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Since we officially left winter behind, we can begin to talk about spring
and therefore about the firsts. Like we did before, let’s shuffle through the
pages of the dictionary once again and use a reference; we are choosing
the word 'first' as the one we want to explain. This word, meaning 'a thing
which comes before all others', describes exactly the novelty within our
company; our participation to the Beauty & Clean Fair in Iran between
April 24 and 27.

We are participating to more than one fair in 2016 as the Turkish
Cosmetics Promotion Group. We will participate to the Cosmoprof Fair
held in Bologna, Italy from 18-21 March, which is also organized in Las
Vegas and Hong Kong, then to Beautyeurasia Fair from 21-23 April,
which brings more than 550 companies together under one roof every
year. As Turkish Cosmetics Promotion Group, we hope to introduce our

latest novelties at these fairs and we aim to be the leader in many firsts.

Let's talk about the first subject you will discover when you flip through the
pages of our magazine; you will meet Isparta, a city known as Turkey's rose
garden and the leader in the rose oil production around the world. Later,
you will be introduced to anti-aging products that we can charactarize as
the magical formula for women of all ages. To see what other subjects we

focused on this month, simply start flipping through the pages.

Resmi olarak kig mevsimini geride biraktigimiza gére, artik ilkbahardan
ve dolayli yoldan da olsa ilklerden bahsedebiliriz. Daha 6nce yaptigimiz
gibi, bir kez daha sézligiin sayfalarini karistirip sozlikten referans
verelim. Bu sefer agiklamak istedigimiz kelime olarak ise 'ilk'i segelim.
Herhangi bir seyin en 6nde olani, 6nce geleni, en bagta olani anlamina
gelen bu kelimenin tam da i¢ini dolduracak bir yenilik ile karsinizdayiz;
24 -27 Nisan tarihleri arasinda ilk defa Irandaki Beauty & Clean

Fuarr’ndayiz.

2016'da Kozmetik Tanitim Grubu olarak katilacagimiz fuarlar sadece
bir tane ile sinirls degil. 18 - 21 Mart tarihlerinde Las Vegas ve Hong
Kong'da da diizenlenen Cosmoprof Fuari i¢in Bologna Italyada, 21 - 23
Nisan tarihleri arasinda ise her yil 550’yi agkin firmayi bir araya getiren

Beautyeurasia Fuarr’'nda olacagiz.

Dergimizin sayfalarini  ¢evirmeye bagladiginizda karsilasacaginiz
ilk konudan bahsedelim. Tirkiye’'nin gil bahgesi olarak tanimlanan
ve dinya c¢apindaki gil yagi tretiminin basimi ¢eken bir sehre,
yani Isparta’ya rastlayacaksinmiz. Sonrasinda ise her yagtaki kadinin
sihirli formild olarak da nitelendirebilecegimiz anti-aging trtinlerini
goreceksiniz. Sizin i¢in mercek altina aldigimiz diger konular: gérmek

i¢in ise derginin sayfalarini ¢evirmeye baglayiniz.

................................................................................ . <<.>>
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- DUYGU GUZELCI
THE 59 ELEMENTS MIRACLE

TAKING ITS INSPIRATION FROM THE 59 ELEMENTS THAT BOTH EXIST IN THE
HUMAN BODY AS WELL AS THE EARTH, B'IOTA COMBINES PLANT EXTRACTS AND
THE LATEST TECHNOLOGICAL RESOURCES. BIOXCIN BRAND MANAGER DUYGU
GUZELCI, TELLS US ABOUT THE BRAND'S TODAY AND TOMORROW.
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- ULTRA KANATLI

Can you go back in time and tell us
B’iota’s story?

B'iota only has a 10 year long history. Our
journey, which started in 2002 with just a
dream we had, continues today with many
success stories we were able to achieve locally
and globally. When we started this journey, we
took our strength from nature and tried to un-
derstand the magic of the 59 elements. With
science, B’iota believed in the power that
would rise from the collaboration between
people and nature. We trusted Turkish science
men and dermatologists as well as the rich
flora of Anatolia. Our team is comprised of
people who love their job who respect people
and nature. Through their hard work, we of-
fered health and beauty derived from plants to
people. The products we developed over the
years through our R&D department are dis-
tributed to all the pharmacies, drug stores and
supermarkets. Bioxcin, Bioder, Bioblas, Bi-
omen, Restorex and Nutraxin are to name a
few. Health and beauty are words that we al-
ways wanted to use in the same sentence.
"'59 Elements” has an important place
in your brand’s identity. Shall we focus
on this miracle?

John Emsley’s book Nature’s Building Blocks

§ TE3RE

(Oxford University Press, 2003) lists and
proves the 59 elements found in the human
body. These same elements are also found in
earth. We can say that, this important scien-
tific fact was our starting point.

Which raw materials and plant extracts
are often found in your brands?

B’iota Laboratories has more than 250 plants
in its stocks and collections. From these, at
least 30 of them are used in plant extracts,
baby, skin care and hair products. We also use
plant-based oils instead of synthetic petrol de-
rived oils in our products.

You take nature’s power, develop it in
the laboratory and offer the results to
your clients. What do you pay atten-
tion to when designing a product?

We try to avoid synthetic materials as much as
possible and produce preservative-free prod-
ucts. We add scent to our products with aller-
gen-free essences and make sure that none of
them have paraben or ftalat.

How are your brands perceived over-
seas? Where are you most successful?

Our B’iota products are perceived highly in all
of the markets, we receive positive feedback
from customers; they are satisfied with the
products and their high quality. We’re most

|
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successful in North America, Europe, Middle
East and Turkish Republics.

There are a lot of statements about
hair care. Which ones do you find right
and which ones do you find wrong?
Hair care is different for women and for men.
Shorthaired men can use a shampoo that
washes off easily and one that doesn’t leave a
greasy feeling. Women with long hair should
use a powerful conditioner to benefit from the
added moisture, shine, volume and to brush
their hair easily. Choosing the right condi-
tioner is another important issue. A person
with oily hair cannot use a conditioner de-
signed for dry hair because their hair will get
heavy and greasy much faster. Of course the
amount you use is as important as what prod-
uct you use. Another important thing is not to
wash your hair everyday. The production of
sebum is balanced in 48 hours, in order to pre-
vent damage in hair, you need to wash it every
3-4 days with a lightly acidic (around pH 5)
shampoo. We also recommend applying a nat-
ural mask with pure olive oil or avocado oil
once a week.

The loss of hair due to hormonal chang-
es, stress and aging is a problem for
many people. What really differentiates

4&I» Bizim icin gegmise ddnebilir misiniz,
B'iota'nin nasil bir kurulus hikayesi var?

