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BACK to the FUTURE 
Let’s START at the very BEGINNING 

 
SAAFFI’s 13th Annual Seminar & Workshop will take place on Tuesday, 10th March 
2015, at the Bytes Conference Centre in Midrand. 
The thrust of the day will be to: 
- Present views on subjects that are directly related to or affected by Flavours &    

Fragrances 
- Make the most of excellent networking opportunities 
- Enjoy a Workshop session and have fun 
“BACK to the FUTURE” will cover 10 specific subjects. Each Speaker will prepare you 
for the future of their subject by taking you through its evolution - where it started, 
where it is now, and where it is likely to go. 
The Evolution of Flavourings 
The Evolution of Fragrances 
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The Evolution of Colourants 
The Evolution of Aromatics and its Influence on the F&F Industry 
The Evolution of Sensory Evaluation 
The Evolution of Diets 
The Evolution of Cosmetics & Personal Care Products 
The Evolution of Processed Foods 
The Evolution of Food & Cosmetic Labelling 
The Evolution of Branding 
 
And, of course, there will be the very popular Workshop. 
 

In line with all previous events, the day will start with a finger breakfast from 07h00. 
Proceedings will get underway at 08h00 and end at around 15h30, after which there 
will be magical cocktails combining a Magician, SnowBliss and super snacks. 
 
Lunch will be a 3-course meal. 
 
Registration will open in January on http://www.saaffi.co.za/seminars.php 
 

 
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 
 
 

 
 

SALT REDUCTION – WHAT HAS BEEN ACHIEVED? 
 

http://www.saaffi.co.za/index.php?page=employment_opportunities
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The premise of salt reduction strategies has been that cutting sodium reduces blood 
pressure, which is a major risk factor for heart disease, stroke, and many other health 
conditions. For more, click here. 
 

 
SALT REDUCTION – ANOTHER VIEW  
 
Two studies published in the New England Journal of Medicine assessed sodium and 
potassium intake and related them to blood pressure as well as to deaths, heart 
disease, and strokes. For more, click here. 
 
 

SALT REDUCTION – SOCIAL INEQUALITY? 
 
A study published in the BMJ Open journal is the first to monitor social inequalities 

following the national salt reduction programme in Britain. For more, click here. 
 
 
‘NATURAL’ & ‘ORGANIC’ CONFUSE 

 
According to the international natural and organic association (NATRUE), 75% of 
women are aware that there is a difference between natural and organic. For more, 
click here. 
 

TRENDS (PREDICTIONS) – IT’S THAT TIME OF YEAR 

At around this time of year, companies come out with what they expect to be the top 
10 …… for the coming year. For more, click here. 
 
 

 
NEWS RELATED TO COSMETICS & TOILETERIES 

 

OFFICIAL COLOUR FOR 2015 

Every year like clockwork, the December arrival of Pantone's prediction of which colour 
will be ubiquitous for the year ahead is awaited. For more, click here. 
 
 

PERSONALIZED PERFUME - THE NEW RAGE 
 
Mintel’s recent report on US consumer trends for the coming year suggests that the 
US market is ready for customized personal care products. For more, click here. 
 
 

RUSSIAN WOMEN ALSO WANT CHANGE 
 
Fragrance firms would do well to follow the trend of individuality and formulate scents 
for it as more and more Russian women focus on their career and traditional 
stereotypes evolve, changing consumer behaviour. For more, click here. 
 

 



 4 

INNéOV TO CLOSE 
 
Cosmetics manufacturer L’Oréal and food giant Nestle have announced they will end 
the activity of their joint venture Innéov during the course of the first quarter 2015.  For 
more, click here. 
 
 

KATAVI BOTANICALS & SA PLANT EXTRACTS  
 
Building on the notion that plants which survive intense environmental circumstances 
can help skin do the same, Katavi Botanicals has developed a collection of creams, 
oils and serums. For more, click here. 
 
 

LOVE IS ON - THE NEW REVLON BRAND 

 
The new Revlon Love is On branding will reach consumers in every country where the 
company is active. For more, click here. 
 
 

£40,000 ON GROOMING AND £100,000 ON COSMETICS IN A LIFETIME 
 
Online retailer, hairtrade.com, has published a report that reveals the average British 
woman spends up to £40,000 in their lifetime on cutting, colouring and styling her hair. 
For more, click here. 
 
 

NEWS RELATED TO FOOD & BEVERAGES 
 

 
NOW FOR SOMETHING REALLY WAY-OUT 
 
Unilever UK will launch two new Easter eggs in February to build on the success of its 
first ever releases last year. For more, click here. 
 
 

SABMILLER SELLS APPLETISER  
 

The Coca-Cola Company and SABMiller have inked a deal to combine their non-
alcoholic bottling operations in Southern and East Africa into a US$2.9 billion turnover 
business that will accelerate sales in 12 high-growth countries. For more, click here. 
 
 

SABMILLER WORKING ON NEW PET BEER BOTTLES 
 

The world’s second-largest brewer partnered with Trinity College Dublin in September 
2012 to pursue research. For more, click here. 
 
 

MARS: WIND POWER AND PETCARE EXPANSION 
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Mars, together with Sumitomo, are building a wind farm to satisfy 100% of the 
electricity needs of Mars’ US operations, comprising of 70 sites, including 37 factories. 
For more, click here. 
 
 

FRAUD IS UBIQUITOUS – EVEN IN THE UK FOOD SECTOR 
 
PKF Littlejohn and the Centre for Counter Fraud Studies (CCFS) at the University of 
Portsmouth said food and drink fraud is the “crime in our baskets”. For more, click 
here. 
 
 

WATCH OUT PAARL - HERE COMES SUSSEX WINE! 
 
Ridgeview Wine Estate is to invest £2 million to support growth plans over the next two 
to three years. For more, click here. 
 
 

TALKING OF FRAUD AND WINE, READ ON! 

 
Fraud in the UK’s wine industry is rampant because the sector has failed to implement 
the controls necessary to stamp it out. For more, click here. 
 
 

WEALTHY AUSSIES GUZZLE ANYTHING, NOT ONLY BUBBLY 
 
Over the last year, 15% of Australian adults will have consumed champagne or 
sparkling wine at least once in any given month, a much lower proportion than those 
who drank beer (37%), red or white wine (42%) or spirits (26%), but higher than those 
who drank cider and RTD (both 11%). For more, click here. 
 
 

FLAVOUR & FRAGRANCE (F&F) COMPANY NEWS 
 
 
Givaudan reported group sales as CHF1.12 billion (US$1.17 billion) in Q3, a growth of 

4.3%. For more, click here. 
 
International Flavors & Fragrances Inc. (IFF) has opened a creative facility in 

Jakarta, Indonesia, and a sales office and applications laboratories in Santiago, Chile. 
For more, click here. 
 
