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WENDY FREE has degrees in Science (B.Sc) and Technology Management 
(M.Tech Mngt) and is a member of a number of industry associations including 
Australian Society of Microbiologists, Royal Australian Chemical Institute, 
Association of Therapeutic Goods Consultants and is a Fellow of the Australian 
Organisation for Quality. With more than 25 years industry experience, Wendy’s 
current roles include APVMA GMP auditioning, contributing to the Cochrane 
Collaboration and on a day to day basis, Scientifi c Director Quality Matters Safety 
Matters Pty Ltd (QMSM) that has over the last decade Wendy has provided 
expertise to over 400 Australian and International businesses. She specialises in 
regulatory compliance, commercialisation, troubleshooting and GMP systems, and 
considers cosmetics amongst the most challenging and enjoyable part of her work.

JOHN STATON has a background of over 40 years experience in the 
pharmaceutical and healthcare industries. John is a life member of the 
ASCC and serves in a number of industry representative roles with ASMI, 
ACCORD, TGA and Standards. He is the Australian representative to the ISO 
Committee on Sunscreen Testing-TC 217. (The committee for development of 
sunscreen standards). John is also in demand as a speaker on the International 
Conference Circuit.

REBECCA AKHYANI is a creative perfumer with 15 years experience in 
the industry. Rebecca has a degree in Industrial Chemistry from UNSW and 
began her career as a fragrance evaluator before completing perfume school 
in Grasse, France. Rebecca has worked for a number of fragrance houses in 
Australia and abroad and is a full member of the British Society of Perfumers. 
Rebecca also runs perfume classes.

TONI OVENELL is a formulation chemist and consultant for Queensland 
Cosmetic Formulators. She has worked in the cosmetic industry for many years 
in a range of roles covering areas of technical sales, quality, supply chain, 
manufacturing and product development. Most recently Toni has worked for a 
small contract manufacturer as technical manager, prior to setting up her own 
business. Toni is passionate about sharing her knowledge, maintaining a viable 
cosmetic industry in Australia and helping people bring their product ideas to 
market. She also likes champagne and hockey.

JULIAN JONES, the founder and Managing Director of ikonsulting Pty/Ltd,  
is Passionate about the Personal Care Industry in Australia and Globally.
Julian has been an active member of the ASCC for over thirty years. During this 
time he has served as President and Chairman of the Victorian Chapter of the 
ASCC. He is widely known and well respected both nationally and internationally 
for his knowledge and skills in developing and marketing the best Personal Care 
Products.
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GINT SILINS is a registered patent and 
trade marks attorney, and a principal of Spruson 
& Ferguson Patent & Trade Mark Attorneys 
(incorporating Cullens). He holds a Bachelor of 
Science degree in chemistry with honours in 
biochemistry, and a Doctor of Philosophy degree 
in biochemistry. Gint specialises in protecting 
branding and innovations largely in the health care, 
personal care, animal health, food and beverage, 
biotechnology, industrial chemical, clean energy 
and agricultural sectors. His practice includes: 
conducting brand and innovation availability and registrability searches; IP 
audits; registering patents, trade marks and designs worldwide; enforcing 
intellectual property rights; resolving IP disputes; and, providing infringement 
and validity advice.

MARG SMITH is the owner of Syndet Works 
– an Australian company established in 1984 to 
formulate and produce soap free skincare bars.  
Syndet has developed an enviable reputation for 
custom formulated and manufactured skincare that 
now extend well beyond the origins of the business.

RIC WILLIAMS was educated in Sydney 
obtaining his Bachelor of Science in Pure and 
Applied Chemistry from the University of New South 
Wales (1980) and a Diploma of Environmental 
Studies from Macquarie University in 1983.
Ric has had 40 years experience in the industry 
working for many companies and operating his own 
consultancy business for many years.
He has presented many lectures and workshops 
at national conferences for the Australian Society 
of Cosmetic Chemists (ASCC), the Association of 

Professional Aestheticians of Australia (APAA), Cosmetic and Pharmaceutical 
Special Interest Group (CAPSIG) and also beauty colleges nation wide.

EMANUELA ELIA is the Director of Ozderm, which 
specialises in in vivo testing and clinical trials for 
cosmetic and personal care products. Emanuela 
Elia has a law degree from Rome and a Master 
of International Business from the University of 
Sydney. She had collaborated with Australia’s 
longest serving Contract Research Organisation 
Datapharm for a few years before setting up a 
cosmetic and personal care products testing facility 
in 2009. Emanuela is enthusiastic about improving 
the quality of cosmetic and personal care products’ 
research in Australia through science.

JAMES GILLARD is the Principal of Insurance 
Made Easy whose services include – business 
insurance, travel insurance and financial services. 
Insurance Made Easy has a client list of over 
2000 businesses from all industries. The relevant 
major insurance schemes are – Hair and Beauty, 
Pharmaceutical Companies and Natural Therapists.STEVE WELSH is a cosmetic packaging 

specialist with over 20 years experience across all 
mediums of packaging. As the director of Weltrade 
Packaging, Steve leads a team of designers, 
technicians, printers and supply chain professionals. 
To ensure the best exposure of your beauty, skincare 
or cosmetics brand. Steve’s philosophy is to design 
your packaging correctly, right from the start, so 
you can elevate your brand and move more product. 
Steve works closely with leaders in the cosmetic 
industry to ensure that your packaging consistently 

stands out on the shelves within this highly competitive market.

CATHERINE CERVASIO is a business 
woman with experience in natural personal care, 
baby skincare, international trade, marketing and 
branding, spanning two decades. Catherine is most 
well known for developing Aromababy- the world’s 
first skincare brand to combine the use of natural 
and organic ingredients with neonatal research, 
creating a new category in retail in 1994. As the 
only Australian natural baby skincare brand with 
registered products in China, she is also sought 
after as a speaker on accomplishing business in this 
region. Catherine was a recent winner in CIBE China (Most Popular Natural Brand) 
and TBPA China (Best Brand Experience) Awards along with winning the HKABA, 
Export category, for Excellence in Bilateral Trade – China/Hong Kong 2016.

TINA ASPRES has worked as a Pharmacist for 
almost 20 years in retail, industry and academia 
as well as being a Cosmetic Chemist. Currently 
she works in industry and has vast experience in 
both the pharmaceutical and healthcare arenas. 
In addition to this she is a casual academic at 
UTS, School of Health, (Faculty of Pharmacy 
in Pharmaceutics). Tina has a great interest in 
clinical research in dermatology and the treatment 
of skin disease and conditions and is Clinical Trial 
Coordinator at South West Sydney Dermatology. She 
is a keen researcher in transdermal drug delivery systems. Tina is a Member of 
the Pharmaceutical Society of Australia and a Member of the Australian Society 
of Cosmetic Chemists. She regularly consults pharmaceutical companies in the 
area of acne, eczema and skincare especially in the area of cosmeceuticals and 
has devised and written numerous support, training and education material for 
companies aimed at both professionals and consumers. Tina consults for the 
Eczema Association Australasia and is on their Integrity Assessment Panel and 
has worked with Choice Magazine on numerous reports. Tina has presented 
at the Annual Scientific Meeting of the Australasian College of Dermatologists 
and has published within the pharmacy and medical literature in the area of 
sun protection, Vitamin D, skin cancer prevention and eczema as well as co-
authoring the book ‘All About Kids’ Skin – The Essential Guide’ published by 
ABC Books
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The quiz night is gone for 2019 – and 
its replacement is not to be missed!

Richard will be running a very 
special event on the evening of the 
8th May - Sound Relax. This is 
a unique opportunity as Richard 
immerses participants into a sound 
and sensory landscape combining the 
dreamtime sounds of the didgeridoo and 
Nyoongar chant with the landscapes of 
Western Australia, designed to awaken 
participants’ senses and reconnect with 
nature. 

The evening will be a truly unique 
experience for any visitor to the 2019 
conference, be you local, interstate or 
international, and one which I doubt 
many people have had the chance to 
experience before. We will f inish the 
evening off with some traditional bush 
tucker. You will need to book quickly 
for the evening as tickets will be 
limited.

In the next update we will reveal our 
plenary speaker, a recipient of the In 
Cosmetics Lifetime Achievement Award, 

and a world recognised 
authority within the 
cosmetics industry. Until the 
next update, do as we do in 

the West, wait 
awhile (WA).

  Michelle 
Kane

 Chair COC2019

Country for us?
He has played didgeridoo live at 

London’s Royal Albert Hall and 
performed in Westminster Abby for 
dignitaries including Queen Elizabeth 
II, contributed to the opening ceremony 
of the Sydney Olympics, performed with 
Carlos Santana and delivers cultural 
awareness programs all over the world. 
In 2015 Richard was named a State 
Living Treasure. 

Richard’s strong culture awareness 
and experiences makes him uniquely 
qualified to discuss cosmetics and 
perfumery with cultural and spiritual 
significance, cosmetics acting as 
biological pirates, the Song Man 
Circle, a UN resolution for indigenous 
certification, and Sandalwood Seed oil 
and sustainable wild harvest.

As the temperature warms up in the 
West so do the arrangements for the 
2019 Fremantle conference. Such is 
the interest in East meeting West, all 
premium sponsorships sold out in under 
one minute, with several companies 
missing out on the much sort after 
booths.  

Congratulations to our premium 
sponsors, your support is greatly 
appreciated. If you missed out don’t 
worry as we have plenty of opportunities 
in the innovation zone, the improved 
fragrance zone which has been included 
in the main walk through area and the 
new WA Zone. Additionally, we will 
have general sponsorship opportunities 
being announced in the New Year, many 
being unique to the special locations 
they are being held in.

We are also very excited to announce 
our Keynote speaker, Dr Richard Walley 
OAM. Richard is one of Australia’s 
leading aboriginal performers and 
writers and his life is full of incredibly 
diverse achievements. 

In 1993 Richard was awarded 
the Medal of the Order of Australia for 
his contribution to the Arts and the 
promotion of Nyoongar culture. Along 
with Ernie Dingo, he is credited with 
devising and performing 
the very first ‘Welcome to 
Country’ ceremony in 1976. 
What better conference 
opening could 
we have, than 
have the man 
himself perform 
the Welcome to 

A
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With Christmas just around 

the corner the state chapters 
are organising their Christmas 
functions, these functions provide 
our members with more relaxed 
and social networking events. 
Please check out the ASCC 
website for further updates on 
the event held in your chapter. 
Every chapter has held various 
events from lecture dinners to 
supplier’s days. The society cannot 
function without the dedication, 
hard work and commitment from 
our chapter committees and the 
companies who support them, I 
wish to extend my thanks to each 
and every one of our committee 
members for a successful 2018.

Finally, I’d like to wish everyone 
a very Merry Christmas and 
Happy New Year and holidays to 
all, and all the best for 2019.

Best wishes,

Robert McPherson
ASCC President

in organising, sponsoring and 
attending this fantastic event.

Looking forward to the 2019 
conference in Fremantle where 
East Meets West – The Beauty of 
Opportunity will be as jammed 
packed and exciting as ever, 
Michelle Kane and her team are 
putting together a rather intense 
educational and social schedule, 
please check out Michelle’s 
update on some of the exciting 
announcements in this and future 
editions of the magazine.

Beyond the conferences the 
ASCC Education Councillors 
have been busy organising hands-
on workshops. This year we have 
seen Shampoo 101 and Essential 
Oil Fit For Purpose workshops 
held in Sydney, Melbourne and 
Perth. The team are investigating 
and organising further workshops 
in 2019 with the inclusion of 
holding workshops in Brisbane 
and possibly Adelaide. These 
workshops are heavily subsidised 
by the ASCC Council as a way of 
investing back into our society and 
members.

Another year is almost over and 
as always it is time to ref lect on 
our achievements over the last 
12 months. This year has been 
a tremendously busy year for 
the ASCC, which has seen our 
membership grow to over 600 
members. Our overall function 
attendance and participation is 
on the increase, showing that our 
chapters are delivering events of 
interest.

In May we celebrated our golden 
anniversary conference. This 
education, social and networking 
event was attended by over 300 
delegates from over 10 different 
countries. We had one key note 
speaker, one IFSCC speaker, 
34 platform presentations, 11 
workshops, 31 exhibition booths, 
five fragrance pantries, several 
smiles, many laughs and a few 
beers. Our conference provided 
the opportunity to embrace the 
history, culture and achievements 
of the ASCC and provide a 
launch pad for the future success 
of the society. I’d like to again 
extend my thanks to all involved 

by Robert McPherson

President’s 
Christmas Message

December 2018
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A
Never more than at Christmas do 

customers choose gifts that represent 
their care and love for their families and 
friends.

As you prepare for increased sales 
over the coming weeks, don’t forget 
that you are not just offering products 
and services. You are helping people tell 
other people that they care for them and 
want them to feel loved and respected.

Make sure that message is true of what 
you are offering, too!

To all of our loyal and highly valued 
members and subscribers, wishing you 
and your families a Merry Christmas and 
Happy New Year!

Till next time, Cheers

Julian

better about themselves, we should 
ref lect on the positive impact we can 
have. 

The gift giving season is an 
opportunity to engage with our 
customers. How they perceive the 
product (us) is then passed on through 
the gift. Mark Zuckerberg (creator of 
Facebook) once said: “People inf luence 
people. Nothing inf luences people more 
than a recommendation from a trusted 
friend. A trusted referral inf luences 
people more than the best broadcast 
message. A trusted referral is the Holy 
Grail of advertising.”

I have read and heard much criticism 
of our industry with comments such as 
“we shame or embarrass our customers 
by making them feel less deserving unless 
they buy our products and services.” 

