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GENERAL SAAFFI NEWS 

 
PRECISE SHORT TRAINING COURSES (PSTCs)  
 

SAAFFI’s PSTCs continue in October with:  
October 9th: “Sensory at Work” 
October 20th: “Sensory at Work” 
Further sessions are being planned for early November: 
“Numeracy in the Workplace”; “An introduction to the Ins & Outs of Essential Oils”; 
“Flavour & Fragrance Ingredients” and possibly sessions on Halaal and Kosher. 
 
Full details are available by using this link: 
http://www.saaffi.co.za/index.php?page=pstc  
 
SAAFFI is well aware that many would like these courses to be available to those 
based in Cape Town and Durban, and are actively looking into ways of satisfying this 
wish. If anyone knows of, or has had experience with, video training, please be kind 
enough to let me have details. 
 
 

THE “EMPLOYMENT OPPORTUNITIES” PAGE ON WWW.SAAFFI.CO.ZA  
 

It doesn’t take a minute, and costs nothing! Take a look at this web page. Spreading 
the news about this cost-free service to those looking for employment and to those 
with vacancies to fill can fulfill a whole load of dreams! 
Click on this link: http://www.saaffi.co.za/index.php?page=employment_opportunities 

  
 

NEWS & COMMENTS OF A GENERAL NATURE 
 
 
SOME ADVICE ON EMAILS 
 
I think it fair to say that we are all swamped by emails these days. There are several 
reasons for this, but the result is that emails that need answering often get overlooked 
– they simply fall off the bottom of the screen. For more, click here. 

http://www.saaffi.co.za/index.php?page=pstc
http://www.saaffi.co.za/
http://www.saaffi.co.za/index.php?page=employment_opportunities
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CONSUMER INSIGHTS IS NO LONGER A LUXURY 
 
Chris Kelly, co-founder and CEO of consumer survey specialist Survata told 
FoodNavigator-USA that getting feedback from consumers, other than your best friend 
and the guy sitting next to you at work, no longer needs a five-figure budget. For more, 
click here. 
 
 

EATING, SUGAR, FAT:  ADDICTION, DRUGS? 
 

 
 
 

People can become addicted to the process of eating but not to consuming specific 
foods like those high in sugar or fat, according to a study published in Neuroscience & 
Biobehavioral Reviews. For more, click here. 

 
 

IN A SLUMP? THINK OF YOUR LOVER 
 

The London Daily Mail reported a few days ago that if you’re prone to an afternoon 
energy slump, don’t reach for the biscuit tin – try thinking about your other half instead. 
For more, click here. 
 
 

SA RETAIL SALES IN A NUTSHELL 
 

Taken from Trade Tatler – always a good read. 
We hardly need reminding. Retail sales haven’t been all that lately, but since Ernst & 
Young and Bureau for Economic Research have been so kind as to slice, dice and 
dissect the sad state of affairs for us, we thought we’d share their findings with you. 
For more, click here. 
 

 

NEWS RELATED TO FLAVOURS, FRAGRANCES & COLOURS 

 
 
 

LAVENDER – ONE OF THE NEW ALLERGENS 
 
Under EU regulations adopted last year, lavender oil will be classed as potentially 
producing allergies which places it within the chemical toxins category. For more, click 
here. 
 
 

FRAGRANCE TRENDS FOR AUTUMN-WINTER 2015/16 BY SEVEN 
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Seven’s bi-annual 'Fragrance Trends Report' reveals that all of the emerging trends 
embrace a more earthy, autumnal edge, which is perfectly suited to the new 
season.  For more, click here. 
 
 

WHAT IS OUD (OUDH)? 
 
Oud comes from the wood of the tropical Agar (Aquilaria) tree, believed to have 
originated in the Assam region of India, and from there spread throughout Southeast 
Asia. For more, click here. 
 
 

FIXATIVE FROM MEXICAN PLANT 
 
South Africa has the third largest biodiversity in the world. Our administration appears 
to have little understanding of the potential that this has for South Africa and its 
communities. The current regulations have put a sure damper on research and 
commercialisation. For more, click here. 
 

 
NEWS RELATED TO COSMETICS & TOILETERIES 

 
 

IS THERE NEW LIFE FOR PLATINUM IN COSMETICS? 
 
Diamonds, gold, mother-of-pearl and quartz have all become popular ingredients in 
skin care of late. Now, platinum is being deemed as the hottest new ingredient in anti-
ageing. For more, click here. 
 
 

LUXURY FASHION TURNS TO COSMETICS TO BUILD THEIR BRANDS 
 
It has been reported that fashion houses are investing heavily in beauty lines to build 
brand awareness on a broader platform. For more, click here. 
 
 

HAIR CARE MIMICING SKIN CARE 
 
According to Mintel’s Global New Product Database (GNPD), while botanical and 
herbal claims led the way with 52%, brightening and illuminating has actually seen the 
most growth, shooting up to 46% in 2014 from 21% in 2010. For more, click here. 
 
