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marketing

What will be the

NBT?
by Julian Jones

O

One of the great challenges in marketing
is knowing what the NBT is likely to
be and getting your new product or
service out into the market ahead of the
competition.
What’s the NBT you ask?
The Next Big Thing is what your
customers are going to be looking
for and buying over the next 12 to 24
months. Sometimes they know what
they will be looking for it and buying
it, and sometimes they don’t, until they
learn about it or you show it to them!
I have referred to Apple a number
of times in this column before and
once again, they are a good example
of working out what the NBT will be
and then offering/profiting from it. It
should be noted that in some cases you
don’t necessarily have to be first with
a new product or service, just best at
delivering it.
Everyone was pretty happy with their
smart phone until the Apple Watch came
along and all of a sudden we all want
(need) a connected watch. We were all
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living fine without one, but couldn’t
imagine life without it once we had
experienced the benefits of having one!
That brings me to another point about
creating the NBT. It doesn’t always
have to be a completely new product or
service. Sometimes you can upgrade your
existing product or service to make it all
shiny and new again. Each time there
is an upgrade to your phone’s operating
system, it makes it feel new and even
more useful.
In the skincare area of personal care,
some companies have learned to leverage
their existing market share by adding a
new active ingredient that broadens the
appeal of the product. It’s a great way to
re-invigorate a successful product with
minimal development cost and expensive
testing. The trick here is to predict what
added benefit/improved consumer result
will excite the customer to continue
buying or, even better, decide to try your
product for the first time!
With all this in mind, here are some
hints on what looks like being hot over

the next 12 to 24 months. You may find
some ideas about your NBT amongst this
information! (Thanks to Ann D’Adamo
at Women’s Marketing for data below*.)
Consumer Research is finding that
women are looking to buy more Facial
Cleansers (+5.4%), Sun Care (+4%),
Facial Moisturiser (+2.5%), Lip Balms
(+2.3%) and Body Care (+1.9%). They
appear to be less interested in Acne
Treatments (-1.5%) and interestingly
Facial Anti-Aging (-3%) although be
careful here because, across all skin care,
Anti-Aging holds 44% of the market
which is at the top of the list!
Vol 8 No 2

It appears that one of the NBTs is
skincare that is multifunctional such as
combining cleansers with anti-aging, and
moisturisers with anti-aging.
Hot new product/ingredient interest is
focussed on the following:
Clays 42%, Apple Cider Vinegar 41%,
Probiotics 38%, Turmeric 31%, Manuka
Honey 30%, Sage 25%, Ginseng 24%,
Castor oil 22%, Quinoa 20%, Tree Sap
(maple and birch) 18% and fermented
ingredients 16%.
Consumers in the personal care space
are also saying they would be interested
to try new products, including:
Waterless Facial Cleansers 47%, Solid
Facial Cleanser 47%, Cushion Compacts
42%, Sunscreen Sticks 39% and
Exfoliating Wipes 39%.
There are some interesting ideas in
these lists, both in terms of ingredients
and finished products.
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Hopefully within this research lies
some inspiration for you to develop your
next NBT!
Until next time when we will have
a look at how customers hear about
new products and form opinions about
deciding to buy and try.
Till next time, Cheers

Julian
* Data included is based on US research, which
is generally predictive when applied to the
Australian market.
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packaging

sustainable packaging
for your products
If you have not already done so, we need to start a conversation!

by Steve Welsh

I

In the last couple of months the main
topic for discussion in our meetings with
brands of all sizes has generally been
the same. What is the sustainability of
their packaging and how we can work
together to improve their packaging and
communicate the key environmental
features to their followers.
Increasingly we hear the news of ocean
plastic waste levels rising and banning of
single use plastics at the consumer level.
Although your skin care packaging is not
single use, with the Australian cosmetics
market at $4.2billion and forecasted to
go to $4.7billion in the next 5 years,
messaging on how you are looking
at future sustainability is extremely
important.
At Weltrade Packaging we are making
it our mission to provide packaging that
will help improve our global footprint
and sustainability.
Where possible, our packaging is
100% recyclable, however we are always
pushing our technicians to go further,
to test various options and to see if
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there is any implications of “greener”
packaging.

Glass v Plastics
Generally both are recyclable, we
recommend and offer glass and recyclable
plastic options for your packaging. While
the extra environmental costs associated
with glass to produce and to transport
adversely impacts the packaging
footprint, it is still seen as a “greener”
premium packaging option.

Bioplastics
An area we are making big progress
fast is sugarcane based bioplastics. They
are a great sustainable, environmentally
friendly packaging solution. It reduces
the reliance on fossil fuels, such as oil for
the production of plastic packaging, by
using plant based renewable resources.
The ethanol from sugarcane that is
eventually used to make the bioplastics
is a byproduct of sugar cane production.
At Weltrade Packaging we can supply
out two layer or multi-layer tubes and

HDPE bottles from bioplastic derived
from sugarcane. It is durable, protective
and 100% recyclable and helps relay
an effective marketing message on
responsible packaging.

PCR
PCR (Post Consumer Resin) plastics
can be made with up to 45% recycled
plastic which reduces the volume of
waste piling up in landfill. PCR is made
from plastics marked for recycling. These
recycled plastics are gathered up, washed,
Vol 8 No 2

dried, made into pellets, crystalised
and later remoulded into another form.
This process is like a never-ending loop
of sustainability. Our PCR plastic is
available in any of our tubes, single layer
or five layer and our HDPE bottles.

Biodegradable
Currently there are no efficient
options available for biodegradable plastic
packaging other than single use options.
This is due to current biodegradable
solutions not meeting retailer shelf life
targets usually because they are too thin
or they are designed to degrade as soon
as they come into contact with liquids.
Additionally, they need to be composted
in a commercial environment rather than
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home composts as they require highly
controlled conditions to break down.

Environmental impact
of decoration
Labels are fantastic for the right
application and at times bring you the
greatest shelf impact. They do however
involve industrial adhesives which impact
the environment. By applying a label for
a product an extra level of packaging is
added to the brand. At Weltrade we offer
direct printing solutions which allow you
to use this as a powerful selling point.

Boxes
Our unit cartons are made from
unchlorinated paper stock, and where

possible contain high amounts of
recycled or renewable paper. However
a key discussion is when and where
you actually need a secondary
packaging option i.e. a box and in what
circumstances a primary package can be
sufficient.
I hope the above general information
has helped spray internal discussions
about your packaging footprint. We
welcome a chat to discuss the wider
options available to you and how
you can start a path towards a more
responsible brand positioning in terms
of your packaging. Our team is ready to
discuss your specifics, so let’s start the
conversation today.
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insurance

what is

Product Recall Insurance?

by James Gillard

T

The recent spate of products which have
needed to be recalled in the Australian
market have ranged from food products
such as strawberries, mushrooms,
sprouts, eggs, and other items such as
motor vehicle airbags, toys, and even
wine. There have even been recent cases
which were not due to a faulty product
but incorrect labelling.
For the Hair and Beauty Industry the
types of products recalled have included
hand and face creams, shampoos,
perfumes, sunscreens, cleansing lotions,
bath milk, and skin repair lotions, to
name a few.
Hair and Beauty Salons should be on
the lookout for any recalled products
to ensure that they are safeguarding
themselves and their clients by not using
recalled products. The Australian
Government has a website listing all
types of recalled products and we have
noted the website address for you below.
https://www.productsafety.gov.au/recalls

If you are a manufacturer or importer
of Hair and Beauty products, then
you should at least be aware of how
12
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Product Recall Insurance can ease the
burden of your business’s financial loss
should any of your own products be
recalled. Products can be recalled as
a commercial decision by you as the
Business Owner, by the Industry you
operate within, or even by Government
Authorities.
Faulty Hair and Beauty products
may cause scarring of the skin leading
to a change in appearance temporarily,
or even worse, permanently. This
therefore increases the importance and
urgency with which a recall needs to
occur. One of the key features of a good
Product Recall Insurance policy is a
24/7 emergency helpline to guide you
through such a traumatic event.

Introducing Product Recall
Insurance
Product Recall Insurance is a unique
policy that reimburses your business for
financial losses in the event of a product
recall. This insurance can be purchased
as a standalone policy or could be an
endorsement to your current Public
Liability insurance. It depends on your

business needs. Without product recall
insurance and a pre-established crisis
management plan, a business can be
forced into bankruptcy.

Product Recall Insurance
Cover – Event Types
Accidental Contamination – the error
could occur during the process of
preparation, production, manufacture,
packaging or distribution. The
contamination could also be
geographically widespread anywhere in
the supply chain
Mislabelling – 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
Vol 8 No 2

creating bad publicity

• Consultants & crisis expert fees

Product Extortion – for 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

• Loss of profits and business
interruption costs

Government recall – on product safety
issues which may involve ingredients
utilised, suspect manufacturing
processes, or imposed new government
regulations from the relevant authority
that may impact your product or similar
products
There can be tremendous costs
incurred when a business faces a recall
however these types of costs can be
covered by taking out Product Recall
Insurance protection:
• The cost of the recall itself such as
having the defective product returned
to you

Vol 8 No 2

• Extortion costs
• The additional costs of repairing and
reinstating the brand’s image in the
market, and
• Third party recall costs

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

James Gillard
Managing Director

Play It Safe

Insurance Made Easy-Insurance Brokers

Make sure you have the right product
recall insurance cover for your business
by engaging a professional insurance
advisor to help you make the best
choices. Your business is too valuable to
risk it all in one unforeseen event.
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

the science of beauty
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COSMETIC

&PERSONAL
CARE conference
Brought to you by

2018
SYDNEY

Thursday 6 December 2018
PARKROYAL, Darling Harbour

An exciting programme of international and national speakers is being developed for the Conference.
We are pleased to announce the following speakers have confirmed their attendance:

John Chave

Lisa Powers

Sharon Kwek Si Ling

- Director-General
Cosmetics Europe

- Executive Vice
President, Public Affairs
& Communications,
US Personal Care
Products Council

- Senior Innovation and
Insights Analyst, Beauty
and Personal Care, Mintel

The state of the global
Cosmetic and Personal
Care Industry – where we
are now and where we
are likely to be in 2020

Moving forward –
the influence of mega
trends on cosmetics
and personal care

Scanning the horizon
to identify emerging issues

This is an opportunity to hear from leading companies on the strategies they have
adopted to future proof their brands. You will learn what companies are doing to
meet consumer expectations around such issues as plastic waste management,
sustainability and ethical sourcing.

We are pleased to acknowledge our sponsors:
SILVER

Additional side events to the Accord Conference will be hosted, including an
exclusive briefing on Wednesday 5th December on emerging international regulatory
and trade issues presented by international experts. This will be followed by the
Cosmetic Industry Leaders’ Dinner.
On Friday 7 December Accord will run a training course at the PARKROYAL on
Regulatory Basics: an introduction to the regulations impacting the cosmetic and
personal care sector – a must for anyone new to the industry.

BRONZE

For more information contact Stephanie Hollands at Accord on 02 9281 2322 or
shollands@accord.asn.au

Future proofing our industry
The cosmetic and personal care
sector taking control

If you are interested in sponsorship opportunities or exhibiting at the Cosmetic & Personal Care Conference 2018
14

the science of beauty
please
contact Stephanie Hollands, Accord’s Membership Services Officer on shollands@accord.asn.au
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Improved Materials for better results
All-in-One Blend
Ritafactant SFE is an all-in-one cold process blend that can be used in a wide range of formulas:
shampoos, face and body washes as well as in baby care products and more.
This material is exceptional because of its ability as a Lactylate, providing residual moisturisation,
extended fragrance release, and enhanced delivery of actives. Lactylate boosted prototypes are cost
competitive to their sulphated counterparts. Ritafactant SFE can easily be added to the water-phase
of cold process production for cosmetic, personal care and even household market segments.
5LWDIDFWDQW6)(FROGSURFHVV LPSURYHGHႈFLHQF\UHGXFHGHQHUJ\FRQVXPSWLRQ
The Concept and Rita partnership aims to meet your supply and new product research needs.
&RQWDFWXVRQ  RUHPDLOVDOHV#FRQFHSWFKHPLFDOFRPDXWR¿QGRXWPRUH
Vol 8 No 2
conceptchemical.com.au
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In my previous article, I highlighted that
the liability for the safety of personal
care products sold in China, resides
with the government in China – not
the manufacturer or brand owner in
Australia (or elsewhere). So despite the
fact that various organisations may be
working on animal testing alternatives,
it is logical to expect that current
regulations are unlikely to change until
solid confidence in any new testing
methods has been established. This could
take some years.
Aside from any work on possible
future alternatives to animal testing,
there are of course other ways in which
to export cosmetics and personal
care products to China. Ecommerce
has become a favoured channel by
numerous Australian brands, buoyed
no doubt by ecommerce giant Alibaba’s
strong presence here. Hot on the heels
of the recent sell-out Alibaba Expo,
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by Catherine Cervasio

where beauty brands were extremely
well represented, China – now more
than ever, is becoming a sought-after
destination for any business wishing to
sustain growth by exporting.
Using ecommerce channels alone
however does not enable brands to sell in
retail stores, also referred to as ‘general
trade’. In part two of our feature, we
explore a new pilot program currently
underway, with the aim being to
eventually offer a cruelty-free alternative
for getting beauty products on shelves in
China.
I caught up with Mette Knudsen,
CEO of Knudsen and Co, during a
recent trip to China. Mette’s organisation
works closely with foreign clients to
achieve market compliance for entry
into China. Their work includes product
certifications and regulatory support
for food and beverage, nutritional
supplements, infant formula and of

Copyright © Catherine Cervasio 2018

(part 2)

course cosmetics sector clients. Knudsen
and Co are working together with
Cruelty Free International on the Pilot.
Mette explained the cosmetics sector
in Mainland China has been growing
tremendously, in tandem with the rapid
development of the Chinese economy,
with an expected 265 billion RMB
(CNY) of retail revenue to be reached
in 2019. This includes cosmetics,
skincare, fragrance, hair care and related
categories.
Vol 8 No 2

Categories on trend in particular
include colour cosmetics, natural and
organic along with male grooming.
With Chinese authorities extremely
strict around label claims, companies
must be innovative not only in their
formulations, but in their labelling too
warns Mette.

Q How many brands have expressed
interest in the Pilot?

A So far we have gathered
approximately 80 confirmed, serious
enquiries from which five have been
selected to participate in the Pilot.
Q How long before we see the selected
brands’ products manufactured in China
and on store shelves?
A Depending on the response time
from participating companies, we expect
to see brands in a position to sell their
products in the first half of 2019
Q Do you have any comment around
expected costs for participating brands in
the Pilot vs regular CFDA?

A CFDA ‘filing’ is less expensive than
CFDA ‘registration’ due to lower cost
of testing – animal testing costs are
very expensive for example. It is also far
quicker to achieve ‘filing’ rather than
full CFDA ‘registration’. Companies
involved however need to consider it is
extremely time consuming to initiate
filing, including to set up manufacturing
and packaging in China. This includes
identification of manufacturing,
application to CFI if not already a
member, secure logistic provider and
warehouse in China to name a few.
For some companies it may be worth
considering sourcing a local packaging
supplier in China rather than shipping
packaging into China. Our estimate is
that the total cost of domestic filing in
China, will be cheaper for most brands as
compared to importation and registration
of finished cosmetics – but it may take
time and resources to put the process in
place. We can assist the brands during the
entire process including identification of
manufacturer, packaging supplier and so
on.
Vol 8 No 2

Q You mentioned Knudsen will handle
no more than a group of five brands in
this Pilot. Are there plans to extend this
Pilot to further groups of five?

A Once the first Pilot group has been
evaluated, especially in regards to
avoiding animal testing, we will open up
for more brands in the 2nd Pilot project.
Whether we also will limit this to five
brands is not yet decided.
Q Is there any specific criteria that
would, for example, make a foreign
brand participant more successful in
A) gaining entry to the Pilot and B)
gaining successful filing at the end of the
program?

A Yes, important criteria for entering
the Pilot are; 1) having secured IP/
trademark in China 2) having a strong
vision against testing on animals 3)
brands must be Leaping Bunny Certified
4) have some indication of demand from
Chinese consumers 4) produce non
special use cosmetics (as this project can

only work within the existing regulation
for domestic manufactured, non special
use cosmetics).
We do not recommend smaller
brands to apply as they may not have
the internal resources to handle
documentation and so on.

