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more than 10 years of product exeellence!
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the latest in dermatological science
and biochemical research resulting in

the most modern medical grade skincare
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the swiss heritage

The beauty of the landscape

The fresh air

The reputation of the pharma industry
The high-class hospitals and medical care

The precision of tools and watches
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hi-tech pharmaceutical
development & production methods

= .m lli“lriifﬁ
;

lm g




skincode

switzerland

skincode

switzerland

SSENTIALS

lifting
moisture mask

masque
hydro-tenseur

with CM-Glucan

made in Switzerland
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ESSENTIALS
intensive

lifting serum s kl n c q‘.
sérum
ultra-fermeté switzerland

with CM-Glucan

made in Switzerland

intensive
moisturizing emulsion
émulsion
hydratation intense
* L spf 10
L} with CM-Glucan
skincode
ESSENTIALS

24h cell energizer cream
creme cellulaire vitalisante 24

made in Switzerland
with CM-Glucan

made in Switzeriand
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100% fragrance free
100% preservative free
100% color free

100% animal derivative free

contains everything you need
and nothing you don't
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CM-Glucan

stimulates the immune system

accelerates skin recovery

protects against Free Radicals

improves elasticity and firmness

calms irritaded or allergic skin \QQW

medical grade ingredients " ﬁg/@
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- modern textures for all skintypes

- minimizes signs of aging

- protects against UVA & UVB radiation
- provides long-lasting moisture

- promotes the vital skin functions

we don't promise miracles, but we guarantee results
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Layer Technology

- based on 100% medical research
- only products of its kind world-wide
- extremely high skin tolerance

- highest % of CM-Glucan of any product

1400. Age Lab Time Rewinding Day Cream SPF 15
1401. Age Lab Time Rewinding Night Cream
1402. Age Lab Time Rewinding Eye Cream

1403. Age Lab Time Rewinding Serum

age lab cream
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CELLULAR
BODY FIRMING MOUSS!
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EXCLUSIVE

ACR-Complex = true anti-aging

- proven increase in cell renewall

reduces lines and wrinkles

protects against UV-radiation and free radicals

supply skin long-lasting moisture

stimulates vital skin functions

advanced cellular therapy- for younger looking skin






EXCLUSIVE

Clinical in Vivo Study on three products

Examples of results after 28 days with single product use show

- Moisture increase + 21%
- Skin elasticity + 18%
- SESm (smoothness) + 19.5%
- SEw (no of wrinkles) - 13%

- Wrinkle Volume - 22%



EXCLUSIVE

Cellular Eye Contour Cream

Day O Day 28

Day O Day 28




EXCLUSIVE

Cellular Anti-Aging Cream

Day O Day 28

Day O Day 28




EXCLUSIVE

Cellular Wrinkle Prohibiting Serum - Face

Day 28
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geographical & type of distribution

Switzerland
France
Italy

Spain
Germany
UK

Belgium
Holland
Ireland

Poland
Lithuania
Latvia
Romania
Bulgaria
Moldavia
Croatia
Serbia
Slovenia
Montenegro
Albania

Russia
Ukraine

ode

Pharmacy

Pharmacy

Pharmacy, Perfumery
Pharmacy, Drugstore
Internet

TV

Perfumery, Pharmacy
Perfumery, Drugstore
Pharmacy, Drugstore

Pharmacy
Perfumery, Pharmacy
Perfumery
Pharmacy
Pharmacy
Pharmacy
Pharmacy
Pharmacy, Perfumery
Pharmacy
Pharmacy, Perfumery

Perfumery, Beauty Salon

Pharmacy, Perfumery
Perfumery, Pharmacy

Turkey
Lebanon
Syria
Kuwait
Dubai
Qatar
Iran

Moroco
Egypt

Bangladesh
Pakistan

Hong Kong
China
Taiwan
Korea
Malaysia
Singapore

Australia
New Zealand

Pharmacy, Dermatologist
Pharmacy, Drugstore
Pharmacy, Dermatologist
Pharmacy, Drugstore
Pharmacy, Beauty Salon
Pharmacy

