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Editor's Note

Flastic is an important and ubiquitous material in our economy and daily lives. It has multiple functions that help tackle a number of the chal-
lenges facing our society, Light and innovative materials in cars or planes save fuel and cut CO2 emissions. High-performancs insulation
materials help us save on enargy bills. In packaging, plastics help ensure food safety and reduce food waste. Combined with 3D printing,
bio-compatible plastic materials can save human lives by enabling medical innovation,

Howaver, too often the way plastics are currently produced, used and discarded fails to capture the economic benefits of a more ‘circular
approach and harms the ervironment. Thara is an urgent nead to tackla the emvronmental problems that today cast a long shadow over the
production, use and consumption of plastics. The milion tonnas of plastic litter that end up in the oceans every year are ong of their most
visible and alarming sions of thesa problems, causing growing public concearn,

Rethinking and improving the functioning of such a complax value chain requirgs efforts and graater cooperation by all its key players, from
plastics producers to recyclers, retailers and consumers. It also calls for innovation and a shared vision to drive investmeant in the fght direc-
tion, Moving decisively towards a more prosperous and sustainable plastics economy could deliver considerabila benefits. To reap these, India
needs a strategic vision, setting out what a ‘circular plastics economy could look like in the decades ahead. This vision needs to promaote
invastment in innovative solutions and turn today's challenges into opportunities.

With this vision in mind the October issue of C3F features an impontant article on “Creating a Circular Econony for Plastic Waste,” by M.
Ramaiah Muthusubramanian, Program Director - Sustainable Flexible Packaging, Hindustan Unilever Ltd, Mumbai, In this article he talks
about the challenges with our current use of plastics and provides solutions to tackling plastic waste.

Al=o included in the issus an interesting article on "Preliminary Chemistry of Synthasis of Sugar Surfactants™ by Mr. Jagdish Thakral of Kailash
Group of Companies. In his article he talks about eco-fiendly polymers based on sorbitol, sugar, starch and organic acids that can success-
fully replace 50-70% acid slurmy with these eco-friendly polymers without adversely affecting foam, detergency and stain removing properties
of detergents.

We once again request members to provide valuable feedback and help support this initiative by sharing important updates about your Com-

pary, any new product launches and related information that you might want to share with the industry. We also welcome your
advertisameants and invite you to share authorad anticles on topics of relevant interest and look forward to your continued support.
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Creating a Circular Economy for Plastic Waste

Ramaiah Muthusubramanian, Program Director — Sustainable Flexible Packaging, Hindustan Unilever Ltd, Mumbai.

Plastics with purpose:

Flastics are an important and omnipresent matarial in our econormy and daily lives. Since it was invented, it has solved many averyday
problems. For instance, it saves lives in hospitals, makes housework easier and makes cars lighter. In the case of FMCG, it has given con-
sUMers access to the best quality product at an affordable price. From an environmental perspactive, it has minimised our dependency on
other natural resources such as metals, paper and board et

Challenges with our current use of plastics:

Truly, there are 2 main challenges for plastics: 1.) the matarial is highly durable with limited options for disposal 2.) Growing volume of plas-
tic waste, due to the linear appreach of take-make-dispose, amost every day, tons and tons of plastics enter landfills, rivers and oceans.
If this trend continues unabated, researchers say, it could cause imeversizle damage to both the natural envircnment and marine habitats,
Im summary, while plastics multifaceted functionality is an ever-growing cpportunity, its post-use waste is a huge challengs which needs to
be addressed.

Size of the challenge

Global production of plastics has grown twenty-fold from the 19680s, reaching 322 million tons in 2015, In the last decade, the world pro-
duced maore plastic than in the whole of 20th century. In India, we generate 15,000 tonnes of plastics waste per day.

What are the solutions to tackling plastics waste?
Meove ug in the waste higrarchy

Linear to circular economy
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Company Progress:

At HUL, we believe in tackling this approach across the value chain with the principle of reduce, reuse, recycle and recover. Through system

atic efforts and partnerships, we have been able to reduce our factory waste by 54% and globally reduced our packaging waste by 1/3.

We have partnered with organisations such as the Ellen MacArthur Foundation to create a 'New Plastics Economy® and collaborate on solu-

tions suitable for evary part of the world we operate in, We have set ambitious commitments, such as

racyclable, reusable or compostable by 2025, and increasing our use of recyclad plastic contant in our packaging to at least 25% by 20

We are driving programs to imp

ement thase goals across the world. We are also working with industry players and forums such as Cll and

FICC] in developing a holistic, self-sustaining end producer responsibility model that addresses state and national requiremeants egqually

We are developing cutting edge technalog

y called CreaSole to recycle multi-layer flexible packaging. In the CreaSoly technology process, the
plastic is recovered from flexibles, and used as post-consumer recyclate back into flexibles for Unilever products - creating a full circular

BCONOITY aparoacn, We intend to make this '.IIE'Z.'Ir"III]"Z.'I"._I]':,-' apen source after comp (Eli"l!:_.'l succassiul technical and cormmercial validations,

Way forward:
There is a clear economic and environmental case for delvering this. We know that globally 380-1206n is lost to the economy through failing

to propery recycle plastics each year. Howeaver, we recognise maore nesds to be done. As a consumer goods industry, we nesd to act now,

act togaether and go much further, much faster, We have a responsibility 1o lead the change by considering our use of natural resources and

future proofing our planets ecosystems. Tharz is a saying that comes to mind -we have not inhearited the earth from our ancestors rather we

Forthcoming Event

One Day seminar on “ Concentrated Laundry Detergents in
Water Soluble Film for Home Care ”- An IHPCIA initiative

30" November, 2018 from 9:00 am to 4:00 pm
Hotel Orchid, Mumbai
For more details

krutika@ihpcia.org / pankaj@ihpcia.org / amit@ihpcia.org
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India’s Halal Market: Opportunities in Cosmetics, Personal Care Segments

indlia Briefing Whitten by Oliver Gonsalves

India has the world's third largest Muslim population at more than 150 millien, and presants huge market opportunities for halal-based
antreprensurs.

Halal or ‘permitted” in Arabic, defines the suitability of a particular product for consumption under 1slamic law, Halal preducts should contain
no dervatives of pork or alcohal, Inthe case of meat products, animals must be slaughtered according to lslamic procaduras,

Whila the concept of halal is often associated with food, it is actually applicaiie to all kinds of consumer goods and sarvices. The global Islamic
halal economy consists of food products, cosmetics, banking and finance, travel, and pharmaceuticals, among others.

Global halal market centers, new focus on consumer goods
The growing demand for halal qualification by Muslim consumers around the world has led to several countries establishing government and
nan-government agencies to provide formal certification services, Previously, halal certification was considered to be an area of responsibility

for local religious bodies.

I 2006, Malaysia became the first country to establish the Halal Industry Developrmant Corporation (HDG) after religious bodies comvinced the
government of the need to establish halal standards in the fast moving consumer goods (FMCG) sector.

Later, in 2015, the UAE established a non-governmental certification body, the Internaticnal Halal Accreditation Forum (IHAF].

Cfficial endorsement of halal standards in Islamic countries often compels companies to actively seek halal compliance to boost sales amang
a population increasingly awars of religious tenets, This compliance in turn secures consumer loyalty.

Since organizing its halal industry, Malaysia has become a global hub for halal products: its halal exports reached US$897 million in 2018 alone.
Indonesia’s halal intiative has led to the developmant of halal tourism clusters (hotels, malls, and entertainment cantars) and industrial hubs that

manufacture halal products.

Demand for halal products especially spikes during the holy month of Hamadan (Islamic calendar), when Muslims fast from dawn till dusk. This
year, Ramadan began on May 17 and will end on June 16.

Among those capitalizing on this seasonal trend are supermarket chains in the UK. They estimate 2200 million in revenue potential associated
with consumer goods cataring to Muslim shoppers during Ramadan,

Im India, the halal industry is pradominanthy linked to the consurmption of halal meat, With only a handful of companias invohead in seling halal
personal care products, the industry is clearly an untapped segment within the highly competitive FMEG market in India.

Eelow, we discuss opportunities for investors in the Indian halal market, especially in the cosmetics and personal care industry,
Wider market for non-alcohol, vegetarian personal care products

The cosmetics and personal care industry is among the fastest growing consumer products segment in India, throwing up huge opportunities
for international companies.
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Multiple macroeconomic drivers have fueled the robust growth in India’s personal care, cosmeceutical, and cosmetics industry over the last
few years. These include the expanding organized retail sector, large youth population, increase in the numier of working women, changing
lifestyles, growing demand for men’s cosmeceuticals, rising disposable incomes, and increasing affordability of luxury and lifestye-orented
products.

A market outlook repaort by the Associated Chambers of Commerce & Industry of India (ASSOCHAM) estimates that India's grooming and cos-
metic industry will grow to USE3S bilion by 2035 from US$E.5 billion in 2017,

Kay segments in the industry are skin cang, bath and shower products, hair care, oral care, and cosmetics, High performing products include
those with multipurpose properties, such as those with anti-ageing benefits, moisturizing care, and sun tan protaction.

Healthcare problems associated with traditional cosmetics are also compelling consumers to shift towards more organic-based products.
Inclian consumers, aspecially the youth cohaort, are becoming conscious of the ingredients and manufacturing process of beauty and personal
grooming products.

While this trend is evident in urban, tier 1 cities, awaraness through social media and intermet-based marketing is spreading across vast tiar 2
and 3 markets.

It has, in turn, scaled-up the scope for selling halal products.

A recent study noted that consurmer preference for personal care products in India strengthened when labels such as ‘natural’, ‘organic’, ‘bo-
tanical', ‘free from’ some harsh chemical, and even ‘religious compliance’ were prasent.

Some of these concerns have lad to the innovation of breathatile cosmetic (halal) goods, which allow water to penetrate the skin during ritual
cleansing. lba Halal Care became the first halal-certified manufacturer of personal beauty products in India, in 2014, and sells across India
through e-commerce platforms as well as in saven Indian cities through offing retail.

A halal personal care product has the potential to attract non-Muslim consumers as well. While emphasizing their adherence to lslamic prin-
ciples, companies can additionally promate their brand's vegetarian, alcohaol-free, safe and gquality products, inturn appealing to a market base
that is much broader and becoming increasingly health conscicus, Forinstance, lba markets its personal care products as free from animal cru-
lty and vegan,

Companies hoping to enter the halal market in India will need to establish their identity and credibility to gain the trust of consumers, Honast
markeating and transparency regarding compliance is key, any scandal invohing religious sentiments in India have long-term repercussions on
a company's image.

In the past, a few Indian brands sought cerification from Indian halal agencies to market their goods in countries with a large Muslim population
ta highly positive outcomes. Bikano, an Indian manufacturer of Indian snacks and sweets, saw its sales in Malaysia jump by 30 percent after
its products received halal certification. In ancther instance, CavinKare, a Chennai-based manufacturer of personal care products saw its sales
of shampoo rise sharply after halalcertification,

Personal carg brands may look at other FMCG segments to understand the potential of seling to halal markets. Indian brands such as Daawat
basmati rice, Goldwinner oil, Vadilal ice cream, Amrutanjan Healthcare, and Gujarat Ambuja Exports have all benefited from a stronger foothold
in global markets like Singapore, Malaysia, and the Gulf Co-operation Council (G0C) countries of UAE, Saudi Arabia, Qatar, Bahrain, Kuwait,
and Oman, after securing halal-certification.

c3science | 5
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Getting a product halal cedified in India

Halal certification generally involves a three-step process in India. Even if the process varies amaong different certifying agencies, the documents
required will be sirmilar,

Applications may also be subrmitted onling.

Application

An application should be forwarded on the official letterhead of the company. it should be accompaniad by the following:
. Approvals from the relevant health safety authornities of the state (province) in which the product is to be sold;

. A list of ingredients;

. An undertaking by the company that the product is free from any ingredients containing alcohol or pork denvatives,
. Copy of export license and a list of export markets;

. A specimen of the products in its original packaging; and,

. Layvout of the production unit and storage facilities,

Audit
Anaudit will be carried of the production facilities, Sanitation and dus respect for Islamic practices relating to praparation and packaging of
products will be observed. A team consisting of a religious scholar and a competant technical advisor will carry out the audit.

Certification
Based on the recommendation of the auditing team, a body of experts shall grant the product a halal certificate.

Therg are a limited number of halal certification agencies in India, and thess are private entities, The government of India does not endorse any
of these agencias in the absence of an official halal standard. Instead, halal certification agencies observa lslamic law to the letter,

Companies should note that halal certification is not compulsory for products intended to be sold in India.

About Us

India Briefing is published by Asia Briefing, a subsidiary of Dezan Shira & Associates. We produce material for foreign investors throughout Eur-
asia, including ASEAN, Ching, Indonesia, Russia, the Sik Road, & Vietnam, For editorial matters please contact us here and for a complimen-
tary subscription to our products, pleass click here.

Dezan Shira & Associates provide business intelligence, due diligence, legal, tax and advisory services throughout India and the Asian region.
We maintain offices in Delhi and Mumbai and throughout China, South-East Asia, India, and Russia. For assistance with India investrmeant issues
or into Asia overall, please contact us at india@dezshira.com o visit us at www.dezshira.com.
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INDIAN NEWS

FMCG major Dabur to sacrifice margins and focus on gaining market share in
short term

Fast maoving consumer goods major Dabur India Ltd. may have to take a hit on its operating profit marging in the short term as it plans to
gain market share, amid the industry facing inflationary pressure.

"Our preference is going to be to gain the market share," Lalit Malik, chief financial officer of Dabur India, told BloombergQuint in an
interaction. *In the short-term, there would be a margin sacrifice.”

However, the compary's focus will be sustainable profit growth in the long run, “There is certainly pressure on our operating marging in
terms of inflation aspect and exchange (rates),” he said. The depreciating rupes could affect the company's margin as its international busi-
ness accounts for 28 percent of revenue, according to a Deutsche Bank Research report. The company plans to tackls it through effective
cost synergies and may resort to increasing the prices in select categories to the extent of inflation, Malik said.

[Chemarc.com - 7September, 2018)

Luxury perfume brand Creed to be launched in India

London's 250-year-old perfume brand Creed will be launched in India. Its maiden storg is beaing launchad in the country in partnership with
Berkelay Baauty Brands Pt Ltd, at The Chanakya Mall.

"The brand's iconic status is in sync with the national capital that boasts of a cross-section of luxury connaisseurs. Cwing to the globalisa-
tion and increase in the disposable income, India has become a profitable market for such luxury brands where the buyers want to exper-
ence international standards while shopping," Gaganmesat Singh, Managing Director, Berkeley Beauty Brands Pt Ltd, said in a statement.

Founded in London in 1780, The House of Creed is the only family-owned luxury fragrance dynasty that has served royal houses as well
as discerning patrons for over 250 years.
(Chemarc.com - 7 September, 2018)

Godrej Consumer Products divests its entire stake in UK business

Godre] Consumer Products Limited (GCPL) anncunced that it has divested its entire stake in its UK business, Godrej Consumer Products
LIk Lirmited, to JZ International, a8 pan-European private investment business based in London, effective immediately.

"W continue to make strong progress on our journay 1o be a leading FMCG player in emearging markets; guided by our 3 by 2 approach,
and focusad on 3 categories (home care, hair care and personal care), in 3 geographies (Asia, Africa and Latin America), explained Nisaba
Godrej, executive chairpersan, GCPL. “As we build on our presence in thase emerging markats and sharpen our strategic focus, we have
decided to divest our UK business. This is in line with our long-term objective of continually optimising our portfolio and making the appro-
priate capital allocation choices to drive superior value creation.”

He noted that Godre] UK was the company's first international acquisition back in 2005 and over the years it created a strong personal
care business with leading brands such as Touch of Silver, Cuticura and Soft & Gentle.

“We are delighted to announce the acquisition of Godrej UK from Godrej Consumer Products and we look forward to working with the
talented LIK management team,” said Martin Wright, senior partner, JZ International. "The company has an exciting portfolio of unigue and
dynamic brands focused in the personal care sector and well recognised in both UK and international markets. The company has experi-

enced impressive growth under the ownership of Godrgl Consumer Products and we look to continue growing the business both organi-

cally in the UK and overseas and through acquisition.®

(Times of India September 1, 2018) c3 science I 7
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FMCG major Marico plans to strengthen its non-coconut oil portfolio in
Bangladesh

FMCG major Marico Ltd plans to strengthen its non-coconut il portfclio in neighbouring Bangladesh. Ower the next two-thres years, nearly
athird of its turnover therg will be non-coconut cil-based products.

The paortfolio accounts for 26 per cent of the company's business in Bangladesh, and includes male-grooming products like Set Wet hair
gels and decdorants, 'Parachute Advansed” men hair cream, hair colour offerings, 'Mediker anti-lice shampoo , ‘Parachute Advansed’
skin care products and 'Saffola’ premium edible oils. ‘Parachute’ coconut ol continues to be the flagship brand.