IFF reposted Q3 net sales as US$773.8 million, an increase of 4% compared to the 

same Q 2013. For more, click here. 
 
Symrise reported that sales for the first nine months of the financial year rose by 13% 

in local currencies to €1.53 billion, which is an increase of 9% in reporting currency. 
For more, click here. 

 
Kind regards, 
Michael Gristwood 
 
SALT REDUCTION – WHAT HAS BEEN ACHIEVED? 
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The premise of salt reduction strategies has been that cutting sodium reduces blood 
pressure, which is a major risk factor for heart disease, stroke, and many other health 
conditions. However, there are plenty of critics, who argue that just because X leads to 
Y, and Y leads to Z, that doesn’t necessarily mean that X (high salt intake) leads to Z 
(higher risk of heart disease and stroke). 
The UK’s salt reduction programme is consistently held up as an example for other 
global initiatives. With about three-quarters of salt consumption coming from packaged 
foods, its voluntary targets for food manufacturers have helped cut average UK salt 
intakes from 9.5 g per day in 2002 to about 8.1 g per day in 2014. 
After ten years of the UK’s campaign, a study published earlier this year suggested 
that there was indeed a link between salt reduction, lower blood pressure, and deaths 
from heart disease and stroke. It looked at data on these factors for 30,000 English 
people from 2003 to 2011 and found average adult blood pressure fell 3/1.4 mm Hg. 
Meanwhile, mortality from stroke fell 42%, and heart disease, 40%. 
Even after controlling for increased fruit and vegetable intake, blood pressure 
treatment and alcohol consumption, among other factors, lead author Dr Feng He said 
the findings suggested population-wide salt reduction “is likely an important contributor 
to the falls in BP [blood pressure]”. 
In Finland, where a salt reduction campaign began in the 1970s, average consumption 
of salt fell by about a third over 30 years, to about 7 g a day for women and 8.3 g a day 
for men.  According to a 2006 study published in Progress in Cardiovascular Diseases, 
during the same time period, average blood pressure (both systolic and diastolic) fell 
by more than 10 mm Hg, and there was a 75% to 80% decrease in both stroke and 
coronary heart disease mortality in Finland. 
However, the suitability of population-wide salt reduction continues to attract debate, 
as critics continue to say that correlation does not prove causation. 
In particular, a major review of 167 randomised controlled trials published in 
the Cochrane Library and the American Journal of Hypertension in 2011 challenged 
salt reduction policy. The Danish researchers found that although cutting sodium 
consumption did decrease blood pressure, it also tended to increase levels of 
hormones, cholesterol and triglycerides, which are all thought to be risk factors for 
heart disease too. 
Commenting on the Finnish data, Dr Larry Appel, director of the Welch Center for 
Prevention, Epidemiology and Clinical Research at Johns Hopkins Medical Institutions, 
said it was hard to reconcile existing data with the idea that salt reduction might be 
harmful. 
Meanwhile, most people consume far more salt than the 5 g daily upper limit 
recommended by the World Health Organisation – an average of 8 g to 12 g in Europe. 

Back to the next article 
 
 
SALT REDUCTION – ANOTHER VIEW  
 
Two studies published in the New England Journal of Medicine assessed sodium and 
potassium intake and related them to blood pressure as well as to deaths, heart 
disease, and strokes. 
The Prospective Urban & Rural Epidemiological (PURE) study, led by investigators 
from the Population Health Research Institute, McMaster University, and Hamilton 
Health Sciences, followed more than 100,000 people for nearly four years. The data 
for the studies was based on a single, fasting, morning urine specimen from 102,216 
adults from 18 countries. 
Current intake of sodium in the United States is approximately 3.4 g per day, according 
to the U.S. Centers for Disease Control and Prevention. Researchers have shown that 
the effects of increasing sodium intake on raising blood pressure become dramatically 
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worse as intake rises above 5 g per day, especially among people who already have 
high blood pressure, or who are older than 55, or both. However, the blood-pressure 
effects are more modest at average levels of sodium consumption (3–5 g per day) and 
not evident at low levels of intake below 3 g of sodium per day. 
“While there has been much focus on reducing salt in the diet, an important and 
ignored approach to lowering blood pressure is increasing the amount of potassium 
consumed. A balanced approach is what is likely to have the greatest benefit in 
lowering blood pressure,” said Andrew Mente, the lead author of one report, and 
Assistant Professor of Clinical Epidemiology and Biostatistics at McMaster University. 
“This can be achieved by moderation in salt intake, combined with eating lots of fruits 
and vegetables.” 
While too much salt has long been recognized as a serious health risk, the researchers 
have also found that there may be a risk from eating too little. In fact, the lead author of 
the second report, Martin O’Donnell, suggests that what is now generally 
recommended as a healthy daily ceiling for salt consumption appears to be set too low. 
“Low sodium intake does reduce blood pressure modestly, compared to moderate (or 
average) intake, but low sodium intake also has other effects, including adverse 
elevations of certain hormones that are associated with an increase in risk of death 
and cardiovascular diseases. The key question is whether these competing physiologic 
effects result in net clinical benefit or not,” said O’Donnell, an associate clinical 
professor at McMaster University and National University of Ireland Galway. 
“In the PURE study, we found the lowest risk of death and cardiovascular events in 
those who consumed moderate amounts of sodium intake (3–6 g per day), with an 
increased risk above and below that range. While this finding has been reported in 
previous smaller studies, PURE is the largest international study to study sodium 
intake and health outcomes, and adds considerable strength to the contention that 
moderate sodium intake is optimal,” said O’Donnell. 
Taken together, the papers show there is a “sweet spot” for sodium consumption, 
where too much or too little can be damaging, while a moderate amount between 3–6 
g is optimal. 

Back to the next article 
 
 
SALT REDUCTION – SOCIAL INEQUALITY? 