Pharmacy, Dermatologist

Pharmacy
Pharmacy

Direct Marketing, Mono stores
Drugstore

Pefumery
Department store, Perfumery, SPA
Department store

Direct Marketing
Dermatologist, MD Clinics
MD Clinics

Perfumery, Pharmacy
Perfumery, Pharmacy
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in the stores
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in the stores

Dermatological
Switzerland

France Turkey USA
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Ukraine Bulgaria Romania
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China Singapore Hong Kong
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Instant matte
perfection
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ESSENTIALS

skincode

FIGHTING IS
NOT ENOUGH

PROHIBIT!
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TIpHULIO BPEN OTKPMTS HONLIA SCHCKT KOCMOTINECKIN
cpescTa npoTHa crapeniie € et Skincode Fxclusive.
carepxamict Pevomounorinuil AKTiIA - Kosiuieke
i Bocerawowscimn  Kaerkn  (Active  Cellular
Revitalizing Complex).

B cocran ACR WXomur nuicpakinmiie wimpamems,
KOTOpHE CTIMYAMDYNT Eipaticee OGIONICHIE KICTOK
KO, FIPHINCS OUIEAOMRIOUIII PEIyTLTAT,

Mocie 7-mu amcii: CreneHs o6HOB-
JeHus KaeTku + 26%.

ceune st rsmlendisznte.

Une parade ndspensabls

a wadliszament collulars |

Les texturee ze vaulent
nnovantes, les parkums délicats,
I res.

Tanypannie GROITIURIME MIFPEAICITI ~ TAKIN Kik
Mopcxan Botopoch, NOTCHIIM M TN - IO~
BHNO. BOCHOINOT YTATICHIIY. WIATY W YKPEIIIOT
Koxy WG

OUIYTITE MAKEMATHYIO ALY JIPOTIE BN
P HEIRON CTAPeHNR, TIOIBATATE 1Ol YCORPIBEICTIO-
w0l mpoaykmn ymen. Bac coocit 1IN

ot Loneux
CIpysTypOll M DOAMHTE \OROZOSTS W YIIPYFOCTS Suvez Ie guds |

vox-umm e ]
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wwwskincode. com
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e on hold!

Naw is the time to discover & new dimension
In antiaging skin treatment with the
Skincade Exclusive celfular skincare ine.

The revolutianary Active Cellular Revitalizing
Complex - ACR is 3 pawerful cocktal of active

Ridurl... Un cuvant atit de familar cand treci da 30 de anl, incat
i i Din fericie,

UN CEAS ELVETIAN
CADOU

indoar 11 2/l de tratamens ara oc o rainncire celulara de circa
28%,
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Skincode is its model around ager Juan Vill

d in 1998, the brand is available in different chan- | Nono produc
| the country, with a total of about 10,000 points-of- |  able in the U
1ot all of these offer its full product range. “When you | they are sold
r at any cost,” d Niclas

ws. “That is the mentality | had with Skincode the first few |  EUROPE

© are starting o reevaluate our distributors, and in four or five |

* he explains. | Apivita inv
ntly signed with new distributors in Ukraine, Russia |

g for new partners in France. In China, too, the brand Greek natura
onth, with the same distributor, Spring Asia Holding. Apivita SA is
anagement team. “Skincode and sister brand Swissline were build a new
uation,” Massalsky claims. “The [previous team| unfor- | CosmeticNews
important product presentations and files to make use of when founded in |
s skincare range produced locally.” had its own |
y is still waiting for the results of its launch in drug- duction unit
o determine whether it will continue with what new plant] wi
1 experiment”; Skincode, along with six other European | its home counts
lal departments in Walgreen's stores last year (see | the growing ne
green's wanted 1o be at the forefront of making (US) retail | Apivita spok
sis @ big machine in a very big country. To make it an instant | CosmeticNews.
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’/7.3‘%,,}’41, »| consumers that a $20-50 skincare product is worth it, is dif- | will be able to p
el o L but it is starting to work out, because Walgreen's is helping | honey.” The i
v O e U 2y time when, n