Marico cperates through its subsidiary, Marico Bangladesh Limited. that contributes 45 per cent of the company’s international business.
[Chemarc.com - 28 August, 2018)

Colgate-Palmolive picks up minority stake in Bombay Shaving Company

Colgate-Palmolive has picked up a minority stake in Bombay Shaving Company (B2C), a premium onling men's grooming brand, for an
undisclosed amount, Existing investor Fireside Ventures also participated in the Series A funding round.

Founded in 2016, BSC claims to have over 80,000 customers and a portfolio of 30 products across the shaving, bath and body, skin- and
beard-care categories.

“We mat with the team from Colgate-Palimolive and were vary excited by the synergies across technology, direct-to-consumer distribution
and supply chain. The young team at B2C stands to leverage decades of experience in Colgate-Palmolive to grow the B3C brand and
reach,” said 5 Ramadorai, former Vice-Chairman at TCS and a long-term backer of BSC,

[Hindubusinessine - 23 August, 2015)

FSSAI sets up expert panel to look into draft labelling regulations

The Food Safety and Standards Authority of India (FS5AI) has decided to form a three-meamier committes to look into the draft food label-
ling and display regulations. The regulations have proposed making red colour-coded labels mandatory on packaged food products which
are high in fat, sugar and salt contents.

Fawan Agarwal, CEO, FSSAI, said, “The pre-draft was earlier sent to the Health Ministry for finalisation. However, industry stakeholders
have expressed concerns. So we have decided to set up a a panel of experts with health and nutrition background to look into the draft
regulations.” He said that front-of-the-pack labels are required to make consumers more aware about healthy and unhealthy food prod-
ucts. The expert pansl will be led by B Sesikeran, former director of National Institute of Mutrition (NIN), and comprise current NIN director
Hermalatha and AIIMS Nikhil Tandon,

Agarwal was speaking at a national consultation on food labeling regulations for safe and haalthy food organised by CUTS International in
collaboration with FSSAI

FSSAl has, in the past, said it is open to suggestions from industry stakeholdars and it will look at labelling regulations adopted by other
countries across the world. The draft labeling regulations were released in April. Industry stakeholders believe these may have an adverse
impact on the evoling packaged food industry

George Cheriyan, Director, CUTS International, said India can learn from the best practices from the other countries such as Denmark ,
Marway and Singapore on labeling and trans-fat regulations. He said the consultation was an attempt to begin a dialogue amaong stake-
holders on the proposed draft labeling regulations.

[Hindubusinessine - 17 August, 2015)
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P&G gets CCI nod to pick stake in Merck

The Compatition Commission of India (CCI) has approved Procter & Gamble Co's acquisition of £1.8 per cant stake in pharma major Merck,

The acquisition is part of a larger deal between Mumbai-based Merck’s German parant and US-basaed Procter & Gamble Co. The deal had
triggered a mandatory open offer under which P&G Overseas India BY along with P&S Co had offered to buy an additional 26 per cent from
the public sharsholders of Merck at INR 1,500.36 a shara.

“PEG's global scale and strategic interast in the health and well-being of consumers provids an excellent basis for accelerating growth, leverag-
ing our teams’ capabilities and expanding the Consumer Health business profitaily. The marketed portfolios, product pipelines and geo-
graphic footprints of both businesses are highly complementary,” said Belén Garijo, Member of the Executive Board of Merck KGad, Darm-
stadt, Germarny, and CED Healthcare at the time of the acquisition.

[Hindu Businessline - 7 August, 2018}

Sanitary napkin manufacturers seek to come under GST net

The industry body for sanitary napking Femining and Infant Hygiens Association of India has written to Finance Minister Piyush Goyal seeking to
come under the GET net that will allow them to claim the input tax cradit under the GET,

The GST Councll, which has caled a special meeting to deal with the problems of small and medium industries, may take up an unprecedented
issue of sanitary napkin manufacturers, who now want to come under GST lewy.

Aftar alot of hua and cry for over a year, the government in the last mesting had bitten the proverbial bullet and brought all GET levies on the sani-
tary napking to zero. Earlier, the napking were taxed at 12%.

Imput tax credit means reducing the taxes paid on inputs from the taxes to be paid on output or the final product. Under a nil-tax GET regime, a
final manufacturer cannaot claim input tax credit even if he or she has paid on certain raw materials or machinary in the chain of manufacturing. In
casa of sanitary napkins, manufacturers pay taxes on raw material such as wood pulp, release paper, adhesives, packing material to the tune of
12% to 18%.

The sanitary napkin manufacturers body is of the opinion that at least 0.1% GET should be levied on the manufacturers so that they can claim
the tax credit when they bring out the final product. That will also give them the margin to pass on the benefits to the consumers,

I absence of input tax credit, the sanitary napkin-makers hava increased the base prica of the pads as a result of which there is no great banefit
to consumers,

(Chemarc.com - 3 August, 2018)
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Emami to go for strategic stakes in new age companies dealing in male
grooming and professional salon products

FCGE major Emami Lid, which sharpened its focus on modern trade and e-commerce channels, has also decidad to go forward with prudent
strategic stakes in new age companies dealing in onling premium male grooming and professional salon products, an official said.

“Irvesting in new-age start-ups has bean another highlight in the business strategy of your company. Sole foous on conventional crganic route
has the potential of lost oppartunities while acquisitions also have their own set of challenges,” its Chairman R.5. Agarwal told sharsholders at
the 35th Annual General Meeting of the company. "Hence, vour compary decided to go forward with prudent strategic stakes in new age com-
panias dealing in onling premium male grooming and professional salon products,” he said.

The company, which has bean widening its distribution netwaork, added 1.2 lakh direct retailers to take up the total coverage to 8.5 lakh,
"Keeping the changing times in stride, your company has also sharpenad its focus on modern trade and e-commerce channels," he said.

In the international sphere, the company strategically commissioned a third-party manufacturing unit in Sri Lanka in order to deepen its footprints
in a growing geography.

“With annual growth of 14 per cent last vear, the company is poised to expand its portfolic in key markets by launching new products,” Agarwal
&aid.

Speaking on the implementation of Goods and Services tax (G3T) he said: "This had an initial impact on the companies like ours. The new ways
of working disrupted sales channels particularly whaolesale."

Fast Moving Consumer Goods (FMCG) industry as a whole postad its slowest revenue growth rate in two years with CAGR of 4 per cent com-
pared to 13 per cent across the last decade.

Companies with rural focus are set to reap bensfits of various reforms like higher MSP [minimum support price), farm loan waver schemes, direct
transfar of government subsidies and so on, he said.

Im the first guarter of current financial year, the company reported consolidatad net sales of Rs 614.38 crore and EBICTA of Rs 123.52 crore.
(Busingss Standard - 2 August, 2018)

Hindustan Unilever's Dove says it won't Photoshop models for ads in India

In the perfection-cbsessed world of Deauty markeating, Hindustan Unilever Ltd (HUL)-owned skin care brand Dove said it will not digitally
enharce images of models in its advertisements in India. The global practice being introduced in India is in ling with the brand's “Real
Eeauty™ positioning launched in 2004 when it started featuring real wornen in its ads.

Mating that beauty is a source of confidence and not anxiety, the company said it has rolled cut 'MNo Digital Distortion Mark” under which it
is committed to showing real wormen without airbrushing their images in all its ads across print, outdoor, in-store, digital and social media
platforms. Genuine pictures will be usad in Dove's ads for decdorant, soaps, shampoo and conditioners,

Al branded content of Dove will show the "No Digital Distortion Mark' baginning with the brand's decdorant campaigns and by January
2019, it will be incorporated into all static imagery which will clearly state that the image is not distorted.

“It's a proactive measurea from Dove to ensure that women and young girls should not fesl the pressure to look a certain way and fit into a
pre-defined notion of beauty,” said Sandeep Kohli, executive director-personal carg, HUIL.
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According to ‘Dove Girls Beauty and Confidence Report (2017), 78% of Indian wormen believe it is critical to mest certain beauty standards and
71% cited increasing prassures from advertising and madia to reach an unrealistic standard of beauty as a key force in driving appearance anxi-
aty. Dove has been running a self-esteem project since 2004 and it said that in India, it works with the World Association of Girl Guides and Girl
Scouts to build self esteam in thousands of young girls.

HUL's Kohli believes brands with purpose have served thair company well, translating into sales and growth. “Dove, both globally and in India,
is & faster growing brand in cur portfolio, For us, being purposeful is one of the key drivers of this growth,” he added,

Globally, brands like online retailer Modcloth have taken a pledge not to digitally modify models' photos, while US-based department store Target
has run non-adited ads of women swimwear for all body types. Aeropostale's sister brand Aerie has bean running ad campaign ‘Real Aerg’
using untouched images of their models such as gymnast Aly Raisman, actor Yara Shahidi, singer Rachel Platten, and model Iskra Lawrence
since 2014, However, in India, there has been no step in this direciion so far.

Samit Sinha, managing partner, Alchemist Brand Consulting, feels that it is an appropriate decision by Dove as it aligns with Dove's core value
of real beauty and it will only enhance the brand's image in India. “With digital and secial media platforms where peer-to-peer communication is
happening, it is pertinant for brands to walk the talk or be ready to face the ire of consumers who can call a brand out on their unvalidated
claims,” he said.

Mimesh Desai, director of the Institute of Human Behaviour and Allied Sciencas, believes there has been over-emphasis on one's physical
appearance, espeacially owing to peer pressure and anxiety caused by the desire to project a certain image on social media platforms. “While |
think what HUL is deing is commendable and impactful, it is only a flash in the pan since most of the beauty marketing still harps on the idea of
perfect beauty which neads to change,” he said.

(Livernint - 2 August, 2018)

Emami group scouts out Iran entry

Emami is set to enter Iran and is scouting for partners there to begin operations at a time when the country may come under stress on
account of impending US sanctions. The company is in talks with five enterprises in lran and may set up a manufacturing plant to cater to
the local market. Products rolled cut of this plant will be regicnalised. Initially, it will focus primarily on the skin and haircare segment and
entry into other categories will be based on the parformance of these two segments.

“We are planning to enter Iran by the end of this year, and from the first quarter of the coming fiscal year we intend to start selling our prod-
ucts,” Prashant Goenka, director at Emami, told Business Standard, This country doesn't allow foreign direct investrmant and entry into this
market necessitates partnership. However, the company is yet to narmow down on the modus operandi or the nature of the partnership.

Goenka said options including setting up a joint venture or a plant or opt for third-party manufacturing, like its Sr Lanka operations, was
being considerad. The equity holding in the case of a partnarship is also being discussead.

“They have very stringant norms and we need 1o keep in mind this factor while narrowing down on a partner and how we will operate
there,” he said, adding Emami was in the process of getting its products registered in Iran and African countries.

The decision to set up a facility in ran follows from the company's move, which evolved over the past two years, to target the local popu-
lace and offer regicnally customised products for specific markets rather than merely expont homogeneous products from its plants in Ban-
gladesh and Assam. When it ventured into Russia and other countries, Emami had primarily targeted the Indian diaspora and had chiefiy
exported.

According to Iran-based management consultancy firm Aryan Experts, working women in Iran of more than 15 years of age spend 30 per
cent of income on cosmetics, toiletries and body carg products. Besides, almast 4.5 per cant of the annual income of an Iranian household
is spent on cosmetics and skincare products.
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The beauty products market in Iran is estimated to be maore than $2 billion — the second-largest in the West Asian region. On the other
hand, Iran's indigenous cosmetics industry can produce around 20 per cent of the country's annual needs while products are imported
primarily from Turkey and the Linited Ara Emirates (UAE). This opens up huge potential for cosmetics companies to enter this markat. The
lirmitations for foreign companies rangs from high duty, stringant health certification policy, and a prohibition on any foreign direct inest-
ment. Goenka expacts an entry into Iran wil open up a huge consumer segment despite US sanctions. Aryan Experts says while Iranian
wormen have traditionally preferred European brands, their faling purchasing power has compelled them to now consider Asian brands,
miainty from South Korea and India, Besides, maore than 98 par cant of the products sold in this country ara through traditional kirana stores,
leveraging on wholesale channels, while modern retail takes the backseat.

Last fiscal year, despite a poor showing in the first half in its key foreign markets in West Asia, RBussia and others, Emami's international
business grew 14 per cent. Goenka expects a similar momentum in this fiscal year Emami has nine foreign subsidiary companies operating
in Australia, the UK, Bangladesh, the UAE, Egypt, and Sn Lanka

[Business Standard - 1 August, 2018

Thinking “Out of the Box”

In & small Itallan town, hundreds of years ago, a small business owner owed a large sum of monay 1o a loan-shark.
The loan-shark was a very old, unattractive looking guy that just so happenad to fancy the business owner's daugh-
ier

He decided to offer the businessman a deal that would completely wipe out the debt he owed him. However, the
catch was that we would only wipe out the debt if he could marry the businessman's daughter. Neadless to say,
this proposal was met with a lock of disgust,

The loan-shark said that he would place two pebbles into a bag, one white and one black.

The daughter would then have to reach into the bag and pick out a pebble. If it was black, the delbt would be wiped,
but the loan-shark would then marry her. If it was white, the debt would also be wiped, but the daughter wouldn’'t
have to marry the loan-shark.

Standing on a pebble strewn path in the businessman's garden, the loan-shark bert over and picked up two
pebbles. Whilst he was picking them up, the daughter noticed that he'd picked up two black pebbles and placed
them both into the bag.

He then asked the daughter to reach into the bag and pick one.

The daughter naturally had three choices as to what she could have done:

1. Refuse to pick a pebble from the bag.

2. Take both pebbles out of the bag and expose the loan-shark for chaating.

3. Pick a peblble from the bag fully well knowing it was black and sacrifice herself for her father’s freedom.

She drew out a pebble from the bag, and before locking at it “accidentally’ dropped it into the midst of the other
pebbles. She said to the loan-shark; "Ohhow clumsy of me. Never mind, if yvou look into the bag for the one that is

left, you will be able to tel which pebble | picked.”

The pebble left inthe bag is obviously black, and seesing as the loan-shark didn't want to be exposed, he had to play
along as if the pebble the daughter dropped was white, and clear her father's delot.

Moral of the story : It's always possible to overcome a tough situation through out of the box thinking, and nct give
in to the only options you think you have to pick from.
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GLOBAL NEWS

Clariant signs a MoU with Sabic for collaboration in the area of high performance
materials

Clariant, a world leader in specialty chemicals, announced an updated strategy and financial outlook as well as the signing of a Memaorandum
of Undarstanding with SABIC on a significant collaboration oppaortunity batwesn the two companies in the area of high performance materials.
The Group intends to expand more strongly by focusing on customer-specific products and solution offerings with attractive growth prospects
and above average value potential,

By 2021, following the creation of High Performance Materials and the divestment of the remaining Plastics & Coatings Business Area, Clariant
expacts to deliver significantly higher sales of around CHF 2 billion and an EBITOA margin of approximatety 20 % with an operating cash flow
of more than CHF 1.2 billion. “The portfolic upgrads together with the continuation of Clariant's strategy enablas the Group to realize a signifi-
cant step change into higher value specialties, which will allow the Group to considerably augment value creation for all our stakeholders”, said
Hariolf Kottmann, CEQ of Clariant.

The intended combination of Clariant's Additives and high value Masterbatches (color, high temperature resing and health care) and parts of
SABICs Specialties business will create a uniquely positionad provider of highly customer-specific high performance materials and solutions
under the name High Performance Materals, This new Business Area will offer a customer-specific, application know-how driven and competi-
tively advantaged product range of high-performance thermoplastics for demanding thermo-glectro-optical and mechanical environments,
specialty additives and masterbatchas in tandem with an outstanding global compounding platform, Major applications include smart electron-
ics, health care, asrospace, automotive, robotics, additive manufacturing, renewabla enargy, and e-maobility. These applications dermand the
fulfillmant of stringant customer spacifications which require exclusive technology and formulation know-how. High Performance Materials'
superior ability to mest customer specifications and provide technological advantages will creata the basis for an accelerated profitable growth.
This foundation in tandem with cost synergies and enhanced operating efficiencies will fuel substantial profitability progression and unlock
greater value creation. By 2021, sales of High Performance Materials are expected to grow to approximatsly CHF 4 bilion from pro-forma 2017
sales of CHF 3 kilion and the EBITDA margin, including synergies, to 24 - 25 % from 19.4 % in pro-forma 2017,

The combination of Clariant's and SABIC's offerings within Clariant is expectad to result in significant synergies with an anticipated annual run-
rate of CHF 100 million, realized over three years from closing. Implementation costs are estimated at CHF 80 million over the same time. The
comiination will be significantly EPS accrative in the first year,

Clariant will have the majority stake in the intended business combination. Depending on the definitive valuation which is to be determined by
both parties in the coming months, an equalization consideration will be made by Clariant to SABIC, This, however, should not lead to Clariant's
pro forma 2019E net debt (including pensions) / EBITDA leverage ratio exceeding 2.4 x (including SABIC's Specialties business but based on
Clariant's current portfclio set-up before disposals) and should leave the current investment grade rating unaffectad. In the coming months,
Clariant and SABIC will execute the carve-out of their respaective businesses, conduct reciprocal due diligence and continue negetiating the
transaction with the target to sign the definitive agreement by the end of tha first half of 2019, Completion of the transaction is expected to take
place towards the end of 2019, effective as of 1 January 2020, sulbject to regulatory clearances.