Q With intellectual property ownership
being so crucial to market entry in
China, this is obviously an important
factor in achieving a successful outcome
for brands considering applying for
the Pilot; access to formulations and
documentation are critical is that
correct?
A To have a secure trademark, for
example, is one of the most important
criteria for apply to enter the Pilot.
The lack of basic IP protection will be
an effective form of barrier for future
selling and distribution of a brand in
China. All brands applying for the Pilot
will have to submit detailed formulation
and other technical data to the CFDA
the science of beauty
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upon product filing (as well as for
registration).

Q How likely is this Pilot to be
extended – are there any foreseeable
restrictions, for example by the Chinese
regulators?
A Depending on the evaluation of
the project, we hope to extend it in
the future. The Chinese government
have already provided the option to
avoid animal testing for domestic
manufactured cosmetics since 2015 –
we do not expect this regulation to
change.
Q Do you have any comment around
the ‘allowed ingredient list’ for
cosmetics, which can be difficult for
Australian brands to navigate?
A The list of allowed ingredients for
non special use cosmetics includes
hundreds of thousands of ingredients.
The lists are all in Chinese and not
available in the one place. That said,
we can provide a basic ‘screening’ of
ingredients for clients, free of charge.
Brands with prohibited or so called
‘new’ ingredients cannot enter the
Chinese market so we would not wish
for brands to spend time and financial
Vol 8 No 2

resources attempting to enter, if the
product has no chance of achieving
CFDA registration.
Mette concluded “apart from
providing Leaping Bunny Certified
brands access to the China market,
the main objective with this project
is to improve the dialogue and
communication on the use of animal
tests in the cosmetic industry. We believe
that the Pilot project will initiate a more
informed, correct dialogue – not only in
China – but throughout the rest of the
world. The Chinese government have
done some amazing work to update and
modernize their standards in just a few
decades – especially with a strong focus
on securing consume safety. In 2014
the CFDA announced that domestic
manufactured cosmetics could avoid
animal testing from 2015. The Pilot
project is based on these regulations.
There are no new regulations in place
however for imported finished cosmetic
products.”
I’ll have more on this in a future issue.

Catherine Cervasio
www.imeinsurance.com.au

the science of beauty

19

SUPPORTING SKINCARE CLAIMS

STEPS
No. 15 Franz Cell Diffusion
Modelling of trans-dermal absorption of
actives from formulations
Supportable Claims

1. Franz Cell Set

• Comparative bioavailability.
• Permeability through the skin.
• Active release and transfer.
Principle
The Franz Cell system is designed to
imitate the behaviour of actives and
formulations when applied to skin.
Test sample is placed in contact with
a membrane and the rate of transfer
is determined by collection of the
permeate on the other side of the
membrane.
Steps of the Test

2. Test Running

An appropriate receiving solution
e.g.phosphate buffer is filled into the
Franz receptor cells.
Membranes are mounted in horizontal
glass Franz-type diffusion cells.
The test product is filled into the

top section of the cell, above the
membrane.
The system is set with controlled
temperature water flow through the
cells and with constant speed stirring
of the receptor solution.
The test is normally run with replicates
from at least 3 matching cells
Time Points
100 ul aliquots of the solution from the
receptor cells are extracted by pipette
and subjected to chemical analysis.
The run time for each study needs to
be determined according to expected
behaviour and intended claims.
Commonly, several formulations are
compared.
Analysis of Samples
High Performance Liquid
Chromatography is the most common
method of analysis of the Franz Cell
runs.
Reporting
Increasing accumulation of the target
active/s is plotted against time.
References
1 Determination of in vitro drug
release from hydrocortisone
creams. Vinod P. Shah, Jerome
Elkins, See-Yan Lam, Jerome P. Skelly
International Journal of Pharmaceutics
Vol 53 Issue 1 July 1989 p 53-59

3. Plotting of Results
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2 Validation of a Static Franz
Diffusion Cell System for In Vitro
Permeation Studies Shiow-Fern
Ng, Jennifer J. Rouse, Francis D.
Sanderson, Victor Meidan, Gillian
M. Eccleston AAPS PharmSciTech
September 2010, Volume 11, Issue 3
p 1432-1441
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GREEN CHEMISTRY –
a natural alternative

A

A S Harrison & Co has had the
pleasure of partnering with INOLEX
for over three years. INOLEX is an
independent, global specialty ingredients
company focused on providing safe
and effective beauty care options
for brands around the world. At the
forefront of design and development
of novel technologies, they actively
meet the changing demands of the
cosmetic industry. Combining a deep
understanding of lifestyle trends with
expertise in green chemistry and
formulation, INOLEX balances lab
and nature to create sustainable, life
ingredients.
Throughout their 125-year history,
INOLEX has been at the forefront of
applying new technologies to anticipate
and develop unique solutions. An
independently-owned business dedicated
to transforming the possibilities of beauty
care materials for the future, they work
closely with leading beauty care brands
around the world.
In 1998 a book was published by PT
Anastas and JC Warner, called ‘Green
Chemistry: Theories and practice’ which
is the handbook for effective application
of green chemistry in chemical and
related industries. These guidelines make
a great deal of sense for reducing the
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negative impact of cosmetic raw material
production, but it has only been in the
past few years that they have become
better known and popular. When raw
material suppliers apply these guidelines,
they do not offer producers of cosmetic
products another unnecessary label, but a
strong and meaningful concept that their
marketing department can also use for
promotion.
The thinking behind green chemistry
(environmentally benign chemistry) rests
heavily on a quote from Albert Einstein
(1879–1955):
“We shall require a substantially new
manner of thinking if mankind is to survive.”
Green chemistry involves the
utilisation of this set of principles
that reduces or eliminates the use or
generation of hazardous substances in the
design, manufacture, and application of
chemical products. But in practice, green
chemistry covers a much broader range
of issues than the definition suggests.
In addition to using and producing
better chemicals with less waste, green
chemistry also involves reducing other
associated environmental impacts,
including a reduction in the amount of
energy used in chemical processes. Green
chemistry is no different to traditional
chemistry as it embraces the same

creativity and innovation that has always
been central to classical chemistry.
Sales of ‘natural’ products within the
personal care industry continue to show
significant growth. Popular culture has
driven this growth by popularising the
idea that there may be potential adverse
effects to the body (toxicity) and to
the environment (pollution, hastening
of climate change, and environmental
toxicity) associated with the use of
ingredients derived from fossil fuels.
The personal care industry has rapidly
advanced its attempts to identify
ingredients described as ‘renewable’
and ‘sustainable’, that is, ingredients
of non-fossil fuel origin for use in the
formulation of virtually all cosmetic
product types and forms. In many
instances, the industry has successfully
identified replacements for many
ingredients that are historically of fossil
fuel origin. Examples of this are the
replacement of mineral oils, silicones,
and petrochemically-derived synthetic
esters with vegetable oils and natural
esters, synthetic fragrances with essential
oils, and petrochemical preservatives
with certain extracts.
INOLEX recognises that the
production of palm oil has contributed
to negative environmental and ecological
the science of beauty
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impacts surrounding the industry
specifically deforestation, biodiversity
destruction, animal cruelty and
socio-economic violations. They also
recognise the need for transformation
and are committed to sustainable palm
production and trade without causing
harm to the environment or society.
INOLEX solidified their commitment
to responsible sourcing with the launch
of the SustOleo® line of palm-free
sensory and functional ingredients.
This range of emulsifiers, texturisers,
conditioning agents, and sensory
f luids are plant-derived from nonpalm sources. The ingredients provide
formulators with a range of functional
ingredient options for development
of palm-free products that meet the
growing consumer demand.
In addition to this move, and over
the past decades, INOLEX has been a
pioneer and made the conscious choice
to be able to offer to their customers a
growing portfolio of alternative product
based on the green chemistry. They
have been able to develop a range of
sustainable personal care ingredients
according to the guidelines of green
chemistry and are produced based on
these principles to guarantee beyond
22
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the sources that these ingredients have
minimum impact on the environment.
Manufactured using green
chemistry principles, no solvents or
petrochemicals are employed, and
no waste generated. Water is the
only by product.
INOLEX has based the development
and production of its alternatives to
silicones on the above principles. The
LexFeel N® series has the sensory feel
of cyclomethicone and dimethicone.
The products are suitable as alternatives
to silicone f luids for improving skin
feel, as well as enhancing shine and
texture in hair care products. In natural
formulations they can be used to reduce
the greasiness of natural oils. Several
tests have been performed to show the
similar physical properties, spreadability,
impact on shine and gloss, and the ability
to wet pigments. LexFeel N® f luids feel
like silicones, yet unlike silicones they
are 100% natural, renewable, sustainable,
biodegradable and Ecocert certified.
At in-cosmetics Amsterdam, INOLEX
launched two new emollients, Lexfeel
WOW® DT and Lexfeel WOW®
completing their range for silicone
replacement. They are 100% renewable
and provide a light skin feel and
volatility that is remarkably similar to
cyclomethicone f luids.
The effectiveness of Lexfeel WOW®
DT and Lexfeel WOW® was evaluated
in market segments that include
skin and sun care, hair care, colour
cosmetics, and anti-perspirants. Both
plant-based, partially volatile silicone
alternative f luids were evaluated both
neat and in finished formulations and
compared to both cyclotetrasiloxane
and cyclopentasiloxane for sensorial and
other functional properties.
The following ingredient is made
from only non-GMO fermentation
chemistry and the oil from brassica
plants. It is produced using minimal,
gentle processing and yields almost no
waste – the only by-product is water.
By being free of petrochemicals and
palm-derivatives, it is perhaps the most
sustainable and earth-friendly cosmetic
ingredient on the market today.
Emulsense® is the first sustainable

cationic material that has been produced
according to green chemistry; entirely
non-petrochemical, made from 100%
renewable resources, and compliant with
the latest standards for natural cosmetics.
It has an excellent toxicological profile
and scored readily biodegradable and
non-toxic to fish, daphnia and algae in
extensive eco-toxicity testing.
There are plenty of different
certificates and labels for natural beauty
products available but most of them
do not take sustainability of the used
raw materials in account or only touch
upon this topic slightly. But in fact, the
subject of renewable and sustainable raw
materials is much more important for
maintaining the integrity of our planet.
INOLEX has several functional
ingredients in the product range that are
produced according to green chemistry
and will continue with this engagement
for new product development. There
are plans already to rebuild the whole
plant to produce in a more environment
friendly manner.
A S Harrison & Co offers a
comprehensive range of INOLEX
products – alternative preservation
systems, silicone-replacements, natural
ingredients, palm-free products, and
other green chemistry-based ingredients
balancing lab and nature to create
quality, sustainable ingredients.
For more information please contact A S
Harrison & Co Performance Ingredients
Team at performanceingredients.ash@
harrison.com.au or +61 (0)2 8978 1016
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Subjective Assessment:
windows into
the mind
of potential consumers
by Emanuela Elia

C

Cosmetic products are all about
perception. How you view and feel about
yourself when using a product is an
integral part of using cosmetics, and this
should be ref lected in the design of any
cosmetic study.
The in vivo efficacy of cosmetic products
should primarily be derived from
validated objective assessments (such as
instrumental measurements and digital
photos), providing strong scientific
evidence. However, the opinion of the
study participants who have used the
cosmetic products, is also extremely
valuable and which will be discussed in
this article.
On their own, subjective assessments
are usually not enough to make efficacy
claims. However, subjective data
complements objective data, by adding
external validity that may not otherwise
be apparent. From a commercial point
of view, data on user perception could
provide guidance as to how one can
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generate more relatable marketing
material.

What is subjective
assessment?
Subjective assessment is mostly
conducted in the form of questionnaires
or generic product reviews. Subjective
assessment is often used to substantiate
claims such as “X% of participants
reported an improvement in their
skin hydration” or “X out of Y thought
that the product was easy to use”. The
results obtained by subjective assessment
can be used internally during the
product’s development phase – if users
will like certain aspects of the product,
this can be a good selling point. If users
dislike certain aspects of a product,
changes can be made to rectify the issue
before the formulation is finalised.
Cosmetic companies seeking user’s
feedback will generally concentrate
questions on 3 main areas:

Sensory aspects
Subjective assessment can be used
to gather data on the likeability of the
product from a sensory point of view.
This is a unique aspect of product testing
that cannot be measured in an objective
fashion. Nevertheless, an individual’s
sensory experience can make all the
difference when it comes to a product’s
commercial success.
Do participants like the product’s
colour, smell, absorption, and/or
consistency? Which aspects you measure
Vol 8 No 2

depends on the type of product you are
using, but an efficacious product will
not do any good if it is unpleasant to
use. The scope can be further extended
to include the subjects’ opinion on
packaging, graphic design and brand
name, gathering data similar to a focus
testing group.

Product Efficacy
Word of mouth has a huge impact
on cosmetic sales and positive online
reviews of products efficacy from both
customers and inf luencers is paramount
for the success of a cosmetic brand. A
user’s perception of a product’s efficacy is
just as important as objective measures,
as the average person will not have
access to clinical grading scales or precise
measurement instruments at home.
Product’s efficacy questions relate to
the perceived benefits of the product
following its use. For example, one
can ask if the subjects have noticed
any improvement in the areas that the
Vol 8 No 2

product is designed to target. Subjects
can also rate improvement using intuitive
scales (e.g. none, slight, moderate, etc).

Product Safety
Many products these days claim to be
‘dermatologically tested’, ‘suitable for
sensitive skin’ and ‘non comedogenic’.
However, only products that can be used
consistently by most people without
causing adverse events (which are
undesirable or harmful effects), are more
likely to be successful in the long run. It
is up to the subject, when prompted by
the investigator, to report if they have
experienced any negative effects (perhaps
itching or redness). An overall subjective
rating of a product’s safety/tolerability
may also appropriate.

Assessing the data
More often than not, statistical testing
is not performed on subjective data. Data
is instead aggregated and descriptive
summaries of the data is provided. For

example, metrics can be expressed in
terms of thresholds (X participants
said they experienced a moderate
improvement or greater) or averages
(most subjects expressed high confidence
in a product).
Subjective data can be easier to
interpret and get a feel for, but can be
less clear-cut due to the wide variability
of subjects and their opinions. Objective
data is precise and measured, but in a
real-world setting, does a significant
5% difference really mean anything?
These two types of data strength each
other and approach the assessment of a
product from two different angles. When
objective assessments require grounding,
one can look toward the subjective data
for guidance. Similarly, if the subjective
assessments may not be that clear, one
could determine a reason why this may
be from objective measures.

Perception Counts
Since the function of cosmetic
the science of beauty
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products is to help improve personal
appearance, the point of view of
the end user and the way the user
‘feels’ about the product is of the
most value for cosmetic companies
and can greatly inf luence other users
as well. For this reason, users’ selfassessment is highly regarded from a
marketing perspective. It is also an
extremely effective and cost-efficient
option in cosmetic trials, either in
addition to more scrupulous objective
assessments or on its own. Subjective
and objective assessments come
together to provide a two-fold method
of verifying the safety and efficacy of
a product, strengthening the design
and conclusions of cosmetic testing.
Recruitment of study participants is a
critical aspect of any research project,
and this includes cosmetic trials.
Recruitment is normally conducted
internally by the research centre
performing the study. However, in some
cases this task can also be delegated to
external agencies. Whether managed
internally or by a third-party service,
recruiting study participants usually
requires a number of diverse skills.
Knowledge of applicable regulations and
ethical principles for conducting human
research, the submission process to
ethics committees, good understanding
of the local population, proficiency
in various recruitment strategies, and
professionalism are all necessary to run a
successful recruitment campaign.
Any recruitment activity will be aimed
at attracting participants that meet the
inclusion and exclusion criteria defined
in the study protocol. From this, the
study team can identify a recruitment
strategy likely to succeed.
Typically, recruitment activities may
include one or more of the following:

Recruitment through a
volunteer database
Most research centres develop and
maintain a database of volunteers
interested in taking part in their research
projects. These volunteers agree to be
contacted should new studies come up
in the future. Advanced database systems
allow the recruiter to extract a shortlist
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of potential participants based on one or
more inclusion exclusion criteria defined
in the study protocol (e.g. sex, age, skin
phototype, other skin characteristics).
Study coordinators will then get in
contact (by email or phone) with those
in the list to let them know the study
details and invite them to participate, if
appropriate.

