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Monday 6th September 2021
Central Room A - Session 1A

10:10-10:30 Welcome & Formalities - (ASCC President)
10:30-11:30 Dr John Warner - Keynote Speaker 
11:30-12:00 Dr Patrice Bellon -  Revealing Beauty Differently with Neuroscience: Well-Being and Happiness at the heart of the Emotions. Plenary Speaker 

12:00-14:00 Lunch and Exhibition Opens

14.00-15:00 Panel Discussion - Sustainable Palm Vs Palm free which is more Environmentally Friendly 

15:00-16:00 Afternoon Tea and Exhibition
Central Room A - Session 2A Central Room B - Session 2B Central Room C - Workshop

16:00-16:30

LECTURE 1 
17. Green and Gold: Canola Based Surfactants, 

Properties and Advantages
Albright & Wilson Australia

Author: Giacomo Ancri

LECTURE 2
54. A Zinc Oxide hero ingredient that combines the best 

of all worlds, with no compromise
Croda Australia

Author(s): Matthew Martens et al
WORKSHOP 1 

24. Eco-Conscious A-Beauty Workshop
Lubrizol

Author: Sofia Lee,
Helen Pearce,

Robert McPherson

Presenter: Giacomo Ancri Presenter: Matthew Martens

16:30-17:00

LECTURE 3 
36. A plant-based alternative for a retinol and retinoic 
acid-like applications with broad-spectrum antiaging 

properties following the a-beauty
Lipotrue

Author: Meritxell Llinas, Armelle Sebbag et al

LECTURE 4
16. An active ingredient titrated in picroside ii to restore 

the natural hair colour: what’s about self-esteem and 
mood?

Greentech (AS Harrison)
Author: Edwige Ranouille

Presenter: Armelle Sebbag Presenter: Edwige Ranouille or Marianne Cochennec Presenter: Sofia Lee, Helen Pearce and
Robert McPherson

ASCC Annual Conference Technical Agenda
Riding the Rollercoaster of A-Beauty Innovation
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Tuesday 7th September 2021
Central Room A - Session 3A Central Room B - Session 3B Central Room C - Workshop

8:30-9:00

LECTURE 5 
32. Developing A Novel Hair Conditioner That Speaks 

To The Consumer
Stepan

Author: Nithila Prabhakar. et al

LECTURE 6
19. Connecting emotions and physiological skin 

response: Formula and ingredient effect at
molecular level
Seppic (IXOM)

Author: Cecile Bize
Presenter: Nithila Prabhakar Presenter: Cecile Bize

9:00-9:30

LECTURE 7 
22. Evolution In The Treatment Of Expression Wrinkles 

While Providing Multilayer Skincare
Lubrizol

Author: Helen Pearce

LECTURE 8
40. Riding the roller coaster of cosmetic claims

and advertising
Ozderm

Author: Emanuela Elia WORKSHOP 2 
33. Sensorial Journey Formulating Sunscreens

Gattefosse (Carst & Walker)
Author: Malie Zauber et al

Presenter: Helen Pearce Presenter: Emanuela Elia

9:30-10:00

LECTURE 9 
1. Harnessing Natural vitamin C

NATIVE EXTRACTS Pty Ltd
Author: Lisa Carroll, Dr Evan Stephens

LECTURE 10
46. International consumer and legislative demands 

present new opportunities for Australian natural 
chemical production

Telmont Essential Pty
Author: Jim Gobert

Presenter: Lisa Carroll, Dr Evan Stephens Presenter: Jim Gobert Presenter: Malie Zauber
10:00-11:00 Morning Tea and  Exhibition

Central Room A - Session 4A Central Room B - Session 4B Central Room C - Workshop

11:00-11:30 Ben Lazzaro - Made In Australia,   Plenary Speaker

11:30-12:00

LECTURE 11 
23. A Natural And Stable Bio-Based Triolein Produced 

By Microalgae Fermentation And Its Application In 
Skincare And Haircare Formulations

Lubrizol
Author: Helen Pearce

LECTURE 12 
12. Emotion generated by ingredients and skin care 

formulas: Our learnings in the jungle of methodologies
IXOM/B&J

Author: Alicia Roso WORKSHOP 3 
58. Ride the Roller Coaster of Aroma: Innovative

ways to formulate with Sandalwood Powder
Qunitis Australia

Author: Dhanushka (Danny) Hettiarachchi 

Presenter: Helen Pearce Presenter: Alicia Roso

12:00-12.30

LECTURE 13 
11. Ganoderma Lucidum (Ling Zhi Or Reishi) Resolves 

Epigenetic Dissonance, New Anti-Ageing Solution
Rahn (Carst & Walker)

Author: Stefan Hettwer, PhD

LECTURE 14 
42. Activation of sustainable natural aromatic specialties 
for Skincare coupled with Emotional and Cognitive Well-

being properties
LMR Naturals by IFF (Aromatic Ingredients)

Author: Gabriel Robert
Presenter: Malie Zauber Presenter: Gabriel Robert/Jenny Brown Presenter: Andrew Brown
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Tuesday 7th September 2021 continued...
12:30-14:30 Lunch and Exhibition

Central Room A - Session 5A Central Room B - Session 5B Central Room C - Workshop

14:30-15:00

LECTURE 15 
43. Hydraskin™: essential for hydrating and 

osmoprotecting our skin
Novachem (IXOM)

Author: Damaris Reynoso et al

LECTURE 16
48. Sustainable Cleaning Solutions: Case Studies

Croda
Author: Kes Choo, Fiona Tham

WORKSHOP 4 
10. I Say G’day!
Carst & Walker

Author: Malie Zauber

Presenter: Catherine Diver Presenter: Kes Choo, Fiona Tham
or Croda Australia rep

15:00-15:30

LECTURE 17 
8. Zinc oxide as a UV filter, 

friend or foe for the coral reefs?
Evercare (HS Harrison)

Author: Jeroen van den Bosch 
Presenter: Jeroen van den Bosch/Marianne 

Cochennec Presenter: Malie Zauber

15:30-16:00 Afternoon Tea and  Exhibition
Central Room A - Session 6A Central Room B - Session 6B Central Room C - Workshop

16:00-16:30

LECTURE 18 
30. Fucoidan Mediated Inhibition Of Adhesion Of 
Pathogenic Bacteria To 3d Skin Models In-Vitro

Marinova Pty Ltd
Author: Sam Karpiniec

LECTURE 19 
2. Can upcycled ingredients save australia’s

food waste dilemma?
NATIVE EXTRACTS Pty Ltd

Author: Lisa Carroll, Heather Grove WORKSHOP 5 
28. Discover the A-Beauty spirit â•fi Simple,

green and easy to use
IMCD

Author: Joan Chiu

Presenter: Sam Karpiniec Presenter: Lisa Carroll, Heather Grove

16:30-17:00

LECTURE 20 
44. Phospholipids As A Source Of Happiness

Lucas Meyer (Avenir)
Presenter: Estefania Tchung

LECTURE 21 
38.  In Support Of Cleansing – The Overlooked

Skincare Step
Alchemy ( Carst & Walker)

Author: Caroline Recardo
Presenter: Malie Zauber Presenter: Sally Anderson Presenter: Joan Chiu
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Wednesday 8th September 2021
Central Room A - Session 7A Central Room B - Session 7B Central Room C - Workshop

8:30-9:00

LECTURE 22 
51. Sustainably harvested natural oils with phyto-

cannabinoids boost endorphin levels offering skincare 
and wellness benefit

Beraca
Author: Sophia Ortega, Felix Meiser 

LECTURE 23
27.Addressing Consumer Needs With Airless

Packaging Innovations
Quadpack

Author: Jason Smith WORKSHOP 6 
53. Clean and Sustainable Beauty for Indies:

Maximising Value Without Compromise
Croda

Author: Matthew Martens et al

Presenter: Sophia Ortega Presenter: Jason Smith

9:00-9:30 LECTURE 24 
50. From Simplicity To Transparency

Lboratoires Expanscience (Carst & Walker)
Author:Léo Lienard et al

LECTURE 25
20. Safe And Ecofriendly Hygiene At Home – An Easy 

Solution To Boost The Efficacy Of Regular Laundry And 
Home Cleaning Habits

Habits
Author: Robert McPherson9:30-10:00

Presenter: Sally Anderson Presenter: Robert McPherson Presenter: Matthew Martens 
10:00-11:00 Morning Tea and  Exhibition

Central Room A - Session 8A Central Room B - Session 8B Central Room C - Workshop

11:00-11:30

LECTURE 26 
25. A naturally derived, biobased, efficient rheology 

modifier with thickening and suspending capabilities for 
hair and skin care

Lubrizol
Author ; Sofia Lee

LECTURE 27 
61. Helping to navigate the industry’s ‘green wave’

Coptis Software Solutions
Author: Jonathan Coeur, Flora Pensé WORKSHOP 7 

13. Happiness In A Jar – DIY Cream With
Endless Possibilities

Avenir
Author: Armelle Sebbag, Rachel Finch, Paul Kent

Presenter: Sofia Lee Presenter: Jonathan Coeur

11:30-12:00

LECTURE 28 
60. Tracing Nanoparticle Penetration In Excised 

Human Skin And Investigating In Vitro Cytotoxicity Of 
Nanoparticle In 3d Viable Epidermis Model

Ultraceuticals
Author: Liuen Liang (Olivia)

LECTURE 29 
39. Plant Stem Cells Targeting Wellbeing The New 

Beauty Marker Beyond Traditional Skin Care
Vytrus Biotech (Carst & Walker)

Author: Daniel Robustillo

Presenter:  Liuen Liang (Olivia) Presenter: Daniel Robustillo/Sally Anderson Presenter: Armelle Sebbag, Rachel Finch, Paul Kent
12:00-14:00 Lunch and Exhibition Bump Out
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Chairperson
Robert McPherson

Vice Chairperson
Deanne Miller

Treasurer
Tony Bianchini

Technical Program
Malie Zauber, Jill Walton,
Hanna Hutama and Yvette 
Ishac 

Sponsorship & Exhibition
Deanne Miller, Ana Alonso,
Keturah Hoffman and Kate 
Paulett

Social Program
Connie Pisa, Chelsea 
Octaviano

Publicity
Lisa Carroll, Heather Grove,
Whitney Lan

General
Robert Angi

Australian Society
of Cosmetic Chemists
PO Box 516
Moorebank NSW 1875, 
AUSTRALIA
Email: ascc@ascc.com.au
Website: www.ascc.com.au

Wednesday 8th September 2021 continued...
Central Room A - Session9A Central Room B - Session 9B Central Room C - Workshop

14:00-14.30 Sharon Kwek, Mintel, What if beauty is an emotion - Plenary Speaker

14:30-15:00

LECTURE 30 
29. Biotolife -Calibrating The Balance In

Microecosystem
By Nature, From Nature
Author: Kitrina Andrews 

LECTURE 31
9. Knowing and overcoming the difficulties linked to

ZnO formulas
Evercare

Author: Jeroen Van Bosch
WORKSHOP 8 

49. ne Ingredient Multiple Uses – We Will Explore
How This Single Ingredient Can Be Used In

Several Facial Cleansers
Alchemy (Carst & Walker)
Author ; Caroline Recardo

Presenter: Kitrina Andrew Presenter: Jeroen van den Bosch/Marianne 
Cochennec

15:00-15:30

LECTURE 32 
21. Improving Skin Oxygenation By

Tibetan Adaptation
Lubrizol

Author: Robert McPherson

LECTURE 33
3. Thinking of Going Native?

