EUR 211 and hence one Euro more versus prior year.

Outlook 2016

In 2015 the market for Beauty and Home Care pro-
ducts in Germany rose despite international crises
and conflicts by 2.4 %. The innovative products of
the industries represented by IKW as well as the
positive development of the general consumption
climate in Germany were the underlying drivers.

In 2016 the business community and political
circles are facing further challenges. Both the
domestic and the foreign tfrade must make their
way in an increasingly turbulent environment. The
refugee crisis and terror risks are overshadowing

business-related issues at the beginning of the
year such as the China crisis or the reform dead-
lock. On the other hand, a weak Euro and extremely

low raw material prices provide for an uptrend.

Domestic demand continues to generate a lot of
hope. The foreseeable low interest rate and the
high consumption tendency of consumers imply a
positive development. Whilst the Ifo business cli-
mate dropped at the beginning of the year and
the Ifo Institute warns, GfK reports a rather posi-
five tendency with the consumption climate rise
in January.

“The German business
community looks with fright

intfo the new year.

ifo business climate Germany, results of the ifo business
development test in January 2016

An ongoing satisfying development will be deci-
sively dependent on the economic and structural

policy environment.

For Germany as a business location, political circles
are facing major tasks: solutions of the refugee issue,
farsightedness and a sense of proportion for energy
and tax policies as well as self-assertion on the
European level will be pivotal for a continuation of
the so far good economic development in Germany.

"Consumers continue to have a
perfect purchasing mood. The
trend towards more conscious

consumption continues.”

Dr. Robert Kecskes, GfK SE

IKW anticipates a further intensified competition
amongst its member companies in 2016 which
will certainly result again in innovations with re-
levant added value for consumers. Against this
backdrop, IKW forecasts another moderate growth
of the market for Beauty and Home Care products.
This is likely to be supported, as during the past
years, by a constant orientation of consumers to-
wards health and sustainability — a trend which
continues fo remain significant for any actions by
industry.

i'fb Institut






Medium-sized Businesses

Medium sized businesses have a special stand-
ing at IKW. The conferences for medium-sized
businesses, which are staged twice a year, play a
pivotal role for the Association's activities in this
field. These conferences deal intensely with the
focal issues, which are relevant for medium-sized
businesses.

At the 2015 spring meeting these were on the one
hand progress reports about the regions Middle
East and Singapore. Marco Lustenberger, delta
pronatura, reported vividly about the market en-
france strategy of his company in countries like
Qatar, Saudi Arabia and the United Arab Emirates.
Nasyr Birkholz, BB by Berlin, shared his experience
in the United Arab Emirates, Iran, Irag and Syria
with the audience. Ulrich Maith, dm-drogerie markf,
analysed the private label development of his trad-
ing company. The presentations by Ingo Wolters,
GS1 Germany, and Bert Martin Ohnemdiller, neuro-
merchandisingroup, focused on requirements fo be
met by frade and industry. Ingo Wolters explained
the systemic demands in supplies for co-opera-
fion both with the retail trade and industry. Bert
Martin Ohnemdiller suggested to be ‘courageous
enough for new acting' Tips were provided on how
to better understand people and hence customers
through the results from brain research and evolu-
fionary biology.

"Support by IKW plays a
decisive role in particular for

medium-sized businesses.”

Heinrich Beckmann,
Chairman of the IKW Medium-Sized Business Committee,
delta pronatura Dr. Krauss & Dr. Beckmann KG

The focal topic of the autumn meeting was sustain-
ability. Dr. Robert Kecskes, GfK, addressed the
topic from a consumer point of view. His theory:
the interaction with consumers will increase.
Reinhard Schneider, Werner & Mertz, presented
the sustainability strategy of his company.

"Associations are mediators -
between industry, politics,
authorities and the public.
They therefore make an
important contribution to
society.”

Christian Lindner, Member of the Provincial Government,

National Chairman of the Free Democrats and Chairman of
the FDP Parliamentary Group North Rhine-Westphalia



IKW SME Meeting, Spring 2015, Bad Homburg

Kaiyin Li, International Enterprise Singapore, Marco Lustenberger, delta pronatura Dr. Krauss & Dr. Beckmann KG, Nasyr Birkholz, BB by Berlin GmbH,

Heinrich Beckmann, delta pronatura Dr. Krauss & Dr. Beckmann KG, Ingo Wolters, GS1 Germany GmbH, Thomas Keiser, IKW, Ulrich Maith, dm-drogerie

markt GmbH + Co. KG, Bert Martin Ohnemdiller, neuromerchandising group gmbh & co. kg, Dr. Rudiger Mittendorff, Sebapharma GmbH & Co. KG

Professor Glinther Bachmann, German Council for
Sustainable Development, stated: “Sustainability
policy in Germany always means to deal with con-
flicting goals.” During the final discussion round a
joint request was formulated: Move towards sustain-
ability with more co-operation between the retail
trade and industry together and with more perse-
verance. During the afternoon Leonhard Diepenbrock
spoke about his development from a dowel manu-
facturer to a moderator and brand designer.

Finally Professor Hans-Willi Schroiff presented
the most recent findings from the field of neuro-
marketing and their impact: packaging and labels
are the most important communication means.

Apart from these meetings, IKW staged for the
first fime in early 2016 a Category Management
Workshop in co-operation with the Society for
Consumption Research and a special focus on the
needs of medium-sized businesses. On the basis
of current market research methods, possibilities
of an even more effective category management
were presented and illustrated by examples.



BeautyEurasia 2015, Istanbul

Trade Fairs Abroad

IKW has been promoting its members tfo inferact
cross-nationally on an international level since the
mid-90s. Part of this is the coordination of private
contributions of IKW member companies at foreign
fairs, as well as the application and implemen-
tation of the IKW foreign fairs (these have been
accepted by the foreign fair program of the German
Federal Ministry for Economic Affairs and Energy).
The foreign fair program is useful for the small firm
sector in terms of realizing growth outside German
boarders.

IKW applies for subsidies, through the exhibition
committee and fair committee of the German
Economy (IKW is a member of the latter), at the
Federal Ministry for Economic Affairs and Energy,
for the fair participation of medium-sized busi-
nesses (members of IKW) at fairs outside of the
EU. The so-called German Pavilions enable firms to

present themselves and their products at indivi-
dual company stands. They are hereby integrated
into the infrastructure of a German community
stand and can advertise with the well apprecia-
ted quality promise "Made in Germany" Further-
more, they profit from extensive assistance and
guidance, as well as a mutual information and
service point on-site.

The firm presentation is flanked by a broad port-
folio of accompanying supportive measures: press
conferences, incentive events for fair goers, audio
visual advertising material, customer attraction, and
visits of German representatives to the fair booths.
Additionally, an online platform serves to connect
exhibitors and the press at www.german-pavilion.de.

IKW is currently active at the trade fairs in Dubai,
Istanbul, Hong Kong, Shanghai and Moscow. Please
find more information here: http://www.ikw.org/ikw/
auslandsmessen.
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THE LEGAL BACKGROUND

Cosmetic products are EU-wide regulated in the
EC Cosmetics Regulation. This law contfains a lot
of requirements for cosmetic products sold in the
European Union. The competence partner beauty
care within IKW is very much involved in activities
on the cosmetics legislation.

The EC Cosmetics Regulation consists of differ-
ent requirements which have to be fulfilled by
each cosmetic product marketed in Germany.
Only products which are in conformity with the
definition of cosmetic products described here,
can be assessed and marketed as such. Further-
more the legislation contains an obligation that all
cosmetic products available on the market which
when used under normal or reasonable foresee-

able conditions of use, are safe for human health.