Study specific advertisement
Where recruitment through
volunteers’ database is not sufficient,
advertisement can help target the
population needed for the research
study. Advertisement can be in the
form of posters placed in different key
locations, ads on papers and magazines,
radio advertisement and more recently
webpages and social media advertising.
This latest option has the advantage of
being both f lexible and targeted – the
advertising cost can be monitored,
changed, and paused depending on the
needs of the study, and the reach of the
advertisement can be aimed at users who
meet certain demographic characteristics.

Third party referral/recruitment
Referrals can be sought through
medical professionals or other specialist
service providers or otherwise through
specialised recruitment agencies that
are contracted to assist with study
recruitment. News of the study can also
spread through word of mouth, which is
helpful for gaining participants that live
locally to the research centre.
During the recruitment process
potential study participants will be
given information regarding the study
being conducted. It is important that
the information provided to interested
volunteers is both complete and
presented in a clear and understandable
way:
• An informative, concise description of
the study – This can include number of
visits, conditions for participation (e.g.
discontinue use of certain cosmetic
products), inclusion and exclusion
criteria, and the number and types of
assessments.
• Essential information such as risks of

participation, indemnity information,
and any possible benefits such as
remuneration or travel reimbursement.
• Contact details of the Investigator
and study team and the name of the
organisation sponsoring the study.
• Information on data and privacy
protection to ensure participants know
their data and personal information is
protected.
The above information is also included
in a detailed document that each study
participant must read understand and
sign before they can be included in
the study. This document consists
of two parts: the first part contains
comprehensive ‘participant information’
(as brief ly described above) and the
second part called ‘informed consent
form’ is a document to be signed by
the participant and the researcher
(investigator) responsible for the study
documenting that the participant has
read, understood and accepted to be
involved in the study.
Volunteer recruitment is a key aspect
of cosmetic trials – swift, effective
recruitment means that a study can start
on-time, and with the right numbers and
types of subjects. Its duration, cost and
accuracy can have a huge impact on the
overall success of the research project.
Therefore, recruitment tasks must be
assigned to a team of skilled research
professionals who are able to deliver the
best possible outcome based on timeline,
budget and study requirements.

References
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Looking
for the world ’s
After years of prioritizing technology
above all else, nature is still the best
source of medicines, food and even
cosmetic ingredients. Looking back,
ancient civilizations used different parts
of plants as remedies to face diseases, to
provide well-being to body and mind
and to highlight individual beauty.
Within the Active Organics®
inspired by nature brand, Lipotec™
Active Ingredients has developed
ACTISMART™ extracts, a new range
composed of an assortment of unique
botanicals from around the world prized
for their beauty-enhancing, spiritual and
natural benefits, titrated and supported
with in vitro efficacy tests.
This journey through the most

A
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exceptional plants of the Earth brings
us the first set of botanical extracts
– ACTISMART™ Lemon myrtle,
ACTISMART™ Spikenard and
ACTISMART™ Artemisia – from AsiaPacific, an exclusive region with deep
traditional heritage that relies on the
use of medicinal plants as a fundamental
therapy for many conditions.
From Australia we selected Lemon
myrtle, whose leaves – source of
minerals, vitamins and phenolic
compounds – have been traditionally
used by the Australian aboriginals
for their potential soothing and
anti-inf lammatory properties.
ACTISMART™ Lemon myrtle is
characterized by quercitrin, a glycoside

from the quercetin f lavonoid, which
presents anti-inf lammatory properties. It
downregulated key inf lammasome genes
and decreased levels of pro-inf lammatory
cytokines on keratinocytes as observed
in vitro. In addition, the extract resulted
in a lower mast cell degranulation,
indicating a reduced allergic response,
and thus less skin itching.
Originally from the Himalaya,
Spikenard has been traditionally used
in Ayurveda medicine for its ability to
calm the mind and bring inner peace,
and preparations of its roots improve the
skin radiance for a glowing complexion.
Characterized by the sesquiterpene
desoxo-narchinol A, ACTISMART™
Spikenard helps lighten the skin. A
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essences
downregulation of 33.7% of a gene
involved in the paracrine signaling
between keratinocytes and melanocytes
as well as a reduction in melanin levels
in melanocytes by 18.2% were observed
in vitro, suggesting a brighter and more
even skin tone.
And coming from China, Artemisia
has a very special story behind. The
scientist Ty Youyou discovered that
a terpene compound of this plant,
traditionally used in Chinese medicine,
also efficiently worked at fighting
malaria, demonstrating its excellent
protective effect. This finding was
honored with the Nobel Prize in
medicine, but more importantly, saved
many lives throughout the world.
Vol 8 No 2

Artemisia has also been used to help fight
infection, inf lammation and to boost the
immune system. Characterized by the
total f lavonoid content, ACTISMART™
Artemisia upregulated heterodimeric
calprotectin components genes for a
potentially higher antimicrobial activity
and boosted calprotectin levels, as
showed in vitro, suggesting a protective
effect against pathogen invasion and
helping enhance the skin’s own defense
system.
With ACTISMART™ extracts,
Lipotec™ Active Ingredients takes you
around the world in search of the best
essences to protect and beautify the skin.
For more information, please contact
Robert McPherson, Account Manager

for Australia and New Zeland, at Robert.
McPherson@Lubrizol.com or Tel: +61
(02) 9741 5237.
All trademarks are owned by The
Lubrizol Corporation or its affiliates.
© 2018 The Lubrizol Corporation. All
rights reserved.

the science of beauty

29

PS ...

Professional / Product / Personal Safety

. . . chemistry
for the non-chemist
by Wendy Free

C

“Chemistry” is always such a nerdy
subject; and few of us want to be nerds or
to work with “chemicals”; but in reality
we all work with chemicals internally
and externally every moment of our
existence, and beyond. Let me explain.
Like all of us, the ancient Greeks were
curious about their world, and like many
cultures before and since they chose
to classify their environment as being
mixtures five different ‘elements’; earth,
water, air, fire and aether (the space
between things). Babylonian, Japanese,
Indian and Tibetan cultures also has
similar systems of elemental recognition,
with ‘air’ sometimes being referred to as
‘wind’ and aether being ‘void’ (Still with
me?); the Chinese system was a little
different classifying materials as being
wood, fire, earth, metal or water; but as
you can see not a lot of edible material in
either list.
Moving on several millennia, we come
to the ‘Scientific Evolution’, Europe and
the Middle East in about the 1600’s; …
so about a century after Christopher
Columbus sailed to the America’s, and
at beginning during the Renaissance,
Galileo, Isaac Newton, Da Vinci and
their contemporaries began to tease out
30
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a little more ‘chemistry’ resulting in the
practice of Alchemy and in the process
two new elements were discovered;
sulfur and mercury. Most famous for the
“lost” practice of ‘chrysopeia’; that is
turning lead and other metals to ‘gold’;
alchemy remains a ‘proto-science’ based
more on posturing and philosophy
than actual science. Regardless it is the
basic of our modern understanding of
chemistry and the word around us today,
and is taken to be the point where myth,
magic, religion and science begin to
(temporarily?) part ways.
Modern chemistry considers four
different ‘states’ of matter being solid,
liquid, gas and ionised plasma (don’t ask
me about the last one – I can’t get my
mind around it). If we think of water for
example its easy to visualise it as solid
(ice), liquid (water) and gas (stream), and
we know that temperature (and pressure)
can effect the state that the water is in;
and that it can move from one state to
other, reversibly.
Water is in fact made up of two of the
approximately 98 ‘elements’ that can
exist in nature; with an approximately
20 more having been ‘created’. Water
is composed of Hydrogen and Oxygen.

When we talk about single units of
an element its called an ‘atom’ and the
smallest possible unit of any combination
of atoms is called a molecule. The
smallest possible amount of water is
comprised of 2 atoms of hydrogen and
one oxygen atom, and in short hand its
written H 2O!
To imagine how small atoms and
water molecules are is very difficult.
1mL of water contains approximately
16,600,000,000,000,000,000,000,000
molecules of water; that’s
16,600,000,000,000,000,000,000,000
atoms of oxygen and
3,320,000,000,000,000,000,000,000
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atoms of hydrogen, give or take
a couple of hundred trillion
(100,000,000,000,000) actually its more
than that … but you get the picture, it’s
a lot.
Now, to get even smaller atoms are
made up of three parts (or they were
when I went to school, since then they
discovered at lot more – watch the “Big
Bang Theory” it can tell you about the
other bits). Those three parts are called
the proton, the neutron and … “the
electron”. Some atoms like to share their
electrons, and that’s how we get stable
combinations of them in molecules, like
H 2O.
Everything in this world, and the
universe (as we know it) is made up of
these elements, atoms and molecules (ok,
except light and heat, and sound, they
are energy waves but beyond me and this
conversation; which is chemistry). Stars,
planets, bacteria, viruses, fungi, fishes,
plants, animals, rocks, oceans, food, us are
all combinations of elements interacting,
as chemistry (pretty amazing stuff ).
The most common elements in the
milky way (the galaxy we are part
of ) are Hydrogen (74%), Helium
(24%), Oxygen (1%), Carbon (0.5%)
and Neon (0.15%; where as the most
common elements on earth are Iron
(32%), Oxygen (30%), Silicon (15%),
Magnesium (14%) and Sulfur (3%).
Our atmosphere is comprised of mainly
Nitrogen (78.1%), Oxygen (21%) and
Argon (1%).
As humans were are composed of
predominantly water (so Hydrogen and
oxygen), as well as carbon, nitrogen,
calcium and phosphorus; with thereafter
potassium, sulfur, chlorine, sodium, and
magnesium and other trace elements; 17
or 18 in total depending on who you talk
to.
But what about “chemicals” – the ‘bad
things’ that are ruining our plant?
Mixing elements to purposely make
‘chemicals’ began way before chemistry
did; probably the first ‘big’ shift in this
direction was called ‘the bronze age’;
around 5300 years ago humans began
melting copper and mixing it with tin,
arsenic and other metals to make bronze,
Vol 8 No 2

a hard metal that revolutionised the way
in which tools could be manufactured;
it’s only got bigger since then.
Around the time of the industrial
revolution (1760 onwards, so when
Australia was about to be discovered)
there was a significant surge in the
synthetic manufacture of chemicals, for
dyes used in textiles, commodities like
sulphuric acid (used for removing rust
from metals and bleaching cloth), soda
ash, potash (also used in textiles, tanning
and soap making); this era also saw the
development of synthetic chemicals such
as cement, sheet glass and bleached paper.
All of these processes combined
naturally existing materials with
refined or processed ones to develop
new, exciting and useful materials; the
discoveries continue today.
* * *
Lets think about the term ‘pure’.
If we consider ‘pure gold’ we think
of 24 carat gold, one with all of the
impurities removed, a total concentrated
with nothing but gold. To convert gold
as we find it in the ground (if we are
lucky enough) to pure gold, we use
chemistry to remove the impurities.
Scientists use the term ‘pure’ to
describe a material uncontaminated
with other materials, and in our daily
life we also use it to describe materials
that have been cleared and cleaned of
contaminants, like pure water or pure
olive oil. While water might be just
hydrogen and oxygen, olive oil is far
more complex, but it can still be called,
pure … so it’s always degrees of purity.
It’s the same with foods and ‘cosmetic’
ingredients; unless you are rubbing rose
petals on your face, every ingredient
used in cosmetics has had some type of
processing, and exposure to ‘chemicals’,
even if it’s just washing, drying, or
extracting. So in reality pure can
describe everything from a single type
of molecule right through to a substance
that has had no ‘purification’ and is in its
entirely natural state.
This leads me to a very important
point!
When you claim “No this” or “no
that” on your product labels you are

making a legally binding statement about
the specific absence of that component;
so when you say (for example) “no
sulfur” you are stating that an element
that is naturally present in 3% of the
whole world and in our bodies but
somehow (miraculously?) NOT in
your product – do you really know this
is true? (Of course you don’t). People
in the know; including regulators,
will think you and your brand are
uneducated, regardless this is (in all
probability) a misleading, and therefore
illegal claim.
* * *
But back to chemistry … remember
when we said that some atoms like
to share the electrons, and combine
together to make stable molecules? That’s
what chemistry and chemicals are all
about. No one likes to be on their own
all of the time. So next time your using
an acid to adjust the pH or looking for an
anti-oxidant to stop ‘free-radicals’ you’re
performing chemistry.
Some of the chemicals are ‘good’
and some are ‘bad’, some are natural,
some synthetic but neither natural nor
synthetic necessarily means either safe
or dangerous; we all know this! We all
know that toxins exist in our natural
environment (lead, venoms, uranium)
but when comes to cosmetics that
common sense just seems to disappear.
People genuinely believe that if its
“natural” it’s invariably safe; its simply
not true. With the advent of the Internet
and before that, broadcast marketing we
entered a new era of alchemy; where
myth, magic, faith and science are again
merging into a philosophical debate and,
if I may be so bold, charlatanism.
So by all means enjoy your cosmetics
and your faith in naturals, but keep in
mind, like, the moon and stars its all just
chemistry.
Best,

Wendy
Please feel free to contact me any time on any
matter, obligation free.
Wendy Free B.Sc M.Tech Mngt MASM
MRACI FAOQ
Quality Matters Safety Matters Pty Ltd 0439
782 869 talktous@qualitymatterssafetymatters.
com.au
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Parabens –
a misunderstood ingredient?
History and chemistry of parabens
by Tina Aspres

P

Parabens are a class of alkyl esters
known as p-hydroxybenzoic acid
(Figure 1). They have been used as a
preservative against bacterial and fungal
contamination for almost 100 years and
are found in cosmetics, pharmaceuticals,
personal hygiene products and foods
(Table 1). Their unscented, uncoloured
and low-cost nature and effectiveness
across a broad-spectrum of pH levels
and temperatures have made them
the go-to-choice for chemists and
manufacturers.

acid at the para position of its benzene
ring. Absorption of parabens through
the epidermis is dependent on lipid
solubility which is directly proportional
to the length of the alkyl chain on
each paraben ester. Butyl-paraben has
the greatest penetration, decreasing
according to the length of the alkyl
chain to the least absorbed – methylparaben. Once absorbed through the
skin, topical parabens are metabolised by
carboxyesterases.
The average concentration of parabens
in cosmetic products is usually between
0.1% -0.3%.
The two concerns that have

jeopardised the use of parabens as
preservatives remain the development of
allergic contact dermatitis and a role in
breast carcinogenesis.