Quality Matters Safety Matters
Author: Mrs Wendy Free

Presenter: Robert McPherson Presenter: Mrs Wendy Free Presenter ; Sally Anderson 
15:30-16:00 Afternoon Tea

Central Room A - Session 10A Central Room B - Session 10B Central Room C - Workshop

16:00-16:30

LECTURE 34 
31. An Innovative, Bio-Derived And Biodegradable 

Solution For Spf Boosting
Dow

Author: Valentina Bellio

LECTURE 35 
35. Snoozing alarmins to improve signs of sleep 

deprivation
LipoTrue (Avenir)

Author: Míriam Mateu, Armelle Sebbag et al

WORKSHOP 9 
42. Activation of sustainable natural aromatic

specialties for Skincare coupled with Emotional
and Cognitive Well-being properties

LMR Naturals by IFF (Aromatic Ingredients)
Author: Gabriel Robert

Author: Valentina Bellio Presenter: Paul Kent

16:30-17:00
Presenter: Gabriel Robert/Jenny Brown
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The leading supplier of specialty ingredients to the Beauty and Health markets
Tel: +612 9684 6788 | www.ingredientsplus.com.au | e: enquiries@ingredients-plus.com

The Powerful Retinol Alternative
Natural     Gentle     Sustainable

99% pure concentrate
the Indian Babchi Plant.

Sourced sustainably from 

57% reduction in acne after 6 weeks

Bakuchiol

Baseline 6 weeks

Promotes:
 -  Collagen, Elastin
 -  Cell turnover
 -  Smoothness
 -  Plumpness
 -  Radiance
 -  Skin tone
 -  Firmness
 -  Softness

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

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

JULIAN JONES, the founder and Managing Director of ikonsulting Pty/Ltd,  
is Passionate about the Personal Care Industry in Australia and Globally.
Julian has been an active member of the ASCC for over thirty years. During this 
time he has served as President and Chairman of the Victorian Chapter of the 
ASCC. He is widely known and well respected both nationally and internationally 
for his knowledge and skills in developing and marketing the best Personal Care 
Products.

PAM JONES has worked in the Personal, Homecare and Pharmaceutical 
markets for more than 30 years. She has been working out of Asia since 1996 
and is well versed and connected with the Asia Market.
Her experience covers technical, sales, marketing, management and training 
roles. She has qualifications in Chemistry, Marketing and Management. Her 
company PCA Consulting is well known for its training programmes. Pam 
has worked with and consulted to companies such as ICI, Croda, Ashland, 
Huntsman, Reed Exhibitions (in Cosmetics) and Connell to name a few. She is 
currently serving on the ASCC Technical Committee and volunteers as Technical 
Editor for this magazine.

MICHELLE KANE is the managing director of PharmaScope Pty Ltd, a 
privately owned contract manufacturer established in 2004. Michelle has over 
30 years experience in the pharmaceutical and personal care industry, being 
involved at many levels from procurement, product development, manufacturing, 
financial management and staff training and development, to name a few... Being 
based on the West Coast always brings the added challenge of seeking niche 
product development solutions and working creatively to achieve manufacturing 
outcomes in a competitive marketplace for our clients global demands.
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GINT SILINS is a registered patent and 
trade marks attorney, and a principal of Spruson 
& Ferguson Patent & Trade Mark Attorneys 
(incorporating Cullens). He holds a Bachelor of 
Science degree in chemistry with honours in 
biochemistry, and a Doctor of Philosophy degree 
in biochemistry. Gint specialises in protecting 
branding and innovations largely in the health care, 
personal care, animal health, food and beverage, 
biotechnology, industrial chemical, clean energy 
and agricultural sectors. His practice includes: 
conducting brand and innovation availability and registrability searches; IP 
audits; registering patents, trade marks and designs worldwide; enforcing 
intellectual property rights; resolving IP disputes; and, providing infringement 
and validity advice.

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

NICHOLAS URQUHART gained a degree in 
Applied Science at RMIT and has been involved 
in the personal care industry for over 40 years, 
the majority of which has been spent in product 
development. He has worked across numerous 
sectors - aerosols, fragrances and all aspects of 
cosmetic and household formulation and operated 
as a private consultant for the last 12 years or so. 
Nick has served on the ASCC Technical committee 
since 1996 and represented the society on various 
committees at both the TGA and Standards 

Australia. He chaired the IFSCC 2009 Conference Steering Committee at the 
Melbourne conference. He was a founding member of Monash University’s 
‘Bachelor of Pharmaceutical Science’ Industry Advisory Group and previously 
presented the ‘Cosmetic formulation’ module to the third year of that course.

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

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

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

stands out on the shelves within this highly competitive market.

TINA ASPRES  has worked as a Pharmacist for 
almost 20 years in retail, industry and academia 
as well as being a Cosmetic Chemist. Currently she 
works in industry and has vast experience in both the 
pharmaceutical and healthcare arenas. In addition 
to this she is a casual academic at UTS, School of 
Health, (Faculty of Pharmacy in Pharmaceutics). 
Tina has a great interest in clinical research in 
dermatology and the treatment of skin disease 
and conditions and is Clinical Trial Coordinator at 
South West Sydney Dermatology. She is a keen 
researcher in transdermal drug delivery systems. Tina is a Member of the 
Pharmaceutical Society of Australia and a Member of the Australian Society of 
Cosmetic Chemists. She regularly consults pharmaceutical companies in the 
area of acne, eczema and skincare especially in the area of cosmeceuticals and 
has devised and written numerous support, training and education material for 
companies aimed at both professionals and consumers. Tina consults for the 
Eczema Association Australasia and is on their Integrity Assessment Panel and 
has worked with Choice Magazine on numerous reports. Tina has presented 
at the Annual Scientific Meeting of the Australasian College of Dermatologists 
and has  published within the pharmacy and medical literature in the area of 
sun protection, Vitamin D, skin cancer prevention and eczema as well as  co-
authoring  the book ‘All About Kids’ Skin – The Essential Guide’ published by 
ABC Books

JEN SEMPLE is Innovation & Education Manager 
at Accord Australasia, the peak national body 
for formulated chemical products. She is 
passionate about communicating the benefits 
of our industry’s products to wider society and 
has authored a number of public education 
websites such as furphies.org.au, sunsible.
org.au and hygieneforhealth.org.au. Jen also 
manages Accord’s sustainability initiatives and 
seeks opportunities to build relationships between 
industry and academia. She has a PhD in Chemistry 
and Graduate Diploma in Education, and is a member of the Royal Australian 
Chemical Institute.
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Australian skincare company, Ego 
Pharmaceuticals, is working towards 
a more sustainable future with a 
major upgrade underway at their 
manufacturing facility in Braeside, 
Victoria. 

Best known for brands such as QV, 
SunSense and Aqium hand sanitiser, Ego 
has been Australian made and owned 
since it was first established in 1953. 

The company is strongly committed 
to growing high tech manufacturing in 
Australia with the benefit of providing 
good jobs and strong economic growth 
for our country, but Managing Director, 
Alan Oppenheim, says it’s important 
for the company not to lose sight of its 
sustainability targets along the way.

“We are in the final stages of a 
$25million dollar upgrade project at our 
manufacturing facility in Braeside. This 
investment will improve our operating 
capacity to enable future projects and 
expansion, and it will also greatly help to 
reduce our environmental impact.”

The project, which is aptly named 
Green Core, includes the installation 
of additional solar panels on factory 
roofing, a new centralised and more 
efficient HVAC system, updated fire 
detection and safety systems, a full 
upgrade to energy saving LED lighting 
throughout the facility, as well as an 

Ego takes its biggest 
step yet towards 
more sustainable 
manufacturing

expanded plant area.
“The expanded plant area gives us 

room to grow our manufacturing 
capabilities, meaning that we can 
increase our production and continue 
to help improve the lives of families 
with skincare concerns, whilst also 
creating more jobs for Australians,” says 
Oppenheim. 

“Plus it has given us extra roof space 
on which we’ve been able to install over 
500 new solar panels, providing almost 
200kW of power to help further offset 
Ego’s environmental footprint.”

Once complete, Ego will have three 
separate solar panel installations across 
both its Braeside and Dandenong South 
facilities, and the company anticipates 
that this will see significant energy 

savings and, at the very least, offset all 
their lighting costs.

A major upgrade to the facility’s air 
handling units will also help reduce 
Ego’s overall environmental impact, as 
they replace 20 old, less efficient units 
with one centralised HVAC system 
to service the offices, laboratories and 
production areas. 

“The TGA requirements for 
manufacturing therapeutic versus 
cosmetic products are quite different, 
and there are some strict regulations 
around air handling and air quality in 
production areas,” says Oppenheim.

“Upgrading our HVAC systems not 
only allows us to meet and exceed those 
requirements, but it also enables us to 
improve our overall energy consumption 
by running one unit rather than twenty, 
and replacing the old units which use 
a discontinued refrigerant that is now 
classed as a pollutant and ozone depleter.”

“Whilst we’re committed to growing 
and keeping manufacturing in Australia, 
it’s important that we do so in a 
sustainable manner, and that we remain 
ahead of the curve in that respect” says 
Oppenheim.

Ego recently joined the ANZPAC 
Plastic Pact as a founding member, 
committing to making changes to 
their product packaging in the hopes 
of improving reuse and recyclability in 
order to divert more waste from landfill.

Ego and ASCC

Ego has had a long association with the ASCC, with members including the (late) Gerald 
Oppenheim (co-founder of Ego), Alan Oppenheim (honorary life member and a past 
president of IFSCC), Dr Jane Oppenheim and many more. 

About Ego Pharmaceuticals:

In 1953, Ego Pharmaceuticals was founded in Melbourne when chemist, Gerald 
Oppenheim, began creating ground breaking skin care products to meet the needs of 
dermatology patients. Now over 60 years on, Ego has become a pioneer in the industry 
and is the largest Australian pharmaceutical business specialising in the research and 
creation of high-quality skincare products, exporting to over 20 nations around the world. 
Ego’s reputation has been built on consistently delivering effective and innovative products 
manufactured to Australian and international pharmaceutical standards and backed by 
science.
Today the still family owned business remains committed to creating high-quality skin 
therapies and everyday skincare products. Ego’s other brands include QV Skincare, 
SunSense, Aqium and ViraproX.
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O
Our industry is often criticised for over 

claiming the benefits our products can 
deliver to customers.

We regularly see cosmetic brands 
saying things like:
• “Reduce wrinkles by 50% (insert 

number here) in 30 days (and here)”
• “Look 10 years younger in 30 days”
• “Increase facial volume by 50% in 30 

days”

Why does our industry do this 
and is it honest?

Let’s look at two statements:
1. The Earth is round (spherical).
2. The Earth is beautiful.

Statement one is objective. It can 
be independently verified and proven.  
Statement two is subjective. It is an 
opinion that may be shared by many 
people, but it can’t be verified and 
proven for all people. It is therefore open 
to debate.

Applying this to our industry, there 
are very few objective statements or 
claims that we can make. We can say 
that a cream is a moisturiser. It increases 
moisture levels in the skin or slows down 
the drying of the skin.

Pretty much every other claim that 
our industry wants to make is banned 
by legislation from being made as 
an objective claim!  As it currently 
stands, any claim made other than for 
moisturisation requires the formula to be 
TGA listed or registered and, even then, 
the wording is tightly controlled.