RESPONSIBLE PERSON

For each cosmetic product placed on the market, a
responsible person established within the EU must
be designated. This company must be disclosed
on the packaging of the products and is responsi-
ble for ensuring that only products which are safe
for human health are placed on the market. There
is no mandatory approval. Compliance with the
legal provisions by the responsible person is sub-
ject to verification by the competent surveillance
authorities.

In the event of contract manufacturing or imports
from countries outside the EU the responsible
person indicated on the packaging is responsible
for the product vis a vis the legislator and more
particularly for the presentation and composition
as well as compliance with duties of notification.
In the event of imports from third countries it is
also necessary to ensure the availability of label-
ling elements which are relevant for safety on the
packaging in German language.

Awarding of certificates to the first eight graduates of the English courses

COSMETICS-GMP AND SAFETY ASSESSMENT
Furthermore cosmetics-GMP is requested for manu-
facturing cosmetic products and also a safety as-
sessment by a designated safety assessor.

IKW has established training courses for safety
assessors in German and English together with
DGK, the German Association for Scientific and
Applied Cosmetics (see www.safetyassessor.info).
Meanwhile the first 8 participants have success-
fully completed all of the 7 courses and received
their certificate for the series on February 18"
2016; the German courses have been completed
by 89 participants.
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“Consumers expect cosmetic
products to be safe and
effective. The manufacturers
ensure that these expectations
are met!

George Held, Vice Chairman of the IKW,
L'Oréal Germany GmbH




BEAUTY CARE

LABELLING IN GERMAN LANGUAGE

Besides these requirements the EC Cosmetics
Regulation contains a lot of other regulations such
as for nanomaterials, CMR substances, notifica-
tion to the Cosmetic Products Notification Portal
(CPNP), reporting of the very rare cases of serious
undesirable effects, claim substantiation of cosme-
tic products, positive lists and banned substances
and many more. It is of importance to know that
the labelling requirements for products sold in Ger-
many have to be in the German language. IKW
has published an information for producers and
distributors of cosmetic products on its website
under the following link:
http://www.ikw.org/fileadmin/content/down-
loads/Sch%C3%B6nheitspflege/2015-12-02_
IKW_General_Guidance_Cosmetics.pdf

HIGH LEVEL OF SAFETY

Cosmetic products have a high level of safety and
compatibility. Nevertheless even under correct use,
individual tolerances such as minor skin irritations
or allergic reactions, can occur. According to a
survey done by IKW since 1976, there are only 1,3
cases of health-related intolerances per 1 million
sold cosmetic product packages.

COOPERATION WITH OTHER INSTITUTIONS

IKW is also active in collaboration with other insti-
tutions in Germany, like dermatologists, childrens’
doctors, consumer associations, hair dressers,
beauticians and many more. In regular meetings
we try to identify common interests and publish a
common position. We have commonly published
a leaflet on internet sales of cosmetic products.



THE SELF-PERCEPTION AND SELF-ESTEEM
OF ADOLESCENTS AND YOUNG ADULTS

An in-depth psychological-representative study
from rheingold salon compiled for IKW has exa-
mined the development of self-esteem in adole-
scents and young adults aged between 14 and 21
years. What role is played by a neat appearance
for the self-esteem of young people? What influ-
ence does taking care of their appearance have
on the self-esteem of young people? And in how
far can cosmetics and beauty products support
young people in their self-discovery? The first in-
depth psychological representative study on the
fransition to adulthood provides answers to these
exciting questions. Within the framework of the
qualitative polling, group discussions and indi-
vidual in-depth inferviews were conducted with
altogether 56 adolescents and young adults aged
between 14 and 21 years. For the representative
quantitative survey 1012 adolescents and young
adults aged between 14 and 21 years were surveyed.
An overview of the study results can be found under
www.ikw-youthstudy.org.
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“We have conducted this study to
learn what is important for adoles-
cents and young adults on the
transition to adulthood. We wanted
to see what influence does taking
care of their appearance have on
the self-esteem of young people.
The results were surprising: 85 % of
the adolescents and young adults
use cosmetics and beauty products

to feel better and safer!

Birgit Huber, Head of the Department Beauty Care within IKW
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Legal Regulations

CLASSIFICATION AND LABELLING

2015 involved striking changes for the packaging
of many detergents and cleaning agents as a re-
sult of the implementation of the Global Harmo-
nised System for classification and labelling. For
many formulas of detergents, care and cleaning
products, the very conservative provisions of GHS
mean that they have to be labelled as eye-irrita-
fing or damaging even if the formula is unchanged
and the products can continue to be used safely.
Surfactants must be rapidly and completely bio-
degradable to be used in detergents and cleaning
agents. Although the surfactants cannot cause
any longer term effect on the environment, some
products have to be labelled as chronically hazar-
dous to waters in accordance with GHS. This results
in additional labelling elements which are, however,
irrelevant for consumers.

Some of the GHS provisions have also been chal-
lenged by consumer protection organisations.
Stiftung Warentest stressed in the July 2015 issue
of the magazine:
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“The obligation to print danger symbols
and warnings even on hand dish-
washing detergents is excessive. Our
analysis proves: Most dishwashing
detergents contain mild surfactants
that are also used in shower products
and shampoos. Their skin tolerance is
good; the waste water burden is low.
Excessive labelling causes uncertainty
and can even become dangerous. The
habituation effect might result in con-
sumers no longer taking seriously the
warnings on really aggressive products

like drain and toilet cleaners”

Dr. Konrad Giersdorf, Stiftung Warentest

The transitory provisions for products, which have
been produced until 31 May 2015 according to the
applicable law and were released for sale fo third
parties, are implemented in conformity with the
regulation in Germany so that mixtures may be
distributed until 31 May 2017 to the retail trade or

consumers.

DETERGENT REGULATION

For dishwashing detergents infended for consumers
and which will be first marketed from 1 January
2017, the Detergent Regulation (EC) No 648/2004
prescribes in respect of the phosphorus content
that the value of 0.3 gramme phosphorus per
standard wash cycle must not be exceeded. This
must include all phosphorus compounds, inclu-
ding phosphates and phosphonates. All dish-
washing detergents, which are made available by
the manufacturer to the trade by 31 December
2016, may subsequently be marketed by the retail
frade without limitation in time.
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FORUM WASCHEN

The dialogue platform FORUM WASCHEN (Forum
Washing) has originated from a sustainability
initiative of IKW. taken in 2001. FORUM WASCHEN
has a total of 37 stakeholders including public
authorities and ministries, professional organisa-
tions, industry, environmental and consumer asso-
ciations, universities, institutes and schools from
Germany, see: www.forum-waschen.de. The KW
Home Care division acts as a co-ordination office
for FORUM WASCHEN.

FORUM WASCHEN has organised an annual ac-
tion day on sustainable washing(up) on 10 May
since 2004. Every year up to 200 activities are
deployed throughout Germany. The goal of the
action day is to motivate consumers and pupils
through opinion leaders to support more sustain-
ability in washing(up) and cleaning. The patron
of the Action Day 2016 is Klaus Miller, Excecutive
Director of the Board of the Federation of German
Consumer Organisations (vzbv). He writes in his
complimentary message: "Of course household
questions such as washing, dishwashing and clea-
ning should not become a scientific task, but in
particular as far as the right use of defergents and
dishwashing detfergents is concerned, many con-
sumers are still convinced that ‘a lot helps a lot’
In times of compact detergents and concentrated
dishwashing detergents this formula is, however,
no longer frue.”