Perhaps some businesses are guilty 
of this and for those companies, a re-
evaluation of their marketing messages is 
needed.

But for many others, the care and 
careful selection of quality ingredients 
and tested positive results forms a 
relationship of trust between the brand 
and the consumer, whether buyer or end 
receiver.

As we prepare for Christmas the 
inevitable push to exploit one of the 
busiest times for personal care brands 
approaches.

For many of us this time of the year 
can make or break our sales budgets and 
determine whether our businesses have 
had a successful year or a challenging 
one.

While there’s nothing wrong with 
working hard to ensure the ongoing 
success of our brands and services, it is 
also important not to lose sight of the 
bigger picture.

Western societies in particular choose 
to take this time to ref lect on the year 
that has passed, events, both positive and 
negative that have inf luenced our lives 
and perhaps make decisions to do things 
a little differently in the new year.

Our industry is one of those that can 
bring great joy to many people as our 
products are chosen as gifts to be shared 
with loved ones. The thought and 
consideration that goes into selecting 
appropriate gifts endows our products 
with extra meaning, both for the giver 
and the receiver. When we think about 
the ways personal care – cosmetics and 
beauty products – can help people feel 

marketingmarketing

by Julian Jones

Christmas Marketing – 
just business or something more?



the science of beauty  11Vol 8   No 3



12  the science of beauty Vol 8   No 3

T
the product and telling their followers to 
buy it. This year we have seen a rise in the 
need of packaging targeting inf luencers, 
as for many brands it is the cheapest 
option to reach such a large audience. 

Personally, it’s been a great year for us 
at Weltrade Packaging our business has 
grown significantly. We have attended 
all the major cosmetics shows around 
the world, supporting our customers 
that managed to exhibit and networking 
with our peers. We are working on some 
really big exciting things to bring to the 
market in the new year, so really watch 
this space and follow us on our social 
media channels to hear it first.

It’s a privilege to research and write 
about packaging features for the 
cosmetics and beauty products space 
and I look forward to sharing more 
items of interest with you next year. To 
the readers I wish you a safe and happy 
Christmas and holiday period.

social media sales bigger than ever, 
we have seen brands really push their 
investment in packaging design. At 
Weltrade Packaging we covered this 
extensively in our newsletters and videos 
showing a wide range of finishes we 
can apply to any packaging, grabbing 
the consumers attention when you only 
have minutes to make an impact. For 
example, we can apply a silk screen print 
directly to the packaging which removes 
the need of a label or we can custom 
colour the packaging to any pantone 
colour to suit the brand image. Brands 
no longer want to have the same ‘me to’ 
packaging on the shelf, as we have seen 
a rise in the need of unique/different 
packaging that will make an impact. 
At Weltrade Packaging we also offer 
brands the choice to design their own 
packaging, we will then turn the design 
into a mould and produce their bottle or 
jar, this offers complete uniqueness as no 
other company will be able to have the 
same packaging and look. 

Social outlook
Apart from the consumers, it’s also 

about the social media inf luencers and 
helping them to really promote your 
brand to their followers which is done 
by enhancing the look and the texture of 
the package when the inf luencer receives 
your goods. The inf luencer will then 
upload a post about the product on either 
their Instagram, Facebook or YouTube 
account leaving a positive opinion about 

The industry for cosmetic packaging 
is forever changing and after being in 
this business for nearly 25 years, I am 
really amazed by the challenges, but also 
the evolution of packaging for beauty 
products that is released every year. 

Even more in 2018 the move to 
environmentally friendly packaging 
options has been amazing to see and to 
be a part of. Brands large and small have 
become even more socially aware and 
want to look at ways to convey their 
responsible green image. 

Green is Great!
At Weltrade Packaging we used 

to only offer recyclable packaging, 
however we went further this year and 
released a number of options including 
bioplastic tubes and bottles made from 
polyethylene derived from sugarcane, 
plus a wide range of options of tubes 
and bottles made from recycled post-
consumer plastics of up to 45% PCR 
(post-consumer resin). The demand for 
these eco-friendly options have been 
huge and we expect even more brands 
to position themselves in this space 
in 2019. What started this year with 
numerous enquiries from small brands 
and early adopters, it is now widely being 
worked on by our team and a number of 
multinational companies. 

Enhancing the look
When it’s not just the environment, 

it’s almost always about the wow, with 

by Steve Welsh

packagingpackaging

Packaging: 
that’s a wrap for 2018
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G
Gyms and personal trainers specialized 
in facial exercises are becoming more 
common today and many celebrities are 
great defenders of this new movement. 
Those who practice it ensure that a 
healthier complexion and beautiful glow 
can be achieved in just a few short days 
and that in a matter of few months the 
results become incredible.
Science has shown interest in this 
growing trend too. At the beginning 
of 2018 the Northwestern University 
Feinberg School of Medicine published 
the first scientific study that tested the 
premise of facial exercise improving 
appearance, with positive results. 
“Individuals now have a low-cost, non-
toxic way for looking younger or to 
augment other cosmetic or anti-ageing 
treatments they may be seeking” lead 
author Dr. Murad Alam, Vice Chair 
and Professor of Dermatology at the 
university said.

The study reported that daily facial 
exercises resulted in reduced age-
appearance by three years in middle-age 
women with plumper upper and lower 
cheeks. Invasive and expensive treatments 
can be avoided by dedicating only a 
few minutes a day to this gymnastic. In 
addition, it can turn beauty routine into 
a fun activity and the younger users can 
share it with friends on social media.

Under the name of Gesturecare, we 
propose a selection of five of our more 
innovative ingredients that included in 
skin care formulations can complement 
the facial exercises for even more 

Gesturecare 
shape up your natural beauty

advertorialadvertorial
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proteins (talin, zyxin) and integrins, 
UPLEVITY™ peptide provides a lifting 
and reshaping effect of the face contour.

Tired of covering and hiding your 
neck? Release tension, tone and lift the 
neck area to make the lines and loose 
skin disappear and achieve a firmer 
complexion.

Shiitake mushroom-based extract with 
potential activity in increasing type I 
collagen and PLOD1 levels as well as in 
reducing carbamylation of such protein, 
ACTIFCOL™ advanced botanical 
ingredient helps improve appearance of 
face, neck and décolleté.

Get a bright and toned complexion by 
combining facial exercises with skin care 
and don’t lose the smile.

For more information please contact 
Robert McPherson, Australia and New 
Zealand Sales Manager, at Robert.
McPherson@Lubrizol.com or Tel: +61 
(02) 9741 5237.

puffiness.
By minimizing tissue deterioration, 

f luid buildup and excess fat under the 
eyes, EYESERYL® peptide helps 
improve the appearance of the eye 
contour by reducing the presence of 
under-eye puffiness and dark circles.

Do the lipstick lines make you feel old? 
Strengthen and tone the muscles around 
the mouth area to recover young lips.

SEACODE™ marine ingredient helps 
reduce facial wrinkles associated with 
the aging process by increasing type I 
collagen. In just 1 week it minimizes the 
appearance of lipstick lines, rejuvenating 
facial look.

Does gravity play a dirty trick on your 
face? Defy this constant force and avoid 
cheek lines and sagging skin through 
cheek and chin toning.

By enhancing the proper assembly of 
elastin and increasing the gene expression 
of several types of collagen, other 

impressive results.
As the facial gym does, the chosen 

products help reduce the fine lines and 
the tension of our face highlighting our 
natural beauty. These are the selected 
active ingredients:

Don’t want wrinkles to harden your 
facial appearance? Exercise the muscles 
of your forehead and eyes every day 
to recover the elasticity and reduce 
horizontal lines.

Alternative to Botulinum Toxin, 
ARGIRELINE® peptide topically 
targets the same expression wrinkle- 
formation mechanism in a very different 
way. With visible results in just 1 week, it 
helps remove deep lines and wrinkles on 
the forehead and around the eyes.

Your eyes ref lect the tiredness of 
modern life? Do some exercises to 
remove toxins and increase blood f low 
and oxygen in the eye area and you will 
reduce drooping eyelids, eye bags and 

thank all the members of the 
ASCC and all our readers. 
Thank you for the feedback we 
receive and for letting us know 
how much you enjoy reading 
the magazine.

I would like to take this 
opportunity to wish everyone 
a very Happy and Safe 
Christmas and a prosperous 
New Year. 

Until next year,  happy 
reading.

Joy Harrison

for their continued support 
most of whom have been 
advertising for many years. We 
could not publish the quality of 
magazine we do without your 
wonderful support.

I want to thank the ASCC for 
all their support and especially 
the Technical Committee who 
vet all our technical papers. 
It is because of the expertise 
of the members of this 
committee that the magazine 
is so recognised worldwide as 
a credible vehicle for technical 
content.

Last but not least I want to 

Here we are again with 
another year flown by. I 
thought it was just me but 
it seems everyone feels the 
same way every years seems 
to be going by more quickly or 
maybe we are all far busier.

This time of the year I like to 
show my gratitude to all those 
who help this magazine to 
receive the accolades it does. 
Firstly I would like to thank all 
my contributors who without 
their expertise we would not 
enjoy the credibility we do 
from all around the world.

I must thank our advertisers 

editor‛s christmas note
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Activonol-3 is a 100% natural origin glycol and GMO-free Propanediol, 
approved by COSMOS & ECOCERT.
 
Activonol-3 can be used for skin care and personal care products as a cosmetic grade 
solvent, humectant and emollient, instead of synthetic and petroleum material.

Activonol-3 is colourless and odourless. Its light skin feeling and easy spreadable character 

Studies have shown Activonol-3 delivers better skin moisturisation during initial application, 

improving and extending skin moisturisation. 

Contact us for more information, email sales@conceptchemical.com.au.    
                            

Improved Moisturisation & 
Efficacy Booster 

100% Natural
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We MOVED
our office

M A K E  N O T E 
O F  O U R  N E W 
B U S I N E S S 
L O C A T I O N

               Working with you.

Suite 7, 122-126 Old Pittwater Road 
Brookvale, NSW 2100

PO BOX 7384 
Warringah Mall, NSW 2100

Ph + 61 2 9498 7600
conceptchemical.com.au  
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empowering  
order + delivery

“ O U R  T E A M  A N D  S U P P LY  C H A I N  
E M P O W E R  O U R  C U S T O M E R S  A S 
W E L L  A S  T H E I R  C U S T O M E R S . ”

Our team delivers success with the best overall supply chain 
experience, utilising the latest technology which enables 
convenient order processing and efficient delivery systems - 
making your experience seamless.

OPTIMISED ERP SYSTEM 
We offer convenient pricing, stock, availability and material 
data, integrated with our supply chain partners for efficient 
supply and information on demand. 

ONE-STOP-SHOP
We aim to provide our customers with all required ingredients 
for formulation project or concept.

CUSTOMER-SUPPLIER WORKSHOPS 
We offer formulation expertise working together with our 
customers and suppliers.

SPECIALTY SOURCED MATERIALS
We identify global suppliers with innovative raw materials and 
unique natural ingredients.

conceptchemical.com.au
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SStability testing is a part of the 
requirement for marketing of 
sunscreens in Australia.
Requirements specific to sunscreens 
are prescribed. Stability testing 
supports the shelf life of these 
products which are classified as 
therapeutic in Australia.
The principles apply for both Primary 
and Secondary sunscreens.

At least two batches are required to 
be tested prior to marketing. 

Typically, the testing is at two 
temperatures and at least four time 
points prior to product launch.

Pre-marketing 

Accelerated “short term” testing 
is permitted and can be used to 
predict a shelf life of 2 or 3 years, 
according to the chart set out below 
(1)

Subjective Tests

Comparative observations of 
changes to texture, appearance, 
odour and product application.

Physical

These typically include colour, pH, 
viscosity and phase separation test.

Analytical

Most organic actives can be 
separated and analysed by High 
Performance Liquid Chromatography 
(HPLC0 and mineral actives by 

titrimetric or ICP methodology.
Additionally, assay of the content of 
preservative can be completed. 

Microbiology

Preservative Efficacy and Bioburden 
testing form part of the testing 
schedule.

P.E. is typically completed at the 
beginning and end of the study.
Bioburden, the check of total 
bacterial and yeasts and molds.

Analytical Method Validation

Methodology for the validation active 
ingredient can be performed and 
this adds to the confidence of the 
stability support package.

Photo-stability

This involves challenge with UV Light 
to a quantifiable end point dose. 
Typically,  all of the above tests 
would be conducted on the selected 
package intended for the market.

References

1. https://www.tga.gov.au/book/7-
stability-testing
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S chain cannot be underestimated.
The Concept team believe supply 

chain transparency keeps us accountable 
to ourselves, our customers and our 
suppliers. This transparency drives 
eff iciency, cost-effectiveness and 
performance both across our business and 
our customers’ business.

How we improve our 
customers’ supply chain
• Visibility of stock, lead-time and 

ordering process
• Full control via online purchase & supply 

chain options
• Price, service f lexibility, volume options

Please get in touch with us if you 
want to find out more about how your 
manufacturing business can benefit from 
our transparent supply chain capability.

Written by Marten Hauville
CEO Concept

nearby at a partner warehouse) as well 
as end-to-end lead time is vital and far 
more eff icient than simply historical 
information alone.

Of course, customers change required 
dates or manufacturing schedules and 
shipments can be delayed. How these 
factors are communicated and tracked 
within their supply chain network, how 
they impact, whether or not they are 
vital are all further “demand signals” that 
incorporate successful supply chain and 
eff icient manufacturing.