 
A study published in the BMJ Open journal is the first to monitor social inequalities 
following the national salt reduction programme in Britain. By analysing salt intake data 
in Britain between 2000-01 and 2011 it found that people from low socio-economic 
positions still eat more salt than those from higher socio-economic positions. 
Led by Professor Francesco Cappuccio from the World Health Organization 
Collaborating Centre for Nutrition, based at Warwick Medical School, the authors of the 
study looked at the geographical distribution of habitual dietary salt intake in Britain 
and its association with manual occupations and educational attainments - both 
indicators of socio-economic position and key determinants of health. 
Whilst pleased to record an average national reduction in salt consumption coming 
from food of nearly 1 g per day, the benefits of the programme have not reached those 
most in need. These results are important as people of low socio-economic 
background are more likely to develop high blood pressure (hypertension) and to suffer 
disproportionately from strokes, heart attacks and renal failure. 
Commenting on the research findings, Katharine Jenner, campaign director at 
Consensus Action on Salt and Health (CASH) said that by targeting everyday foods, 
the salt UK reduction programme is benefitting the entire population, including those 
less educated. However, she went on to say that it is immoral to make the unhealthy 
option the cheaper or easier option - good quality nutritious food should be available 
for all. 
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The researchers used the British National Diet and Nutrition Survey (2008-11), a 
national representative sample of 1,027 men and women aged 19-64 years living in 
Britain. Salt intake was assessed with a four-day food diary, assessing salt 
consumption from food. Salt added by consumers at the table and during cooking 
(discretionary salt) was not measured. 
Cappuccio and his colleagues revealed a significant reduction in dietary salt 
consumption from 2000-1 to 2008-11 of 0.9g of salt per day - consistent with the total 
reduction in salt consumption of 1.4g per day reported nationally when also 
discretionary use of salt is taken into account. However, dietary sodium intake varied 
significantly across socioeconomic groups, even when adjusting for geographical 
variations, they added. Those with no qualification had, on average, a 5.7% higher 
dietary sodium intake than the reference group, the team revealed. The diet of 
disadvantaged socio-economic groups tends to be made up of low-quality, salt-dense, 
high-fat, high-calorie unhealthy cheap foods, warned Cappuccio. Clearly poorer 
households still have less healthy shopping baskets and the broad reformulation of 
foods high in salt has not reached them as much as would have been hoped. It is 
crucial to understand the reasons for these social inequalities so as to correct this gap 
for an equitable and cost-effective delivery of cardiovascular prevention. 
Published online, Open Access, doi: 10.1136/bmjopen-2014-005683  
“Socioeconomic inequality in salt intake in Britain 10 years after a national salt 
reduction programme” 

Authors: Chen Ji, Francesco P Cappuccio 
Back to the next article 

 
 
‘NATURAL’ & ‘ORGANIC’ CONFUSE 
 
According to the international natural and organic association (NATRUE), 75% of 
women are aware that there is a difference between natural and organic. However, 
only one third feel that they really understand what the difference is. (Why were men 
not questioned? The result would be possibly even more extreme). The aim of the 
study was to explore what consumers expect from natural and organic cosmetics 
(NOC), to better understand public perception, as it currently stands, in order to 
address consumer confusion and best meet consumer expectations, amidst a sea of 
green-washing. The research flagged up considerable confusion that exists among 
consumers about what makes a product genuinely natural or organic. For example, 
interviewees were asked if water should be certified when considering whether a 
formulation is genuinely natural or organic. 
Initially consumers thought this was a good idea, but when further questions were 
asked, it became apparent that they had not initially thought about the quality of the 
water, whether it would need to be spring water, filtered water, tap water and so forth. 
When given the options, further information and time to consider the issue, consumer 
opinion faltered. No added value was perceived in labelling water as natural or organic. 
Key drivers behind purchasing decisions were whether ingredients are harmful (89% 
consider this of importance). Other things influencing purchasing include allergies 
(87%), fragrance (86%) and recyclable packaging (51%). The findings also shone a 
new light on the EU mindset of the segment, where there was some regional variation 
in public perception, between Northern European and Mediterranean countries. 
The research revealed that the Northern European group perceived NOCs as being 
more gentle, pure, fresh or closer to 'home made' and were more focused on 
ingredients, composition, smell and colour. 
The Mediterranean group had broader concerns, for example about packaging, shelf-
life and safety, and marketing. 
Julie Tyrrell, Director at NATRUE, explained, although the terms 'natural' and 'organic' 
for cosmetics remain without a regulatory definition to date, private standards exist. 
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Also the conventional cosmetics industry recently tabled a draft standard with the 
International Standardisation Organisation, which is expected to be weaker than the 
NATRUE standard. 

Back to the next article 
 

 
TRENDS (PREDICTIONS) – IT’S THAT TIME OF YEAR 

 
At around this time of year, companies come out with what they expect to be the top 
10 …… for the coming year. And every year there seem to be more predictions. Here 
follows a selection. (I wonder if anyone actually checks in year’s time what actually 
happened.) 
McCormick has released its Flavor Forecast 2015, highlighting eight enticing flavour 
trends on the rise. Now in its 15th year, the report identifies new global tastes, like 
Japanese 7 Spice (Shichimi Togarashi) and Middle Eastern mezze, influencing our 
palates. The report also showcases new ways to create more intense flavours with 
simple pantry items, like pairing sour with coarse salt and smoking spices and herbs. 
Identified by a global team of McCormick chefs and flavour experts, these trends offer 
a taste of 2015 and beyond: 
Global Blends on the Move: Japanese 7 Spice (Shichimi Togarashi) offers a new 

kind of spicy heat, while Shawarma Spice Blend lends warm, spiced flavour to grilled 
meats and more. 
Middle Eastern Mezze: These distinctive dips and spreads, packed with zesty herbs 

and seasonings, offer an approachable and delicious introduction to a vibrant global 
cuisine. 
Sour + Salt: Combining coarse salt with surprising sours like pickled ginger, sour 
cherry, dried mango, and lemon zest results in a lively finishing flavour that lends 
brightness and texture to dishes. 
Smoked Spices: Smoking spices and herbs deepens their flavour and aroma, adding 
richness to meals and drinks. 
Umami Veggies: For a fresh way to savor the tempting “fifth taste,” look no further 

than naturally umami-rich veggies like mushrooms, tomatoes, sweet potatoes, and 
nori. 
Liquid Revolution: Fresh purees and juices blend with bold spices and herbs to 

intensify sauces, pasta, dressings, and more—providing a fun, delicious way to enjoy 
an extra serving of fruits and veggies. 
Flavor Worth the Wait: Lift the lid to discover the rich flavours from recipes around 

the world that meld aromatic spices and comforting ingredients into mouthwatering 
slow-cooked meals. 
Cookies Reimagined: Classic spiced cookie flavors take new form in decadent, 

imaginative desserts that redefine “milk and cookies.” 
From bold Asian and Hispanic flavors, to nuts, gourmet coffee, and all-day-breakfasts, 
New York-based Comax Flavors highlights four hot trends likely to influence food and 
beverage development in 2015. 
Melting Pot: Look out for flavors that cater to the large and growing multicultural 

population and a younger demographic. Flavors that might gain momentum include: 
Brigadeiros (Brazilian chocolate bon bon) 
Butterscotch curry 
Cherry yuzu 
Sriracha maple 
Za'tar 
In a Nutshell: Expect more flavors that reflect the growing popularity of nuts, which 

contain healthy fats, protein, vitamins, and minerals. Flavors that might inspire food 
and beverage formulators include: 
Almond rose shortbread 
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Bourbon caramel pistachio 
Pecan chipotle 
Pumpkin praline fudge 
Vanilla walnut fig 
Coffee House: Look out for more flavors that reflect Americans’ growing enthusiasm 