 

NEWS RELATED TO FOOD & BEVERAGES 
 
 

FACTS DEBUNKS FOOD ALLERGEN MYTHS 
 
In a recent newsletter, FACTS tackles the subject of the myths surrounding food 
allergens. The article is very enlightening and is reproduced here. For more, click here. 
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MORE CLARITY WANTED IN FOOD LABELLING 
A recent survey by a British-owned clean label ingredient specialist Ulrick & Short finds 
that over 70% of survey respondents said that they are much more aware of their 
eating habits than they used to be. For more, click here. 
 
 

CARGILL PAY US$440 MILLION FOR ADM’s CHOCOLATE 
 
It is reported that Cargill has agreed to pay US$440 million for ADM's chocolate 
business. For more, click here. 
 
 

MONDELEZ: ADIEU BOTSWANA, HELLO POLAND 

 

 
 
The Cadbury Botswana plant in the capital Gaborone currently produces Mondelēz’s 
gum brands such as Dentyne and Clorets in pellet form. For more, click here. 

 
 

FLAVOUR & FRAGRANCE (F&F) COMPANY NEWS 
 
 
There are all too busy – so no news this time round. 
 
Kind regards, 
Michael Gristwood 
 
 

SOME ADVICE ON EMAILS 
 
I think it fair to say that we are all swamped by emails these days. There are several 
reasons for this, but the result is that emails that need answering often get overlooked 
– they simply fall off the bottom of the screen. 
Here are a few basic rules and tips that could go a long way to cutting out the clutter 
and making emails more efficient. 
1. Be concise and to the point. 

An email should not be longer than it needs to be. Reading an email is harder than 
reading printed communications and a long email can be very discouraging to read. 
2. Answer all questions, and pre-empt further questions. 
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An email reply must answer all questions, and pre-empt further questions – not 
answering all the questions in the original email results in an unnecessary further 
exchange, which is a waste of time and causes considerable frustration. Doing this will 
leave a good impression about your efficiency and thoughtfulness. 
3. Use proper spelling, grammar & punctuation. 

This is not only important for conveying the message properly, but also reflects well on 
the writer. Emails with no full stops or commas are difficult to read and can sometimes 
even change the meaning of the text.  
4. Do not attach unnecessary files. 
Wherever possible try to compress attachments and only send attachments when they 
are productive.  
5. Use proper structure & layout. 
As reading from a screen is more difficult than reading from paper, the structure and 
lay out is very important for email messages. Use short paragraphs and blank lines 
between each paragraph. When making points, number them or mark each point as 
separate to keep the overview. 
6. Do not write in CAPITALS. 

USING CAPITALS IS LIKE SHOUTING. This can be highly annoying. Therefore, avoid 
text in capitals. 
7. Don't leave out the message thread. 

When replying to an email, include the original mail in the reply, in other words click 
'Reply', instead of 'New Mail'. A 'threadless email' will not provide enough information 
and results in a frustratingly long time to find out the context of the email in order to 
deal with it. Leaving in the thread might take a fraction longer in download time, but it 
will save the recipient much more time and frustration in looking for the related emails 
in their inbox! 
8. Read the email before you send it. 
Re-reading an email through the eyes of the recipient will help ensure a more 
effective message and avoid misunderstandings and inappropriate comments. 
9. Do not overuse Reply to All. 
Only use Reply to All if the message is to be usefully seen by each person who 
received the original message. Otherwise it just adds unnecessary volume to 
others inboxes. 
10. Mailings > use the Bcc: field or do a mail merge. 
When sending an email mailing, do not put all the email addresses in the To: field. 
This avoids publicizing someone else's email address without their permission.  
11. Do not forward chain letters. 
Do not forward chain letters. It can be safely said that all of them are hoaxes. Just 

delete the letters as soon as you receive them. 
12. Do not request delivery and read receipts. 
This will almost always annoy your recipient before they have even read the 
message. If it is really necessary to know whether an email was received, ask the 
recipient to let you know if it was received. 
13. Do not copy a message or attachment without permission. 
Do not copy a message or attachment belonging to another user without 
permission of the originator. If you do not ask permission first, you might be infringing 
on copyright laws. 
14. Do not use email to discuss confidential information. 

Sending an email is like sending a postcard. If you don't want your email to be 
displayed on a bulletin board, don't send it. Moreover, never make any libelous, sexist 
or racially discriminating comments in emails, even if they are meant to be a joke. 
15. Use a meaningful subject. 
Try to use a subject that is meaningful to the recipient as well as yourself.  
16. Don't send or forward emails containing libelous, defamatory, offensive, 
racist or obscene remarks. 
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By sending or even just forwarding one such remark in an email, you (and your 
company) could face a court case. 
17. Use cc: field sparingly. 

Try not to use the cc: field unless the recipient in the cc: field knows why they are 
receiving a copy of the message.  
 