Bliota, aslinda sadece 10 yillk bir oyki. Yilar
once kurdugumuz bir hayalle 2002'de baslayan
yolculugumuz, bugtin hem titke hem de diinya gapinda
basarilara imza atarak devam ediyor. Bu yola gikarken
glicimizii dogadan aldik, 59 element mucizesini
anlamaya calistik. B'iota bilimi yanina ald, insan ve
tabiatin ishirliginden do§acak giice inandi. Anadolu'nun
zengin bitki 6rtistintin yanisira Turk bilim adamlari ve
dermatologlarina giivendik. Meslegini seven, insana ve
dogaya saygr duyan ekibimizin gayretli calismalanyla

bitkilerden gelen saglk ve giizelligi insanlarin hizmetine
sunduk. Yillardir strdurdiigumiiz AR-GE yatinmlarimiz
sonucu gelistirilen drinlerimiz, markalara gore bugin
Turkiye'nin biitin eczanelerinde veya parfimerilerinde,
marketlerinde yer aliyor. Bioxcin, Bioder, Bioblas,
Biomen, Restorex ve Nutraxin bunlardan bazilan. Saglik
ve giizellik her zaman ayni ciimle icinde kullanmak
istedigimiz kelimeler oldu.

"59 Elements” markalarimzin kimliginde
dnemli bir yer tutuyor, bu mucizeye biraz daha
yoijunlasalim mi?

John Emsley tarafindan yazlan Nature's Building

Blocks (Oxford University Press,2003) kitabinda,
insan vicudunda bulunan elementler listelenmis
ve 59 elementin insan vicunda varli belirlenmis.
Insan viicudu, ayni zamanda toprakta da yer alan
99 elementten olusuyor. Bu bilimsel gercek, cikis
noktamiz oldu diyebiliriz.

Markalarinizda ozellikle hangi hammaddeler
ve bitkisel icerikler Gne cikiyor?

B'iota Laboratuvarlar 250'den fazla bitkiyi stoklarinda
ve koleksiyonunda bulunduruyor. Bunlardan en az 30
adet bitkisel ekstre, bebek drtinleri, cilt bakim Grdinleri
ve sag drinlerinin icinde yer aliyor. Uriinlerimizde

sentetik petrol tirevleri yerine dzellikle bitkisel dogal
yaglar kullaniyoruz.

Dogamin  giiciinii laboratuar ortaminda
gelistirerek miisterilerinize sunuyorsunuz.
Bir iiriin tasarlarken dzellikle dikkat ettiginiz
noktalar ne oluyor?

Mimkin oldugu kadar sentetik hammaddelerden
kacniyoruz, koruyucusuz Uriinler dretiyoruz. Alerjen
icermeyen esanslarla Urtinlerimizi- kokulandinyoruz.
Hicbir Urlinimiizin paraben ve ftalat icermemesine
dikkat ediyoruz.

Markalarimz yurt diginda nasil kargilaniyor. En

&l
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Bioxcin from other products that pre-
vent this?

Hair loss can be caused by many reasons, and
some of these are unsuspected. We usually lose
our hair due to chronic or acute reasons. What
separates Bioxcin from other brands that pre-
vent hair loss is this: After 6 months of clinical
research, we proved that our brand is effective
on two types of the most common hair loss
cases (androgenetic alopecia, telogen efflivi-
um). If the serum and shampoo are used to-
gether, hair loss is stopped and the hair that
was in the resting phase starts growing again.
We cannot talk about a clinical element in
other brands.

As a company, what are B'iota's values
and principles?

There are a few words and concepts, which are
important to us. We own up to them and make

iddiali oldugunuz coijrafyalar hangileri?

™ BIGXCIN

CUANTUM

an effort to maintain their presence. Innova-
tive, trustworthy, global, expert, leader, solu-
tion focused are some of these words. We are a
company that works with medical and plant
based systems. Our principals include words
like honesty, expertise, experience, strong per-
sonality, a fighter character and talent.

What is a typical day at the office like?
Our Marketing and Sales Department and
R&D Department are under one roof; there-
fore we can optimize and apply all of our ac-
tions at once. Through a high level coordina-
tion, brands, environmental departments and
all the staft can work side by side in this eco-
system, have meetings all day and work closely.
Our modern offices have leisure and sports
complexes where you can find the world’s
most unique and rare plants. These areas are
important for the motivation of the staff as

"IN THE NEAR

well as offering them a place to relax.

What kind of innovations can we see in
the beauty and care industry in the
near future? What is the next step?
One of the biggest novelties will be using the
chemistry of protein and peptide products in
cosmetics. These active materials made of en-
dogenous (which exist in the human body)
peptides create a huge difference in skin care
and dermocostemics. They reduce wrinkles,
remove spots and prevent skin damage. There-
fore, in the near future we are going to see
more cosmetics with synthetic peptides and
enzymes. I believe the testing of the cosmetics
in a cellular level and knowing their effects on
genes will support their claims.

Can you tell us about your R&D pro-
jects?

B’iota R&D Department is one of the 245
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R&D Departments of Turkey approved by the
Ministry of Science, Industry and Technology.
Our R&D Department has six different labo-
ratories which work on developing formulas as
well as scientific research projects. Cell Cul-
ture Laboratory, Plant Research Laboratory,
Instrumental Analysis Laboratory, Formula-
tion Laboratory, Scent Laboratory and Per-
formance Test Laboratory do their work in
coordination and are always in communica-
tion with one another. Our research articles
are published in science magazines. We also
have a large plant collection in our plant re-
search center where we continue our research
on plant extracts.

Is it possible to combine knowledge
and emotion in a cosmetics company?
There are many cosmetic and dermocosmetic
brands and they all promise to offer the same

S CURCUMIN G
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st Sikilastirici Maske i he -
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thing: Beauty. Pharmacy brands also include
health to this but fundamentally; they all
mean the same thing. When it comes to wom-
en beauty is a non negotiable concept, it is
something women off all ages want and refuse
to give up on, therefore it will not accept an
approach without emotion. But you have to
have a lot of knowledge and experience in or-
der to differentiate from all the other brands.
As a company who proved its knowledge on
plant science, we continue to develop our
brands that we are passionate about.

What is the key to success according to
B'iota?

Always trying to do the best with brave and
knowledgeable people; staying strong, contin-
uing our hard work despite all tiredness and
not being afraid of getting tired again in order
to accomplish better things. We continue with

"'BEAUTY EXPERT,

i

| Aoensa
Nocir
sl Ohge

all of our projects to serve our country and hu-
mankind, while keeping in mind our responsi-
bilities towards the greater society and the
greater good.

Is B'iota an earth friendly company?
What are your efforts on this critical
matter?

B’iota Laboratories work with ISO 14001 En-
vironmental Management Systems. Per the
management system and as our policy pledges,
we keep a close eye on all of the environmental
laws and regulations and do everything that’s
needed. The dangerous wastes are discarded
properly and sent to recycling facilities. We
work with PAGCEYV to help them reach their
yearly recycling goals as well as the discarding
of packaging wastes. We continue to work on
ways to reduce energy, water and waste con-
sumption.”