Ethical sourcing 
and supply chain

A common and increasing requirement 
in our industry is RSPO sourced 
raw materials. A key aspect of this 
is RSPO Supply Chain compliance, 
which incorporates the RSPO Supply 
Chain Certif ication Standard. These 
requirements are related to the control of 
RSPO certif ied oil palm products in the 
supply chain, including f lows of material 
and associated claims.

QA and GMP compliance
Inherent in the above RSPO 

Supply Chain compliance is tracking 
of documentation, QA and GMP 
compliance, auditing and reporting; across 
an end-to-end supply chain. Arguably 
accuracy, visibility, eff iciency, cost-
effectiveness as well as traceability across 
this specif ic supply chain, are vitally 
important.

Effective use of supply chain automation 
and supplier-distributor-manufacturer 
integration can drive drastic eff iciency 
and cost improvement and deliver on the 
above key challenges. The inf luence this 
is having on the entire cosmetic, personal 
care or home care manufacturing supply 

Sustainable Manufacturing is driven 
by eff iciency in both manufacturing 
practices and supply chain performance. 
For Concept as a raw material supplier, 
the supply chain is a vital source of data 
for successful business eff iciency, due 
to the inherent nature of the number of 
customers, suppliers, data-points and key 
indicators that are incorporated in the 
entire ecosystem.

Historically past sales were used as an 
indicator for future demand. The past is 
typically a poor predictor of the future, 
especially in a volatile global economy. 
Many companies are switching to 
“demand signals” which incorporate end-
to-end supply chain data to predict more 
realistic indicators of demand.

A “demand signal” is a message issued 
within business operations or a supply 
chain to notify a supplier that goods are 
required. It is therefore, a key item of 
information for demand planners within 
a business or supply chain environment. 
From demand to manufacturing; 
availability is key, along with visibility. 
A simple “required date” is a typical 
“demand signal”, but the message and 
consequences can be far more complex.

Whether raw material supply is a “must 
have”, for example, to be delivered in 
February, with 100% commitment; can be 
vastly different to a raw material that for 
example “may be” delivered in February 
or March with 60% commitment. How 
that information is shared in the supply 
chain network and what feedback and 
commitment you may have from your 
supplier can create immense differences in 
cost, but most importantly have massive 
impact on manufacturing business.

In this context, a combination of 
“demand signals” incorporating visibility 
of material available on-hand (or 

    supply chain efficiency
                in cosmetic, personal care
                   and home care
             are manufacturing

About Concept
Since 1981 Concept is sourcing, 

importing and distributing raw materials 
and speciality components for cosmetic, 
personal care, auto-care or home care 
end-product development. 

We represent global manufacturers, who 
support our products with the formulation 
assistance, laboratory capabilities and 
technical advice to get their product from 
a marketing idea to the supermarket 
shelf. We can give our customers more 
options for developing unique products or 
enhancing established ones.

We provide visibility of end-to-end lead-
time, shipping times, in-country stock, 
pricing and MOQ price breaks; delivering 
efficiency and immediate visibility to our 
customers across R&D, Procurement and 
their Sales teams.

advertorialadvertorial
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‘Clinically Proven’
                claim

T
efficacy (i.e. performance) of the product 
and the benefits it may provide to the 
skin. It does not refer to the safety of the 
product or whether the product has the 
potential to cause a skin reaction (i.e. 
irritation or sensitization).

Finished product 
rather than active ingredient

Unless clearly stated, the term clinically 
proven refers to the finished product (i.e. 
the complete formulation rather than 
a specific ingredient). If the finished 
product has not been tested and shown 
to be efficacious in clinical trials, this 
should be made clear by indicating the 
specific ingredient in the formula that is 
clinically proven to be effective. Also, to 
be using the claim clinically proven with 
regards to the specific ingredient in the 
formula, the marketer should ensure 
that the quantity of that ingredient is the 
same amount used in the clinical trial 
they refer to. According to the Australian 
Consumer Protection Law, it would 

not obtained due to random variance 

(chance), or other extraneous factors.

Despite being used so often these days, 

the clinically proven claim still generates 

some confusion among consumers as 

they do not know exactly what the 

term entails. Sometimes a contributing 

factor is the marketers themselves, who 

may also misunderstand the term and 

subsequently apply it incorrectly. For 

complementary medicines, the TGA 

has some guidance on use of this term, 

on their website stating that “…These 

terms are not acceptable unless supported 

unequivocally by robustly designed, 

published peer-reviewed clinical trial(s) 

conducted on the actual medicine being 

advertised, or an identical formulation 

and dose (as a minimum)”. For cosmetic 

products, the lack of guidelines for the 

use of claims such as clinically proven 

might have contributed to some common 

misconceptions as discussed below.

Efficacy rather than safety
I often get asked if the term clinically 

proven can refer to the product’s safety 

and whether it can be used when 

referring to dermatological tests that 

have proven the product to be suitable 

for sensitive or delicate skin. Unless the 

statement clearly refers to product safety 

(e.g. clinically proven to be safe for all skin 
types), the answer is no. Used on its own, 

the term clinically proven refers to the 

The claim clinically proven has become 

very popular with marketers of both 

therapeutic and cosmetic products. This 

is likely due to the fact that this claim 

may provide consumers with greater 

confidence in their choice of products.

In fact, although ‘what’ has been clinically 
proven is not often disclosed, stating that 

the product is clinically proven suggests that 

there are proven benefits in using these 

products, which is enough to induce 

some consumers to choose these products 

over others. This is because ordinary 

consumers might understand a product 

as having better efficacy, higher safety, or 

more reliable results.

Breaking down this statement, the 

word ‘clinical’ refers to the fact that 

the product has undergone one or 

more clinical trials, which are studies 

conducted by a qualified research team 

in a controlled, scientific manner. The 

power of the scientific method is that 

one can be sure any results obtained 

are not due to external or uncontrolled 

factors, and if documented properly, such 

an experiment is repeatable for anyone 

wishing to independently verify the 

results.

The word ‘proven’ means that in the 

clinical trial(s), the results obtained have 

been demonstrated to be statistically 

significant. This means that one can 

be fairly confident that the results of 

product and a test comparator were 

businessbusiness

by Emanuela Elia
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The reason is that subjective assessment 
is still fundamentally opinion-driven and 
while it can be considered valid support 
to other objective measurements, taken 
on its own it cannot be considered strong 
enough evidence to scientifically prove 
the efficacy of a product.

Educating marketers 
and consumers

To protect companies that conduct 
clinical trials and hold proper scientific 
evidence regarding their products’ 
efficacy, it is important to educate both 
consumers and marketers on the work 
involved to support a clinically proven 
claim. It is just as important to value 
the cosmetic companies that invested in 
scientific studies to determine product 
efficacy, to acknowledge the time and 
perseverance of the volunteers that took 
part in the study, to credit the scrupulosity 

be considered false and misleading to 
use the statement clinically proven with 
reference to a finished product when 
in fact it is based on studies conducted 
on one of the ingredients only (and 
the product is made of several other 
ingredients).

Objective assessments 
rather than subjective

Another question from cosmetic 
companies willing to conduct cosmetic 
trials is whether they can use the term 
clinically proven with regards to the 
results from participants questionnaires 
(subjective assessment). For example ‘X% 
of subjects though that […] improved’. If 
the study was solely based on subjective 
assessment and no objective assessments 
of any sort were conducted (for example 
instrumental assessments), then it cannot 
be said that the results are clinically proven. 

of the researchers, and the quality of the 
data collected in clinical studies. In this 
way, marketers can be truly proud of 
statements such as clinically proven, and 
consumers can be confident in that said 
statements are being used correctly.

References
https://www.tga.gov.au/book-page/scientif ic-
indications-what-evidence-do-you-need-support-
your-scientif ic-indication
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consider purchasing Public Liability & 

Product Liability insurance for their 

business. This insurance protects the 

insured against claims related to the 

personal injury or property damage 

caused by these imported products. In 

most cases any legal or court costs would 

also be covered.

When you take out Public Liability 

& Product Liability Insurance, an 

insurer needs to undertake an upfront 

risk assessment of your Business which 

includes understanding the products 

you will be or are importing and from 

which overseas countries they are being 

imported from. Remember, it is the 

insurer from a cost perspective who 

carries the Importers risk, in the event 

that something occurs with the imported 

product that might give rise to an 

insurance claim.

Did you know?
Anyone in Australia who imports 

a product, will be the deemed to be 
the manufacturer for the purposes of 
the Australian Consumer Law (ACL). 
Even though the importer has not 
manufactured the product, this law is 
in place as a matter of public policy to 
ensure that importers are not importing 
poor quality products for consumers 
without the imported products 
undergoing the proper checks to ensure 
the product’s safety.

In other words, importers of 
products will be held to the same 
manufacturer standards which apply 
here in Australia.

Tell me more
Based on the above, Importers of 

products into Australia should seriously 

insuranceinsurance

by James Gillard

Trying to recover as an Importer from 
an overseas manufacturer can be fraught 
with danger

At the best of times it is probably 
impossible for an Australian Importer to 
claim against the overseas manufacturer 
for poor standard products imported 
from them, especially third world 
countries where a huge volume of 
products, are now sourced from.

Do your due diligence
One of the most important aspects for 

the product importer is to advise any 

Importers Beware!
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and you need a professional advisor to 
review your insurances, and to discuss 
your own individual circumstances, 
please contact the friendly team at IME 
Insurance Brokers. Ph 1800 641 260

James Gillard
Managing Director

Broker as this may increase the insurers 

exposure to claims.

How we can help you 
with Public & 
Products Liability Insurance

We urge all business owners to 

contact your insurers or brokers to help 

investigate and review your current 

insurance covers.

Using an insurance Broker will save 

you time and money because they can 

provide you with expert knowledge, 

advice, and negotiate competitive 

premiums on your behalf.

If would like to know more about 

Public & Products Liability Insurance 

prospective or current insurer and upon 
each renewal:

• That you import products and where 
from on your Insurance Applications

•  It would even be worthwhile, 
providing a detailed list to the insurer

• Do you receive any quality control 
certificates from the overseas 
manufacturer

• Notify your Insurance Broker, even 
mid-term, if the geographical location 
of where the imported products are 
being imported from changes and/
or the imported products themselves 
change. Overall, any changes really 
that may be different to what you 
originally advised your Insurance 
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I
Egyptian, Estonian, EUIPO (covering 
member states of the European Union), 
French, Georgian, German, Iceland, 
Indonesian, Israeli, Italian, Japanese, 
Jordanian, Kuwaiti, Lao, Malaysian, 
Mexican, Moldovan, Mongolian, 
Moroccan, New Zealand, Omani, Papua 
New Guinea, Philippine, Singapore, 
Spanish, Sudanese, Swiss, Thai, Republic 
of Korea, United Arab Emirates, United 
States, Vietnamese, WIPO Appellations 
of Origin (Lisbon), WIPO Emblems 
(Article 6ter) and WIPO International 
(Madrid) trade marks (covering 
international trade marks from about 155 
different jurisdictions).

The Madrid Protocol (http://www.

Q4: What is the 10-year international trade 
mark filing trend for both non-therapeutic 
personal care products and therapeutic personal 
care products?

Q5: In which jurisdictions do Australian 
businesses most often file trade marks for non-
therapeutic personal care products?

Q6: In which jurisdictions do Australian 
businesses most often file trade marks for both 
non-therapeutic personal care products and 
therapeutic personal care products?

Q7: In which jurisdictions do Australian 
businesses most often file patents for personal 
care products?

Q8: What is the 10-year international 
patent filing trend by Australian businesses for 
personal care products?

Trade Marks – Background
There is no single worldwide trade 

marks database covering all jurisdictions 

for all time periods, as well as providing 

f lexible searching options. The Global 

Brands Database, provided by WIPO 

(http://www.wipo.int/branddb/en/), 

however, is probably the closest we get 

to this. The database covers Algerian, 

Australian, Bahraini, Bruneian, 

Cambodian, Canadian, Chilean, Danish, 

Intellectual property (IP) databases, 
providing access to millions of IP records 
from around the world, are freely 
accessible via the internet. Although it is 
generally appreciated that trade mark and 
patent databases can be checked (i) for 
pre-existing third-party IP rights over 
brands and products, or (ii) whether a 
brand or product is protectable by way of 
a registrable IP right, other uses for such 
databases is less appreciated. For example, 
some of these databases can be searched 
for market research purposes, to display 
both local and worldwide trends in the 
personal care industry – which, apart 
from being interesting, can assist with 
important business decision making.

In this article various IP databases will 
be used to shed light on the following 
queries:
Q1: In which jurisdictions do businesses most 
often file trade marks for non-therapeutic 
personal care products?

Q2: What is the 10-year international trade 
mark filing trend for non-therapeutic personal 
care products?

Q3: In which jurisdictions do businesses most 
often file trade marks for both non-therapeutic 
personal care products and therapeutic personal 
care products?

by Gint Silins

trade markstrade marks

Personal care products and trends:

       Market Research 
       Using IP Databases
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jurisdiction Japan, the U.S. (because it is a 
popular marketplace for Australians) and 
Australia. Figure 2 is a bar chart showing 
the filing trend for non-therapeutic 
personal care products in Class 3, from 
January 2008 to November 2018.

Figure 2 shows that filings in Australia 
and the U.S. for non-therapeutic 
personal care products in Class 3 are 
generally increasing from year to year, 
but this is less apparent with Japan. An 
upshot of this is that the U.S. seems 
to be the ‘go-to’ marketplace for non-
therapeutic personal care products.

Q3 – In which jurisdictions do businesses most 
often file trade marks for both non-therapeutic 
personal care products and therapeutic personal 
care products?