Sustainability Conference and
Player Workshop 2016

On 28 / 29 January 2016 the 14™ Player Work-

shop of FORUM WASCHEN took place in Berlin

with a sustainability conference. The subject was:

"Promote the sustainable consumption of con-

sumers - challenges, perspectives and options

for action” Introductory speeches were made,

amongst others, by:

- Gerd Billen, State Secretary at the Federal
Ministry of Justice and Consumer Protection

- Dr. UIf D. Jaeckel, Head of Sustainable
Consumer Protection Policy, Product-related
Environmental Protection with the Federal
Ministry for the Environment, Nature Conservation,
Building and Reactor Safety

During the subsequent panel discussion, the follow-

ing experts participated in addition:

- Barbel Hohn, Chairwoman of the
Parliamentary Committee for Environment,
Nature Conservation, Building and Reactor Safety

- Ingmar Streese, Division Head for
Consumer Policy with the Confederation of
Consumer Protection Organisations

- Dr. Reinhard Buscher, Head of the Chemical
Industry Unit, Directorate General Growth of the
European Commission

- Thomas Keiser, Managing Director, IKW.

REPORT ABOUT THE WORK OF THE PROJECT
GROUPS WITHIN FORUM WASCHEN

In 2015 the project group "Washing at low tempe-
ratures” completed the flyer “Washing at 30 °C or
lower: when does it make sense, when not?" It was
published in February 2016. FORUM WASCHEN
eplainsin this flyer that the selection of low washing
temperatures contributes fowards energy savings
during washing and how consumers should allo-
cate their laundry in the household to the respec-
tively proper temperature. In this connection it is
pointed out that certain laundry loads and washing
machine hygiene require to wash at least once a
month at 60 °C.



Product Safety

The Home Care division of IKW has been conduct-
ing surveys since 2007, asking its member compa-
nies (selling detergents and maintenance products
to private consumers in Germany) about registered
intolerances. In the period between 2006 and 2014
14.5 billion packages were sold and the case data

was registered as shown in the chart below.

The numbers reflect the high safety level of deter-
gents, care and cleaning agents for private con-

sumers.
Allergies Total number of cases
from 2006 to 2014
Inquiries by Doctors 45
Medically confirmed 26

Skin Irritations
from 2006 to 2014

D i :
escribed plausibly by 3918
the consumer

Medically confirmed m

Technical Topics

In the Working Group "Shoe, Leather Care Agents,
Impregnation Agents’, the IKW Recommendation
on the quality assessment (EQ) "Compatibility of
Shoe Uppers with Care Products” was updated. It is
used by European and Asian fest institutes. It was
published in March 2016 in the SOFW Journal in
English and German. During the reporting period
the EQ Dishwashing Detergents was likewise com-
pleted which represents an update of the "Methods
for Ascertaining the Cleaning Performance of Dish-
washer Detergents (Part B)" from 2006. The publi-
cation of the update is planned for June 2016 in
the SOFW Journal.
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“Detergents and cleaning agents,
fabric conditioners, products for stain
pre-treatment or washed laundry
only cause allergies in extremely rare
cases. This is also pointed out by the
data of the Information Group of

Dermatological Hospitals (IVDK)."

Professor Dr. med. Johannes Geier, Infegrated Information Network of Dermatological
Hospitals (IVDK), Institute at the University of Géttingen

Total number of cases

Number of cases per 1 billion sold packages

Number of cases per 1 billion sold packages

270

"The IKW Recommendations on qua-
lity assessment developed together
with international fest institutes are
used throughout the world for the
performance assessment of cleaning
and care agents and for the cleaning

agents' resistance of surfaces.”

Dr. Bernd Glassl|, Head of the Department Home Care within IKW
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Future Prospects

The IKW member companies are confronfed in an
increasingly globalised world with always stronger
international turbulences, also and above all in
Europe and at the same time with the national
market environment in Germany marked by intense
competition.

At the beginning of last year we still asked: “When
was the ‘old world' last faced with such a politi-
cal, intellectual, moral and economic challenge
with an open future?” 12 months ago the experts
were still split over their assessment of the future.
At the beginning of 2016 the description of the
situation has significantly worsened. The past year
seriously affected the EU. The coming year might
be even tougher and more dramatic. The current
crisis "has the potential of disintegrating Europe”
is a description of the situation at the beginning

of the year not only by the N24 news programme.

As a matter of fact, the future perspective of Europe
is questionable. America's political elites have no

longer any confidence that Europe will be able,
due to the uncertain situation, to control itself and
its neighbouring regions. And even the Bulgarian
visionary Baba Wanga is quoted with her 1996 pre-
diction "In 2016 Europe will cease to exist".

One can be as pessimistic as that — but one does not
have to be. What will be decisive for a positive deve-
lopment is, however, a quick solution of the major
crises. And apart from that, the important questions
on economic framework conditions may not be fully
overlaid and neglected.

Consumer demand continues to be a pillar - at least
in Germany. This applies above all to the stable
development of the Beauty and Home Care markets
which contribute towards growth, jobs and pros-
perity in Europe.

With a market volume of more than EUR 100 billion,
Europe is the world's largest market for Beauty and
Home Care products and boasts sales revenues

which are approximately as high as those of the
USA and China together.

WORLDWIDE MARKETS: EUROPE IS WITH MORE THAN EUR 100 BILLION THE LARGEST MARKET
FOR BEAUTY AND HOME CARE PRODUCTS WITH A STABLE DEVELOPMENT

101bn €

68 bn €

22bn €

=

44 bn €
8 bn €
I- .
25 bn €
e
10 bn €
&
|

Source: IKW Statistics 2014 (rsp), Cosmetics Europe, Kline&Company, JCIA, JDMA, JSDA, Euromonitor, Europe: EU28 + Norway + Switzerland
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According to the most recent socio-economic
studies the cosmetics and detfergent industry in
Europe generates a gross added value - a contri-
bution to prosperity — of EUR 54 billion per year.

The industry stands in most countries for sound
growth, more than 5,000 production plants and
approximately 2.4 million associated jobs and
hence makes an enormous contribution o better
living conditions for the Europeans.

Within Europe Germany is by far the largest market,
followed by the United Kingdom, France, Italy and
Spain. Consumers spend in Europe on average
EUR 173 per year in our categories.

EUROPEAN MARKETS FOR BEAUTY AND
HOME CARE PRODUCTS

The German consumers spend on average EUR 211
per capita for Beauty and Home Care products and
are hence significantly ahead of the European

average.

The acceptance by the consumers clearly reflects
their trust in the products. Justifying this trust and

securing it on a European level will continue to be
the remit of IKW.



PER CAPITA SPENDING FOR HOME CARE
AND BEAUTY PRODUCTS IN GERMANY

B Average: EURTT3 203 €
21¢€
235 €
106 €
21n¢€
226 €
228 € Ely 2
214 €
Portugal 194 €
183 €
rechentand
126 €
Our Activities of serious undesired effects, which are likewise

IKW, therefore, co-operates intensely with its Euro-
pean sister associations, AI.S.E and Cosmetics
Europe, amongst others, in order to channel the
flood of regulations reasonably and in a way which
can be understood by the consumer. Corresponding
examples include in the field of Beauty Care the
education courses for safety assessors which IKW
has initiated together with Deutsche Gesellschaft fr
Wissenschaftliche und Angewandte Kosmetik e.V.
(German Society for Scientific and Applied Cosme-
tics - DGK) in Germany. Safety assessments are
imposed by the cosmetics legislation, and persons
who make the assessment must produce evidence
of a certain education. Frequently, this fraining is,
however, not yet sufficient. For that reason, pro-
spective safety assessors must acquire additional
knowledge. The Competence Partner Beauty Care
within IKW and DGK support them with their safety
assessor education course. During the reporting
period the first eight persons passed the English
course cycle successfully. Further topics are the
standardisation of the recording and notification

legally prescribed or the elaboration of a European
recommendation by Cosmetics Europe to replace by
2020 solid plastics particles in products to be rinsed
off again (eg peelings) by alternative substances.