So, as Personal Care brands, our 
marketing claims are subject to 

products, unless they are TGA listed or 
registered, ethically we are restricted by 
the huge amount of variability in the 
types and kinds of customers we serve. 
For this reason alone, we as an industry 
need to be careful that we represent our 
products and their benefits in a realistic 
way.

The use of qualifier words next to 
subjective claims is not just a brands 
legal team trying to cover the marketing 
departments backside. It’s the brand 
trying to market their products and 
benefits in the best way possible. 
“Appearance of” and “Look and Feel” 
and “Individual Results May Vary” are 
the honest way to make your subjective 
claims.

Revisiting our claims at the top of this 
article, let’s reword them to be legally 
and ethically compliant.
• “Reduce the appearance of wrinkles 

by up to 50% in 30 days” (Based 
on objective testing of the active 
ingredients)

• “Look up to 10 years younger in 30 
days” (Individual Results will Vary)

• “Increase the appearance of facial 
volume by up to 50% in 30 days” 
(Individual Results may Vary)
Doing this is the right thing to do in 

our current marketplace. Make sure, 
though, you actually have the active 
ingredients in your products at the 
correct levels, otherwise, your customers 
will subject you to failure!
Cheers,

Julian

external scrutiny by the authorities and, 
increasingly, our customers.

The frustrating point here is that as 
brand owners, we have never had more 
access to amazing active ingredients that 
have been objectively tested to verify 
their beneficial effects, when used in 
finished formulae at the recommended 
levels. Almost all Personal Care products, 
but particularly skincare products, 
include active ingredients to improve the 
customer experience and benefits. Many 
of these ingredients are expensive so, 
naturally, we want to promote them and 
their benefits strongly.

The key point of this article is the way 
we are legally allowed to market these 
benefits and further, how we should 
ethically market them.

There is clear evidence that the current 
skincare marketplace offers products that 
do a lot more than just moisturise the 
skin.  Objectively we know this - but 
subjectively we are dealing with human 
beings, and it has been said that no two 
humans are the same and that includes 
their skin!

So, even if we have highly functional 
formulations that deliver multiple 
benefits, we can’t know for sure how 
well these formulations will work on 
a particular individual’s skin. We also 
have to accept that for the vast majority 
of people the results they achieve using 
our products will be based on their 
individual opinions, and therefore 
subjective.

So, whilst we are severely restricted 
by law in what we can claim for our 

by Julian Jones

marketing

Objective vs. Subjective 
MARKETING
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highlights
sunscreen

by John Staton

on the basis of false laboratory testing 
reports. Letizia’s guilty plea underscores 
that my Office will continue to work 
with our law enforcement partners to 
investigate and prosecute fraud and 
endangerment in the consumer products 
testing industry.” (6)

At the time of writing of this article, 
AMA Laboratories was still claiming 
FDA registered on their website and 
appeared to still be trading.

The cost to the sunscreen industry, are 
broad, involving not only the potential of 
safety issues, but also recalls and damage 
to reputation of both brands and testing. 
Recent improvements to ISO methods 
make it easier to identify overestimation 
of SPF, but fraud is beyond the scope of 
any Standard.

References
1. https://judicialcaselaw.com/courts/nysd/
cases/7_19-cr-00548-KMK/127129140455
2.  https://www.tga.gov.au/sunscreen-testing-
ama-laboratories-condition-listing
3. https://www.scoop.co.nz/stories/BU2105/
S00167/63-million-fraud-committed-by-
sunscreen-test-lab.htm
4.  https://www.euroconsumers.org/news/the-
sunscreen-scandal-euroconsumers-meets-with-
the-commission
5.  https://www.cosmeticsbusiness.com/
news/article_page/Ultra-denial_it_Purito_
shifts_blame_for_SPF_scandal_onto_
manufacturers/1726226.
6.  https://www.fda.gov/inspections-compliance-
enforcement-and-criminal-investigations/
press-releases/owner-consumer-products-testing-
company-pleads-guilty-46-million-fraud-scheme-
involving-fabricated

tests showing products failed to meet 
their label claims.” 

“Consumer NZ is calling for a 
mandatory standard that requires 
companies to regularly test their 
sunscreens at accredited labs.”

Garth Wyllie, Executive Director 
of CTFA advised that “We have a 
private member’s bill in the Parliament 
which will mandate the New Zealand 
Australian Joint Standard and the test 
methodologies that are set out within 
that are the international standard tests 
and that is actually the methodology 
that you know as an industry we believe 
should be followed.” (3)

In the E.U. testing by EuroConsumer.
Org resulted in product recalls in Spain, 
Portugal and Belgium. (4)

In Korea, controversy immerged (5) 
from independent testing of a popular 
brand and this indicated an SPF more 
around 20 than the SPF 84 reported by 
the marketer.

FDA Position

The FDA has not at this point given 
any corrective direction to marketers for 
action. An FDA Press Release on 4th 
May 2021 advised, 

“ As he has now admitted, Gabriel 
Letizia schemed for decades to defraud 
customers of his laboratory and caused 
sunscreens and other consumer products 
to be sold and marketed to consumers 

On 4th May 2021 the owner of a US 
based testing facility pleaded guilty to 
fraud involving the fabrication of results 
(1). The admission came from the owner, 
Gabriel Letizia Jnr, who had previously 
entered a not guilty plea. Previously, 
four employees of AMA Laboratories 
had pleaded guilty to the same fraud 
over a 30 year period. The implications 
and costs are broad, as indicated by the 
court ruling that, as well as a potential 
the owner of up to 7 years prison, 
over US$46 million was involved in 
reparation. This amount is subject to 
a claim for recovery under US Asset 
forfeiture law. Although the falsification 
went beyond SPF testing, it indicates that 
a very substantial number of products are 
relying on likely incorrect test results. 

For Australia, TGA has updated its 
advice (2) on its website. “ The TGA has 
imposed a condition on the listing of all 
sunscreens on the ARTG that requires 
testing results from AMA Laboratories 
are supplemented with additional 
justification by the sponsor in support 
of the efficacy of their sunscreen.” Post 
market audits are being conducted.

In New Zealand, Consumer NZ 
chief executive Jon Duffy stated that

“For many years, manufacturers sent 
us test reports from AMA Labs when our 
tests found their sunscreens weren’t up 
to standard. Manufacturers continued to 
rely on AMA Labs’ results despite our 

The High Cost of
Fraudulent testing!
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remember Denis from the latter of these roles.  Interestingly, 
ISP also produced polymers for the clarification of beer, a 
commodity for which Denis held a great passion.  I recall 
many late nights where he would steadfastly refuse any 
consideration of conclusion before the consumption of at 
least one “cleansing ale”.

Denis had a warm smile and enquiring nature that 
was endearing. He had an amazing ability to strike up a 
conversation with anyone and loved to share stories and 
his dry humour. He was passionate about whatever he did, 
whether it be playing golf, family, or randomly quoting 
Monty Python sketches.  Denis was pleased to retire some 
years back, and has spent this time travelling with Jenny, 
playing golf tournaments and generally doing all the things 
that were much more important than work.  

I recall a story he once told me.  Upon his retirement a 
younger person in the industry said “ But you are still so 
young and energetic “.  He replied “Surely that’s the point 
isn’t it?”  

We will miss you Denis.

On the 7th of April a group of friends and family 
congregated at The Metropolitan Golf Club to celebrate the 
life of Denis Long who passed away at the age of 77 after a 
short illness.  We were told stories by his family and closest 
friends of his love of golf, angling, living life to the full, and 
travel, while always maintaining a work/life balance based 
on the axiom “we don’t live to work, we work to live”.  
He would have been pleased to see the positive and joyous 
testament to a life well lived. 

Denis wrote his own eulogy to spare Jenny and his sons 
the task.  Much of what follows has been borrowed from his 
writing.

He attended primary and secondary school in Geelong, 
followed by tertiary study of textiles at Gordon Institute 
(now Deakin). After the completion of his studies he went 
to work at Fibremakers/ British Nylon Spinners (Industrial 
uses of synthetic fibres including tyre reinforcement), 
Philips Petroleum (manufacture of synthetic rubber and 
carbon black for the tyre and rubber industry, then on 
to GAF/ISP (specialty polymers for Industry, especially 
Pharmaceuticals, Skin and Hair Care).  ASCC members will 

VALE

Denis Keith Long
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Lubrizol Life Science - Beauty (LLS 

Beauty) is uncovering new benefits 

of Kelco-Care™ diutan gum for skin 

care, sun care and color cosmetics 

formulations. 

Key skin care benefits include: 

• Immediate moisturizing effect that 

lasts all day long making it a truly 

multifunctional ingredient for skin 

care formulations

• Excellent stability at high temperature, 

maintaining the viscosity of sunscreens 

during the summer season 

• Strong pigment suspension capabilities 

New Formulation Benefits 
Discovered for  
Kelco-Care™ diutan gum

advertorial

to meet the growing demand for 
natural-derived makeup
Kelco-Care™ diutan gum, which 

entered the market last year, is a 
microbial polysaccharide produced by 
fermentation and is an ideal stabilizer in 
skin care, sun care and color cosmetics 
formlations. 

Lubrizol’s team of researchers and 
scientists continue to look for new 
ways to enhance their nature-based 
ingredients to meet sustainability goals 
and consumer expectations. The new 
benefits found for Kelco-Care™ diutan 

gum meet these needs.
To learn more about Kelco-Care™ 

diutan gum, visit Lubrizol.com/beauty. 
Lubrizol has a global agreement with 

CP Kelco® to bring Kelco-Care™ 
diutan gum to the beauty and personal 
care markets.

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

packaging

20212021

J
by Steve Welsh

Just like that, we are already halfway 
through the year, for this month’s article 
we thought we would touch on the 
cosmetic packaging trends we have been 
seeing so far in 2021 and what we expect 
for 2022. As we continue to grow we are 
seeing more and more brands currently 
asking for similar items, so we summed 
them up to the top 5. 

1. Biodegradable Packaging

The most enquiries we are receiving 
at the moment and probably the 
biggest shift we are seeing with 
our current clients is the push for 
sustainable packaging, in particular our 
biodegradable packaging. Since our 
inception over 15 years ago, we have 
coached our clients on the importance 
of recyclability, providing alternatives, 
education and encouragement to look 
past products that won’t be accepted 
in curbside recycling programs and 
are not BPA free, and offered ‘greener’ 
alternatives. The Australian Government 
has also recently published a plastics 
packaging plan with sustainable targets 
all brands must adhere to by 2025. (You 
can find out more about the Packaging 

Plan on our website). 
What our biodegradable packaging 

does is that it revolutionises what 
happens to the packaging when it goes 
into waste. It is estimated that 87% of 
Australian recycled plastic will end up 
in landfill and this will sit there for over 
100 years for our children’s children to 
deal with. With extensive testing and 
independent laboratory trials we can now 
supply packaging that will biodegrade in 
landfill in an estimated 6-10 years. Not 
only will it break down all commercial 
packaging resins, it also leaves no micro 
plastics. For the 13% of packaging that 
will get recycled, our biodegradable 
packaging is still fully recyclable.

2. Refillable Packaging 

A major trend that we are currently 
seeing, especially with ecommerce 
brands, is that they are adopting a 
“subscription” based model. The 
consumer will buy a product on a 
subscription at a discounted price and get 
a new product sent to them on a regular 
basis. Brands are taking this one step 
further and are offering the subscription 
products with reusable packaging. The 

brand will resend the product, but 
with scaled down packaging, e.g in a 
pouch or refillable bottle. There are a 
few benefits to this, such as reducing 
costs of packaging & improvement with 
sustainability. 