Divestment of the remaining Plastics & Coatings businesses

In addition, Clariant announced that by 2020 it intends to divest the Pigments, standard Masterbatches and Medical Specialties businesses
which will not be included in the newly formed Business Area High Performance Materials. This divestment decision underlines Clariant’s com-
mitment to move the portfolic into higher specialty areas and to ensure bast ownership for each of its businessas, Despite being well positioned
and having significantly increased their profitability over the past years, the businesses to be divested do not match the Group's criteria to differ-
entiate through innovation in higher growth and higher profitatility areas.
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Clariant's Strategic Direction

Following a strategic review Clariant alse announced new targets for 2021 in each Business Area. Profitable growth will be driven by sus-
tainable innovations and specialzed customer sclutions which mest the demand for convenience, safety, sustainability and energy
efficiency. With the strategic updats and the resulting higher earnings quality, Clariant also changas its EBITDA margin target from previ-
ously "before excaptional items" to “after excaptional items" going forward. As a consequence, Clariant's financial reporting will be changed
accordingly Beginning in 2019,

The Business Area Care Chemicals expects to continue to grow above the market, at a more accelerated pace. This additional step up in
growth will result from offering more innovative sustainable solutions which meet the market's increasing demand for convenience, rensw-
able and natural products. The entry into new market segments will also support this above average growth. Consumear Care, which is
comprised of Parsonal Care, Home Care, Crop Solutions as well as Health Care, will be the main driver of this Business Area's expansion
strategy. The higher degree of specialties in Care Chamicals and the offering of mora highly specified solutions will drive not only growth
but also increase profitability to new heights,

For the Business Area Catalysis, Clariant targets continued above market growth rates by maintaining and capitalizing on its innovation
lgadership and strong licensing partnerships. Within Catalysts, the introduction of highly innovative and customer-specific catalysts is the
key driver for future growth. Sustainaizle solutions such as the reduction of hazardous materials, thereby providing a much improved toxico-
logical profile also adds to the growth, The Business Line Biofusls & Dervatives will contribute to the growth accaleration which is mainky
driven by the global search for more climate-friendly enargy sourcas and the legal frameworks set out in Europe, the US and China. Clariant
expects to generate sales of at least CHF 100 million from licenseas for the sunliquid® technalogy and bicethanal sales from the production
plant in Romania. The contribution from both, Biofuels & Dervatives and new customer specific catalysts will significantly expand the profit-
ability of the Business Area Catalysis by 2021,

Within the Matural Resources Business Area the Cil & Mining Services activities are expectad to build up momentum as general demand
and a rebound of the ol market improves the industry outlook, Differentiated business steering according to the changing business land-
scapes combined with technalogy and innovation will result in sustainable strong growth. Within Functional Minerals growth will be driven
by entering new regional markets and maoving into new applications through innovations such as smart and active packaging within faed
and agre. As a consequence of the growth in both Business Units the profitability of Matural Rescurces will further improve.

The remaining Plastics & Coatings Business Area, including Pigments, standard Masterbatches and Madical Specialties, will continue to
be managed using differentiated business steering. Figments and standard Masterbatches are anticipated to grow in ling with GDP while
Medical Specialties are expected to grow more quickly in accordance with their underlying end market in health care packaging. The profit-
ability of Pigments and standard Masterbatches is expected to sizably improve via stringent cost management, while Medical Specialties
will penefit from innovations resulting in profitable growth,

[Clariant.com Press Release - 18 Septamber, 2018)

Unilever re launches Lifebuoy in Nigeria

Unilever has used the relaunch of its Lifebuoy brand in Migeria to highlight its global initiative Help a Child Reach 5, while also annoauncing
Afra-pop singer and songwriter Cmawumi Megiel as the new face of the brand.

Unilever has launched a health campaign aimed at improving the hyaiene of about two million Nigeran children under age five beforg 2020.
Speaking at the event in Lagos, Osato Evbuomwan, Category Manager, Skin Cleansing, Unilever Nigeria Ple said: “Private corporations

can play impartant roles inimpacting the surdval of the society, and through the Lifebuoy brand, Unilever is absolutely committed to chang-
ing the hygiena behaviour of a bilion people worldwide by 2020."

Deputy Director, Co-curricular Department, Lagos State Ministry of Education, Ogunlamoye Ayode)i said the state government was work-
ing with Lifebuoy’s ‘Help a Child Reach 57 initiative - to reduce infant mortality rate.
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Afro-pop singer and Lifebuoy's brand ambassador, Omawumi Megbele said, "As a mother of two young children, | simply cannot imagine lesing

them to preventabls infections. I'm thrilled to partner with Lifebuoy to empower parents with the lifesaving message of handwashing with scap.”

The Country Director, Sightsavers, Dr. Sunday Isivaku, said classrooms are important touch points to empower Nigerian youth on hygiene,
[Dailytrust.com News - 12 September, 2018)

Unilever beauty reveals ten-to-one
ratio on M&A deal closures

Unilever's beauty unit has announced that it closes just cne-tenth of
the mearger and acguisition deals the comparny looks at,

According to Alan Jope, Unilevers president of beauty and personal
care, the parsonal care giant has approved over 130 ‘licences to
hunt', which has resulted in just 13 acquisitions over the past four
years, including Dollar Shave Club, Murad and Hourglass.

Highlighting the amount of start-ups wing for acouisition in the
market, Jope continued at a press conference, "Wa're on a ten-to-
one ratio of frogs we have to kiss to find the cccasional princa or prin-
cess.”

Since the start of 2015 Unilever has acquired 24 brands in a bid to
revamp its portfolio and has launched seven new own brands Love
Beauty and Planet, with mora than 12 in the pipeling.

Discussing the company's approach to analysis, Jope said, “We com-
pletely changad how we do market research.”

Jope noted that newer companias now angage directly with consum-
ers at brand inception with a show on social media and in store
(Global Cosmetic Mews - 7 September, 2018)

The Hut Group acquires skin care
manufacturer Acheson & Acheson

The Hut Group has acquired skin care manufacturer Acheson & Ache-
son, according to a report published by Reuters, Terms of the deal
were not disclosed, but the purchase has been estimated at around
£50 milicn to 2100 milion by Sky News.

The British skin care and hair care maker is known as the owner of
Ameliorate, a skin care line sold in Selfridges and Boots, among othar
which will join the THG portfolio,

The Hut Group's latest buy is said to be a strategic move, alowing the
burgeoning e-commerce and beauty brand operation to bring pro-
duction in house,

(Global Cosmetic Mews - 5 September, 2018)

Oxiteno starts up surfactants plant
in US

Ciiteno started up an alkoxylation plant in Pasadena, Texas, the Bra-
zilian surfactants producer said.

The plant has a capacity of 170,000 tonnes/year, the company said. It
will produce a wide range of nonionic surfactants and specialty alkox-
ylates,

The products will be sold to markets such as agrochemicals, home
care, industrial and institutional cleaning, personal care, cilfield chami-
cals, paints and coatings.

The company bought the site back in 2012 for $15m from Pasadana
Froperty. It had previcusly been owned by the company Old World
Industries.

The project took morg than six years and represants an investment of
$200m, Oxiteno said,

“The start-up of our new alkoxylation plant in Texas is a key accom-
plishment in our journey to become a leading supplier of surfactants
and specialty akoxyates to US and global customers,” said Timothy
Madden, chief cperating officer of Oxiteno in the LIS,

Ciiteno is a subsidiary of the Brazilian conglomerate Ultrapar,
(1215 News - 4 Septembier, 2018)
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Evonik to divest US Jayhawk site to focus
on speciality chemicals
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Evonik is taking the next step in systematically focusing
on spacialty chamicals with the divestment of its LIS Jay-
hawk site in Galena, Kansas. The site produces precur-
sors for agrochemicals. which are not included in the
growth businesses defined by Evonik, "We want to con-
tinue growing profitably in the specialty chemicals
sector,” says Evonik Executive Board Chairman Christian
Kullmann, “This also means giving up businesses or sites
if a different cwner can offer the business better future
perspectives. The sale is a further step towards optimiz-
ing our portfolio and it opens up new opportunities for us
in the targeted development of cur growth engines.”

Jayhawk's activities fall undear the Agrochemicals & Poly-
mer Additives business ling in Evonik's Performance
Materials segment. Under a share deal, funds advised by
the international investment firm Permira will acguire the
site along with the company and its approximataly 120
employees. “We're looking forward o successiully grow-
ing the business in Jayhawk further,” said Sebastian
Haffrann, Principal and member of the Industrials Team
at Permira. “We already have a high level of expertise in
customer-oriented  solutions  in - fing  chamicals, for
example through the investment of the Permira funds in
CABE. A strategic cooperation between Jayhawk and
CABB will create a seamless transatlantic product and
service offering from which existing and new customers
of both companies will benefit.”

The sale price is in the high double-digit million dollar
rangs. The transaction is subject to approval by antitnust
autharities in several countries.

Caspar Gammelin, Head of Evonik’s Performance Mate-
rigls segment, sees good prospects for the site under its
naw ownar: “Jayhawk has highly skiled employess,
well-developed facilities, and longstanding  customer
relationships. Under the new owner these strengths can
be leveraged even morg effectively. With this sale, we're
paving the way for the intelligent further development of
our businesses,”

Fermirais a global investment firm. Founded in 1385, the
firm advises funds with a total committed capital of
approximatety €32 billion. The Perrmira funds have a long
track record of successfully investing in industrial com-
panies around the world and have investad over €4.6
Billion in more than 20 companias.
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The CAEEB Group, headguartersd in Sulzbach am Taunus, Germany, is a globally
active producer of precursors, intermediates, and active substances for fine chemi-
cals. With about 1,000 employees, the Group generates annual sales in the region of
£450 milion.

[Evonik.com prass release - 31 August, 2018)

Kimberly-Clark to upgrade Pennsylvania facility

Kimberly-Clark Corp., parent company of Kimberly-Clark Professional, announced
plans to invest mora than USE50 million in its Chester, PA, manufacturing facility.

The upgrads project is anticipated to take three years and once it is complete, will
improve the plant’s energy efficiency by replacing its coal-fired plant with a gas-fired
one. The Chester facility produces the company's Scott brand of toilet paper, manu-
facturing up to 2 million rolls a day.

Kimberly-Clark. Professional offers an array of hand hygiens and contamination-
control products, Located in Roswel, G4, Kimbery-Clark Professional is one of
Kimierly-Clark Corp.'s four business sectors.

(issa.com-news - 31 August, 2018

Pilot Chemical Company opens new innovation Center

Filot Chemical Company officially opened its new, state-of-the-art Innovation Center
in Fittsburgh, Pa., on July 25. The center -- an expansion of the Pilot Polymer Tech-
naologies laboratory facility in Pittsburgh -- doubles the size of the original facility, Pilot
Chemical has added nine new roles to staff the facility, built to address customer
needs and develop new products.

The construction of the Center is a tangible milestone in Pilot Chamical’s Technology
and Innowvation Initiative, which the company launched in January. Under the Initiative,
the company is investing 5 million this year - and millions more over tha next five
yeEars — in technology and innovation,

Filot Chamical’s Vice President of Technology and Inncvation, Patrick MceCarthy, was
joined by the company's CEOQ and President, Pam Butcher, and the chairman of the
company's Board, Paul Marrisroe, for the official ribbon cutting,

“The construction of the Innovation Center reflects Filot Chemical’s firm commitmeant
to innovation and our customears,” said Butchear, “With the opening of this Center and
the planned opening of a Technology Center in Cincinnati in the near future, Pilot is
ready for the future and the changing needs of the marketplace.”

Filot Chemical Company is a privataly owned and indepandent global specialty
chemical company providing high quality products and senvices o the disinfecting,
sanitizing and cleaning; metalwaorking and luricants; oil field and emulsion polymear-
ization industries. Its proprietary core technologies involve alkylation, sulfonation,
sulfation and a number of other specialty operations, including the production of
biocidal quats, tertiary amine dervatives and organometallic fusl additives. Pilot, an
industry leader in chemical inncvation and safety, owns the most state-of-the-art con-
tinuous sulfation process in Morth America, is a leader in quaternary ammonium com-
pounds, and is the world’s largest manufacturer of disulfonates. Pilot is certified under
the American Chemistry Council’s Responsible Care® program. Filot Chemical Com-
pary is headguartered in Cincinnati, Chic.

[Source: Pilotchemicals. comy)
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Ecolab's new Aquanomic enhances
laundry operations at hotels

Ecolab Inc recently announced the latest version of Aguanomic 2.0
Low-Termp Solid Laundry Program, which improves laundry opera-
tions at hotels. Management expects this to boost the company's
Global Institutional business, which comprises the Institutional, Spe-
cialty and Healthcare operating units.

Anout the Program

The program’s advanced analytics and chemistry enhances whita-
nass, extends linen life and reduces costs. Notably, the program offers
a wide aray of products like Laundry Solid Break, Laundry Solid
Clearty Soft Plus, Laundry Solid Detergent, Laundry Solid Iron Control
Sour and many maore.

Furtharmore, the program can deliver water savings of up to 40% and
energy savings of up to 50%. Per management, Aguanomic can
reduce hotels” linen reglacement by 20% or more and realize up to
$8,500 in total annual savings when pairad with Ecolab's StainBlaster
solution. Notably, Ecolab's StainBlaster management provides profes-
sional stain-fighting performance.

Thus, the program fortifies Ecolab's position in providing commercial
laundry dispensing sclutions.

Market Prospects

Fer an article published on intemational hospitality serice provider
CBRE's website, .S, lodging industry owners and operators have
seen a steacy decling in revenug growth since 2014, The bleak
revenus prospects are compelling hoteliers to focus on the operating
statamants,

According to a new report by Grand View Research, Inc., the LS.
laundry facilities and dry-cleaning market is expacted to reach a waorth
of 3141 bilion by 2025 Increased adoption of highly automated
machings for dry cleaning and laundry is expectad 1o fuel market
growth,

Hence the latest development is likely to be a wel-timad one for
Ecolab,
[Source: Zacks.com)

Food Company Nutiva expands into
body care

Superfood company Mutiva has rolled out its first body care specific
line of products. The new Organic Coconut Body Cils line expands
Mutiva's range of MNon-GMO Project Verfied, USDA Certified
Organic, palec-fiendly and naturally gluten-free coconut, chia and
hamp superfoods.

Crafted from young organic coconuts and organic essential oils,
Mutiva Crganic Coconut Body Qils are available in four scants: Lay-
ender, Grapefruit, Ginger and Unscented. Designed for body, face
and hair, the body oils are free of parabens, hexane, petroleum,
pesticides, phthalates, artificial dyes, propylens and butylens ghycol,
sodium lauryl sulfates and synthetic fragrances, according to the
Richmond, CA-basad company.

“Many consumers have already cleanad up thair diets and are look-
ing to their skin next, as we see an increasing demand for body care
products made without any synthetic ingredients or toxins,” said
Steven Maccarato, chief executive officer of Nutiva., “People are
realizing that what they put on their body is just as important as
what thay put in it, and with the skin being the body's largest organ,
it's vital to be aware of the ingredients used in beauty products, too.
Qur new Organic Coconut Body Oils are crafted with one to three
simple ingredients and contain no harmful filers or additives, We
know many consumers have been using our coconut oils in their
beauty routines for years, so creating a line specifically targeting
body care needs was a natural evolution for us, We're excited to
provide consurmers with natural, efficacious solutions for healthy
living from Both the inside and out.”

[HAPPI Mews - 23 August, 2018)

LCG Capital acquires stake in Swiss
cannabis supplier Virdi

LEG Capital has anncunced the acquisition of a 30 percent stakein
Swiss cannabis supplier Virdi,

Legal cannakis imvestment company LOG will take part ownership
of Wirdi, which supplies cannabis sseds and flowers for use in cos-
metics, cigarettes and natural walness Swiss authorized products
to thie Eurcpean and Swiss markets,

The imvestment will put LGS Capital abead in the growing trand for
legal cannabis and will enable further development in the European
market.

John MehMullen, CEC of LGC stated, “We ses Europe as one of the
miost exciting markets for legal cannabis in the world, and to have
this new business partnership and irvestment in VIBIDI reflects yat
another valuable cannabis producing company joining LGCs legal
global cannabis investmeant portfolic.

“We believe that a team such as VIRIDI, will excel in the European
Cannabis market, where projections for the overall market are cur-
rantly estimated to be around €38 Bilion (57.88 Billion CADY per
year growing to over €50 Billion (7616 Bilion CADY™ in annual sales

over time." 3 R
[Globalcosmeticnaws.com - 9 August, 2018) C* Science I Ll
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BASF receives NPA's Novel Ingredient and Science Award for its
portfolio of natural cosmetic ingredients

The Matural Products Association (NPA) recognized BASF for having the largest selection of ingredients for cosmetic
manufacturers who want to certify their products according to the NPA Natural Standard. The 25th Annual NPA Awards
honors cutstanding individuals and companies that have made valuable contributions to the success of the natural
products industry.