And please remember: 
A. Never ever, ever forward an email from one of your friends with their signature at 

the bottom (that last part with all their contact details). Please select that part of the 
email and delete it before you forward the email. Otherwise every email that is 
forwarded will have signatures of all your friends at the bottom. 
B. Any time you see an email that says forward this on to '10' (or however many) of 
your friends, sign this petition, or you'll get bad luck, good luck, you'll see something 
funny on your screen after you send it, or whatever, it almost always has an email 
tracker programme attached that tracks the cookies and emails of those to whom you 
forward it. The host sender is getting a copy each time it gets forwarded and then is 
able to get lists of 'active' email addresses to use in SPAM emails, or sell to other 
spammers.  Even when you get emails that play on your conscience .... that’s email 
tracking.  These people don't care how they get your email addresses - just as long as 
they get them.   
C.  Almost all emails that ask you to add your name and forward on to others are 

similar to that mass letter years ago that asked people to send business cards to the 
little kid in Florida who wanted to break the Guinness Book of Records for the most 
cards. All it was, and all any of this type of email is, is a way to get names  and 'cookie' 
tracking information for telemarketers and spammers - to validate active email 
accounts for their own profitable purposes. You can do your friends and family 
members a great favour by sending this information to them; you and they will be 
rewarded by not getting thousands of spam  emails in the future!  
Email petitions are not acceptable to Government, or any other organization - i.e. 
social security, etc. To be acceptable, petitions must have a signed signature and full 
address of the person signing the petition, so this is a waste of time and you’re just  
helping the email trackers. 
 

Back to the next article 
 

 
CONSUMER INSIGHTS IS NO LONGER A LUXURY 
 
Chris Kelly, co-founder and CEO of consumer survey specialist Survata told 
FoodNavigator-USA that getting feedback from consumers, other than your best friend 
and the guy sitting next to you at work, no longer needs a five-figure budget. Most 
SMEs can't afford to pay tens of thousands of bucks to get reliable, objective 
consumer research, and have historically launched their wares on an unsuspecting 
public with almost no reliable feedback from the consumer groups they are actually 
targeting. 
Thanks to firms such as Survata and rival Instant.ly, FMCG companies of all sizes - 
from entrepreneurial start-ups to multi-nationals - can now get rapid and affordable 
insights at every stage of product development that can help develop better products, 
and support data-driven information to potential customers said Kelly. San Francisco-
based Survata - which was founded in 2012 and works with a growing number of 
clients in the food & beverage sector - enables marketers to develop short surveys to 
determine demand for new products, get feedback on label or other changes, test 
which ad slogans resonate best with target consumers … and anything else. 
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While it does sometimes use online consumer panels developed by market research 
groups, Survata’s primary audience comprises readers of websites where paid-for 
content (eg. news stories behind a firewall, e-books, videos etc) is ‘unlocked’ for free if 
they agree to take a short survey. 
Respondents, therefore, are not ‘survey-addicts’ or potentially biased sets of 
consumers that already like your brands because you are incentivizing them with your 
products - but “people that are not usually reached by market researchers”, claimed 
Kelly. But how does a Survata’s client know who is taking its survey and if they are the 
kind of consumers it wants to target? First, survey respondents must provide basic 
information including their gender, age and location, said Kelly. Then marketers can 
use their first survey question for screening purposes to drill down to the groups they 
wish to target. 
Clients come up with their own survey questions, get rapid feedback on the wording 
from a Survata analyst, make changes if appropriate, and then submit their edited 
surveys to Survata, which posts them with its online publisher partners. The surveys 
have a maximum of six questions - which are open-ended or multiple choice - and can 
include pictures and multi-media. 
The cost is US$1 per respondent and users can expect feedback within days, rather 
than weeks, as is often the case with more traditional research models, said Kelly. 
For large firms, insights gleaned from Survata surveys can then be supplemented with 
research from focus groups, telephone surveys or online panel surveys, he said.   
Because the pricing is accessible, some clients are now using Survata surveys to 
‘sense-check’ what they are doing at every stage of the product development process - 
creating multiple surveys over a period of weeks and months, he added. 
 

Back to the next article 
 
 
 

EATING, SUGAR, FAT:  ADDICTION, DRUGS? 
 

People can become addicted to the process of eating but not to consuming specific 
foods like those high in sugar or fat, according to a study published in Neuroscience & 
Biobehavioral Reviews. This examined the scientific evidence for food addiction as a 

substance-based addiction similar to that seen with an addiction to drugs – finding that, 
while the process of eating food can be addictive, the brain does not respond to 
nutrients in the same way as it does to addictive drugs, such as heroin or cocaine. 
It suggested instead that consumers were motivated by the positive feelings they 
associated with eating. As such the researchers said it was more accurate to 
categorise the behavioural disorder of over-eating with addictions to things like 
gambling. 
The research concluded that the term ‘food addiction’ was a “misnomer because of the 
ambiguous connotation of a substance related phenomenon”. Instead they proposed 
the term ‘eating addiction’ to stress the behavioural addiction to eating, suggesting 
future research should try to define criteria for the diagnosis of an eating addiction. 
One of the researchers, Professor Suzanne Dickson, said: "There has been a major 
debate over whether sugar is addictive. There is currently very little evidence to 
support the idea that any ingredient, food item, additive or combination of ingredients 
has addictive properties." 
Dr John Menzies, another of the researchers behind the study, said: "People try to find 
rational explanations for being over-weight and it is easy to blame food. Certain 
individuals do have an addictive-like relationship with particular foods and they can 
over-eat despite knowing the risks to their health. More avenues for treatment may 
open up if we think about this condition as a behavioural addiction rather than a 
substance-based addiction." 