Biota markalanni tagiyan drdinler, gittigimiz tim
pazarlarda tiiketicilerin begenisi, yiksek kalite algisi ve
{irin memnuniyeti ile karilaniyor. En iddiali oldugumuz
cografyalar arasinda Kuzey Amerika, Avrupa, Ortadogu
ve Tairki Cumhuriyetler'i sayabilirim.

Sac bakimiyla ilgili sdylemler icinde yanlig ve
dogjru bulduklarimz hangileri?

Sac bakimi kadin ve erkek icin farkli seyler ifade
eder. Kisa sacli erkekler kolay durulanan, yagli etki
birakmayan bir sampuanla yetinebilir, uzun saca sahip
kadinlar ise mutlaka etkili bir sa¢ kremi kullanmali

clnki saca yapilan nem takviyesi, tarama kolaylig,
parlaklik ve hacim saglar. Sac kremi secimi ise bir
bagka dnemli konu. Yagl saclara sahip bir kisi, kuru
sag icin tasarlanan bir sag kremini kullanamaz, saclan
agirlasir ve daha cabuk yaglanir. Urin seimi kadar
kullanilan miktara da dikkat gekmek gerek. Bir de
saclarin her gin ykanmamasi gok onemli. Sebum
olusumu 48 saatte dengeleniyor, sag derisindeki
tahrisi onlemek adina atilacak en dogru adim, saclan
hafif asidik (pH 5 civan) bir sampuanla G dort giinde
bir ylkamak olabilir. Saclara sizma zeytinyagi ya da
avokado gibi dogal yaglarla haftada bir kez maske ve

masaj yapilmasini da tavsiye ediyoruz.

Hormonal degisiklikler, stres ve yas gibi
etkenler yiiziinden sa¢ dokiilmesi bircok kiginin
hayatinda yer eden bir sorun. Bioxcin'i bu
konuda giilii ve etkili kilan nedir?

Sac dokiilmesinin cok farkli nedenleri olabiliyor ve
bazen bu nedenler tahmin edilenin disina cikiyor.
Genelde kronik ya da akut nedenlerle sag kaybediyoruz.
Bioxcin'i sag dokiilmeyi onleyici markalar arasinda
farkli kilan nokta su: Markamizin triinlerinin insanlarda
yapilmis, 6 aylik Klinik bir calisma sonucunda en sik
rastlanan iki sag doklmesi tipine karsi (androgenetic

alopecia, telogen efflivium) etkili oldugu klinik olarak
kanitlandi. Bu sonuclara gore serum ve sampuan
birlikte  kullanldginda  sac  dokiilmesi  duruyor,
dinlenme fazindaki saglar uzama fazina gegiyor. Diger
markalarda bu tiir bir klinik destekten bahsedemiyoruz.
B'iota'mn bir sirket olarak degerleri ve
prensipleri arasinda neleri sayarsiniz?

Bizim igin cok onemli bazi kelimeler ve kavramlar
var. Onlara her sekilde sahip ckmaya, varliklanni
srdirmeye  caligiyoruz.  Yenilik¢i ve  arastirmac,
givenilir, global, uzman, lider, czim odakl, medikal ve
bitkisel yontemlere bagvuran bir sirketiz. Prensiplerimiz

I
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arasinda ise diristlik, uzmanlik, tecribe, saglam
karakter, savascl kisilik ve yetenek gibi kelimeler
aklima itk olarak geliyor.

Ofiste bir giiniiniiz nasil gegiyor?

Pazarlama ve Satis bolumleriyle Uretim ve AR-GE
departmanlarinin ayni tesis icinde bulunmasindan
ot alinan tim aksiyonlarin optimize edilmesi ve
uygulanmasi miimkin olabiliyor. Dolayisiyla st diizey
bir koordinasyonla markalar, cevresel departmanlar
ve tim calisanlar ayni ekosistem icinde siki- bir
dirsek temasiyla, yogun toplantilar ve goriismeler
yaparak, kararin uygulamasini yerinde ve tam zamanli

takip ederek calisabiliyor. Mola zamanlarinda ofisin
sosyal ve spor tesisleriyle diinyanin en ender ve dzel
bitkilerini icinde bulunduran modern ofisi, calisanlarin
motivasyonu ve degarjt igin inemli rol oynuyor.

Sizce giizellik ve bakim diinyasim Gniimiizdeki
donemlerde nasil yenilikler bekliyor? Bir adim
ileride nelerle karsilagacagjiz?

Protein ve peptid kimyasinin Grdinlerini kozmetiklerde
kullanmak en dnemli yenilikler olarak bizi bekliyor.
Gogu endojen (insan viicudunda var olan) peptidlerden
olusan bu aktif maddeler ozellile cilt bakim
Uriinlerinde ve  dermokozmetiklerde  blyik ~fark

yaratiyor. Kingikliklar azaliyor, deri hasari nleniyor,
lekeler ortadan kalkiyor. Gelecek donemde daha
fazla sentetik peptid ve enzim igeren kozmetiklerle
karsilasacagiz. Kozmetiklerin hiicre diizeyinde test
edilmesi ve gen dizeyindeki etkilerinin bilinmesi de
Urtinlerin iddialarina destek verecektir.

Ar-Ge calismalarimz hakkinda bizi biraz
bilgilendirir misiniz?

Biota Ar-Ge Merkezi, Bilim Sanayi ve Teknoloji
Bakanli tarafindan onaylanmig Tarkiyenin 254 Ar-
Ge merkezinden biri. Ar-Ge Merkezi hirbirinden farkl
altr laboratuvardan olusuyor. Bu laboratuvarlarda hem

formiil gelistirme hem de bilimsel calismalar yapiliyor.
Hucre Kiltdrd Laboratuvari, Bitki Aragtirma Merkezi,
Enstrimental  Analiz  Laboratuvar,  Formilasyon
Laboratuvar, Koku Laboratuvarl, Performans Test
Laboratuvari, birbirleriyle iletisim halinde koordineli
olarak calismalarini yirttuyor. Yayinlarimiz bilimsel
dergilerde yer aliyor.

B'iota ailesine gdre basarinin sirri nedir?

Bizce basannin sirmi; cesur, adanmig ve bilge
savasgllarla, her zaman en iyisini yapmaya gayret
etmek. Yorgun distikten sonra bile dinlenmeden
ayakta kalmaya devam etmek.”




(athaeing Arly

Silly Touch

LONGWEAR WATERPROOF
BROW MASCARA

For Eyebrow

Shapes up your Eyebrows without disturbing the natural appearance. Lasts all day
thanks to its waterproof structure. Provides stylish and magnificent look on your Eyebrows
without any cluster and drying up

EYEBROW DUO

Depending on the natural shining of your eyebrows and long-lasting effect.