Table 1: Products utilizing parabens as a preservative

Figure 1: p-hydroxybenzoic acid

Cosmetics

Pharmaceuticals

Hygiene Products

Foods

Cleansers

Local anaesthetics

Soaps

Beer

Moisturisers

Sunscreens

Dental paste

Sauces

Foundations

Dermatological medications

Soft drinks

Face powders and

Eye, ear and nose preparations

Antiperspirants and deodorants
Bacterial wipes

Processed fish

Concealers

The commonest parabens used
in preservatives are methyl-,
ethyl-, propyl-, butyl- and benzylparahydroxybenzoate. The naming of
each individual paraben results from
modification of p-hydroxybenzoic
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Face makeup
Eye liners, shadow and
mascara
Lipstick
Nail products

Oral, rectal and vaginal
medications
Bandages

Fruit juices
Jams
Pickles
Frozen dairy products
Processed vegetables
Flavouring syrups

Make up remover
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Parabens and
allergic contact dermatitis
Allergic contact dermatitis (ACD) is
a form of dermatitis (eczema) caused
by an allergic reaction to an allergen
(such as a paraben) in contact with the
skin. Once an affected, an individual
becomes ‘sensitised’ to an allergen from
‘initial’ exposure, subsequent contact
with the allergen releases inf lammatory
chemicals (cytokines) that activate the
immune system, resulting in an acute
vesicular dermatitis within 48-72 hours
of exposure to the allergen
The first case of ACD to paraben
(ethyl-paraben) was reported in 1940 as
a result of continued topical application
of an antifungal preparation resulting in
an eczematous dermatitis middle-aged
woman (Sarkany I, Contact dermatitis
from parabens. Br J Dermatol. 72: 345347, 1960). Since then, the frequency of
cases has been sufficient to incorporate
parabens into patch test preparations,
used to identify the cause of ACD in
patients with recalcitrant dermatitis.
The European standard series, is the
most commonly used patch test series
in Europe, Australia and elsewhere on
the world, containing the allergens that
through research and epidemiology
have been found to be responsible
for at least 80% of cases of allergic
contact dermatitis.
In the European standard series
sensitivity to parabens is tested using a
‘paraben mix’ of five different paraben
esters: methyl-, ethyl-, propyl-, butyland benzyl-parahydroxybenzoate. Two
or more paraben esters are often found
in the one product, so it is useful to test
paraben sensitivity with a paraben mix,
as there is a high incidence of crossreactions between the paraben esters.
Parabens, contrary to popular belief,
are an infrequent cause of allergic contact
dermatitis.
The main causes of allergic contact
dermatitis vary depending on which
part of the world data is collected
from – but the most commonly listed
allergens include, the metals – nickel
and cobalt, fragrance, thiomersal (also
known as thimerosal – a mercury
Vol 8 No 2

compound used in local antiseptics and
in vaccines), neomycin sulfate (a topical
antibiotic common in first aid creams
and ointments), and preservatives such
as formaldehyde, quaternium-15 and
methylisothiazolinone.
Additional supportive evidence of the
low allergenicity of parabens includes
a review on the frequency of positive
patch test reactions to preservatives
in Australia (Austral J Dermatol, E
Chow et al, October 2012) which
examined the results of patch testing
on 6845 patients during 1993–2006.
In this period, the five most frequent
preservative allergens were formaldehyde
(4.6%), Euxyl K400 (containing
methyldibromo glutaronitrile and
phenoxyethanol) (3.3%), quaternium-15
(2.9%), diazolidinyl urea (2.4%),
and methylchloroisothiazolinone/
methylisothiazolinone (2.3%).
These were followed by dimethylol
dimethyl DMDM hydantoin
(2.1%), chloroacetamide (2.1%) and
imidazolidinyl urea (1.9%). The least
frequent sensitisers were in fact parabens
(1.1%), 2-bromo-2-nitropropane-1,
3-diol (0.9%) and benzyl alcohol (0.4%).
The North American Contact
Dermatitis Group (NACDG) also
agrees that parabens are an infrequent
cause of allergic contact dermatitis as
evidenced through a recent quote – ‘Of
the common and effective preservatives,
parabens, because of its low sensitization
rate, remains the preferred choice of the
NACDG’ (Zug KA et al, Patch testing in
children from 2005 to 2012: results from
the North American contact dermatitis
group. Dermatitis. 2014;25(6):345-355).
The American Contact Dermatitis
Society who annually crown the
unwanted title of allergen of the year
similarly to other groups have never
conveyed concerns about parabens and
allergic contact dermatitis. (Table 2)

Parabens and breast
carcinoma concerns
Paraben molecules possess low
affinity estrogenic receptor binding
ability although their effect is less than
that induced by endogenous oestrogen

Table 2: American Contact Dermatitis Society
– History of Allergen of the Year
Year

Allergen of the Year

2018

Propylene glycol

2017

Alkyl glucoside

2016

Cobalt

2015

Formaldehyde

2014

Benzophenones

2013

Methylisothiazolinone

2012

Acrylate

2011

Dimethyl fumarate

2010

Neomycin

2009

Mixed dialkyl thiourea

2008

Nickel

2007

Fragrance

2006

p-Phenylenediamine

2005

Corticosteroids

2004

Cocamidopropyl betaine

2003

Bacitracin

2002

Thimerosal

2001

Gold

2000

Disperse Blue Dyes

(Karpuzoglu E et al, Parabens: potential
impact of low-affinity oestrogen
receptor binding chemicals on human
health. J Toxicol Environ Health B Crit
Rev. 2013;16(5):321-335). Parabens fell
into disrepute after a study detected
both small levels of paraben in breast
carcinoma and higher levels of paraben
in the upper outer breast adjacent to
the axilla (armpit) suggesting a possible
correlation with breast carcinogenesis
due to the use of paraben containing
antiperspirants around the axilla (Barr
L, Metaxas G, Harbach CA, Savoy LA,
Darbre PD. Measurement of paraben
concentrations in human breast tissue
at serial locations across the breast
from axilla to sternum. J Appl Toxicol.
2012;32(3):219-232). These studies were
subsequently disproven but not before
the media ran stories about the possibility
that parabens, often found in deodorants
and anti-perspirants, could be linked to
breast cancer.
Further studies aimed at determining
if a connection between underarm
products and breast cancer really exists
have not been able to find a causal
link. One such study (Mirick et al,
Antiperspirant use and the risk of
breast cancer. J Natl Cancer Inst. 2002
the science of beauty
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Oct 16; 94 (20):1578-80 looked at
about 800 women with breast cancer
and a similar number of matched
controls. They asked about the use of
antiperspirants and deodorants, and
underarm shaving habits. They could
not find any difference between those
with and those without breast cancer
for any of these behaviours. Several
other subsequent studies continued to
dismiss the parabens in antiperspirants
cause breast cancer theory. A Cosmetic
Ingredient Review, published in the
International Journal of Toxicology
in 2008, reviewed over 65 submitted
safety studies and more than 200
published studies and previous articles,
relating to paraben carcinogenic and
reproductive safety. This review noted
that a woman’s daily cosmetic regimen
would result in paraben exposures 840
times less than an amount that caused no
adverse reproductive effects in the most
conclusive safety studies. This review
concluded that paraben use in cosmetics
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is safe and that any parabens absorbed
from use would be metabolised, easily
eliminated from the body and would
not accumulate. Major health groups
such as The American National Cancer
Institute, Cancer Research UK and the
American Cancer Society have publicly
stated that the link between deodorant
or antiperspirant use and breast cancer is
unconfirmed.
Despite the lack of evidence supporting
a link between parabens and the
development of breast cancer, consumer
and media groups continue to place
considerable pressure on the American
FDA to address and regulate the use of
parabens in consumer cosmetics and
other goods. As far back as 1984, the
FDA stated that parabens could be used
safely in cosmetics in a concentration
of up to 25%. With most cosmetic
preparations composed of only 0.1% to
0.3% parabens (as much as 250 times
less than the maximum permissible
concentration), this original FDA

assessment appears logical. In 2005,
the FDA again looked at the possible
harmful nature of parabens but felt no
need to modify their original conclusion
from 1984. The FDA again published
a statement on their website in 2014
refuting any need for further reform
or concern regarding parabens because
the amount in consumer goods has
yet to be completely proven to have
harmful sequelae at such small doses.
This continues to be the FDA’s current
stance as recently as 2017. (Parabens
in cosmetics. FDA website 5/10/16
http://www.fda.gov/cosmetics/
productsingredients/ingredients/
ucm128042.htm
As parabens begin their second century
of use as preservative agents, they remain
one the most cost effective and safe
preservative options when formulating
cosmetic and personal hygiene products
for the time being.
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translating innovative research into
commercial products with the
help of commercial partners

O

Often brilliant innovative research
fails to translate into a commercial
product simply because a commercial
partner such as an investor (hereafter
‘commercial partner’) could not be
attracted and brought into the venture.
It is often the case that those producing
the innovative research (hereafter
‘innovators’) fail to understand
intellectual property (IP) issues
surrounding their research and future
commercial product. It is also often the
case that innovators fail to understand
how their research can be best presented
to potential commercial partners.
These points are brief ly unpacked
below.
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Patent Databases for Identifying Potential
Commercial Partners
In addition to searching for potential
commercial partners in the usual way,
patent databases are a good resource for
locating potential commercial partners.
Carrying out a search of patent databases
for inventions similar to your future
commercial product may yield names
and addresses of people, companies
or other organisations with like or
complimentary products. It would then
be a matter of contacting them, seeking
an expression of interest.
Keep in mind that your apparent
competitors could be your future commercial
partners.

Implementing a Protection Strategy for
Your Innovative Research and Future
Commercial Product
A protection strategy for your
innovative research and future
commercial product must be
implemented before disclosing them
to anyone in any way. Normally this
would involve weighing up the benefits
of trade secrets and patent protection.
In most cases trade secret status will
cease once a product is out in the
marketplace. In most cases trade secrets
will not be appropriate and a commercial
partner will insist on patent protection,
otherwise the future commercial product
would be open to copying by others and
Vol 8 No 2

by Gint Silins
there is nothing anyone could do about
it. Also, a commercial partner should
question why patent protection was not
sought if so commercially valuable.
Keep in mind that a commercial partner
may hesitate in investing money or time if
the innovative research/commercial product
could be copied by anyone, including by
the commercial partner itself without your
involvement.

Seek Patent Protection
as a Safeguard
File a patent application prior to
disclosing your innovative research/
future commercial product to others.
The most cost-effective way of doing this
Vol 8 No 2

is to file a provisional patent application
in the first instance. A provisional
patent application will give you pending
protection for 12 months. Note that the
contents of the provisional application
will not be made public by the Australian
Government, unless you continue with a
complete patent application at the end of
the 12 month period, so for the first 12
to 18 months you can enjoy both patent
protection and trade secret status for your
research/future commercial product.
Keep in mind that a granted patent enables
you to stop others from making, selling
or using your patented product or process.
It does not mean that you have a right to
commercialise your patented product or process.

Approaching a
Potential Commercial Partner
Normally in the first instance this
would be done with a non-disclosure
(confidentiality) agreement in place as a
precautionary measure, even if you had
previously filed for patent protection.
However, some won’t agree to this. This
is what is usually said: “A non-disclosure
agreement is just an unnecessary
complication ... I might already be working

on the same or similar product, so I won’t sign
it ... If your product is worth what you say it
is, you would have filed for patent protection
already …”
Fair enough. At the end of the day a
granted patent will enable you to stop
others from making, selling or using
the patented invention, so that should
suffice. However, if your research/
product development is still ongoing, then
a non-disclosure agreement is probably
mandatory so that your disclosure of the
research/product prototype is regarded
as a confidential disclosure and therefore
not prejudicial to any further patent
application that you may need to file for a
research/product improvement.
Keep in mind that if your research or
product is still under development, a nondisclosure agreement is most likely nonoptional. Seek legal advice.

Presentation of Your Research/Future
Commercial Product to Potential
Commercial Partners
Generally speaking, if you have not
developed a business plan for moving
forwards and have not crunched the
numbers, you are probably wasting your
the science of beauty
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time. But that’s a topic for another day. On
the IP side of things, potential commercial
partners tend to want the following:
1. Explanation as to the stage of innovative
research and product development, plus
supporting data.
This is self-explanatory.
2. Concise explanation of all commercial
applications of the innovative research.
This could potentially include:
(1) Ingredients, compositions, extracts
and formulated products
(2) Methods of use, including for
prevention, treatment or diagnosis
using (1)
(3) Methods of manufacture of (1)
(4) Other processes or methodologies
3. Evidence of clear entitlement to the
innovative research.
Basically this means that you may be
asked to produce a paper trail proving
that you own the research and that your
right to the research is unencumbered.
4. Evidence of maintenance of confidentiality
of the innovative research.
You may need to assure the
commercial partner that the research
has been and will be kept confidential,
and explain the measures in place for
maintaining confidentiality.
5. IP protection for the innovative research and
38
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future commercial product.
You may be asked to explain what
steps have been taken to protect the
research and future commercial product.
No doubt the commercial partner will
want to review the patent application
describing the research and product.
6 Patentability opinion.
A commercial partner may ask whether
you have sought a professional search and
legal opinion on the patentability of the
research/commercial product. If so, the
commercial partner may ask to review it.
7. Explanation of potential IP obstacles to
commercialisation of the innovative research
and commercial product.
Basically this means that you may be
asked to identity any and all potential
obstacles on the path to commercialisation.
This could include third-party patent rights
that could stop you from commercialising
the research and product. If a freedom to
operate patent search and opinion has been
sought, then the commercial partner may
ask to review it.
Other potential obstacles to
commercialisation include insufficient
availability of raw materials or
manufacturing that cannot be upscaled
to commercial requirements, or possibly
potential indigenous claims/impediments
over raw materials.

Entering into a Contractual Arrangement
with a Potential Commercial Partner
An agreement with a potential
commercial partner needs to be in
writing and should be prepared by a
professional. There is no such thing as a
standard agreement and, ultimately, you
may only know where you stand if the
relationship becomes strained and the
agreement is contested.
Keep in mind that a legal agreement
in writing is necessary to codify your
understanding of the relationship and to protect
your interests. Seek legal advice.
Hopefully this article will help you:
understand the mindset of potential
commercial partners; present your
innovative research in a more meaningful
way; and, consequently, heighten
your chances of getting a commercial
product based on your research into the
marketplace.
This article is intended to provide
general information only. The contents
should not be relied upon as detailed
legal advice for any specific case. While
every effort has been made to ensure
that the contents are correct at the time
of publication, please note, the relevant
laws and practice are subject to change.
Specific advice should be sought from
your legal advisor.
Vol 8 No 2
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InfraRed Light
and its effects on skin
by Ric Williams
Cosmepeutics International Pty Ltd

Sunlight, at an effective temperature
of 5,780 kelvins, is composed of nearly
thermal-spectrum radiation that is
slightly more than half infrared. At
zenith, sunlight provides an irradiance
of just over 1 kilowatts per square meter
at sea level. Of this energy, 527 watts is
infrared radiation, 445 watts is visible
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light, and 32 watts is ultraviolet radiation
(“Reference Solar Spectral Irradiance: Air
Mass 1.5”. Retrieved 2009-11-12).

UVR
The sun gives off ultraviolet (UV)
radiation that we divide into categories
based on the wavelength.

UV radiation (UVR) that reaches the
Earth’s surface can be divided into UV-B
(290-320 nm) and UV-A (320-400 nm).
UV-A can be further subdivided into
UV-A I, or far UV-A (340-400 nm), and
UV-A II, or near UV-A (320-340 nm).
UVC radiation is absorbed by the
ozone layer in the atmosphere and as
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virtually none will reach the earth’s
surface generally does not cause skin
damage. Still if exposed UVC rays will
cause immediate damage to skin, usually
causing skin cancer.
UVB rays are partially absorbed by
the ozone layer and have a medium
wavelength (290-320 nm). They do
not penetrate the skin as far as the UVA
rays do and are the primary cause of
sunburn and skin cancers. They are also
responsible for most of the tissue damage
which results in wrinkles and aging of
the skin and are implicated in cataract
formation. UVB does not penetrate
glass, and the intensity of UVB radiation
depends on the time of day and the
season.
UVA rays constitute 90-95% of the
ultraviolet light reaching the earth.
They have a relatively long wavelength
(320-400 nm) and are not absorbed by
the ozone layer. UVA light penetrates
the furthest into the skin and is involved
in the initial stages of suntanning.
The intensity of UVA radiation is
more constant than UVB without the
variations during the day and throughout
the year. UVA (above 320nm) is also not
filtered by glass. UVA tends to suppress
the immune function and is implicated
in premature aging of the skin.

Visible Light
An extract from the conclusion
in the paper published in Journal of
Investigative Dermatology (2012) 132,
1901–1907; doi:10.1038/jid.2011.476;
published online 9 February 2012, titled;
Irradiation of Skin with Visible Light Induces
Reactive Oxygen Species and MatrixDegrading Enzymes
By Frank Liebel, Simarna Kaur,
Eduardo Ruvolo, Nikiforos Kollias
and Michael D Southall; states “the
approximate depth for penetration of
visible light (400–700 nm) in a fairskinned Caucasian individual was
estimated to be between 90 and 750 µm,
compared with a depth of 1.5–90 µm
for UVR (Anderson and Parrish, 1981).
Thus, even though visible light photons
are less energetic than UV photons (and
only thought to produce heat), due to the
40
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deeper dermal penetration visible light
may still have a substantial effect on skin.
Taken together, these results demonstrate
that visible light exposure can induce
Reactive Oxygen Species (Free Radicals),
which can lead to the release of
proinf lammatory cytokines and MMPs
in the skin, similar to the effects of UV,
and therefore visible light may contribute
to the signs of premature aging in the
skin.”

Infra-Red Light1
Wavelength and frequency
of Infra-Red Light
Infrared waves are longer than those
of visible light, just beyond the red end
of the visible spectrum. Infrared (IR)
falls in the range of the (EM) spectrum
between microwaves and visible light.
It has frequencies from about 3 GHz up
to about 400 THz and wavelengths of
about 30 centimeters (12 inches) to 740
nanometers (0.00003 inches), although
these values are not definitive.