3. Streamlined Packaging

Expect even more streamlined 
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packaging designs this year, in 
appearance and production. The 
minimalist approach is still popular and 
we help satisfy your consumers hunger 
for knowledge of what is in their favorite 
products while maintaining visual 
aesthetics. We have been designing new 
moulds for customers wanting more 
efficient decoration area and greater 
shelf presence to compliment classic 
printing options. A lot more brands 
are also shifting towards standard PET, 
PE or PP plastic packaging and are 
avoiding plastics suchs as AS, Acrylic, 
PETG premium thick plastics, due to 
sustainability. 

4. Airless Packaging Systems

In airless packaging systems, the 
product is isolated from the air. In 
addition, the dosage expelled with each 
stroke of the actuator is approximately 
equal to the amount of product 
contained in the pump body. There 
are several forms of airless systems. 
However, in this context it is important 
to note that by the term airless, we mean 
that the product is separated from the 

surrounding air by a barrier that prevents 
its ingress.

However, despite benefits, sometimes 
the choice of airless packaging comes 
down to pure necessity. Given the 
increased interest in lower preservative 
formulations and paraben-free options, 
airless systems can then become 
necessary packaging considerations. 
Today’s airless systems also communicate 
brand prestige and increased value. Like 
most packaging, it is a matter of scale 
as to whether or not the higher cost of 
an airless package for purely aesthetic 
purposes justifies the investment 
compared to lower cost alternatives.

5. Recyclable Pumps & Sprays 

Now that there are plenty of 
sustainable options for bottles, jars and 
cosmetic tubes we are starting to see a 
push for recyclable pumps & sprays and 
expect the demand for this to grow in 
2022. Current spray/pump dispensers 
are not recyclable due to them being 
made of many different materials PP, PE, 
Metal Springs etc, which means after use 
they are currently being sent straight to 

landfill. Weltrade Packaging is currently 
investigating different options regarding 
this and it will be a topic of discussion in 
due course. 

We would really like your feedback on 
trends that you see playing out with your 
products and your target demographics. 
Our team understands the amount 
of time that goes into making your 
products and we really like working on 
making you have access to options that 
really give you a point of difference.

We are always looking at the next 
new trend, we visit trade shows around 
the world and monitor and discuss new 
releases with our clients. Reach out to us 
today and see our point of difference, and 
how we will help you with a stress-free 
approach to your cosmetic & wellness 
packaging.

PENTAVITIN®

For more information, scan  
the QR-Code or visit our website 
www.dsm.com/personalcare  
and search PENTAVITIN®

No more dry skin after cleansing!
DSM’s super-moisturizing ingredient 
PENTAVITIN® retains moisture by binding itself 
to free ε-amino groups of lysine found in the 
keratin of the stratum corneum. This gives it a 
unique substantivity and affinity to the stratum 
corneum. As it binds to keratin, it cannot be 
washed off easily; it is only removed 
through the natural process of desquamation.

Brenntag Australia Pty. Ltd. 
+61 3 9559 8333 • info-aus@brenntag-asia.com 
Brenntag New Zealand Limited 
+64 9 275 0745 • info-nz@brenntag-asia.com
www.brenntag.com

LISTED
CHINA
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I
his grandfather’s farm. While also 
working within the local community 
he is, with his wife and sister, gently 
nurturing their modest crop of organic 
Melaleuca alternifolia, and preparing for 
this season’s distillation. 

Preparation has included removal of 
several tonnes of legacy scrap metal from 
the shed, making space for their first run. 
The ground is wet; its’ not possible to 
get harvesting equipment into the field 
to gather leaf…although I do suspect 
that as soon as the shed is cleared they’ll 
be out there hand trimming and then 
undertaking the most of traditional 
distillations….. this will involve lighting 
a wood fire and with the assistance of the 
local, natural spring-water, free-steaming 

It’s an impossibly beautiful morning as 
I set out on my tour. The air is clear and 
crispy-cool and the earth is still moist 
from weeks of rain, but with luck, some 
of the growers will be commencing their 
very first harvest and distillation of the 
season; today! 

Welcome to beautiful, northern NSW, 
the heart and soul of Australia’s own Tea 
Tree oil industry.

Its my absolute pleasure to give you 
some insight into the characters and the 
passion that’s recently renewed my love 
of the ICONIC Australian essential oil, 
perhaps it will inspire you as well?

West of Ballina, just off a twisted dirt 
track; I’m at the first of the farms. 

Here we meet Jack*, he’s taken over by Wendy Free

PS...Professional / Product / Personal Safety

Back... to Nature with 
an Icon Australian Native.
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the freshly harvested leaves to collect 
what can only be called bespoke, artisan 
tea tree oil. I’m offered the opportunity 
to smell some from last year, it’s got a 
sweet, almost green apple top note I’ve 
never experienced before – attributable 
to the free-steaming and unblended, 
single batch approach…..its exquisite!  

Later that day, and further south-west 
we’re greeted by Ilsa and her team; our 
timing is amazing! We arrive just as 
they’re beginning to harvest, the dew 
has just dried and Max* is out in the 
harvester cutting the very first of the 
season’s leaf. It’s quite magic to see the 
machine venture deeper and deeper into 
the ocean ~2m tall gently lapping waves 
of green leaf, right next to the deeply 
forested National Park. 

Hidden within these depths could be 
whole trees, that have washed into the 
field during the summer f lood; hitting 
one of these could be catastrophic for 
the harvester’s specially adapted cutters, 
so Max* and Isla look on with some 
trepidation.

From the home field we venture 
several kilometres up the driveway to 
the distillery; where its ‘all systems go’; 
the start of season commissioning is in 
its final stages of completion, the boiler 
is running and then, the leaf arrives. 
While it steams, I meet the team who 
manage this process ensuing that it’s not 
‘over-cooked’ and that each transition of 
the harvest bins is as smooth as possible; 
they’ll be running 24/7 for the next few 
weeks/months now….demand is high 
and stocks are very low; orders will be 
fulfilled very shortly.

Tuesday morning is again welcoming 
with brilliant sunshine and impossibly 
blue skies, coupled with an early 
morning chill. Today we’re meeting 
Ryan*. He’s in the final stages of 
commissioning his new distillery, 
everything is gleaming, the scales are 
calibrated and the paperwork is ready….
although he is nervously awaiting for 
the shipment of cleanser to arrive so that 
all the new surfaces can have their full 
washdown before distillation begins. It’s 

also a big day because the final step in 
the distillery fit-out, Ryan* is having 
the 25m chimney placed in the upright 
position this afternoon. After a chat and 
checking through the ins and outs of the 
new fixtures, we depart before the crane 
comes in and things get truly hectic.

Five minutes down the road, 
we turn into the driveway of the 
Matthews* family. Like most other 
distilleries the driveway is lined with 
tea tree, but unlike many other we 
have Melaleuca quinquenervia on the 
left, complementing the Melaleuca 
alternifolia on the right. 

The Matthews’ family have been 
operating their unpretentious tea tree oil 
distillery for decades. The shed is locally 
sawn hardwood, wholly constructed 
by the family, the boiler is a worthy 
beast, of noble pedigree, as is all of the 
equipment here. Solid, hardworking, 
dependable and honest – you can feel 
it oozing from every corner of this 
place. They’re talking about building a 
new, modern distillery while I silently 
despair at the potential loss of character 
that could eventuate. The Matthews’ 
live and breathe their trees, their oil 
and every part of their operations; we 
do however have to keep our eye on 
Muppie, the 4 month old once-white, 
f luffball that gambols through mud, 
chickens and probably much more. The 
water birds come in as the sun sets, and 
the temperature drops; but there’s more 
tomorrow.

I’ve lived in Australia all of my life, 
but I’ve never truly experienced the 
‘sweeping plains’ in the same way as I 
do this morning. This hold was acquired 
by settler’s in the 1860’s and many of the 
original buildings remain, some restored 
to a new glory, other peeking out from 
behind forest, waiting their turn. 

Photo Original Buildings
We see emu, kangaroo and black 

swans. The journey from the front gate, 
to the office takes some time, and then 
it’s another drive to the distillery. 

Photo we see swan
She is (I’m lost for words)…new? 

shiny?, big? all of these…..again they’re 
not yet harvesting, but are in the very 
last stages of cleaning out those highly-
polished, stainless steel harvesting bins 
ready to receive their first loads of the 
season; Steve’s* white board is filled. 
Each of the hundreds of tasks required to 
start off the season has been completed, 
and only a few need to be signed off or 
cross checked. The warehouse is pristine, 
hundreds of brand, new stainless steel 
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drums await their fill of wholly locally 
grown oils. Other drums will be filled 
with blends of tea tree oils that come in 
from their other holdings, each one will 
proudly carry the name.

All of the equipment (and many of 
the staff ) will work around the clock 
ensuring that this largely computer 
controlled operation continues to 
operate f lawlessly over the next ~6 
months, by which time many hundreds 
of tonnes will have been processed. 
This season they’ll be trialling a new, 
hand held analytical tool in the hopes 
of automating some processes, it’s an 
exciting advance that may assist the 
whole of the industry…once the bugs are 
ironed out.

From here, we take the ‘backroad’ 
east, having first checked with the locals 
that it is passable. The open woodland 
is alive with tiny finches that waft and 

weave through the shrubs as we pass. 
When we arrive at our next designation 
the aroma and the steam tell us that 
“we’re distilling”. However Pete*, our 
host, is under the partly dis-assembled 
harvester, tools in hand and sweating to 
get the blockage cleared so it can go back 
out to the field. Crisis averted he takes 
some time to show us around. Like each 
of the sites I’ve visited, this one has its 
own unique approach. Larger than some, 
smaller than others, it produces its own 
brand of tea tree oil using locally grown 
conventional and organic leaf, a well-
tended boiler and stainless steel fixtures. 
The steaming hot ‘spent-leaf ’ is hauled 
aside and cooled before being composted 
and then, returned to the fields. Nothing 
is wasted.

Our trip back to town takes us to see 
Eve*, she’s a grower and distributor. Like 

most other businesses, she’s working hard 
on expansion plans while also meeting 
this year’s highly anticipated demand. 
Despite this she takes the time to show us 
around.

I learned so much from this trip, a lot 
about the tree, the harvesting and the 
distillation but more than anything, I 
gained an insight into the passion and 
expertise that each of these farmers have, 
and thus the true worth of this iconic 
Australian native essential oil. 

Please let me extend a genuine 
thanks to all who took time out of their 
incredibly busy schedules to welcome 
and share what is the heart and soul of 
Australian Tea Tree Oil.

Wendy Free
talktous@qualitymatterssafetymatters.

com.au
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A

advertorial

A S Harrison & Co and Deluxe are 
proud to be working in partnership to 
deliver premium Shea and Cocoa Butter 
to the Australian and New Zealand 
markets.

Deluxe bring the benefits of Shea 
Butter to the world whilst empowering 
local individuals and their communities, 
providing employment and opportunity 
to create a sustainable quality of life.

There is a reason Shea Butter has been 
used for thousands of years. Our Deluxe 
Shea Butter is the ultimate skin hydrator. 
Even more impressive is the fact that 
our Shea Butter comes directly from 
traditional communities in Ghana and is 
both certified organic and fair trade.

Deluxe Shea Butter comes from Gumo 
– Kumbungu district in Tamale located 
in the Northern part of Ghana. We work 
with women co-operative groups for the 
processing of our organic and fair-trade 
Shea Butter, respecting age-old traditions 
and supporting local communities and 
families.