A search was carried out of the Global 
Brands Database to determine which 
jurisdictions had the most live trade 
marks for both non-therapeutic personal 
care products in Class 3 and therapeutic 
personal care products in Class 5 (ie. 
not just one of them). Figure 3 is a pie 
chart showing the top 9 jurisdictions, 
with the total number of live registered 
trade marks being 259,882, and the total 
number of pending trade marks being 
23,171.

Figure 3 shows that France has the 
most live trade marks for both non-
therapeutic and therapeutic personal care 
products in Classes 3 and 5, followed by 
Canada, the European Union, Japan, 
Germany and Italy (with similarly 
sized pie pieces), followed by the U.S., 
Switzerland, and Australia trailing in 
ninth place. An upshot of this is that 
these jurisdictions should probably be 

non-therapeutic personal care products 
and some non-therapeutic extracts are 
registered in Class 3, although ingredient 
supplier businesses may alternatively or 
additionally register their trade marks in 
Class 1 for non-therapeutic ingredients. 
Therapeutic products, including 
cosmeceuticals and therapeutic extracts, 
are normally registered in Class 5.

Q1 – In which jurisdictions do businesses 
most often file trade marks for non-therapeutic 
personal care products?

A search was carried out of the Global 
Brands Database to determine which 
jurisdictions had the most live trade 
marks for non-therapeutic personal care 
products in Class 3. Figure 1 is a pie 
chart showing the top 10 jurisdictions, 
with the total number of live registered 
trade marks being 1,287,961, and the 
total number of pending trade marks 
being 150,132.

Figure 1 shows that Japan has the most 
live trade marks for non-therapeutic 
personal care products in Class 3, 
followed by South Korea, the U.S., 
France, European Union, Italy, Canada, 
Germany, Mexico, and with Australia 
in tenth place. An upshot of this is that 
these jurisdictions should probably be 
on your radar if you are contemplating 
exporting non-therapeutic personal care 
products.

Q2 – What is the 10-year international trade 
mark filing trend for non-therapeutic personal 
care products?

A search was carried out of the Global 
Brands Database to determine the filing 
trend over the past 10 years for the top 

wipo.int/treaties/en/registration/
madrid_protocol/) is a treaty that 
provides international registration 
of a trade mark in one or more 
foreign jurisdictions in a relatively 
cost-effective manner (as opposed to 
filing a national application in each 
jurisdiction of interest). Generally 
speaking, the Madrid Protocol enables 
Australian businesses to file trade 
mark applications in one or more of 
the following jurisdictions in the one 
and the same application: Afghanistan, 
Antigua and Barbuda, Albania, 
Armenia, Austria, Azerbaijan, Bosnia 
and Herzegovina, Bulgaria, Bahrain, 
Brunei Darussalam, Bonaire, Sint 
Eustatius and Saba, Bhutan, Botswana, 
Benelux, Belarus, Switzerland, China, 
Colombia, Cuba, Curaçao, Cyprus, 
Czech Republic, Germany, Denmark, 
Algeria, Estonia, Egypt, European 
Union, Spain, Finland, France, United 
Kingdom, Georgia, Ghana, Gambia, 
Greece, Croatia, Hungary, Indonesia, 
Ireland, Israel, India, Islamic Republic 
of Iran, Iceland, Italy, Japan, Kenya, 
Kyrgyzstan, Cambodia, Democratic 
People’s Republic of Korea, Republic 
of Korea, Kazakhstan, Lao People’s 
Democratic Republic, Liechtenstein, 
Liberia, Lesotho, Lithuania, Latvia, 
Morocco, Monaco, Republic of 
Moldova, Montenegro, Madagascar, 
The former Yugoslav Republic of 
Macedonia, Mongolia, Mexico, 
Mozambique, Namibia, Norway, 
New Zealand, African Intellectual 
Property Organization (OAPI), Oman, 
Philippines, Poland, Portugal, Romania, 
Serbia and Russian Federation.

The Madrid Protocol Database 
can be found here: http://www.
wipo.int/madrid/monitor/en/index.
jsp?link=realtime_search

The Nice Classification is an 
international classification of goods and 
services applied for the registration of 
trade marks in most jurisdictions (http://
www.wipo.int/classifications/nice/en/).

Assumption: A business owner will 
normally seek trade mark protection 
in each country where that owner 
is doing business or intends to do 
business. Normally, trade marks for 
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jurisdictions, with the total number of 
live trade marks being 1,045.

Figure 5 indicates that Australian 
businesses most often file in the U.S., 
China and the European Union (with 
almost equal pie pieces), followed by 
Singapore, Japan, South Korea, New 
Zealand and UK (with almost equal pie 
pieces), and lastly followed by Russia and 
India (with almost equal pie pieces). An 
upshot of this is that Australian businesses 
most frequently file in the U.S., so this 
jurisdiction should probably be on your 
radar if you are contemplating exporting 
non-therapeutic personal care products.

Q6 – In which jurisdictions do Australian 
businesses most often file trade marks for both 
non-therapeutic personal care products and 
therapeutic personal care products?

A search was carried out of the Madrid 
Protocol Database to determine in 
which jurisdictions Australian businesses 
were filing most often for both non-
therapeutic personal care products in 
Class 3 and therapeutic personal care 
products in Class 5. Figure 6 is a pie 
chart showing the top 10 jurisdictions, 
with the total number of live trade marks 
being 247.

Figure 6 is very similar to Figure 
5. Figure 6 indicates that Australian 
businesses most often file in the U.S., 
China and the European Union (with 
almost equal pie pieces), followed by 
Singapore, Japan, South Korea and 
New Zealand (with almost equal pie 
pieces), and lastly followed by UK, 
Vietnam and India (with almost equal 
pie pieces). Interestingly, Vietnam has 
displaced Russia. An upshot of this is that 

Figure 4 shows that filings in Australia 

and the U.S. for both non-therapeutic 

and therapeutic personal care products 

are generally increasing from year to 

year, but less so for France. An upshot 

is that France and the U.S. seem to be 

the ‘go-to’ marketplaces for therapeutic 

personal care products.

Q5 – In which jurisdictions do Australian 
businesses most often file trade marks for non-
therapeutic personal care products?

A search was carried out of the Madrid 

Protocol Database to determine in which 

jurisdictions Australian businesses were 

filing most often for non-therapeutic 

personal care products in Class 3. Figure 

5 is a pie chart showing the top 10 

on your radar if you are contemplating 

exporting therapeutic personal care 

products.

Q4 – What is the 10-year international trade 
mark filing trend for both non-therapeutic 
personal care products and therapeutic personal 
care products?

A search was carried out of the Global 

Brands Database to determine the filing 

trend over the past 10 years for the 

top jurisdiction France, the U.S. and 

Australia. Figure 4 is a bar chart showing 

the filing trend for both (ie. not just 

one of them) non-therapeutic personal 

care products in Class 3 and therapeutic 

personal care products in Class 5, from 

January 2008 to November 2018.
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patent their product in multiple popular 
jurisdictions will typically file a PCT 
application, but this may not always be 
the case.

A search of the PCT Database 
(Patentscope) can be carried out at 
https://patentscope.wipo.int/search/en/
search.jsf ).

Non-therapeutic personal care 
products are assigned by the Patent 
Office one or more of specific 
international patent classifications 
(IPCs), and these can be used as search 
parameters (http://www.wipo.int/
classifications/ipc/en/). For example, 
inventions relating to cosmetics or 
similar toilet preparations should be 
assigned the IPC A61K8/00.

Assumption: A business owner will 
usually file a patent application in each 
major jurisdiction where that owner 
intends to sell and/or manufacture its 
personal care product.

Moldova, Montenegro, Madagascar, 
The former Yugoslav Republic of 
Macedonia, Mali, Mongolia, Mauritania, 
Malta, Malawi, Mexico, Malaysia, 
Mozambique, Namibia, Niger, Nigeria, 
Nicaragua, Netherlands, Norway, New 
Zealand, Oman, Panama, Peru, Papua 
New Guinea, Philippines, Poland, 
Portugal, Qatar, Romania, Serbia, 
Russian Federation, Rwanda, Saudi 
Arabia, Seychelles, Sudan, Sweden, 
Singapore, Slovenia, Slovakia, Sierra 
Leone, San Marino, Senegal, Sao Tome 
and Principe, El Salvador, Syrian Arab 
Republic, Eswatini, Chad, Togo, 
Thailand, Tajikistan, Turkmenistan, 
Tunisia, Turkey, Trinidad and Tobago, 
United Republic of Tanzania, Ukraine, 
Uganda, United States of America, 
Uzbekistan, Saint Vincent and the 
Grenadines, Viet Nam, South Africa, 
Zambia and Zimbabwe.

Australian businesses wishing to 

Australian businesses most frequently file 

in the U.S., so this jurisdiction should 

probably be on your radar if you are 

contemplating exporting therapeutic 

personal care products.

Patents and Person Care 
Products – Background

The Patent Cooperation Treaty 

(PCT) is an international patent law 

treaty, providing a procedure for 

filing patent applications in one or 

more of the following jurisdictions: 

United Arab Emirates, Antigua and 

Barbuda, Albania, Armenia, Angola, 

Austria, Australia, Azerbaijan, Bosnia 

and Herzegovina, Barbados, Belgium, 

Burkina Faso, Bulgaria, Bahrain, Benin, 

Brunei Darussalam, Brazil, Botswana, 

Belarus, Belize, Canada, Central African 

Republic, Congo, Switzerland, Côte 

d’Ivoire, Chile, Cameroon, China, 

Colombia, Costa Rica, Cuba, Cyprus, 

Czechia, Germany, Djibouti, Denmark, 

Dominica, Dominican Republic, 

Algeria, Ecuador, Estonia, Egypt, 

Spain, Finland, France, Gabon, United 

Kingdom, Grenada, Georgia, Ghana, 

Gambia, Guinea, Equatorial Guinea, 

Greece, Guatemala, Guinea-Bissau, 

Honduras, Croatia, Hungary, Indonesia, 

Ireland, Israel, India, Iran (Islamic 

Republic of ), Iceland, Italy, Jordan, 

Japan, Kenya, Kyrgyzstan, Cambodia, 

Comoros, Saint Kitts and Nevis, 

Democratic People’s Republic of Korea, 

Republic of Korea, Kuwait, Kazakhstan, 

Lao People’s Democratic Republic, Saint 

Lucia, Liechtenstein, Sri Lanka, Liberia, 

Lesotho, Lithuania, Luxembourg, Latvia, 

Libya, Morocco, Monaco, Republic of 
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Search Limitations 
and Disclaimer

The search results reported in this 

article are by no means comprehensive 

nor quantitative. They are semi-

quantitative at best and should be taken 

with a grain of salt. The search results 

will be skewed, depending on the 

search strategy used, the nature of the 

database searched and limitations of that 

database. For example, Figure 2 shows 

an odd result for Japan for the year 2018, 

presumably because the database has 

not been properly updated. Any specific 

questions regarding search strategies and 

results should be directed to the author.

 This article is intended to provide 

general information only. The contents 

should not be relied upon as detailed 

legal advice for any specific case. While 

every effort has been made to ensure 

that the contents are correct at the time 

of publication, please note, the relevant 

laws and practice are subject to change. 

Specific advice should be sought from 

your legal advisor.

the filing trend over the past 10 years 

by Australian businesses for personal 

care products. Figure 8 is a bar chart 

showing the filing trend for personal 

care products, from January 2008 to 

November 2018.

Figure 8 shows that published 

PCT applications, filed by Australian 

businesses, peaked in the year 2015, and 

that the tally for 2018 is presently equal 

to the tally back in the year 2008. Patent 

filings originating from Australia for 

personal care products are few and far 

between.

Application to 
Business Decision Making

The searches conducted above 

demonstrate that IP databases can be 

used for market research purposes 

and could therefore help in making 

important business decisions. The 

next time someone asks you in which 

marketplace/s they should be selling 

their personal care product, your answer 

could be to check what others and doing 

and where, by searching IP databases.

Q7 – In which jurisdictions do Australian 
businesses most often file patents for personal 
care products?

A search was carried out of the 
PCT Database to determine in which 
jurisdictions Australian businesses have, 
for the past 10 years, been filing most 
often for personal care products.

Figure 7 is a bar chart showing the top 
12 jurisdictions. Figure 7 indicates that 
Australian businesses use the PCT to most 
often file in Australia, followed by the 
European Union, then America, Canada 
and Japan. New Zealand appears as the 
twelfth country. An upshot of this is that 
Australian businesses most frequently file 
(apart from in Australia) in the European 
Union and U.S., so these jurisdictions 
should probably be on your radar if you 
are contemplating exporting innovative 
personal care products.

Q8 – What is the 10-year international 
patent filing trend by Australian businesses for 
personal care products?

A search was carried out of the PCT 
Database Patentscope to determine 
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Standard AS/NZS 2604. It has now 
passed through the sixth draft of the 
revised document and should be in 
public comment stage following the 
November 2018 meeting. Based on the 
final wording of this document, these 
two water resistance standards (5) (6) 
will also be ready for publication. 

As well as these, ISO 24443 (7) is 
a basic review of the existing Broad 
Spectrum requirements for Australia, as 
well as for around 60 other countries. 
Change to this should be minimal. 

CS042, the mirror committee of ISO 
and the committee responsible for AS/
NZS 2604 will then take on board all of 
these ISO documents with the view to 
harmonising for Australia.

References
4 ISO/NP 24444 Cosmetics - Sun protection 
test methods - In vivo determination of the sun 
protection factor (SPF) Working Draft 6.