THE SILKY TOUCH
OF BEAUTY

export@alfar.com.tr

élite

PALETTE EYESHADOW
5 COLORS

Long lasting good looks with Trendy and bright colours throughout the day.
Very comfortable application with its creamy texture.

THE GLAMOROUS élite CHOICES FOR YOUR BEAUTY

export@alfar.com.tr

www.catherinearley.com

o

ozmetik

facebook.com/CatherineArleyTR instagram.com/catherinearleykozmetik
twitter.com/Catherine_Arley @ pinterest.com/catherinearley

Produced BY ALFAR KOZMETIK
www.alfar.com.tr

wWww.elitecosmetic.com

X facebook.com/elitecosmeticsTR instagram.com/elitekozmetik
= twitter.com/Elite_Cosmetics @ pinterest.com/elitecosmetics

A

Kozmerik

Produced BY ALFAR KOZMETIK
www.alfar.com.tr



" BEAUTY AND THE ROSE |

THE BENEFIT OF ROSE BASED BEAUTY PRODUCTS IS NO SECRET,
THIS FLOWER MAKES US AND OUR SKIN FEEL LIVELY, FRESH AND
BALANCED.

words betil aydogmus

Julia Kuleshova / iStock Turkey

ISPARTA IS

Rose, which has a healing affect on the
heart and soul, is not only a meaningful
flower but also a personal grooming prod-
uct discovered hundreds of years ago. With
homelands of Isparta, Morocco and China, its
water and oil are used as raw materials in per-
fumes and skin care products. When we speak of
rose in Turkey, we immediately think of Isparta
with its 130 years of history in rose agriculture.
Isparta is considered as Turkey’s garden, as it is
the leading city producing 65% of the world’s
rose oil. Many Turkish and international com-
panies have their rose processing factories here
as well. Rose harvesting starts around the mid-
dle of May every year and continues until the
end of June. The roses are picked one at a time
by hand, usually before dawn, and are processed
within the same day. The rose petals harvested

from the rose gardens are packed into sacks and

taken to rose oil factories. There, they get pro-
cessed to be used in cosmetic, food, cleaning and
tourism sectors. The content of rose is used in
different kinds of products: Rose jam, rose petal
flavored Turkish delight, cologne, oil, water, per-
fume, cream, shampoo, makeup products and
candles are just a few to mention. According to
Isparta Cultural and Tourism Directorate, there
are 1350 types of rose around the world; 24 of
them are registered in Turkey’s flora. The kind of
rose used to produce rose oil is originally called
“rosa damascena mill”, which has many varieties
in itself. The “trigintipetale” variety is especially
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grown in Bulgaria, Turkey, Morocco,
Egypt, Iran, Syria, India and the Cau-
casus. Rose has also been used in alter-
native medicine throughout history.
Rose water, rose paste and rose oil are
used to heal illnesses like headaches,

CoffeeAndMilk / iStock Turkey

fever, fainting and stomachache. A fa-
vorite amongst women, rose is also the
raw material for many Turkish cos-
metic brands like Otaci, Talya Cos-
metics, Gulgah, Atelier Rebul, Queen-
light, Altin Yaprak, Dalan and Gilsha.
These brands offer many types of
products like rose water, soap, hand
cream and facial cream. Rose water is
also fantastic to fix acne problems,
tightening your pores and deep cleans-
ing your face! Even though rose water
is popular in Turkey, it is still difficult
to find pure versions, manufacturers
generally add synthetic rose scent into
filtered water. Therefore, read the in-
gredients on the bottle, if it mentions
rose essence, rose aroma or perfume,
know that it is not real rose water. Real
rose water is a natural tonic, it mois-
turizes your skin, cleans it and pro-
duces the correct moisture level. Its
tightening effect prevents the clogging
of pores, it adds a fresh and luminous
look to your skin. Besides its nice
scent, rose keeps the skin fresh and lively. After
washing your face with rose water, dampen a
small towel with warm water and use it to gently
clean your face. If you have time, place the towel
on your face and let it rest there for a while. You
will immediately feel your pores breathing, your
face cleansing and resting. Soaps with rose ex-
tract protect your skin from outside damages
and removes any dead skin while offering an
economical peeling session. Rose has been the
subject of many fairy tales throughout history.
Include this delicate flower into your skin care
routine and while taking in its natural essence,
let it do its job and beautify you.?

& Kalbi ve ruhu iyilestirici etkiye sahip gil, sadece
anlaml bir cicek degjil ayni zamanda yuizyillar 6nee kes-
fedilen ve giizellesmek igin kullanilan bir kisisel bakim
{rinii. Ana vatani Isparta, Fas ve Gin olan gulin, suyu ile
yag, parfum ve cilt bakim Grinlerinin hammaddesi ola-
rak kullanibyor. Tarkiye'de gl der demez aklimiza gelen
ilk cografya Ispartada, gl ziraatinin yaklagik 130 yilik bir
gegmisi var. Buradan elde edilen gil yagi ve suyu, diin-
yapiyasasina ylksek degerden satiliyor. Birgok uluslara-
rasi markanin kendisine ait giil bahgelerinin de yer aldi
Ispartanin en bilyiik rakibi ise Fas.

Turkiyenin bahgesi olarak kabul goren Ispartada gl ye-
tistiriciligi ok eskilere dayaniyor, bol yaprakli hikayemiz

1840-1915 yillan arasinda yagamig olan Gilcil Isma-
il Efendiyle basliyor. Tarkiyede giil endiistrisinin en gok
gelistigji sehir olan Isparta, dinya giilyagj retiminin yak-
lasik ytizde 65ini karsilyor. Ispartada birgok yerli ve ya-
bancr il isleme fabrikast yer aliyor. Sehrin Giilbirlke ve
tzel kuruluslara ait, beg adedi blyik olmak tizere toplam
15 adet gill yag fabrikas! var. Gil hasadi her sene Ma-
yis ayinin ortalarinda bagliyor ve genellikle Haziran ayinin
sonuna kadar strliyor. Giller sabahin ilk iiklartyla hatta
qln dogmadan dnce tek tek elle toplaniyor ve ayni giin
icinde isleniyor. Giil bahgelerinden toplanan gul yaprakla-
i cuvallara doldurulup, gilyag fabrikalarina gotirdiiyor.
Fabrikalarda islenerek kozmetik, gida, temizlik ve turizm

sektorlerinde kullanilyor. Gilyagj ve her tiirli gal drdind
ic pazarda tiketilmenin yani sira dinyanin gesitli yerle-
ring ihrag ediliyor. Gil, icerik olarak birgok farkli triinde
kullanitiyor: Gl receli, yaprakli lokumu, kolonyas, yag,
suyu, parfumd, kremi, sampuani, makyaj Uriinler, mumu
bunlardan bazilar.