“BASF is a truly innovative company that continues to deliver new natural alternatives for consumers yaar in and year
cut,” said Daniel Fabricant, Ph.D., President and CEO of NPA, “We are pleased to honor BASF for their contributions
to our industry and to NPA, the nation’s largest and oldest association for natural products.” The NPA handed out its
award during their annual conferance The Big Matural in Las Vegas recenthy,

MEA's Matural Standard and Certification for Personal Care Products is a set of guidelines that dictate whether a product
can be deemed truly “natural”, and comes to protect and educate consumers. The standard encompasses all cosmetic
personal care products regulated and defined by the Food and Drug Administration (FDA), and is based on four evalu-
ated criteria: natural ingredients, safety, responsibility and sustainability.

“Matural and sustainable solutions are clearly valued by a growing portion of consumers and our customers need trust-
worthy and recognized partners in order to enable their natural products' offering,” said Daniele Piergentili, Vice Presi-
dent, Homa & Personal Care, North America for BASF, "This award is a testament to cur continued commitmeant to lead
in the field of natural ingradiants with our innovation portfclio.”

The MPA award comes on the heel of several other recent award nominations for BASF's Care Creations™, including
the: CEW Beauty Award nomination for the ingredient Dermagenist®, and the Independent Chemical Information Serice
(IC13) award nomination for product innovation for the BASF surfactants.

Tha BASF portfolio for natural cosmetics ranges from basic raw matenals - like surfactants and emollients - to additives
and active ingredients. Besides the NPA Matural Standard, BASF supports their customers also with all necessary infor-
maticn and data for the COSMOS and NATRLUE standards as well as the 150 16128 norm, Arcund 120 ingredients
developed by BASF for personal care applications have already been registered with COSMOS and more than 50 of the
products are evaluated according to the NATRLE criteria, That makes BASF the largest provider of raw matarials that
are suitable for natural and organic cosmetic products under the COSMOS and NATRLUE standards.

|Basf.com Mews Release - 7 August, 2018)
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Loréal acquires German natural beauty company Logocos Naturkosmetik AG

L'Créal announces the signing of an agreement to acquire Logocos
Maturkosmetik AG, the German beauty company which pionesared
natural cosmetics with the brand Logona and other brands such as
Sante. All the company's brands are vegan and bic certified with a
range of products using their own plant extracts and natural ingredi-
ents derived from crganic farming.

Founded in 1978 by a naturopath, Logocos Naturkosmetik is based
in Hanover, Germany and employs about 340 people, In 2017, nat
sales were 59 million eurcs across Germany and other countries in
Europe.

Logona products cover haircare, hair color, skincare and bygiens
product categories and are found in specialized distribution, mainky
organic stores, at a premium price level for the engaged consumers
of natural cosmetics. Sante ine of products includas haircare, skin-
care, hygiens and maka-up and is found mainly in mass retail at an
accessible price for young and trendy consumers,

Alexis Perakis-Valat, President of L'Orgal’s Consumer Products Divi-
sion, said “Logocos brings to the Division two authentic and certi-
fied natural brands as well as a unique expertise from a worldwide
pioneer of the organic beauty market. In line with L'Oraal’s strategy
to “seize what starts”, this acquisition reinforces the position of the
Division on one of today's major beauty ascending trends”.

Fabrice Megarbane, General Manager L'Oreal Germany, said
“U'Ordal Germany s excited to acquirg an expertise in natural cos-
mefics in 4 market where the dasire for organic cosmetics is amang
the highest in Western Europe.”

With this acquisition, L'Oréal plans to expand the sales of Logocos
MNaturkosmetis brands internationall,. The transaction is expected
to be completed in a few months after cusfomary regulatory
approvals.,

fwwwloreal comdmedianews - 1 August, 20158)

LOGOCOS

MATURKOSMETIK AG
- The Natural

Care Company

BASF pursues a capacity expansion of the integrated ethylene oxide complex at
its Verbund site in Antwerp

BASF pursues a significant capacity expansion of the integrated athylens oxide complex at its Verbund site in Antwerp, Belgium. The project
includes capacity expansions for ethylene oxide and for several downstream derivatives, such as surfactants,

In Europe, BASF aperates ethwlens oxide plants in Antwerp arnd Ludwigshafen with a combined capacity of 845,000 metric tons per year, The
company is the largest producer of ethylene oxide derivatives in the region. Major ethylene oxide derivatives are surfactants, ethanol amines,
ghycol ethers, polyether polyals and other specialty products used in a wide range of industries such as home and parsonal care, industrial appli-
cations and the automotive industry,

BASF intends to further strengthen its backward integration into ethylene oxide to support continued growth of its customers in downstream

markets. The final investment decision is expected to be made in 2019,
(Basf.com - 23 July, 2018)
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Henkel opens “Beauty Insights” center in Diisseldorf

How exactly do consumears use styling products, shower gels or toothpastes? In Henkel's “Beauty Insights™ center, the company's Beauty Care
axperts can now observe these consumer habits and directly transform insights into the design and development of new products, Henkel's new
consumer tests center located at its headguartars in Ddsseldorf has recently opened.

Far many years, Henkel's Beauty Care businass unit has been incorporating extensive feedback from consumers into their innovation process.
There already are two test salons in Dusseldorf and Hamburg, where new hair colorations are applied. With its recantly opened “Beauty Insights”
center, Henkel is not only extending the already existing facilities in Disseldorf but is also gaining insights into the use of further product catego-
ries — from body care to shampoos and styling products.

“Our customers use our Beauty Care products in their own individual way. Different trends, but also regional practices are the reason why we
observe significant differences in consumer behavior, We can now analyze these differences in detall in our North American test center in Stam-
ford and the 'Beauty Insights™ center in Dlsseldorf and integrate these differences directly into our product development process,” says
Thomas Férster, Head of Global R&D at Henkel Beauty Carg.

The experts are particularly interested in how consumers handle the products, how much water they use and how exactly they apply the prod-
uct, Thanks to the test cantar, Hankel Baauty Care experts can now directly test and improve products and new developments with their con-
sumers — and gain new inspirations for innovations. Furthermore, the “Beauty Insights” center provides an appropriate satting to gain authentic
insights into consumers” behavior: product testars apply the particular products in fully eguipped bathrooms and can be watched by the team of
researchers — of course, under consideration of applicable privacy policies and strict guidelines.

(Henkel.com Press Release - 18 July, 2018)

Diamond Wipes acquires Rescue Wipes

Hero Wipes, which is owned by Diamond Wipes, has acquired Rescue Wipes, the original brand of decontamination wipe for firefighters. Rescue
Wipas will retain its unigue bBranding and is now part of the Hera Wipes product ling. The Hero Wipes brand portfolio also includes Hero Wipes
EMS, which is formulated to reduce infection risks from bloodiborne pathagens.

"The acquisition of Rescue Wipes is an exciting development for our growing portfolio of products for first responders,” said Eve Yen, Founder
and CEOQ of Diamond Wipes International, Inc.. "We see a real opportunity to intensify the level of education and awareness about how truly effec-
tive on-scene decon is in fighting exposura to cancer-causing toxins.®

Terms of the sale were not disclosed.

Rescus Wipes' origin dates back to 20132 when team members of the yet-to-be formed company participated in a panel with the Firefighter
Cancer Support Network studying the prevalence of cancer in the fire service. The panel's findings determined that dermal absorption was a
leading cause of cancer. It was this finding that led to the creation of Rescue Wipes, the first on-scense decon wipe formulated for the specific
needs of first responders.

Jake Sherman, co-founder and vice prasident of Rescus Wipes, will join the Diamond Wiges International team as sales manager - governmant
sector.

Haro Wipes Fire was introduced in 2017 and is the first on-scene decontamination wipe to have its unique formulation, a patent-pending blend
of.';r@edlmts that works to isolate harmful toxing and carcinogens, scientifically tested for effectivenass in their removal. Hero Wipes is verified
to remove up to 80% of Benzopyrens (BaF), commonly found in soot and up to 82% of TCER the most common toxic flame retardant, in just a
single swipe. ipes is also EWG Verified for its commitment to using safe ingredients, sound manufacturing practices and transparency.
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Within the portfolio of wipe products offered to first responders by Hero Wipes, the Rascue Wipes brand will be positioned
as an entry-level decon wipe. The rationale is straightforward: product alternatives such as baby wipes, which are not
formulated or designed to address carcincgenic compounds, and antiseptic wipes, which contain alcohel, are not appro-
priate for first respondars. Rescue Wipes is formulated with carcinogen absorption and removal in mind, The reduction in
cost is achieved by selecting only the most critical ingredients and choosing smaller size and lighter weight fabric

Of great importance to Hero Wipes is maintaining its "Made in the LLS.A" hertage, and therefore the company will be
moving manufacturing of Rescus Wipes from overseas to Chino, CA. Additional pricrties will include product testing and
a complete integration of sales and distribution.

"Once we have completed testing on Rescue Wipes, we'll determing if any changes should be made to the formulation, It
is impartant that we are able to offer effective solutions within our portfolio at a variety of price points,” said Yen

"The merging of these two exciting brands will allow cur combined team to deliver the cancer prevention message more
effectively through our enhanced distribution channels and our diversely priced and positioned product line,” said Sher-
manr. "

(Happinews.com - 11 July, 2018}

Botswana's cleaning chemical
industry emerges

Recent pro-local empowerment trade policies by
Ministry of Investment, Trade and Industry have et
an early indication that government if finally bending
to protect local manufacturers against dominant
South African players

The cleaning chemicals industry could be the next
big industry with citizens having ventured into the
industry. For years, this industry has bean the pur-
view of the South African markets because it is con-
sidered complex  and  technical, This  week,
Gofamodimo Salomen, Director of Neco Rays (Phy)
Ltd, a cleaning chemical production  compary
revedled that the sector should be taken serioushy
because of the growth potential it poses.

Meco Rays is among burgeoning Cleaning Chemicals companies located in Magoditshane that have been become a hit
with consumers on the streets. While the products are produced in Botswana, the entire chemical arg imported in coun-
trigs such as China and South Africa and then mixed and packed in Botswana for sale.

Meco Rays, a self-funded company started operating in Movember 2017, but it is settling well in with its clientele growing
by the day. Its director reveals that there are at least 5 employess that have bean hired on full time basis, and about 300
worth litres of cleaning chemicals leave the company factony every day. Despite a breakthrough in supphying different busi-
nesses, hotels, parastatals and homesteads, like most manufactures, the company is yet to sall its products through the
leading retailers such as Choppies and Spar.
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Meco Rays is currenthy working on expanding its distribution channels, including using the retail giants as well as export-
ing to the neighbouring countries. Choppies' foot print in neighbouring countries and other part of the continent such as
Kenya could also prove to be handy for the company and other industry's player's expansion plans, Part of the cleaning
chemical that Neco Rays and other companias produce in Megaditshane includad Liguid soap, Engine Cleaners, Zinc
Cleaners as well as Dash Board cleaners among others.

Minister of Investment, Trade and Industry, Bogolo Kenwendo last waek revealed in his roadmap that governmeant will
be pricritising entreprensurship and the advancement of Small, Medium and Micro-sized Enterprises (SMMES) as the
catalysts to achisving economic growth and developmeant as well as economic diversification,

Kenewando also said her ministry will explore export-led growth by promoting export of good for which the country has
a comparative advantage. Government said it will assist in creation Markst access through negetiation of Trade agree-
ment with strategic partnars.

Kenewsndo also promised that government will facilitate development of export incentives for local companies. Govern-
ment recently imposed its protectionist policies, such as banning bottle water as well as cement.

(weskendpost.cobw - 9 July, 2018)

New biodegradable glitter brand Bioglitter announced new
approved resellers scheme.

MNew biodegradatle glitter brand Bioglitter has announced an approved resellers schame that is designed to assure
customers of the “green’ nature of the product.

According to parent company Ronald Britton, the new approved Bioglitter brand licenses scheme will allow licens-
2es to display the Bioglitter branding on their products to assure consumers of its authenticity, With glitter products
currenthy getting bad press due to the inclusion of microplastics within the product formulation, the new aeco-friendly
glitter is bicdegradale in the natural environment,

Consumers brands taking part in the new scheme include, EcoSparkles, Moon Glitter, Eco Glitter Fun and The Soap
Kitchen, amongst others.

Stephen Caotton, commercial director of Ronald Britton said: “There are a lot of glitter suppliers worldwide who claim
they make or sell biodegradable glitter, but the consumer often can't be sure if what they are buying is actually an
eco-fiendly glitter. In some cases companies have besn seling plastic glitter as Eiodegradable.  As the market
leading manufacturer of environmentally friendly olitter, developing an approved systerm where consurmer brands
can use our Bioglitter® logo on thair products, is an assurance for the end user that the product they buy is truly an
eco-friendly glittar.”

Recently launched in the UK, Bioglitter has been created to 'help tackls the problem of microplastic pollution caused
by traditional polvester based glitter’ according to the compary, with the product using the plant-based product
celulose to replace the use of plastics. The ingredient will natural decompose once it enters soil, compost, waste
water or fresh water emdronments where microorganisms arg presant.

[Global Cosmetic Mews - 10 July, 2018)
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AB Specialty Silicones expands capacity

AR Specialty Silicones has completad a significant renovation and expansion of its R&D and QA location, tripling the area of facility.

Additional laboratory faciliies and equipment have dramatically increased technical capabilities for product analysis and performance
matching that will enhance product development, performance testing and technical service, noted the company.

The lab expansion also includes an intermeadiary scale up area equipped with pilat reactors used to bring new products from the lab to the
marketplace.

Thase improvemeants combined with an increase in manufacturing and storage completed earlier in 2018 all support AB Specialty
Slliconas” growth and commitment to customers with product inncvation, US-based manufacturing and warehousing allowing for shorter
lead times, according to the compary.

(Happi.com - 10 July, 2018)

BASF and Mazza Innovation partners on extraction technology for plant
extracts

BASF and Mazza Innovation announced the signing of an exclusive, long-term supgly agreement: The Canadian botanical extractions
company will provide BASFE with specific plant extracts to develop new solutions for cosmetic applications. Mazza produces the plant
axtracts using its patented PhytoClean™ technology. This unigue, water-based extraction method concentrates bio-actives in a very eco-
friendly way,

“For more than 50 years, our scientific experts have been working at the forefront of plant extraction technologies, constantly assessing
neny developments in this fisld, with the aim of improving both the sustainability of the process and the precision of the extraction, targating
key malecules at the heart of plant materials,” says David Herault, Director of Research & Developrnent at BASF Beauty Creations. “The
partnarship with Mazza enables us to further expand our range of innovative active ingredients and to continuously support our customers
to mest the growing consumer demand for effective and naturally-derived products.”

“The PhytoClean Methad is an emdronmentally sound way to produce standardized bio-active ingredients from plant biomass. By chang-
ing the polarity of water using temperature and pressure, the PhytoClean method avoids the use of conventional extraction solvents. We
gain access to such phytochemicals as phenolic compounds, polysaccharides and glycosides — all of which confribute to the biclogical
activity of the plant extract,” says Benjarmin Lightum, CECQ of Mazza Innovation,

With this collabaoration, BASF will further strengthan its innovative range of plant-darived active ingredients. New extraction processes are
an important means of exploring novel high-performance plant-based solutions in areas such as anti-aging actives, facilitated by bringing
together interdisciplinary know-how from within BASF as well as from external partnars.

[BASF.com press release - 5 July, 2018)
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SUSTAINABILITY
Henkel Unveils New Sustainable Packaging Goals

Building on its existing efforts and progress in sustainable packaging, Henkel says it is stepping up its commitmeant to further promote a ciroular
aconarmy, and by 2025, 100% percent of its packaging will be recyclabie, reusable or compostable. Within the same timeframe, Henkeal aims to
use 35% recycled plastic for its consumer goods products in Europe.

“It is more important than ever for companies, consumers, governments and other organizations to drive progress toward a circular economy.
Onby by reusing and recycling as much materal as possible will we ba able to lve well within the resource limits of our planet, This concept is at
the heart of our approach to sustainable packaging,” says Kathrin Menges, executive vice president human resources at Henkel and chair of
Henkel's Sustainability Council. "Together with our partners along the entirg valua chain, wa want to include materials from sustainable sources
inta smart designs to close the loop — for the benefit of people and the planet.”

Expanded strategic framework for sustainable packaging
Hankel's new framework for sustainable packaging reflects the three key phases of a circular value chain, Each of thesa phases is franslated into
specific actions:

e Materials from sustainable sources: Hankel is committed to including an increasing share of sustainable materals into its product pack-
aging — this relates both to its use of recycled materials, especially recycled plastic, and renewalle materals such as paper and card-
board,

o  Smart packaging design: As recycled or renewable packaging matenals often come with different properties, .g. related to stability or
appearance, smart dasigns are the prerequisite to further replace virgin material in Henkel's product packaging - this is why the com-
pary will put an even stronger focus on design principles that enable a circular economy right from the start. Smart design is also about
rethinking packaging concepts as such: Henkel will explore innovative solutions along the entire value chain, e.g. in the figld of transport
packaging and related logistics. In addition, Henkel is continuing its efforts to reduce the amount of packaging material it uses and
ensura it only uses packaging that is absolutely essential,

e Closing the loop: Hankel is committed to making sure its product packaging can be racycled after the product has been consumed,
&.9. by entering into partnerships to promaote appropriate systems for recyeling. The compary will further explore solutions like refill sys-
temns which allow consumers to reuse packaging. Henkel is also actively searching for materials that enable packaging to be returmed
into nature — such as bicdegradable materials that mest internaticnal composting standards.