5 ISO/AWI 16217 Cosmetics - Sun protection 
test methods - Water resistance - water immersion 
procedure

6 ISO/AWI 18861 Cosmetics - Sun protection test 
methods - Determination of percentage of water 
resistance

7 ISO/NP 24443 Cosmetics - Sun protection 
test methods - Determination of sunscreen UVA 
photoprotection in vitro

product and has developed the guidance 
document “Demonstrating compliance 
with the PIC/S Guide to GMP PE009-
13” (3), in consultation with a working 
group from ACCORD, ASMI and other 
industry representatives.

References
1 https://www.nicnas.gov.au/news-and-events/
news-and-notices/news-and-notices-content/
The-Cosmetics-Standard-2007-sunsetted-on-1-
October-2018

2 https://www.tga.gov.au/therapeutic-goods-
excluded-goods-determination-2018-explanatory-
notes

3 https://www.tga.gov.au/publication/sunscreen-
manufacturing

Crunch Time for Reviewed 
Sunscreen Standards

The forthcoming ISO TC 217 
Working Group 7 meeting to be held 
in Monaco in Nov 2018 had evolved 
into what should be a deadline for the 
finalization of a number of standards, 
ISO 24443 and ISO 24444 as reviewed 
standards and then two more will appear 
for the first time – both relative to water 
resistance testing.

ISO 24444 (4) is the primary and key 
test method and is the methodology 
referenced in Australian New Zealand 

The Cosmetics Standard 2007, 
previously covering secondary 
sunscreens, was “sunsetted” on 1 
October 2018. This means that this class 
of sunscreens will no longer be covered 
by NICNAS, but moves to TGA.

“The content of the Cosmetics 
Standard has been reproduced 
in the new Therapeutic Goods 
(Excluded Goods) Determination 
2018 (Determination), a new instrument 
under the Therapeutic Goods Act 1989, 
which commenced on 1 October “, the 
NICNAS website advises.(1)

TGA advises (2) that there will be 
no changes to the way sunscreens 
are regulated in Australia. There 
are however some ongoing impacts 
on regulatory burden under review, 
including for approvals of alternative 
quality standards for non-active 
ingredients and excipients in sunscreens 
– and new actives [if they ever do 
appear].

GMP for sunscreens
As therapeutic manufactures have 

adopted a new version of the PIC/S 
GMP Guide, TGA has recognised 
sunscreens being low risk topical Listed 

highlights
sunsunscreen

by John Staton

NICNAS Sunset – 
           New Dawn on TGA
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5. Of the 34 talc containing (finished and 
starting material) products assayed by 
the FDA in 2018, how many contained 
detectable asbestos?

a. The FDA did not undertake assays of 
talc in 2018.

b. None
c. 3
d. about 1/2
e. all of them

3. Which of the following is correct 
(In Australia)

a. The NICNAS “cosmetic standard” 
has recently been ‘sunsetted’

b. Ear Candles are classified as ‘relevant 
Industrial Chemicals’

c. Deodorants are cosmetics and 
antiperspirants are Theraputic Goods

d. a and b are correct
e. a and c are correct.

4. In 2018 CIR (Cosmetic Ingredient 
Review) published a Draft Tentative 
Amended Report for Panel Review; 
Amended Safety Assessment of 
Parabens as Used in Cosmetics that in 
part indicated

a. Perspective is required because 
parabens are found in cosmetics and 
multiple other sources of exposure 
such as food and pharmaceutical.

b. The European Food Safety Authority 
noted an absence of effect for 
Methylparaben and Ethylparaben at 
doses up to 1000 mg/kg/day

c. In the USA, the use of Parabens in 
cosmetics is increasing

d. All of the above
e. None of the above

Part A: Think I’m on top of it!
1. SCCS (EU Scientific Committee on 
Consumer Safety) is currently seeking 
input on

a. Acetic acid.
b. Citric Acid
c. Lactic Acid
d. Salicylic Acid
e. None of the above

2. In their 2018 review of 
Hydroxyapatite; Scientific Committee 
on Consumer Safety (SCCS), 
determined

a. needle-shaped hydroxyapatite (nano) 
to be of concern due to its potential 
toxic effects

b. needle-shaped hydroxyapatite (nano) 
not to be of concern due to lack of 
toxic effects

c. all forms of hydroxyapatite are of 
concern

d. no forms hydroxyapatite are of 
concern

e. SCCS did not review 
hydroxyapatite

by Wendy Free

PS...Professional / Product / Personal Safety

2018 … the year in review 
(QUIZ: how much attention were you paying?)
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Part C: Mmmm about that?
11. Which is considered ‘naturally 
occurring’ according to NICNAS?

a. Cold Pressed Argan oil
b. Calendula extract (in 25% glycerol)
c. Roasted almond meal
d. Lavender Essential oil
e. White beeswax

12. The National Trade Measurement Act 
was first published in

a. 1958
b. 1960
c. 1988
d. 1990
e. 2018

13. To check that ingredients are allowed 
in Australian Cosmetics you need to 
check with

a. AICS
b. FDA
c. TGA
d. FSANZ
e. All of the above

14. The 2019 ASCC Conference will held 
in

a. Sydney
b. Collingwood
c. Fremantle
d. Richmond
e. Port Adelaide

15. Position Papers available on the 
ASCC webpage includes

a. Natural
b. Substantiation of Cosmetic Claims
c. Nanoparticles
d. Preservatives Used in Personal Care 

products
e. All of the above, and more…

Happy Christmas, Wendy

Answers
1.d, 2.a, 3.d, 4.e, 5.b, 6.e, 7.c two were 
due to microbial contamination, the 
remainder lack of ingredients lists, 
8.e, 9.d, 10.a they score in the order 
presented in the question with a few 
others in between., 11.a, 12.b, 13.a, 
14.c. 15.e.

Part B: Picked up a bit along 
the way.
6. Which of the following have been 
effected by poisons scheduling (SUSMP) 
recently?

a. Anise Alcohol
b. Benzyl Salicylate
c. Methylisothiazolinone
d. Quinine
e. All of the above

7. Of the >500 recalls published by 
ACCC this year, how many related to 
cosmetics?

a. None
b. Only 5
c. Less than 20
d. More than 50
e. More than 100

8. Since July, about how many 
“compliance notices with educational 
material” have the TGA sent to 
companies about improper claims

a. 4
b. 44
c. 94
d. 194
e. More than 400

9. Animal testing of cosmetic Ingredients 
(was) is (will be) banned in Australia as 
of

a. July 1988
b. July 1998
c. July 2008
d. July 2018
e. July 2028

10. According to the 2017 Choice review, 
which moisturiser scored highest?

a. Avene Hydrance Optimal Legere $42
b. Olay Aquaction Long Lasting 

Hydration Gel $30
c. Nivea Aqua sensation Invigorating 

Day Cream $11
d. Clinique Dramatically different 

Moisturising Lotion $29
e. La Mer The Moisturizing Gel Cream 

$242

www.imeinsurance.com.au
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“The human skin serves as a barrier to the outside world 
and is rich in microorganisms, which play a crucial role 
in maintaining human health. … is comprised of diverse 
communities of microorganisms that populate the skin, 
and a square centimeter of skin can contain up to a billion 
microorganisms.

These diverse communities of bacteria, fungi, mites and 
viruses can provide protection against disease and form 
dynamic yet distinct niches on the skin. Bacteria are often 
considered the most abundant microorganisms in the skin 
ecosystem, and reside from within the top layers in the skin 
down to the dermal layer.

The skin microbiome is highly diverse and there is a 
significant degree of intra-individual variation as well as 
inter-individual variation. Within an individual, various 
microenvironments based on temperature, moisture, pH, 
sebum content, UV light exposure, etc., give rise to varying 
populations of microbes. Based on these conditions, the skin 
microbiome can essentially be categorized by skin type: 
sebaceous (e.g., the forehead and back); moist (e.g., the 
nares, inguinal crease, umbilicus, toes and armpit); or dry 
(e.g., the forearm, palm or buttocks).6 The dry regions tend 
to be dominated more by proteobacteria, while the moist 
areas tend to be dominated by firmicutes, particularly by 
staphylococcaceae.6 The sebaceous regions are dominated 
by actinobacteria—for example, corynebacteriaceae or 
propionibacteriacea. In general, the sebaceous regions of skin 
are typically less diverse compared to dry or moist skin types.

There has, recently, been a proliferation of information 
concerning your skin’s microbiota. The following are a series 
of quotes and thoughts on this emerging subject.

Reference 1 – Promotional material from DSM “The skin 
microbiome – a new hot topic” says;

“Creating the right environment for healthy skin
Like the digestive system, the skin has its own individual 

community of microbiota which changes throughout a person’s 
lifetime according to their age, diet, environment and lifestyle. 
We know that maintaining balance in the gut microbiome 
contributes to overall wellness, including skin health, but does 
the skin’s own unique ecosystem also have an impact on its 
appearance and feel? In recent months, there has been growing 
interest in this question from scientists, brands and consumers.

Skincare and bacteria – a changing narrative
In the past, bacteria have, more often than not, been 

perceived as something that need to be removed from the skin, 
to combat acne for example. But are skincare products that 
strip away bacteria doing more harm than good? Creating a 
healthy environment for all bacteria on the skin is increasingly 
thought to be key to achieving a balanced, resilient complexion 
and natural glow, and to slowing down the signs of skin aging.”

From reference 2 “The Microbiome Movement – Commensal 
Cosmetics Offer a Viable Future”

by Ric Williams

Skin Microbiota

formulator’s forum

Part 43 – 

Ric Williams   B.Sc. Dip.Env St.
Cosmepeutics International
This column is intended not only as an education tool for non-technical people or beginners in our industry, but as a forum for those 
wishing to enlighten all about recent technology advances and new ideas. I hope experienced scientists will also contribute to this ideal and 
if you wish to do so please email me at: ric@cosmepeutics.net.au and I will publish your comments.
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From reference 5;

“A vast number of microorganisms inhabit the human body, 

outnumbering cells by 10-to-1, with skin being one of the 

largest habitats. However, science is just beginning to explain 

the complex relationships between microbes and the human 

body, in addition to cosmetic and drug products applied to 

skin. Until recently, methods used to identify and study the 

skin’s microbiota relied on the ability to culture individual 

species in the laboratory. Now, sequence-based metagenomic 

techniques allow for the analysis of entire environmental 

niches and have demonstrated that previous culture techniques 

substantially under- estimated the skin’s microbial population 

and diversity. Using these technological advances, the Human 

Microbiome Project has already begun to dramatically change 

the understanding of skin’s microbial ecology. Goals of the 

present project aim to identify the role of this microbiome not 

only in disease, but also in the maintenance of health.”

Normal Human Skin Microflora
The establishment of one’s normal skin f lora typically occurs 

during delivery as a newborn. It consists of several major 

groups of bacteria, comprised of staphylococci, coryneform 

bacteria, micrococci and Gram-negative bacilli, in addition to 

the Malassezia genus of yeasts. Populations vary by body site 

and factors such as skin hydration and availability of nutrients. 

Clinical data on the number and types of organisms inhabiting 

the skin from culture-based techniques is abundant, but there 

is little understanding of the mutualistic and commensal 

relationships of these organisms with their habitat.

Microbiome Contribution to Health
The skin performs many important functions, including 

the prevention of water loss, regulation of body temperature, 

protection from environmental insults and immunological 

functions.

The skin’s microbiome contributes to this protective barrier 

through a variety of mechanisms, such as excluding transient 

and pathogenic bacteria by competing for nutrients and habitat.

The normal microbiome also may protect and contribute to 

skin health through sophisticated mechanisms like educating 

the immune system to recognize commensal microf lora and 

secreting antimicrobial compounds to prevent colonization by 

pathogens.

Pre- and Probiotics
The goal of pre- and probiotic treatments is to re-balance 

commensal microbiota to promote the health of the host. 

In the early 1900s, the work of Nobel Prize-winning 

immunologist Elie Metchnikoff suggested that consumption of 

fermented foods led to longevity of human life but it was not 

until the 1950s that the term probiotic became more widely 

used in medical and scientific publications.

Probiotics are defined as viable microorganisms that 

beneficially affect the f lora of the human gut. However, 

Between individuals, there is also a high degree of 

variability. In a study of the hand microbiome, hands from 

the same individual shared only 17% of species-level identity, 

whereas hands from different individuals shared only 13%. 

There is also a higher correlation of the microbiome between 

related individuals or individuals in the same household. 

Characteristics that contribute to interindividual variability 

include host factors (e.g., ethnicity, age or sex), environmental 

factors (e.g., humidity, temperature, or UV light exposure), 

or behavioral factors (e.g., cosmetic or soap use, etc.). These 

factors shape an individual’s skin microbiome, which has key 

effects on skin appearance and health.

The Microbiome and Skin

A stable microbiome is essential to maintaining skin health 

since microorganisms closely interact with the skin’s biology 

and skin barrier, and vice versa. S. epidermidis, a non-

pathogenic skin commensal, is an example of this symbiotic 

relationship between microbes and the human skin include 

cross-talk with the cutaneous immune system, stimulation 

of antimicrobial peptide secretion and protection against 

pathogenic bacteria and stimulation of ceramide production—

all of which provide beneficial effects to the skin.”

From Reference 3 “SILAB Shows the Shift in Skin Microbiota of 
Aging Caucasian Skins”

“The advanced research teams of the molecular biology pole 

of SILAB’s microbiota platform have shown for the first time 

that the cutaneous microbiota of Caucasian women becomes 

imbalanced across aging. This important discovery has just 

been published in the peer-reviewed Journal of Applied 

Microbiology.