for gourmet coffeehouse coffee and ready-to-drink packaged coffee. Trends that might 
pick up some traction include: 
Affogato 
Cabernet espresso 
Cinnamon brew 
Cofftea 
Vietnamese iced coffee 
Breakfast Anytime: Breakfast is no longer just a morning meal; it’s being eaten 

throughout the day and night, and comes in multiple forms, from hot and cold foods 
and beverages to sweet and savory flavors. Trends that might gain momentum 
include: 
Chicken and waffles 
Honey banana oatmeal 
Savory butter 
S'mores pancakes 
Strawberry coconut milk 
Innova's list of top 10 food trends for 2015 was revealed at HiE last week. Here is 
some food for thought. 
From clean to clear: Clean label claims are tracked on nearly a quarter of all food and 

beverage launches, with manufacturers increasingly highlighting the naturalness and 
origin of their products. With growing concerns over the lack of a definition of "natural," 
however, there is a need for more clarity and specific details. Consumers, retailers, 
industry and regulators are all driving more transparency in labeling. 
Convenience for foodies: Continued interest in home cooking has been driven by 
cooking shows on TV and by blogging foodies. It is seen as fashionable, fun and 
social, as well as healthy and cost-effective. It has driven demand for a greater choice 
of fresh foods, ingredients for cooking from scratch and a wider use of recipe 
suggestions by manufacturers and retailers. 
Marketing for millennials: The so-called Millennial generation, generally aged 

between 15 and 35, now accounts for about one-third of the global population and is 
tech savvy and socially engaged. They are well informed, want to try something 
different and are generally less brand loyal than older consumers. They want to 
connect with products and brands and know the story behind them. 
Snacks rise to the occasion: Formal mealtimes are continuing to decline in 
popularity and growing numbers of foods and drinks are now considered to be snacks. 
Quick healthy foods are tending to replace traditional meal occasions and more snacks 
are targeted at specific moments of consumption, with different demand influences at 
different times of day. 
Good fats, good carbs: With concerns over obesity there is a growing emphasis on 

unsaturated and natural fats and oils that has seen rising interest in omega 3 fatty acid 
content as well as the return of butter to favor as a natural, tasty alternative to artificial 
margarines that may be high in trans fats. In the same way, naturally-occurring sugar 
is being favored at the expense of added sugars and artificial sweeteners. 
More in store for protein: Ingredient suppliers, food producers and consumers are on 
the lookout for the next protein source. Soy protein is regarded as cheap and 
mainstream and therefore being less applied among NPLs tracked. Whey protein has 
been popular for some years and is still growing, while pulse protein is rapidly 
emerging. More algae protein applications are expected in the future. 
Further along, insect protein may become big in various categories. 
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New routes for fruit: More product launches are being tracked with real fruit & 

vegetables, as they can function as colouring foodstuffs and in that role meet the 
increased demand for natural colours and flavours. Fruit and vegetable inclusions can 
add to the “permissible indulgence” character of a product. Consumers perceive a 
product to be healthier when it contains a real fruit or vegetable ingredient. 
A fresh look at frozen: In order to compete with the healthy appeal of fresh aisles and 
the convenience of canned foods, established frozen foods (vegetables and seafood) 
are focusing on freshness in their marketing, stressing the superior nutritional content 
in frozen food. Brand extensions include larger varieties in vegetables and fruits. At the 
same time the frozen segment is witnessing new product launch activity in new 
categories (e.g. soups, fruit, drinks, finger foods, sauces, pastries, herbs). 
Private Label powers on: Even though the worst of the economic recession is over 
private label is still gaining market share in terms of new product launches in Europe, 
North America and Australasia. Store brands are here to stay and are found in all 
product segments. Discounters Aldi and Lidl are by consumers no longer solely seen 
as budget stores, but are accepted by the general public and considered to have good 
quality products. 
Rich, chewy & crunchy: Texture is an important driver for taste perception of food 

and beverages and focus of many of today’s food innovations. Brands are creatively 
combining textures with, for example, crispy inclusions, soft centers and extra crunchy 
toppings. Texture claims are shown more prominently on front-of-pack. Also, brands 
are creative in describing texture or including a texture claim in a product name. 

Back to the next article 
 
 
OFFICIAL COLOUR FOR 2015 
 
Every year like clockwork, the December arrival of Pantone's prediction of which colour 
will be ubiquitous for the year ahead is awaited. There’s bound to be a bit of debate 
where superlatives are concerned, and this year’s choice probably won't be an 
exception. Pantone announced at the end of last week that its 2015 Color Of The Year 
is Marsala, a reddish-brown shade that's not quite as bright as Adobe clay but not as 
deep as brick. 
Following in the path of this year's Radiant Orchid and 2013's Emerald Green, next 
year's winning hue can already been spotted on the spring '15 runway. Dries Van 
Noten and Louis Vuitton are examples, and tons of brown have been seen from the 
likes of The Row and Trademark, which suggested a return for the neutral. The fact 
that Pantone's official selection is slightly pinker than the basic brown is appreciated. 
It's a colour that can be translated into metallic fabrics (like at Dries), knitted together in 
a cosy, oversized sweater, or on the sleek front of a minimalist tote bag.  
There was so much interest after the announcement of the colour of the millennium in 
1999 that Pantone decided to name a colour every year based on their extensive 
research. They’ve also worked with Sephora to create some stunning new makeup to 
bring the shade to your lips, lids, and cheeks. While there may only be so many ways 
you can wear radiant orchid or tangerine tango, the new marsala collection, launching 
in Sephora and on Sephora.com on December 26, is by far the most wearable 
collaboration. “This earthy red has wine and a very warm brown underneath, which 
gives the feeling of groundedness, strength, and confidence,” saysLeatrice Eisman, 
Executive Director of Pantone Color Institute. “It has a richness that lends 
sophistication. When you wear it it’s a self-fulfilling prophecy - you’ll find you get 
positive reactions from others and it builds up your confidence.” Eisman explains that 
glimpses of marsala were seen in the late ‘60s, into the ‘70s and a touch in the ‘80s, 
but it’s a very modern hue that totally suits the times. 