Isparta Il Kiiltir ve Turizm Midirlgi niin verdidi bilgiye
gore dinyada yaklagik 1350 gl tirdi tanimlaniyor, bun-
larn 260 Tiirkiye florasinda kayitl. Gillyag elde etmek
amaclyla kullanilan tir ise orijinal adh “rosa damascena
mill" olan yag giilii. Bu tiiriin birgok cesidi var. Ozellikle
“trigintipetale” cesidi basta Bulgaristan ile Tiirkiye olmak
iizere Fas, Mistr, Iran, Suriye, Hindistan ve Kafkaslarda

qllyags elde etmek amaciyla yetistiriliyor. Gul tarh bo-
yunca altematif tipta da kullaniiyor; giil suyu, gul ma-
cunu ve gl yag olarak islenen galiin, bu tic ayn sekliyle
bas agris, ates, baylma, mide agris|, goz kanlanmasi gibi
rahatsizliklara iyi geldigi biliniyor.

Kadinlarin her alanda gonliinii kazanan gl Otaci, Talya
Cosmetics, Giilgah, Atelier Rebul, Queenlight, Altin Yap-
rak, Dalan, Gilsha gibi Turk kozmetik markalarinin da ana
hammaddesi ve gz bebegi. Bu markalarin giil suyu, sa-
bun, el kremi ve yiiz kremi gibi birgok Uriiniinii bulmak
mimkin. Tarih boyunca farkli efsanelere konu olan, bu
nazenin gicegi cilt bakim rutininize mutlaka ekleyin, sizi
glizellestimesinin keyfini ckarin. ™
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FOR

EVERY AGE

WHETHER YOU ARE 20 OR 40, YOU CAN HAVE HEALTHY, VIBRANT AND
YOUTHFUL SKIN AT ANY AGE. THE KEY: DIAGNOSING EARLY ON.
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Unfortunately, it’s impossible to wipe away the
consequences of time on our skin. Even though
there is no miracle of this sort, with the advanc-
ing technology, the cosmetics and beauty world
is fighting to minimize the aging effects as much
as they can. So the first step is anti-aging: We
can increase the quality of our skin, if we step in
and begin treatment with the first wrinkles.
When the collagen and elastic fibers under the
skin lose their effectiveness, our skin slowly loses
its quality, especially when exposed to ultravio-
lent rays. As a result, first thin lines and wrinkles
appear, then in the next stage we lose elasticity
and our skin begins to sag. Starting the fight
against aging skin in your 20s when it’s fresh and
youthful will take you to the next level. Chose
the correct treatment for your age and you're
ready to go!

20s

AT WAR WITH ACNE

Acne and pimple problems that start usually
during our teens continue on into our 20s. The
main issue here is cleansing, since the skin’s se-
bum levels are at its highest during this time.

Dirt, oil and make-up residue clog pores, result-
ing in pimples especially in combination to oily
skin. To avoid this situation, concentrating on
cleansing is extremely important. Make sure to
wash and apply tonic with products for your skin
type in the morning and at night. A big mistake
here is thinking you don’t need a moisturizer
since your skin is oily, but this is one of the most
vital aspects: Having oily skin doesn’t mean it
doesn’t need moisturizing. Moisturizers create
the basis for healthy and youthful skin. Apply a
water-based moisturizer to your skin after wash-
ing morning and night. If you provide your skin
with the moisture it needs during these years,
then you would have already invested into the fu-
ture. Choose products that contain salicylic acid
to control pimples because it miraculously helps
remove excess oil, peel the skin and unclog pores.
In addition to that, it relieves the redness and in-
flammation created by acne. Since salicylic acid is
a powerful active ingredient, it may cause skin to
become dry and sensitive, so if you have any scars
or infected pimples make sure to apply carefully.
If you have infected pimples that haven’t been re-
sponding to your skin care, make sure to go to a

dermatologist to find out the source of the prob-
lem. Problems in hormone levels may lead to
more pimples. A detailed research will give you
the best results. Another important factor in your
20s is to keep skin young and vibrant by taking
precautions against the sun. In order to get in
front of blemishes and early aging skin, get into
the habit of applying a moisturizer of at least 30
SPF before going outside. Also, start using anti-
aging skin products from 25 onwards for those
thin lines that slowly begin to appear.

MOST IMPORTANT RULE IS TO CLEAN
The most essential part here is to keep skin
clean and moisturized at a time when skin oil
levels are high. The biggest misconception is to
not apply moisturizers because ‘skin is oily.” Our
skin's oiliness and moisture levels are different
from each other and even oily skin needs mois-
ture. Therefore, avoid using rich and oily mois-
turizers and focus on adding a water-based
moisturizer for your skin type in your daily rou-
tine. Don't forget that the more you moisturize
in your 20s, the more you invest towards a bet-
ter skin later on.
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20'ler

AKNE SAVASI

Bu yaslarda cildinize ihtiyaci olan nemi verirseniz ileriki
yaslara da yatirm yapmis olursunuz. Sivilcelerinizin ya-
tismasini sadlamak icinse iceriginde salisilik asit bulu-
nan cilt bakim dircinlerini tercih edin. Eger uzun stiredir
gecmeyen ve icleri iltihapli sivilceleriniz varsa mutlaka
bir dermatologa gidip sorunun kaynagini ogrenin. Giinkii
baz homonal bozukluklar da sivilce olusumuna yol aga-
biliyor. Detayli bir inceleme size en iyi sonucu verecektir.

20'erde dikkat edilmesi gereken bir diger Gnemli nok-
ta da cildin tazeligini ve gencligini korumak icin giinese
karst onlem almak. Gines isinlarnin ciltte erken yaslan-
ma ve leke gibi olumsuz yonlerini goz niinde bulundura-
rak disan glkmadan ance en az SPF 30 korumal bir koru-
yucu kullanmay! aliskanlik haline getirin.

30'lar

GENCLIGINIZE YATIRIM YAPIN

Cildinizin bu donemde sadece neme degil, anti-aging
etkili bakim drdnlerine de ihtiyact oldugunu unutmayin.