 8 

The report suggested that there had been a glut of misassumptions in the public and 
media  surrounding food addictions, with terms like “addictive”, “chocoholic” and 
“craving” becoming standard. However, it said it was “premature to conclude validity of 
the food addiction phenotype in humans from the current behavioural and 
neurobiological evidence gained in rodent models”. 
The researchers suggested discussions on ‘eating addiction’, currently in its infancy, 
should ultimately engage politicians and industrial stakeholders, as well as the public, 
to “overcome the potential risk of becoming ‘eating addicted’ to industrially processed 
food highly enriched with carbohydrates, salt or fat.” 
They said one key problem with the current framing of this discourse was that a food 
addiction seemed more like a “passive process which simply befalls an individual”, as 
opposed to an eating addiction which placed more emphasis on behavioural patterns. 
Source: Neuroscience & Biobehavioral Reviews 

Available online ahead of print, doi: 10.1016/j.neubiorev.2014.08.016 
““Eating addiction”, rather than “food addiction”, better captures addictive-like eating 
behavior” 
Authors: J. Hebebrand, Ö. Albayrak, R. Adan, J. Antel, C. Dieguez, J. de Jong, G. 
Leng, J. Menzies, J. G. Mercer, M. Murphy, G. van der Plasse, S. L. Dickson 
 

Back to the next article 
 
 
 

IN A SLUMP? THINK OF YOUR LOVER 
 

The London Daily Mail reported a few days ago that if you’re prone to an afternoon 
energy slump, don’t reach for the biscuit tin – try thinking about your other half instead. 
Psychologists have found that pausing to think about our partner can give us a boost 
by increasing levels of sugar in our blood. The researchers took samples from 183 
participants before and after they thought about their current romantic partner and 
found a rise in both glucose and positive mood for a short period of time. In contrast, 
when participants were asked to think about a friend or their morning routine, there 
was a slight decline in blood glucose levels and no link to positive mood. 
Lead researcher Sarah Stanton, from the University of Western Ontario in Canada, 
said: “Essentially, love gives you a ‘rush’ both physically and psychologically. Our body 
gets ‘stressed out’ – in a good way – when we think about our partner. 
This “good”, or euphoric, stress - known as eustress - is different to the “bad” stress 
(distress) we feel when we are worrying about work deadlines. 
Thinking about our romantic partner increases the stress hormone cortisol – especially 
for women, who think a lot about their relationships in general – and cortisol can trigger 
the production and release of glucose in the body. “Additionally, it can trigger the 
release of adrenalin, which can also contribute to glucose release.” Although high 
levels of cortisol in the body over a sustained period of time can cause health 
problems, short bursts are helpful to the body. 
The researchers also demonstrated that individuals can experience eustress even 
after being together with a romantic partner for a considerable amount of time, not just 
in the first flushes of romance. For the study, which was published in the scientific 
journal Psychophysiology, participants in romantic relationships were randomly 
assigned to groups and asked to reflect on their partner, an opposite-sex friend, or 
their morning routine. They were aged between 18 and 41 and none had any medical 
conditions that were related to glucose, for example diabetes. They were told not to eat 
or drink anything for three hours prior to taking part in the experiment to allow their 
blood glucose levels to stabilise and all were tested at the same time of day. 
The researchers also controlled for other factors which could affect glucose levels, 
such as levels of sleep, use of the contraceptive pill, smoking and alcohol habits. 

http://www.sciencedirect.com/science/article/pii/S0149763414002140
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Each participant undertook a guided imagery exercise in which they relaxed by 
breathing deeply with their eyes closed before reflecting on a particular topic, 
depending on which group they had been assigned to. The exercise took 
approximately six minutes. 
In the routine-reflecting group, the participants began by picturing their room and 
visualising all the details about it. They then thought about what they do after they 
wake up and how they go about their day. 
In the friend-reflection condition, participants pictured the face of an opposite-sex 
friend and were told to visualise all the details about him or her. They then thought 
about their relationship with their friend, for example when they first met them and the 
things they enjoy doing with them. 
In the partner-reflection condition, participants pictured the face of their current 
romantic partner and were told to visualise all the details about him or her. They then 
thought about their relationship with their partner, for example when they first realised 
they were in love with their partner and how they felt when they were with them. 
Blood glucose levels were assessed prior to the visualisation task as well as at 10 and 
25 minutes after. 
 

Back to the next article 
 
 
 

SA RETAIL SALES IN A NUTSHELL 
 

Taken from Trade Tatler – always a good read. 
We hardly need reminding. Retail sales haven’t been all that lately, but since Ernst & 
Young and Bureau for Economic Research have been so kind as to slice, dice and 
dissect the sad state of affairs for us, we thought we’d share their findings with you. So 
retail sales growth remained weak in Q2 (*nod*) due to declining disposable income on 
the back of weak growth in jobs and rising inflation (*nod nod*). Surprisingly though, 
retail confidence went from 39 to 49 index points (*raises eyebrows*), indicating that 
many retailers are satisfied with business conditions. Household goods and furniture 
retailers were likely to experience more strain however (*sigh*), given how sensitive 
durable goods are to the availability of credit. According to the report, hardware, paint 
and glass retailers were left smiling thanks to an increase in DIY and clothing and 
footwear retailers also boasted sustained growth last year and in Q1 (*grins*). While 
sales in the slice that we call home, i.e. food, beverages and tobacco dropped over the 
past year.  
 