Back to the next article 
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PERSONALIZED PERFUME - THE NEW RAGE 
 
Mintel’s recent report on US consumer trends for the coming year suggests that the 
US market is ready for customized personal care products. The media intelligence 
provider determined that consumers are eager for bespoke convenience, seek out 
companies with a progressive understanding of gender, expect their rights to be 
recognized, and desire smart value-added technology. 
Retailers, in countries including Kuwait, Denmark and Brazil, are showing great 
interest in the trend toward custom perfumes, according to Sue Phillips, fragrance 
developer, president & founder of Scenterprises™, a global marketing and branding 
consultancy. But, should 5th Avenue take action to be at the forefront of this specialty 
fragrance segment? Apps that learn a consumer’s tastes, purchasing patterns, 
behaviours and more, as well as make personalized recommendations have quickly 
become the norm. And US consumers have access to all manner of goods made to 
their specifications: jeans from Qcut, eye glasses designed in-house at Warby Parker, 
and makeup from Prescriptives , which started in 1979, and offers custom foundation 
blends online and in department stores. 
Custom fragrance offers a unique chance for brands to approach gender more 
progressively, designing scents that are conventionally feminine, masculine, or fresh 
interpretations of character altogether. A custom fragrance can arrive in consumer 
hands unencumbered by pink-and-blue pricing models, packaging or marketing. 
The Mintel report highlights that marketers need to show that they understand 
consumers' modern perceptions of gender, namely that consumers are much more 
complex than the social constraints built around them. 
Consumers are curious about ingredients and make purchasing decisions based on 
the ethical behaviour, sustainability, and socially responsible activities of corporations. 
Working alongside a perfumer lets consumers see just what’s in their personalized 
fragrance formula and learn from an expert about the ingredients. Plus, digital 
databases keep custom blends available for reorder online. Custom perfume aligns 
well with small batch formulation and intimate settings for sales and consumer 
interaction, much the way so many natural and organic personal care products come 
from home-grown businesses. 
Two primary consumer relationship solutions have already appeared on the market to 
address the issue of scalability for customized consumer goods: small room–style 
shops and DIY kits. In May and June this year, shoppers at Selfridges department 
store in London could visit a futuristically bespoke lab-style custom scent shop, with 
scents by Givaudan (and creative vision from the design studio Campaign and tend 
forecasters at The Future Laboratory). DIY kits that offer mix-and-match roll-on aromas 
like, Fred Segal’s The Blend out of LA, are already on the market. Also this summer, 
Phillips launched her own deluxe perfume making kit, complete with a scent 
personality test and calibrated pipettes so consumers can blend a measured fragrance 
that suites their distinctive character. 

Back to the next article 
 
 
RUSSIAN WOMEN ALSO WANT CHANGE 

 
Fragrance firms would do well to follow the trend of individuality and formulate scents 
for it as more and more Russian women focus on their career and traditional 
stereotypes evolve, changing consumer behaviour. This is according to Canadean’s 
latest report which finds that Russian women will look for these new gender 
characteristics in both fragrance formulations and packaging. This means that 
fragrance notes previously associated with men, such as wood and leather, will be 
successful in the female fragrance market in Russia. The same can be said when it 
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comes to packaging as modern designs with clear lines, as opposed to overly 
feminised and decorative packaging, are also tipped to be a hit. However, as image is 
strongly associated with status in Russia, fragrances should look like premium 
products. According to the researcher, Russian women apply fragrances 19.4 billion 
times per year, almost twice as much as men, who apply fragrances 10.3 billion times. 
This means that to fit into modern women’s busy lifestyles, manufacturers have to 
launch travel-size fragrances. This enables working women to refresh their scents 
during busy days, after a shower in the gym or before after-work social events. This is 
especially important for big urban areas, where consumers often don’t have time to go 
home after work to freshen up. Another bit of advice offered by Canadean is that 
manufacturers should create stories behind products, inspired by role models that 
consumers have access to via web-sites or promotional materials. 

Back to the next article 
 
 
INNéOV TO CLOSE 
 
Cosmetics manufacturer L’Oréal and food giant Nestle have announced they will end 
the activity of their joint venture Innéov during the course of the first quarter 2015.  
Created in 2002, Innéov’s offerings concerned cosmetic nutritional supplements sold in 
pharmacies. The brand has sales of €52 million last year, but a joint statement from 
both companies said that it had not met the development expected by both partners. 
Both L’Oréal and Nestle will keep the benefits of the research and intellectual property, 
as well as the developments achieved, which could be potentially used in their 
respective fields. 
With dual expertise, in nutrition from Nestlé Nutrition, and in skin and hair biology from 
L'Oréal, Innéov, was marketed as a range of concentrated nutritional supplements, 
meeting beauty needs with strength and volume for hair, skin that is prepared for the 
sun, and anti-aging skin care. The active nutrients acted on interior beauty 
mechanisms, while maintaining a respect and balance of the body’s natural properties, 
evaluated under the supervision of dermatologists. All of the concentrated active 
nutrients in Innéov supplements were developed following strict international standards  
Earlier this year L’Oréal bought back 48.5 million of its shares (8%) from Nestlé for 
€6.5 billion in a move which lowered the food group’s stake in the company; although 
the Swiss firm says it is staying in the agreement for the long haul. The buyback of the 
stake was financed by selling its 50% stake in Swiss dermatology pharmaceuticals 
company Galderma to Nestlé for €3.1 billion, plus cash. There was no disposal of 
Sanofi by L’Oréal as was previously believed. 
Jean-Paul Agon, chairman and CEO of L'Oréal said that the company would  focus 
exclusively on its Cosmetics business and its "Beauty for all" mission, its 
universalisation strategy and its ambition to win one billion new consumers. 
Nestlé chairman Peter Brabeck-Letmathe said that his firm will now concentrate on 
Galderma, having acquired the remaining shares of the company, and look to expand 
it to medical skin treatments. 

Back to the next article 
 
 
KATAVI BOTANICALS & SA PLANT EXTRACTS  

 
Building on the notion that plants which survive intense environmental circumstances 
can help skin do the same, Katavi Botanicals has developed a collection of creams, 
oils and serums. Ingredients extracted from five cosmetic superfruits growing in Africa 
are central to the company’s product formulations. Kigelia, baobab, marula, 
mongongo, and moringa yield the active ingredients in Katavi skin care products. 
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Superfruit is a term used at the discretion of a given brand and isn’t formally defined by 
the FDA. Generally such fruits are exciting ingredients because of their potential to 
improve the health or wellness of consumers. 
The trend for natural and organic products is still going strong. And, added to that are 
consumer expectations that brands behave ethically in regards to the environment, 
employment conditions and more. A recent Mintel report on consumer trends noted 
that US consumers not only have high standards for companies but also more 
channels to voice and enforce their expectations thanks to digital media. 
Katavi Botanicals developed the skin care products over the course of 25+ years and 
initially sold them only in South Africa. The father of Janine Halsted (a company 
founder) inspired the brand with his custom creams made with fruit from the kigelia 
tree. His products were ostensibly effective but stinky. So Halstead teamed up with 
beauty industry professional Carolyn Berman to collaborate on what has become 
Katavi Botanicals. 