Ghana arguably has the best Shea 
Butter in the world because the nuts have 
the most desirable chemical balance, and 
the traditional processing methods create 
a very clean butter.

Since the Shea tree is not cultivated, 
ownership is by those whose farm it 
grows on. The Shea nut tree pollinates 
during the harmattan period and cares 

for itself till after 4 years when it starts 
to produce fruits. Harvesting of the Shea 
fruit is done between mid-May through 
to end of July, whereas the butter 
processing usually takes place from June 
through to August.

Traditionally it has been the women 
who go and pluck or gather the Shea 
nuts. The women sometimes have to 
travel as far as 17 kilometres on foot and 
carry bags in excess of 40kgs on their 
heads whilst carrying their children on 
their backs. Working within the Shea 

trade in many cases is the only form and 
sole source of income for these women 
and their families.

Shea oil which is obtained from the 
Shea nuts is used as cooking oil in the 
northern part of Ghana, as well as oil 
for the locals to light up their lamps at 
night. The skin of the Shea nut is eaten 
and the bark of the tree is also used as a 
prophylactic against certain childhood 
illness and minor scrapes and cuts. The 
dry shell of the nut when burnt acts as an 
effective mosquito repellent. In fact, even 

From Ghana to Australia 
   – we’re making a difference.
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the residue left after the butter has been 
collected during the extraction process 
is used as organic manure by the local 
farmers for their crops.

Supporting the Women of 
Ghana

At Deluxe Shea Butter, it is the 
people behind the product who make 
it all happen. Their premium, fair trade 
products are a direct result of giving 
members of the Ghanaian communities 
a fair go with a fair day’s pay for a fair 
day’s work. We are so proud of the 
team members and what they’re able to 
achieve once given the opportunity. Just 
recently, we got to hear from a handful 
of different families and what being part 
of the Deluxe Shea Butter team means to 
them…

Read some of their inspiring stories 
now:

Sana Danaa

Sana’s underprivileged childhood 
meant that her parents could not afford 
to send her to school. With a burgeoning 
family of her own, Sana has to work 
3 jobs to be able to send some of 
them to school for better employment 
opportunities.

Sana Danaa from the Sankapalla 
Dakoliyili community is a 40-year-old 
grandmother of 3 and a mother of 5 and 
she is one of our most experienced Shea 
nut pickers. Sana hopes to have easy 
access to more grinding mills one day 
to process her own Shea nuts to sell. We 
are currently trying to make this happen 
so she doesn’t have to transport the nuts 

such a long distance to grind. It’s both 
incredible and humbling to see Sana’s 
dedication to her family with dreams of 
providing a better future for them. We’re 
so honoured to have her on our team.

What is your name? I am Sana 
Danaa, a Shea nut picker from Buiyili.

Where are you from? I come from 
Sankpalla Dakoliyili and I am 40 years 
old.

What’s your favourite food? 

The food I like best is T.Z, it is the 
most available food we have in our 
community.

Tell us about your family? I have 5 
children and 3 grandchildren. My first 
born is Lamnatu Danaa, she is 20 years 
old and has two children. Lamnatu has 
never been to school. Salamato Danaa 
is my second born, she is 17 years old 
and has 1 child. She too has not been to 
school. Yussif Danaa is the third, he is 
12 years old and he too has not been to 
school. Hakim Danaa is my fourth born, 
he is 7 years and he is in primary school, 
grade 1. Abukari Danaa is my last born, 
he is 3 years old and also in school

What about your history? I have 
been picking Shea nuts since childhood. 
Life has not been easy for me when I was 
growing up. My parents were peasant 
farmers and they could not afford to send 
me to school. I farm, burn charcoal and 
also pick the Shea nuts to sell for income 
to support my family.

How about the future? The Deluxe 
Shea Butter company has been able to 
reach out to us and we can now at least 
make more money from the Shea nuts. I 
wish to have access to grinding mills to 
process my own Shea nuts to sell. This I 
believe I could make more income from.

Anda Awudu

For over 15 years, Anda has been 
involved in Deluxe Shea Butter 
production. She works incredibly hard to 
ensure that the Shea Butter she produces 
is of the highest quality, earning her our 
honorary title of Shea Butter Queen. 
Her five amazing children are her main 
motivation, and she loves to see her 
community thrive.

Tell us about yourself: I sometimes 

make good profit from the business, 
which I use to cook and provide the 
basic needs of my family. I have been 
doing this business for over 15 years 
now. I work at the Gumo Shea Butter 
centre because we do things together and 
trained by Madam Rabi.

What about your family? I have 
five children; Farouk Awudu is 14 years 
old and in Junior High school, Faisal 
Awudu who is 11 years old in Grade 
6 primary school, Fadilah Awudu is 8 
years old and in Grade 4 primary school, 
Fuseini Awudu is 5 years old in grade 1 
primary school, Mariam Awudu is 1 year 
6 months. I am so proud of my children 
learning. 

What is your favourite food? My 
favourite food is T.Z.

Do you like working with Shea? 
The aspect of the work I like is when 
I am selling. I like the point where my 
Shea Butter is qualified to be Grade A. I 
wish I am able to expand my work and 
produce 200kg of butter in a week.

A S Harrison & Co now stock the 
range of Deluxe products including 
refined and unrefined organic Shea 
Butter and natural and organic Cocoa 
Butter. All now available to the 
Australian and New Zealand personal 
care industry.

Feel free to get in contact with 
the team at A S Harrison & Co for 
a hand with samples, formulations, 
and other suggestions:  Call us 
on +61 (0)2 8978 1000 or email 
performanceingredients.ash@
harrison.com.au 

Sana Danaa

Anda Awudu
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with the manufacturing of the product, 
a design defect, and the possibility that 
the product may cause physical harm to 
consumers.  Even an incorrect label may 
require a recall of a product.

Recalls may also negatively affect a 
company’s brand and can be costly as  
the firm’s reputation may be damaged 
and this is an additional unfortunate 
outcome. 

Product Recall Insurance is an 
essential element for the overall risk 
management of your business.

Product Recall Insurance Cover 
– Event Types
• Accidental Contamination - caused 

What is Product Recall 
Insurance? 

This type of insurance is designed 
to suit manufacturers and suppliers of 
products made available in the Hair & 
Beauty Industry with protection against a 
number of related costs associated with a 
recall of a product from the marketplace. 

Such a recall might take place as the 
Business owner has chosen to do so 
voluntarily, it could also be an Industry 
body who recalls it, even a State/ Federal 
Government, or other Regulatory 
Authority. 

A product recall may take place due 
to a safety or quality concern connected 

insurance

by James Gillard

Recalling why Product Recall 
Insurance is so important for the 
Cosmetics Industry?
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Newspapers (one recent claim we have 
assisted with , a requirement of the 
Government Authority ordered recall , 
because of a labelling issue was an ad in 
every state National newsapaper . Cost 
for ads were $55,000)

• Some insurers also provide In-house 
claims personnel available 24-hours-a-
day, 

       7-days-a-week, dedicated 
to crisis management claims

And if you think it will never happen 
to us, a good reference point for the 
extent of recalls, please refer https://
www.productsafety.gov.au/recalls

The insurance cost is minimal when 
compared to the consequences of the 
unexpected. If you are unsure about your 
current coverage and need a professional 
advisor to review your policy or risk, 
please contact the friendly team at IME 
Insurance Brokers - Insurance Made 
Easy for personal assistance to discuss 
your own individual circumstance 1800 

641 260 or visit us www.imeinsurance.
com.au

by human error may lead to a 
product recall. The error could occur 
during the process of preparation, 
production, manufacture, packaging, 
or distribution. The contamination 
could be geographically widespread 
anywhere in the supply chain. 

• Mislabelling – where the ingredient 
listing does not meet the mandatory 
requirement or was inaccurate or 
incomplete.   

• Malicious tampering - wrongful 
alteration whether by a disgruntled 
employee or other party with the 
intention of creating bad publicity. 

• Product Extortion - for the purpose 
of ransom. This is something every 
business fears because of the adverse 
publicity.It often comes as a threat 
with little indication of how credible 
the threat is.

• Government recall -Due to 
product safety problems. Perhaps a 
Manufacturing error or change by 
Government Authority regulating 
allowed ingredients. 
There can be tremendous costs 

incurred when a business faces a recall. 
These costs are not restricted to the 
obvious ones such as the cost of the recall 
itself and the loss of product. 

  What are the type of Product 
Recall expenses that can be 
covered under a Stand-Alone 
Product Recall Policy? 
• The costs associated with recalling the 

product from the market
• Any extortion costs made against the 

product 
• Rehabilitation costs incurred to re-

instate your Brand and Product 
• Costs associated with engagement of 

specialised consultants such as Public 
Relations experts 

• Business Interruption cover to protect 
your loss of profits during the recall 
which has impacted the Businesses 
productivity.

• Third Party costs (maybe authorised 
distributors, retailers, etc.)

• One of the larger and perhaps 
not recognised costs , can be the 
advertising in National Media, such as 

www.imeinsurance.com.au
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When testing a new cosmetic product 
or treatment, one sets out to confirm its 
effects are actually due to the treatment 
and not to chance or other factors. The 
most scientif ically rigorous way to do 
this is by comparing it against a placebo 
or control. Trial design is one of the 
assessed factors when submitting a paper 
to any reputable scientif ic journal - and 
one must have an extremely compelling 
reason if they are not using a placebo-
controlled design. In order to better 
design and interpret the results of a 
placebo-controlled study, this article 
will provide further insight as to the 
role of the placebo group (or placebo 
side, in a split face study) from both 
researcher and participant perspectives.

Understanding placebo-
controlled trials

In a scientif ic study, the effect of a 
new product or procedure has to be 
compared with the effect of another 
product or procedure, to assess 
differences in performance. In absence 
of this comparison, the benefits of the 
new product or procedure cannot be 
argued with certainty. It is not enough 
to, for example, identify a signif icant 

PLACEBO 
Heroes

By Emenuela Elia

change from baseline in a single 
product. The result could equally be 
due to random chance, external factors, 
or well known statistical artefacts such 
as a regression to the mean. 

When a placebo or control is 
introduced, it establishes a baseline 
that is subject to exactly the same 
environmental conditions as the tested 
product. Any changes over the study 
in this group will either be due to a 
combination of random factors, the 
placebo effect, and the effect of the 
comparator product if applicable. 
Therefore, any changes in the treatment 
group that is excess of the placebo can 
be confidently ascribed to the product 
itself having controlled for all other 
effects.

The only exception where a study 
should not use a placebo is for those 
involving life-threatening conditions, 
and where an already proven drug 
exists. In these cases, the use of a 
placebo is considered unethical as it 
denies patients the usually standard 
of care they would receive. The use 
of placebo is ethical and necessary in 
severe conditions with no eff icient 
drug, in some severe conditions even 

when an active reference treatment is 
available, and in all otherwise moderate 
and functional conditions1. 

The impact of the placebo on 
participants

Studies are generally designed with 
a specif ic number of participant and 
appropriate distribution between 
active and placebo, in order to conduct 
statistical analysis of the results. 
Participants are not obliged to stay in 
a study and they can willingly decide 
to withdraw their participation for any 
reasons. They might stop because of 
an adverse event, due to a changing 
schedule, or simply change their mind. 
Whatever the reason might be, a drop 
in participant numbers can adversely 
affect the results of the study. 