According to Henkel, progress toward sustainaile packaging will only be possible if organizations from across industries and along the value
chain work together, To that end, Henkel is collaborating with a vanety of partners to drive innovation in packaging development and promaote
improved recycling infrastructure, For example, the company is participating in the New Plastics Economy - an initiative led by the Elen Macdr-
thur Foundation that brings stakeholders together to rethink and redasign the future of plastics and build momentum toward a circular economy.
Henkel is also partnaring with the Plastic Bank, a social enterprise aiming to stop ocean plastic and provide apportunities for pecple in poverty
by giving them a chance to earn monay or senvices by remaoving plastic waste from their local emvironment. The plastic collected is mads avail-

able for recycling.
(Happi Mews - 4 September, 2018)
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Sustainable beauty collection One Ocean Beauty

A sustainaiyle beauty collection named One Ocean Beauty has been launched to senve the cosmetics market.

Developed by a company with the same brand name, One Ocean Beauty features key maring microorganisms and single calls with anti-ageing
properties that have been collected from the world’s marine emvirenments. The collection is claimed to not contain genetically modified organisms
[GMO), parabens, sulfates, phthalates, polyettvwlene glycols (PEG), nancparticles, mineral cils or synthetic fragrances.

In addition, no harvesting or extraction processes were used to develop the rangs, which helped preserve the marine envircnmant and protect its
biodivarsity,

The company plans to use sustainable packaging and shipping materals for One Ccean Beauty, In addition, One Ccean Beauty has collaborated
with a European blue bictechnology laboratony to develop its products. The company has recently complated a series A minority investment from
a Berkshire Hathaway compary, Lubrizol.

Cne Ocean Beauty founder and CEQ Marcella Cacel said: “The partnership with Lubrizal is a significant step in developing our unigue product
offering and remaining on the cutting-edge of technology, the team at Lubrizol shares our vision for clean beauty and conscious consumensm.

“We are excited to launch a new business model that is in tune with changing custormer behaviour,”
Fabien Baron from Baron & Baron, and Oz Garcia are the creative and nutricosmeatic development advisers of One Coean Beauty respactively.

One Ocsan Beauty's portfolio of products includes topical skincare, and marine-derivad nutritional supplements. The products have been clinically
proven to spead up the overall health and condition of skin.
[zosmetic-technology.com - 30 July, 2018)

Nokware Skincare launches new sustainable bamboo packaging

Organic skincare brand Mokware Skincare has announced it is to switch to sustainable bamboo packaging in response to growing consumer
desire for zero waste packaging options,

Focused on carving out a niche in the ‘pan African” beauty market, Nokware is developing its company slogan From Earth, To You, with the new
packaging offering.

The company, which creates beauty products with 100 parcent organic ingrediants from sustainable local farms in Wast Africa, has used repur-
posed gourd plants, repurposed jute sacks from cocoa bean farmers and raffia from palm treaes for its packaging.

Co-founder Thato Tau stated, “The cosmetic industry accounts for an estimated 2.7 billion plastic bottles that end up in landfills and on our shores
every vear. Itis predicted that the ocean will contain more plastics than fish by 2080 if we do not change our consumptive behaviours regarding
plastic.

“This is why as Mokware Skincare, we have chosen to place environmental responsibility at the forefront of our brand through the use of sustain-

able, repurposed packaging.”
ilobalcosmeticnews. com - 9 July, 2018
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Todd Cline North America Section Head, Fabric Care, Research
and Development, P&G to speak at Cleaning Products US 2018

Cleaning Products US 2018 - Seeing is Believing: The Evolution of Product Transparency, will take place in Arfington, VA at
the KeyBridge Marriott, October 1-3, 2018, Cleaning Products US, jointly organized by Srmithers Apex and ACI, brings
together the top leaders and experts in the cleaning products field, and delivers a jJam-packad schedule with insights and
discussions focusing on the latest developments in wipes and nonwovens, fragrances, allergens and cleaning products,
innovations in chemistry, sustainaiity, and evenything in between

Todd Cling Morth America Section Head, Fabric Care, Ressarch and Development, PAG, will be a featured speaker at
Cleaning Products US 2018, which will e held October 1-2 in Adington, VA.

Anead of the event, Cline answered some guestions regarding ingredient selection at P&G. According to Cling, sustainabil-
ity is & key criterion in surfactant selection at PAG—but it is not the first box checked on the company's list.

“Cur starting criteria for surfactants is always about cleaning performance,” he told Happi, “Tide stands for being the best
cleaning product on the market, so when we're evaluating surfactants, we're looking at how well they clean in terms of
what we've designed them to clean —greasy soils, particulates and things like that.”

He pointad out that the Mo, 1 driver of product lifecycle assessment in the laundry process is the energy it takes to heat
the watar in the wash cycle,

“So as we focus relentlessly on the best cleaning performance, that's an enabler of always allowing the individual to wash
in cold water,” Cling explained.

While performance is the Mo. 1 criterion in product davelopment, Procter & Gamble researchers have made great strides
in plant-based chemistry, too, One of the critera is alse what does the sustainability footprint look like for the feadstocks?
For exampla, do any of the plant-based surfactants come from palim oil? PAG is a mamber of the Roundtakble for Sustain-
able Palm (R2F3). The feedstocks for PAG's plant-basad products are all RSPO-certified. As a company, Procter is work
toward improving the sustainability of the farming and production of feed sources to gat these oils,

“50 as a starting point, we're always looking at performance, but then we look at cost as a driver because if it's significanthy
more expensive that becomes a challenge, and finally—what does the sourcing profile ook like from a material stand-
point?”

As Procter & Gamble goes, 50 goes the US laundry detergent category. According to Information Resources Inc., PG is
the dominant player in tha nearly £7.3 billion category, It holds a 54% share of the liquid laundry category, a 71.2% share
of the powder segment and a whopping 78.3% share of packets and bar {unit dose) business.

During the past two ar three years, PAG has focused on creating plant-based products. The company describes Tide Pur-
clean as the first plant-based detergent with the trusted cleaning power of Tide, According to PAG, the farmula contains
65% plant-based ingredients, as cartified by the USDA BioPreferrad program. In addition, it cleans well in cold water and
features power stain remaving ingredients.

“We are locking at a lot more natural-based materials than we did in the past,” obsarved Cline. “In the past, we couldn't
raly on plant-based materials for our traditional Tide and Gain franchises because the scale wasn't there.”

As the industry works to improve the sustainability profile of its formulas, Cline said that the focus should be on reducing
the overall amount of chemistry per dose in detergent. He notad that all the chemistry that's in the detergent requires

26 I 03 Science energy to make these raw materials, and anergy is reguired to pull these materials out of the wastewater systems.



Oct 2018 - Volume | - Issue 2
b

“The energy for us to actually mix the products and make the final product, in the lifecycle assessment, is very low,” he
insisted. “But thinking about the chemicals that go in, and the disposal of them are significant drivers of the lifecycle
assessment. Making the surfactants even more efficient so you can put less in means that there is a reduction of overall
lifes cycle assessment.”

Ag the cleaning industry develops mone natural, renewable sources of surfactants, he urged suppliers to foous on cost-
competitive solutions and to develop on the scale necassary to supply major business —like a business the size of Tide.
(HAPPI Mews - 30 August, 2018)

Sustainable Cosmetic summit to be held in Paris
5 = 7 November 2018

The aim of the Sustainable Cosmetics Summit is to encourage sustainability in the beauty industry by Bringing together
key stake-holders and debate major issues in a high-level forum. Launched in 2008, the summit now takes place in the
major gecgraphic regicns of the world,

The tenth Eurcpean edition will b2 hosted in Paris on 5-7th Movember 2018, Like previous editions, the summit will Bring
together key stake-holders in the beauty industry, including cosmetic manufacturers, ingredient & raw material suppli-
ars, retailers & distributors, industry organisations & certification agencies, researchers & academics, investors, ato.
Only the Sustainaile Cosmeatics Summit brings together senior executives from across the beauty industry on a regular
basis at international locations,

The 20158 Sustainable Beauty Awards will be co-hosted alongside the summit. These events are arganised by Ecovia
Intelligence (formerly Crganic Monitor), a London-based specialist research, consulting & training company that focuses
on glabal ethical product industries. We organise workshops, seminars and sustainability summits at international loca-
tiens throughout the year.

Ecovia Inteligence has been encouraging sustainable development in our specialist industries for aimost 20 years. Our
servicas portfolic includes ressarch publications, business & sustainability consulting, technical research, as well as
seminars, workshops and sustainability surmmits

Sustainable Cosmetic Summit

c3science || 27



Oct 2018 - Volume | - Issue 2

REGULATORY UPDATES

Columbia poised to become first Latin American country to ban cosmetics

testing on animals

28 || c3science

Colombia is poised to become the first Latin American country to ban cosmetics testing on animals. A
new bill, chamgioned by Animal Defenders International was introduced to the Colombian Congress on
28th August and, if passed, would see Colombia join the nearly 40 countries worldwide with bans already
in place,

“Colombia is taking its first steps to becoming a leader in Latin America and banning cosmetics testing
on animals. With advanced atternatives available and already in use arcund the world, this historic bill
should pass at the earliest opportunity,” said Jan Creamer, President of Animal Defenders International.

The legislation proposes a ban on the use of animals in testing both cosmetic products and ingredients
and would apply equally to imports and those preduced domestically,

“The main purpose of the bil is to stop animal suffering in the cosmetics industry and enable Colombian
companies to enter the Eurcpean market, a region that has for years rejected such tests,” said Juan
Carlos Losada, House Representative and authar of the bill.

[Global Cosmetic Mews - 31 August, 2018

The Institute for In Vitro Sciences (IIVS) is teaming up with
BASF and Givaudan to validate a non-animal test for
regulatory submissions.

The improved skin sensitization reactivity mathod will address the needs of toxicologists and regulators.
Scientists at BASF and Givaudan have developead the Kinetic Direct Peptide Reactivity Assay (Kinetic
DPRA), a non-animal test to predict sensitiz-ation, allergic reactions in the skin.

Though three other non-animal sensitizer tests have received international acceptance, the Kinetic DFRA
could potentially go beyond yes or no, predicting the potency of a sensitizer (2 requirement by some regu-
latory agencies). Previously, this could only be achieved through animal testing.

The wvalidation project, designed by BASF and Givaudan, will be conductad over the course of 2018,
Fending a successiul cutcome, it will be submitted to the Crganization for Economic Cooperation and
Denvalopment (ODECD) in 2019,

“Being able to determing potency with minor modifications of the well-established and routinely used
DPRA method was highly attractive to us,” said Robert Landsiedel, vice president, experimental toxicol-
ogy and ecology, BASFE. "Once validated, we hope that the Kinetic DPRA will obwviate the need for further
animal testing to determine potancy of chemicals, We are pleased that IVS is joining our efforts to prove
the validity of the method.”

“We are pleased to be working again with BASF and Givaudan to validate a technology that will be avail-
atale for many industry sectors and applicat-ions,” added Erin Hill, presidant, INS. “0ur ability to partici-
pate in such programs is through the generous support of our contribu-tors.” Other participating labora-
tories include The Procter & Gamble Company (developer of the arginal DPRA), Charles River and the
Czech Mational Institute of Public health.

[Source: Perfumerflavorist.com - 29 August, 2018)
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Hong Kong consumer council calls for better labelling of
essential oil products after tests reveal unlisted ingredients

The Hong Kong Consumer Council has called for better labeling of essential oil products after tests reveal
unlisted ingredients and incorrectly named allergens in samplas.

According to the councll around 30 essential oils sold in the country contain at least two allergans that can
cause an allergic reaction and were not listed on the labeling. The largest numizer of allergens found was
saven, discovered in Lemongrass House's Lavender Pure Essential i, made in Britain, and Ali's Aroma-
therapy Lavander, made in France,

The council tested samples from different brands for 28 fragrance allergens under the European Union's cos-
metic regulations. Of the 30 brands tested only four properly listed the names of the allergens, however,
thiese were listed with the incorrect number and types on the packaging as were discovered in the tests.

The Consumer Council Chief Executive Gilly Wang Fung-han stated that the labeling of essential oils was
‘substandard’ due to the lack of legislation reguiring the fragrance allergens to be detailed on the packaging.
Refarring to customs officers, Fung-han said, “We don't have a specific regulation to talk about cosmetic
items or this type of skin product. 5o we balieve the enforcement authorty has to continue to manitar the risk
of this kind of product.” According to the watchdog comect labelling was essential for easy refarence, with
Fung-han suggesting the implementation of product-use guides and detailed labelling on packaging and
websites

[Global Cosmetic News - 17 August, 2018)

EPA gains support from PETA

People for the Ethical Treatment of Animals (PETA) filed two amicus brigfs this week in support of the U5, Environmental Protection
Agency (EPA) after environmantal and other groups sued the agency. The first case, Safer Chemicals Healthy Families et al. v LS. Ervironmental
Protection Agency et al, before the LS. Court of Appeals for the Minth Circuit,revolvas, in part, around whether the agency, when evaluating the
risks posed by an existing chemical, has discretion under the Toxic Substances Control Act (TSCA) to exclude from consideration conditions of
use that produce no or very little human exposure so that it can focus on the exposures of greatest concern.

According to PETA, it contends that if petitioners prevall and the EPA is required to consider every condition of use for a chemical, animal testing
i5 likely to be required —even though a particular condition of use may produce insignificant exposuras.

The second case, Mational Resourcas Defense Council v. LS. Environmental Protection Agancy, before the U3, Court of Appeals for the Sacond
Circuit, relates to whether, in its consideration of a new chamical, the EPA can defer addressing some potential uses until the agency receives
natice that such uses are actually intended. This reasonable approach would lead the EFA to require fewer animal tests becauss these uses may
FIEVET SO

FETA contends that the EPAs approach has the potential to save agency resources and spare animals' lives, in keeping with TSCA's clear man-
date to reduce the use of animals in chemical tests.

If succassiul, the organizations suing the EPA could undermine the animal reduction maasures in the Frank R, Lautanberg Chemical Safety for the
215t Cantury Act (LSCA), which was passed in 2016 with the aim of modemizing the way in which chemicals are regulated and tested, because
it waould mean a vast increase in the number of animals who suffer and die in the EPA's required animal tests.

“The Lautenberg Chemical Safety Act was a big step forward in fixing a broken system that relied largely on painful, pointless animal tests that
didn't protect people or the environment,” says PETA Vice President for Regulatory Testing Jessica Sandler. "PETA has challenged the status quo

of animal experiments for decades and stands with the EPA against actions that threaten the move away from animal testing toward superior and
humane research methaods.” 3.
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Uganda creates four standards to promote shea nut exports

Uganda has created four new standards to promote shea nut
exports in a bid to boost econormy in the country, The new
standards will be used at the local, regional and international mar-
kets and have been created by the Uganda Mational Bureau of
Standards and Uganda Export Promotions Board (UEPE). These
include pure shea nut butter cosmetics (DUS 1331:2017), lip balm
(DS 1932 2017); lip shine (DUS 1933: 2017) and after shave
(DUS 1934:2017).

Speaking inan interview with Prosper Magazine, Elly Twineyo,
LIEPB's executive director, stated, “Tha Shea nut tree is impaortant
to humans and animals for both environmental protection and
aconamic benefits. 115 ol extracts from its nuts have several nutri-
ticnal and health benefits.”

Japan Passes Bill to Reduce Micro-
plastics in Cosmetics

Japan has adopted a bill to reduce microplastics (including micro-
beads and other tiny plastic particles) to control ccean pollution
and protect the emvironment.

Approved by Japan House of Representatives on June 15th this
wear, the revised draft of “Disposal of Marine Debris” instructs
entarprisas and manufacturers to rein infoease microplastics use
in their goods, especially cosmetic and personal care products
such as skin care products, facial cleansers and toothpastes, and
reduce microplastics emissions. Differing from Korea, New Zea-
land and China Taiwan, Japan has not imposed a complete ban
on the production of cosmetics containing microplastics and not
implemented penalties for violations. The bill will take effect on the
date of its promulgation (currently uncertain).

[Chemlinked com - 30 July, 2018)

California Democratic Party Endorses
Cruelty-Free Cosmetics Bill

In & history-making mowve, the California Democratic Party has
unanimoushy endorsed legiskation to ban the sale of cosmetics that
have been tested on animals.

The first-of-its-kind move came at the state parly's Executive
Board meetings in Oakland on Sunday. The California Cruelty-Free
Cosmetics Act (5B 1249), authored by Senator Cathleen Galgian,
would put California anead of any other state and even the Euro-
pean Lnion whan it comes to stopping the sales of cosmetics that

30 [ c?science

With shea nut collection being a key source of income, Twineyo
went on to state the country is improving the quality of the product
while also connecting processors and exporters to foreign buyers
globally to faciitate better exportation.

