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Eco-Renaissance is the term that best describes the new
industrial revolution that our work will undergo in the 21st
century. century. This movement, the ecological imperative,
technological innovation, and the digital impact that
characterise it, will modify the economy of the cosmetics
industry, just like the evolution of weapons, laws and the arts
modified Europe in the 15th century Europe. The consumer is
changed. The industry will be different.

While the Renaissance was the beginning of modern times,
with technological and philosophical revolutions and a new
perspective on humanity’s place in its environment, the Eco-
Renaissance takes into account the "sustainable hedonism", a
mixture of personal fulfilment, alternating online and offline
for data, a tuto, a connection, "do it yourself" and the volatility
that characterises the modern cosmetics consumer.

To meet this challenge, these transitions, these changes, the
cosmetics ecosystem must set in motion a dynamic:

o To deepen its productive roots in France, in all
territories, in mainland France and overseas, from Le
Havre to Marseille, via Bordeaux, Chartres, Limoges,
Compiègne and Orléans, in order to promote short circuits,
the circular economy, and a holistic approach to
biodiversity.

o To strengthen its creativity, its capacity to innovate and
transform, to reuse and recycle, to cooperate and to
develop innovations collectively - as its companies have
experienced in real-life conditions throughout the COVID-
19 pandemic.

o The strengthening of the “Made in France” reputation
for products that are as high quality as ever, that have a
low environmental impact, and that are more competitive
as a result.
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To that end, in line with the major orientations taken together
during our sector’s National Conference a year ago. That’s
why:

o Cosmetic Valley is bolstering the research and training
underpinning that ensures the availability of the scientific
and technical resources and the fresh talent needed to
develop the “Made in France” image, and to perpetuate its
position as an influencer and a leader.

o Cosmetic Valley is exploring new fields of innovation
and encouraging ever more interactions within its dynamic
eco-system of companies, promoting exchanges of ideas
and expertise between private and public researchers, and
strengthening its international ties and projects.

o Cosmetic Valley is investing in safeguarding and
promoting biodiversity, in particular by spreading the
concept of Cosmetopoeia to French overseas territories
and southern countries.

o Cosmetic Valley is working to raise awareness among
its industry members and consumers of the “new
cosmetics” of today and tomorrow, and in 2024 will build
the “International House of Cosmetics” in Chartres to serve
as an emblematic nerve centre.

o Cosmetic Valley is working with its partners to roll out a
common strategy with the public authorities, and the
French State in particular, through the “sector committee”
led by the cluster and the European Federation of Ethical
and Alternative Banks and Financiers (FEBEA).

In October 2021, the “Cosmetic 360” trade fair and the
“Industry Summit” will be both the workshop and the
showcase for this work in progress. Two forums designed to
inform, exchange, prospect, discover, and stimulate in order
to invent this Eco-Renaissance and bring it to fruition
within our industry.

A sustainable future, resolutely positive and hedonistic,
which rather than opposing nature, makes our well-being
and that of our environment complementary.

Marc-Antoine JAMET,
COSMETIC VALLEY President
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COSMETIC 360, 
THE 
INTERNATIONAL 
INNOVATION 
TRADE FAIR



Since 2015, the international cosmetics
innovation trade fair has hosted more than
5,000 visitors from 60 countries each year
to meet 200 French and international
exhibitors from major corporations, small
to intermediate-sized businesses, and start-
ups. Having gone fully online for the 2020
edition, the Cosmetic 360 trade fair will be
held this year in a hybrid format, so that
this new edition will have a strong
international dimension despite any
pandemic-related restrictions.

A true forum for swapping ideas and
inspiration back and forth, this year the
Cosmetic 360 trade fair wanted to instil a
new dynamic by launching its digital
platform on 13 September to facilitate
meetings, unveil exhibitors’ innovations
through webinars, and offer exclusive
content relating to the major issues facing
the fragrance and cosmetics industry.

The digital preamble will be followed by
the in-person event, where attendees from
France, Europe, and beyond will gather
around the exhibitors and the many
presentation spaces over two days, on 13
and 14 October 2021 at the Carrousel du
Louvre.

KEY POINTS ABOUT THE 2021 
EDITION OF COSMETIC 360 
Open Innovation, an unmissable event
involving L'Oréal, Chanel, LVMH
Recherche, and Pierre Fabre, aimed at
facilitating meetings between these major
corporations and initiators of innovative
projects.

The ever-impressive Tech Corner, which
will be showcasing the state-of-the-art
“Touchy Finger” technology, which digitises
and visualises the sensations of touch.
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COSMETIC 360, 
AN EXPANDED 7TH EDITION! 

GO TO THE MOBILE APP TO 
CHECK OUT:

o all the innovations presented by the 
exhibitors

o the list of exhibitors and visitors who 
have signed up

o a map of the trade fair
o your badge
o your agenda of appointments with 

visitors and exhibitors at the event
o the programme of all the events
o the “badge scan” feature, which 

attendees can use to download each 
other’s contact details

o playbacks of exhibitors’ and organisers’ 
webinars

TO DOWNLOAD THE APP: 



The Cosmetic 360 Awards: an annual
event that recognises the greatest
innovations presented in the following
fields: Raw Materials, OEM/ODM &
Formulation, Testing & Analysis, Packaging,
Retail & Brands, Industrial Machines and
Equipment (new category). This year, a
“jury’s favourite” prize will be awarded to
the best innovation in line with the theme
of the trade fair, Sustainable Hedonism.

Beauty Tech Chartres: an event space
designed to immerse start-ups in the
dynamics of business creation.

The Greentech Experience zone, featuring
a VR event centred on ingredients, offered
by Greentech, a loyal sponsor of the fair

The Global Cosmetics Cluster, which
general assembly, bringing together 18
clusters from around the world and which,
in the framework of its European branch
Global Cosmetics Cluster-Europe, a project
co-funded by the COSME programme of
the European Union's, will offer visitors
attend an investment forum to present
R&D and business funding opportunities
(regional/national/European) funding
programmes).

The unprecedented participation of
Business France as an exhibitor, to
promote the export support solutions of
Team France Export and present five
innovative companies that will share their
feedback on those export services.

Also the presence of a collective of
companies from La Glass Vallée,
highlighting innovations in the field of
bottling.

Pavilions for companies from various
regions of France, with notable
contributions from Centre Val de Loire,
Normandy, and Nouvelle Aquitaine.

Lastly, Cosmetic 360 Factory, which will
put the spotlight on innovative equipment
developed for the cosmetics industry.

The first day will conclude with an evening
event for networking, with a cultural
interlude in the Soufflot room from 6.00
p.m.

COSMETIC 360 STEPS UP ITS CSR 
APPROACH 
Like other companies in the industry,
COSMETIC 360 wishes to provide a strong
response to environmental concerns. This
year, Cosmetic 360 is stepping up its CSR
approach with new stands made of
recyclable materials, mainly wood and
cardboard, sourced in short supply chains
from western France. The fair will also
highlight better ways of managing waste,
in particular by significantly reducing the
use of plastics. As an initial milestone in a
long-term approach, we have entrusted a
CSR consulting firm with the task of
identifying and implementing improvement
initiatives for future editions.



HOW CAN THE PLEASURES OF 
COSMETICS BE RECONCILED WITH 
ENVIRONMENTAL IMPERATIVES? 
More than ever, the innovative strength of
Cosmetic 360 is working towards new
visions of the future. The innovations
presented support the entire industry’s wish
to retain one of the fundamental
characteristics of cosmetics—pleasure—while
paying due heed to conserving the
environment.

Going through repeated lockdowns has
shown us that the role of cosmetic products
is much more than merely aesthetic.
Cosmetics are an emotional aid that help
us manage stress, improve our well-being,
and perhaps even edge closer to happiness.

Hedonism is a philosophical doctrine whose
fundamental tenets are the pursuit of
pleasure and the avoidance of suffering. In
light of their effects on the senses, stress,
and anxiety, what are cosmetics if not an
embodiment of that doctrine? Such
emotional comfort cannot be achieved
today without reconnecting more deeply
with nature. In some cultures, particularly in

Asia, beauty is above all respect for others.
Body and environment are inextricably
linked. Beauty, health, and well-being are
the conditions for maintaining life.

The pressing environmental issues of our
time are driving consumers to re-examine
their habits and give greater consideration
to the impact of human activities on the
environment. We in the fragrance and
cosmetics industry are already strongly
committed to taking that path forward.
There are practical examples of packaging
innovations designed to drastically reduce
the use of raw materials—including the
incalculably vital resource of water—the
great challenge of the 21st century.