Back to the next article 
 
 
 

LAVENDER – ONE OF THE NEW ALLERGENS 
 
Under EU regulations adopted last year, lavender oil will be classed as potentially 
producing allergies which places it within the chemical toxins category. This has come 
as unwelcome news to French harvesters. According to Provence based farmers, the 
regulation, due to come into force in 2018 is too extreme and will threaten profits of 
lavender oil, also referred to as blue gold, worth over £80 a kilogram. 
The French harvesters reckon that under this rule, products containing lavender will 
have to bear bold black and red warning labels which read “Can be fatal if swallowed 
or inhaled”, for example. 

They say that lavender oil, used for perfumes, cosmetics and aromatherapy is not a 
chemical and allergies only tend to produce rashes. 
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"What's more is that the oil has been used for healing and calming properties for 
centuries," they report. 
According to Francis Vidal, president of Apal, the association representing these 
producers, the farmers are now fighting “to survive.” Lavender is cultivated by around 
1,500 producers, representing 30,000 full-time jobs that include catering to the millions 
of tourists who come for those panoramic views of purple fields. While Vidal says 
harvesters aren't opposed to putting a potential allergy risk on their product, they are 
against extreme warnings that can be found on chemicals used in industrial processes, 
such as hydrochloric acid or cleaning products. 
Instead they are calling for the oil to be reclassified under agricultural products and 
have received support from Raymond Chaillan, a French perfumer (“Nose”), who 
helped create the scents for Opium, Anaïs Anaïs and Parfum d’Hermès. 
The European Commission acknowledges that any substance whose contents depend 
on the amount of sun it receives and the kind of soil it springs from is difficult to classify 
as a chemical product. 
EU authorities met the lavender producers in April and are now working on ways to 
help them conform to the law. Proposals are to be made this autumn. 
 

Back to the next article 
 
 
 

FRAGRANCE TRENDS FOR AUTUMN-WINTER 2015/16 BY SEVEN 
 
Seven’s bi-annual 'Fragrance Trends Report' reveals that all of the emerging trends 
embrace a more earthy, autumnal edge, which is perfectly suited to the new 
season.  "Fragrances will be sophisticated and sensual; drawing inspiration from 
traditional ingredients from around the world but in a very modern context,” explains 
Miri Scott, Fragrance Insight Manager for Seven Scent. 
Three key fragrance trends: 
1: Oud: returning after a short absence, this note delivers a rich, musty, woody-nutty 

scent to create a sultry Middle Eastern backdrop to compositions. 
2: Rose: making an appearance for the fourth consecutive A/W season, rose is 

distinguished by its eternal femininity and used to add powdery, fruity or woody notes 
to a scent. 
3: Leather: evident in both masculine and feminine fragrances, a leather note brings 

smoothness, warmth and even an animalistic direction. 
The report also unveils Seven’s own unique interpretation of these trends with three 
new concepts created around distinct fragrance stories - each tailored for either a male 
or female audience:   
Nomadic Winterland: a blend of rich, oriental, woody and spicy notes evokes a world 

of fairy tale fantasy and nomadic journeys. 
Illuminated Minerals: sheer, metallic, cool aldehydes and transparent florals create a 

youthful vibe and calming influence. 
Cubic Colour: celebrating the world of colour in a futuristic fusion of fruity florals and 
contrasting citrus and spicy notes. 
Published twice a year, Seven’s Fragrance Trends report shares regular commercial 
insights and forecasts which are shaped by latest developments in the fine fragrance, 
fashion and design sectors.   
 

Back to the next article 
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WHAT IS OUD (OUDH)? 
 
Oud comes from the wood of the tropical Agar (Aquilaria) tree, believed to have 
originated in the Assam region of India, and from there spread throughout Southeast 
Asia. When the wood of this tree gets infected with a certain mould variety, 
Phialophora parasitica, it reacts by producing a precious, dark and fragrant resin, 
which is the perfume ingredient oud (also called agarwood). 
Oud (in Arabian ‘oudh’) is highly valued by perfumers for its sweet, woody, aromatic 
and complex scent. It is used in forms of oud oil (dehn al oud) or raisin (oud 
mubakhar). The oil of oud, whether extracted by distillation from wood, or by melting 
the raisin, is non-irritating and can be applied directly on the skin, or added in a 
perfume composition, most often as a base note. 
Due to its rarity, high demand, and the difficulty of harvesting it, oud oil is perhaps the 
most expensive oil in the world. Its value is estimated as 1.5 times of the value of gold, 
and it is sometimes referred to as 'liquid gold'. 
Long prized as a perfume ingredient in the Middle East and Europe, oud has recently 
made great gains in popularity  in the West. 
Oud plays a starring role in several North American perfumes for women, including 
Pure Oud Eau by Killian, Oud Intense by Comptoir Sud Pacifique, Midnight Oud Eau 
de Parfum by Juliette Has a Gun, and Bond No. 9 New York Oud. It  is also used in 
Sensuous by Estee Lauder, Twilight Woods by Bath & Body Works, Amouage Epic 
Woman by Amouage, and Daphne by Comme de Garcons. 
 