i retail sales last year. Excl algr bos:| ihe )

ymparative drop for 2007), Massalsky expects that the national exp:
2y 50% this year, he says. Some 70% of business comes €26.6m in 2(
US, thanks to the Walgreen's deal, and 10% from Asia. | ties of Reme
s also added South America to its distribution atlas. A pany diveste
rvice intries in the region. “South America Apivita alone
e as high as| 300%," Massalsky explains. “We sell directly turnover of €
S ~ ells directly (o the consumer, so |high| duties can be countered from exports
by the removal of different stages in the distribution chain.” AW
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PRODUCED without fragrance, preser-
vatives, colourings or animal deriva-
tives, Skincode is ideal for anyone that
likes a more natural approach to beauty
and reliable products.

Skincode Essentials is formulated for
those with sensitive skins and relies on
botanical ingredients, while Skincode
Exclusive is designed for women over
35 who want a little more luxury and a
little more help with the ageing pro-
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Lierac Correcteur
Anti-Taches ve

(worldwide)
Price: €13 - €25

cess. :
Try out the excellent Skincode Exclu- Skincode UV
lsi':/e Capslules, €55 — the serum feel Protective
ike pure liquid silk on your skin and is boosted with anti-oxi- ' 3
dants and plant extracts. From pharmacies nationwide. Whltenlng Crea

Jrish Examiner
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Euro Stars

European niche brands are
bringing innovation and quirky
ideas back to beauty counters on
both ‘1d<'s of the Atlantic

By Grant Rosenberg/ Parts. Mustration for TIME by Sean McCabe

| Enpovatie but not expenive. We aro shout to
’s | see doop mocifications 1 the pharmacy market

what Alza Jabes, bead of the French natural- | in the U
cxmeics company Nuxe, says atout takingher | Of special intesest are companies lile Nusee,
time gaing wider into the US. market whase sales have been boaming—it seporied
Siling in bor lmgn ofics in 42 growth i nat profis frem 2004 to 3005—
ussman builling off the ‘Champs | and ai ets like North

4 st
|

Oi” olf

The Of the ¥ 4 -' ; thetic hair vlm in 1907, Hmn&l
Luxury Deal ' > - N R S i

a 140-employee company with
$51 millon m net profits that bokdly
e its ioom procit—a moistariz.
er—the whimsical moniter Créme
5

fche, o name that might

invented the first mfe sy

have made it past amarlet testata

And that's exactly the advan-
tage and appeal of niche prod
More rocently, big boaxty conglomar- | uets,

bicare. faconiles besed on Hugt European
trackit
ates. LOr stée Lasder bave been
Stoppeag for new, nnovative brands in old, - | tectmology, e -storyteling” or the quirky
miliar places like Frazce, Spain and Germany. | branding of smaller bexuty companies is what
Even mass-market retulers like Walgreens are | sets them apart and makes them appealing to
lcoking to capitalize on the niche markst for | the conmmor.
navel, pharmacy-distributed products. “We can move faster thin the b
It n bit of  revolution, says Karise Obans, | says Jabis. "I terms of decision making, it
a mamging partier of Ohana & Co. a Parl much shorter process than in the conglomerutes,
based mergers and acquisitions firm that works
with many Europoan cosmeties companics. | For Jabis, ones the R&D process is complate, “if
“There is 2 gap in what is ben; gnﬁen-(: there is | 1 like a product, Il lauech it”
high-e: uty com- Wire: as beauty reginent Aerooatcally re
‘paniessee this masstige niche for br rigerated face cream? These ave not ideas you

ccording to muny owners

and cEos who say the mnovative

200 or mass—and now te

would expect to comre outof a Proc
or LOrél, no matter how rsan

115
\m;5 the consamer interested

Whon Thamas launched Ca
carly 1990s from the ides of usin
the antioridant n grape seod:
products, there was nothing like |
ket. Now there are Vinothéra
Italy and Sonoma Valley in Califc

brand is id in 10,000 doors arou

: would expect fr
= Procter & Gamble
o e or L’Oréal

Thomas estimates that part of
Caudalie in the U.S.