Based on the conviction that it is
imperative to reconcile the pleasure of
cosmetics with the protection of the planet,
Cosmetic 360 has chosen to make
“Sustainable Hedonism” the main theme of
its 2021 edition.
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COSMETIC 360 IN 2021 
SUSTAINABLE HEDONISM 
IN THE SPOTLIGHT
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KEY FIGURES

160 face-to-face and online exhibitors, of
which 18% are coming to us from other
countries
9 countries represented: South Korea, Spain,
Italy, China, Taiwan, Turkey, Sweden,
Belgium, Japan
24 webinars on the digital platform
(exhibitors and organisers)
7 COSMETIC 360 awards: Raw Materials,
OEM/ODM & Formulation, Testing &
Analysis, Packaging, Retail & Brands,
Industrial Machines and Equipment.
160 Open Innovation submissions
120 meetings between major names in the
cosmetics industry and initiators of
innovative projects
4 principals from the cosmetics industry
(Chanel, L’Oréal, LVMH Recherche, Pierre
Fabre)
1 central theme: Sustainable Hedonism



WEDNESDAY, 13 OCTOBER 2021
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COSMETIC 360 TRADE FAIR 
PROGRAMME IN DETAIL

EVENT TIME

ATRIUM HALL

Greentech Experience 9.00 a.m. – 6.00 p.m.

Tech Corner 9.00 a.m. – 5.30 p.m.
10 minutes every 20 minutes

DELORME HALL 

Inauguration (according to the arrival of the 
minister) 10.20 a.m.

Cosmetic 360 Awards ceremony
Friendly Zone 5.00 p.m. – 5.45 p.m

Beauty Tech Chartres Animation 9.00 a.m. – 6.00 p.m

Team France Export Animation 9.00 a.m. – 6.00 p.m

Glass packaging : sustainable luxury innovation 9.00 a.m. – 6.00 p.m

SOUFFLOT ROOM

Networking evening 6.15 p.m. – 10.00 p.m.



THURSDAY, 14 OCTOBER 2021
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COSMETIC 360 TRADE FAIR 
PROGRAMME IN DETAIL

EVENT TIME

ATRIUM HALL

Greentech Experience 9.00 a.m. – 6.00 p.m.

Tech Corner 9.00 a.m. – 5.30 p.m.
10 minutes every 20 minutes

Meetings with the Cosmetics Clusters 
Global Cosmetics Clusters annual meeting 
(clusters only) - 1st floor

1.00 p.m. – 2.00 p.m.

DELORME HALL 

Press conference
Friendly Zone 11.00 a.m. – 12.00 p.m.

Funding & Investment Forum (Global Cosmetics 
Cluster Europe) Investment Forum
Friendly Zone

2.30 p.m. – 4.30 p.m.

Beauty Tech Chartres Animation 9.00 a.m. – 6.00 p.m.

Team France Export Animation 9.00 a.m. – 6.00 p.m.

Glass packaging : sustainable luxury innovation 9.00 a.m. – 6.00 p.m.

SOUFFLOT ROOM

Summit of the French Fragrance and Cosmetics 
Industry 9.00 a.m. – 5.30 p.m.
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EVENTS AT THE 
COSMETIC 360 
TRADE FAIR

THE TECH CORNER:  
“TOUCHY FINGER”

THE “OPEN INNOVATION”

THE “GLOBAL COSMETICS 
CLUSTER”

THE “COSMETIC 360 
AWARDS”

BEAUTY TECH CHARTRES 

GREENTECH EXPERIENCE 

COSMETIC 360 FACTORY 

GLASS PACKAGING : 
SUSTAINABLE LUXURY 
INNOVATIONS 
(LA GLASS VALLÉE)

TEAM FRANCE EXPORT 
(BUSINESS FRANCE) 

THE BOOKSTORE

WATER BAR 
(COSMETICS INDUSTRIES)

COSMETIC VALLEY TV: 
THE STUDIO



ATRIUM HALL
“TOUCHY FINGER”, AN AUGMENTED AND 
INTERNET-CONNECTED HUMAN FINGER TO 
ASSESS THE FEEL OF SKIN AND HAIR 

Each year, the Tech Corner showcases some piece of cutting-edge
technology from French State-funded research, in partnership with
CNRS, the French National Centre for Scientific Research. After
the success of the Paper Touch packaging innovation in 2019, and
the new CÏSCO2 method of characterising surfactants in 2020, this
year it is the turn of the “Touchy Finger”! An impressive technology
developed by the Laboratory of Tribology and Systems Dynamics
(LTDS). This innovative augmented and Internet-connected device
senses touch like a human finger. It has already won the “Jury’s
Favourite” award at the “Cosmetic Victories 2021”.

Specialised in the engineering of the sense of touch, this laboratory
run by the Ecole Centrale in Lyon and CNRS has developed an
innovative augmented and Internet-connected device that senses
touch like a human finger. By slipping on a ring packed with
sensors, consumers will be able to use the Touchy Finger to assess
the softness of their skin and hair for the first time. The data
collected by the are analysed remotely by an AI algorithm to
identify a sensory profile. Based on that profile, brands can then
offer ultra-personalised cosmetic treatments to give their customers
a whole new sensory experience.
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LE TECH CORNER 
IN PARTNERSHIP 
WITH CNRS



DELORME HALL – ATRIUM
CHANEL & L’ORÉAL STANDS
1FIRST FLOOR - HALL ATRIUM
LVMH RECHERCHE & PIERRE FABRE 
An important event for start-ups, SMEs, and
major corporations in the cosmetics industry,
COSMETIC 360 offers an opportunity to
discuss the innovations of tomorrow. The Open
Innovation department has always had the role
of facilitating meetings so that every innovative
project can get the benefit of all the various
areas of expertise present at the trade fair,
and possibly even lead to collaborations. This
gives everyone the chance to put their
innovations to the test and get a better
understanding of what the cosmetics
companies and innovative project initiators are
looking for. The aim of the scheme is to add
fuel to the fire of innovation within a win-win
relationship.

Since 2015, more than 1,200 projects from 35
countries and 550 meetings have been
organised!

For the 7th edition of the trade fair, four major
international principals from the world of
cosmetics: Chanel, L'Oréal Recherche &
Innovation, LVMH Recherche, and Pierre
Fabre will meet with initiators of innovative
projects.
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OPEN INNOVATION: 
MEETINGS TO STIMULATE 
INNOVATION!

HOW THE OPEN INNOVATION DEPARTMENT WORKS

March to August 2021: free online application. 
The promising projects are invited to sign up on the Open Innovation platform.  

September: meetings are organised 
Major corporations select among the innovative projects and invite those candidates 
to come and meet them at the trade fair (the meeting may be done online if the 
project initiator is in another country and unable to travel).

13 & 14 October 2021: meetings at Cosmetic 360 
During a 30-minute meeting in a private conference room, the candidate invited by the 
major corporation presents their project.



Set up in 2016 by Cosmetic Valley, the Global
Cosmetics Cluster was registered as an
association under French law in April 2021. 18
French cosmetics and fragrance clusters and
associations have joined it, representing more
than 3,700 companies on five continents, as
well as the entire cosmetics industry value
chain: ingredients, formulation, manufacturing,
packaging, finished products, distribution and
logistics, engineering/machine tools, assembly
lines, testing and analysis/quality control,
services, research and training. The board of
directors of this newly registered association is
chaired by Cosmetic Valley.

To date, the network of the Global Cosmetics
Cluster has paved the way for different
clusters to get to know each other better,
share their experiences, inspire each other, and
above all work together on joint projects and
pursue the international growth of companies
in the cosmetics industry. This new organisation
aims to facilitate international collaborations.
Both for business purposes and with the goal
of advancing research and innovation projects
by creating networking and partnership
opportunities, thereby helping companies to
grow.
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GLOBAL COSMETICS CLUSTER
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GLOBAL COSMETICS CLUSTER
PROGRAMME OF THE GLOBAL 
COSMETICS CLUSTERS MEETING

PROGRAMME OF 
THE GLOBAL COSMETICS CLUSTERS MEETING

Thursday, 14 OCTOBER 2021

1.00 P.M. - GLOBAL COSMETICS CLUSTER ANNUAL 
GENERAL MEETING - ATRIUM HALL 1ST FLOOR
Reserved for clusters

2.30 p.m. – Funding & Investment Forum – DELORME HALL 
Friendly zone
o Going international:
⁃ Learn about funding opportunities for your R&D and

business growth (regional, national, and European
funding support systems)

⁃ Understand the ecosystem and its investment
mechanisms

Open to the public.

4.30 p.m. - International conference on India as part of the
Summit - SOUFFLOT ROOM

Finally, the GLOBAL COSMETICS CLUSTER will welcome visitors 
who wish to learn more at STAND L0

The investment forum is organised as part of the Global 
Cosmetics Cluster-Europe Acceleration Programme, a project co-

funded by the European Union’s COSME programme.



The Cosmetic 360 awards 2021 will reward the
greatest innovations presented by exhibitors at
the trade fair, in each of the following fields:

o Raw materials

o Tests & analyses

o OEM/ODM & Formulation

o Packaging

o Industrial machines & equipment

o Brands & retail

NEW IN 2021, IN LINE WITH THE 
SUSTAINABLE HEDONISM THEME

Well-being and respect for the environment are
the order of the day for the future of the
cosmetics industry, so it is only natural that for
this 7th edition, a Jury Prize will be awarded to
the exhibitor most in tune with the Sustainable
Hedonism concept.