Back to the next article 
 
 
LOVE IS ON - THE NEW REVLON BRAND 

 
The new Revlon Love is On branding will reach consumers in every country where the 
company is active. This new tag line, the first in over 10 years for the company, is built 
visually around a mnemonic reshuffling of the letters in ‘Revlon’ and emotionally 
around love. Lorenzo Delpani, president and CEO, is looking to evoke positivity around 
more than just love. He’s been CEO for just one year, after Alan Ennis stepped down 
in October 2013 and David Kelly, who held the position in the interim. Delpani 
previously served as CEO of the professional salon care business Colomer. Revlon 
acquired that company in 2013. 
In recent Q3 results, the company’s net sales were up overall compared to the same 
quarter last year at US$472.3 million. Adjusted to include Colomer sales, however, that 
was down (compared to adjusted sales for the two brands a year ago) at US$473.9 
million. 
The cosmetic company’s new tag line will be incorporated into advertising across 
platforms: television, print, digital, social and an interactive billboard in New York City’s 
Times Square. Halle Berry, Emma Stone and Olivia Wilde will appear in the print, 
television and digital ads. And, the ‘brand manifesto’ advertising spots on television 
and digital platforms will incorporate a refreshed version of the song ‘Addicted to Love.’ 
Revlon is integrating a Times Square interactive billboard into the campaign as well. 
It’s been dubbed the ‘Global Love Beacon’ and will stream user generated content 
shared with the #LOVEISON hashtag. This technique of using consumers in 
advertisements is becoming quite fashionable with cosmetics brands. The digital-only 
brand Slate Cosmetics has partnered with Looking Glass technology to incorporate 
consumers’ uploaded photos into personalized digital ads. 

Back to the next article 
 
 
£40,000 ON GROOMING AND £100,000 ON COSMETICS IN A LIFETIME 

 
Online retailer, hairtrade.com, has published a report that reveals the average British 
woman spends up to £40,000 in their lifetime on cutting, colouring and styling her hair. 
(The average deposit for a UK house is £31,000), and £100,000 on cosmetics. Overall, 
consumers were reported to spend £300 billion per year on beauty, encompassing 
hair, skin and colour cosmetic products. 
Hairtrade.com research shows that a woman could visit the salon six times a year for a 
cut and blow-dry, which would usually cost around £35 at an average salon, to which 
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can be added the £65 a woman pays to colour her hair every 10 weeks. This totals 
£338 per year – without taking into account more exclusive spots and other hair 
treatments. 
A recent poll by UK retail giant Debenhams revealed that it is actually students that 
spend more on cosmetics than full time workers. The survey showed that 15% of full-
time female student spent £30 a month or more on make-up, compared to 4% of full 
and part-time workers. The poll also revealed that 14% of those in full time education 
regarded keeping up with the latest cosmetics as important, compared to only 5% of 
workers. Despite their greater expenditure, students were also more concerned with 
getting a good bargain than other groups, with 70% regarding the price of products as 
the most important factor in their decision to purchase. In addition, just over half were 
willing to “splash out” on a foundation. Only 9% said that they would not be willing to 
purchase one of the staple items listed. 

Back to the next article 
 
 
NOW FOR SOMETHING REALLY WAY-OUT 

 
Unilever UK will launch two new Easter eggs in February to build on the success of its 
first ever releases last year. The food manufacturer has teamed-up with largest 
independent manufacturer of chocolate and novelty confectionery, Kinnerton, to 
produce a Marmite chocolate egg and a Pot Noodle egg. Julie McCleave, head of 
licensing at Unilever UK, said: “Building on the success of our first ever Easter egg 
launch last year with iconic ice cream brands Magnum, Cornetto and Mini Milk, we 
wanted to bring something new to the Easter egg market once again for 2015.  
The Easter market is now worth a massive £365 million, she added. 
Marmite will be launched in a shell egg format, which has seen an 18% growth, and 
Pot Noodle will launch in mug and egg format, which has also enjoyed growth of 13% 
year-on-year. 
Marmite Easter eggs will be available in cases of four with a recommended retail price 
of £5 per unit, while the Pot Noodle Easter eggs will be available in cases of six at the 
same price. 

Back to the next article 
 
 
SABMILLER SELLS APPLETISER  
 

The Coca-Cola Company and SABMiller have inked a deal to combine their non-
alcoholic bottling operations in Southern and East Africa into a US$2.9 billion turnover 
business that will accelerate sales in 12 high-growth countries.  
New entity Coca-Cola Beverages Africa will combine SAB’s bottling operations with 
those of Coca-Cola Sabco – 80% owned by Gutsche Family Investments (GFI) – and 
Coke’s own South African soft drinks businesses. Gutsche chairman, Paul Gutsche, 
will chair the new company in Port Elizabeth, South Africa. If the proposed merger 
goes through then SABMiller will have a 57% shareholding, Gutsche will hold 31.7% 
and The Coca-Cola Company 11.3%; the two-phase deal is subject to regulatory 
approval in Africa and South Africa and is expected to go through in full by summer 
2016 at the earliest. 
SABMiller CEO Alan Clark said that soft drinks are an important element of the 
company’s growth strategy, and this transaction increases its exposure to the total 
beverage market in Africa. SABMiller currently bottles Coke-branded drinks in 21 of its 
African markets, and is the soft drinks giant's largest bottler in the region. Nonetheless, 
as part of the transaction, SAB will sell its global non-alcoholic ready-to-drink brand 
(NARTD) Appletiser to Coke and license the latter rights to 19 further NARTD brands 
in Africa and Latin America, for US$260 million in cash. 
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Coca-Cola Beverages Africa will run 30 bottling plants and employ 14,000+ staff. As 
the largest Coke bottler on the continent, it will, according to SABMiller and Coke, have 
the financial firepower to invest in production, sales and distribution and marketing, 
and invest in best operating practices. 
The new bottler will serve what the new partners describe as 12 high-growth countries 
accounting for approximately 40% of all Coca-Cola beverage volumes in Africa. 
Initially, Coca-Cola Beverages Africa will produce and distribute Coke-branded 
beverages in South Africa, Kenya, Ethiopia, Mozambique, Tanzania, Uganda, 
Namibia, Comoros and Mayotte, with Swaziland, Botswana and Zambia expected 
additions at a later date. 
SAB and Coke said last week that Africa’s growth potential in beverages was 
underpinned by rising disposable income levels, fast-growing populations and 
increasing per capita consumption. 
The partners said that Coca-Cola Beverages Africa will be strongly positioned to offer 
consumers greater choice, broader availability and better value. 
Muhtar Kent, The Coca-Cola Company CEO, said the new bottler would be one of 
Coke’s 10 biggest worldwide, with the scale, resources, capability and efficiency 
needed to accelerate Coca-Cola growth and contribute to the economic and social 
prosperity of African communities. 