It is therefore important that if 
participants decide to take part in 
a study, they do so after being duly 
informed of the chance of them being 
assigned a placebo and why.  The 
Declaration of Helsinki of human rights 
in medical research, is the current 
reference guideline about ethics in 
clinical trials is the, which emphasises 
three major principles: 
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• Respect of the patient to accept or not 
to participate in a trial;

• The constraints and the presumed 
risks must be acceptable for patients 
included in a study;

• Vulnerable subjects should not 
participate in studies1. 
Study information provided to 

participants is quite extensive in 
explaining what a placebo is and any 
possible risks associated with the 
study. Nevertheless, the most common 
question asked by study participants 
relates to the logic behind using a 
product that is possibly a placebo, 
something that will likely have no 
appreciable effect. Therefore, perhaps 
more emphasis could be put on 
explaining why placebo is needed in 
the f irst place and the important role 
it plays. As most participants can be 
quite overwhelmed by the amount of 
information they receive, a simple, easy-
to-understand explanation is key here.

Study participants must understand 
this before entering a study in order 

to both avoid disappointment and 
to reduce the incidence of early 
withdrawals as a result. Both can have 
a negative effect on overall study 
recruitment targets. When studies 
fail to recruit a suff icient number 
of participants (in both active and 
placebo groups), the study might have 
to continue for longer than expected, 
affecting overall study budget and 
delaying product launch. Or, the study 
might fall short and not have enough 
statistical power to reach a conclusion.

It is indeed common for participants 
to withdraw from a study due to the 
lack of benefits perceived in continuing 
the treatment. From a researcher 
perspective, we want to praise study 
participants who diligently stay in 
a study until the end, where not 
prevented by otherwise understandable 
reasons. Regardless of which group they 
are in, participants should understand 
their valuable contributions to 
advancing clinical research. 

On the other hand, we would 
like to see that all studies, big and 

small, provide more information to 
participants with regards to the rationale 
behind the placebo, so they can make 
an informed decision on whether 
to stay or not if improvement is not 
directly perceived. Participants need to 
understand that without placebo, many 
great products could not be properly 
assessed for the benefit they provide 
compared to what’s already available.

Though it may seem an inconvenience 
or even a waste of time for study 
participants, the act of using a placebo is 
indeed a pivotal element for the study to 
come to a valid conclusion. Without it, 
we could indeed be stuck without better 
treatment options and without hope 
in overcoming some of the challenges 
many of us are facing every day. In 
clinical trials, placebo IS the key to 
providing better health and personal 
care, and everyone should know that.
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other complex mixture of ingredients – water based or not, 
then there are any number of unexpected outcomes that may 
occur in the scale up process.

Laboratory preparation of almost any type of mixture is 
quite forgiving, the amount of shear derived from a bench-top 
mixer, homogeniser or other high shear/high speed piece of 
laboratory mixing equipment in relation to the sample size, 
can overcome a multitude of potential problems that may not 
manifest until manufacture of the formulation is attempted in 
the factory. In the lab you can likely impart considerably more 
energy into the system in a far shorter timeframe than perhaps 
can be achieved in production. Just consider for a moment 
the ratio between the dimensions of the mixing head and its 
associated rotation speed in relation to the beaker size and 
compare that to the mixing equipment available and the tank 
dimensions to be used in the factory.

There are many other factors to be considered.
The overall control you can exert in the lab versus factory 

conditions – shear rate, temperature control, f low rates of 
addition of liquids/powders, and/or molten hot phases, cooling 
times, heat sensitivity of any ingredients, come into play 
during scale-up (e.g., if solids are to be dissolved, dissolution 
times may need to be taken into account). Obviously changes 
in said time-frames could lead to unforeseen occurrences - 
discolouration or active degradation or even an unwanted 
colour development, possibly due to some active interaction, 
maybe a loss in activity, or particle size variations and odour 
changes, are just a few examples. 

Scale up requirements.
The ideal starting point of the whole exercise comes 

back to having a precise formulation, preferably one that is 
weight percentage based only, and not containing varying 
measurement regimes (i.e., do not have a mixture of weights 
for solids and volumes for liquids). 

Accompanying this would be a well-defined set of 
manufacturing instructions. Each step in the process needs to 
be clearly spelt out, and certain parameters need to be specified 
(and perhaps will even need to be ‘refined’ during the scale-up 
process). 

As to how these instructions are created.
It is likely that you prepared several iterations of the product 

in the lab during development. Your lab notes ought to provide 
all the pertinent information that you should avail yourself of 
in writing up the manufacturing instructions. Information 

formulator’s brief

This article will highlight some of the concepts/ideas that 
ought to be considered during the scale-up process of taking 
your new R&D lab formulation to commercial production.

It will not be exploring theoretical details, calculations etc. 
comparing lab mixers and batch sizes to commercial mixing 
equipment and commercial production quantities, 

You have developed your shiny new formulation in the 
laboratory and had samples approved by your marketing people 
or perhaps a client. 

After completing preservative efficacy and stability testing 
- at least on your laboratory sample, you now wish to make a 
commercial sized batch, or even a number of batches, to fulfil 
order requirements. This procedure can occur in a number 
of ways, the most risk averse way to approach commercial 
manufacture would be to proceed using a stepwise process, 
so initially a pilot scale batch before moving onto larger 
production quantities. Perhaps you already have a great deal 
of experience in scaling up using the equipment proposed 
to be used in the manufacture of a commercial sized batch, 
or, depending on how familiar you are with the proposed 
manufacturing equipment and the type of product to be 
made, then, you could choose to simply jump straight into 
the manufacture, if not then proceed with caution as there are 
many potential pitfalls ahead.

Alternatively, you may have based your new formulation 
on one that is ‘tried and true’ – in the sense that it has been 
manufactured previously in the proposed plant. If that is the 
case then there really shouldn’t be too much to worry about in 
moving to commercial manufacture, provided of course, that 
the ‘new’ hasn’t been drastically altered from the ‘old’.  

In the laboratory you likely used a propeller type mixer for 
a fairly straightforward blended product – perhaps a surfactant 
mixture, so a cleanser or simple wash of some kind, or maybe 
a shampoo. Whatever the case, you may also have used any 
number of additives, fragrances or colours, to suit the required 
marketing claims. Ideally you have chosen carefully and 
included mostly water-soluble items and scale up won’t create 
too many problems. 

A basic surfactant mixture, such as a wash or shampoo, 
shouldn’t prove difficult to scale up. But even here one needs 
to consider how best to incorporate lipophilic additives, or 
the dissolution/dispersion times that may be associated when 
you have formulated gums, polymeric thickeners, or indeed, 
powders in general, and similarly with the incorporation of 
viscous materials, Sodium Laureth Sulphate 70% for example 
– yes, it is still used extensively (and somewhat easier to 
incorporate if you use hot/warm water).

On the other hand, if you have created an emulsion or some 

Some considerations in regard to the 

Scale-up Process
 By Nick Urquhard
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you have observed in the lab, such as the temperatures of 
the different phases, along with the ideal temperatures at 
which various ingredients need to be added, the order of this 
addition, mixing requirements at each stage, plus other things 
you should have noted - both beneficial and detrimental: shear 
rates; observations relating to heating and cooling times; any 
difficulties experienced with certain ingredients – e.g., did an 
ingredient have a significantly high melting point which meant 
you needed to heat that phase to a higher temperature than 
usual, or did something need extra time in order to dissolve 
– it is important that such instances are accounted for in the 
manufacturing instructions.

Were there any noteworthy observations made during 
development relating to a particular ingredient? Although 
inconsequential at the time (and you may well have simply 
formulated around such an occurrence), these things are 
still worth noting down. For example, if you noted that one 
specific ingredient in the formulation had a significant impact 
on the viscosity it may well come in handy to know that 
precise fact if ever a commercial batch needs to be adjusted 
for an out of specification viscosity result, well, as long as you 
maintained that particular ingredient in the formulation at 
some level, it can now be utilised to adjust the final viscosity as 
required.  

Finished Product Specifications.
The manufacturing information needs to include the testing 

parameters that the product is to adhere to once manufactured, 
and again, these should have been arrived at during 
development. This is simply part of the development process 
in any case – how else are you to decide on the adjustments 
required between each sample attempt in arriving at the ‘ideal’ 
sample that you wish to present for evaluation. Each time a 
lab sample is made you likely also observed and/or tested for 
at least some of the following properties, as appropriate to the 
type of product: Appearance, Colour, Odour, pH, Viscosity 
and also perhaps rub-in, feel, tackiness and whatever else you 
thought necessary.

Where required, certain products will necessitate more 
detailed testing when manufacturing of a commercial batch 
takes place, e.g., sunscreens require analytical work to be 
performed so that the level of each the actives is confirmed as 
being the correct amount to achieve the cited SPF.  

Let’s examine a basic wash or shampoo 
formulation, nothing simpler right?

Preferable mixing scenarios.
1. Adjustable speed, centrally positioned, propeller type mixer, 

along with counter rotating side sweep blades.
2. Adjustable speed centrally positioned, propeller type mixer, 

in a vessel with attached side baff les.
3. Propeller mixer only, adjustable both in speed and 

positioning within the batch vessel. 
There are sure to be many other scenarios, but the above 

should give you an idea of what is required.
The use of ‘warm’ water as opposed to water at the ambient 

temperature will more than likely help the process. More so, if 
you have moved beyond a simple surfactant blend and utilised 
gums or other powdered materials. In the ideal situation the 
powder will disperse quite easily, but more often than not, it 
will likely require a significant amount of agitation, shear and 
perhaps time, to wet-out. Worth mentioning here (and this 
also applies to the water phase of an emulsion) some polymers 

and gums may in fact disperse better in cold water, otherwise 
you may end up with, what is referred to as, the ‘fish-eye’ 
effect – where, when using hot water, the outer layer of the 
powdered material is quickly hydrolysed leaving an inner core 
of dry powder causing clumps– of course this can also occur in 
cold water if there is insufficient agitation. As mentioned, such 
instances are easily overlooked in the lab due to the efficiency 
of lab mixers used in the sample preparation.  

In a simple surfactant mixture, non-water-soluble additives 
are handled relatively easily, using the surfactants to solubilise 
any ‘oily’ ingredient. This can be done by simply adding the 
lipophilic material directly into the batch, although to be on 
the safe side and depending on the amount of material to be 
added, it would be better to prepare a premix of the material 
with a portion of the surfactant to be used and then adding it 
into the batch.

Any of the above mixer scenarios should perform adequately, 
although #3 may well require the use of hand-held paddles to 
ensure a homogeneous mix.

Moving on to emulsions.
Preferable mixing scenarios 

4. As 1 above, with homogeniser added (drop-in or inline).
5. As 2 above, with homogeniser added (drop-in or inline).
6. As 3 above, with homogeniser added (drop-in or inline).

Note, each of these scenarios is predicated on the systems 
described in 1,2 and 3 above, providing efficient batch turn 
over. Indeed, any of 1, 2, or 3, may prove sufficient without 
the added homogeniser, provided the mixer set-up delivers 
sufficient shear to produce an emulsion of equivalent internal 
phase droplet particle size to that which was produced in the 
lab.

After the above mixing considerations and assuming hot 
water and hot oil phases, then temperature control is an 
important consideration, both prior to emulsion formation and 
afterwards. As depending on the emulsifier, shock cooling via 
refrigerated water circulating in a jacketed tank or maybe by 
a large addition of cold water after an emulsion concentrate 
has been produced, can be detrimental and possibly lead to a 
considerably lower viscosity than that achieved in the ideal lab 
conditions, and perhaps ultimately, to phase separation. 