WHAT ARE THE SELECTION 
CRITERIA?

The criteria take into account both the
innovative aspect of the project—with criteria
such as added value for the cosmetics industry,
relevance for the target market, interest for the
consumer—as well as marketing considerations,
such as the name of the innovation, its visual
appeal, and the clarity of the description.

THE 2021 JURY IS COMPOSED OF:
o Oonagh Phillips, editor-in-chief of BW 

CONFIDENTIAL

o Henry Saporta, journalist for 
EMBALLAGES MAGAZINE

o Nicolas Gosse, editor-in-chief of 
CONTROLE ESSAI MESURE - BGM

o Doria Maiz, editor-in-chief of EMBALLAGE 
DIGEST

o Silvia Manzoni, Italian press correspondent, 
MF FASHION

o Anthony Boivin, journalist for 
EXPRESSION COSMETIQUE

o Vincent Gallon, editor-in-chief of 
PREMIUMBEAUTY NEWS

o Motoko Tani, journalist and Japanese press 
correspondent, BEAUTY TECH JAPAN

o Maryline Le Theuf, editor-in-chief of 
COSMETIQUE MAG

o Yaël Landau, journalist for CONTROLES 
ESSAIS MESURES - BGM

o Jean Poncet, editor-in-chief of PREMIUM & 
LUXE

o Françoise VAUGELAS, journalist for 
FORMULE VERTE
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COSMETIC 360 AWARDS 



ALBAN MULLER
French company
A concentrated eco-designed 
extract obtained from French 
organic pomegranate, ideal for 
sensitive skin.

GREENTECH
French company
An innovation that reduces the 
impact on the skin and the 
sense of fatigue induced by 
modern lifestyles and 
disruptions to the circadian 
rhythm.

LABORATOIRES ERIGER
French company
A unique technology for the 
delivery of highly concentrated, 
fragile products and unstable 
active molecules

KAMAX & OXIPROTEOMICS
French company
The Hair Protection Index is a 
unique 2-in-1 analysis that 
combines efficacy studies at 
the molecular and structural 
level.

TRANSDERMA
French company
Ex-vivo evaluation of new 
active delivery concepts in the 
epidermis by means of 
confocal microscope analysis.

INSILIBIO
French company
3D representation of a 
biological anatomical event 
with augmented or virtual 
reality for improved and more 
comprehensive marketing.

EUROWIPES
French company
The first imbued facial sheet 
mask packaged in recyclable 
paper bags that are 100% 
Made in France.
A fully biodegradable end-
product.

TECHNATURE
French company
By mechanical effect, the 
patch melts and spreads 
perfectly over the skin. A single 
patch concentrates the 
effectiveness that your hand 
needs.

MEDES & SPACEPHARMA
French company
Take advantage of the unique 
environment of the 
International Space Station to 
develop new products.
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COSMETIC 360 AWARDS
NOMINEES



EUROVETROCAP
Italian company
The first cosmetic dropper made 
from 24/410 mono-materials

SEALESTER
French company
Create and produce sachets 
with customised shapes and 
functions, with environmentally 
friendly materials, without 
special tools and with short lead 
times.

INNOV&SENS (POLYMERIS)
French company
Recyclable 2D and 3D eco-
designed fabric packaging, 
made from plastics recovered 
from the ocean, to awaken your 
senses.

SEPROSYS
French company
This company offers an 
innovative process for producing 
active ingredients enriched to a 
greater or lesser degree from all 
sorts of raw materials.
Keywords: Active ingredient 
production, mobility, ingredient

MEDELPHARM
French company
Revolutionise your solid cosmetic 
product development with an 
R&D tablet press and the 
expertise of our analytical 
laboratory.

INVOLTEC
French company
Plastic-free folding packaging 
solution.

VOYSEN
French company
Software that provides access to 
a single database of consumer 
reviews and analysis for over 
50,000 products. Keywords: 
Software, consumer reviews

FEBEA
French Federation
A mobile application that 
deciphers more than 27,000 
cosmetic ingredients. Claire 
provides scientific information 
on the origin, function, and 
safety of products.

SCENTYS
French company
Scentys puts its expertise at the 
service of the biggest brands 
with fragrance diffusion 
systems.
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COSMETIC 360 AWARDS
NOMINEES

There will also be the 
awarding of the jury prize 
for sustainable hedonism



START UP ZONE 

More and more start-ups are shaking up the beauty and skincare market with innovations
that impact the entire value chain, from development to production, from consumption
and distribution methods to marketing and packaging.

This year, Beauty Tech #Chartres, the ecosystem dedicated to supporting young
innovative companies in the sector, is proposing three new events centred on innovation
for project initiators and start-ups.

o A quiz “Will you know how to make your start-up grow?”, to test their business
development skills.

o Learn all about the beauty products developed by start-ups incubated in Chartres. In
partnership with Régine Ferrère’s IBCBS campus, students will offer visitors the
opportunity to test the products developed by the talented young minds at the
#Chartres Beauty Tech.

o A forum to learn all about the services provided by the Beauty Tech #Chartres
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BEAUTY TECH CHARTRES: 
SEEDLINGS IN THE SPOTLIGHT

GREENTECH EXPERIENCE : 
A JOURNEY TO THE HEART 
OF COSMETIC INGREDIENTS

ATRIUM HALL // 9.00 a.m. – 6.00 p.m.

This year, Greentech offers a deep dive to the heart of nature with a dynamic and
entertaining virtual reality adventure. By means of VR technology, participants are
invited to go through different sensory experiences to discover how cosmetic products
are developed, from the sourcing of the raw materials to the finished product. This
journey to the heart of the rainforest will allow everyone to discover the active
molecules hidden in the plant and marine world all around us.



A great new addition to this 2021 edition, Cosmetic 360 Factory
shines a spotlight on the innovative machines and equipment used
in the cosmetics industry.

Among our exhibitors:

o Kamax Innovative System: a new testing device that analyses
collagen fibres by quantifying the biological changes in them
by means of polarisation imaging technology.

o Oxy Pharm: efficient and environmentally friendly machines to
fight all infections in the cosmetics industry.

o HNP Mikrosysteme: suitable pump systems for fast, reliable,
and precise dosing of liquids with a wide range of viscosities.

o Seprosys: a mobile unit for the production of active
ingredients via innovative, environmentally-friendly, and
optimised extraction and purification solutions.

o Microfactory: “U-skin” is an instrument that reproduces the
properties of human skin to assess the durability and kinetics
of cosmetic products.

o Rheonova: “EasyRheo” is an accurate and fast rheometer for
ready-to-use results.

o Medelpharm: discover the STYL’One Nano, a machine that
revolutionises the production of solid cosmetics and facilitates
the characterisation and optimisation of formulations.

o Centre 7
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COSMETIC 360 FACTORY : 
A UNIQUE OPPORTUNITY TO 
DISCOVER THE INDUSTRY’S 
INNOVATIVE MACHINES! 

One of these exhibitors will be honoured at the 
COSMETIC 360 AWARDS with a special “Industrial 

Machines” award at the official ceremony on 13 
October at 5.00 p.m.



On the occasion of its 20th anniversary, La Glass Vallée, world pole
of luxury bottles, will exhibit its know-how of Excellence at Cosmetic
360.

In line with the sector’s new requirements to reduce its
environmental impact, glass is the best packaging material for
high-end fragrance and cosmetic products. Infinitely recyclable,
recognised for its neutrality, and a perfect medium for a wide
variety of decorative techniques, glass today benefits from
increasingly energy-efficient manufacturing processes. La Glass
Vallée invites you to come and discover this material of the future
for “Made in France” luxury products.

Five companies representing core business lines will present the
process from end to end:

o The specialists in “Verescence” and “Pochet du Courval” luxury
glass bottles

o The decorators “Piochel”, “Val Laquage” and “Inserdeco”, VALFI
group

o High-finish models and prototypes of “MMB VOLUM-e 3D
Complex Production”

o The moulder, designer, and manufacturer “Somobresle”.
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GLASS PACKAGING : 
GLASS ON A PEDESTAL! 



DELORME HALL

Business France’s Team France Export is at the Cosmetic 360 trade
fair to present its export services and its cosmetics showcase of five
innovative businesses – Abbi, Le Rouge Français, Les huilettes,
MadebyMe and Nide.co – with a focus on made-to-measure,
fragrance personalisation, the online experience and social selling.

o Skin diagnosis thanks to a selfie on Abbi’s digital mirror.

o Meeting with the founder of Rouge Français and discovery of
her entirely plant-based lipstick.

o Presentation of Les huilettes’s holistic vision of beauty for
looking after body and mind.

o Introduction to MadeByMe’s amazing and truly revolutionary
make-up palette of solid perfume.

o And lastly, social selling with Nidé.co, pioneers in participatory
cosmetics. *

This is also an opportunity to connect with these young businesses,
and to benefit from their operational experience of the various
export services provided by Team France Export.