Back to the next article 
 
 
SABMILLER WORKING ON NEW PET BEER BOTTLES 
 

The world’s second-largest brewer partnered with Trinity College Dublin in September 
2012 to pursue research. Scientists at CRANN – a nano-science institute at the 
university – collaborated with the brewer on a project to develop a new nano-material 
to prolong the shelf-life of beer in plastic bottles by stopping oxygen ingress and the 
escape of CO2. Added to plastic bottles, the new material makes them more 
impervious, while the project also promises cost saving in terms of quantity of material 
required for manufacture, and reduces the environmental impact of PET bottles. 
Simply stated, the technique pioneered by Professor Jonathan Coleman and his team 
involves the exfoliation of boron nitride and other layered materials. SABMiller says 
research to date on the new type of PET looks promising, but that the 
commercialization of the technology is still around five years away. 

Back to the next article 
 
 
MARS: WIND POWER AND PETCARE EXPANSION 

 
Mars, together with Sumitomo, are building a wind farm to satisfy 100% of the 
electricity needs of Mars’ US operations, comprising of 70 sites, including 37 factories. 
‘Mesquite Creek Wind,’ a 118-turbine wind farm is based near Lamesa, Texas with a 
footprint of 25,000 acres. With an annual output of over 800,000 megawatt-hours, the 
energy created from the wind farm will represent 24% of Mars’ total global factory and 
office carbon footprint – equivalent to the electricity required to power 61,000 US 
households. The wind farm represents the biggest long-term commitment to renewable 
energy use of any food manufacturing business in the United States. The wind farm is 
one of the ways Mars is achieving its goal to make its operations ‘Sustainable in a 
Generation’ by eliminating greenhouse gas emissions by 2040. In the shorter term, 
Mars has committed to reduce fossil fuel energy and greenhouse gas emissions by 
25% by 2015, using 2007 as its baseline year. The Mesquite Creek wind farm will 
enable Mars to meet this 2015 goal. 
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Development of Mesquite Creek began in 2008 on the 25,000 acre site, which is about 
eight miles from Lamesa. Electricity will be generated via 118 1.7MW GE turbines with 
commercial operations expected to commence in the second quarter of 2015. 
Earlier this year, Mars agreed to buy P&G’s pet food brands IAMS, EUKANUBA, and 
NATURA brands in major markets for US$2.9 billion in cash. This is a significant 
strategic move for Mars Petcare to complement its large and growing global Petcare 
business. 
Mars Petcare is one of the world’s leading pet food and veterinary care providers and 
employs more than 35,000 across 50 countries. The brands will join Mars Petcare’s 
billion dollar stable mates PEDIGREE, WHISKAS, BANFIELD, and ROYAL CANIN. 
P&G’s Chairman, President and Chief Executive Officer, A.G. Lafley, said that the 
move away from will allow P&G to focus on its core businesses to create the most 
value for consumers and shareowners. The geographic regions included in the 
acquisition, which account for approximately 80% of P&G Pet Care’s global sales, 
include North America, Latin America and other selected countries. The agreement 
includes an option for Mars to acquire the business in several additional countries. 
Markets not included in the transaction are primarily European Union countries. P&G 
said it is developing alternate plans to sell its Pet Care business in these markets. 

Back to the next article 
 
 
FRAUD IS UBIQUITOUS – EVEN IN THE UK FOOD SECTOR 
 
PKF Littlejohn and the Centre for Counter Fraud Studies (CCFS) at the University of 
Portsmouth said food and drink fraud is the “crime in our baskets”. Its research 
reviewed data from 73 listed food and drink industry companies with total annual sales 
of more than £200 billion. Reducing the cost of fraud in the commercial sector would 
mean profitability would be boosted by £4.48 billion, taken as 40% of the total losses of 
£11.2 billion, or over 34.1%. 
Research shows that fraud costs organisations an average of 5.47% of expenditure. 
David Edwards, former director and now consultant to NSF International, said the 
report is a major step forward, allowing the real cost of fraud to be measured as a 
business cost like any other and for proper investment to be made in combating it. 
Edwards said that there are three angles to food fraud: food safety, crime and finance, 
but that there are currently not enough people with the technical or forensic skills to 
identify fraud in all its guises. 
Vincent Doumeizel, LRQA strategic marketing food and beverage VP, told us while 
food has never been as safe, it could be argued that food fraud has been around since 
production began. 
Nick Miller, head of FMCG at Crimson & Co, said what is most disturbing is only 3% of 
fraud is being detected. Food and drink fraud is taking place at every level of the 
supply chain, where perhaps people are trying to save money through short-changing 
the next person in the chain, which could be in the form of making false claims or 
substituting ingredients. To address this issue, food and drink retailers must ensure 
that there is complete traceability and transparency across all levels of their supply 
chains, by introducing monitoring and checks that will enable them to be sure that all 
quality standards are adhered to. Further to this, companies must reassess their pre-
existing relationships with supply chain operators and be prepared to walk away if 
suppliers are unable to demonstrate clear line-of-sight across their manufacturing 
processes. 
The benefits of tackling fraud include more companies joining the sector because its 
increased profitability makes it a more attractive business proposition, said report 
authors Jim Gee, professor Lisa Jack and professor Mark Button. 
Professor Jack, chair of the Food Fraud Group at University of Portsmouth, said the 
practice is always financially motivated. Global research shows that fraud costs 
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organisations an average of 5.47% of expenditure but this varies considerably 
according to how resilient to fraud they are. 
By ensuring resources are not diverted from their intended place, there are real 
competitive and financial advantages, said the authors. 
Professor Gee said food fraud results in products being more expensive and reducing 
it could significantly improve value for money. 
Total annual revenues of £204.77billion, with pre-tax profits of £13.14billion, 
representing 6.4% of revenues were found from the 73 companies studied.   
The loss and percentage of profit figures were worked out by applying the global 
average loss rate (5.47%), derived from where losses have been accurately measured. 
Of the 58 companies which made profits, six would increase profitability by 1-9%; 31 
would do so by 10-49%; 15 would do so by 50-99%; with six companies increasing 
profitability by more than 100%. 
Of the 15 companies which made losses, three would make a profit not a loss, eight 
would reduce losses by up to 10% and four by over 10%.  

Back to the next article 
 
 
WATCH OUT PAARL - HERE COMES SUSSEX WINE! 
 
Ridgeview Wine Estate is to invest £2 million to support growth plans over the next two 
to three years. Its range includes sparkling wines under the labels Bloomsbury, 
Cavendish and Fitzrovia. The Sussex winemaker, located near Ditchling Common, 
said it wanted to boost the number of bottles of wine it produced annually from 
300,000 to 500,000 within the next five years. 
The company currently employs 14 people and said its plans would also entail 
increasing its workforce by 10%. Export markets would be a big sales target and the 
firm has just completed its first shipment to Uganda, it said, adding that it anticipated 
high demand from China. Ridgeview currently exports about 20% of all the wine it 
produces to about 20 countries. It recently also started supplying Sweden. Its major 
export markets include the US, Holland and Finland. 
Part of the investment would be used to increase cellar storage space, and to refurbish 
its tasting room. 
Any profit generated by Ridgeview is ploughed back into the business, and support 
has come by grants via the Department for Environment, Food and Rural Affairs and 
the South East England Development Agency. 