In the field of Home Care the initiative of the Euro-
pean Commission "Better Regulation” is an impor-
fant topic. Within the framework of this project is to
be checked, amongst others, whether the chemicals
legislation meets its goals efficiently. From the view-
point of A.LLS.E. and IKW there is, more particularly,
a need for improvement concerning the labelling of
substances and mixtures according to the Global
Harmonised System (GHS) because some labelling
elements are not very helpful for the users. A restric-
tion on the essential information for a safe handling
of detergents, care and cleaning agents would make
sense (including "keep out of the reach of children").

For scented candles and other products, which are
burned indoors and emit fragrances, the project
Product Stewardship Project Air Fresheners was
extended and updated.






Members

A

ABTSWINDER NATURHEILMITTEL
GMBH & CO. KG
www.abtswinder.de

ACCENTRA KOSMETIK ACCESSOIRES
GMBH
www.accentra.de

ADA COSMETIC GMBH
www.ada-cosmetics.com

AEROX AG
WWWw.aeroxag.com

AESOP GERMANY GMBH
WWWw.aesop.com

AHAVA COSMETICS GMBH
www.ahava.de

AKZENT DIRECT GMBH
NAILS, BEAUTY & MORE
www.akzent-direct-gmbh.com

ALBAAD DEUTSCHLAND GMBH
www.albaad.com

ALESSANDRO INTERNATIONAL GMBH
www.alessandro-international.de

ALEX COSMETIC GMBH
www.alex-cosmetic.de

ALMAWIN
REINIGUNGSKONZENTRATE GMBH
www.almawin.de

ALMIRALL HERMAL GMBH
www.almirall.de

ALVA NATURKOSMETIK GMBH
WWW.ALVA.DE

AMWAY GMBH
WWW.AMWAY.DE

ARCAYA GMBH
WWW.GROUPARCAYA.DE

JEAN D'ARCEL COSMETIQUE GMBH &
CO. KG
www.jda.de

ARS PARFUM CREATION & CONSULTING
GMBH
www.ars-parfum.de

ARTDECO COSMETIC GMBH
www.artdeco.de

ASAM GMBH & CO. BETRIEBS KG
www.asam-cosmetic.de

ASSINDIA CHEMIE GMBH
www.assindia.de

AUWA-CHEMIE GMBH
www.auwa.de

A & V KOSMETIK VERTRIEBS GMBH
www.av-kosmetik.de

AVON COSMETICS GMBH
www.avon.de

AZETT GMBH & CO. KG
www.azett.de

B

DR. BABOR GMBH & CO. KG
www.babor.de

BAKU CHEMIE GMBH
www.baku-chemie.de

BASTIAN-WERK GMBH
www.bastian-werk.de

B'ATUDE GMBH
C/O EZLA
www.batude.com

BAYER VITAL GMBH
www.bayervital.de

BB MED. PRODUCT GMBH
www.bb-kalkar.de

BB BY BERLIN GMBH
www.bbbyberlin.com

BCG BADEN-BADEN
COSMETICS GROUP GMBH
www.bcg-cosmetics.de

BCM KOSMETIK GMBH
www.bcm-kosmetik.de

BEAUTY & CARE AG
www.beauty-care-ag.com

BEAUTYCOM GMBH
www.beautycom.biz

BEAUTYGE GERMANY GMBH
www.colomer.de

BEAUTYSPA SERVICEGESELLSCHAFT MBH
www.beautyspa.de

DR. BECHER GMBH
www.becherdr.de

WALTER BECKER GMBH & CO. KG
www.becker-chemie.de

BEGAPINOL
DR. SCHMIDT GMBH
www.begapinol.de

BEIERSDORF AG
www.beiersdorf.de

DR. BELTER COSMETIC
BELCOS COSMETIC GMBH
www.belter-cosmetic.com

BENEVI MED GMBH & CO. KG
www.benevi.com

BERNECKER-COSMETICS GMBH
www.bernecker-cosmetics.de

BEROMIN GMBH
www.beromin.com

EMIL BIHLER CHEM. FABRIK
GMBH & CO. KG
www.emil-bihler.de

BIO ENERGO W. LOHMANN GMBH
www.bioenergo.de

BIO-GEN MILCHSERUM MARKETING
GMBH
www.biogen-online.com

BIO-DIAT-BERLIN GMBH
www.bio-diaet-berlin.de

BIOMARIS GMBH & CO. KG
www.biomaris.com

B‘IOTA LABORATORIES GMBH
www.bioxsine.com

BIRKEN AG
www.birken.eu

BO COSMETIC GMBH
www.bo-cosmetic.de

BODE CHEMIE GMBH
www.bode-chemie.de

BODY COSMETICS INTERNATIONAL GMBH
www.body-international.de

BORLIND GESELLSCHAFT FUR
KOSMETISCHE ERZEUGNISSE MBH
www.boerlind.com

BOMBASTUS-WERKE AG
www.bombastus-werke.net

APOTHEKER WALTER BOUHON GMBH
www.freioel.de

HILDEGARD BRAUKMANN
KOSMETIK GMBH & CO. KG
www.hildegard-braukmann.de

BRAUNS-HEITMANN GMBH & CO. KG
www.brauns-heitmann.de

BUCK-CHEMIE GMBH
www.buck-chemie.de

BUDICH INTERNATIONAL GMBH
www.budich.de

IWAN BUDNIKOWSKY GMBH & CO. KG
www.budni.de

BUBCHEN-WERK EWALD HERMES
PHARMAZEUTISCHE FABRIK GMBH
www.buebchen.de

C

CARAMBA CHEMIE GMBH & CO. KG
www.caramba.de

CARE_FULL COLOURS
KOSMETIK PRODUKTIONS GMBH
www.carefullcolours.de

CARENOW GMBH
www.carenow.de

CAUDALIE DEUTSCHLAND GMBH
www.caudalie.com

CC-DR. SCHUTZ GMBH
www.dr-schutz.com

CENTRALIN-GESELLSCHAFT
KIRCHER CHEMIE GMBH & CO. KG
www.centralin.de

CHANEL GMBH
www.chanel.de

CHIARA AMBRA
COSMETIC & HEALTH PRODUCTS GMBH
www.chiara-ambra.de

CMC COSMETIC PRODUKTIONS-GMBH
www.cmc-cos.de

CMI COSMEDI GESELLSCHAFT FUR
KOSMETISCHE PRODUKTE MBH
www.cmi-cosmedi.de

COLEP ZULPICH GMBH
www.colep.com

COMFREY GMBH
www.ihrlich.de

COMPES COSMETIC GMBH & CO. KG
DIE KOSMETIKMACHER
www.kosmetikmacher.de

HANS CONZEN KOSMETIK GMBH