The themed conferences and export webinar (China, Latin America
and Africa) can be seen on the trade fair’s digital platform until
31 October.
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TEAM FRANCE EXPORT 



At this pop-up bookstore you can purchase the latest publications
on topics related to the fragrance and cosmetics industry, to
update and broaden your knowledge.

You can also discover Cosmetic Valley Editions, and La Pivoine, the
sector’s magazine.

Four publications (available in French only) will be released for the
occasion to complement the collection of books published by
Cosmetic Valley.

o Respect(s), Manifeste des valeurs de la cosmétique du 21e
siècle (Respect, A Manifesto of 21st Century Values in
Cosmetics)

o Cosmétiques, Parfums et émotions : l'apport des
neurosciences (Cosmetics, Fragrances and Emotions:
Neuroscience’s contribution) - Patrice Bellon

o Introduction à la cosmétologie (Introduction to
Cosmetology)- Marie-Claude Martini

o La Formulation en parfumerie – Art & Science (Formulation
in Perfumery – Art and Science) - Nadine Vallet
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BOOKSTORE AREA



In January 2021, Cosmetic Valley launched Cosmetic Valley TV, the
first industry television channel.

This online television channel offers a variety of exclusive content
via VOD and live streaming, such as the “Le regard de Julien”
programme on cosmetic trends and “Cosmetic Expérience” about
jobs in the industry… not to mention a replay of the conventions
organised by Cosmetic Valley.

Our technical teams will be circulating at the fair to meet
participants and gather their off-the-cuff reactions.
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COSMETIC VALLEY TV, 
THE STUDIO

Industries Cosmétiques, the fair’s media partner, offers visitors a
refreshing break that is both “hedonistic” and “sustainable” by
distributing water in recyclable cardboard bottles.

WATER BAR (INDUSTRIES 
COSMÉTIQUES)
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THE MAJOR 
AREAS OF 
COSMETIC 
INNOVATION

SUSTAINABLE HEDONISM 

EFFICACY TESTING

BEAUTY TECH 



The quest for pleasure, sensory appeal,
physical and mental well-being, peace,
revitalisation, and stress relief, is now and for
the foreseeable future combined with respect
for nature and a strong existential connection
between humans and the environment. This
new era for cosmetics is being driven by an
acceleration in 2021 of formulas with a strong
element of “sustainable hedonism”.

LABORATOIRE PROD'HYG: E-MOOTIONAL,
an ingredient acting on the nervous system to
generate emotions and well-being.
STAND L2

POLYMEREXPERT: A perfume rheology
modifier using an oily gelling agent to produce
unusual textures. A renewable procedure and an
alternative to bio-based polymers
STAND M3

SOLABIA: Biotechnological active ingredient
designed for the skin of post-menopausal women
to improve their self-esteem and reveal their
femininity.
STAND E7

GREENTECH: Active ingredient operating on
the circadian rhythm, reducing signs of fatigue
(under-eye puffiness, dark circles, dull
complexion) and the impact of fatigue on the
mood to improve the sensation of well-being, like
a yoga session.
STAND B3

LABORATOIRES LEBEAU: Combating stress
and maskne (acne caused by surgical masks)
with a routine using organic CBD, which has anti–
inflammatory and anti-bacterial properties for
acne-prone skin. STAND F1

PROTECTION OF THE ENVIRONMENT 
AND CARBON FOOTPRINT

PLANT ADVANCED TECHNOLOGIES:
Development of active ingredients inspired by
nature with enhanced natural qualities, making it
possible to avoid using agricultural land and to
maintain a low carbon footprint in the interests
of sustainability.
STAND S10

JAINA HEALTH & BEAUTY: Ingredient sourced
from the Amazon forest, with traceability to fight
against deforestation.
STAND ST9A

GLOBAL BEAUTY CONSULTING:
Six formulas composed of 96% natural upcycled
ingredients S
TAND B5

SILAB: Anti-ageing active ingredient, by-product
of cranberries. STAND M7

WOORIKIDPLUS: Work with a seed bank in
South Korea to create a sector using endangered
plants in order to find market opportunities for
them. STAND ST5A
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ECOLOGICAL PACKAGING

NATUREPLAST: Innovative, ecological, bio-
based and biodegradable packaging based on
the principle of a circular economy. Composite
materials incorporating by-products (crustacean
shells, seaweed, chaff, fruit stones, seeds, flowers,
plant fibres).
STAND R5

CLOUD BEAUTY INNOVATION:
Biodegradable material offering an alternative
to plastic, Eco CA+ is made from calcium
carbonate sourced from recycled agricultural
waste (stones, eggshells and oyster shells).
VIRTUAL EXHIBITOR

POLYMERIS: collaborative project between
several stakeholders in the textile and plastics
processing industries. Packaging manufactured
from plastic recovered from ocean pollution.
Textile finish providing packaging with a new
sensory design.
STAND D2

SEALESTER: Stand-up pouches with a
customised shape in eco-friendly materials.
Intuitive implementation of the design with
software and innovation with computer-controlled
“digital soldering”. STAND ST2A

SOLID COSMETICS AND ZERO WASTE

SURFACTGREEN: cationic surfactants for clean,
galenically-formulated liquid and solid cosmetics
STAND S7

JRS-RETTENMAIER: plant and ocean-based
ingredient. Improves the compaction, cohesion
and disintegration of solid uni-doses. Helps to
create gel cosmetics (beads, patches) and gives
cosmetic powders the wow factor. STAND S9

LABORATOIRE D'ARMOR: white label solid
products with Cosmos certification that are
vegan and meet the complex requirements of
stability for solid formulas.
STAND T4

GILBERT: Specialist manufacturer of solid
cosmetics.
STAND R4

LYOPHITECH: Process of preservation by water
extraction while preserving the product’s original
qualities. Speed of drying decreased fivefold,
enabling reduced energy consumption.
STAND ST3A

DEARDOT: Zero-waste cosmetics with
packaging that is 100% biodegradable and
compostable within 6 months of disposal.
STAND K5

LABORATOIRE SHADELINE: Waste reduction
with masks that are packed in recycled paper
bags and compostable after use. Clean formula
with 99.5% natural ingredients.
STAND T3
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With a continued objective for well-being and
skin care, the industry must innovate to ensure
the highest levels of efficacy for products.
Thanks to technology and scientific progress,
testing and metrology is now more efficient,
enabling more powerful cosmetic action.

WAINVAM-E: Measurement of stability and
degree of antioxidant efficacy over time
STAND ST2B

COSMOCHEM: Measurement of the
biocompatibility of ingredients (efficacy of
absorption of the ingredient by the skin cells).
Measurement of point of expiration (change of
temperature on product application caused by
friction as it is rubbed over the skin) Efficacy can
thus be measured during application of the
product in real-life situations STAND H6

MICROFACTORY: More realistic model of skin
that reproduces sebum and perspiration.
STAND K2

CEREEVA & ELYSIA BIOSCIENCE:
measurement of the action of the active molecule
on skin proteins. Analysis of the action of the
active ingredient is continued even after
application to better understand it over time (to
assess whether it has a prolonged effect or if it is
rapidly biodegraded).
STAND M2

KAMAX INNOVATIVE SYSTEM &
OXIPROTEOMICS: Measurement of the extent
to which hair is protected in relation to the
exposome.
STAND L4

INSILIBIO: Virtual reality for getting under the
skin to understand the effect of active
ingredients.
STAND L6
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Technology is making a powerful
contribution to reinventing beauty for the
future by serving the interests of well-being
for consumers and for the planet. The first
category of technologies seeks to better
understand consumer needs, whether
physical or emotional, in order to offer the
best cosmetic products. The second brings
together tools that have been developed for
greater traceability of ingredients, a key
concern of the fragrance and cosmetics
industry.

BLABBERMOUTH: Digital tool for collecting
consumer reviews and offering expert advice by
video conference. Work on inclusiveness:
STAND ST4A

VOYSEN: Aggregation and analysis online of
consumer reviews for more than 50,000
cosmetic products.
STAND ST1A

TILKAL: Traceability in the supply chain in real
time by means of big data and blockchains.
STAND ST8A

BUDIN LABEL SOLUTIONS: Label with
specific ink or RFID or NFC for product
authentication and traceability.
STAND S2

COSMECODE: personalised advice about
foundation via deep learning in order to find
the perfect shade amongst all brands in two
clicks. Categorisation of skin tones using deep
learning. Computer visualisation solution to take
light into account for a 100% reliable response.
STAND ST9B
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COSMETIC 360 
SPONSORS

PLATINUM SPONSOR

A pioneer in biotechnology, GREENTECH is a multinational group dedicated to the plant,
marine, and microbial worlds with four distinct companies: GREENTECH (plant world),
GREENSEA (marine world), BIOVITIS (microbial world), and MAPRIC (Brazilian biodiversity).
The Group develops and produces innovative and high-tech active ingredients derived from the
mechanisms of plants, algae, microalgae, and micro-organisms, in particular for the fields of
cosmetics, pharmaceuticals, and nutraceuticals.
GREENTECH is a deeply committed, green, and ethical company, dedicated to beauty and well-
being.