 Metasequencing Applied to Mature Skin
Facial skin samplings were taken from young and old 

Caucasian women and were analyzed by SILAB’s researchers 

using their high-tech MiSeq® tool. Bioinformatic analysis of 

the data showed that the distribution of the microbiota changes 

in the course of aging.

Romain Jugé, SILAB’s R&D Project Leader, said:

“Previous studies on Asian women had shown a change in 

the cutaneous microbiota in the course of aging. Nevertheless, 

given that each population has a different microbial signature 

with its own lifestyle, it was of interest to the scientific 

community to decrypt the imbalances of the age-related 

cutaneous microbiota specifically in Caucasian women.”

Further from Silab (Reference 4);

Molecular biology researchers at Silab have shown that the 

distribution of microbiota in Caucasian female skin becomes 

imbalanced with age. This work, published earlier this year 

in the Journal of Applied Microbiology, corroborates related 

findings in other populations and has lended itself to a new 

cosmetic ingredient, to restore microbiota balance.
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genetic material, the microbiome—is an integral component 

of normal human skin. To gain insights into its composition 

and activities, traditional culture-based techniques have been 

used but these can be misinterpreted due to the domination 

of faster-growing organisms. Such methods are now bypassed 

by tools and techniques supported by advances in DNA 

amplification, sequencing technologies and new computational 

tools.

Several studies have inventoried the composition of bacterial 

communities of the surface of healthy human skin under 

static conditions. Propionibacterium and Corynebacterium 

(Actinobacteria) are the dominant organisms in sebaceous 

areas; Staphylococcus and Streptococcus (Firmicutes) in 

moist areas; and Acinetobacter (Proteobacteria) in dry sites. 

Furthermore, Grice and Segre have addressed endogenous and 

exogenous host factors that determine colonization.

Nevertheless, the investigation of skin microbiota under the 

inf luence of environmental factors such as cosmetics and from 

a dynamic perspective has as yet been poorly investigated, with 

only one study targeting the inf luence of makeup on bacteria 

diversity.”

Conclusions
The science of Skin Microbiota, although a relatively new 

area of study, has seen many advances with studies determining 

the diversity and number showing wide variations based on 

age, skin type, diet, and environment. Still it is generally 

accepted that the skin microbiome is essential for a healthy skin 

as it can protect the skin from colonization by pathogenic and 

other unwanted microorganisms. This leads to a healthier skin 

condition.

However, the problem, as I see it, is that many traditional 

cosmetic formulations are antagonistic to skin microbiome, 

allowing pathogenic and other unwanted microorganismsto 

colonise certain areas causing adverse skin conditions. 

Certainly, antibacterial products would fall into this category. 

However, it also poses a problem with poor formulation 

techniques, notably the use of high levels of very effective 

preservatives, even antiperspirants, antidandruff ingredients, 

exfoliants, etc also causing disruptions to the normal (healthy) 

skin microbiome.

Good formulation techniques should include;
1 Judicious use of preservatives with minimal dosing (not just 

using the maximum allowed) preferred. This may require 

careful selection and trial and error with concentrations to, 

firstly, provide an effective preservative system, and secondly, 

a milder effect on skin microbiome.

2 Selection of ingredients that are not antagonistic to skin’s 

normal microbiome but, in fact, encourage certain micro-

organisms while discouraging pathogenic and other 

unwanted microorganisms.

3 Recommendations that anti-bacterial products, 

antiperspirants, antidandruff ingredients, exfoliants, etc 

are used on sporadic occasions and not frequently or 

the most recent definition of probiotics sanctioned by the 

World Health Organization and the Food and Agriculture 

Organization of the United Nations has been expanded to 

include applications beyond intestinal health. It now states 

that probiotics are live microbes that, when administered in 

adequate amounts, confer a health benefit on the host.

Prebiotics are ingredients that selectively stimulate the 

growth and/or activity of beneficial organisms, and synbiotics 

are synergistic combinations of prebiotics and probiotics. 

Dietary fibers and oligosaccharides are commonly used as 

prebiotics because they remain intact in the digestive tract and 

are selectively fermented by beneficial gut bacteria. In reference 

to skin treatment, it may be reasonable to expand the role of 

prebiotics to ingredients that inf luence environmental factors 

like pH to promote the growth of beneficial bacteria. The use 

of oral probiotics has been linked to improvements in atopic 

dermatitis in infants, and protection from UVB radiation 

in murine models due to activation of the immune system. 

However, at present, there are only a limited number of studies 

on topically applied pre- and probiotics.

Considerations for Cosmetic Formulation
The application of cosmetics may directly inf luence the 

ecological balance of skin microbiota by introducing inhibiting 

factors such as antimicrobials and preservatives. These may 

act indiscriminately and produce changes in environmental 

conditions, i.e., pH and available water, or shift the nutrient 

balance. Short-term effects may be minimal but the long-term 

effects of consistent and repeated application are unknown, and 

concerns about antimicrobial tolerance and resistance continue 

to pervade literature and the media. Together, these elements 

make pre- and probiotic strategies to maintain healthy skin 

microbiota an interesting approach to treating skin.

Probiotic foods are made either by the fermentation of raw 

ingredients or the addition of probiotic strains to finished 

products. The standard concentration range of viable 

probiotics to claim health benefits in functional foods is 

generally recognized as 106–108 CFU/g. Functional foods 

and supplements containing probiotics must stand up to 

manufacturing conditions and the harsh environment of the 

digestive system. They must also be shelf stable, often requiring 

refrigeration. For these reasons, the use of live bacteria in 

cosmetics may pose a major technical hurdle; however, 

increasing evidence has shown that cell-wall fragments and 

dead bacteria, referred to as probioactives, can also elicit 

an immune response. Due to complications with formula 

preservation and an incomplete understanding of potential 

for pathogenic behavior, bacterial lysates and prebiotics may 

thus be more viable alternatives to live cultures for cosmetic 

preparations.”

From Reference 6

“The skin’s rich and diverse community of 

microorganisms—i.e., the microbiota and its corresponding 
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continuously, thereby allowing the skins natural microf lora 
time to re-establish and protect the skin.

4 Microbiological testing (during development) to determine 
if and how the product affects skin’s normal microf lora (or 
at least those micro-organisms that have been determined as 
“beneficial”.
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S
products shall comply with the principles 
of GMP and shall be safe when used 
under normal circumstances. Many 
other jurisdictions around the globe are 
asking for this certification if you want 
to export there. Many companies may 
comply with GMP without holding this 
certification.

3. COSMOS (Cosmetic Organic 

Standard) – BDIH (Germany), 
Cosmebio (France), Ecocert Greenlife 
SAS (France), ICEA (Italy) and Soil 
Association (Great Britain) combined 
under an international non-profit 
organisation the purpose of which was to 
set out minimum common requirements, 

ingredients that are listed on the AICS 
(Australian Inventory of Chemical 
Substances) and that your ingredients are 
subject to poisons scheduling under the 
Poisons Standard.

So, then, why do contract 
manufacturers need any regulations or 
licences. I have listed some of the more 
common certifications below and what 
they mean for you or your customer.

1. ISO9001 Quality Management 

– this certification is based on quality 
management principles including 
strong customer focus and continual 
improvement. A company with 
this certification must have certain 
quality systems in place. Having this 
certification helps to ensure the customer 
gets consistent good quality products 
and services. ISO 9001 is recognised 
internationally.

2. ISO22716 Cosmetics – Good 
Manufacturing Practices (GMP) – this 
standard gives guidelines for production, 
control, storage and shipment of 
cosmetic products. Compliance with 
this standard is now mandatory in the 
EU. Their regulations state that cosmetic 

Something I like to discuss with my 
clients after formulating products 
for them is their next step and what 
they need to look for when taking 
the next step and manufacturing their 
products in Australia. What regulations 
do they need to look out for? Well 
… in Australia, there are not many 
regulations when it comes to cosmetic 
manufacture. You do not need to 
have any certif ication to manufacture 
cosmetics, although you do need to 
follow certain guidelines and provide 
a product that is safe for the public to 
use. This means that you should have a 
system for checking what you put into 
you products, and that you test your 
f inal products for safety.

You must also comply with the 
Australian Cosmetic Standard which 
outlines what a cosmetic is (does it need 
to manufactured in a TGA facility or is it 
really a cosmetic?). You must also ensure 
that the product is labelled according to 
ACCC guidelines and that the packaging 
is filled with the correct amount of 
product as per the label (Uniform Trade 
Measurement Legislation).

Other things to keep in mind is that 
you manufacture your cosmetics with 

what regulations 
are regulation?

by Toni Ovenell

contract contract 
manufacturingmanufacturing
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within this country and may not be 
recognised in overseas markets. 

The above is a general discussion about 
some of the certifications manufacturers 
have in Australia. Different certifications 
may help your business depending on 
how you want to market your products 
and which countries you may want to 
export to.

Please note, that this list is neither 
compulsory or exhaustive. You need to 
decide what is right for your brand and 
for your company, and maybe none of 
the above regulations are what you need 
for your business. There are still many 
obligations you need to meet when 
manufacturing and selling cosmetics in 
Australia, foremost ensuring that your 
product is safe for the consumer to use.

harmonise organic and natural 
cosmetic certification rules, and lobby 
institutions in the sector’s interests. An 
organic and natural certification body 
that promotes the use of ingredients 
from organic farming, uses production 
and manufacturing processes that are 
environmentally sound and safe for 
human health. Their aim is to include 
and expand the concept of “green 
chemicals”. Although this standard 
comes out of Europe it is recognised 
globally for marketing purposes.

4. Other Australian Organic 

Certifications – ACO, OFC, NASAA 
and others – these bodies certify under 
the Australian National Standard for 
Organic and Biodynamic Produce. These 
organic standards are mainly recognised 

TONI OVENELL is a formulation chemist 
and consultant for Queensland Cosmetic 
Formulators. She has worked in the 
cosmetic industry for many years in 
a range of roles covering areas of 
technical sales, quality, supply chain, 
manufacturing and product development. 
Most recently Toni has worked for a 
small contract manufacturer as technical 
manager, prior to setting up her own 
business. Toni is passionate about 
sharing her knowledge, maintaining a 
viable cosmetic industry in Australia and 
helping people bring their product ideas 
to market. She also likes champagne and 
hockey.
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S
skin’ and ‘water therapy’ common. 
Laneige, owned by Korean skincare 
giant Amore Pacific  (founded in 1945 
and said to be one of the top 15 cosmetic 
companies globally), offers for example, 
a Water Sleeping Mask and Water Bank 
Moisture Cream. Their trademarked tag 
lines include Advanced Water Science, 
Sparkling Coat and let’s not forget Water 
and Sleep Tox - highlighting a love for 
novelty by consumers here. Another 

ingredient origin playing a role, but also 
curious about how to maintain brand 
relevance in the highly competitive 
beauty industry. My suggestion was to 
encourage brand owners to decide from 
the outset whether their goal was to 
be a mass market brand or a niche one. 
Obviously ours (Aromababy) took the 
boutique brand approach initially, which 
meant we quickly ran out of market 
opportunity in Australia, leading to us 
exporting very early on in our business. 
As the market for natural and organic 
grew in size, our niche brand became 
more ‘mainstream’. So in addition to 
being adaptable and f lexible to market 
trends and consumer purchasing habits 
which all drives demand (and  these vary 
from region to region) it is also critical to 
be remain congruent with your original, 
core brand values.

Seoul, the heart of K-Beauty, did 
not disappoint with references to ‘glass 

Since our last issue I have visited beauty 
events in both Bangkok and Seoul as a 
guest of organizers, Kintex. In Bangkok 
only Aromababy and GL Natural 
Beauty were present from Australia 
and only a handful of Australian brands 
were present in Korea which I found a 
little surprising. Both these exhibitions 
represent enormous opportunity for 
our beauty and personal care brands 
with fewer entry barriers and more 
manageable market size as compared 
to say China or USA.  At our booth 
we hosted guests from Russia, China, 
Indonesia and Malaysia for example, 
mostly seeking established natural beauty 
brands to add to their portfolios and 
representing numerous countries.

In Korea for K-Beauty, I presented 
on natural skincare trends in Australia. 
The largely female audience was not 
only interested in our sustainable raw 
material approach to beauty, with 
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whiz Jamie Johns of OrderGroove. 

Formerly of Birchbox – the New York 

based, online beauty subscription 

service, Jamie explained that she believes 

Korean brands can improve their success 

in markets abroad. Product distinction, 

a better focus on the customer and 

understanding country-specific 

consumer demands were amongst her 

top recommendations. I believe this 

would apply to Australian beauty brands 

also.

Jamie shared with us her top tips for 

succeeding in the highly competitive 

beauty industry highlighting the need 

for “consistent branding, messaging and 

story-telling” across all mediums, with 

her number one take-away being  to 

“ensure product/brand distinction” in 

order to stand out from the crowd.

I recently also returned to China 

to participate in the inaugural China 

International Import Expo (CIIE) in 

Shanghai.  Together with a number 

of fellow Australian beauty brands, 

Aromababy exhibited alongside GL 

Natural Beauty under the guidance of 

a co-branded Health More/Australia 

Post banner – a pavilion which gained 

multiple pieces of media coverage and 

was visited by both State and Federal 

Ministers who were in town to support 

and shift toward a more minimalistic 
approach, highlights the need for 
individual products to be even more 
effective and offer multiple benefits. An 
example would be a toner which has 
hydrating properties, eliminating the 
need for a separate moisturizing product.