www.glynt.com

COSIMED GMBH
www.cosimed.de

COSMETIC SERVICE GMBH
www.cosmetic-service.com

COSMOTRADE GMBH
www.cosmotrade.de

COSNOVA GMBH
WWW.Cosnova.com

COSPHARCON ENTWICKLUNGS-
GESELLSCHAFT FUR KOSM. U. PHARMAZ.
FORMULIERUNGEN MBH
info@cospharcon.de

COTY BEAUTY
A DIVISION OF COTY GERMANY GMBH
www.coty.com

COTY PRESTIGE
A DIVISION OF COTY GERMANY GMBH
www.coty.com

CP GABA GMBH
www.colgate.de

CREVIL COSMETICS & PHARMACEUTICALS
GERMANY GMBH
www.crevil.de

CROLDINO SCHNEIDER E. K.
www.croldino.de

D

DALLI-WERKE GMBH & CO. KG
www.dalli-group.com

DALTON COSMETICS GERMANY GMBH
www.dalton-cosmetic.com

RUDOLF DANKWARDT GMBH
www.ruda.de

DANLIND AS
www.danlind.dk

DEB-STOKO EUROPE GMBH
www.debstoko.com

DELIA COSMETICS SP. Z 0.0.
www.delia.pl

DELTA PRONATURA
DR. KRAUSS & DR. BECKMANN KG
www.delta-pronatura.de

DENTAL-KOSMETIK GMBH & CO. KG
www.dental-kosmetik.de

DERMAPHARM AG
www.dermapharm.de

DESOMED DR. TRIPPEN GMBH
www.dr-trippen.de

DHC DIRK HOFER CHEMIE GMBH
www.dhc-kl.de

LVMH PARFUMS & KOSMETIK GMBH
DIVISION DIOR

DMV DIEDRICHS MARKENVERTRIEB
GMBH & CO. KG
www.dmv-py.de

DOETSCH GRETHER AG
www.doetschgrether.ch

DRECO WERKE WASCH- UND
KORPERPFLEGEMITTEL GMBH
www.dreco-werke.de

DREITURM GMBH
www.dreiturm.de

DUESBERG MEDICAL GMBH
www.duesberg-medical.de

DURABLE
HUNKE & JOCHHEIM GMBH & CO. KG
www.durable.de



E

LINDE ECKSTEIN GMBH & CO. KG
www.eckstein-kosmetik.de

ECO COSMETICS GMBH & CO. KG
www.eco-cosmetics.com

ECOLAB DEUTSCHLAND GMBH
www.ecolab.com/de

ECOVER DEUTSCHLAND GMBH
www.ecover.de

FERDINAND EIMERMACHER
GMBH & CO. KG
www.eimermacher.de

ELKADERM GMBH
www.elkaderm.de

EMMA HEALTH & BEAUTY CARE GMBH
www.emmahbc.de

ENZIAN SEIFEN GMBH & CO. KG
www.enzian-seifen.de

EPI-COS GMBH
www.epi-cos.de

ERDAL-REX GMBH
www.erdalrex.de

ETOL GESUNDHEITSPFLEGE- UND
PHARMAPRODUKTE GMBH
www.efol.de

ETRE BELLE COSMETICS-VERTRIEB GMBH
www.efre-belle.de

EULENSPIEGEL
PROFI-SCHMINKFARBEN GMBH
www.eulenspiegel.de

EURO VITAL PHARMA GMBH
www.eurovitalpharma.de

EURODOR GESELLSCHAFT FUR
KOSMETIKPRODUKTE MBH
www.eurodor.com

EURO-FRIWA GMBH
www.eurofriwa.de

GEBRUDER EWALD GMBH
www.ewaldsolutions.de

J. G. EYTZINGER GMBH
www.gold-cosmetica.com

F

A. W. FABER-CASTELL COSMETICS
GMBH
www.fc-cosmetics.de

PIERRE FABRE DERMO KOSMETIK GMBH
www.avene.de

FASERIT GMBH
www.faserit.de

FING'RS (DEUTSCHLAND) GMBH
www.fingrs.de

FIT GMBH
www.fit.de

DR. FORSTER AG
www.drfoerster.de

FREY-COSMETIC R. FREY
INH. JURGEN FREY
www.frey-cosmetic.de

FRIEDRICH FROHNE GMBH
www.friedrich-frohne.de

FUCHS & BOHME GMBH
EIN UNTERNEHMEN DER BUCK HOLDING AG
www.fub-ex.de

FUTURE HEALTH CARE
SALES & MARKETING GMBH
www.futurehealthcare.de

G

GALLON-KOSMETIK GMBH & CO. KG
Gallon.kosmetik@t-online.de

GECHEM GMBH & CO. KG
www.gechem.de

GEKA GMBH
www.geka-world.com

EDUARD GERLACH GMBH
CHEMISCHE FABRIK
www.gehwol.de

GINNO GMBH
www.ginno.de

GLAXOSMITHKLINE
CONSUMER HEALTHCARE GMBH & CO. KG
www.gsk-consumer.de

GLOBAL COSMED GMBH
www.globalcosmed.de

GLOBAL COSMED S.A.
www.globalcosmed.eu

M.E.G. GOTTLIEB
DIADERMA-HAUS GMBH + CO. KG
www.diaderma.de

DR. GRANDEL GMBH
www.grandel.de

H & M GUTBERLET GMBH
www.gutberlet-ccc.com

GW COSMETICS GMBH
www.gwcosmetics.at

H

HAGER & WERKEN GMBH & CO. KG
www.hagerwerken.de

HEINRICH HAGNER GMBH & CO.
www.chh-cosmetic.de

HAKA KUNZ GMBH
www.haka.de

PAUL HARTMANN AG
www.harfmanngruppe.info

HAUS SCHAEBEN GMBH & CO. KG
www.schaebens.de

HEITLAND & PETRE INTERNATIONAL
GMBH
www.heitland.com

HENKEL AG & CO. KGAA
www.henkel.de

HERBACIN COSMETIC GMBH
www.herbacin.com

HERMES ARZNEIMITTEL GMBH
www.hermes-arzneimittel.com

HESSE & VOORMANN GMBH
www.hesse-voormann.de

HIRTLER SEIFEN GMBH
www.hirtler.com

DR. HOBEIN (NACHF.) GMBH
www.eubos.de

CARL HOERNECKE
CHEMISCHE FABRIK GMBH & CO. KG
www.hoernecke.de

ARNOLD HOLSTE WWE. GMBH & CO. KG
www.holste.de

HORMOCENTA KOSMETIK GMBH
www.hormocenta-kosmetik.de

I.P.A. COSMETICS GMBH
www.i-p-a.de

IC INDIVIDUAL COSMETICS GMBH
www.individual-cosmetics.com

ICHTHYOL-GESELLSCHAFT
CORDES, HERMANNI & CO.
(GMBH & CO.) KG
www.ichthyol.de

IGS AEROSOLS GMBH
www.igsaerosols.com

IL COSMETICS GROUP S.A.
www.ilcosmetics.com

IMPERIAL KOSMETIK & PARFUMS GMBH
www.ayer-cosmetics.de

INFECTOPHARM ARZNEIMITTEL UND
CONSILIUM GMBH
www.infectopharm.com

INGLOT SP. Z 0.0.
www.inglotcosmetics.com

INNOVATE GMBH
www.innovate-de.info

INTER-DERMA-COSMETIC GMBH