The Beauty Tech Chartres
network—inspired by the
French Tech movement—is a
network founded by “Beauty
Tech” start-ups, the Chartres
metropolitan area, and
Cosmetic Valley with the goal
of bringing young innovative
companies together with all
stakeholders of the beauty
industry. The objective is to
create a network of skills
committed to inventing the
beauty of tomorrow, helping
each other, creating
synergies, expanding each and
every business, and enabling
the gems of the French beauty
industry to shine.

Scentys, expert in fragrance
delivery systems, has been at
the forefront of innovation
since 2004, making its cutting-
edge technologies available to
major brands.

Inventor of patented
technology for perfume in
capsules, Scentys develops new
ways to use perfume
combining quality of diffusion
and safe usage. Their
engineering teams adapt these
cutting-edge technologies to
your specific projects.

Specialisations: Made-to-
measure diffusers and
fragrance capsules for the
home and the car, olfactory
experiences, environment
fragrance.

Spincontrol is a laboratory with
30 years’ experience
specialising in in vivo
assessment of products
claiming effectiveness in the
fields of cosmetics, beauty or
wellness, using five approaches:
instrumental, clinical, emotional,
sensory and subjective.

With an international presence
(in France, Canada, Thailand,
India and Indonesia), their
philosophy is to provide clients
with technological knowledge
and know-how, honestly,
transparently and ethically,
within the scope of a
recognised quality standards
system, ISO 9001.
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Sponsor for the Retail & 
Brands category, 

COSMETIC 360 Awards

BW Confidential is the leading
trade publication for the
international fragrance and
cosmetics industry.
BW Confidential provides all
the latest news, analyses and
commentary about the main
issues facing the global beauty
market. Founded in 2009, BW
Confidential is recognised and
respected for its reliable
content as well as its prognoses
and forecasts for market
trends. With a network of
correspondents in key markets
worldwide, BW Confidential
brings unique global coverage
to beauty business leaders.

Sponsor for 
the Packaging category, 
COSMETIC 360 Awards

Choose Paris Region is a
catalyst for business and
innovation supporting
international companies
wishing to develop in the Île-de-
France region.
As a non-profit government
agency, Choose Paris Region
works with local public
authorities to provide free,
customised services.
Choose Paris Region provides
its vast market and industry
experience as well as an
extensive network to help
international businesses set up
technological partnerships and
define their marketing
strategy, and advise them on
establishing their local
presence.

Sponsor for 
the Raw Materials category, 

COSMETIC 360 Awards

Franco-Swiss B2B2C digital
marketing agency, providing
solutions with high value-added
to international companies in
the health sector.
With more than a decade of
experience in this sector,
Createen has the sound
scientific and medical
knowledge required to make
science easy and attractive.
Createen provides digital
marketing solutions using
innovative technologies to
create material for training,
promotion and communication.

CLASSIC SPONSORS
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THE SUMMIT OF 
THE FRAGRANCE 
AND COSMETICS 
INDUSTRY

KEYS TO THE ECONOMIC 
CONTEXT 2021

THE MAJOR THEMATICS OF 
THE SUMMIT

THE PROGRAMME OF THE 
SUMMIT IN DETAIL 

THE IMPACT SURVEY OF THE 
HEALTH CRISIS ON 
COMPANIES COSMETICS



THE SUMMIT’S OBJECTIVES 
2021: acceleration of the collective
dynamic initiated by the 2020 National
Conference

At the 2020 National Conference, 400
proposals were discussed and 30 key
measures for transformation adopted. This
year, the Annual Summit is governed by a
single watchword: TAKING ACTION for our
industry.

At the initiative of Cosmetic Valley, this
forum for our sector will bring together 200
decision-makers from the fragrance and
cosmetics industry as well as some twenty
professional associations across France in
order to:

o EVALUATE the progress of the
measures adopted at the National
Conference

o PRESENT remarkable initiatives taken
by companies

o INTENSIFY the collective dynamic
within our industry

o CONSOLIDATE the know-how of
French industry players internationally

Dialogue is a core ingredient of the Annual
Summit to further unify the sector, inspire
new perspectives and develop business
opportunities between companies.

The early part of the day will be devoted to
discussing recovery of the industry and
progress in measures taken by the sector.
Following this, the agenda will be centred
on five main themes, each of which will be
addressed collectively in order to identify
areas where businesses need to work
together.

KEYS ASPECTS OF THE 2021 
ECONOMIC CLIMATE

The pandemic has commandeered the
place of cosmetics in our everyday lives:
hygiene and skincare have become
essential, while make-up and perfumes
have had to adapt to a society
experiencing lockdown, social distancing
and mask-wearing.

On an economic level, it has destabilised a
number of businesses, their organisation
and cycles of innovation and production. It
has also been detrimental to sales outlets
while benefiting e-commerce.

Nonetheless, this period has been an
amazing lever for change for the fragrance
and cosmetics industry.

With increased digitalisation and
biodiversity and climate issues tackled head
on, 2021 is unprecedented in terms of
innovation and change.

The cosmetics industry, a champion of
“made in France”, is adapting, to the
advantage of economic development and
employment in our regions.

Performance in the first half of 2021 shows
that our industry is actively involved in the
economic recovery.

The cosmetics market is globally resilient,
and France has kept its position as leader
in exports.

There are positive signals for recovery in
exports: +21% growth in the first half of
2021, compared to -14% between 2020 and
2019.
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In the first 6 months of 2021, exports
amounted to 7,632,905 products
(6,000,884 products in 2020). Forecasts
predict that 2019 levels will be reached or
overtaken at the end of 2021, to climb
above the 16 billion euro mark.

But behind these figures lie significant
disparities according to product type and
distribution methods. Our SMEs are
therefore not all in the same dynamic of
economic recovery, which leads us to
persevere with the collective and cohesive
measures introduced in 2020.

The summit organised by Cosmetic Valley
on 14 October offers an opportunity to
take stock and to share sound initiatives.
It commits us all to taking action and to
continuing the transformation of our
industry in order to consolidate French
leadership in this field.
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MADE IN FRANCE (SAFETY, 
COMPETITIVENESS, CSR) 

Introduction of the theme & 
roundtables 

THE STAKES OF SHARED 
INNOVATIONS WITHIN OUR 
INDUSTRY 

Introduction of the theme & 
roundtables 

THE EUROPEAN STRATEGY 
FOR INNOVATION AND
INTERNATIONALISATION OF 
COMPANIES

THE ECOLOGICAL 
COMMITMENT OF THE 
COSMETICS INDUSTRY

Introduction of the theme & 
roundtables 

INTERNATIONAL: INDIA, A 
PROMISING MARKET 
Introduction of the theme & 
roundtables 
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08.30
REGISTRATION AND COFFEE

09.15 - 09.30 
SUMMIT OPENS
Marc-Antoine Jamet,
President, COSMETIC VALLEY

09.30 
INTRODUCTORY VIDEO: FROM THE 
NATIONAL CONFERENCE TO THE 
SUMMIT

09.35 - 10.15 
FROM THE NATIONAL 
CONFERENCE TO THE SUMMIT: 
THE INDUSTRY’S ECONOMIC 
SITUATION ONE YEAR LATER

The profession has rallied round 30
measures for a winning and enduring
recovery. One year later, how has our
industrial sector fared and what are the
prospects for its competitiveness in France
and Europe?

o Marc-Antoine Jamet, 
President, COSMETIC VALLEY

o Christophe Masson, 
CEO, COSMETIC VALLEY

o Régine Ferrère, 
President, CNEP

o Emmanuel Guichard, 
Director-General, FEBEA

10.00 - 10.10 
PRESENTATION OF THE STUDY 
“IMPACT OF THE HEALTH CRISIS 
ON THE COSMETICS INDUSTRY” 
Charles-Antoine Schwerer, 
Research Director, ASTERES

10.15 - 11.00 
MADE IN FRANCE

10.15 - 10.20 
VIDEO: THE STRENGTHS OF MADE IN
FRANCE
Harbouring a wealth of widely
acknowledged expertise, a local value
chain, cutting-edge technologies, and
innovative and outstanding research, our
industry is supported by men and women
committed to perpetuating the excellence
of the French fragrance and cosmetics
industry. What initiatives are there to boost
the competitiveness of French-made
products? How can we shore up our
strengths? What about the outlook?