Infra-Red Radiation Main Effect
Everything with a temperature above
about 5 degrees Kelvin (minus 450
degrees Fahrenheit or minus 268 degrees
Celsius) emits IR radiation. The sun
gives off half of its total energy as IR,
and much of its visible light is absorbed
and re-emitted as IR, according to the
University of Tennessee.
According to the US Environmental
Protection Agency, incandescent bulbs
convert only about 10 percent of their
electrical energy input into visible light
energy; about 90 percent is converted
to infrared radiation. Household
appliances such heat lamps and toasters
use IR radiation to transmit heat, as
do industrial heaters such as those used
for drying and curing materials. These
appliances generally emit blackbody
radiation with a peak energy output
below the wavelength of visible, though
some energy is emitted as visible red
light.
A TV remote control uses IR waves to
change channels. In the remote, an IR
light-emitting diode (LED) or laser sends
out binary coded signals as rapid on/off

pulses. A detector in the TV converts
these light pulses to electrical signals that
instruct a microprocessor to change the
channel, adjust the volume or perform
other actions. IR lasers can be used for
point-to-point communications over
distances of a few hundred meters or
yards.
IR radiation is one of the three ways
heat is transferred from one place to
another, the other two being convection
and conduction.
Convection is heat transfer by mass
motion of a f luid such as air or water
when the heated f luid is caused to move
away from the source of heat, carrying
energy with it. Convection above a hot
surface occurs because hot air expands,
becomes less dense, and rises.” This is not
always possible with human exposure.
Conduction is the process by which
heat or electricity is directly transmitted
through the material of a substance when
there is a difference of temperature or of
electrical potential between adjoining
regions, without movement of the
material. Also not always possible,
particularly to ensure the entire body is
kept warm.
That leaves IR radiation as an
essential form of heating the human
body. Frankly if we eliminated IR
radiation as a source of heat (plus
convection and conduction were not
adequate) then we would freeze to death.

The Problem Discovered
Infra-Red light has much less energy
than visible light and much much less
energy than Ultraviolet light hence had
been thought of nothing but warming
on skin. Recent studies indicate that due
to the deep penetration of Infra-Red
light and that it still has some energy
content that can break bonds in organic
molecules (eg bonds that form proteins
such as collagen and elastin) that this
effect may cause free radical formation
and alterations to collagen and elastin
formation. This is the new frontier of
skin research and infra-red light may
not be the innocent form of light we are
exposed to.
In a paper by Nadim Shaath 2 he starts
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out by saying;
“We have been wrong before. …
Whenever the subject of skin damage
from non-ionising infra-red rays has
come up in the past, it was summarily
dismissed. IR rays were thought to
be benign because of the relatively
low energies and frequencies. Recent
evidence, however, has shown that the
IR rays, particularly the IR-A rays,
induce significant free radicals in the
dermis and diminish the skin’s antioxidant capacity. IR-A radiation has
been reported to up-regulate an enzyme
that destructs the collagen fibres (the
matrix metalloproteinase-1 (MMP-1)
expression. Haywood recently reported
that the ultraviolet filters used in today’s
sun care regimes prevent no more than
55% of the damaging free radicals from
the sun’s UV radiation but none of the
IRA induced free radicals.
Since the topic of Infra-Red radiation
has raised new concerns, the resulting
damage to the skin and the protocols
for protection are an important
consideration in all future sun care
products.”
Yohei Tanaka and Lisa Gale (in a
paper “The Necessity of Infra-Red
Radiation”) 3 stated “NIR can stimulate
wound healing and treat malignant
tumors. NIR can also achieve skin
rejuvenation and skin tightening , induce
long-lasting vasodilation that is beneficial
for ischemic disorders, and relax and
weaken dystonic and hypertrophic
muscles to reduce wrinkles and myalgia.
In addition to usefulness in cancer
detection and imaging, NIR induction
of DNA damage in cancer cells should
be investigated further for an effective
cancer treatment. NIR can also activate
stem cells, which may be beneficial in
regenerative medicine.
However, intensive or long-term
exposure to NIR induces deleterious
effects similar to UV. Various kinds
of tissue damage and diseases, such as
undesirable photoaging, long-lasting
vasodilation, muscle thinning, skin
ptosis, sagging, cataracts, and potentially
photocarcinogenesis are induced by
long-term NIR exposure.
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Despite the wide prevalence of a
variety of UV blocking materials, such
as sunblock, sunglasses, films, and
fibers, effective methods for blocking
NIR are not currently established.
NIR exhibits both wave and particle
properties and is strongly absorbed by
water, hemoglobin, and myoglobin.
NIR induces photochemical changes and
affects a large volume and depth of tissue.
As a consequence, NIR can penetrate the
skin and the sclera, and affect the deeper
tissues, including muscles, lens, and
retina, with its high permeability.
Chronic NIR exposure can induce
rosacea, which affects all races, although
it is more common in Caucasians and
fair-skinnedpopulations. NIR should
be considered a critical factor in the
development and aggravation of rosacea.
Erythema ab igne can be induced by
long-term exposure to sources of heat
and NIR, such as fires and stoves, and
exhibits histopathological changes similar
to those seen in solar-damaged skin. The
occurrence of telangiectasia appeared to
increase with age, increased sunbathing,
and poor pigmentation ability. These
lesions may develop thermal keratosis,
such as hyperkeratosis, keratinocyte
dysplasia, and dermal elastosis, which
are similar to the changes that occur in
actinically damaged skin.
Although various kinds of UV
blocking materials are often used
to prevent tissue damage from UV
exposure, these materials do not block
visible light or NIR. Therefore, we
should protect ourselves with clothing
or physical block sunscreen, and glasses
that not only block UV, but also NIR,
in order to prevent photo-damage and
photo-aging. Additional studies are
required to investigate the generally
quantified dose limit for the body and
the necessity of NIR protection.”
Aton M. Holzer, MD and Craig A.
Elmets (in a paper “The Other End of
the Rainbow: Infrared and Skin”)4 stated
“Until recently, chronic exposure to
infrared radiation (when administered
below the threshold for inducing thermal
injury) was recognised as the cause of
only one skin disorder, erythema ab igne,

a reticulate hyperpigmentation classically
seen on the legs of those sitting too
close to hearth fires. This constellation
of epidermal atrophy, pigment
incontinence, collagen degeneration
and dermal elastosis has had a revival
of late with the increased popularity of
laptop computers. Laptop computers,
allowed to rest on the legs for prolonged
periods of time, can also produce this
uncommon dermatosis. Additionally,
IR was reported as causative in one
case of keratosis lichenoides chronica
(Vernassiere et al., 2004). IRA is
present in some tanning beds and has
been implicated in the potentiation of
UV-induced damage in murine dermis
(Kligman, 1982).
On the other hand, IR pretreatment
has recently been observed to reduce
UVB-induced DNA damage in murine
epidermis, apparently by stimulating
nucleotide excision repair ( Jantschitsch
et al., 2009). Moreover, IR is also
employed in cosmetic dermatology
for the treatment of rhytides and skin
laxity because of its ability to stimulate
the production of dermal type I and
III collagen and elastin (Tanaka et
al., 2009b), and has found clinical or
investigative therapeutic utility in such
skin conditions as scleroderma (Meffert
et al., 1990), acne vulgaris (Orringer et
al., 2007), wounds (Horwitz et al., 1999)
and burns (Ezzati et al., 2009), and, in
mice, in the treatment of melanoma
(Dees et al., 2002).”
In response to a question “Are there
any harmful side effects of regular
infrared sauna use?” Thomas E. Johnson,
Associate Professor, Colorado State
University answered (in part);
“The International Commission on
Non-Ionising Radiation Protection
(ICNIRP) released a statement on
Far Infrared Exposure in 2006. The
ICNIRP statement on the biological
effects of infrared radiation (IR)
indicates that thermal injury (heat) is the
dominant risk. Thermal (heat) injuries
will depend on the wavelength (or color,
if it could be seen) of the IR lights. IR
light may cause thermal injury even if
you do not feel pain for certain types of
the science of beauty
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IR light exposure.
Hyperpigmentation, scaling, and
telangiectasias (erythema ab igne) may
occur from repeated IR exposures
of elevated temperatures, even if the
skin is not burned. Skin cancer is not
expected from exposure to IR. However,
increased skin temperature can reduce
DNA repair efficiency, and promote skin
cancer that is initiated by other agents.
Skin thickness may also increase due
to repeated IR exposures. Ultraviolet
light is associated with photo aging of
skin, and it is not specifically reported in
association with IR light.
If the IR light is >1,500 nm, it is
unlikely there will be any effects on the
retina but damage to the cornea due to
thermal heating could occur. The lens
of the eye could possibly accrue damage
due to elevated temperatures, leading to
cataracts.
Additionally, one must be careful to
not overcome the thermoregulatory
mechanism of your body. It is possible
to cause serious injury to a person by
overheating when exposed to IR.”

Protection
It seems that little can be done (or
should be done) to eliminate Infra-Red
Light. As said earlier “IR radiation is one
of the three ways heat is transferred from
one place to another, the other two being
convection and conduction.”
Also heat is essential for the
maintenance of function of the human
body.

So what do we do?
Well firstly we can minimise the
amount of IR radiation we expose
ourselves to, by:
1 minimising our time in the sun,
without adequate protection using
shade or clothing. Products containing
physical sunblocks (Zinc Oxide,
Titanium Dioxide, Clays (makeup),
etc.) may also have a role, albeit
limited.
2 minimising our exposure to other
sources of IR radiation such as open
fires, household appliances (heaters,
lamps and toasters), industrial heaters
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(such as those used for drying and
curing materials) – in general,
anything that emits blackbody
radiation (heat). Distance from
blackbody radiation can minimise the
effects.
Secondly we can minimise the effects
caused by IR radiation. This would seem
to involve antioxidants, inf lammatory
mediators and other materials that are
known to minimise burns.
Some specialised cosmetic materials
found in literature include:
L-Carnosine – a nature-identical
dipeptide present in milli-molar
concentrations in muscle tissues. It
protects cells against oxidative stress. In
cosmetic products it is used as an antiaging ingredient which has powerful
antioxidant properties and stimulates
collagen synthesis. L-Carnosine dose
dependently and significantly inhibits
IRA induced MMP-1 expression (in
vitro) and is able to reduce the number
of sunburn cells after UV exposure (exvivo results). In latest clinical findings
L-Carnosine has been shown to have
excellent results when it comes to
protection against infrared-induced skin
damages or hyperpigmentation induced
by high-energy visible light.
Vitamin C (L-Ascorbic Acid) - from
blackcurrant, citrus fruits and tomatoes.
Usually found in the form L-Ascorbic
Acid (pure form), Sodium Ascorbate,
Magnesium Ascorbyl Phosphate,
Ascorbyl Glucoside, Ascorbyl Palmitate
or Ascorbyl Tetraisopalmitate (an oil
soluble more stable form of the vitamin).
Also available is a stabilised matrix of
micronised L-Ascorbic Acid in Octyl
Hydroxystearate and Polysilicone-11.

Vitamin C is an essential co-factor in
the hydroxylation of proline and lysine to
hydroxyproline and hydroxylysine which
are necessary for the formation and the
function of skin collagen. Low vitamin
C levels could result in diminished

collagen synthesis. Recent studies have
confirmed the need to deliver vitamin C
directly to the dermis, in order to alter
local deficiencies.
Important attributes are;
- Preferential stimulation of collagen
synthesis, leading to enhanced skin
elasticity.
- Potential reversal of thinning
epidermis.
- Significant long term protection
against UV radiation with continuous
application.
- Significant hydrophilic antioxidant action.

Vitamin E (Tocopherol)

Natural Vitamin E is a mixture
of α-Tocopherol; β-Tocopherol;
γ-Tocopherol; and δ-Tocopherol, which
have the highest anti-oxidant activity
of all Vitamin E products commercially
available, and has both anti-oxidant
and moisturising benefits. It is used in
many applications from antioxidant
effects in creams to preventing oils from
going rancid. Usually used at 0.5 – 3%
depending on the oil load in the formula.
It is reported that γ-Tocopherol; and
δ-Tocopherol have 600 times more
antioxidant ability than α-Tocopherol
hence pure d- α-Tocopherol is generally
used as a moisturiser and emollient.
The more stable form of Vitamin
E (Alpha-Tocopherol Acetate), is
manufactured synthetically, has no levels
of β-Tocopherol; γ-Tocopherol; and
δ-Tocopherol; therefore have virtually
no anti-oxidant ability, hence should
only be used primarily as a moisturiser
and emollient.
Ferulic acid is a hydroxycinnamic
acid, a type of organic compound. It is
an abundant phenolic phytochemical
found in plant cell wall components such
as arabinoxylans as covalent side chains.
It is related to trans-cinnamic acid. As
a component of lignin, ferulic acid is a
precursor in the manufacture of other
aromatic compounds. The etymology
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is from the genus Ferula, referring to
the giant fennel (Ferula communis).
Ferulic acid, like many natural phenols,
is an antioxidant in vitro in the sense
that it is reactive toward free radicals
such as reactive oxygen species (ROS).
ROS and free radicals are implicated in
DNA damage, cancer, and accelerated
cell aging. Animal studies and in vitro
studies suggest that ferulic acid may have
direct antitumor activity against breast
cancer[2] and liver cancer.[3] Ferulic
acid may have pro-apoptotic effects in
cancer cells, thereby leading to their
destruction.[3] Ferulic acid may be
effective at preventing cancer induced by
exposure to the carcinogenic compounds
benzopyrene[4] and 4-nitroquinoline
1-oxide.[5] Note that these are not
randomised controlled trials done with
human participants, and therefore,
the results of these studies may not be
directly applicable to human use.
If added to a topical preparation of
ascorbic acid and vitamin E, ferulic
acid may reduce oxidative stress and
formation of thymine dimers in skin.
Sensitive skin is vulnerable to external
aggressions such as heat and chemical
irritants making it more prone to react,
causing skin redness, itching and burning
sensations which are manifestations of
inf lamed skin. The activation of skin
discomfort sensor TRPV1 channel,
expressed on sensory neurons and
keratinocytes, plays an essential role
in the initiation and the perpetuation
of skin inf lammation. The presence of
inf lammatory mediators play a critical
role in the development of reactive
skin. It has been found that Tasmannia
lanceolata Fruit Extract inhibits the
release of IL-8 induced by IL-1a and
dims the inf lammatory cascade for
optimal calming effect.
Hypericum perforatum, known as
perforate St John’s-wort, is a f lowering
plant in the family Hypericaceae.
The common name “St John’s wort”
may be used to refer to any species
of the genus Hypericum. Therefore,
Hypericum perforatum is sometimes
called “common St John’s wort” or
“perforate St John’s wort” in order to
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differentiate it. It is a medicinal herb
with antidepressant activity and potent
anti-inf lammatory properties as an
arachidonate 5-lipoxygenase inhibitor
and COX-1 inhibitor.
Finally, Jean T. Krutmann,
M.D., professor of dermatology and
environmental medicine and director at
the IUF – Leibniz Research Institute for
Environmental Medicine, Dusseldorf,
Germany, theorised that a topical
combination of vitamin C, vitamin
E and ferulic acid appears to provide
protection against skin damage induced
by infrared A (IR-A) radiation.
The mechanism by which IR-A
damages skin cells differs from the
mechanisms of UVA and UVB radiation,
where most of the IR-A radiation
is absorbed in the mitochondria; in
particular, certain components of the
mitochondrial respiratory chain (Karu T.
J Photochem Photobiol B. 1999;49(1):117). Dr. Krutmann and colleagues then
theorised that to protect the skin against
IR-A damage, “You just have to find
antioxidants which preferentially
localise with the mitochondria and
can stop the signal cascade at the very
beginning”.
Based on that above it seems that IR
Radiation is not the benign form of light

we originally thought it to be, however,
we can mimimise damage but not (yet)
prevent damage from occurring. To
quote an often-used scientific phrase;
“More research needs to be done”.
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#chooseyourexpression,
a real beauty filter
Living means feeling, and feeling involves laughing, crying,
worrying, etc. All these mood states go together with a continuous
contraction of the facial muscles. Repeated muscle contractions
translate into the scary expression wrinkles. These fine lines are the
first to appear and reveal the most frequent of our moods.
Several methods are being used to avoid their appearance or even
to remove them. The most definitive of all is the use of injections
of neurotoxins that paralyze facial muscles. The consequences
can range from not getting a natural facial expression to serious
health complications when the application is not performed by a
professional person.
There are some cosmetic ingredients in the market that act in
the neuron or in the muscle, modulating the muscle contraction
without paralyzing it. A much safer alternative.
Muscle contraction initializes when a stimulus arrives at the
neuron, followed by a change in the polarization and an action
potential. Then, the classical SNARE proteins (syntaxin, VAMP
and SNAP-25) assembly to form the SNARE complex, which
allows a vesicle containing a neurotransmitter (acetylcholine, ACh)
to fuse with the membrane and release ACh. This neurotransmitter
binds to its receptor on the surface of the muscle cell, inducing
a depolarization followed by a release of calcium ions from the
endoplasmic reticulum to the sarcoplasm where binds to troponin
allowing the actin-myosin cross-bridge and further sliding (muscle
contraction).
To this day, there have been ingredients working in the presynaptic (neuron) or in the post-synaptic pathway (muscle) to
smooth the expression wrinkles. We present Munapsys™, a
botulinum toxin-like peptide obtained by in silico design in
collaboration with experts in neuroscience. It is the first cosmetic
ingredient able to act both in the pre- and post-synaptic pathways
of muscle contraction and in a new SNARE protein (Munc18). Munc-18 is a novelty in the Cosmetic speech, and it is a key
SNARE protein for the assembly of the complex. Munc-18 must
bind to syntaxin to allow the assembly with SNAP-25 and VAMP.
Munapsys™ competes with Munc-18 for its position in syntaxin,
obstructing SNARE complex assembly and the release of the
acetylcholine (ACh) neurotransmitter into the synapse. In vitro, we
could see that it avoided Munc-18/syntaxin binding by 37% and it
reduced the release 16% less ACh than a pre-synaptic benchmark.
In the post-synaptic pathway, Munapsys down-regulated genes
of proteins involved in the clustering of ACh (this step is key for
binding with ACh), depolarization of the muscle cell, calcium
mobilization from the ER to the sarcoplasm and actomyosin crossbridge and sliding.
Munapsys™ also showed to modulate muscle contraction in
a co-culture of human neurons and human muscle cells, with a
good recovery after removing the active ingredient proving not to
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paralyze the muscle. Moreover, its performance was better than a
pre-synaptic benchmark even at a lower concentration.
In vivo, one panel of women (35-55 years old) applied a cream
with 3% Munapsys™ on one half of the face and a placebo in the
other for 14 days. Another panel with the same characteristics
applied also a cream with 3% Munapsys on half face and a cream
with 5% of a combination of benchmarks (pre- and post-synaptic) in
the other for 14 days.
Munapsys™ had a very good efficacy against placebo in all the
parameters related to roughness measured, thus proving its efficacy
against expression wrinkles. In addition, it turned out to be more
effective than the combination of benchmarks in some parameters
even when it had been used at a lower dose.