www.idc-cosmetic.com

INTERCO COSMETICS GMBH
www.interco.de

INTERLAC GMBH
www.inferlac.de

INTERVALL TEXTILPFLEGEMITTEL GMBH
www.intervall.de

J

JAFRA COSMETICS GMBH & CO. KG
www.jafra.de

JANSSEN COSMETICS GMBH
www.janssen-cosmetics.com

JEMAKO
PRODUKTIONSGESELLSCHAFT MBH
WWW.JEMAKO.COM

RUBIE'S DEUTSCHLAND GMBH
JOFRIKA COSMETICS
www.jofrika.de

S.C. JOHNSON BAMA GMBH
JOHNSON & JOHNSON GMBH
www.jnjgermany.de

JOJO-HAIRCOSMETICS GMBH
www.jojo-haircosmetics.de

JUST INTERNATIONAL AG
www.just.ch

K

ALFRED KARCHER GMBH & CO. KG
www.kaercher.com

KANEBO COSMETICS
DEUTSCHLAND GMBH
www.kanebo.de

KAO GERMANY GMBH
www.kpss-hair.com

M. KAPPUS GMBH & CO.
www.kappus-seife.de

HANS KARRER GMBH
www.hans-karrer.de

WALTER KAUFMANN NACHF. GMBH
KOSMETISCHE ERZEUGNISSE
www.kaufmanns-creme.de

MARY KAY COSMETICS GMBH
www.marykay.de

KAYMOGYN GMBH
www.deumavan.com

KHK GMBH
www.khkgmbh.com

EMIL KIESSLING GMBH
www.emil-kiessling.de

KIRCHBERGER KOSMETIK GMBH
www.horst-kirchberger.de

KLAPP COSMETICS GMBH
www.klapp-cosmetics.com

KLOSTERFRAU BERLIN GMBH
www.klosterfrau.de

KMS-GROUP MANAGEMENT GMBH
www.hair-haus.de

KNEIPP GMBH
www.kneipp.de

KOKO GMBH & CO. KG
www.dermaviduals.de

KOSMAN AG
www.kosman-ag.de

KOSMETIK KONZEPT GMBH
www.kosmetik-konzept.de

KRAUTERHAUS SANCT BERNHARD KG
www.kraeuterhaus.de

CHEMISCHE FABRIK KREUSSLER & CO.
GMBH
www.kreussler.com

KRYOLAN GMBH
www.kryolan.com

RICHARD KUHN GMBH
CHEMISCHE FABRIK
www.richard-kuehn.de

KUNDENPFLEGE WELLNESS & CARE
GMBH & CO. KG
www.kunden-pflege.de

KURZ GMBH
BLEISTIFTFABRIK & COSMETICS
www.kurz-cosmetics.de

L

LA MER COSMETICS AG
www.la-mer.com

LA PRAIRIE GROUP AG
www.laprairiegroup.ch

LABORATOIRE BIOSTHETIQUE
KOSMETIK GMBH & CO. KG
www.labiosthetique.de

LADY ESTHER KOSMETIK GMBH
www.ladyesther.com

LUISALAGE COSMETICS
WILHELM GERKENS E. K.
www.luisalage.de

LANGGUTH CHEMIE GMBH
www.langguth-chemie.de



ESTEE LAUDER COMPANIES GMBH
www.esteelauder.de

LAVERANA GMBH & CO. KG
www.lavera.de

POUR LEGART GMBH
SOLUTIONS FOR COSMETICS
www.pourlegart.de

RUDOLF LENHART GMBH & CO. KG
www.lenhart-kosmetik.de

LEOVET DR. JACOBY GMBH & CO. KG
www.leovet.de

LETI PHARMA GMBH
www.leti.de

DR. RUDOLF LIEBE NACHF.
GMBH & CO. KG
www.drliebe.de

LI-IL GMBH
www.li-il.com

LINDA WASCHMITTEL GMBH & CO. KG
www.linda-werke.de

LIPOMAIDSAN HIRSCHBERG
COSMETIC-PRODUKTIONS GMBH
www.lipomaidsan-hirschberg-cosmetic.com

LOBA GMBH & CO. KG
www.loba.de

LOGOCOS NATURKOSMETIK AG
www.logocos.de

LOHN-PACK K. A. WOLF GMBH & CO. KG
www.lohn-pack.com

LONG-TIME-LINER CONTURE MAKE UP
GMBH
www.long-time-liner.com

L'OREAL DEUTSCHLAND GMBH
www.loreal.de

LORNAMEAD GMBH
www.lornamead.de

LR HEALTH & BEAUTY SYSTEMS GMBH
www.Irworld.com

FRANZ LUTTICKE GMBH
KOSM. SPEZIALPRAPARATEFABRIK
www.luetticke.de

LUSH GMBH
www.lush-shop.de

LYSOFORM DR. HANS ROSEMANN GMBH
www.lysoform.de

M

M-INDUSTRIE DEUTSCHLAND GMBH
DIVISION MIFA DETERGENTS
www.mindustry.com/de/unsere-gruppe.
html

JOSEF MACK GMBH & CO. KG
www.mack-natur.de

MACON MEERESCOSMETIC
PRODUKTIONS- UND VERTRIEBS GMBH
www.maconmeerescosmetic.de

MADAME NANETTE COSMETIC GMBH
www.madame-nanette.de

MAURER & WIRTZ GMBH & CO. KG
www.m-w.de

MAG COSMETICS GMBH
www.mag-cosmetics.de

MAHA COSMETICS & BEAUTY CARE GMBH
www.maha-cosmetics.com

MANN & SCHRODER GMBH
www.mann-schroeder.de

MAPA GMBH
www.mapa.de

MARIA GALLAND INTERNATIONAL GMBH
www.maria-galland.com

MAVALA (DEUTSCHLAND) GMBH
www.mavala.de

MAXIM MARKENPRODUKTE GMBH &
CO. KG
www.maxim-markenprodukte.de

MBR MEDICAL BEAUTY RESEARCH GMBH
www.mbr-cosmetics.com

MCBRIDE CE

MEDDROP GMBH
www.meddrop.de

MEDILINE GMBH
MEDSKIN SOLUTIONS DR. SUWELACK AG
www.medskin-suwelack.com

CHARLOTTE MEENTZEN
KRAUTERVITAL KOSMETIK GMBH
www.meentzen.de

MEERWASSER KOSMETIK
FRANZISKA TEEBKEN GMBH
www.meerwasser.de

MELITTA EUROPA GMBH & CO. KG
GESCHAFTSBEREICH HAUSHALTSPRO-
DUKTE

www.melitta.de

MELLERUD CHEMIE GMBH
www.mellerud.de

MENZERNA POLISHING
COMPOUNDS GMBH & CO. KG
www.menzerna.com

MERCK KGAA
www.merckgroup.com

MERZ PHARMACEUTICALS GMBH
www.merz.de

MESSING & KEPPLER
ABFULLBETRIEB GMBH
www.messing-keppler.de

MEYER CHEMIE GMBH & CO. KG
www.meyer-chemie.de

MIDI PETER ZIELKE
www.savon-du-midi.de

MKS - MARKEN KOSMETIK
SERVICE GMBH & CO. KG
www.mks-cos.de

MLV MARKENZEICHEN- UND
LIZENZVERWALTUNGS GMBH
MULTIFILL B.V. VERTRIEBSBURO
GERMANY
www.multifill-germany.de