10.20 - 10.50 
Roundtable with the participation of:

o Alexandra Barthélémy, Chief 
Purchasing Director, SISLEY

o Jean-Yves Berthon, CEO, GREENTECH
o Dominique Bidaut, CEO, 

DECORTIAT ESTELLE
o Nicolas Guibert, CEO, 

EPICERIE FINE COSMETIQUE
o Thomas Riou, CEO, VERESCENCE

10.50 - 11.00 
CONTRIBUTIONS FROM THE FLOOR

11.00 - 11.30 
BREAK
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11.30 - 12.15 
THE INNOVATION STAKES SHARED 
WITHIN OUR INDUSTRY

11.30 - 11.35 
VIDEO: COLLABORATIVE INNOVATION
Innovation is a way for the French industry
to stand out from the strong global
competition by offering products, services
and technologies in line with consumers’
expectations. Innovation can be worked on
individually, but some ambitious subjects
need us to work together to take up the
biggest challenges facing our industry.

Focus on the innovation subjects to be
worked on together.

11.35 - 12.05 
ROUNDTABLE WITH THE 
PARTICIPATION OF:
o Jean-Christophe Choulot, R&D Director,

CAUDALIE
Artificial intelligence and data use

o Philippe Msika, Innovation &
Development Director, GROUPE
ROCHER
The use of plants in fragrance and
cosmetics

o Sandrine Weber, Head of Sustainable
Supply Chains & Active Ingredients,
CLARINS
The traceability of raw materials for
cosmetics

o Elian Lati, CEO, BIO-EC Laboratory
Shared expertise & new technologies

12.05 - 12.15 
CONTRIBUTIONS FROM THE FLOOR

12.15 - 12.45 
THE EUROPEAN STRATEGY FOR 
INNOVATION AND BUSINESS 
EXPANSION ABROAD FOR 
COMPANIES IN THE COSMETICS 
INDUSTRY
A European strategy that supports the
competitiveness of companies in the
perfumery cosmetics industry through
strong collaboration between regions based
on intelligent specialisations.

o François Bonneau, President, CENTRE-
VAL DE LOIRE REGION, Vice-
President, REGIONS OF FRANCE

o Fabrizio SALA, Minister for Education, 
University, Research, Innovation and 
Simplification, RÉGION LOMBARDIE

o Marc-Antoine Jamet, President, 
COSMETIC VALLEY

o Renato ANCOROTTI, Président, 
COSMETICA ITALIA

o Matteo MORETTI, Président, POLO 
DELLA COSMESI 

12.45 - 14.30 
LUNCHTIME COCKTAIL 
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14.30 - 16.25 
THE GREEN PLEDGE OF THE 
COSMETICS INDUSTRY

14.30 
SESSION OPENS

14.30 - 14.45 
Olivia Grégoire, Minister of State for the
Social, Inclusive and Responsible
Economy, attached to the Minister of the
Economy, Finance and the Recovery.

The climate crisis is set to affect the whole
of the industry’s value chain and throwing
up new challenges. Achieving carbon
neutrality and safeguarding biodiversity is
now a top priority.

Thanks not only to innovation but also to
the precision of new measurement tools,
such as environmental rating tools, it will
be possible to promote the most virtuous
industrial practices, formulas, and
packaging. Is this sufficient?

14.45 - 15.30
ENVIRONMENTAL SCORING, 
RECYCLING AND USE

14.45 - 14.50 
INTRODUCTORY VIDEO

14.50 - 15.20 
ROUNDTABLE WITH THE 
PARTICIPATION OF:
o Clémence Gosset, CSR Consumer 

Communication Strategy Director, 
L'OREAL

o Bruno Langlois, Business Development 
and Partnerships Director, CARBIOS

o François Luscan, President, 
ALBEA GROUP

o Hélène Valade, Environmental
Development Director, LVMH

15.20 - 15.30 
CONTRIBUTIONS FROM THE FLOOR

15.30 - 16.25 
SAFEGUARDING BIODIVERSITY AND 
RESTORING THE ENVIRONMENT

15.30 - 15.35 
INTRODUCTORY VIDEO

15.35 - 16.15 
ROUNDTABLE WITH THE 
PARTICIPATION OF:
o Denis Geffroy, Sustainability 

Advocacy & Public Affairs Director, 
L'OCCITANE

o Pierre Le Blainvaux, 
Co-founder, BIOINSPIR

o Timothée Serraz, 
General Manager, ALGOLESKO

o Romuald Vallée, Scientific Director & 
Managing Director, CODIF

o Thierry Molière, VP, COTY

16.15 - 16.25 
CONTRIBUTIONS FROM THE FLOOR

16.25 - 16.45 
BREAK 
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16.45 - 17.30 
INDIA, A PROMISING MARKET 
(SESSION IN ENGLISH)
FOCUS ON THE INDIAN 
FRAGRANCE AND COSMETICS 
MARKET.
Driven by demographic growth, this country
associates beauty with Ayurveda, the
science of life through a holistic approach
to the body and mind. Indians’ consumer
habits are very different from Western
trends. Skincare and haircare products are
in high demand on account of the harsh
climate conditions (water stress, pollution).

16.45 - 16.50 
VIDEO: HOW CAN WE BEST APPROACH
THIS HIGH-POTENTIAL MARKET?
Radhika Yelkur,
India Director,
EXPANDYS/GLOBALLIANS

16H50 - 17H20 
ROUNDTABLE WITH THE 
PARTICIPATION OF:
o Eric BOURGEOIS, CEO Gilbert Jain 

Laboratory, GROUPE GILBERT
o Ahu ÜNLÜ, Account Manager 

International Sales, SELUZ
o Andre ALBERGA, Sales Manager, MPlus

Cosmetics
o Marie-France ZUMOFEN, Director, ISIPCA

17.20 - 17.30 
CONTRIBUTIONS FROM THE FLOOR

17.30 
SUMMIT ENDS
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At the request of Cosmetic Valley, the Asterès
consulting firm has conducted a survey amongst
cosmetics companies to analyse the impact of
the public health crisis and the strategies
implemented as the crisis ends.

The survey was conducted from 15 to 30
September 2021. Out of the 40 respondent
businesses, 65% are micro-businesses (fewer
than 10 employees), 30% SMEs (10 to 250
employees) and 5% large companies. The
majority are from the perfume sector.

Respondent businesses hired on average 34.2
employees before the public health crisis, a
figure that was down by -3% in 2020 and which
should pick up by 2% in 2021, i.e. 34.0 employees
on average. From 2021, employment will thus
have practically returned to the 2019 level
(-0,6% between 2019 and 2021).

Average turnover dropped by -6% in 2020
and should pick up by 14 % in 2021 to stand
at 8.23 million euros, a figure that is 6% higher
than the 2019 level. Recovery appears to be
more vigorous that that of household
consumption which, after shrinking by -7% in
2020, will only pick up by 5% in 2021 (Asterès’
estimates).

The companies refocused very slightly on the
domestic market in 2020. From 2021 they have
increased international development in order to
benefit from the faster recovery of countries
such as China and the United States.

The public health crisis has increased these
companies’ indebtedness. The indebtedness of
none of these companies has decreased since
the start of the public health crisis. For 46% of
them the increase in indebtedness was
greater than 10%.

In 2020, the average investment of
respondent companies appears to have
doubled, reaching 1.6 million euros. This
progression is, however, strongly dependent on a
single large business whose investments
increased sixfold in 2020 (the data provided by
this company for the other questions does not
show any development that is significantly
different from the rest of the sector). This
strange result, which could ensue from an input
error, should be treated with caution. If this
company is removed, average investment by
the companies has still increased, rising from
€452,000 in 2019 to €606,000 in 2020.

The companies devoted on average 11% of
turnover to research and development,
expenditure that has increased overall due to
the public health crisis: 40% of the companies
increased their research and development
expenditure while only 17% decreased it.

Those who answered the survey file on average
0.38 patents per year. The public health crisis
has not modified the number of patents filed
for 79% of the companies, while 4% increased
them and 17% decreased them.

According to a majority of companies, 40% of
companies plan to increase recruitment and 10%
plan to decrease it.
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CRISIS EXIT STRATEGY: ECOLOGY 
AND RECRUITMENT ARE KEY 
CONCERNS 
The surveyed companies turned en masse to
furlough (for 50% of them) and to government
loans (for 42%).

They introduced strategic changes aimed
notably at increasing production capacities
and becoming more sustainable (for 20% of
the companies in both cases). For two thirds of
the companies, these changes were stepped up
due to the public health crisis.

Until now, changes introduced above all
concerned the recruitment of day-release
trainees, for 35% of the companies.

In the years to come, the cosmetics companies
having replied to the survey will prioritise
digitalisation (27% of them) and
development of export (30%).
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The fragrance and cosmetics industry has been
generally less affected by procurement and
supply chain problems than other industrial
sectors.

This can firstly be explained by the prestige of
“made in France” in the global arena. Our
country drives values that are today more
than ever essential, such as product safety,
authenticity and performance.