Bu yiizden kullandginiz giinliik nemlendiricinin kinigikla-
ra karst koruma ozelligi olmasina da dzen gosterin. Zen-
gin icerigje sahip serumlar ve yogun bir formile sahip olan
yeni nesil bakim yaglan bunun icin etkili. Hem cildinizin
nem ihtiyacini karsilayacak hem de hicre yenilenmesine
destek verecek drtinlerle daha genc ve sik bir cilde sa-
hip olabilirsiniz. Yiizde genel olarak en dikkat geken seyse
goz cevresindeki ince kingiklarin ve kazayagj izgilerinin
kendini belli etmesi. Oldukca ince ve nazik bir cilt doku-
suna sahip olan hassas goz cevresi icin normal ginlik

nemlendiricinizin diginda ekstra bir goz kremi kullanmaya
baslayin. Ayrica goz pinarlarinizdan kaglarinizin baslangic
yerine kadar ters C hareketiyle masaj yaparak esnekligini
de arttrabilirsiniz. Temizlik konusundaysa hassasiyetini-
7i koruyun ve sabah aksam bir temizleme jeliyle yiiziini-
711 ylkayin. Genel olarak cildinizi koruma altina almak igin
nar ve (iztim gii gicli antioksan dzellige sahip olan do-
gal igerikli rtnleri tercih edebilirsiniz. Hatta dogal Uzim
cekirdegji ve nar gibi antioksidan meyve yaglarini kapsl
olarak agizdan alarak cildinizin igten beslenmesine des-



30s

BE SMART, INVEST IN YOUR YOUTH
Regrettably, our skin’s oil levels that we had in
our 20s begin to drop in our 30s. Along with
that, moisture levels quickly fall as well. It’s
crucial to remember that unless you act early,
the effects of aging will start to show even
more as thin lines become more and more ob-
vious. So, our skin not only needs to be mois-
turized but we also see that we need to use
more anti-aging skin products. For this reason,
make sure to use daily products that fight
against wrinkles. Serums with rich contents
and formulas with new generation oil treat-
ments are effective here. A more youthful and
firmer skin can be attained with products that
meet the skin’s moisture levels and support cell
regeneration. Generally, the thin wrinkles
around our eyes and between our eyebrows are
what stand out the most. Alongside your daily
moisturizer, begin using an eye cream for the
area around your eye because it’s the gentlest
and thinnest part of our skin. Apply moisturiz-
er by massaging it onto the skin. Increase blood
flood by applying with fingertips in circular
motions. Massaging the corner of our eyes to
where our eyebrows begin in an opposite C
motion can also increase skin elasticity. Make
sure to continue your skin cleaning routine
morning and night with a face wash gel. Don’t
forget that the first step to young and healthy
skin is cleaning. If you have very dry skin, don’t
use a tonic because this will result in even dri-
er skin. Opt on using natural ingredient prod-
ucts with strong antioxidants such as pome-
granate and grape to keep skin under control.
In fact, taking pills of grape seed and pome-
granate oils as supplements will also nurture
your skin from inside. We would also recom-
mend taking advantage of the power of hyalu-
ronic acid for a brighter and younger skin.
Alongside moisturizing our skin, it also creates
miraculous results in the fight against fine
lines. It’s able to moisturize every part of the
skin with its water retention feature. Besides
that, it acts as a preventative against the first
signs of aging skin by diminishing the look of
fine lines and wrinkles. We say try it.

BRIGHTEN UP

It's not all in your head: Skin really does get
duller and skin cells get sluggish around your
thirties. Dead cells sit around longer and rob
skin of luminosity. To get rid of them, use a
glycolic acid peel once or twice a week before
bed, and then moisturize to prevent irritation.
Glycolic acid is one of the most effective exfo-
liators because it penetrates more deeply than
other acids. Keep that in mind.

40s

FIGHT AGAINST THE LOSS OF ELAS-
TICITY

In the 40s, skin has entered its maturing stage
where fine lines and wrinkles are now unfortu-
nately unavoidable. Of course the wrinkles that
appear when we smile are become more visible.
Alongside this, dark sports, blemishes and
elasticity loss have now appeared, but with the
correct skin care products you can enjoy 40 at
its best. In this stage, skin has lost is former
brightness and energy. Get into the habit of
using peeling methods frequently to get rid of
the tired, dreary look. By doing this two or
three times a week, in just a short time your
skin will be brighter and more vibrant. Elec-
tronic face-washing brushes will also help for a
deeper cleansing. Retinol is the most valuable
ingredient in your 40s. The indispensable in-
gredient against aging skin, retinol is the key to
a fresher, younger and firmer skin. It is the pur-
est and most active form of Vitamin A, which
helps skin cell regeneration and reduces the
appearance of wrinkles and thin lines. Cos-
metic products with retinol can also work
against the loss of skin elasticity and help fight
against blemishes. By the way, when the retinol
content is high in products it may cause irrita-
tion in some skin types so before using apply to
another part of your body to see if there is a
bad reaction or not. Don’t forget to use SPF to
get in front of blemishes from age spots.

PUT SOME DISTANCE BETWEEN YOU
AND THE SUN

Yes, we love the sun and tanning but we cannot
ignore the negative impacts it has on our skin.

<>

Despite its effects on the surface on our skin
with freckles, blemishes and wrinkles, it can
also lead to damaging results all the way down
to our DNA. It can even lead to skin cancer.
Therefore, no matter what age you are get into
the habit of protecting yourself from the sun. If
using an extra protection cream is too difficult,
make sure your daily moisturizer is at least 15
SPF. Also, don't just apply it during the sum-
mer, but also in the winter.

50+

REDEFINE YOUR CONTOUR

Prepare for a more intensive skin care now that
skin is dry, losAt its elasticity and wrinkles are
more visible. If creams with effective and pow-
erful anti-aging ingredients are not enough,
medical options are also available. Stick with
cosmetic products that include peptide for age
related sagging and spots. Other than its re-
generative and restorative properties, peptide is
a powerful ingredient that works towards
brighter, younger skin with its antioxidant ef-
fect it helps the skin produce more collagen.
It’s quite effective in reducing the appearance
of wrinkly skin and blemishes that we especial-
ly see in ages 50+. Apart from losing the oval
shape of our faces, at this age our greatest di-
lemma are the wrinkles around the mouth area.
If cosmetic products here seem inadequate,
Botox can help. Botox can be used for wrinkles
on the forehead, lips, and in between eyebrows.
You can also resort to plastic surgery if cosmet-
ic products yield no results and if it’s necessary.

YOUR HANDS MATTER

By the way, another big mistake at our 50s is
that we forget our hands. You can always tell
the age of a woman just by looking at her
hands. If your hands are extremely dry and
aren’t moisturized, they tend to look older.
Make sure you take extra care to moisturize
hands if you don’t want to give away your age.
Apply moisturizer during the day and after
washing your hands. Be careful not to wash
hands with very cold or very warm water.
When all of these options are not enough,
know that you can always try botox.”

tek verehilirsiniz. Daha parlak ve geng bir cilt icin hyald-
ronik asitin giictintinden yararlanin deriz. Cildinizin nem
ihtiyacini kargilarken cizgilerle de miicadele eden hya-
(ironik asit ciltte mucizevi sonuclar yaratiyor. Su tutma
azelligiyle cildin tiim nem ihtiyacini karsiliyor.