If you do decide to go down the ‘emulsion concentrate’ 
pathway to enable cooling by diluting with cold water, 
ensure that your mixer set-up is able to handle the thicker 
concentrate, otherwise you may end up having to use hot 
water to dilute it enough to enable efficient mixing, somewhat 
self-defeating! 

It is worth pointing out that non-ionic emulsions can have 
an inversion temperature within the temperature range at 
which the manufacturing/cooling process takes, and this may 
not have been evident in lab scale sample preparation. Often 
this is not problematic, but good to recognise what it is you are 
looking at when it does happen during scale up.

So, the better you understand how your formulation behaves 
the more likely you will be able to design the manufacturing 
method required to successfully carry it through to 
commercial manufacture.

Finally, if it turns out that you do have to modify the 
manufacturing procedure versus what you initially designed 
for commercial production, you need to determine if this will 
alter the stability of the formulation. Certainly it would be best 
if you repeated the stability work on an early commercial batch 
in any case - indeed this is a requirement for TGA registered 
products.
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terminate with a carboxylate group, 
acylamidopropyl sultaines terminate 
with a sulfonate group. In sultaines, this 
terminal sulfonate structure is connected 
through a three-carbon hydroxypropyl 
linkage to the per-manently quaternary 
nitrogen. In the case of the betaine, 
the carboxylate group is connected via 
a one-carbon bridge, thus possessing 
one fewer carbon than its sultaine 
counterpart.  

 Sultaines are commonly grouped 
within a class of surfactants called 
amphoter-ics. More precisely, sultaines 
are zwitterionic(1,2 ,3) surfactants over 

Abstract
 Sultaines have the potential to 

provide the personal care industry with 
a safe and more sustainable alternative 
to betaines and other amphoterics. 
Sultaines are functionally similar to 
betaines; they provide foam stabilization, 
increase foam density, enhance the 
viscosity response of anionic surfactants 
and reduce their ir-ritation, improve the 
solubility of marginally soluble additives, 
and lower the CMC of formulations. 
Sultaines enjoy a variety of advantages 
over betaines, including improved hard 
water foaming, lime soap dispersion 
properties, higher activity as supplied, 
fewer regulatory concerns, and a more 
favorable perception among consumers. 
Moreover, sultaines have the potential 
to have a higher renewable carbon 
index than betaines.  In this age of 
clean beauty, this should lead to a more 
widespread adoption of sultaines as a 
viable alternative to betaines within the 
personal care industry.

Introduction
Structurally, sultaines are analogous 

to traditional betaines.  For example, 
ac-ylamidopropyl betaines and sultaines 
both possess the same amidopropylamine 
substructure (shown in heavier lines 
and text) in Figure 1. However, unlike 
acyl-amidopropyl betaines, which 

Sultaines: Betaine Alternatives with 
a Clear Path Towards Enhanced    
Sustainability  

Dennis Abbeduto
Personal Care Business Manager, Colonial Chemical Inc.

advertorial

typical use pH levels. This means that 
they carry both a positive and a negative 
charge covalent-ly linked within the 
same molecule, making them internally 
balanced with a net charge of zero. It 
is not possible for sultaines to exhibit 
a net negative charge(4), and so are not 
truly amphoteric. Sultaines are used in a 
wide variety of personal care cleansing 
products including shampoos, body 
washes, and facial washes(5,6) where they 
are most commonly relied on to assist 
anionic surfactants in producing dense 
and stable foams. In general, sultaines are 
stable over a fairly wide pH range and, 

 Figure 1: Chemical structures of a) betaine and b) hydroxy-sultaine

a)

b)
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because of their zwitterionic nature, are 
compatible with many anionic, cationic, 
and nonionic surfactants and retain 
solubility under a wide variety of con-
ditions.

Improved sustainability
As the personal care industry races 

towards sustainable solutions, the surfac-
tants industry has worked hard toward 
moving in step. In contrast, upstream 
chemical intermediate manufacturers 
have been slower to make important 
changes. For instance, making a 
traditional betaine 100% bio-based is 
technically feasible as intermediates like 
fatty dimethyl amines could be made 
using bio-based methanol produced 
by fermenting a variety of cellulosic 
products and the MCA or SMCA 
feedstocks could be produced from 
bio-based acetic acid, again us-ing 
fermentation. This is not currently the 
case when it comes to the manufacture of 
traditional betaines. However, there have 
been other successes in moving from 
petrochemically-derived intermediates to 
bio-based equivalents. A good example 
is a commodity chemical intermediate 
used to produce sultaines that remains 
primarily petrochemical in origin but is 
also available from a more sustainable, 
bio-based, source: the glycerin byproduct 
of the hydrolysis of triglyceride oils.

In manufacturing sultaines, the first 
step is identical to that of the betaines 
(synthesis of the amidoamine), as are 
the feedstocks used(2,7). However, 
sultaine chemistry requires a different 
second step. Instead of carboxylation, 
hydroxypro-pylsulfonation is done 
via chlorhydroxypropylsulfonate, an 
intermediate which is often referred to as 
CHPS(7). Although most manufacturers 
of CHPS use petro-chemical feedstocks, 
there has been some movement toward 
using bio-renewable feedstocks. The bio-
renewal reaction pathway gives the exact 
same sultaine and sodium chloride by-

product(7,8), but with a more sustainable 
intermediate and end product. 

Based on its structure, sultaine 
chemistry would typically contain one 
more “black” carbon than betaines when 
using the traditional petrochemical 
intermedi-ate CHPS. When the 
intermediate is based on a biobased 
source, there is a major impact on the 
final product’s sustainability. While 
a traditional Cocamidopropyl Hy-
droxysultaine made from a petrochemical 
intermediate would have only about 
60% bio-based carbon content, using the 
bio-based intermediate increases the bi-
obased carbon content to almost 80%. By 
substituting this one intermediate, it is 
possible to make substantial headway into 
improving a product’s sustainability.

Similar in function but new 
advantages

Sultaines and betaines share many 
common features in personal care 
applica-tions. They both provide foam 
stabilization, increase foam density by 
decreasing bubble size and compacting 
foam, and improve the viscosity response 
of primary surfactants by increasing the 
overall salt response of those anionic 
materials(2,9). Sultaines and betaines also 
lower the critical micelle content (CMC) 
of formulations using anionic primary 
surfactants, which reduces the irritation 
of primary surfac-tants(2,10) – a key reason 
personal care product formulators use 
them. 

Sultaines offer some added and 
unique benefits compared to betaines, 
making them a superior choice for 
formulators. For one, sultaines can 
readily be produced at 50% solid content 
whereas betaines can typically only 
be produced at 35-40% solids before 
special additives or processing must be 
employed. Producing the sul-taine at 
50% solids does not require any special 
additives, processing aids, or changes 
in manufacturing equipment to do this 

and provides the same or better viscosity 
response by active. 

Although the personal care industry 
rarely uses formaldehyde donors 
today, betaines typically require a 
preservative—with isothiazolinone 
products being the norm. However, 
those preservatives are now known to 
have some sensitization issues and could 
cause allergic reactions(11). As such, 
formulators are moving away from this 
type of chemistry and are seeking other 
alternatives or preservative-free options.

For betaines to be supplied 
preservative-free would require 
instituting a clean process and/or 
keeping the end-product stored in sealed 
drums. Otherwise, the product would 
be susceptible to microbial growth due 
to improper handling. Alter-nately, the 
pH of the betaine can be increased to a 
high level in order to ensure resistance to 
microbial growth. Sultaines are supplied 
preservative-free in a range of pH that 
is not caustic. Sultaines do not require a 
higher pH because of their higher solids 
content and higher salt concentration. 
Thus, the water activity is re-duced, 
which makes the finished sultaine 
inherently better self-preserved and saf-er 
to handle at the point of manufacture.

Moreover, sultaines have been shown 
to have a lower inherent irritation 
poten-tial than betaines (Table 1). This is 
advantageous in formulations where the 
sul-taine is used as the sole surfactant or 
at high use rates.

Some formulators use the 
Environmental Working Group 
(EWG) hazard rating as guidance and 
in this rating system, Cocamidopropyl 
Hydroxysultaine has a low hazard score 
of 1 compared to Cocamidopropyl 
Betaine, which can score up to 5, 
depending on use(14,15). With a score of 1, 
Cocamidopropyl Hydroxysultaine is rat-
ed on par with the safest personal care 
product ingredients on the market.

Sultaines do not contain any 
Dichloroacetic Acid (DCA), an impurity 
commonly found in betaines, which 
means that they meet the stringent 
safety requirements of California 
Proposition 65. Dichloroacetic acid 
has been on the California Proposi-
tion 65 list of chemicals known to the 

HET-CAM(12,13) score @ 4% solids, pH 6.0

Cocamidopropyl Betaine 18.0

Cocamidopropyl Hydroxysultaine 12.0

Table 1

Chemical Type of Toxicity Listing Mechanism CAS No. Date Listed
NSRL or MADL 

(µg/day)

Dichloroacetic acid cancer AB 79-43-6 1-May-96 Not defined

Dichloroacetic acid developmental, male AB(16) 79-43-6 7-Aug-09 Not defined

Table 2
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State of California to cause cancer or 
reproductive toxicity for many years, 
beginning in 1996, soon after the 
original list was instituted (See Table 2). 
Additional hazards were added in 2009. 
There is no safe harbor limit established 
for dichloroacetic acid, so, by the letter 
of the law for California Prop 65, the 
producer of an end-use product would 
either have to establish that there is no 
dichloroacetic acid detectable in their 
product or would have to have some 
rationale for not listing it as a potential 
carcinogen. Due to the large number of 
consumer products that contain betaines, 
it could be that this type of chemistry 
will come under even higher scrutiny 
in the future. Consumer products 
containing betaines with dichloroacetic 
acid could one day be subjected to the 
same California Proposition 65 warning 
labels imposed on other products.

Cocamidopropyl Hydroxysultaine has 
been evaluated according to the OECD 
301D test guideline, demonstrating ready 
biodegradability under those conditions. 
Un-der the European Union Cosmetic 
Directive Annex III(17), there are no 
restrictions for the use of sultaines.

Future Developments
Sultaines offer one of the best 

routes towards sustainable surfactants 
available today and will continue to 
offer formulators the same, if not better, 
product bene-fits associated with 
secondary surfactants. 

Alternative natural oil feedstocks with 
a favorable sustainability profile are 
cur-rently being investigated, including 
oil from underutilized oil seeds that are 
grown but have no particular product 
value associated with them. Similarly, 
novel oils produced by algae or other 
biosynthetic materials can drive future 
development. 100% bio-based tertiary 
amines would represent another leap 
forward in sustain-ability and are 
without technical barriers. 

Conclusion
It is clear to see that with their parity 

in performance and enhanced benefits, 
sultaines are an excellent choice for 
formulators looking to improve both 
the per-formance and the overall 
safety of their personal care cleansing 
products. By uti-lizing the latest green 
chemical options, sultaines can be made 
more sustainably than betaines. This 
further augments their usefulness in 
high quality, consumer acceptable, and 
environmentally conscious formulations.
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British Beauty Council.” https://www.cosmeticsdesign-europe.com/
article/2019/09/30/london-beauty-week-british-beauty-council-head-says-

confusion-remains-around-sustainable-beauty

Sustainability – Raw Materials
Within the cosmetics industry, “sustainable” cosmetics (often 
called “green” cosmetics) are defined as cosmetic products 
using natural ingredients produced from renewable raw 
materials.