These values have made it possible to keep
production facilities in France. An ecosystem
that demonstrates strong solidarity in the
climate of the Covid-19 public health crisis:
solidarity towards the nation with production of
more than half the hand sanitiser required in
2020; solidarity between stakeholders, as
illustrated by the declaration of solidarity
towards glass-makers that the industry’s
contractors signed in late 2020 following the
National Conference.

While the issue of relocation is not the same for
the cosmetics industry, for which “made in
France” has always represented a formidable
lever for economic development (more than
50% of French production is exported), this year
France has seen numerous productive
investments, and the strengthening of bonds
between clients and suppliers, and public and
private stakeholders.

The crisis has therefore made it possible to
consolidate “made in France” and short supply
chains even further. Cosmetic Valley has been a
catalyst for this: coordinating manufacture of
hand sanitiser in liaison with the government
and regions, formalising a declaration of
solidarity with glass-makers with the support of
FEBEA (industry federation), organising B2B
events to maintain and develop business
streams.

To take things further, the creation of an
industry committee in March 2021 marked a
major step forward for true recognition of the
unique character of our sector, its industry, its
regulations, its training and its research.

Our country benefits from a visible and
integrated sector that will develop all the more
for sharing the same challenges as the
authorities and defining a common road map to
strengthen innovation, ensure sustainable
transition and develop employment.

The industry committee, chaired by French
Minister Delegate for Industry Agnès Pannier-
Runacher—and steered by both Cosmetic Valley,
acting as industry coordinator, and the French
Federation for Beauty Companies (FEBEA)—
has agreed on several major actions:

o to include an analysis of the cosmetics
industry in the study carried out by PwC
with support from the French Minister
Delegate for Industry and the French
Directorate General for Enterprise (DGE),
and aimed at using an assessment of
buyers’ expectations to identify company
procurement relocation strategies for
various strategic economic sectors;

o ·to commission an evaluation of the
investments needed for the industry’s
green transition, setting a December
2021 deadline for a report of the
findings, which will serve to plan and
prioritise ‘green’ investments in the industry,
adopting a global view of the impact each
phase in the product life cycle has;
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o to promote dialogue between buyers
and suppliers, by continuing to hold the
gatherings inaugurated in December
2020 under the aegis of Cosmetic Valley
and FEBEA—which will make it possible to
identify shared strategic challenges and
apply agreed solutions—and including a
mediator to support the process

o to bolster the training and research
activities of the new Maison
Internationale de la Cosmétique
(International cosmetics centre) in
Chartres

⁃ The centre’s first operational unit, the
Beauty Hub, opened its doors in
September 2020 with industry-specific
support from the government’s
Investments for the Future Programme
(PIA). Initially a start-up accelerator,
the Hub has since September 2021
also become a ‘third place’ for
developing the industrial processes
and equipment of the future, as well
as a Qualiopi-certified training centre.

⁃ The Maison Internationale de la
Cosmétique, boasting a view of the
cathedral of Chartres, will fully open in
2024 and offer a space where the
visiting public can discover our
industry, the work of its professionals,
and their expertise.

In October 2020, Cosmetic Valley established
an economic recovery help desk to advise
SMEs and point them to solutions offered by
regional, national, and European economic
recovery initiatives—for digital and green
transitions, environmental impact reduction,
export, and upgrading of industry tools. It
channelled tens of millions of euros into the
cosmetics industry.

By acting as intermediary between companies
and state or regional bodies such as the DGE,
regional economic development agencies
(ARDEs), or the French Agency for Ecological
Transition (ADEME), Cosmetic Valley made
access to this funding quicker and easier.

And finally, the promotion of French production
entails being able to foster industry employment
and provide training. With this goal in mind,
Cosmetic Valley has created Cosmetic
Expérience, a digital platform through which
users may discover cosmetics industry
professions and areas of expertise.

In late 2021, Cosmetic Valley will be holding a
series of in-person events: the Cosmetic
Expérience Tour. The tour kicks off in Chartres
on 26 November, as part of industry week, and
will be visiting middle schools, high schools, and
other venues to inform youth about cosmetics
industry professions and spotlight career
opportunities.
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There is no doubt that to remain competitive
cosmetic firms must have the capacity to
invest in innovation. The ASTERES study
presented at the 2020 National Conference
(États Généraux) revealed that industry firms
invested a substantial proportion of their
turnover (€620 million per year) in innovation,
and that the cosmetics industry ranks among
those economic sectors filing the greatest
number of patents (1,500 per year).

The pandemic crisis has magnified both the
need for innovation and the opportunity it
presents, for standing out in the post-crisis
market. Consumers and their modes of
consumption have changed, and all segments of
the population are now aware of climate
change issues.

Since 2005, Cosmetic Valley has initiated
hundreds of collaborative R&D projects,
introducing game-changing innovations and
enabling public-to-private technology transfer;
and since 2015, it has launched major
foundational projects of regional scope and
commenced adoption of European innovation
strategies.

At the 2020 National Conference, Cosmetic
Valley made four commitments it has honoured
today:

o to amplify public-private collaboration
on the major challenges faced by our
industry: Following a call for tenders
focused on the green transition, 69 projects
were selected and supported in 2021.

o to ensure the continuity of robust
cosmetics research activity: French
research institutes worked with Cosmetic
Valley and the CNRS to develop the
Cosmetic’recherche Tour, launched in
Poitiers in September 2021. The tour is to
include several events in 2022 and 2023,
in Grenoble, Lille, Bordeaux, and other
locations. It seeks to promote contact
between public and private players and

multiply the number of research
partnerships. (www.cosmetic-recherche-
tour.com)

o to create the Beauty Hub, a ‘third place’
for innovation: The Beauty Hub
(https://www.beautyhub-france.com/) is
more than a physical place. It is an
environment that nurtures innovation by
bridging the divides between industry firms
of all sizes, from start-ups and small and
medium-sized enterprises (SMEs) to large
corporations. The Hub is home to an
industry accelerator program that provides
support for start-ups. In addition, it
promotes process innovation and
technology transfer via a dedicated
laboratory.

o to draft a new 2021–2030 innovation
road map with industry players: Cosmetic
Valley established a scientific council for
the cosmetics industry in June 2021. The
council identified four priority areas for
industry transformation and innovation,
which in turn determine major R&D topics
that merit collective attention:

⁃ Growth and international 
development
# New consumer expectations 
# E-commerce issues 
# New regulations

⁃ Transformation/ digitalisation
# AI and leveraging data 
# New technologies

⁃ Operational performance
# Manufacturing processes 
# Logistics chain

⁃ Corporate social responsibility
# Sustainable development 
# Ethical production chains 
# Circular economy
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From these innovation priorities are derived
six main foci of R&D that will orient
industry action in coming years:

o Traceability/quality/safety

o Development and performance

o Product ‘naturalness’

o Circular economy and CSR

o New industrial technologies and
processes

o Digitalisation

A network of industry investors, the
Cosmetic Angels, has been created.
Industrial development or innovation
projects of microenterprises and SMEs
within the fragrance and cosmetics sector
are presented to this network to facilitate
their access to private funding (through
share purchasing and increase of equity).
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The green transition of this industrial sector
requires a global approach that must be
managed and monitored within the industry
committee, for two basic reasons: first, because
the entire sector stands to benefit from a
harmonised process; and second, because firms
and their clients must take action at each step
of the product life cycle.

Although, at the level of individual companies
and employees, the cosmetics industry did not
wait until the crisis to begin the transition, it was
undoubtedly a formidable catalyst.

IMPACT+ INDUSTRY SOLIDARITY 
PLATFORM
To remedy the shortage of raw materials and
packaging that was bottlenecking sanitiser
manufacturing, Cosmetic Valley made its
Impact+ platform freely available to keep
supply lines open for companies.

o 200 companies involved in platform
interactions

o 460 business contacts established

The objective of Impact+, which was created in
2016, is to streamline supply stocks and prevent
wasting of unused raw materials and packaging
components within the fragrance and cosmetics
industry. The platform has actively contributed
to reducing environmental impact and
enhancing the value of French manufacture,
and it has allowed firms to pursue their
production operations and control their supply
inputs and deadlines. These elements have all
fostered local synergies.

REDUCTION OF ENVIRONMENTAL 
IMPACT AND CO2 EMISSIONS
The fragrance and cosmetics industry accounts
for 1% of worldwide CO2 emissions. Of that 1%,
60% comes from industry and 40% is due to
consumer behaviour
(source: MakeUpTheFutur, Quantis, 2020).

In recent years, the following steps have been
taken for the various links of the supply chain.

o Ingredients: Upcycling of food processing
and forestry industry by-products is used to
source ingredients. By not relying on
dedicated sources, inputs are limited and
waste avoided.

o Packaging: Measures taken include reuse,
bulk formats, refillable packaging,
innovations in recycling of chemicals, and
the development of single-material
packaging to simplify the recycling process.

o Formulas: The year 2020 saw a rise in solid
cosmetics, which limit volumes of liquid
transported and, because they are more
compact, lead to fewer shipments.

o Consumer behaviour: Education and
environmental impact scores help
consumers select products.