Back to the next article 
 
 
 

FIXATIVE FROM MEXICAN PLANT 
 
South Africa has the third largest biodiversity in the world. Our administration appears 
to have little understanding of the potential that this has for South Africa and its 
communities. The current regulations have put a sure damper on research and 
commercialisation. While the DEA mucks around with legislation to satisfy the Nagoya 
Protocol, other countries are forging ahead making the most of the global clamour for 
anything natural and/or green. 
Recent research efforts in the Institute of Chemical and Biological Researches at the 
Universidad Michoacana have led to the one-step synthesis of an important fixative 
from extracts of Ageratina jocotepecana (an endemic plant of the State of Michoacán 
in Mexico). Ambrox is an important fixative used in the manufacture of perfumes, 
obtained through complex chemical synthesis routes with high costs. This new 
chemical route, found by José M. Ponce-Ortega and his team, is attractive from a 
manufacturing perspective; however, there are several challenges for the industrial 
application of this plant and its incorporation in the supply chain of the perfume 
industry. The catch is that the plant would have to take a fuel-consuming, 
environmentally unfriendly journey across the ocean to Europe, where many perfumes 
are made. So Ponce-Ortega's team wanted to see whether the process would be 
worth it. Conducting a supply-chain analysis, the researchers found that producing the 
fixative using the Mexican plant would generate considerable local profits to the tune of 
US$20 million per year and create hundreds of jobs along the supply routes. 
However, they did find an environmental cost to the process, but that could be 
mitigated by using renewable energy sources to produce the fixative. 
Out of the three main ingredients in perfumes, the fixatives, which allow a scent to 
linger on a wearer's skin rather than quickly dissipate, are often the most expensive. 
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A particularly coveted fixative comes from a rare whale digestive excretion called 
ambergris. The problem with this, as Ponce-Ortega explains is that “not only is its cost 
exorbitant, but its use is in perfumes in the U.S. and other countries is illegal.” 
Although not as costly, the synthetic substitute still commands a high price, and 
requires considerable time and energy to make. The research team hope this new 
alternative will be much simpler and a lot more lucrative. 
The authors acknowledge funding from the Mexican Council for Science and 
Technology and the Universidad Michoacana de San Nicolas de Hidalgo. 
 

Back to the next article 
 
 

 
IS THERE NEW LIFE FOR PLATINUM IN COSMETICS? 
 
Diamonds, gold, mother-of-pearl and quartz have all become popular ingredients in 
skin care of late. Now, platinum is being deemed as the hottest new ingredient in anti-
ageing. La Prairie has opted for platinum peptide in its 'Cellular Eye Essence' elixir 
which is based on platinum particles bonded with an age-fighting tetrapeptide.  
According to the luxury skin care brand, this compound helps to enhance firmness, 
reduce the appearance of wrinkles in the eye area and improve skin elasticity and 
hydration. La Prairie scientists say this discovery of binding platinum particles not only 
enhances protective benefits but also allows the formed platinum peptide to be 
protected from peptide-destroying enzymes that exist naturally in the epidermis, 
allowing it to work more effectively and longer. The elixir also contains colloidal 
platinum water to stabilize the skin's balance, as platinum’s natural anti-oxidant activity 
helps neutralize free radicals, restoring balance to the skin.  
Other key ingredients include black tea ferment to help decrease glycation dispensed 
via a cooling, metal-tipped dropper that minimizes the feeling of puffiness upon gentle 
contact around the contours of the eyes. 
Before platinum, skin care formulators were favouring white and black diamonds, said 
to contain properties that boost the supply of collagen. Last year, French based firm 
Rene launched its' skin care collection around the inclusion of microfine powder of 
white diamonds, that it says works to tame and heal common complexion problems.  
Whilst global company 'Forever Flawless' made a mission of developing its range 
around black diamonds, as it says they, unlike their paler counterparts, which reflect 
and bounce away light, absorb and manipulate it, helping to even out skin tone and 
improve the complexion. Also known as carbonado, black diamonds convert normal 
UV rays, invisible to the naked eye, into blue light, or photoluminescence, which is 
scattered across the surface of the skin, emitting a subtle blue glow. This reportedly 
makes the complexion appear more youthful by helping reduce the appearance of 
shadows, wrinkles, pigmentation and discoloration. 
 