Whilst in Seoul I also met ecommerce 

successful brand from the Amore Pacific 

stable is Innisfree (which also has stores 

in Australia). This brand offers a range 

of products using green tea, orchid and 

others, grown on Jeju Island. Packaging 

here ranges from classic to quirky and 

includes images of girls on skateboards 

and young men in sun lounge chairs. 

The ever-popular sheet mask is well 

represented here, with this brand 

marketing more than 3 dozen varieties. 

On offer are what I like to call the 

veggie-patch trio of tomato, broccoli and 

cucumber as well as the more traditional 

orientals, each highlighting a hero 

ingredients for example bamboo, green 

tea and ginseng. No surprise therefore, 

was the machinery on display at this 

expo, my favourite, a fully automated 

face mask machine which prints, fills and 

seals each sheet mask with precision and 

speed.

Aside from observing a continuation 

of the ‘more is more’ approach to beauty 

where ‘triple cleansing’ and double 

moisturizing were key features across 

multiple brands, a more simplified 

approach to one’s regime was also being 

embraced. A move away from the 

popular ‘7 to 10-step’ beauty routines 
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located several hundred metres from 
the expo entrance), CIIE ran smoothly 
and was regarded in general as a success 
by participating Australian beauty and 
personal care brands who invested in 
being on the ground. Bookings for the 
2019 expo are now open.

‘golden ticket’, closely guarded by those 
who were fortunate enough to have 
them and sought-after by those who 
missed out.

Despite the rigorous security, a long 
queue for both entry and exit and the 
single taxi drop off point (which was 

Australian businesses. Australia Post 
Group CEO Christine Holgate was also 
on hand to support exhibiting brands 
and discuss their experiences in working 
with the AusPost Tmall store. With 
President Xi Jinping in town for day 1, 
entry passes were scarce - likened to a 
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• Gloss – The modification of the 

surface of product to have a shiny 

finish.

Categories of waxes
Petroleum Waxes

Petroleum waxes are derived from lube 

oil refining and are purified extensively 

to allow for safe use.

Paraffin waxes

Paraffin waxes are refined mixtures 

of solid linear hydrocarbons C20 – C45, 

with predominantly n-alkanes (50–90%). 

Paraffin wax has a lower oil binding 

capacity than Microcrystalline wax but is 

an excellent oil gelling material.

Microcrystalline waxes

Microcrystalline waxes are refined 

mixtures of solid linear and branched 

hydrocarbons. Microcrystalline waxes 

have predominantly branched structures, 

with minor n-alkanes content (10-

60%). Because of its ability to bind 

high amounts of oil (more than other 

waxes), microcrystalline wax finds use 

• Lubricant – The property of the wax 
to create a hydration feel on the skin.

• Moisture barrier – Waxes provide 
moisture barrier both from external 
moisture (water repelling) and by 
preventing moisture loss in the skin 
(occluding) by its film forming 
properties.

• Structuring Agent – Creates order 
within a product, typically stick 
materials.

• Hardness adjuster – The modification 
of surface hardness which typically 
results in increased strength.

• Oil Binding – The ability of the wax 
to prevent the oils from sweating or 
migrating out of the product.

• Gelling – The thickening of the oils in 
cosmetic product.

• Melting Point Modifier – Creates 
thermal stability of the cosmetic 
product.

• Plasticiser – The ability for the wax 
to create f lexibility in a structure by 
reducing brittleness.

• Slip – The smooth feel imparted by the 
wax when the product is applied across 
the body or lips.

Waxes are a group of materials derived 
from natural, petroleum, mineral or 
synthetic origin with the following 
general properties:
• Solid at 20°C, varying from soft to 

hard.
• Water repellent.
• Relatively low melting points (40-

100°C).
• Low viscosity slightly above melting 

point.
• Consistency and solubility strongly 

temperature dependent.
• Varies from large macro crystals to 

very fine micro crystals.

Why are waxes used in 
cosmetics?

Waxes have different functions and 
impart different characteristics in 
cosmetics:
• Emulsifier – The ability of wax to act 

as a stabiliser of a water / oil emulsion.
• Thickener – The modification of the 

viscosity of the emulsion which may 
act as a consistency regulator.

• Emollient – The softening of the feel 
of the product upon the skin.

What is a wax?

advertorialadvertorial
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has strong global positioning in sourcing 
strategic raw materials. Combined 
with their multiple manufacturing 
locations, this offers enhanced supply 
chain security to our customers. The 
Paracera™ waxes for cosmetics and 
personal care applications are recognised 
by leading brand owners for high quality 
and consistent performance. The range 
consists of petroleum wax blends, 
natural waxes and specialty narrow-cut 
materials. The Paracera™ waxes are 
produced in FSSC 22000 certified food 
grade facilities.

Paramelt work closely with their 
customers by bringing their knowledge 
and expertise to the development and 
production process. This long-established 
know-how and experience can be found 
in every department of the company and 
results from many years in the business. 
Throughout the company they share the 
commitment to constantly provide 
products of high quality and reliable 
performance to their customers.

Which products do we offer:
Ozokerite waxes

Paracera M:
The most versatile wax in our range. 
Formulated with a well-balanced 
proportion of straight and branched 
chain hydrocarbon waxes. The product 
has consistency regulating and gel 
forming properties. Due to good 
absorption of mineral and vegetable oils, 
stable and fine crystals are formed.

Paracera W80:
A balanced formulation of mineral 
hydrocarbon waxes that delivers dry 
consistency when used in creams and 
provides excellent oil binding properties 
for stick forms. Used as a regulator in 
preparations for decorative cosmetics 
when a hard and high melting point wax 
is required.

Paracera 11946:
A blend of primarily linear mineral 
and synthetic waxes that imparts 
advantageous properties in warmer 
climates due to its higher temperature 
stability. It has superior gel forming 
properties with oils and excellent gloss 
from enhanced macro crystal formation. 

Candelilla Wax (Euphorbia cerifera) 

is obtained from a reed-like plant in 

northwest Mexico and southwestern 

United States. It is used mainly in 

lipsticks and mascara.

Rice Bran Wax is derived from bran 

which is removed from rice. It is used 

mainly in lipsticks and creams.

There are still other natural waxes that 

see little use for now: soy wax, orange 

wax, sunf lower wax, lemon peel wax, 

grapefruit wax, are just a few of the 

natural waxes that have become available 

recently.

The two most common Animal Waxes 

that are listed for cosmetic use today are 

Beeswax and Spermaceti:

Beeswax (Cera alba) is secreted by the 

honey bee and is a building product for 

the hives. The wax is then bleached to 

arrive at its desired colour: either yellow 

or white. Beeswax is mainly composed 

of myristyl palmitate and a small amount 

of hydrocarbons and organic acids. It has 

a melt point range of 61-65ºC.

Spermaceti is the wax obtained from the 

head cavity and blubber of the sperm 

whale. Due to the outlawing of whale 

hunting in most parts of the world, 

spermaceti wax is no longer used in 

cosmetics. Since it is predominantly 

cetyl palmitate, synthetic spermaceti has 

become the main replacement for this 

wax.

Who is Paramelt?
A S Harrison & Co are proud to 

be partnering with Paramelt, a global 

manufacturer of specialty wax blends for 

a range of applications including food, 

cosmetics and packaging. Established 

in 1898 the company operates eight 

manufacturing and R&D facilities in 

the Netherlands, UK, USA and China. 

Through their global presence Paramelt 

in practically all types of cosmetics and 

is particularly useful in lip balms and 

lipsticks to prevent “sweating”.

Ozokerite waxes

For cosmetic and pharma applications, 

formulated blends of petroleum waxes 

have replaced the naturally occurring 

mineral wax Ozokerite, as original 

Ozokerite is no longer commercially 

available. The original Ozokerite wax 

was obtained from bituminous coal. 

The chemistry was a blend of linear 

hydrocarbons (paraffin) and branched 

hydrocarbons (microcrystalline wax), 

but it had darker color and odors due to 

contaminants. The formulated Ozokerite 

products are chemical equivalents to the 

natural occurring material but are more 

highly purified from contaminants.

Natural waxes

Vegetable Waxes are of various qualities 

that occur as coatings on leaves, stems, 

fruits and grasses. Most of these waxes 

are produced in tropical or arid climates 

where the wax helps prevent moisture 

from escaping from the plant. 

Pure vegetable waxes are soluble in most 

non-polar solvents. They are usually high 

molecular weight fatty acid glycerides 

that do not become rancid.

Most popular vegetable waxes are as 

follows:

Carnauba Wax (Copernicia cerifera) 

obtained from the leaves of the ‘tree of 

life” in Brazil. This very popular and 

possibly the most widely used wax in 

the world sees most of its applications in 

lipsticks, mascara, eyeliner and different 

types of polishes where shine is desired.

Japan Wax is a protective coating on the 

berries of several varieties of Japanese 

sumac trees. Most of its use in lip and eye 

shadow sticks.

Paraffi n wax - FR
Intermediate wax (ceresin & 

ozokerite alternatives)
Micro wax

Crystal structure macro intermediate micro

% Iso alkanes 10 - 20 20 - 40 60 - 90

Colour white white White / yellow

Melting point °C 50-65 62 - 82 65 - 90

Penetration (hardness) (dmm) 12 - 18 10 - 30 6 - 60
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beeswax the chemical, physical 
and performance characteristics are 
comparable with pure beeswax.

Natural waxes

Beeswax Care 144:
100% pure bleached beeswax. A 
natural emulsifier, it stabilises creams 
and lotions, increases compatibility of 
materials in decorative cosmetics and 
works as an emollient and oil binder in 
stick products.

Beeswax Care 146:
100% pure refined beeswax. A natural 
emulsifier, it stabilises creams and 
lotions, increases compatibility of 
materials in decorative cosmetics and 
works as an emollient and oil binder in 
stick products.

waxes that allow highly selective 

performance enhancement in rheology, 

crystallization, gelation and stability. 

Paramelt introduced five products in 

this line: Paracera N78 – Paracera N88 – 

Paracera N96 – Paracera N101 – Paracera 

N106.

Specialty waxes

Paracera C44:
A blend of Carnauba and other waxes 

that increases hardness and gloss of 

decorative cosmetics and sticks. It 

gives increased temperature stability 

to cosmetic products and is a good oil 

binder and co-emulsifier.

Beeswax Blend 164:
A blend of beeswax with other 

ingredients, which comes in a white 

colour. In this partially synthetic 

beeswax the chemical, physical 

and performance characteristics are 

comparable with pure beeswax.

Beeswax Blend 166:
A blend of beeswax with other 

ingredients, which comes in its original 

yellow colour. In this partially synthetic 

Also used to give stick products good 
structure and hardness and prevent 
tackiness in decorative cosmetics.

Paracera 13863:
A formulated mixture of hydrocarbon 
waxes creating an Ozokerite structure and 
performance with increased temperature 
stability. The Ozokerite type composition 
allows for both good oil gelling and 
enhanced oil binding properties. For 
use in sticks, decorative cosmetics and 
skin care, it stabilises the final product, 
enhances hardness and temperature 
resistance and modifies rheology.

Microcrystalline waxes

Paracera L:
A hydrocarbon wax, of microcrystalline 
structure, that distinguishes itself by 
its unique low congealing point. The 
low oil content and f lexible character 
makes it very suitable for many cosmetic 
applications where good oil binding or 
viscosity regulation is required.

Paracera MW:
A mixture of hydrocarbon waxes 
composed of predominantly branched 
chains, provides this microcrystalline 
wax with consistency, regulating and gel 
forming properties. Forms fine crystals 
and stable structures due to its good 
absorption of mineral and vegetable oils.

Paracera H:
A hydrocarbon wax, of microcrystalline 
structure, that is distinguished by its high 
congealing and melting points. Used as 
a regulator in preparations for decorative 
cosmetics and its superior oil binding 
behavior makes it very suitable for stick 
forms.

Paraffin waxes

Paracera P:
Used in ointments and cream 
formulations to improve consistency. 
Adds gloss and moisture retention to 
sticks and color cosmetics. Its good oil 
absorption permits the addition of high 
proportions of effective substances to the 
fat phase.

Narrow Cut waxes

Paracera N-line:
A line of unique narrowly distributed 

A S Harrison & Co offers a 
comprehensive range of Paramelt 
products – for more information, 
starting formulations and samples 
please contact A S Harrison & Co 
Performance Ingredients Team at 
performanceingredients.ash@harrison.
com.au or +61 (0)2 8978 1016
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and dermatology arenas, particularly in 
relation to sunscreen testing.

An alternative method of skin type 
classification was provided in the 
2010 version of the ISO standard and 
this is based on direct instrumental 
measurement of skin colour based on the 
L*a*b* colour space system. This method 
is known as Individual Typology Angle 
“ITAo”.

The proposal to abandon the 
Fitzpatrick Skin Type approach was 
proposed by the author on behalf of 
Standards Australia Committee CS042.

Justification for Change
The primary reason for change arises 

due to the fact that the Fitzpatrick 
classification is based essentially on self – 
assessment. See Fig 1.

A compilation of our own internal data 
was submitted to ISO. This consisted 
of the collated records of n = 331 test 
volunteers. A total of 44 or 13% were 
shown to be mis-classified by at least one 
Fitzpatrick Skin Type. The implications 
of this are that the exposure series during 
the conduct of the SPF test would not 
be appropriate and could easily lead to 
invalid results.

Figures 1 and 2 below clearly show the 
advantage of ITAo approach.

Overview of main steps of the 
test method
1 Acclimatization period for the skin
2 Determination of ITAo on the back 

of the subject.
3 Delineation of test sites on the back 

of the subject;
4 Weighing of the product
5 Application of the product;
6 Waiting period before UV exposure;
7 UV exposure;
8 Use of Internal Reference 

Sunscreens:
9 MED assessment;
10 Calculations;
11 Reporting.