Since some of the neurotoxins are being used to reverse the
lowering of lips’ commissures, a cream with 3% Munapsys™
was applied by 10 women volunteers with sad smiles as a proof
of concept. On 33% of the volunteers, Munapsys™ lifted the
commissures a mean of 14% providing them with a happier smile.

Munapsys™ mechanism is a real upgrade in the expression lines
field. Let yourself enjoy from the efficacy of a new generation of
botulinum-like ingredients. A safe real beauty filter.
Vol 8 No 2

sun
sunscreen
highlights

by John Staton

The high personal risk of attending
IFSCC Congress 2018
As I sat in front of my laptop looking
for inspiration to write this article, it
came to me that Microsoft ® Word may
be exposing my face to potentially
dangerous white light instead of the blue
light that projects from my screen saver
– a photo of sunrise on Sydney Harbour!
I had just heard the daily Keynote of
IFSCC 2018 Congress in Hamburg,
Germany. The title was “From air
Pollution to Sun Exposure: Shielding the
Skin Against Environmental Threats.”
Like 80 % of the working population I
next heard about, I sit in front of screen
more than 6 hours per day. The dangers
of blue and white light from my laptop
were a shock to me when the speaker
introduced this possibility? Could it be
that that was why I no longer looked
like the photo appearing in the editors
list in the front of this Journal? Had I
talked too much, or answered too many
technical emails?
A third speaker emphasised that Blue
Light was coming from both my mobile
and iMac sitting on my lap. I headed for
the back row of the lecture theatre in
order to avoid the continuous robotic
periscope like invasion of iPhones and
Vol 8 No 2

iPads that appeared above delegate heads
each time the speakers changed slides.
The multisource rectangular lights
hitting my now light drenched body
were on the attack.
I then realized how grateful I
should be that my offer of a paper was
downgraded to a poster. The thought of
all that light challenge streaming down
on my balding head whilst awaiting my
turn on the podium and seated in the
front row. I realised that next time I was
asked to speak, I should place myself
below the extreme right hand side of the
screen where the more than generous
corporate logo of each speaker might
reduce the impact of the trillion bright
blue LED driven pixels beaming down.
I took a break from the 85 scheduled
lectures and decided to take a walk
outside before the next session. However,
after returning , the next keynote was
focused on the effects of air pollution.
I had thought that air pollution skin
related dangers might just have been
invented by marketing experts. I
knew that Lead, Nitrogen Oxide and
particulate matter would infect my lungs
and internal organs if I chose to take

another break from seemingly endless
presentations and take a walk around the
block, but I had not been convinced that
these would really impact on skin.
I learned that soot levels can be
correlated with age spots and that
DEP (diesel ) up-regulates the genetic
mechanisms responsible for melanin
production. It may be that it can bond
toxins due to antioxidant effects of
eumelanin – at least this has been found
in sloughed skin from sea snakes living
in polluted waters! Sea snakes – oh, not
another danger!
This was just the justification I needed
for applying anti-pollution, moisturising
and SPF actives loaded face lotion.
The sun increased its Infra Red
intensity as I headed back for the
exhibitor stands to be confronted by a
delegate who had been encouraged to
stick his head into a stylish white box for
the purpose of taking some before (and
after?) microphotographs. I ref lected
on the fact that the spectrum of light
used in capturing these images might
include some of the apparently dangerous
wavelengths I had learned about earlier. I
decided to cancel having the evenness of
the science of beauty
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my face lotion application checked under
UV light.
Later that night, the sight of grown
men from 28 countries dressed in illfitting lederhosen at the Hof bräuhaus
München reminded me that Bavarian
dairy farmers had, many hundreds of
years ago, observed the solid rear ends
of their cattle and utilized their hides
to design a garment to cover their own
high risk regions from some sort of
environmental effects.
Back on the plane and heading for
home, I was so grateful that QANTAS
had done their extensive research and
ensured that all window shutters were
closed so that all passengers were in the
dark, but well protected from the sun for
the full daytime duration of the f light at
near ozone level altitudes! Additionally,
I was confident that the chilled air in
the cabin would protect me from global
warming effects – after all, we were
closer to the sun!
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Back on my banana lounge in my
currently drought affected garden,
I lay in the sun, quenched my cabin
dried mouth with a cleansing ale and
ref lected that the theme chosen for the
next IFSCC Conference, to be held
in Milan in 2019, is COSMETHICS:
Science and Conscience. Perhaps I will
come away from that one with an ever
better understanding of what is science
and what is pseudoscience in cosmetic
marketing – but I am not so sure that I
will be looking forward to the speakers
shedding more light at that one!

John Staton
Eurofons Dermatest Pty Ltd
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Practicing ecosustainability
in everyday life
by Federica Carlomagno*, Stefania Zanzottera
ROELMI HPC srl, Via Celeste Milani, 24/26, 21040 Origgio (VA) Italy

Abstract

Introduction

Sustainable development is the most
vibrant and powerful force inf luencing
novelties of Personal Care. The aim
of the current study is to show a new
driver of innovation. To protect our
planet longevity, it is essential to pursue
research into sustainable technologies,
with a low impact on Nature. The
cosmetic market, in line with this trend,
requires a new generation of eco-friendly
ingredients, based on performance,
people safety and environment
preservation.
A new range of ultimate Ecosustainable ingredients, complying with
a sustainable future, represents the future
alternative for formulators looking for
a Zero Impact on Environment. Two
main categories have been investigated:
Triperlargonin, the alternative ester
coming from European renewable crops,
and Zea mays starch, Polyvinyl alcohol,
Glycerin complex, the ethical alternative
to standard plasticizing powders.
They represent the reliable and unique
opportunity for sustainable leave-on
cosmetics.

It is a need, for our Planet’s
growth path, to pursuit a sustainable
development carried out on continuous
research and production of Naturefriendly cosmetic ingredients. Ethical
and sustainable production seems to
be the milestones of future cosmetics:
we can think about it as the natural
evolution of “cosmetic species”. For
this reason, a responsible choice for a
cosmetic ingredient is logic in regards
to people safety, product efficacy, and
environment preservation.
As customers give more and more
interest to natural cosmetic ingredients
and to ethical processes to obtain
them, sustainable development is now
becoming the main parameter of interest.
Sustainability is here intended as the
definition reported in The Future
of Sustainability(1): “The core of
mainstream sustainability thinking has
become the idea of three dimensions:
environmental, social and economic
sustainability”.
Among these approaches, water
footprint, innovation, local organic
agriculture and maintenance of
biological diversity in a sustainable
economics context, were deeply
taken into consideration within the

Keywords: Sustainable development, esters,
texturizers, biodegradability, renewable
sources
*corresponding author
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CELUS-BI® project. The result is the
new driver of innovation: the brandnew line of cosmetic ingredients
with valuable performances and lowimpact on Environment. It is the result
of the synergy between ROELMI
HPC, since 1946, the ideal partner for
cosmetic industry through cuttingedge technologies and innovative
high performance ingredients and
NOVAMONT, the worldwide leader
in biopolymers and in the development
of biochemicals obtained through the
integration of chemistry, environment
and agriculture.
The project is aiming at a sustainable
vision, based on Nature & People
respect through unique and innovative
technologies.

New sustainable range of
cosmetics ingredients
This is a concept more than just a
line of cosmetic ingredients. Starting
from the strong will of reaching
100% Sustainability while having
performances, ROELMI HPC set up
a different corner of cosmetics, with
a natural background, but without
any interference with the food supply
chain. By this way, it is possible to
create ingredients without producing
the science of beauty
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waste, aiming at an impact zero on the
environment, instead of just a reduction
of energy usage or pollutants emission.
This project is the result of years of
production methods improvement and
several tests on the products. The mission
behind this realization is the NIP®
program that summarizes what has been
said before. Launched at the beginning
of XXI century, NIP® (No Impact in
Progress) is more than a program. It is
the key to achieve the sustainability, an
ambitious target, an active process as well
as an active community. The adoption
of the NIP® program is established by
voluntary base and performed with a
proactive behaviour. It is the reference
document, the “Law” that drives any
daily action. It applies to all ROELMI
HPC employees, technologies and
products all over the world. ROELMI
HPC started the No Impact in Progress
in order to answer at the necessity
of formulating without having a bad
impact on people and environment, but
giving a main role to the product ecosustainability.
Following this program, two main
categories have been investigated: an
innovative ester as texture enhancer
& solubilizer agent and a new
technological sensorial sphere as sensorial
agent, characterized by exceptional
performances in terms of touch, skin-feel
and texture.

Eco-friendly emollient agent:
tripelargonin
Esters are widely employed in cosmetic
formulations as emollient, solvent,
binding and texturizing agents. They
are used in skin care, make up, sun
care and hair care. Nowadays, several
categories of esters are in the eye of the
storms because of their food chain origin
and related impact on Environment
and Biodiversity. For example, it is well
known that palm or coconut are among
the greatest sources of food for certain
populations and the procurement of these
kind of oils is destroying loads of forests
and concurring in the deterioration of
Planet’s health. To avoid this strongly
negative impact on the Environment,
48

the science of beauty

esters’ manufacturers have two different
choices for production: first, to reduce
environmental impact by using vegetable
oils from a controlled supply chain
or, second, to produce directly by
sustainable innovative sources.
TRIPELARGONIN is the proactive
alternative ester coming from European
renewable crops harvested in northwest
Sardinia (Italy). The farming of these
crops involved more than 50 local
farmers each years for 450 ha of fields,
expected to increase in a large scale up
to 3.5 kha, mainly from marginal lands.
The main effort will be to focus on the
implementation of sustainable and low
input agronomic techniques and on the
implementation of innovative mechanical
oil extraction methods from seeds. An
industrial plant, completely converted to
“green chemistry” allows the creation
of high-purity Pelargonic acid (above
98%) for industrial and cosmetic use.
This innovative procedure results in
a 100% usage of non-edible fractions
and consequent no food competition
for a full respect of current and future
Environment: low impact process from
raw materials aiming at respecting
Biodiversity.
TRIPELARGONIN is a clear oily
liquid emollient ester with an interesting
skin-feel revealing its natural origin.
A low impact for Nature,
a safe ingredient for people.
TRIPELARGONIN has never been
tested on animals, according to the
Directive 2003/15/EC applied to
cosmetic ingredients from 11/03/2009.
A series of in-vitro and in-vivo safety
tests have been performed to confirm the
respect of People safety: the cytotoxicity
by MTT test, the eye irritation potential
by in-vitro Het Cam Test and the skin
irritation potential by repeated Patch
Test on human volunteers, a modified
method of the Shelanski & Shelanski
test. The safety dossier confirms that
the product is safe & dermo-compatible
being non-irritant for cosmetic
applications.
To evaluate the impact on the
Environment performed by the product,
an experimental test according to OECD

301B (modified sturm test) is available
on the analogue trimethylolpropane
tripelargonate.
It demonstrates TRIPELARGONIN’s
biodegradability in soil and water
without any cytotoxic effect during its
presence in the environment.
Reading across (one of the most
commonly used alternative approaches for
data gap filling in registrations submitted
under the REACH Regulation) from
the source substance, it is possible to
attest that TRIPELARGONIN is readily
biodegradable, with a biodegradability
(after 28 days) not lower than 76% by
weight.

Tripelargonin:
cosmetic performances
Thanks to its light and soft
touch and because of its excellent
spreadability and good absorption rate,
TRIPELARGONIN can be used in the
cosmetic formulations instead of other
emollient esters without leaving any
greasy sensation on the skin. Esters with
similar molecular weight available on the
market are Caprylic/Capric Triglyceride
(CCT) and Isopropyl Palmitate.
Thanks to its high versatility
and extraordinary performances,
TRIPELARGONIN is perfect for all
cosmetic applications: skin care, make
up, sun care and hair care.
Targeting the cosmetic market,
TRIPELARGONIN is the sustainable
choice for formulators. Due to its
outstanding cosmetic properties in terms
of solubilisation and dispersion of UV
filters and pigments, it turns out to be
particularly suitable also for sun care and
make-up applications. In lipsticks and
mascaras, it has been proved to confer
high color intensity to the formulation,
tint homogeneity, good texture, bright
and glossy effect (compared to products
formulated with other benchmarks
already on the market).
It demonstrates to be compatible in
the formulations with vegetal oils (i.e.
Almond Oil, Sunf lower Oil, Olive Oil,
Ricinus Communis Oil, Coconut Oil,
Argan Oil) without any limitation of
concentration.
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Eco-friendly texturizer powder:
zea mays starch, polyvinyl
alcohol, glycerin complex
From product development to
registration, marketing and beyond,
regulatory requirements are often subject
to legislative changes and updates –
and keeping on top of these can be a
major challenge. One of the sustainable
development goals within United
Nations 2030 agenda is to prevent and
significantly reduce marine pollution.
In fact, marine litter, due to several
applications, is a hot-topic for NGOs
that want to defend sea life. A number
of Nations answer to this problem by
banning plastic microbeads in cosmetics
(American Microbead-Free Waters
Act of 2015, Canadian Microbeads in
Toiletries Regulations 2017, French
Décret n° 2017-291, Korean Cosmetics
Act 2017). British Parliament and Amec
Foster Wheeler highlighted a potential
risk linked to plastic microbeads
contained in leave-on products (which
can ultimately reach the sea). They
both know that today is not possible to
formulate leave-on products without
plastic microbeads.
For this reason, it is an urgent need to
find an available performing ingredient
able to replace plastic microbeads in an
eco-sustainable way.
Therefore, an example of cosmetic
ingredients under evaluation are plastic
microbeads: they are in the eye of the
storm starting from regulatory rules, to
environmental impact until customer’s
awareness.
The ban in rinse-off cosmetic products
is already law: formulators have to deal
with new kind of raw materials to have
the same final sensorial and technical
profile. It is clear that the next legislative
step will be to go further in the cosmetic
products, beyond rinse-off world. It
is an urgent need to find an available
performing ingredient able to anticipate
regulatory decisions. Now it is time
for formulators to anticipate future
regulatory decisions and break through
innovation in leave-on formulas.
The today challenge of this project
is creating a framework, which focuses
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on key sustainability drivers while
being sufficient performing to be used
in Personal Care market. The practical
development of NIP® program is the
alternative to plastic microbeads. A
new range of ultimate Eco-sustainable
ingredients, in complying with
Environmental needs, represents the
ethical choice for formulators looking for
a Zero Impact on Environment.
ZEA MAYS STARCH, POLYVINYL
ALCOHOL, GLYCERIN COMPLEX
is the reliable and unique opportunity
for leave-on cosmetics with a sustainable
impact on Environment. Coming from
Nature-friendly sources, it represents
the innovation in terms of texturizing
agents: proved good performances
(unique softness, smoothness &
absorption rate) against standard
plasticizing powders and peculiar
sustainable impact on the Environment,
cause they do not retain their shape after
disposal.
ZEA MAYS STARCH, POLYVINYL
ALCOHOL, GLYCERIN COMPLEX
is, for this reason, the ethical alternative
to plastic microbeads in leaveon applications. It shows the same
applicative performances than standard
texturizers used in the market, adding
in the same time Sustainability for
People, (safety in use and after disposal
with tested biodegrability behaviour),
Sustainability in Innovation (being the
valid alternative before law ban) and
Sustainability in Economy (same cost-inuse than classic references).
It is an ease-of-use innovation the
market: formulators have the real
opportunity to easy substitute plastic
microbeads with a technological
sensorial sphere with at least, the same
sensorial performances (no need to reformulate customers’ products) but with
a biodegradable profile. The time-tomarket is, therefore, drastically reduced
with an Eco-sustainable ingredient.
This technological sensorial sphere
is the unique solution to formulate
eco-sustainably in color cosmetics,
maintaining or improving all the
technical performances of standard,
synthetic ingredients bur replacing