COSMETIC VALLEY CONTINUES TO 
RAISE SME AWARENESS OF 
ENVIRONMENTAL ISSUES THROUGH 
INITIATIVES LAUNCHED IN 2020 AND 
2021:
o conference to raise awareness about world

water crisis

o training on solid cosmetics

o training on circular economy

o training on bioplastics
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PRESERVATION OF BIODIVERSITY
Over the last decade or so, hundreds of
collaborative projects were initiated to develop
sustainable sourcing and novel natural
ingredients.

Moreover, Cosmetic Valley is behind the
concept of a worldwide cosmetopoeia, which it
promotes. French overseas regions and
numerous partner countries are currently taking
stock of their biodiversity and recording
traditional cosmetic uses of these natural
sources. This approach serves to educate
populations, preserve local wealth and resources,
and create jobs in the regions concerned.

Note that Interreg, the framework for European
interregional cooperation, now makes it possible
to develop cosmetopoeia initiatives at six Indian
Ocean locations -Mayotte, Réunion,
Madagascar, the Comoros, Mauritius, and the
Seychelles- through a programme backed by
Mayotte’s chamber of commerce and Réunion’s
Qualitropic competitiveness cluster.

ENVIRONMENTAL REHABILITATION
To maintain a climate change trajectory in
alignment with the Paris Agreement, drastic
action is necessary. European carbon neutrality
must be achieved.

To counter global warming, measures to restore
polluted and damaged ecosystems need to be a
priority.

One lead being investigated is the capture of
emitted CO2 and its transformation into ethanol
using biotechnology. The ethanol can be used to
produce polymers for non-petroleum-based
packaging, or it may be directly incorporated
into fragrances. This would be doubly beneficial,
by reducing CO2 levels and limiting new
environmental resource extraction.

Green chemistry offers another solution: the use
of invasive plant species to rehabilitate
European aquatic ecosystems while offering a
source of active ingredients for cosmetics. The
invasive plants are harvested to produce filters
for cleaning industrial effluents. Biocatalysis then
permits production of active ingredients with the
filters.
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The international growth and expansion of
brands, firms, and cosmetics markets are the
primary means of job creation in France.

The cosmetics industry can turn to two entities
for support in export activities: the French
government agency Business France and its
Team France Export unit. They have provided
cosmetics firms with greater assistance through
the economic recovery plan: export stimulus
payments (chèques relance export) have helped
jump-start the sector. In all, 180 companies have
benefited of the “Chèques relance export”

In China, the leading export market for French
cosmetics in 2020, French expertise was
showcased by the Cosmetic Valley France
pavilion at the China Beauty Expo held in July
of that year.

This year, French know-how received further
exposure via the France Pavilion organised by
Cosmetic Valley at the China Beauty Expo in
Shanghai, and through the France Pavilion
jointly developed by Cosmetic Valley and
Business France at Beauty Middle East in
Dubai.

The Choose France and Cosmetic Valley labels
were consistently displayed side by side at both
of these events. The cosmetics industry would
like to have such twin labelling adopted for all
export operations.

As alluded to above, Cosmetic Valley received
Business France approval for participation in
the export stimulus payment campaign, and it
orients SMEs towards the appropriate recovery
programmes managed by Business France.

In 2020, when the majority of trade fairs were
cancelled, Cosmetic Valley held its annual
Cosmetic360 gathering online, allowing French
firms to pursue international B2B interactions.

Cosmetic Valley has consolidated this drive to
internationalise by federating European players:
it considers that Europe shares a common
foundation of rules and values that should be
leveraged to promote French goods.

In concrete terms, the European action led by
Cosmetic Valley has several strategic thrusts:

COSMETICS INDUSTRY INNOVATION 
AND MODERNISATION 
Cosmetic Valley supports and nurtures
emerging collaborative R&D projects backed by
the European Commission through framework
programmes such as Horizon 2020 or Interreg.

Acting as intermediary between parties in
research and industry, Cosmetic Valley is
involved in the Interreg NW project
Agriwastevalue (to upcycle forestry and
vineyard by-products) and the Horizon 2020
project InnCoCells (to develop sustainable,
innovative plant-based material production
processes that tap into underused plant
resources). Cosmetic Valley promotes the
projects, communicates their breakthroughs and
outcomes to the French and European
cosmetics industries, and brings together
potential end users.
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EXPORT ACTIVITY
with the backing of the European Union’s
COSME programme to establish a common
European approach for major exports and help
SMEs through the Global Cosmetics Cluster–
Europe business accelerator.

Four types of support:

o #Market intelligence 
(monitoring developments in five countries)

⁃ Intelligence updates covering topics
such as economic data, trends,
regulatory frameworks, distribution,
and consumers.
https://globalcosmeticscluster.eu/gcc-eu-
market-watch/

⁃ Market studies for five target
countries: India, Mexico, South Korea,
United Arab Emirates, and United
States

o #Skill enhancement for internationalisation

⁃ Go International workshops on cross-
cultural interaction, markets, trends,
legal and regulatory aspects, and
other topics

⁃ Coaching and mentoring

⁃ Peer-to-business: opportunity for SMEs
to share their experience

o #Business development and partnerships

⁃ Marketplace

⁃ ‘Matchmaking’ events for various
European countries

⁃ Benchmark and B2B missions for five
target countries: first mission in Dubai,
from 2 to 6 October 2021

o #Funding opportunities

⁃ French government and European
funding

⁃ Investment forum #market intelligence

INTERREGIONAL AND INTER-
CLUSTER ACTIVITY
In March 2021, Cosmetic Valley created Global
Cosmetics Cluster, a non-profit association.

It includes 18 clusters and national fragrance
and cosmetics industry associations, acting on
behalf of over 3,700 companies on six
continents. This makes Global Cosmetics Cluster
a worldwide network representing all links in the
beauty industry value chain: training; research;
ingredients; formulation; manufacture
(engineering, machine tools, assembly lines);
quality control and testing; packaging; finished
goods; distribution and logistics; and various
services.

Its European sister group, alongside regional
authorities partnered with European cosmetics
clusters, is behind the creation of the
Go4Cosmetics S3 platform. Sponsored by the
authorities of Centre Val de Loire (France) and
Lombardy (Italy), this initiative is aimed at
uniting all European regions that have
designated the cosmetics industry as a focus of
economic development embracing three
priorities: the green transition, digital
transformation, and transparency before
European citizens and consumers.
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Why does India merit further interest? Because of what this great
nation’s culture of beauty offers us? Its latest trends? India obviously
offers many market opportunities for European brands, which are
recognized for the quality and efficacy of their products. The latter
fall into the mid-range to premium segment of the Indian market—
and many, including French perfumes, are luxury goods there.

The population of the subcontinent totalled 1.21 billion people according to
the 2011 census.

o The World Bank predicts that India will overtake China to become
the most populated country (1.42 billion) on our planet in 2023.

o Estimates published in the Lancet indicate that the Indian population
will not start to decline before 2048, after reaching a peak of roughly
1.6 billion.

The Indian economy exhibited a record contraction in 2020, shrinking 8%,
which hadn't happened since 1990.

In April 2021, the International Monetary Fund (IMF) predicted impressive
12.5% growth for India, although for a smaller perimeter.

The IMF also estimated a growth rate of 6.9% for the country’s economy in
2022.

India has a very young population: about 60% of its people are under the
age of 30.

Over 50% of its population is of working age.

India’s middle class, which is the backbone of its consumer economy, is
constantly expanding, and will constitute 55% of the population by 2025.

Greater wealth, urbanisation, changing gender roles, and the transition to
smaller family units have all contributed to the rapid growth of the
consumer market.

54

THEME 5 :
INDIA



55

STEERING COMMITTEE 
AND PARTNERS

STEERING COMMITTEE

PARTNERS



The result of a group of SMEs wishing to promote synergies and to
display the values of the French brand internationally, the
Cosmetic Valley association was created in 1994.

Labelled as a competitiveness cluster in 2005, it has been
mandated by the State since 2014 to coordinate the national
perfume and cosmetics industry.

The Cosmetic Valley teams are currently in the Centre Val de Loire
(Chartres), Normandy (Caen) and (Caen), and Nouvelle-Aquitaine
(Bordeaux). They work in close collaboration with the clusters,
associations and professional federations of the sector. In France,
Cosmetic Valley integrates all the links in the sector, from the
cultivation of medicinal or aromatic plants to the packaging and
distribution of finished skincare, make-up, perfume and hygiene
products.

Cosmetic Valley is the first cluster dedicated to the industry to
have been created in the world. Its model is now spread all over
the world and Cosmetic Valley benefits from a global network of
connected clusters at the service of development of innovation and
international partnerships in the field of cosmetic perfumery.
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