A shea nut strategy, supported by the ministry of Agriculture,
Trade, private sector and local governments, is expected to

launch this month.
[Global Cosmetic Mews - 10 August, 2018

are tested on animals. Cumrently, an estimated 500,000 animals
are killed each vear due to cosmetic testing.

The Physicians Committee for Responsible Medicing and Social
Compassion in Legislation are co-sponscrs of the bill,

“Californians have long sought personal care products that are
tested using human-relevant methods and not on animals,” said
Kristie Sullivan, M.EH., vice president of research policy for the
Friysicians Committee. “It's wonderful to see the Demaocratic Party
back SB 1249, a bill that benefits the public, animals, and Califor-
nia businesses.”

Judie Mancuso, Social Compassion in Legislation's president and
founder, who attended the three-day meeting stated, “We are
ovarjoyed to have the party's unanimaous support on this landmark
Bill. The party, which works tirelessly to support its memibers, is
expressing that cruelty-free is a basic tenst of Democratic Party
values."

SB 1249 has already passed in the California Senate and the
Assembly Judiciary Committee with bipartisan support. Backed
by 90 cosmetics companies across the United States, including
John Paul Mitchell Systems, the largest such company in Califor-
nia, SB 1249 has tangible momentum,

Multiple polls show that US consumers support ending animal
testing for cosmetics, and a 2015 Miglsen poll found that “not
testad on animals” was the most important consumer packaging
claim for respondents across all age groups.

The bill will be voted on in the state assembly after the legislature
returns from summer recess
[Businesswirg - 17 July, 2018
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GC3 names award recipients for novel green preservatives

The Graen Chemistry & Commerce Council (GC3) and InnoCentive have revealad the seven winners of the global GC3 Challenge: Developing
Mew Presarvatives for Personal Care & Household Products, First laurnched in April 2017, the challenge aimed to identify and support innova-
tors developing presenvative technologies with improved environmental, health and safety profiles for use in cosmetics, personal care and
hausehold products.

The GC3 Preservatives Challenge sought submissions on new broad spectrum or single action chamical agents on gram-positive bacteria,
gram-negative bacteria, yeast and mold, as well as praservative boosters.

Challenga sponsors and participants represented the entire value chain, with 11 consumer packaged goods companies, two major retailers
and five suppliers: Babyganics, Beautycounter, Belersdorf, Colgate-Palmalive, Johnson & Johnson Consumer, Kao USA, Method - Pecple
Against Dirty, Procter & Gamble, Reckitt Benckiser, SC Johnson, Unilever, Target, Walmart, Dow Microbial Control, Lonza, Schillke, Symirisa,
and Thor, as well as the Ervironmental Defense Fund and the Minnesota Pollution Control Agancy.

The challenge drew 48 submissions that were judged by a panel of expert microbiologists, product formulators, and safety experts from
sponsaring CPG companies and others. After the submissions were formulated into three simple products, the preserdative technologies
were evaluated for safety and efficacy. Innovators receved the results from the evaluations and feedback from the judges.

The savan finalists that received portions of the prize pool of $175,000 are:
¢ st Place— Avisco Lid., IMD Matural Solutions GmbH, Irena Jeviow Research & Innovation, United States Departrment of
Agriculture/Paople Against Dirty/Berkeley Center for Green Chemistry/University of Victora/Safer Made;
* 2nd Place—MHydromer, Inc., Bussian Academy of Sciences; and
= 3rd Place— Chinova Bioworks,
[HAPPI News - 3 September, 2018)

Unilever to source 99% of packaging materials in Ghana

Consumer goods company, Unilever, says it has resolved to procure 92% of its packaging matarials from the country.

According to the company, this has become necessary because it seeks to create more jobs for Ghanaians. Before now, the company
acouired 80% of its raw materials from the advanced countries for its production. Speaking to JoyBusiness at the launch of the 8th edition of
the Unilever Africa Idea Trophy, Managing Director of Unilever Ghana, Ziobeiston Yeo, said "One of the challenges that we have had has
always been around capacity and capability and instead of sitting and watching, we have taken the lead on that particular front.”

Mr. Yeo added, “There's no reason why we should continue to import what we can contribute to producing locally here so last year | briefed
thi team to try and localize as much as possible; we moved from a barely 20% local sourcing to today 99% of sourcing of our flexible so what
you seein the market, be it lifsbuoy, be it, geisha, all sourcing in Ghana; we contribute to creating jobs.”

lctea Trophy

The business challenge, Unilever Africa 1dea Trophy was created by Unilever Turkey in 2001 to create a challenging and creative experiance
for university students as well as introduce young people to the realities of the business world. This competition has spread to other Uinilever
businesses such as the Unilever NAME [Morth Africa and Middle East), UK, Turkey, Russia, Unilever Nigeria, Kenya, Ghana, South Africa and
recantly Cote D'lvoire, It has sean the successful completion of five editions since its inception,

The latest edition, according to Mr Yeo seeks to provide students with the opportunity to work with a Unilever premium brand: QMO with the
tagline, Dirty is Good (DiG). 3
(Myjoyonling.com - 30 August, 2018) C*~ Science I 31
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Colonial Chemical awarded funding for research for soy-based oleochemicals

Colonial Chemical, Inc. has been awarded funding for research into soy based oleochemicals and their derivatives by the United Soybean
Board (LISE).

“We will be looking at high-oleic sovbean ol (HOS0) as an alternative to high-value edible oils, using it to prepare a range of different surfac-
tants for applications across various markets,” states Or Robert Coots, VP of B&D for Colonial,

“Although these will be new materials for Colonial, the processes are not new, and thay will be made using our current manufacturing
expertisa.”

Colonial Chermical is a privataly held manufacturer of market-leading specialty surfactants with a focus on developing safe and innovative
ingradients for madem formulary.

[(Neutraceuticalbusinessreview.com - 6 August, 2018)

Fragrance Ingredients Disclosure: SC Johnson claims to be the first CPG com-
pany to bring disclosure down to 0.01%

SC Johnson announced that it is the first major consumer packaged goods (CPG) company to globally disclose fragrance ingredients down
to .01% of the preduct formula across its portfolio of brands,

"5C Johnsaon firmly believes that consurmers deserve to know what's in the products they use. We began disclosing fragrance ingredients
by praduct in 2015, and have been disclosing hundreds of these ingredients down to .01% for more than a year,” said Kally M. Semrau, senior
wice president - global corporate affairs, communication and sustainability. *Sharing more about product ingredients is good for families and
important for the industry as a whole, We are pleased to see that our industry peers are following our lead and taking steps toward greater
transparency.”

=G Johnson began its industry-leading transparency journey by launching its Whatsinside2C.Johnson.com ingredient website — the first of its
kind —in 2009, In 2012, it added a comprehensive list of fragrance ingredients used inits products, In 2015, 3C Johnson added to its website
product-specific fragrance disclosure. Consumers with quastions can find on WhatsInsideSCJohnson.com the list of fragrances in individual
SC Johnson products, across its categaries. In 2016, the company expanded its disclosure program to Europe, and in 2017, to Asia. The
program will o= introduced in Latin America later this year.

Im 2017, SC Johnson began disclosing, on a product-specific basis, the presence of 368 skin allergens that may occur inits products,
Earier this yvear, SC Johnson unvelled the scientific criteria behind its Greenlist program, which guides how it selects ingredients to protect

human health and the environment.
[HAPPI Mews - 17 July, 2018

ASA rejects misleading product packaging claim in Beiersdorf case

The Advertising Standards Agency has rejected a claim that the packaging on the product information page for Nivea Men Sensitive Moistur-
iser was misleading, concluding that the claim of ‘0% alcohol” - na burning® would not misinform consumers,

The ruling follows a complaint that had been lodged stating that the inclusion of cetearyl alcohal in the preduct formulation challenged
whether the claim “0% alcohol” was comect.
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Belersdorf explained that in chemistry the word alcohol was used for a ‘broad variety of organic compounds in which the hydrowxyd functional
group (-OH) was bound to a carbon (-C)', pointing out that there were mare than 700 different substances that belonged to 'alcohel group’
listed on the European Commission database for information on cosmetic substances and ingredients.

It continued that while ethyl alcohol could cause a feeling of stinging or burming on the skin, redness or mild imtaticn. However, the type of
alcohol used within the Nivea Men Sensitive Agency Moisturiser was cetearyl alcohol, a fatty alcohal and solid substance which was used as
an emulsifier to stabilisa an emulsion.

In conclusion the ASA noted the claim as ‘Not Upheld®, stating, “We understood that ceteary alcohol, whilst also an alcohol compound, had
different properties to ethyl alcohol and different effects on the skin.

“We considered that those to whom the ad was directed would interpret the “0% alcohol” claim, in the context in which it appeared, to mean
the product did not contain the type of alcohol that they would associate with causing a reaction or burning fesling in sensitive or easily
irritated skin (i.e. ethyl alcohol). We noted that the product did not contain ethyl alcobol and therefore concluded that the claim "0% alcohol”
was not miskeading.”

(globalcosmeticsnews - 13 July, 2018)

Canada adds triclosan to toxic substances list

Canada's government has added triclosan and the dye disperse yellow 3 to schedule 1 of the country's Environmental Protection Act (Cepa)
- its list of toxic substances.

Their listing will allow the government to develop regulations or other risk managament measures if it faels such actions are necessarny.
Triclosan is a preservative with a range of consumer uses, including in personal care, non-prascription drug and cleaning products.

It has been added to the toxic substances list, following the November 201 6 publication of a risk assassment that found it meets the environ-
mental toxicity criterion set out in section 64 of Capa. The exposure source of concern is the release of triclosan to surface water via wastewa-
ter treatment plant effluents from its use in products. At that time, the government also issued a proposed risk management approach. This
called for reducing the amaount of triclosan from products by 30% from 2011 levels,

A revised approach is expectad no later than November, with a final instrument planned for May 2020, These actions are separate from those
already in place under the country's Food and Drugs Act (FOA). The Cosmetic Ingredient Hotlist allows a maximum concentration of 0.03%
in cosmetic mouthwashas and 0.3% in other cosmetic products. These limits are largaly inling with thoss in Eurcpe and Australia,

In the LIS, there are no limits on the use of triclosan in cosmetics. But its use in antibacterial hand soaps and body washes has been banned

since September last year, after industry falled to demonstrate that it was both safe for daily use and more effective than plain soap and water._#
[Chemical Watch - 12 July, 2018)
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Ultra Ink patents removable tattoo ink

LS Patent No. 10,028,897 BZ; Ultra Ink has patented a removable tattoo ink, comprising colorad micro-particles that contain an internal
core, comprising ong or moreg bBio-absorbatle chromophoras that are water-soluble dyes, water-soluble pigments, or water-soluble drugs;
and, an outer shell that consists of at least one layer of polystyrene sulfonate and at least one layer of pokyalamine hydrochlonde, The
micre-particles alse comprise a coating over the cuter shell, wherein the coating comprises polystyrene, The polystyrene coating and outer
shell are rupturable by the application of ultrasonic ensrgy.

(HAPPI Mews - 3 September, 2018)

Henkel awarded hair care patent

LS Patent Mo 9,968,543 B2, Henkeal AG & Co. KGaA has been awarded a US patant for a cosmetic agent that temporarily shapes keratinic
fibars. The cosmetic is comprised of at least ona copolymer made up of at least the following monomer units: (methlacndic acid, [methjacrylic
acid alkyl ester, and (methjacrylic acid hydroxyalled ester; at least one copolymer made up of at least one of the following maonomer unit: N-

tert-butylacrdamide, acrvlic acid, and ethyl acrylate and a fim-forming polymer that is not identical to copolymer al) or copolymer a2),
wherein the film-forming polymer comprises a glycosidically substituted silicone.

(HAPPI Mews - 3 September, 2018)

Avon patents skin care with retinoids

S 9,968,538 B2, Avon Products, Inc. has patentad a method to reduce fine lines andfor wrinkles in human skin. It is comprised of, in any
arder, the steps of topically applying to an area of the skin in nesd thereof, at least once daily, a first skin treatment composition comprising,
in a physiclogically compatible vehicle, an effective amount of a retinoid for a first period of time comprising from & to 15 days; topically apply-
ireg to that skin, at least once daily, a second skin treatment compasition that does not include an effective amount of a retingid for a second
period of time comprising from & to 15 days, wherein said second skin treatment composition comprises a moisturizer; and repeating steps
for a number of imes sufficient to reduce the appearance of fine lines and/or wrinkles,

[HAPPI News - 3 Saptember, 2018)

LOreal Paris patents method of preparing emulsion stabilization via silicilic
acid complexation

LIS Patent Mo. 10,028,885 B2; L'Créal, Paris, has patented a method for preparing an emulsion, that comprises preparing an O/W dispersion
comprising at least one cationic surface active adsorbed to the cil-water interface such that il droplets have a cationic surface; preparing a
solution comprising at least one dissclved silicate salt: adjusting the pH of the solution with the one dissclved silicate salt to a range of 5.0 to
atout 9.0 to create anionic complexes; miking the OAW dispersion and the solution such that the anionic complexes are attractad to the
cationic surface of the oil droplets, resulting in encapsulated oil droplets.
{HAPPI News - 3 September, 2018)
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US judge allows California plaintiffs to file Loréal USA keratindose lawsuit

A judge has certified a class of plaintiffs from New York and California to challenge the US arm of U'Oréal regarding accusations that the
French beauty giant falsely markated claims about its Keratindose hair products contain protein,

Ir the lawsuit Brandi Price, et al. v, L'Oréal LISA, District Judge Lorna Schofield denied the group's request to certify a nationwide class due
ta the alleged allegations only being able to be cerified on an individual basis. The products invelved were part of the Matrix Biolage
Aghvanced Keratindose Pro-Keratin + Silk product line and included the three products Matrix Biolage Advanced Keratin + Silk Shampoo,
Prio-Keratin + Silk Conditioner, and Pro-Keratin + Silk Benewal Spray.

Flaintifts allege they paid a premium for the product due to the signalled inclusicn of the keratin ingredient, whan the hair care products do
not actually contain the ingredient.

The lawsuit states that the products actually damaged hair rather than the product claims of restoring ‘overprocassed hair',

According to Judge Schofield, "The viability of each class member's fraud claim turns on whather or not he or she relied on alleged represen-
tations that the Products contain keratin,

“Individual customers’ refiance is not subject to general proof in this case. Thus, cerification of any class based on a fraud claim is
inappropriate,”
[Global Cosmetic Mews - 20 August, 2018)

US court orders Johnson & Johnson to pay $4.7 billion in case linking its
powder to ovarian cancer

A jury in Missouri, United States, ordered multinational pharmaceutical company Johnson & Johnson to pay $4.7 billion (Rs 32,169 crorg) in
damages to 22 women who claimed they had developed ovarian cancer after using the compary's tale products, BBO reported on Fricay.
The firm is embroiled in several cases against its trademark baby powder,

This is the largest payout the pharmaceutical giant has been ordered to give till date. The jury awarded the $550 million {around Rs 3,800
crorg) to the petitioners, who had claimed that the asbestos found in the product was carcinogenic. The jury later added $4.1 billion (around
Rs 28,100 crorg) in punitive damages.

The plaintiff's lawyers claimed that the asbestos fibers, used in the talz, entered the womens' bodies as thay had been using the product for
decades. Six of the 22 women died. The plaintiff's legal reprasentatives accused the pharmaceutical giant of not waming their customers
about the risks of using the tale, despite knowing since the 197 0s that it was contaminated.

The firm said it would appeal the verdict and described the proceadings as "unfair. Johnson & Jehnson claimed that their preducts were
safe, and refuted allegations that the powder contained asbestos.

The US Food and Drug Administration had commissioned a study of a varety of talc samples, including J&J, from 2002 to 2010, It found no
asbestas in any of them. But the prosecution lawyer told the Missour court that the FDA and Johnson & Johnson had used flawed testing
methods.

United Kingdom-based cancer charity Cvacome has said that there have been concerns for some years that using talcum powder on the

genital area may increase the risk of ovaran cancer, but says this has not been proven by research
[daityhunt - 13 Juby, 201 8)
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L'Oréal patents method to treat chemically relaxed hair

LS Fatent Mo. 9,874,725 B1;

[he method entails applying a chemical relaxer composition to the hair and relaxing the hair; rinsing the chemical relaxer composition from
thie hair; applying a neutralizing composition and allowing it remain on the hair for Sto 12

3 ey

2 minutes; followed by, without rinsing the neutralizing
composition from the hair, applying a neutralizing conditicner to the hair for 8 to 12 minutes; rinsing the neutralizing conditionar and

ne neu-
tralizing compasition from the hair, applying a shan

00 to the hair within 15 minutes from rinsing the nautralizing condit

oner and the neutra
zing composition from the hair; and nnsing the shampoo from the bair,

[he neutralizing composition is compnsed of makeic acid and/or a salt thereof, moncethanolamine and water, The neutralizing conditionear is
comprised of maleic acid, monoethanolarmine, cationic surfactants, fath

Catior =

atty compounds, water-soluble sohents and water,

[ Happi Mews - 3 August, 2018)

Fragrance Materials Patented by P&G

a product comprising a suficient amount of formic acid to result in that
compasition having a pH from 0.01- .22, It also containg Habanolide and a surfactant.