artof the ine-—that 550 @fferent;
Ome of the latest bezuty brar
aut of Etrope is called Loy Beau
that has develaped antiaging pro
pocd cocling techmques pi
uwpﬂu Space w
0 the L3, speaks f the contm
European niche brands. “1 spesd s

the sales flooe” says Lauren Proodman, who, af
tex two decades at a cosmetics major, started ber
own company, called Clé Specialty Cosmetic
Services, which focases on bringing emerging
European brands to the upscale U.S. market
“They all sy they like things that are European,
y st believe that France is the leader in
 Miven. The Mrench got

|Ll\"\ cosmetics”™

‘While most niche brands, such as Caudalie
und ey Besuty. are distributed in prestige ven
e like depart specialty stores, mass-

market retailers are quickly catehing on to the |

popular European niche trend. This October
select Walgreens pharmacies will begin offering
more than 130 skin-care products from seven
European brands, inchuding Red Water from
Greece, Spuin's Oli, Art Deco from Germany, the
Swiss brand Skincode and. from France, Institut
Amand, La Flewst Organde and Spa Aquatique.
Puul-Nodl Ortheb, export manager for
ny, Groupe

Institut Arnand's parent compe
wi

enter the American market on 0ur own because
it would bo beyond our financial means” he

share the marknting costs. Indeed.

i
can drugstore chain i a bit different from
selling them in Fronch pharmacies, which, un-
ke their LS.

mags
medicin ) anvi
od £it. “The displays will be strategically
o g placed with attractive lighting
and marked #s 4 Earopean Beauty Collection
m the flowoe uf U 1t will give s Fresnds
style grand magasin u o in an American
ove chain”
Thi “smasstige” deal is  bit of a sea changs
hain like Walgreens, which has until naw
ed its shedves with the major beauty prod
n»lm..mw,u.n.x.wbn American] women

for

divisionul vice president and grneral meschan-
dise managor for Walgroen Co., “to have the
department-store experience without the hassle
and ut o better price”

who has been instrumental in
bringing muny of these niche brands to the
U.S. market is Nick Hudson, co-founder of
Excelsive Buosuty, Uye firm it > euded
the Walgreans deal. Excelsior works with ro
tailers and brands to bring masstige products
to North America, and Hudson, formerly of
Boots in Britain, is trying to develop the mid-
dle market. “In drugstores you have a big
range of the multinational beands, while io de-
partment stores you've got a wonderful array
products. Bat you don't have what

of premiu:

TIME STYLE & DESION FALL 2008
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you have in Europe, Asia and clsewhere, &
middle ground that gives the mass consumer
some choice, & better selection

Excelsior has set about increasing that
hilo holping each masstige
from the competing drug-
store chains. * People doat want to feel they have

other poople have in & one-
s-all kind of way' says
“Ifs about finding some
thing a litthe different”
And finding it they'sre. After
all, 36% of Nuxe's sales im the U.S.
are from the Internet, meaning
that even before Nuxo permestes
the American market, the
American market is finding
Nuxe—without advertising in na
tional media. With greater aware-
ness of niche beunds through the
Internet and elsewhero, the con.
samer i3 the driving farco, open
ing up the market like never
before. “This is the most exciting time for cos-
metics” says Freedman, who is also working
with Naturetis, a new onganic skin-care beand
from Vichy, France. “Right now there's so much
possibility, and it's %o refroshing after so much
ssmeness. With all these new brands, it's I:lu—
being a kid in & candy store.
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Facts & Figures

- Company Created in 1998
- Distribution in 43 markets 2011
- Retail turn-over of USD ~75.000.000

; 7\ @] rocLaozASA
&T /l Dt KU[ 4 " nueiec ala 4 T\ ’\ » TOPMODELL

LANYAIROL f‘ ]

OTOLVASOT i ' 

m??muu Y S
Vedd sikerrel gt
ﬁ)&{%ﬁ“ ! az akadalyokat! \§




skincode

switzerland