The concern within the industry is what is often called “Green-
Washing”.

From the website Whatis.com[10]

“Greenwashing is the practice of making an unsubstantiated 
or misleading claim about the environmental benefits 
of a product, service, technology or company practice. 
Greenwashing can make a company appear to be more 
environmentally friendly than it really is.”

This is not an issue that should be involved in the “Clean 
Beauty” movement.

In the list of “Desired” raw materials above most of these are 

From the website “Sustainable Beauty Network” [8]

What is Sustainable Beauty? 

“Sustainability in the beauty industry has become a hot topic 
due to a rise in environmental awareness, new global standards, 
its profitability and consumer demand.  Cosmetic brands, 
retailers, suppliers, spas and salons are starting to realize that 
incorporating sustainability into their overall business strategy 
is the right thing to do.  Social Responsibility is beneficial 
not only to large corporations but also to small and medium 
sized businesses who want to differentiate themselves from 
their competition.  Studies have shown that implementing 
sustainable actions has it benefits, including enhanced brand 
image, increased sales and customer loyalty.  Consumers are 
paying attention and sustainability will soon be an expectation, 
not a choice.”

An article in Cosmetic-Design Europe 30-Sep-2019 By 
Kacey Culliney headlines “London Beauty Week debrief: 
Sustainability ‘definitely’ hot topic, but confusion remains.”[9] 

and states “Sustainability is clearly today’s hot beauty topic, 
but there remains widespread confusion about what this entails 
for industry beyond plastic packaging, says the CEO of the 

A 2020 VISION 
Technical Considerations to achieve 
complete Clean Beauty for your
product of the future

by Ric Williams
Cosmepeutics International Pty Ltd

technical

Part II.
2. Sustainability
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generally from “Natural” and “Non-animal” sources, hence 
considered “Sustainable”.

However two issues arise from this pursuit;

1. There may not be enough of the raw source to make this 
“sustainable”, hence “nature identical” may have to be the 
option. ie making something synthetically but identical to 
what you would find in nature. I think that Vitamin E would 
be a classic case of this.

2. Side issues, such as the Palm Oil controversy, would make 
sustainable raw materials (and Palm Oil currently is the most 
efficient source of oil used in our industry) cost undesirable.
I have mentioned earlier the 12 Principles of Green 

Chemistry, and this should be the basis of creating sustainable 
raw materials for our industry, where possible.

RSPO
The Roundtable on Sustainable Palm Oil (RSPO) aims to 
transform markets to make sustainable palm oil the norm.

A Global Standard For Sustainable Palm Oil[12]

“To ensure the credibility of palm oil sustainability claims, 
all RSPO members that take legal ownership and produce or 
handle RSPO-certified sustainable oil palm products need to 
be RSPO certified. At the heart of this process are the RSPO 
Principles & Criteria.

How Certification Works
There is in an ever-urgent need and growing global concern 
that commodities are produced without causing harm to the 
environment or society. RSPO certification is an assurance 
to the customer that the standard of palm oil production is 
sustainable. 

Palm oil producers are certified through strict verification of 
the production process to the stringent RSPO Principles & 
Criteria for Sustainable Palm Oil Production by accredited 
Certifying Bodies, and can be withdrawn at any time in case of 
infringement of the rules and standards. All organisations in the 
supply chain that use RSPO certified sustainable oil products 
are audited to prevent overselling and mixing palm oil with 
conventional (or non-sustainable) oil palm products. These 
organisations can claim the use of RSPO certified sustainable 
oil palm products “on pack” by using the RSPO Trademark.

Elements of the RSPO certification scheme
Standard: This sets out the requirements which must be met 
and against which certification assessments are made. The 
RSPO Standard is the RSPO Principles and Criteria. Supply 
chain actors are audited against the RSPO Supply Chain 
Certification Standard.

Accreditation: This is to ensure that the organisations which 
undertake certification assessment — the Certification Bodies 
— are competent to undertake credible, consistent audits.

Process requirements: This is the process for establishing 
whether or not a set of requirements (i.e. the Standard) has 
been met and is carried out by an accredited Certification 
Body. The RSPO systems are detailed in the RSPO 
Certification Systems (see section below) and RSPO Supply 
Chain Certification Systems documents.”

The World Problem
Having said that (and I know that there are a few papers at 
this conference promoting this) there are a lot of barriers 
to sustainable palm oil. As I understand this Palm oil is the 
most efficient source of fatty acids (essential to the cosmetic 
Industry) per hectare, therefore replacing palm oil would 
involve a less efficient oil that requires more space and hence 
less sustainable agriculture. 

From the internet[13] https://theconversation.com/palm-oil-
scourge-of-the-earth-or-wonder-crop-42165 “In 2014, the 
estimated global production of total palm oil was almost 70 
million tonnes (Mt). Over 85% is exported from Indonesia 
and Malaysia, mostly to India and China, where the fruit oil is 
used in food, including as a cooking or salad oil and in a wide 
range of processed food products”. Replacing this would be a 
major concern, while the increasing population in these regions 
means the problem will only get worse. It is also said “If oilseed 
crops were to replace palm oil, it would require at least 50 
million additional hectares of prime farmland just to produce 
the same amount of edible oil.”

Additionally “The Roundtable on Sustainable Palm Oil, or 
RSPO, has a vision to “transform the markets by making 
sustainable palm oil the norm”. The RSPO has over 2000 
members globally that represent 40% of the palm oil industry, 
covering all sectors of the supply chain. There is also an 
increasingly active international research effort aimed at 
understanding the ecological and environmental impact of 
oil palm compared to other habitats such as rainforests and 
rapeseed or soybean farms.”

Another source[14] https://gro-intelligence.com/insights/
articles/palm-oil-production-and-demand states “On average, 
oil palm produces nearly 4 tonnes of oil per hectare, which 
is roughly five times, eight times, and ten times higher than 
rapeseed (canola), sunf lower, and soybean yields, respectively.”

Then there is a recent article ” Palm oil - good or bad?, 
03.06.2020 By: Dr Karl Lintner, Dr Zafarizal Aldrin Azizul 
Hasan

https://www.cossma.com/ingredients/article/palm-oil-good-
or-bad-36161.html

That also explains that Palm Oil is the most efficient form of 
vegetable oil and that if it were replaced by alternatives, then 5 
to 10 times more land would be required to produce the same 
amount of oil. It is interesting that they state that only 1% of 
Palm Oil consumed worldwide, is used to produce cosmetic 
products, a fact hardly known or reported by the detractors.

Fair Trade
Fairtrade advocates for better working conditions and improved 
terms of trade for farmers and workers in developing countries. 
Fairtrade ensures stable prices, decent working conditions and 
the empowerment of farmers and workers around the world. 

Sustainability – Packaging
The dilemma is “Recycled v Bioplastics v Biodegradable”

Recycled is good in that you are removing waste plastics from 
potential environmental pollution and making new plastic 
products from it. Sounds great but what it is doing is not 
getting rid of plastic and secondly it is not 100% effective.

a. The biggest problem is that careless (irresponsible) consumers 
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will still continue to throw plastic away and not recycle it, 
because it is often “easier”. 

b. Recycling itself does not use 100% of the plastic available 
for recycling. Yes, I have seen the ads that say Cocoa-Cola 
bottles are made from 100% recycled plastic, but with 
increasing demand and/or inadvertent waste new plastic 
must be used, 

So how does this reconcile with the claim?, plus 

Still recycled is better than nothing, I suppose.

Bioplastics are where plastics such as Polyethylene are made 
from sources such as Corn Oil by chemical processes. Yes, this 
is good in that it means that we can manufacture plastic from 
sustainable sources, but we still produce plastic which can 
become an environmental hazard/pollutant.

Biodegradable seems to be a viable option but needs more 
innovation, as well as convincing the Philistines in marketing 
packaging that the consumer (and hence the manufacturer) 
might pay a little more for environmental reasons. 

How Long Does It Take to Decompose?
A composite table of biodegradability is; How? 

I have seen articles promoting the use of Aluminium bottles 
to replace plastic. Yes, this is an option if you just want to 
claim to get rid of plastic however aluminium may still 
have some carryover feelings of causing health issues and 
it still takes 80-100 years to biodegrade, putting it into the 

Non-biodegradable category. A positive is that Aluminium is 
Recyclable.

From this it may seem the most obvious is to invest further in 
cosmetic packaging such as Tetrapaks, where, I know 5 years 
is still a long time, it is better than all the current options 
(highlighted in red). However, according to APCO (see below) 
Laminates are not easily recyclable, at this stage, and not 
preferred.

Also, I read an article where a British student created a 
bioplastic that breaks down in 6 weeks, that is made from fishing 
waste such as fish scales and algae (https://www.linkedin.com/
posts/patrick-latu-48a4a859_innovation-technology-environment-ugcPost-

6614245071783112704-JGM8/). 

Also it has been reported that L’Oreal has begun packaging 
products in recyclable paper tubes.

Technology such as these must be taken and advanced so we do 
have a real alternative. 

I have attended a presentation by the Australian Packaging 
Covenant Organisation (APCO)[11], and figures they 
presented make some interesting reading. 

Note; APCO is a non-government organisation that sits 
between Government and industry to push for improvements 
in compliance with sustainable packaging goals of Government. 
However, it must be noted, failure to comply with their 
initiatives may result in your company being reported to local, 
State or Federal Environmental Protection Agencies.

APCO focuses on four key areas,

1. Packaging design - To help organisations to create packaging 
that is reusable, recyclable or compostable in the Australian 
waste and recycling system.

2. Systems - To help organisations to create the operational 
systems and capacity building required to make their 
packaging more sustainable.

3. Education – To drive the education required to empower 
businesses, stakeholders and their communities to change their 
approach to packaging.

4. Material circularity - To support the technological and 
market-place initiatives required to develop commercially 
viable outputs and end markets for recycled material.

Key Principles for a Packaging Circular Economy  

2025 National Packaging Targets 
In 2018 Australia established the 2025 National Packaging 
Targets to create a new sustainable pathway for the way we 

Biodegradeable Items Time Recyclable (?)

Paper Towel 2-10 days Yes

Banana Peel 3-4 weeks Compostable

Paper Bag 1 month Yes

Newspaper 2-5 months Yes

Sugarcane Pulp Products, 1-2 months Compostable

Cardboard 2 months Yes

Cotton, rags 1-5 months

Orange Peel 6 months Compostable

Rope, 3 – 14 months

Plywood 1-3 years

Wool Sock 1-5 years

Tetrapaks (plastic composite 
milk cartons), 

5 years Yes (?)

Non-biodegradeable Items Time Recyclable (?)

Cigarette Butt 10-12 years

Plastic bags, 10 – 20 years Yes

Leather Shoe 25-40 years

Nylon fabric, 30 – 40 years 

Tinned Steel Can 50 - 100 years Yes

Styrofoam cup, 50 years

Rubber-Boot Sole 50-80 years

Plastic Containers 50-80 years Yes

Aluminium Can/Bottle 80 - 100 years Yes

Plastic Bottle 450 years Yes

Plastic six-pack holder rings, 450 years Yes

Diapers and sanitary napkins 500 – 800 years 

Monofilament Fishing Line 600 years
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manage packaging in Australia. The four targets, to be achieved 
by 2025, are:

Overview of 2017-18 Data 

Status as at 2017-2018

To be continued in part III
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