[ Happi Mews - 3 August, 2018)

|5 Fatent Mo, 10,005,989 BZ; Procter & Gamble has patented 2
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HEALTH, SAFETY AND ENVIRONMENT

UK market being flooded with ‘toxic’ fakes

The UK's Local Government Association has warmed consumers to be vigilant after a number of counterfeit cosmetics cases have been
reported up and down the country,

Some 02, 258-worth of fake Benefit, Dior, Nars and MAC products were found in Grimsby while the owner of a Chashire tanning salon is
believed to have sold copycat beauty products valued at more than £100,000 and a woman in Mottingham has received almost £50,000 from
sales of countarfeit cosmetics.

The LGA has warnad consumears that counterfeit cosmetics could contain toxic chemicals that are harmful to heaalth with a haul seized by
Devon, Somearsat and Torbay Trading Standards found to contain mercury and dangerous levels of hydroguinona,

“People should always do their research and take a pragmatic approach when they are buying make-up and cosmetics. Check the reviews
of onling sellers and bear in mind that if something is really cheap, it's likely to be fake and could potentially be harmiful,” Simon Blackibum,
Chair of the LGA's Safer and Stronger Communities Board told the BBC.

[Global Cosmetic Mews - 30 August, 2018)

IFF announces new environmental goals with focus on emission reductions and
zero waste

Intermational Flavors & Fragrances (IFF) has announced new environmental goals, named collectively as EcoEfflective+.
The goals focus on emission reductions, zero waste to landfill and water steweardship.

Andreas Fibig, IFF Chairman and CEOD said, “After surpassing three of our four 2020 environmental targets, | am proud to say that
EcoEffective+ will take us to 2025 and beyond.

“We developed these goals by reviewing what is essential to IFF, our stakeholders, and most importantly, the planet. We have an unyielding
commitmeant to the Earth and | believe that excellent environmental stewardship is both good business and absolutely the right thing to do.”
Asg part of the Emission Reduction initiative, the company is striving to reduce absolute GHG emissions by 30 percent and encourage suppli-
ars to set their own science-basad reduction targets and report annual emissions.

Mearwhile for Zero Waste to Landfill, IFF stated it is committed to reducing waste in its operations and is looking ahead to achieve zero waste
to landfill at all its major manufacturing faciliies by 2025. In terms of Water Stewardship, IFF has reduced its water use intensity by around 68
percent, beatings its 2020 target of 50 parcent, It is set to further reduce this by using recycled water for maore than half its non-product opera-
fions,

Francisco Fortanet, IFF EVP Operations, said, "Based on our success in achieving our previous targets, I'm confident that our Green Teams
around the world are well-equipped to take on this new challenge.

“EcoEffective+ is the next step for IFF to further embed sustainability principles, not anly at the operational level but at the core of aur

organization.
[Global Cosmetic News - 28 June, 2018
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Impacts Of Climate Change
Contributed by The Ashkin Group.

On a global scale, 2018 is shaping up to be the fourth-hottest year on record. The only years hotter ware the past three. In fact, 17 of the past
18 years have been the warmest since 2001,

We cannot consider this just a hot year, according to Stephen Ashkin, president of The Ashkin Group and the professional cleaning industry's
leading advocate for sustainability. This is a frand. The planet is gatting hotter and will become even hotter in years to comea.

“This will not only cause protlems relating to higher tempearatures, but cause other extreme weather-related events including droughts, floods,
hurricanas, tornadoes and other storms,” says Ashkin. "Scientists are even predicting that some winters will evan be more savere, 5ot is not

just about warming, but climate change."

Aszhkin points to the following heat-related situations around the globe that may have recetved only moderate press in Narth America:
+ |n Europe, nuclear power plants have been shut down becauses the rver water that cools the plants is too warm to use
* Heat has resulted in more than a dozen deaths in Japan
+ Twenty-ning deaths in South Korea have been attributed to record high temperatures over 104 degreas (F)

* The UK is having its driest year in 57 years

+ MNorway, Sweden, and Finland are suffering from major wildfires. Wildfires are not that commaon here. Again, this is blamed on record
high heat.

“And we can't ignore what is happening here at homea," Ashkin adds. "The massive firg in California is now the largest in the state's histony.
I'm sure it is related to the fact that parts of Southern California are experiencing record-braaking temparatures ovar 115 degress (F)."

Aszhkin says he is aware that attributing climate change to "human-made” greenhouss gas emissions is controversial in some industry sec-
tors. Howsver, mors than 87 percent of scientists around the world along with the Mational Academy of Science all believe that gas emissions
ara the culprit.

“What I'm mast worried about is how this is going to impact food, water, energy supplies around the world, and the problems we are causing

for our children and future genarations,” adds Ashkin, "“We are no longer studying climate change - we are beginning o live it"
(CleanLink.com MNews - 29 August, 2018)
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American Cleaning Institute Names Toxicologist James Kim as Associate Vice
President, Science & Regulatory Affairs

James Kim, Ph.D., DAET, M.H.5., a toxicologist with extensive scientific and research
experienca in the public, private and academic sactors, has joined the American Clean-
ing Institute (ACI) as Associate Vice President, Science & Regulatory Affairs.

Dr. Kim maost recantly served as toxicologist with the Office of Management and Budget's
[OMB) Office of Information and Regulatory Affairs (OIRA), Statistical and Science Policy
Branch, OME is part of the Executive Office of the President, Dr. Kim worked at OIRA
since December 2012, where he provided toxicology and risk assessment expertise
during interagancy reviews of significant federal regulatory actions, data collections, and
influential and scientifically-significant documents and guidancas produced by federal
agencies. Prior to his government service, Dr. Kim workad for scientific and research
organizations, including International Life Sciences Institute’s Haalth and Environmental
Sciences Institute (HESI), where he served as Senior Scientific Program Manager; and
TetraTech Sciences, whers he worked as Toxicologist and Program Director,

“Or. Kim's extansive experience as a toxicologist and researcher, working in both the
public and private sectors, will enhance ACl's capabilities as a leading science-based
organization,” said Melissa Hockstad, ACI President & CEOQ, "His knowledge and exper-
tise will e an enormous benefit to our member companies as we continually expand our
uncerstanding of the benefits and safety of cleaning products and their ingredients.”

The author or co-author of more than 30 published, peer-reviewed research articles, Or Kim received his Ph.D. in Toxicological Sciences from
the Johns Hopking University Bloombierg School of Public Health, Department of Environmental Haalth Sciences. He also recaived his Master
of Health Sciences in Immunolagy and a B.A. in Biology while studying at Johns Hopkins

"Dr. Kim's experiences in the laboratory and application of his toxicological and risk assessment expertise in reviews of federal rules and regula-
ticns will be a terrific asset to ACH and our member companies throughout the cleaning product supply chain,” said Richard Sadlak, ACI Execu-
tivia Vica President, Technical & International Affairs

[AC] News - 24 July, 2018)

A.l.S.E. publishes industry position on REACH review

AlS.E. pledges to continue participating in the improvement of the legislation governing the chemical industry. The review of the REACH
Regulation (EC) Mo 1907/2006 constitutes & unigue occasion to maintain the highest standards for human safiety and the environment, while
addressing the opportunities for improvement of the legislation and challenges for economic operators.

AS.E.'s position on the BEACH Baview summarises the sector's reaction to the European Commission's action points. We renew our
commitrment to further improve the REACH legislation and urge the Commission to:
* Promaota the work done on alternative methods to animal testing;
+ Publicize the tools developed to hamonise supply chain communication (e.g. Use Maps, SUMIsS)
* Further involve Downstream Users in the REACH process:
* Ensure a stable working emvironment for business and the actual functioning of the Single Market.
ALS.E. will welcome the oppartunity to constructivaly contribute our knowladge and expertise in future discussions,
[AISE Mewsroom - 6 September, 2018)
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ISSA Elects 2019 Board Members

554, the worldwide cleaning industry association, announcad that the following individuals have been slected to serve on the 2019 1534
Board of Directors, which will be led by incoming 1554 President Paul Goldin of Susmor Lid.

* \ice President/President Elect: Ken Eodie, Kelsan, Inc.

« Executive Officer: Roman Chmigl, Scrub, Inc

* Manufacturer Director: Andy Clement, Kimbery-Clark Professional

+ [istributor Director: Nick Marris, Western Paper Distributors, Inc.

+ Manufacturer Representatives’ Director: John Beers, Wind Associates

The elections for open positions on the 2019 1254 Board of Directors closed July 26, 2018,

Returning Board Members — In addition to Goldin, returning from the 2018 board to serve in the following positions on the 2019 board are:
* Past President/International Director: Ted Stark Ill, Dalco Enterprises, Inc.
+ Secretary: Jim Chittom Jr, Boman Chemical Corp,
* Treasurer: Mark Bevington, NSS Enterprises Inc.
+ | atin America Council Chair: Mauricio Chico Canedo, Distribuidora Lava Tap, S.A, de G\
Eurcpe Council Chair: Michel de Bruin, Greenspeed BV
Distributor Director: Paul Barrett, Morth American Corp.
Wholesaler Director: Harry Dochalli I, Essendant
Manufacturer Directors: Tom Friedl, Hospeco, and Terry Neal, Impact Products LLC
= Director Canada: Peter Farrell, Cannon Hygiene, Ltd,
BSC Director: Matt Vonachen, Vonachen Services, Inc.

-

-

Cutgoing Board Members — The following individuals complete their senvice on the board in 2018:
Richard Rones, Americo Manufacturing Co., Ing.

Taylor Bruce Jr., IH Services, Inc.

Daniel Josephs, Spruce Industries, Inc.

Michasl G, Dunn, Georgia-Pacific Professional

John K. Richas, Riches Associates, Lid.

(CleanLink.com - 31 August, 2018)

Natural Products Association (NPA) awards BASF with Novel Ingredient and
Science Award

BASF was recognized by the Matural Products Association for having the largest selection of ingredients for cosmetic manufacturers who
want to certify their products according to the NPA Natural Standard, The 25th Annual NPA Awards honors outstanding individuals in govern-
ment and businesses that have made valuable contributions to the success of the natural products industry.

“BASF is a truly innovative company that continues to deliver new natural alternatives for consumers year in and year out,” said Daniel Fabri-
cant, Ph.D., president and CED of NPA, “We are pleased to honor BASF for their contributions to our industry and to NPA, the largaest and
cldest association for natural products.”

Tha Movel Ingredient and Science Award is given to a person or company who has developed a noval ingredient with far reaching applica-
tions, clinical disease utility, health benefit, or regulatory safety achisvement, demonstrated through sound scientific research. NPA awards
BASF for their contributions to their preducts. The BASF portfolio for natural cosmetics ranges from basic raw materials to additives and
active ingredients.

"Matural and sustainable sclutions are clearly valued by a growing portion of consumers and our customers need trustworthy and recognized
partnars in order to enable their natural products’ offering,” said Danigle Piergentil, VP-home & personal care, Naorth America for BASE *
[Source: www.npanational.org)
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Another successful ISSA cleaning & hygiene expo held

554 and its trade show partner Interpoint Events have once again raised the bar for the Australian cleaning industn. The two-day 1534
Claaning & Hygiene Expa, held in Sydney, Australia, August 29-30, 2018, came to a successiul close, with exhibitors and attendees alike
excited for next year's show.

Held at the International Corventicn Centre in Sydney, the second annual 1534 Cleaning & Hygiene Expo achieved a 31 percent increase in
attendance over 2017, with 23 percent of visitors coming from the commercial, industrial, and residential segments in the contract cleaning
industry. The expo also achieved a 15 percent increasa in exhibitors, and an 18 percent increass in exhibit space. “The tagling for the 2018
1554 Cleaning & Hygiena Expo was 'It's Time to Shine” and the show most definitely did!” says 1354 Oceania Manager Lauran Micallef, "Our
exhibitors and attendess had high expectations and the show hit all the right notes for them. We seem to be building outstanding mameantum
and growing national interest. It is fantastic to see the industry really getting behind this expo and getting real value out of it.”

“What is also noteworthy is the internaticnal recognition that the 153A Cleaning &Hygiene Expo is gaining. We had attendees from 16 coun-
tries including Malaysia, Singaporg, Spain, Metherlands, Germany, and China,” says 1S54 International Services Vice Prasident Dianna Stein-
bach. "It is great to see the growth the show has experienced and exciting to see the direction in which it is headed.” Within Australia, all six
states and two territores were represented, with 50 percent of the attendees coming from MNew South Wales. The expo drew a number of
high-level decision makers, with approximately 44 percent of attendees holding director, CED, or manager paositions.

Within Australia, all six states and two territories were represented, with 50 percent of the attendees coming fram Mew South Wales. The cali-
ber of the attendees was also impressive, with approximately 44 percant of attendess holding director, CEQ, or manager decision-making
positions.

Focused Education & SRCP

The 2018 1534 Cleaning & Hygiens Expo featured a dedicated carpet and restoration wing presented by the Specialized Restoration and
Cleaning Professionals (SRCP), formerty known as SCRIA prior to it merging to become a division of ISSA. This gave attendees the bensfit of
two education theatars on the show floor —the 1S54 Speaker Theatre and the SRCF Speakar Theatre.

The 1S54 Speaker Theatre focused on education for the general cleaning, health, and sanitation industry while the SRCP Speaker Theatre
centered on carpet care, remediation, and restoration topics, Both theaters were well attended; Australian rugby legand John Eales' keynote
gession drew close to 100 attendees. *The success of the dedicated carpet and restoration wing was a significant achievement for SRCRET
says SACP Committes President Gidon Kabaker, "l recaived a lot of positive feedback from the vendors and attendess at the SACP educa-
tion sessions. Looking forward, | think next vear will be an aven bigger and better event!”

The 2018 expo also featured the Australasian Waste & Recycling Expo as a co-located event, adding to the overall attendes experience.

Innovation & Exhibitor Feedback

The expo served as the perfect platform for new product launches and product demonstrations. The show floor was further energized by the
efforts of the exhibitors —marvy of which had opted for larger booth spaces that ware mora inviting and offered interactive devices to angage
attendess and pigue their interest.

“There was a massive increase in foot trafiic at the expo this year, which was great to see, and there was a really positive buzz around the
axhibitors,” says Lucas Paris, sales and marketing director, professional for Karcher Australia, a platinum sponsor of the expao.

Erral Goldberg, managing director for Pall Mall, was also pleased with the show, “The first 1354 show in Melbourme last year was a giant step
up from the trade events held in Australia over the last decade, and this year's expo in Sydney was another step up,” he says. “If the current
trend continues, it's going to get bigger and better each year, The guality of people coming through was also incradibly high. We didn't just
gat the volume, maore importanthy, the guality of the pecple coming through was at the decision-making level.”

(I55A.com News - B Septamber, 2018)
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STUDIES / REPORTS

Amorepacific publishes microscopic hair study

K-beauty behemoth AmorePacific has published a minute study of hair that took some 45 years to compile, according to a report publishad by Pulse
Mews.

The microscopic study on hair has contributed to the group’s ground-breaking product developrment in the hair care arena, including a treatment it
claims can prevent hair loss.,

The study's publication date was timed to coincide with the 45th annvarsary of the launch of its first hair care product, Ginseng Sammki shampoo.
The company also scheduled a scalp science conference, which took place this wesk on the 10th anniversary of its premium hair care brand Ryo at
AmorePacific's headquarters.

[Global Cosmetic Mews - 31 August, 2018)

Study: Only 5% of contractors buy cleaning products online

When it comes to product purchasing, end users have a plethora of options. Mew innovations flood the marketplace each year, potantially making
traditional methods of cleaning obsolete. In addition, big-box stores, e-tailers and even manufacturers all compete with distributars for building
service contractor and in-house cleaning manager business.

To help shed light on the 2018 purchasing landscape, Sanitary Maintenance tapped into research conducted by its sister publications: Facility Clean-
ing Decisions” "Annual Reader Survey,” as well as the “2018 Report On The Building Service Contractor Market” from Contracting Profits and BSCAL

From this data, jan/san distributors still remain the biggest source of products for both building service contractors and in-housa cleaning managers
— and by a wide margin,

Despite the threat of e-tailers ke Amazon Business, end users don't want to purchase their products onlineg. B3Cs only buy & percent of their prod-
ucts from an e-tailer, and a quarter of BSCs don't buy any of their products online, even from their distributors. In-house cleaning managers are more
likly to use e-commercs than their BSC peers, but this ordering method is still less common than an in-person, phong or email order,

The number of in-house departments increasing theair spending on products and equipment rose aver 2017, When it comeas to choosing which prod-
uets to buy and where to purchase them from, low prices still remain less of a priorty for in-house managers. Product performance, durability and
quality is once again the most important reason. Time and labor savings, ease of use, manufacturer dependability, and distributor support are also
more important than a cheap price.