MUSSLER COSMETIC PRODUCTION

GMBH & CO KG
www.mussler.de

N

NELE KOSMETIK GMBH
www.nele-kosmetik.com

NEO COS SERVICE GMBH
WWW.Neocos.com

NEUBOURG SKIN CARE GMBH & CO. KG
www.neubourg.de

NEWSHA GMBH
www.newsha.de

NICOLS INTERNATIONAL SA
www.nicols.eu

NOLKEN HYGIENE PRODUCTS GMBH
www.noelken.eu

NOPA NORDIC GMBH
www.nopanordic.com

NUTRALUXE MD GMBH
www.nutraluxe.eu

O

OTTO OEHME GMBH
www.oehme-lorito.de

OLYMP GMBH & CO. KG
www.olymp.de

OMEGA PHARMA DEUTSCHLAND GMBH
www.omega-pharma.de

ONE DROP ONLY
CHEM.-PHARM. VERTRIEBS-GMBH
www.onedroponly.de

OROCHEMIE GMBH + CO. KG
www.orochemie.de

ORPIL CHEMIE GMBH
www.orpil.de

OTTO COSMETIC GMBH
www.otto-cosmetic.de

P

P2 KOSMETIK GMBH
www.p2kosmetik.com

PACOS GMBH
www.pacos-gmbh.de

PANTOS PRODUKTIONS- UND VER-
TRIEBSGESELLSCHAFT MBH & CO. KG
www.blm-pantos.de

PARICO COSMETICS GMBH
www.parico-cosmetics.de

PCC SE
www.pcc.eu

PETRA HAUSHALTS- UND INDUSTRIEREI-
NIGUNGSMITTEL GMBH
www.petra-chemie.de

PFEIFFER CONSULTING GMBH
www.pfeiffer-consulting.com

PETER GREVEN PHYSIODERM GMBH
www.pgp-hautschutz.de

PINO PHARMAZEUTISCHE PRAPARATE
GMBH
www.pinoshop.de

PLANOL GMBH
www.planol.de

PLOCHINA CHEMIE WEISS GMBH
www.plochina-chemie.de

POLIBOY-WERK
EMIGHOLZ & BRANDT GMBH
www.poliboy.de

POLYSOM FORSCHUNGS GMBH

POLYSTONE-CHEMICAL GMBH
www.polystone-chemical.de

THE POWDER COMPANY AG
www.thepowdercompany.com

PPM COSMETIC GMBH

PRECODERM GMBH
www.precoderm.com

PRIMAVERA LIFE GMBH
www.primaveralife.com

PROCTER & GAMBLE
MANUFACTURING COLOGNE GMBH
WWW.pg.com

PROCTER & GAMBLE SERVICE GMBH
www.de.pg.com

PROKOS GMBH
www.prokosgmbh.com

PROMARCON OPERATING MARKETING
GMBH
www.promarcon.de

PROMIX COSMETICS
DIETER SCHULZE E. K.
www.promix.de

PROTOCURE GMBH & CO. KG
www.profocure.de

PUDOL CHEMIE GMBH & CO. KG
www.pudol.de

R

URSULA RATH GMBH
www.rath.de

RATS-APOTHEKE LOTHAR WISSEL E. K.
www.apotheker-wissel.com

RAUE GMBH
www.raue-kosmetik.de

RAUSCH (DEUTSCHLAND) GMBH

REAMIN GMBH
www.reamin.de

RECKITT BENCKISER PRODUKTIONS
GMBH
www.reckittbenckiser.de

REINEX-CHEMIE GMBH & CO. KG
www.reinexchemie.de

RETTERSPITZ GMBH
www.retterspitz.de

REVIDERM AG
www.reviderm.de

RIEMSER PHARMA GMBH
www.riemser.com

DR. RIMPLER GMBH
www.rimplerde

ROBOTCHEMIE

E. WEISCHENBERG NACHF.
GMBH & CO. KG
www.rcw.de

ROSEL HEIM PRODUKTIONS GMBH
www.rosel-heim.de

JEAN PIERRE ROSSELET COSMETICS AG
www.jp-rosselet.de

RUFIN COSMETIC GMBH
www.rufin.de



S

SALZENBRODT GMBH & CO. KG
www.collonil.com

SANDERSTROTHMANN GMBH
www.sanderstrothmann.de

SC JOHNSON GMBH
www.scjohnson.de

DR. B. SCHEFFLER NACHF.
GMBH & CO. KG
SCHLADITZ MILWA GMBH
www.milwa-piador.de

SCHLOSS NEUHAUS GULDENMOOR GMBH

www.gueldenmoor.de

CHEMIE- UND KOSMETIKFABRIK
SCHMEES GMBH & CO. KG
www.schmees-kosmetik.de

L. A. SCHMITT GMBH
www.schmitt-cosmetics.com

WERNER SCHNEIDER GMBH
www.kosmetik-toelz.de

DR. SCHNELL CHEMIE GMBH
www.dr-schnell.de

WALTHER SCHOENENBERGER
PFLANZENSAFTWERK GMBH & CO. KG
www.schoenenberger.com

DR. MED. CHRISTINE SCHRAMMEK
KOSMETIK GMBH & CO. KG
www.schrammek.de

DR. SCHRODER COSMETICA
GMBH & CO. KG
www.dr-schroeder-cosmetica.de

SCHULKE & MAYR GMBH
www.schuelke.com

SCHWAN-STABILO COSMETICS GMBH
& CO. KG
www.schwancosmetics.com

SEBAPHARMA GMBH & CO. KG
www.sebamed.de

SEEGER WASCH- UND
REINIGUNGSMITTEL GMBH
info@seeger-balingen.de

DIE SEIFENFABRIK
INHABER THOMAS DOPKE E. K.

SHISEIDO DEUTSCHLAND GMBH
www.shiseido.de

SIMILASAN AG
www.similasan.com

SINGER KOSMETIK GMBH
www.singer-kosmetik.de

SIXTUS WERKE SCHLIERSEE GMBH
www.sixtus.de

SKIN CARE MANUFAKTUR GMBH
info@skincare-manufaktur.de

SODASAN WASCH-
UND'REINIGUNGSMITTEL GMBH
www.sodasan.com

SONAX GMBH
www.sonax.de

SONETT GMBH
WWW.SONETT.EU

SOTIN CHEMISCHE UND TECHNISCHE
PRODUKTE GMBH & CO. KG
WWW.SOTIN.DE

SPECIAL COSMETICS EURL
INFO@SPECIALCOSMETICS.COM

SPEICK NATURKOSMETIK

WALTER RAU GMBH & CO. KG SPEICK-
WERK

WWW.SPEICK.DE

DR. SPILLER GMBH
WWW.DR-SPILLER.COM

SPINNRAD GMBH
WWW.SPINNRAD.DE

SPORTO-MED. GMBH
WWW.SPORTO-MED.DE

STADA ARZNEIMITTEL AG
WWW.STADA.DE

STEINFELS SWISS GMBH
WWW.STEINFELS-SWISS.CH

STERN-WASCHMITTEL GMBH
WWW.STERNWASCHMITTEL.DE

CHEMISCHE FABRIK
DR. STOCKER GMBH & CO. KG
WWW.DR-STOECKER.DE

STRAUB GMBH
WWW.STRAUB-COSMETICS.DE

SYSTEMKOSMETIK GMBH
WWW.SYSTEMKOSMETIK.DE

SZAIDEL COSMETIC GMBH
WWW.SZAIDEL-COSMETIC.DE

T

TEMMENTEC AG
www.temnmentec.ch

DR. THEISS NATURWAREN GMBH
www.naturwaren-theiss.de

THURN PRODUKTE GMBH
www.thurn-produkte.com

TINTI GMBH & CO. KG
www.tinfi.eu

TITANIA FABRIK GMBH
www.titania-fabrik.de

TROLL COSMETICS GMBH
www.troll-cosmetics.com

TROSANI COSMETICS GMBH
www.trosani.de

TUNAP INDUSTRIE CHEMIE GMBH & CO.