standard plastic powders like Nylon,
PMMA, Polyurethane and PE.
Global formulation can now have the
access to choice to formulate with ecosustainable high-technological sensorial
agents. This line of cosmetic powders
is the result of a patented technology
able to synergistically combine naturalderived Zea mays starch with Polyvinyl
alcohol. The result is a powder made
of technological sensorial spheres to
formulate leave-on cosmetics.
ZEA MAYS STARCH, POLYVINYL
ALCOHOL, GLYCERIN COMPLEX
powder can be used from 1 to 10% in
formulation, depending on which kind
of final product is needed.
The application of this powder is in
make-up products as foundation, blush,
bronzer, eyeshadow, lipstick, mascara,
while for the sun care and skin care
products it can be used in emulsion and
serum.
Its compatibility has been proved with
a wide range of raw materials. Moreover,
it has been tested in stability giving good
results in any kind of finish product
tested (all of the above mentioned). In
compact powders, the resistance has
been performed with successful results,
showing good capacity of the complex
to enhance the compactness of powder
formulations. The ingredient is easy
Finally, it has shown an improvement
of cosmetic texture, helping matte effect.
It demonstrates the same performances
during the formulation process as the
standard texturizers available on the
market. Its innovative nature simplifies
the formulator’ work.
It has a safety profile tested thanks
to the standard in vitro and in vivo
cosmetic tests: MTT (cytotoxicity),
Het Cam (eye irritation), HIRPT
(repeated patch test, skin irritation and
dermatologically tested).
The real strong point for ZEA
MAYS STARCH, POLYVINYL
ALCOHOL, GLYCERIN COMPLEX
is the biodegradability in marine
environment, in accordance with OECD
301 method. It is the proof of no impact
on the environment and guarantee of
Environmental and people safety.
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This peculiar characteristic makes
it the perfect choice to formulate
ethic cosmetic products, which do not
represent a danger for marine litter.
This is the ethical choice to avoid
marine litter and face legislative
restriction on cosmetics.
Global formulation can now have
the access to choice to formulate with
EHT (eco-high-technological) sensorial
agents.

Conclusions
Celus-BI® represents the responsible
alternative: as said before, the normal
evolution of “cosmetic species” is in the
direction of sustainability and ecoresponsibility. Characterized by high
performances and an absolute safety,
Celus-BI® are the new generation
ingredients (esters and texturzing
powders) for today and future cosmetics.
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A natural extract from
plant stem cells to redensify
the skin and reduce wrinkles
by Dr Antonino Ciavola and Giorgio Dell’Acqua PhD
Akott Evolution, Milan, Italy

Introduction

Material and Methods

Aging and environmental factors
(such as sun exposure), induce
signif icant skin damage over time.
Matrix metalloproteinases (MMPs), a
family of enzymes that cleave collagen
into small peptides, are progressively
overexpressed.1 Collagen synthesis
decreases while collagen degradation
increases over time. These changes
are associated with an increase of
extracellular matrix breakdown in
the dermis resulting in loss of skin’s
f irmness, resilience and elasticity.
Apium Graveolens (Celery) stem
cells extract is a source of active
molecules such as luteolin. Flavonoid
luteolin is known to slow down the
rate of aging by inhibiting MMPs
in human dermal f ibroblasts. 2,3 We
tested the extract in vitro to stimulate
collagen production, assembly and to
protect it from MMPs degradation.
We then followed with a clinical study
where the extract was incorporated
in a cream at 2% and applied on
individuals with visible signs of skin
aging for a month.

Apium stem cell callus (INCI name:
Apium Graveolens (Celery) Callus
Extract) growing condition was adjusted
in order to stimulate polyphenols
production. Extraction, followed by
lyophilisation, provided a concentrated
extract. HPLC analysis identified
luteolin, quercetin and secondary
metabolites as the main components.
After incubation of the extract with
fibroblasts for 10 days, Pro-Collagen I
and Pro-Collagen III protein expression
was measured using an ELISA test.
Collagen protection and Collagen
assembly were also evaluated by using
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a quantitative RT-qPCR for MMP1, MMP-3, MMP-9 and SPARC
expression. Non-treated cells were
used as a control. Resulting data were
statistically analysed (Student’s T test).
A double-blind, placebo controlled,
clinical study was run on 20 volunteers.
A face cream containing 2% of the
extract was tested against a placebo.
Measures of skin density, skin thickness,
wrinkles volume, wrinkles number, skin
roughness were taken at the beginning
of the study and after 14, 28, 56 days.
Pictures of panellists’ face, as well as
skin ultrasound images were taken. All
data collected were statistically analysed
(Student’s T test).

Results
In vitro Study
Collagen Stimulation
Collagen Assembly

Collagen Protection

Pro-Collagen I (a)

+34,09%

Pro-Collagen III (a)

+23,34%

Secreted acidic protein rich in cysteine (SPARC)

(c)

+23,39%

Matrix metalloprotease 1 (MMP-1) (b)

-14,77%

Matrix metalloprotease 1 (MMP-3)

(b)

-16,22%

Matrix metalloprotease 1 (MMP-9)

(b)

-28,58%

Table 1. Study was run on NIH 3t3 Fibroblasts,(a) HaCat Keratinocytes,(b) Dermal Fibroblasts.
(c) The extract stimulated pro-collagen production, assembly (SPARC),4 and inhibited
metalloproteases expression. Data were significant vs untreated cells.
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Clinical Study

Figure 1. High frequency ultrasound images show skin sections providing information on dermal density. Pro-collagen
and pro-elastin appear as green pixels (Medium Echogenic Pixels or MEP), whereas assembled mature collagen
and elastin appear as red, yellow and white dots (High Echogenic Pixels or HEP).5,6 Skin density was determined by
measuring the amount of MEP + HEP, whereas skin thickness value was obtained by measuring the area in which MEP +
HEP were more than 90%. The face cream containing 2% of the Apium Graveolens Extract increased skin density (Left)
and skin thickness (Right).

Figure 2. Ultrasound images data. Skin density and thickness are progressively increased by the treatment over time.
Asterisks indicate that data are statistically significant vs placebo (p<0.01).

Figure 3. Extract is effective in reducing wrinkles volume and number resulting in a smoother skin. Asterisks indicate that
data are statistically significant vs placebo (p<0.01). Bottom right: A volunteer at the beginning (D0) and at the end of the
study (D56). A visible wrinkle reduction is noticeable.

Conclusion
Celery stem cells extract was tested to
improve skin density and reduce visible
signs of aging. In vitro data showed a
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significant increase of Pro-Collagen
I, Pro-Collagen III and SPARC.
The extract ws capable of stimulating
collagen expression and assembly as well
as inhibiting collagen degradation.4,7

A clinical study showed the capacity of
Apium Graveolens stem cells extract in a
cream to stimulate extracellular matrix
re-densification (by using a non invasive
ultrasound) and to reduce wrinkles
Vol 8 No 2

(both fine lines and deep wrinkles).
Thus Apium Graveolens extract (INCI
name: Apium Graveolens (Celery) Callus
Extract), can be suggested as a firming
agent in the prevention and treatment of
skin aging.
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The use of Patent Literature
to benefit your company
by Albert Abram
Albert Z Abram, Professional, Scientific & Technical Services (Melbourne)

Abstract
They say “there’s no such thing as
a new invention”. This proposition is
contrary to the fact that there are so
many new patents granted for inventions
every year. With respect to the “Golden
Touch of Beauty”, is there a patented
method or a composition to provide that,
or is there an opportunity of a lifetime
just waiting? Using tools that are in
the public domain, I explore published
patent literature to identify subject
matter relevant to the Golden Touch of
Beauty. With some time, experience and
effort, the use of patent literature can
benefit those engaged in the research and
development of cosmetic and therapeutic
skin care products.

Introduction
What is the “Golden Touch
of Beauty”? Consistent with the
mythological King Midas, it may be
the ability of something or someone
beautiful to turn anything touched into
solid gold. Alternatively, and perhaps
more realistically, it may be the ability
of an artisan or an expert in the field
of cosmetic chemistry to use their
knowledge, expertise and/or ingenuity
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to develop a method or composition of
matter that can transform ingredients,
objects or subjects and provide a
perceptual experience of pleasure or
satisfaction.
It is said that “beauty is in the eye
of the beholder”. Indeed, beauty is
a concept embraced by many, and
exclamations such as: “that’s a beautiful
microemulsion”, “that packaging is
beautiful” and “my skin feels beautiful”
are not uncommon to cosmetic chemists.
Often, in research and development,
intellectual property or “IP” is created
and commercially this can be protected
as a trade secret or a patent. A patent is
a right that is granted for any device,
substance, method or process that is
new, inventive and useful. It is a legally
enforceable right to commercially
exploit the invention for the life of the
patent1. Internationally, the patent system
rewards patent owners with monopoly
rights in exchange for the sharing of
knowledge. Thus, patents play a practical
and valuable role to encourage the
development of innovations and new
technologies.
Searching patent literature can provide
data and information to assist a business

seeking to protect an invention with a
patent, or to avoid infringement of anyone
else’s patent rights. Patent intelligence
can unveil ownership of intellectual
property, reveal information on what
competitors are doing and determine
what technology exists. Used effectively,
this can concentrate and enhance research
and development activities, avoiding the
time and cost involved.
Considering the wealth of knowledge
available in freely accessible patent
databases this research will explore
the patent literature for methods or
compositions that provide the Golden
Touch of Beauty.

Objective
The primary objective of this exercise
is to identify and provide an introduction
to freely available patent searching tools.
Specifically, the goal is to explore the
concept of the Golden Touch of Beauty
and thus cast a literal net of keywords
into patent databases to recover relevant
patent literature. Thereafter, the search
results will be filtered to capture a
manageable number of documents
relevant to cosmetic chemistry in
Australia.
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Results and Discussion

variables. This included the use of capital
or lowercase letters at the start of search
terms, necessity of a Boolean operator,
the use of a search field identifier and/
or the ability to truncate keywords
with a wildcard character. Again,
the search relied on all of the search
terms appearing in the Title, Abstract,
Description and/or Claims of published
patent specifications. The results are
presented in Tables 2 to 5.

1. Phrase Search –
“Golden Touch of Beauty”.

Keyword searches with Espacenet

Methods

2. Keyword search – Gold Touch Beauty.

The patent searching tools, provided
below, allowed searching for “Active” or
“Inactive” patent applications at the same
time, to identify documents that disclose
relevant technical information about the
inventions and the claims that define the
scope of protection sought or conferred.
Active patent documents are classified
as filed, accepted, certified or granted.
Inactive patent documents are classified
as refused, withdrawn, revoked, lapsed,
ceased, expired or converted.
The following search tools were used:

3. Keyword search filtered by Patent
Subclass “A61K”.

Espacenet (https://worldwide.espacenet.
com/)
Google Patents (https://patents.google.
com/)
Patentscope (https://patentscope.wipo.
int/search/en/search.jsf )

4. Keyword search filtered by Patent
Subclass “A61K” and Claims directed to
gold.
5. Review and Analysis of filtered search
results.

This approach used each Search
tool and Search type to find an exact
phrase, appearing in the Title, Abstract,
Description and/or Claims of published
patent specifications. The results are
presented in Table 1.
Table 1

AusPat (http://pericles.ipaustralia.gov.
au/ols/auspat/quickSearch.do)
Patent databases were searched using
keywords that all appear in the Title,
Abstract, Description and/or Claims
of published patent specifications.
Searching techniques can also rely on
the three main patent classification
schemes in common use: United
States Patent Classification (USPC),
International Patent Classification (IPC),
and Cooperative Patent Classification
(CPC) 2. Since the IPC and/or CPC
schemes are used by all of the search
tools, and share subclass “A61K” these
allow the search results to be filtered to a
manageable number. This subclass covers
body treating compositions generally
intended for deodorising, protecting,
adorning or grooming a body, e.g.
cosmetics, dentifrices, tooth filling
materials3,4.
Further filtering of results is
performed by targeting claims directed
to a keyword. Thereafter, a preliminary
review of “Front page” information, such
as the Title and Abstract, is completed
to identify documents of particular
relevance. Relevant documents are then
reviewed and analysed in greater detail.
The process is summarised as follows:
1. Phrase Search – “Golden Touch of
Beauty”.
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Search tool

Search type

Search Results

Espacenet

Smart search
Advanced search a

0
0

Google Patents

Home page
Advanced search

0
0

Patentscope

Simple search b
Advanced search c
Field combination d

0
0
0

AusPat

Quick
Structured e
Advanced f

0
0
0

a Worldwide EN selected for the collection of
published applications in English. Phrase
search in title, abstract and full text.
b Search field “Any field”. The phrase is
searched in Title, Abstract, Claims and
Description Fields.
c Search field “ALL”. The phrase is searched
in Title, Abstract, Claims and Description
Fields.
d Search field: “Any field”. The phrase is
searched in Title, Abstract, Claims and
Description Fields.
e Search field: “Full specification”. The
phrase is searched anywhere within a
published patent specification.
f

Search field: “FS”. The phrase is searched
anywhere within a published patent
specification.

In order for the phrase to be treated
as a single search term it must be
surrounded with quotation marks:
“Golden Touch of Beauty”. None of the
searches identified a patent specification
directed specifically to the Golden Touch
of Beauty.

2. Keyword search – Gold Touch Beauty
The Search tools were evaluated
by testing search criteria with several

Table 2
Search tool
Espacenet

Search type

Search Results
a

Smart search
Smart search b
Smart search c
Smart search d
Advanced search e
Advanced search f
Advanced search g

0
2
617 (Approx.)
2,210 (Approx.)
617 (Approx.)
617 (Approx.)
2,210 (Approx.)

a Keyword search starting with capital
letters, without field identifiers: Gold Touch
Beauty.
b Keyword search in lowercase, without field
identifiers: gold touch beauty.
c Keyword search in lowercase, with field
identifier: extftxt=gold extftxt=touch
extftxt=beauty.
d Keyword search in lowercase, with field
identifier and keywords truncated with
wildcard “*”: extftxt=gold* extftxt=touch*
extftxt=beaut*.
e Keyword search starting with capital
letters: Gold Touch Beauty.
f Keyword search in lowercase: gold touch
beauty.
g Keyword search in lowercase and
keywords truncated with wildcard “*”:
gold* touch* beaut*.