Back to the next article 
 
 
 

LUXURY FASHION TURNS TO COSMETICS TO BUILD THEIR BRANDS 
 
It has been reported that fashion houses are investing heavily in beauty lines to build 
brand awareness on a broader platform. Industry analysts have seen cosmetics 
ranges to be boosting the awareness of luxury fashion brands now more than ever, as 
a mascara or lipstick is often the first item a consumer looking to buy from a top 
designer can afford. This essentially builds brand loyalty so that when a consumer 
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does have the means to afford high-end fashion, they are already familiar with a 
brand's cosmetic arm. 
According to market researcher Promise Consulting, cosmetic brands with roots in the 
fashion industry are especially prevalent in Europe. Make-up lines and fragrance 
collection ultimately offer a more viable entry into the world of the designer fashion 
label. Many luxury fashion labels choose to partner up with an experienced cosmetic 
firm to help find their bearings in the beauty market. To date, luxury designers Marc 
Jacobs, Tory Burch, Michael Kors and Tom Ford have partnered up with the likes of 
Estée Lauder, L'Oreal and Sephora to create beauty lines in an effort to establish their 
brand with new consumers. Estée Lauder recently reported its make-up category 
raked in US$4.2 million in net sales thanks to a double-digit sales increase from the 
Tom Ford cosmetics line, in it's fourth quarter financial report. 
L'Oreal Luxe, which consists of beauty lines from the likes of Giorgio Armani and Yves 
Saint Laurent, also noted that the first half sales for the year grew 7.4% like-for-like, 
which was boosted by “Yves Saint Laurent, with its lip make-up”.  
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HAIR CARE MIMICING SKIN CARE 
 
According to Mintel’s Global New Product Database (GNPD), while botanical and 
herbal claims led the way with 52%, brightening and illuminating has actually seen the 
most growth, shooting up to 46% in 2014 from 21% in 2010. Moisturising and hydrating 
claims followed with 31%. Speaking at Beyond Beauty in Paris this week, Mintel global 
fragrance and personal care analyst Emmanuelle Moeglin said: “Hair care has become 
an exciting space for NPD, manufacturers are trying to convince consumers that they 
should adopt a hair care regimen to match skin care and they’re doing this by using a 
new lexicon, learning from other categories and extending formats into new segments.” 
Moeglin adds that claims inspired by skin care and colour cosmetics, such as anti-
ageing and light-reflecting technology are also offering exciting growth opportunities for 
the hair care segment. 
The research also highlights key areas of development to include innovations in 
established trends such as shampoo and conditioner alternatives and hair oils. 
The Mintel analyst adds that the “no-poo” movement is gaining force, which means 
consumers are looking to cut down on hair care routines. 
When asked about attitudes towards washing hair, as many as four in ten (39%) 
French hair care users believe that washing hair frequently is too damaging. 
Furthermore, as many as a quarter (23%) of German users claim they would pay more 
for products that make their hairstyle last longer, while 16% of Spanish users agree 
they are willing to pay more for products that reduce blow drying time. Overall, almost 
one in five (18%) hair care products launched globally in 2014 carry a time or speed 
claim.  
Furthermore, a rising popularity of shampoo alternatives is seeing an increasing 
number of consumers favouring dry shampoo, with the UK leading the way in usage 
across the top five European countries. 
Today, Moeglin says more than one in ten (13%) Brits use dry shampoo, ahead of 
France and Germany (7%) and Italy and Spain (5%). “Dry shampoo is no longer an 
emerging segment and is becoming a must-have for mainstream hair care brands. 
Consumers want to cut down their hair washing routine, and as a result, usage is 
increasing and brands are responding to the demand with more dry shampoo 
offerings." 
Finally, taking inspiration from skin care, customisation in the hair care market is set to 
continue to grow in popularity as consumers show strong demand for these products.  
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FACTS DEBUNKS FOOD ALLERGEN MYTHS 

 
In a recent newsletter, FACTS tackles the subject of the myths surrounding food 
allergens. The article is very enlightening and is reproduced here. At the outset FACTS 
questions who is responsible for the confusion surrounding food allergens. 
Is it physicians not keeping up-to-date with science, offering ill advice and 
misdiagnosing reactions? 
Is it consumers looking frantically for answers and relying on unsound sources to make 
self-diagnoses? 
Is it the internet with its abundance of unregulated information – some true, but much 
not? 
Or is it marketers of alternative-medicine providers conjuring up their own definitions of 
allergies and conveniently offering their own ‘cures’ to ‘fix’ these? 
Neither one is solely responsible concludes FACTS, but rather it is likely the 
combination of these misinformation sources that cause food allergy myths to spiral 
out of control. 
Food producers, in particular, need to be cognisant of these myths, especially since 
their consequences may manifest in the manner in which allergens are controlled and 
how their risks are conveyed to consumers. 
In the newsletter, and in one to follow, FACTS outlines a number of myths, followed by 
giving the truth about them, how the myth may have arisen and then some facts. 
Myth #1: Any adverse reaction to a food is an allergy and most people have one. 
With the great deal of media attention surrounding food allergies, it is not surprising 
that over 30% of the population believe that they have a food allergy and 30% of 
parents think that their children have at least one.  
Myth #2: Celiac disease is an allergy to gluten. 

The terms ‘celiac disease’, ‘gluten allergy’ and even ‘gluten intolerance’ are often used 
interchangeably, but these are not the same thing… 
Myth #3: Allergic reactions to seafood are due to iodine. 
There is a widely-held misconception that iodine is the compound responsible for 
causing both seafood allergies and adverse reactions to radio-contrast media or ‘dyes’ 
administered intravenously during CT scans. 
 