Back to the next article 
 
 
TALKING OF FRAUD AND WINE, READ ON! 

 
Fraud in the UK’s wine industry is rampant because the sector has failed to implement 
the controls necessary to stamp it out. It has been grossly underestimated because of 
the way the sector is structured, claimed the food safety expert, who did not want to be 
named. Big wine companies were not placing enough emphasis on preventing fraud 
and, as a result, crooks were cashing in on the opportunity, he said. These comments 
followed press reports last month that the Food Standards Agency’s new £2 million 
Food Crime Unit (FCU), which was set up in response to last year’s horsemeat 
scandal, would target the emerging trade in fake wine as one of its first investigations. 
However, David Richardson, regulatory and commercial affairs manager for the Wine 
and Spirit Trade Association (WSTA) refuted that the sector had been inactive in trying 
to reduce fraud. He argued that wine businesses had been working with governments 
in various countries for some time to prevent fraudsters passing off fakes as more 
expensive real products. More than 1bn litres of wine is consumed in the UK each year 
and some estimates have suggested that as much as 20% could be either fake or 
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illegally imported. A common practice is for fraudsters to target expensive, top-end 
wines, substituting cheaper products but using good-quality replica labels and bottles 
to fool retailers and consumers, he said. But others are making a lot of money from 
lower-priced wines too, by illegally importing them and not paying duty on them. As 
illegal imports grew, the UK’s Treasury was losing out on an estimated £1 billion a year 
through unpaid tariffs. 

Back to the next article 
 
 
WEALTHY AUSSIES GUZZLE ANYTHING, NOT ONLY BUBBLY 

 
Over the last year, 15% of Australian adults will have consumed champagne or 
sparkling wine at least once in any given month, a much lower proportion than those 
who drank beer (37%), red or white wine (42%) or spirits (26%), but higher than those 
who drank cider and RTD (both 11%). This is according to Roy Morgan Research. The 
proportion of champagne drinkers increased to almost a quarter of adults in the AB 
socio-economic quintile, in contrast to 8% of those from the far less affluent FG 
quintile. Moreover, the higher the household income, the more champagne is being 
drunk. Whereas 16% of people from households on incomes between A$100,000 and 
A$149,999 (US$85,350-128,000) drink the stuff, this figure sky-rockets to 31% of those 
from households with incomes of A$250,000 (US$213,400) or more. Yet it’s not just 
Champagne and sparkling wine that people from high-income households are more 
likely to drink than their lower-earning counterparts. They are also dramatically more 
likely to drink beer in an average four weeks - peaking at 53% of people from 
households earning between A$200,000 and A$249,999, as well as spirits, table wine 
and, to a lesser extent, cider. 
Angela Smith of Roy Morgan Research points out that people aged 50-64 are typically 
at the peak of their career and earning capacity, while their parenting responsibilities 
are easing off as their kids get older. What better excuse to have some fun, she askes 
adding that, with strong celebratory associations, champagne and sparkling wine 
certainly fit that bill. Increased social activity with friends who are at a similar life stage, 
furthermore, would no doubt often involve a drink or two (and not necessarily of the 
bubbly variety). This probably explains why the same high-earners who are most likely 
to drink champagne and sparkling wine are also more likely to drink beer, spirits and 
table wine in an average four weeks. 
There are plenty of wines, beers and spirits that are well within the financial reach of 
Aussies from less affluent households, so it’s not all about the money. 

Back to the next article 
 

 
Givaudan reported group sales as CHF1.12 billion (US$1.17 billion) in Q3, a growth of 

4.3%. Although Europe did not prove prosperous for the group, healthy growth in 
emerging markets saved the day where rising middle classes are fuelling demand for 
fragrances used in perfumes or cosmetics. The fragrance division rose 4.8% to 
CHF553 million thanks to strong double-digit gains in Latin America. 
In July, Givaudan acquired 100% of the shares of Soliance SA and its subsidiaries, as 
it looks to strengthen its process development and research capabilities, particularly in 
the cosmetics sector. French firm Soliance has developed, produced and sold active 
ingredients to the cosmetic industry for 30 years and offers a solid sustainable skin 
care option, particularly with its ingredients’ range derived from vegetable sources, 
microorganisms and microalgae. In turn, this will build on the existing Givaudan active 
cosmetic ingredients’ business and enhance its current portfolio offering. 

Back to the next article 
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International Flavors & Fragrances Inc. (IFF) has opened a creative facility in 

Jakarta, Indonesia, and a sales office and applications laboratories in Santiago, Chile. 
The new flavour creative centre in Jakarta is located on an existing IFF site that has 
been rebuilt to double its footprint to 1,500 sq m. The facility will primarily support 
customers in Indonesia, where the company has maintained a presence for nearly 60 
years. In keeping with IFF’s commitment to reduce its impact on the environment 
across geographies, the building incorporates sustainability principles including heat, 
water, and emission management systems. 
The new site in Santiago comprises sales offices and applications laboratories 
dedicated exclusively to meet the growing demand for flavours in Chile. The facility is 
approximately 300 sq m, and is IFF’s first in this Latin American country. 

Back to the next article 
 
 
IFF reposted Q3 net sales as US$773.8 million, an increase of 4% compared to the 

same Q 2013. Excluding restructuring and other charges and operational improvement 
initiative costs, adjusted operating profit increased 7% to US$153.5 million.  
Local currency sales in the emerging markets accounted for 50% of total Company 
sales in the third quarter and delivered growth of 6%. The developed markets 
experienced a sales decline of 1% this quarter. Adjusted gross profit, as a percent of 
sales, was 44.0% compared with 44.2% in the prior year quarter. Research, selling 
and administrative (RSA) expenses, as a percent of sales, were 24.2%, down from 
24.8%.  

Back to the next article 
 
Symrise reported that sales for the first nine months of the financial year rose by 13% 
in local currencies to €1.53 billion, which is an increase of 9% in reporting currency. 
The big hike was mainly reflected in the company’s flavour business, where the recent 
acquisition of the Diana Group in July contributed significantly to the business 
performance in the last quarter. During the nine months, EBITDA increased by 18% to 
€343.8 million. Sales for the scent and care division during the first nine months of the 
year came in at €736.8 million, which was level with the same corresponding period 
last year. The company said the division saw significant gains in the emerging markets 
where sales grew by 12% in local currencies compared to the prior year, which means 
the percentage of income from those markets is now 47% of the group revenues. 
The figure was impacted by tough comparisons from big gains during the 2013 
financial year, as well as a slower performance in the developed markets, as well as 
the negative impact of currency translations. 
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