The basic Smart search tool relies on
“fuzzy logic” to guess the field identifier.
If the input starts with a capital letter
and then contains only lowercase letters
it is treated as a name, for example, an
inventor or applicant. When the input is
in lowercase, the search is limited to title,
abstract, inventor and applicant.
Adding a field identifier to the Smart
search requires the search to be refined
to a specific collection, for example:
Worldwide EN – the collection of
published applications in English. Using
the field identifier “extftxt” searches for
keywords anywhere in the publication
(title, abstract, description and claims).
The Smart search allows keywords to
be truncated with the wildcard “*”, so a
string of characters of any length will
be searched to find the plural form of a
the science of beauty
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word, different endings or alternative
spellings.
The Advanced search function is
not case sensitive, so search terms can
start with capital or lowercase letters.
In order to use the Advanced search
function for searching the title, abstract
and full text fields, the search must be
refined to a specific collection, such
as: Worldwide EN – the collection of
published applications in English. The
Advanced search also allows keywords to
be truncated with the wildcard “*”.
When the field identifier “extftxt”
was added and lowercase letters were
used for the Smart search the same
number of results, as the Advanced
search, were obtained. When the
keywords were truncated the wildcard
“*”
the greatest number of results was
retrieved.

Keyword searches with Google Patents
Table 3
Search tool

Search type

Google Patents Home page a
Home page b
Home page c
Advanced search d
Advanced search e
Advanced search f

Search Results
About 4,697 results
About 4,697 results
About 6,467 results
About 4,697 results
About 4,697 results
About 6,467 results

a Keyword search starting with capital
letters: Gold Touch Beauty.
b Keyword search in lowercase: gold touch
beauty.
c Keyword search in lowercase and
keywords truncated with wildcard “*”:
gold* touch* beaut*.
d Keyword search starting with capital
letters: Gold Touch Beauty.
e Keyword search in lowercase: gold touch
beauty.
f Keyword search in lowercase and
keywords truncated with wildcard “*”:
gold* touch* beaut*.

A substantial number of results was
obtained using the Google Patents search
tool. Comparing the Home page search
to the Advanced search, whilst using
the same search criteria, there was no
perceived difference in the number of
search results. There was no difference
in the number of results obtained when
the keywords started with a capital or
lowercase letter. Each Google Patents
search allowed the use of the wildcard
“*”
to add zero or more characters to the
keyword, which yielded the greatest
number of results.
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Keyword searches with Patentscope
Table 4
Search tool
Patentscope

Search type

Search Results
a

Simple search
Simple search b
Simple search c
Advanced search d
Advanced search e
Advanced search f
Field combination g
Field combination h
Field combination i

607
607
2,251
607
607
2,251
607
607
2,251

a Search field: “Any field”. Keyword search
starting with capital letters: Gold Touch
Beauty.
b Search field: “Any field”. Keyword search
in lowercase: gold touch beauty.
c Search field: “Any field”. Keyword search
in lowercase and keywords truncated with
wildcard “*”: gold* touch* beaut*.
d Search field: “ALL”. Keyword search
starting with capital letters: ALL:(Gold
Touch Beauty).
e Search field: “ALL”. Keyword search in
lowercase: ALL:(gold touch beauty).
f

Search field: “ALL”. Keyword search in
lowercase and keywords truncated with
wildcard “*”: ALL:(gold* touch* beaut*).

g Search field: “Any field”. Keyword search
starting with capital letters: Gold Touch
Beauty.
h Search field: “Any field”. Keyword search
in lowercase: gold touch beauty.
i

Search field: “Any field”. Keyword search
in lowercase and keywords truncated with
wildcard “*”: gold* touch* beaut*.

The Simple search function allows the
selection of 8 predefined search fields,
each defining different search criteria.
The field identifier “Any field” allows
keyword searches in any fields of the
document, including the Title, Abstract,
Claims and Description. There was no
difference in the number of search results
obtained when keywords started with a
capital or lowercase letter. Patent scope
allows the truncation of keywords with
the wildcard “*” to search terms with 0
or more characters replaced at the end of
the term.
The Advanced search function allows
more complex search queries. The field
identifier “ALL” allows searching in all
fields of the document, including Title,
Abstract, Claims and Description.
The Field combination search allows
users to structure a more targeted search
using specific search criteria in any search
fields. The field identifier “Any field” can
be used and allows keyword searches in
any fields of the document, including the
Title, Abstract, Claims and Description.

When using the same search criteria,
there was no difference in the results
obtained with Simple search, Advanced
search or Field combination search. Use
of the wildcard “*” to truncate keywords
yielded the greatest number of results.

Keyword searches with AusPat
Table 5
Search tool
AusPat

Search type

Search Results

a

0
0
0
0
0
0
0
26
26
138
26
138

Quick
Quick b
Quick c
Quick d
Quick e
Quick f
Structured g
Structured h
Structured i
Structured j
Advanced k
Advanced l

a Keyword search starting with capital
letters, without operator: Gold Touch
Beauty.
b Keyword search starting with capital
letters, with operator “AND”: Gold AND
Touch AND Beauty.
c Keyword search in lowercase, without
operator: gold touch beauty.
d Keyword search in lowercase, with
operator “AND”: gold AND touch AND
beauty.
e Keyword search in lowercase, without
operator and truncated with wildcard “*”:
gold* touch* beaut*.
f Keyword search in lowercase, with
operator “AND” and truncated with
wildcard “*”: gold* AND touch* AND beaut*.
g Search field: “Full specification”. Keyword
search starting with capital letters, without
operator: Gold Touch Beauty.
h Search field: “Full specification”. Keyword
search starting with capital letters, with
operator “AND”: Gold AND Touch AND
Beauty.
i Search field: “Full specification”. Keyword
search in lowercase, with operator “AND”:
gold AND touch AND beauty.
j Search field: “Full specification”. Keyword
search in lowercase, with operator “AND”
and truncated with wildcard “*”: gold* AND
touch* AND beaut*.
k Search field: “FS”. Keyword search in
lowercase, with operator “AND”: gold AND
touch AND beauty IN FS.
l Search field: “FS”. Keyword search in
lowercase, with operator “AND” and
truncated with wildcard “*”: gold* AND
touch* AND beaut* IN FS.

The Quick search function limited the
keyword search to 11 fields. The fields
of particular interest included Invention
title, Applicant(s), Inventor(s) and
Abstract. No results were obtained using
the selected search criteria.
The Structured search function
confirmed that the Boolean operator
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“AND” was required to separate
keywords. The search field “Full
specification” allowed keywords to be
searched anywhere within a published
patent specification. There was no
difference to the number of results
obtained if the keyword started with
a capital or lowercase letter. AusPat
searches also allow the truncation of
keywords with the wildcard “*” to replace
zero or more characters.
The Advanced search interface
requires the construction of search
criteria across any of twenty-eight
different search fields using complex
Boolean expressions. The search
criteria required the keywords to be
linked with the operator “AND”, then
directing the search to the Full patent
specification using the expression “IN
FS”. The advanced search also allowed
the truncation of keywords with the
wildcard “*”.
Whilst the Quick search for keywords
did not generate any results, the same
number of results were obtained with the
Structured and Advanced searches using
the same search criteria.

b Keyword search in lowercase, keywords
truncated with wildcard “*” and CPC and
IPC patent classes restricted to “A61K”:
gold* touch* beaut*, “CPC” A61K, “IPC”
A61K.
c Keyword search in lowercase, keywords
truncated with wildcard “*” and patent
subclass A61K added: gold* touch* beaut*
A61K.
d Search field: “Any field”. Keyword search
in lowercase, keywords truncated with
wildcard “*” and subclass A61K added:
gold* touch* beaut* A61K.
e Search fields: “ALL” and “IC”. Keyword
search in lowercase, keywords truncated
with wildcard “*” and International Class
A61K added: ALL:(gold* touch* beaut*)
AND IC:A61K.
f Search fields: “Any field” and “International
Class”. Keyword search in lowercase,
keywords truncated with wildcard “*” and
subclass A61K added: “Any Field“: gold*
touch* beaut*, “International Class” A61K.
g Keyword search in lowercase, with
operator “AND”, keywords truncated
with wildcard “*” and International Class
truncated with “*”:gold* AND touch* AND
beaut* AND A61K*.
h Search fields: “Full specification” and
“IPC mark”. Keyword search in lowercase,
with operator “AND”, keywords truncated
with wildcard “*” and International
Class truncated with wildcard “*”: “Full
specification”: gold* AND touch* AND
beaut*, “IPC mark” A61K*.
i Search fields: “FS” and “IPC”. Keyword
search in lowercase, with operator “AND”,
keywords truncated with wildcard “*” and
International Class truncated with wildcard
“*”: gold* AND touch* AND beaut* IN FS
AND A61K* IN IPC.

3. Keyword search filtered by
Patent Subclass “A61K”.

The number of search results for each
Search tool was considerably less after
filtering.
The Espacenet Smart search and
Advanced search functions allowed both,
the IPC and CPC, fields to be searched
independently or combined. The field
identifier “cl” was used in Smart search
to specify IPC or CPC class. The search
results can also be reduced using the
“Load more results for export” function
to de-duplicate documents and retain
only one document per patent family5.
Google Patents searches appear to
be limited to only CPC classes, whilst
Patentscope and AusPat searches appear
to be limited to only IPC classes. The
Auspat searches also require the use
of the wildcard “*” to allow subclass
searching.

The Keyword search results that
produced the greatest number of search
results with each Search tool were
filtered using the IPC and/or CPC
patent subclass “A61K”. The results are
presented in Table 6.
Table 6
Search tool
Espacenet

Search type
Smart search

Search Results
a

Advanced search b

556 (Approx.)
279 (De-duplicated)
472 (Approx.)
242 (De-duplicated)

Google Patents

About 932 results
Home page c
Advanced search c About 932 results

Patentscope

Simple search d
Advanced search e
Field combination f

591
591
591

AusPat

Quick g
Structured h
Advanced i

0
30
30

a Keyword search in lowercase, with
field identifier “extftxt”, keywords
truncated with wildcard “*” and patent
class restricted to “A61K”: exftxt=gold*
extftxt=touch* extftxt=beaut* cl=A61K.
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4. Keyword search filtered by
Patent Subclass “A61K” and
Claims directed to gold*.
The previous filtered keyword search
was re-filtered, directing the search to

the claims for a truncated keyword. The
results are presented in Table 7.
Table 7
Search tool

Search type

Search Results
a

Espacenet

Smart search
Advanced search

19
NA b

Google Patents

Home page c
Advanced search c

About 70 results
About 70 results

Patentscope

Simple search
Advanced search e
Field combination f

NA d
23
23

AusPat

Quick
Structured h
Advanced i

NA g
4
4

a Keyword search in lowercase, with field
identifier “extftxt”, keywords truncated with
wildcard “*”, patent subclass restricted
to “A61K” and search directed to claims
with keyword truncated with wildcard “*”:
exftxt=gold* extftxt=touch* extftxt=beaut*
cl=A61K claims=gold*.
b Not Available – Advanced search does not
support claim searching.
c Keyword search in lowercase, keywords
truncated with wildcard “*”, patent subclass
A61K added and search directed to claims
with keyword truncated with wildcard “*”:
gold* touch* beaut* A61K cl=gold*.
d Not Available – Simple search does not
support claim searching
e Search fields: “ALL”, “IC” and “CL”.
Keyword search in lowercase, keywords
truncated with wildcard “*”, International
Class A61K added and search directed
to claims with keyword truncated with
wildcard “*”: ALL:(gold* touch* beaut*) AND
IC:A61K AND CL:gold*
f Search fields: “Any field”, “IC” and
“EN_CL”. Keyword search in lowercase,
keywords truncated with wildcard “*”,
subclass A61K added and claims directed
to claims : “Any Field“: gold* touch* beaut*,
“International Class” A61K.
g Not Available – Quick search does not
support claim searching.
h Search fields: “Full specification”, “IPC
mark” and “Claims”. Keyword search
in lowercase, with operator “AND”,
keywords truncated with wildcard “*”,
International Class truncated with wildcard
“*” and search directed to claims with
keyword truncated with wildcard “*”: “Full
specification”: gold* AND touch* AND
beaut*, “IPC mark” A61K*, “Claims” gold*.
i Search fields: “FS”, “IPC” and “CS”.
Keyword search in lowercase, with
operator “AND”, keywords truncated with
wildcard “*”, International Class truncated
with wildcard “*” and search directed
to claims with keyword truncated with
wildcard “*”: gold* AND touch* AND beaut*
IN FS AND A61K* IN IPC AND gold* IN CS.

Additional searching, specifically
including the claims field, was not
possible with Espacenet Advanced search,
Patentscope Simple search and AusPat
Quick search. When claim searching was
conducted using the remaining Search
types, by filtering the keyword in the
claims, the number of search results for
each Search tool was considerably less.
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5. Review and Analysis of
filtered search results.
The front page information of each
twice-filtered search result was reviewed
to identify Australian Patent Applications
that were relevant to cosmetic chemistry.
The status of each relevant application
was cross-checked with AusPat and the
details are summarised in Table 8.
Whilst there were many patent
applications directed to cosmetic
chemistry, particularly compositions,
devices and methods concerning the
body, skin, hair, nails and teeth, it is
interesting that only 4 of these had
a corresponding Australian Patent
Application. No Australian Patent
Applications were identified using
Google Patents. There was 1 common
application found in Espacenet,
Patentscope and Auspat Search tools.
Only 1 of the Australian Patent
Applications is granted, in force (at

the time of writing this paper) and is
directed to the nails. An analysis of the
granted Australian Patent Application,
AU 2005244843, highlights the
context of the keywords in the patent
description, in Table 9, and the context
of the keyword appearing in the claims is
shown in Table 10.

Conclusions
The patent system effectively rewards
patent owners with monopoly rights in
exchange for the sharing of knowledge.
Searching patent literature can provide
data and intelligence to assist businesses
make informed decisions in less time
with reduced cost.
A search strategy is an iterative process,
which allows search criteria to be
refined to yield the greatest number of
relevant documents. Each of the Search
tools and the available Search types was
queried to provide a basic understanding

Table 8
Search Tool

Australian Patent Application Number / Status

Title

Espacenet

AU 2002324895 / Lapsed

Cosmetic kit and method

AU 1993041667 / Lapsed

Orthodontic bracket formed from porcelain fused
to metallic material

AU 2001031354 / Ceased

Tooth coating composition and over-coating
composition therefor

AU 2005244843 / Granted

Dry nail polish applique and method of manufacturing same

Google Patents

No Australian Patent Application(s) identified

Patentscope

AU 2001031354 / Ceased

Tooth coating composition and over-coating
composition therefor

AusPat

AU 2001031354 / Ceased

Tooth coating composition and over-coating
composition therefor

Table 9
Keyword / Field

Context

Gold* / Description

A french manicure effect is created by printing the curve of french manicure tip shape (e.g.,
white, gold) on top of a solid light color dry nail polish film (e.g., light pink, cream, peach) manufactured according to the list below.

Touch* / Description

The inventive method uses a slot coating die which never touches substrate while coating.

Beaut* / Description

Generally, the invention includes a method of making strong, durable, and beautiful dry nail
enamel appliques as well as the appliques themselves.
The product has a beautiful metallic shine that is not as shiny as a holographic level of shine but
has its own characteristic of fine metallic color.

of functionality and limitations, thus
providing individuals with confidence
to proceed with searching freely
available patent databases and developing
appropriate search strategies.
A search strategy relying primarily
on keyword searching can identify
literature that contains each of the search
terms in a single document. Subsequent
filtering of the search results, with patent
classification and claims, allows specific
information in a given technical field
to be retrieved and scrutinised for the
scope of patent rights. Effectively, a vast
quantity of patent documents can be
rejected quickly and relevant literature
can be readily identified for detailed
review and analysis.
Amusingly, only 1 granted Australian
Patent was found in this quest to find
the “Golden Touch of Beauty” and this
relates to instantly dry film coatings of
nail polish that one can apply to one’s
nails instead of getting a manicure or
brushing on liquid nail polish. Clearly,
the Golden Touch of Beauty is an
opportunity of a lifetime just waiting.
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Table 10
Claim number Description
1.

A self-adhesive French manicure nail applique or laminate comprising:
a removable substrate;
a pressure sensitive adhesive layer disposed on said removable substrate;
at least one layer of enamel applied to the adhesive layer;
and either a curve of French manicure tip shape printed on top of the layer or enamel;
or a crescent-shaped tip piece having a substrate, the crescent-shaped tip piece separable from the
nail applique or laminate.

3.

The self-adhesive French manicure nail applique or laminate according to claim 1 or 2 wherein the
curve or French manicure tip shape or the crescent-shaped tip shape is white, gold or is other colour
different from the colour of the at least one layer of enamel applied to the adhesive layer.
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