Mot surprisingly, frequently used products such as can liners. brooms, mops and chemicals remain some of the most purchased products.

However, nearly 20 percent of BSCs are purchasing engineered water products, which is up from 13 percent in 2017. Daspite the fact that more con-
tractors are embracing this technology, the amount of cleaners purchased remains relatively unchanged.

Battery eguipment is also becoming more common, evidenced by the fact that half of building service contractors and in-house cleaning depart-
ments are purchasing eguipment batteries, And with more battery-powered backpack vacuums entering the market, corded equipment could even-
tually e phased out all together,

(Source: CleanLink)

42 | c®science



Oct 2018 - Volume | - Issue 2
|

Scientists have found a new way to reverse wrinkles and hair loss

Scientists at the University of Alabama at Birmingham have puilished an ‘unprecendented” study on mitochandrial degletion in mice that could be
the key to reversing and eliminating the signs of aging, according to a report pubilished by Vogue.

During the study, scientists activated a mutation in mice causing their mitochondrial function to decline and, as a result, the mice developed
wrinkles and showed signs of greying hair and hair loss within two months. Howeyer, when the gene mutation was switched off, all signs of aging
in the mice were reversed.

“To our knowledgs, this cbsenvation is unprecedeanted,” Keshav Singh, one of the lead researchers, told Newsweek, per Viogue. "It suggests that
epigenatic mechanisms underking mitochondria-to-nucleus cross-talk must play an important role in the restoration of normal skin and hair pheno-
type.”

The potential of this cutting-edge science for human benefit is certainly significant, though still some way off being utilised. From drug companies
to cosmetic products, it could completely changs the "anti-ageing’ conversation,
[weerwy. harpersbazaar.com - 25 July, 2018)

Scientists at York University and Oxford University unveil new way to eliminate
body odour

Experts are said to have unveiled what causes body odour, with the discovery said to be a step forward in creating a new wave of more effective
deadorants.

Scientists at York University, alongside scientists at Oxford University, unveiled that it was the staphylococous bacteria in armpits that create the
strongest smell. In their research they highlighted how they have decoded a 'transport protein’ molecule that enables this bactenia to ‘swallow” up
the ocdouress compounds found in sweat that then create an odour.

The findings highlight how a new wave of deodarants that eliminate the strong body odour could be imminent. Or Gavin Thomas, from the depart-
ment of biology at York, who co-authored the research, said: "Modern decdorants act a bit like a nuclear bomb in our underarms, inhibiting or killing
many of the bacteria present in order to prevent BO. This study, along with our previous research revealing that only a small numbear of the bacteria
i aur armpits arg actually responsitle for bad smells, could result in the development of a more guided weaapon that aims to inhibit the transport
protein and block the production of B0

[Globalcosmeticnews - 5 July, 2018)
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TECHNICAL ARTICLE
PRELIMINARY CHEMISTRY OF SYNTHESIS OF SUGAR SURFACTANT

Jagdish Thakral
Kailash Group of Companies

Cur group is working on eco-friendly polymers based on sorbital, sugar, starch and organic acids sinca last decade, Several past graduate
and Doctoral level students are working on these lines since 2005, We have successiully replaced 50-70% acid slumy with these ecofriendly
polymers without adversely affecting foam, detergency and stain removing properties of detergents.

The reaction of sugar with organic acid and inorganic acids takes place by following chamical reaction:
1) Step one: Sugar gets Hydrolated to get Glucose and Fructose,
2) These polyols react with organic acid by esterification reaction.
3) The -OH groups react with other -OH groups leading to internal esterification reaction,
4} Sulphonation of Alcohols with acidic materials.

All these reactions need to be controlled to get desirable H.L.E. ratio, detergency, foaming and stain removing properties. We have made
nUMmercus experments to get desired add value, foaming, molecular weight and detergency. Several parameaters have been tested
termperatura, Mol ratio, order of addition of reactants to start the developmeant of polymer in right prospective, The average Mol ratio of
sugar palymer is 2500-3000.

A Detailed Spectroscopic Investigation (LR.NM.A. and mass spectroscopy) of polymer has been undertaken to prove the presence of Ester,
Ether and Sulphonate group in the final products. Study of critical missel contraction of these polymers with convantional activities has been
carried out. Efforts were also made to prove our pofymer useful in hard water. Biodegradability studies of some selected polymers have shown
that these polymers are blodegradable,

Sugar Surfactant

Salient Features of Sugar Polymer based Surfactant
* |t can replace 50-80 % of Acid Slurry or A.0.5, Without adversaly affecting Foam, Detargency, surface tension and stain remaoving
properties.
« The Sugar polyrmer is highly compatitle with Sedium Lauryl Ether Sulphate, Sodium Lauryl Sulphate, Linear Alkyl Banzene Sulphonate
and A.0.S. Thers is no problem in using this polymer with any active material,
* The stability of polymer is good.
* The C.M.C. Study indicates that it is effective at lower concentration than Acid slurny.
& A large number of commercial products like Detergent powders, bars, dish wash liguid, hand wash, Floor cleansr, Toilet cleaner can be
mada based on this polymer, (Special guidance can be provided by the company for these formulations)
* [0 the final formulation you can save Approx. 20% in raw material cost.
* The dish wash and car cleanser based on our polymer give excellent shine to articles.
* The material will be provided with standard parameter of acid value, % solids, foam, viscosity and surface tension. Switch to Sugar
Based Polymer
To Save Environment, Save foreign exchange
Build naticn...
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Water Sugar Surfactant

Az partial subistitute of Amioric Surfactant

Whry sugar surfactant for Detergent and other cleaners.. ...
1. Our Detergent industry is heavily depandent on Linear Allyl Benzene Sulphonate | Acid Slurry ) which is of Petroleum origin. The price of
acid slurry is fluctuating and this product depends on imported cruds petroleum.

2. India is a major sugar producing country in the world after Brazil, The sugar production in the year 2017-2018 is expectad to 32 Million
M.TH, 5 crore tarmers are cultivating sugar cane in 50 lakh hectors of land. Thare are 20 lakh workers who are gatting employrment through
sugar factories. The total tumowver is 18, 90,000 crores and govemnment gets revenue of 10,000 crores. We have a reserve of 40 M. MT of
sugar. For sunvival of sugar factories and balancing economies of sugar industry we must concentrate on value added products of sugar It
i in national interest to promote sugar based polymers in detergent industry as active ingredient,

3. The world is moving towards eco friendly products of vegetable origin as they are harmless, no adverse effect on skin, hair or body, They

are likely to be maore bicdagradable. The demand for ecofiendly products is growing, 5o in coming future the material will bea in heawy
demand.

COMPARISON OF ACID SLURRY WITH SUGAR BASED SURFACTANT

LABSA SUGAR BASED SURFACTANT

1. Based on petroleum based raw material Linear Alkyl

1. Based mainly on sugar and organic acid based polymer
Benzene Sulphonate v g g poly

2. Contains free sulphonic acid so problem in handling |2. No free inorganic acid so safe to handle

3. complicated large scale process ( high initial 3. Simple easily controllable process [ can be prepared in
investment) a smaller plant ) LOW INITAIL INVESTMENT

4, Excellent foam, surface tension reduction and
detergency when blended with 10 to 20 % conventional

4. excellent foam, surface tension reduction and

e mcnay active material.

5. black and thick material, less flowability 5. Clear transparent material with good flow

6. Can be used for powder, liquid, cake and other 6. Can be used in powder, liquid and cake detergent
cleaning preparation. Not useful in cosmetic cleaning |without adversely affecting technical requirements. Can
preparation like hand wash, shampoo and toilet soap be used in cosmetic cleaning preparation

7. Can be blended easily with other anionic surfactants :;an el L L L

8. The present selling cost of sugar surfactant is Rs.60/-

8. The present market cost of acid slurry is Rs. 90/-
P : o / only (saving of 25 to 35 cost compared to acid slury)

c3 science | 45



Indian Home & Personal Care Industry Assoclation

SOAPS ¢ DETERGENTS « COSMETICS o AFFILIATED INDUSTRY

YOUR NETWORK - YOUR VOICE
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YOUR NETWORK - YOUR VOICE

The Indian Home & Personal Care Industry Association (IHPCIA) is a non-profit organization
under Section 25 of the Companies Act 1956. The Association represents the Home & Personal Care
(HPC) industry and provides a platform for National & International networking and interaction with
regulatory bodies. The Association is committed to developing solutions for healthy living and quality
lifestyle and aims to be the voice & network of the industry.

IHPCIA has a Board of Directors and following Committees:

1. Policy and Planning

2. Regulatory Reforms & Standard

3. Membership & Resource Mobilisation
4. Programs, Education & Communication

OUR OBJECTIVES

Represent the interests of the members from Home-care, Personal care and allied industries.

e Topromote trade & commerce, science & technology, consumer awareness and education in the
areas of Home-care and Personal-care.

« Jorepresentand make known members point of view and interests of Home- care, Personal —care
and allied industries before governmental and quasi governmental authorities, trade and industrial
bodies, chambers of commerce, scientific bodies, educational institutes and other organizations.

« Tocreate aplatform tofacilitate co-ordination, co-operation, exchange of views and ideas and
sharing of knowledge amongst the Association members and similar International Associations.

« Toactasthe certifying and approval body for national and international testing procedures,

o Toprovide educaﬁoh, information and training to the members for improving health, hygiene and
safety.

« Tointeract and network with national & international associations, organizations and bodies

connected with Home & Personal Care Industries.
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Members of the Association
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BECOME A MEMBER

Founder Member

Any corporation, partnership or other type of business entity which is engaged in the business of
manufacturing, processing, packaging, marketing or servicing of Industry Products andis invited tobe a
member, is prima facie eligible for membership as a Founder Member subject to the payment of
applicable founder membership fees. Founder member will enjoy all the privileges of Members and shall
have the rights to vote at general meetings.

Life Member

Any corporation, partnership or other type of business entity which is engaged in the business of
manufacturing, processing, packaging, marketing or servicing including providing support services,
such as logistics, chemical analysis, raw material & packing materials, databasing, computing,
financial, technical consulting or legal counsel, to the Industry, and is prima facie eligible for membership
as a Life Member subject to the payment of applicable life membership fees. Life member will enjoy all
the privileges of Members and shall have the rights to vote at general meetings.

Annual Member

Any corporation, partnership or other type of business entity which is engaged in the business of
manufacturing, processing, packaging, marketing or servicing of Industry Products, is prima facie
eligible for membership as an Annual Member subject to the payment of applicable annual membership
fees. Annual Members will enjoy all the privileges of Members, and shall have the rights to vote at general
meetings.

Affiliate Industry Assoclation Member

Any Industry Association whose members are in the business of manufacturing, processing, packaging,
marketing or servicing of home & personal care Industry Products and is invited and prima facie eligible
for membership as an Affiliate Industry Association Member. The Affiliate Industry Association Member is
not subject to membership fees and will not have rights to vote at general meetings. Membership of
Affiliate Industry Association will be subject to Board of Directors approval.

Honorary Member

Any individual who has rendered distinguished service to the Association and is invited to be honorary
member provided that the name of such distinguished service of the person made known in writing by
the Secretary and membership will be subject to approval by the Board of Directors.

* Reachedtheageof S0years

* Retired fromthe Industry and

* Held office inthe Association or in the Industry for a period of at least 5 years or
for such other period as may be specified by the Board of Directors.

Honorary Member will enjoy all the privileges of members, however, the membership is not subject to
membership fees and Honorary Member will not have the rights to vote at general meetings.
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International & Regional Associates

IHPCIA is the member of the International Network of Cleaning Product Assoclation (INCPA)
and Regional Asia Oceania Soap and Detergents Association Committee (AOSDAC).

INCPA Members

Zaccord LRRR JIA

M -
& C anipec A BIDE/%/] CSPA
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m american cleaning institute* l ' sm
Fowr Better Being

AOSDAC Members

w A A
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TSDMA ISDA MSDA

The Soap and Detergents Indonesian Soap and Malaysian Soap and
Manufacturers Association Detergents Association Detergents Association
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The Membership Fees (as of 30th September, 2017)

STRUCTURE (IN INR)

(A) Founder Member 5,00,000

(B) Life Member Large Medium Small Micro
(By Invitation) Industry Industry Industry Industry
Member 2,50,000 1,50,000 75,000 50,000
(Manufacturing)
Associate Member 2,00,000 1,00,000 50,000 . 35,000
(Service Provider)

(C) Annual Member Large Medium Small Micro

Industry | Industry Industry Industry

Annual Member 50,000 30,000 15,000 10,000
{manufacturing)
Annual Member 40,000 20,000 10,000 7,000
(service provider)

(D) Affiliate Industry
Association Member il
{by invitation)

(E) Honorary Member il
(by invitation)

Admisitrative Fees as on 01-04-2018

*Total Quarterly Total
GST |Membership Fees i GST Quarterly
Category [n;l‘u str I\:?ml:u ers | o189 (inclusive of {!.:lm';:lstrat 018% |Admintctrativ
v Type | hip Fees taxes) ive Charges e Charges
Amount | Amount Amount Amount Amount Amount
(Rs.) (Rs.) (Rs.) (Rs.) (Rs.) (Rs.)
FOUNDER MEMBER
Founder All 500,000 | 90,000 590,000 25,000 4,500 29,500
LIFE MEMEBER
Member [manufacturing] Large 250,000 45,000 295,000 20,000 3.600 23,600
4] Member [manufacturing] Medium| 150,000 27,000 177,000 10,000 1,800 11,800
Member [manufacturing] Small 73,000 13,500 88,500 3.000 900 3,900
Member [manufacturing] Micro 50,000 9,000 59,000 2,500 430 2,930
Associate Members
. . Large 200.000 | 36.000 390000 15,000 200 29,500
(service provider)
Associate Memb
(B] jr SIEE Medium| 100,000 | 18,000 590000 7.500 900 29,500
(service provider)
Associate Members [service provider) | Small 50,000 9,000 590,000 3,000 540 3.540
Associate Members (service provider) | Micro 35,000 6,300 41,300 1500 270 1,770
*the above Membership Fee includes as on date applicable Tax, may change as per Government Policies
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Note:

* All figures are in INR.

* In addition to Membership fee, Administration fee is applicable for Founder members and Life members.
* Membership fees and administration fees are non-refundable.

* All the fees are subject to applicable taxes.

* Large Industry: Annual turnover above INR 25 Crore.

* Medium Industry: Annual turnover above INR S Crore upto 25 Crore.

* Small Industry: Annual turnover above INR 25 Lakh upto INR 5 Crore.

* Micro Industry: Annual turnover upto INR 25 Lakh.

Registered Office
401, Onyx, 4th floor, 375 S. V. Road, Goregaon, (W) Mumbai - 400104, INDIA.
Phone : +91 22 2877 1857 Fax: +91-22-28789755 Email : ihpcia@ihpcia.org

i o

v Secretariat
Shiv Anand-A, 1st Floor, 372/374, S.V. Road, Goregaon (West), Mumbai - 400104, India.
| IRPCIA Phone : +91 22 2877 1857 Fax: +91-22-28741366 Email : ihpcia@ihpcia.org
Contact: Krutika: +91 9029088219 / Pankaj Dutia: +91 9819113510

Website: www.ihpcia.org
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C3 Science

Chemistry, Cleaning and Care

Have your presence in C3 Science magazine. Book your space in forthcoming issues.

Advertisement Details & Tariffs

1/ We would like to place an advertisement in the C3 Science - Quarterly E-Newsletter
[] Front Inside Cover - Colour (INR 25,000/-) [] Full Page - Colour (INR 12,500/-)
[J Back Inside - Colour (INR 20,000/-) [] Half Page - Colour (INR 8,000/-)
[] Back Outside - Colour (INR 35,000/-)

Annual Advertisement Subscription: 15% discount will be applicable if advertisement for all 3 quarter for

FY 2018 booked in advance.

*Mote: GST(@18% extra

The advertisement matter is enclosed in the form of / will be sent -
[] cDbR [J .MP4/.FLV [J Others Specify :

Mote: Most preferred format: Corel format (CDR) along with fonts.

Payment:
1. By Cheque / DD
In favour of 'Indian Home &amp; Personal Care Industry Association’, payable at Mumbai, India

2. By Money Transfer

Company Name |Indian Home & Personal Care Industry Association
Bank Name Kotak Mahindra Bank State Bank of India
Branch Goregaon - West Goregaon - East
Account No 3111230458 31755539974
IFSC/RTGS Code |KKBKOOODG43 SBINDD12521

Swift Code KKBKINEB SBININBES18

*Please note that Bank Draft / Chegue must be sent together with the Advertiserment form.
Payment Details

Cheque / DD No.: Date: Bank Mame & Branch:
For Enquiries:

IHPCIA - Secretariat

Shiv Anand - A, 372/374,

S.V. Road, Goregaon (West),

Mumbai - 400 104, INDIA

Tel: +91 22 228771857, Fax: +91 22 28741366

Mohbile: +91 9029088219

Email: ihpcia@ihpcia.org /pankaj@ihpeia.org/ krutika@ihpeia.org/amit@ihcpia.org

Website: www.ihpcia.org
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