40'lar

ESNEKLIK KAYBIYLA MUCADELE EDIN

Cilt bu donemde eski parlakligini ve eneriisini kaybetmis
oluyor. Yiiziiniizdeki matliktan ve yorgun gorinimden
kurtlmak ve daha aydinik bir cilde sahip olmak iginse

peeling kullanmay! aliskanlik haline getirin. Haftada iki ya
da tic kere bunu yaparak kisa bir stire sonra ylizintizin
daha parlak ve canli goriindugnii farkedeceksiniz. 401
yaslarda en degerli icerginiz retinol olmall. Yaglanma kar-
sitt bakimin vazgegilmez icerikleri arasinda yer alan reti-
nol, taze, geng ve siki bir cildin anahtan diyebiliriz. A vi-
tamininin en saf ve aktif hali olan bu degerli icerik, cilt
hiicrelerinin yenilenmesine, kirisk Ve Gizgi gortintm-
niin azalmasina yardimer oluyor. Cildinizdeki sikilk kay-
biyla ve ton esitsizlikleriyle miicadele etmek igin retinol

icerikli kozmetik trinlerden yardim alabilirsiniz. Bu arada
retinol yogun ve kuwetli bir yapiya sahip oldugundan bazi
ciltlerde hassasiyete neden olabilir. Bu ytzden ilk kulla-
nimdan sonra cildinizin herhangi bir reaksiyon verip ver-
meyecegini kontrol edin.

50+

Yz HATTINIZI YENIDEN SEKILLENDIRIN

Derin kingkUklarin belirginlestid, elastikiyetini yitiren ve
kurumaya baslayan cildiniz igin simdi yogun bakima ha-
2kl olun. Etkili ve giicli anti-aging dzelliklere sahip

kremler kullanabileceginiz gibi bunlarin yetersiz kaldi-
g1 durumlarda da medikal yontemlere bagvurabilirsiniz.
Yasa bagli olugan sarkmalar ve yaslilk lekeleri icin koz-
metik Uriinlerde tercihiniz peptit iceren Griinlerden yana
alsun. Yenileyici ve onaricr dzellilerinin disinda antioksi-
dan etkisiyle cildin toparlanmasina ve kolajen Uretimine
destek veren peptit, daha geng ve aydinlk bir cilt sunan
giclii bir icerik Ozellikle 50 yas ve tzeri yaslarda ciltteki
ton esitsizliklerini gidermekte ve derin kinisik gortintimi-
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THE FUTURE IS NOW

IN A FUTURE WHERE THE LINE BETWEEN HUMAN AND TECHNOLOGICAL
DEVICE BLURS, WATER BECOMES A PROTECTED RESOURCE, ENERGY
CONCERNS RING TRUE AND NATURAL INGREDIENTS TAKE CENTRE STAGE,
HOW WILL BEAUTY BRANDS INNOVATE TO STAY COMPETITIVE?

words vivienne rudd / director of global insight and innovation, beauty & personal care / mintel

AUGMENTED HUMAN

Imagine a world where humans and beauty
products are so connected that the entire home
is a working laboratory. Bathroom mirrors auto-
matically assess what consumers need to put on
their skin and hair, on-demand DNA analysis
explains how products work in the short, medi-
um and long term, devices whip up the perfect
combination of ingredients and dispense them
in the ideal format or pump them out via the
shower head, whilst high-res scanners and 3D
printers help users track results over time. This
bathroom laboratory is closer than people might
think, thanks to ongoing work with augmented
and virtual reality, diagnostics, tracking devices
and customised formulations. The line between
human and technological device is blurring as
smart technology puts consumers in greater
control of their individual health and beauty
needs. It may seem implausible, but a bathroom
laboratory is closer to existing than consumers
might think, thanks to ongoing work in aug-
mented and virtual reality, diagnostics, and cus-
tomised formulations. Indeed, the rise in popu-
larity of wearable technology has given
consumers unprecedented insight into the inner
workings of their own body. Mintel research
shows that almost one in five Chinese consum-
ers own a wearable device, while nearly half of
UK suncare users would be interested in an app
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that can be used to track changes in their skin or
moles. In the future, beauty devices will move
underneath the surface of the skin, with im-
plants that provide additional hydration, nutri-
tion and protection from the elements over a
sustained period. Furthermore, advancements in
technology will trickle down from the laborato-
ry to the retail space, helping improve the shop-
ping experience. This is especially true among
consumers who have experienced similar prod-
ucts and services before, as notably almost two
thirds of Chinese consumers who buy luxury
goods are interested in interactive or digital ex-
periences available in-store such as virtual mir-
rors, virtual reality headsets and interactive dis-
plays.As  consumers become increasingly
familiar with using technology to track their
health and well-being, they are looking for
beauty brands to offer products and devices that
boast similar functionality. New product devel-
opment in augmented reality is providing the
next step in virtual mirrors and real-time visu-
alisation of the effects of beauty products on the
skin and hair. What’s more, wearables will in-
creasingly become part of the body, from micro
patches that monitor skin condition to ingesti-
bles that send information to connected devices
from the stomach, tracking the movement and
efficacy of beauty supplements. However, as new
technology enables consumers to track the im-
pact of beauty products, brands will be under
greater pressure to prove efficacy.

WATER: THE NEW LUXURY

Water is set to become a precious commodity
as consumption outstrips supply. In a future
where water becomes a protected resource,
bubble baths and lawn sprinklers will become
unthinkable luxuries and rationing will be sec-
ond nature to people everywhere. Beauty
brands will need to change how they manufac-
ture and formulate products to limit their de-
pendence on water. Using water the way con-
sumers have in the past will simply not be
viable in the years to come. Currently in the
UK, one third of consumers say they would pay
more for fixtures that save on water or energy
bills. As consumers cut back their usage they
expect brands to do the same, and some are al-
ready taking notice. Where water was once an
essential part of some beauty regimes, new en-
vironmental formulations require little or no
extra water in order to function.Our research
shows growing consumer interest in alternative
water sources that do not place any additional
strain on existing resources, and we will see
brands scour the earth to find them in order to
gain a competitive edge. These products can be
positioned as eco-friendly, as well as a source of
exclusivity. Brands will not only source water
from different oceans, lagoons and glaciers, but
they will climb mountains and harvest fogs to
gain the purest possible droplets. The key to
beauty brands’ success lies in younger consum-
ers’ adoption of these innovative measures.
They must appeal to their youthful idealism,
passion and desire to change the world with
products that clearly state how they are ad-
dressing the issue of water shortages. There will
also be a greater need for brands to help con-
sumers control their water usage, and transpar-
ency will come to the forefront like never be-
fore. There will be a greater need for brands to
help consumers control their water usage and
form better habits by creating devices that can
switch off when an allotted amount of water
has been used or can inform consumers when a
certain amount of time has elapsed. Providing
easy-to-access information about water usage
will be something empowered consumers
come to expect.