For more information about FACTS and its newsletters, click here: 
http://www.factssa.com/ 
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MORE CLARITY WANTED IN FOOD LABELLING 

 
A recent survey by a British-owned clean label ingredient specialist Ulrick & Short finds 
that over 70% of survey respondents said that they are much more aware of their 
eating habits than they used to be. This indicates that they are more likely to pay 
attention to what is in their food, and are demanding simpler labels and fewer 
additives. The survey comes in light of the Food Information to Consumers (FIC) 
rules, which companies are expected to respond to from December this year. Under 
the new rules, labels would be required to include nutrition information on processed 

http://www.factssa.com/
http://www.foodnavigator.com/Legislation/EU-labelling-overhaul-to-affect-nearly-all-food-companies-What-s-in-store
http://www.foodnavigator.com/Legislation/EU-labelling-overhaul-to-affect-nearly-all-food-companies-What-s-in-store
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foods, origin labelling of unprocessed meat from pigs, sheep, goats and poultry; 
highlight allergens; have better legibility i.e. minimum size of text. 
Ulrick & Short asked 2000 consumers about their attitude towards labelling and food 
content and the results showed people feared the changes may lead to more complex 
labels. It is assumed by people who work in the food industry that everyone has 
sufficient knowledge on the subject and that it’s in the consumers’ interest. Adrian 
Short, director at Ulrick & Short, told Food Navigator that he doesn’t think that the 
public has been consulted enough. 
According to the survey, 75% of respondents stated they wanted simpler labelling, 
while around 45% avoided artificial additives such as E numbers in their shopping 
basket. Short doesn’t necessarily disagree with the FIC list, but thought details should 
be easier to understand for the consumers. 
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CARGILL PAY US$440 MILLION FOR ADM’s CHOCOLATE 
 

It is reported that Cargill has agreed to pay US$440 million for ADM's chocolate 
business. This would add a further 700 to Cargill’s employee count. Originally 
ADM planned to sell its joint cocoa and chocolate business, ADM Cocoa, last year and 
instead said it would only sell its chocolate manufacturing operations. 
Through the deal announced at the beginning of this month, Cargill will acquire ADM’s 
three North American chocolate plants, located in Milwaukee, Hazleton and 
Georgetown and three in Europe: Liverpool, UK, Manage, Belgium and Mannheim, 
Germany. ADM’s chocolate business was part of a division that was pressured by 
rising cocoa prices last year and reported a US$33 million operating loss in fiscal 2013. 
Cargill refused to speculate whether continued cocoa price hikes would affect them, 
but said that demand for chocolate will continue worldwide, especially in Asia and the 
Middle East. Furthermore, Cargill has in place The Cargill Cocoa Promise, which 
covers around 15-20% of the company’s cocoa supply, aiming to boost the cocoa 
supply through farmer training community support and agricultural development. 
The transaction is subject to regulatory approval in the United States and the 
European Union. It is expected to close in the first half of 2015. 
Cargill had been widely touted  as the likeliest suitor for ADM’s chocolate business. 
Cargill was pushed off the top spot as the world’s largest cocoa grinder when Barry 
Callebaut finalized a US$950 million deal for Singapore-based Petra Foods’ 
ingredients division earlier this year. 
Cargill Cocoa and chocolate currently operates facilities in Belgium, Brazil, Canada, 
Côte d’Ivoire, France, Germany, Ghana, the Netherlands, UK and the USA. ADM 
Cocoa will continue to supply deZaan branded cocoa ingredients from plants in 
Mississauga, Ontario; Koog aan de Zaan and Wormer, Netherlands; Mannheim, 
Germany; Ilhéus, Brazil; Abidjan, Côte d'Ivoire; Kumasi, Ghana; and Singapore. 
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MONDELEZ: ADIEU BOTSWANA, HELLO POLAND 

 
The Cadbury Botswana plant in the capital Gaborone currently produces Mondelēz’s 
gum brands such as Dentyne and Clorets in pellet form. However, Mondelēz said it will 
close the plant in December this year as demand for pellet gum declines. In a 

http://www.confectionerynews.com/Commodities/Cargill-closes-in-on-ADM-Cocoa-reports
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statement, Mondelēz explained that there has been a shift in preference towards slab 
gum.  
Retail value sales for gum in Botswana in 2013 were US$1 million, up around 10%, 
according to Euromonitor International. The market is expected to remain largely 
stagnant up until 2019. Around 134 employees at the Cadbury Botswana plant will be 
affected by the decision. 
From December, Mondelēz will produce gum brands such as Dentyne, Clorets and 
Stimorol for the African market from its plant in Poland. Last year, the company also 
announced plans to close gum plants in Lebanon and Morocco as part of its global 
restructuring of the manufacturing footprint. André Benoît, director of corporate & 
government affairs at EEMEA at Mondelēz said that the company would look to 
produce a mix of categories in larger facilities. Earlier this year, Mondelēz said it would 
close smaller sub-scale facilities and would open five previously unannounced plants 
by 2020. 
Mondelez’s only major plant in  sub-Saharan Africa is located in Port Elizabeth, South 
Africa, where Cadbury Dairy Milk tablets, countlines such as Lunch Bar and P.S., and 
Endearmints candy are made. 
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