PRODUKTIONS KG
www.tunap-consumerproducts.com

U

ULRIC DE VARENS GMBH
www.ulric-de-varens.de

UNILEVER DEUTSCHLAND GMBH
www.unileverde

UNITED BRANDS MARKETING GMBH
www.u-b-m.com

UNITED SALON TECHNOLOGIES GMBH
www.tondeo.de

\%

VAN DAM BODEGRAVEN B. V.
Vertriebsbtro Malheim

VEMA INDUSTRIE-VERPACKUNG
GMBH & CO. KG
wwwyema-industrieverpackung.de

VENDOLEO GMBH
wwwyendoleo.com

VITA-COS-MED KLETT-LOCH GMBH
www.thymuskin.de

PAUL VOORMANN GMBH
www.paul-voormann.de

VORWERK ELEKTROWERKE
GMBH & CO. KG
wwwyorwerk.de

W

WACHSFABRIK SEGEBERG GMBH
wwwwachsfabrik.de

DR. 0. K. WACK CHEMIE GMBH
wwwwackchem.com

WADI GMBH
- ETHERISCHE OLE VON PROF. WABNER
www.etherischeoele.de

WAGENER & CO. GMBH
wwwwagener-co.de

WALA HEILMITTEL GMBH
wwwwala.de

WAREG VERPACKUNGS-GMBH
wwwwareg-gmbh.de

WECKERLE GMBH
wwwweckerle.com

OSCAR WEIL GMBH
www.oscarweil.de

DR. WEIPERT & CO. NACHF. GMBH
wwwweipert-chemie.de

WELEDA AG
wwwweleda.de

WELLA

ZN DER PROCTER & GAMBLE SERVICE
GMBH

wwwwella.de

WELLNESS-PROMOTION GMBH & CO. KG

wwwwellness-promotion.com

AUGUST WENCKE OHG
www.august-wencke.de

WEPOS CHEMIE GMBH
wwwwepos-chemie.de

WERNER & MERTZ GMBH
wwwwerner-mertz.de

WET WIPES INTERNATIONAL S.R.O.
wwwwet-wipes-international.com

WEYERGANS HIGH-CARE AG
www.high-care.de

WHITESMILE GMBH
wwwwhitesmile.de

WHZ MARKETING UND WERBUNG LTD.
& CO. KG
www.newmax.de

WIDDER GMBH & CO. KG
wwwwidder.eu

LOUIS WIDMER GMBH
www.louis-widmer.com

WIGO CHEMIE GMBH
wwwwigo.de

WILD BEAUTY AG
www.paul-mitchell.de

WILDE COSMETICS GMBH
wwwwilde-group.com

WILKINSON SWORD GMBH
www.edgewell.com

WINATUR HAARKOSMETIK
GMBH & CO. KG
wwwwinaturde

WINTERHALTER GASTRONOM GMBH
wwwwinterhalter.de

WM BEAUTYSYSTEMS AG & CO. KG
wwwwellmaxx.com

DR. KURT WOLFF GMBH & CO. KG
www.alcina.de

Y

YOUR OWN BRAND GMBH & CO. KG
www.yourownbrand.de

YVES ROCHER GMBH
www.yves-rocher.de

/

ZELLAEROSOL GMBH
www.zellaerosol.de

ZSB VERPACKUNG GMBH
www.zsb.info

ZSCHIMMER & SCHWARZ
GMBH & CO. KG
www.zschimmer-schwarz.com
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AIR PRODUCTS SCHLUCHTERN GMBH
www.airproducts.com/rovi

BASF SE
www.basf.com

BERG + SCHMIDT GMBH & CO. KG
www.berg-schmidt.de

BIESTERFELD SPEZIALCHEMIE GMBH
www.biesterfeld-spezialchemie.com

BRUNO BOCK CHEMISCHE FABRIK
GMBH & CO. KG
www.brunobock.de

BTC EUROPE GMBH
www.btc-europe.com

CREMER OLEO GMBH & CO. KG
www.cremer-care.de

DHW DEUTSCHE HYDRIERWERKE GMBH
RODLEBEN
www.dhw-ecogreenoleo.de

DROM FRAGRANCES GMBH & CO. KG
www.drom.com

DSM NUTRITIONAL PRODUCTS EUROPE LTD.

www.dsmnutritionalproducts.com

C. H. ERBSLOH GMBH & GO. KG
www.cherbsloeh.com

GATTEFOSSE (DEUTSCHLAND) GMBH
www.gattefosse.com

GENENCOR INTERNATIONAL B.V.
www.genencor.com

S. GOLDMANN GMBH & CO. KG
www.gold-mann.de

HUNTSMAN P&A GERMANY GMBH
www.huntsman.com

LANXESS DEUTSCHLAND GMBH
www.lanxess.com

LEHMANN & VOSS & CO. KG
www.lehvoss.de

LONZA COLOGNE GMBH
www.lonza.com

MANI GMBH
www.mani-gmbh.com

NORDMANN, RASSMANN GMBH
www.nrc.de

NOVOZYMES DEUTSCHLAND GMBH
WWW.Nnovozymes.com

PROTEC INGREDIA GMBH
www.profec-ingredia.de

RAHN AG
www.rahn-group.com

RCP RANSTADT GMBH
www.rcp-ranstadt.com

SASOL GERMANY GMBH
www.sasolgermany.de

SCHILL + SEILACHER GMBH
www.schillseilacher.de

SEIDEL GMBH & CO.
www.seidel.de

SUMMIT PHARMACEUTICALS EUROPE LTD.
www.summitpharmaeurope.com/cosmetics

SYMRISE AG
www.symrise.com



LIST OF MEMBERS

Memberships

NATIONAL

AUMA
Ausstellungs- und Messe-Ausschuss
der Deutschen Wirtschaft e.V.

BAG
Bundesarbeitsgemeinschaft mehr
Sicherheit fur Kinder

BIL

BLL
Bund fur Lebensmittelrecht und
Lebensmittelkunde e.V.

1957
DGK

Deutsche Gesellschaft fur wissenschaft-

liche und angewandte Kosmetik e.V.

DUFTSTARS

Fragrance Foundation Deutschland e.V.

orschungsgemei
Reinigungs- und Hygienetechnologie e.V.

FRT
Forschungsgemeinschaft Reinigungs-
und Hygienetechnologie e.V.

GDCh
~—

GDCH
Gesellschaft Deutscher Chemiker e.V.

©
GINETEX 4
_ 0

GINETEX GERMANY
The National Association for Textile Care
Labelling

IVDK
Informationsverbund
Dermatologischer Kliniken

SEPAWA

detergents - cosmetics - fragrances

SEPAWA
Vereinigung der Seifen-, Parfim- und
Waschmittelfachleute e.V.

SET

Stiftung zur Férderung der Erforschung
von Ersatz- und Erganzungsmethoden
zur Einschrankung von Tierversuchen

VCI
Verband der Chemischen Industrie e.V.

VHU
Vereinigung der hessischen
Unternehmerverbande e.V.

ZENTRALE ZUR BEKAMPFUNG
UNLAUTEREN WETTBEWERBS
FRANKFURT AM MAIN E. V.

ZENTRALVERBAND DES DEUTSCHEN
FRISEURHANDWERKS



INTERNATIONAL

A.l.S.E.

Association Infernationale de la Savonnerie, de la
Détergence et des Produits d'Entretien

O
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the personal care as:
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THE PERSONAL CARE ASSOCIATION
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