Changes of significance relate to items 
2,4,5,7,8 and 9 of the above, so represent 
some significant edits.

Classification of Skin Types (2)

  According to common classification, 
all humans fit Fitzpatrick Skin Type 
I to VI. This classification of human 
skin based on environmental reaction, 
but commonly interpreted as skin 
colour, originates from the method first 
proposed by Thomas B. Fitzpatrick and 
published in 1975(3). Still in common 
use for dermatological research into skin 
pigmentation and sun sensitivity, it has 
wide application in the cosmetic science 

The process of finalization of the ISO 
24444 SPF(1) test method for sunscreens 
was completed in 2010 and was adopted 
into Australian Standard AS/NZS 2604 
in 2012(2). ISO procedures require that 
that a Standard be reviewed after 5 
years in order to confirm utilization and 
validity. Such was the process initiated 
for the sunscreen standard early in 2016. 
At the date of the authoring of this 
presentation, this process is incomplete 
but is sufficiently advanced for prediction 
of agreed changes to be presented as 
set out below. Although there still 
exists, the possibility of changes to the 
final document, in the opinion of the 
authors, the modifications to the test 
methodology represent improvement in 
the state of the art. As will be seen from 
the supporting justifications provided, 
each is based on sound grounds with 
the overall objective of reducing inter-
laboratory variability in the conduct of 
this test methodology.

Much of the data on which the 
changes are based was either generated 
in our laboratories here in Australia, or 
tested for validity when submitted to the 
ISO Working group – WG 7 of TC 217.

Changes to ISO 24444 Sunscreen 
Test – Why and When?

by John Staton
Eurofins Dermatest Pty Ltd Australia

technicaltechnical
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around 9,000 values was collated at ISO 
level. Rather than clarify the objective, 
somewhat like a dart board, it rather 
records all attempts at hitting the target – 
including miss-hits.

A clearer guidance is given in the 
proposed midpoint guidance chart as 
shown in Figure 5. This best fit target 
range is currently being evaluated. This 
is more in line with the expected values 
based on the ARPANSA Values for Skin 
Types where Type I is 200 Joules/sq m, 
Type II is 250 Joules/sq m and Type III is 
300 Joules/sq m.(5)

Fig 5. Exposure Progression, Targets and 
Spread of Skin Types.

Additionally, it is proposed that there 
will be some requirement to ensure a 
mix of test subjects of differing ITAo in 
each 10 subject test study.

The data we have collected in our 
own studies does not indicate that this 
is necessary. For example, comparing 
unprotected MED for Asian with 
Caucasian test subjects as in Fig. 6 
shows a consistent linear relationship. 
This would mean that a test lab in Asia 
without the availability of “Type I” test 
subjects should achieve the same results 
as one in Europe, for example.

Allowances for Loss during 
Product Application (4)

It has long been recognized that the 
SPF is film thickness dependent.

The amount of test product and 
reference sunscreen formulation 
applied to the skin before spreading is 
required to be (2,00 ± 0,05) mg/cm2. 
The amount of product absorbed by 

test volunteers. In the case of Fitzpatrick 

Skin Typing approach, it is not possible 

to evidence a correlation as the 3 sets of 

values are separate.

In the opinion of the author, the 

picture is not as clear when data from 

A major benefit of the plotting of ITAo 

versus erythemal response does is that it 

allows both prediction and confirmation 

of the close to linear nature of skin 

response. This is shown on the example 

of in house data collected from over 300 

Fig. 1. Fitzpatrick Correlation?                                Fig.2. ITAo Correlation

Fig 3. Eurofins Dermatest Data

Fig 4 Interlab Data
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Actives : 12.6 %

Gas : 28.3 % Ethanol : 55.1 %

Other : 4.0 %

Volatile components (ethanol?) = 

77.0% of degassed sample

_____________________________

Kids SPF50+ Aerosol Spray

Formula Estimation :

Actives : 21 %

Gas : 27.7 %

Ethanol : 48.7 %

Other : 2.6 %

Volatile components (ethanol) = 67.0% 

of degassed sample

Examination of product 
application.

Use of a hand held UV lamp, known as 

a Woods Lamp, is currently optional for 

the purpose of examination of product 

application evenness and containment 

within the rectangular area of 

application. It is proposed that this now 

be mandated.

The applied test patch of sample will 

normally easily f luoresce under UV 

light. It is thus much easier to observe 

under the appropriate wavelengths of UV 

light provided by the Woods Lamp.

Evenness of irradiation light 
Beam (7)

This test parameter has not previously 

been quantified. An uneven beam 

is usually caused when the optical 

components of the solar simulator are 

not fully aligned. Unevenness can lead 

to inaccurate evaluation of the exposure 

endpoint.

UV sensitive film can be used to 

determine this test parameter. Examples 

are shown in Fig 8.

New Reference Sunscreens (8).
Several new reference sunscreens, 

with higher SPF values, have been 

proposed on the grounds that it is not 

reasonable to run an SPF 15 comparison 

against an SPF 60 or more product. Still 

under discussion is the frequency of this 

requirement for higher SPF reference 

method validation challenge.

Eurofins Dermatest prepared samples 

which were included in a Water 

together under one general application 
method.

The proposal is to identify individual 
product forms and prescribe a method for 
each. The schematic for this is shown in 
Fig 7.

Justification for Change:
Primarily, this is intended to clarify 

the product presentation method in order 
to eliminate the need for interpretation, 
which could lead to variability, especially 
between test labs.

Probably, the most contentious is the 
procedure for aerosols. Not only do 
they contain a significant proportion 
of propellant gas but they also typically 
contain volatile solvents such as ethanol. 
The dried down film thickness can be 
a small as 4 microns, thus resulting in a 
discontinuous film coverage. Here are 
some examples from measurements in 
our own lab.

Sport SPF50+ Aerosol Spray

Formula Estimation :

the finger or fingercot has to be taken 
into account. This consideration has 
been ref lected in the proposed changed 
wording.

When a finger cot is used, the loss 
will depend on the structure and type 
of finger cot used (4). Loss is typically 
around 6 to 8 mg but will vary mainly 
due to varying substantivity of the finger 
cot to the solvent component of the 
sunscreen formulation.

Now proposed, when a naked finger 
is used, is a maximum of 2.1 mg/cm2 
(additional 5% may be applied to the 
test area to account for the additional 
area of the application finger), and the 
finger shall be cleaned between product 
applications with an alcohol wipe.

Method of Product 
Presentation (5)

Current ISO 244444 only describes 
in general terms. The application of 
powders is treated separately, whist all 
other forms of sunscreens are grouped 

Fig 6. Eurofins Dermatest MEDu Response Data – Asian versus Caucasian.

Fig 7. Categories for Differing Application Methods
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the reported SPF as it is the denominator 
in the simple division of protected versus 
unprotected skin.

We collated the reported MED 
endpoint values from 26 laboratories. 
Of this, worryingly, only 12 actually 
indicated the applied dose and the large 
variation in endpoint can be seen in Fig 
10, both in accumulated dose and in 
variability (limit lines).

Conclusion
All of these changes have only one 

objective – to reduce the potential for 
error in conduct of the ISO 24444 test 
method.

Resistance Ring Study as a blind sample. 

At the time of this drafting, results are 

being collated.

Several other formulations are the 

subject of a separate ring test being 

organised from the USA.

Visual Assessment of 
Erythemal Response – MED 
end point (9)

By far the highest source of error, 

the Minimal Erythemal Dose for the 

unprotected skin “MEDu” impacts of 

Fig 8. Uneven and even UV Light Spot examples.

Fig 9. Example of MEDu series of exposures.

Site 1: ambiguous erythema – no clear border 
Grade 0.5
Site 2: unambiguous erythema, >50% of area, 
clear border: Grade 1 = MEDu
Site 3: unambiguous erythema, >50% of area, 
clear border: Grade 1
Site 4: unambiguous erythema, >50% of area, 
clear border: Grade 1
Site 5: unambiguous erythema, >50% of area, 
clear border: Grade 2
Site 6 unambiguous erythema, > 50% of area, 
clear border: Grade 2  Fig 10. MED for Skin Type II as reported by Various Laboratories.
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are conventional thickener or associative 
thickeners. Conventional thickeners 
are most often water soluble polymers 
of high molecular weight that rarely 
contains hydrophobic groups, like 
xanthan gum or cellulose esters. The 
mechanism of thickening comes from 
chain entanglement, hydrodynamic 
volume and f locculation of dispersed 
components. These high molecule 
weight polymers can occupy big 
amount of water, limiting the motion 
of water and therefore leading to the 
viscosity increase. Temperature and 
polymer dosage will significantly impact 
the bonded water content, therefore 

speed of foaming. Some of the available 
thickening technologies could reach 
target viscosity, but often the required 
usage level is so high that they can 
potentially suppress the foam or make 
the foaming process difficult. In other 
cases, some technologies can provide 
thickening but can barely keep stable 
viscosity at different temperatures - it 
becomes watery at a high temperature 
and jelly at a low temperature. 

Challenge #1: Improving 
Thickening Efficiency 

  To achieve viscosity, the main existing 
thickening technologies on the market 

Usage of mild surfactants in skin 
cleansing products, especially amino 
acid-based surfactants, has steadily 
increased in the past decade. It has 
shown a dramatic increase since 2014. 
The key driving force comes from 
high demands on healthy cleansing 
products with attractive sensory. Mild 
surfactants provide low skin irritation, 
luxurious creamy foam at the beginning 
of washing, easy to rinse-off but non-
squeak during washing with soft, 
moisturizing, and smooth after feel. 
The well-known challenge to formulate 
mild surfactants into skin cleansing 
products is to balance thickening and 

New Rheology Solution 
for Mild Skin Cleansings

by Jingjuan Qi, Xianghua Qu and  Dr Sharon Qu
Lubrizol Australia, 28 River Street, Silverwater, NSW 2128

technicaltechnical

Figure 1 Performance Comparison in a mild surfactant system

Formulation: Polymer/thickener 0.8%-1.2%, Potassium Cocoyl Glycinate 9% TS, Sodium Lauroyl Amphoacetate 5% TS, Cocamidopropyl 
Betaine 3% TS, Lauroyl Glucoside 3% TS. MIT 50 ppm, Citric Acid/NaOH q.s.     pH 7.7+/–0.1
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potential risk can be observed due 

to not forming a stable homogenous 

system like in Fig 1, phase separation; 

or the systems are sensitive to the 

temperature f luctuations. Another 

category is associative thickeners having 

hydrophobic and hydrophilic groups. 

The representative includes poly(ethylene 

glycol) ester like PEG-150 Distearate 

or hydrophobic modified cellulose or 

hydrophobic modified polysaccharide 

associative thickeners, or hydrophobic 

modified acrylates copolymer or 

hydrophobically modified alkaline 

soluble emulsion (HASE). The polymer 

is hydrated and form hydrophobic 

interaction with surfactant micelle 

to establish the network and achieve 

thickening. Normally it requires a high 

level of nonionic associative thickener, 

like PEG-150 Distearate, to thicken 

a mild surfactant system. Compared 

with conventional SLES system, mild 

surfactant has a big hydrophilic head, 

hence is not easy to form surfactant 

micelles. The hydrophobic interaction 

between polymer and surfactant micelle 

becomes the key driving force to build 

up the viscosity and stabilize the system. 

Challenge #2: Achieving 
Viscosity Consistency at 
Different Temperatures

The viscosity consistency at different 

temperatures is another key required 

performance that formulators are 

pursuing. As shown in Figure 2, you 

can see a summary of the comparison of 

commercialized rheology modifiers. The 

temperature impacts the water bonding 

ability and the associative interaction, 

therefore polymers like PEG-150 

Distearate or HASE shows a big variation 

between high and low temperature 

which leads to a gelling effect at low 

temperatures and a significant loss of 

viscosity at high temperatures. This is 

not acceptable to consumers, especially 

when they use the product in different 

seasons. Charge repulsion, hydrophobic 

interaction and hydrogen bonding 

are the three main forces formed by 

polyacrylate cross-polymer, therefore it is 

not sensitive to temperature variations. 

Figure 2:  Viscosity Consistency Performance at Different Temperature

Figure 3

Figure 4
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Challenge #3: Achieving 
Creamy Foam without Negative 
Influence on Foaming Speed

Sensory of a body wash formulation is 
a key performance which consumer can 
perceive directly. Both Crosspolymer-1 
and 2 are able to enhance foam 
creaminess with no negative inf luence 
on f lash foam (foaming speed) as 
shown in Figure 3. However, normally 
thickeners will suppress foam volume 
as well as foaming speed when adding 
a certain amount to achieve required 
viscosity.

Other Challenges: Achieving 
Effective Suspension Power 

Albeit thickening and viscosity 
consistency are two main challenges 

for mild surfactant systems, when you 

want to expand product line to develop 

eye-catching products with suspended 

functional/colorful beads, high 

suspension power for the formula should 

never be neglected. Compared with 

different rheology modifiers/thickeners, 

crosslinked polymer provides good 

suspension power. As shown in Figure 

4, crosspolymer-1 @0.8% in glycinate 

surfactant blends can suspend different 

beads.

Conclusion 
To develop aesthetically pleasing, high 

performance mild cleansing products 

that deliver consumers’ expected traits 

such as thickening, suspension, viscosity 

consistency at different temperature 

and foam richness, the technology of 
cross-linked acrylates copolymer like 
crosspolymer-1 (INCI: Acrylates/C10-
30 Alkyl Acrylate Crosspolymer) is 
highly recommended. 
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