POWER PLAY

Consumers are facing an energy crisis as the
pace of modern life catches up with them.
Aware of their need to make long-term life-
style changes, beauty brands are delivering
products that put energy claims at the fore-
front. As energy levels are becoming a key con-
cern for consumers around the world, Mintel
research indicates nearly four in five UK adults
hate feeling low on energy. What is more, in
the US, tiredness or fatigue ranks second as a
health concern. The first approach some con-
sumers will adopt is a more holistic approach
to health and wellness issues. Rather than ad-
dressing problems individually, they will pur-
sue a more healthy lifestyle as a whole. In
China, facial skincare users make clear links
between lifestyle, fitness and the condition of
their skin, with approaching three quarters
wanting to improve their skin by improving
the quality of their sleep and over half wanting
to get more sleep. Sleep, exercise and diet also
top the list of Brazilian health issues, whilst
one third of US men say they exercised more in
2015 than they did the previous year. Beauty
brands will need to partner with food, drink
and leisure brands to create healthy living
product ranges with ingredients and claims

that complement one another. Secondly, con-
sumers will increasingly look for products that
complement their wider lifestyle shift. Energy
claims are on the rise across the whole beauty
and personal care market with data from
Mintel's Global New Products Database
showing that facial skincare products featuring
energy claims represented 12% of global
launches from January to October 2015, up
from 10.5% in 2015. Energy efficiency claims
will be key in the coming decade as consumers
battle against fatigue. Brands must tangibly il-
lustrate how their products can impact con-
sumer energy levels for the better, though work
on energy-boosting products is already under-
way, particularly in skincare and haircare prod-
ucts. We should expect to see more haircare
brands improve the condition and longevity of
the hair by stimulating cellular energy. A new
generation of colour cosmetics will also
emerge, enhancing the energy levels of the skin
as well as its outer appearance.

4
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GASTRONOMIA
The saying goes, ‘it’s what’s on the inside that

counts’, and there is no better way of knowing
the ingredients of a product than preparing it
yourself. Beauty products are coming out from

'BEAUTY TRENDS.

the shadows of laboratories and into the spot-
light of consumers’kitchen counters. Attitudi-
nal changes toward natural ingredients have
acted as a catalyst in the rise of ‘kitchen beauty’
— products that can be made at the kitchen ta-
ble, but still reflect the latest beauty styles —
and is driven by a desire for consumers to feel
in control of their beauty products. MiMtel
research highlights that half of UK men be-
lieve facial skincare products with natural in-
gredients are better for the skin. Additionally
in the US over half of consumers purchase
them because they don’t contain unnecessary
ingredients or chemicals and nearly half of
Italian and Spanish consumers buy natural
and organic personal care products because
they believe the products are better for their
health. Traditional beauty and personal care
remedies are moving into the mainstream as
more and more consumers start to ‘cook up’
their own versions. This doesnt mean that
brands can’t engage with these consumers, but
rather that their focus needs to highlight arti-
sanal processes while also doing the legwork
and making it easier for consumers to con-
struct products at home. This will inspire beau-
ty retailers to emulate supermarkets with aisles
of natural ingredients in their raw and freeze-
dried states, to help consumers whisk up beau-
ty products in their own kitchens and play
with textures and fragrances to give them an
energy burst in the morning or calming treat-
ment in the evening. Looking at the decade
ahead, we’ll see brands borrow inspiration
from the meal kits developed by food compa-
nies, propelling the subscription beauty box
model to the next level. Consumers would
receive complete kits of ingredients or phases
or products, which can be combined to create
a finished product. With the ever growing in-
terest in pursuing more natural lifestyles, con-
sumers will find themselves getting involved
in the creation process to ensure their beauty
and personal care products are more transpar-
ent.”

Gniimiizdeki on yil icinde giizellik sektdriine ge-
lecek dort yeni trend sayesinde miisteriler ve
markalar arasindaki dinamik iligki, endiistrinin
gelismesine yardim etmekle birlikte, koklii de-
disiklikler de getirecek. Gelecek yillarda giizellik
sektdriindeki yenilikleri ydnlendirecek kigisel tek-
noloji ve dogal malzemelerde siddetli bir kontrast
olusacak. Simdiden dretici firmalar yeni jeneras-
yon giizellik diriinleri iizerinde calismaya basladi.
Bu diriinlerin amac, tiiketicilerin ihtiyaclarini daha
etkin bir sekilde karsilamak. Yakin gelecekte kar-
silasacagimiz dart giizellik akimi, heyecan verici
giinlerin bizi bekledidine isaret ediyor.

Akilli Giizellik

Akilli aletlerin gelismesiyle birlikte, tiiketicilerin
kendi saglik ve giizellik ihtiyaclarimi daha iyi kont-
rol edebilmesi, insanlar ve teknolojik aletler ara-
sindaki cizgiyi bulandiryor.

Gelecek yillarda giizellik riinleri cilt yiizeyinin alt
katmanlarina kadar inerek, daha uzun siire nem-
lendirici, besleyici ve koruyucu dzelliklere sahip
olacak. Artinlmis teknolojiyle retilen yeni iriinler,
zamanla birlikte giinlilk yagamin daha da fazla par-
cast haline gelecek. Bu iiriinler arasinda, cildin ha-
lini belirten ufak boyda yamalar ve yutuldugunda
mideden ona bagli cihazlara sagligimz ve hareket-

leriniz hakkinda bilgi gonderen haplar bulunuyor.
Yeni Liiksiiniiz Su

Su, ilerde tiiketim kaynaklan azaldikca degerli bir ih-
tiyaca doniigecek. Giizellik markalan driinlerini imal
ve formiile etme ydntemlerini suyun kullanilabilirlik
durumuna gdre limitleyecekler. Cogu giizellik rutini-
nin biiyiik bir parcasi olan su, gelecek yillarda ika-
cak iiriinlerin kullamminda az miktarda ya da hic ge-
rekli olmayacak.

Gii¢ Oyunu

Tiiketiciler modem hayatin hiz kendilerine yetisir-
ken ciddi derecede bir enerji yetmezligiyle karsi kar-
siya olacaklar. Uriinlerinde uzun siireli degisiklik yap-

malan gerekiginin farkinda olan giizellik markalan,
enerji veren diriinlerini e clkarmaya bagladilar.
Tiiketiciler artik hayat tarzlanna daha cok fayda sag-
layacak giizellik iiriinlerine yonelmekte. Enerjiyi yiik-
selten iiriinler simdiden cilt bakimi ve sag iiriinlerin-
de gériilmeye baslad.

Gastronomi

Bir diriiniin igerigini en iyi kendiniz hazirladiginizda go-
rebilirsiniz. Giizellik iriinleri, laboratuvarlarin gol-
gesinden cikip, tiiketicilerinin mutfak tezgahlarina
geliyor. Bu trend, giizellik perakendecilerinin siiper-
marketlerde oldugu gibi raflanm daha dogal malze-
melerden olugan iiriinlerle doldurmalarina yol agacak™

Bl
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4 Creamy

Peach

production an original idea by CO
photographer mustafa nurdogdu
realization aysecan ipek
photography assistant orkun eray
assistant basak ulubilgen

When 'a'pplyi'n.g with a pbwder blush,
smile to locate the apples of the cheeks.

Left:Golden Rose Matte Lipstick Crayon 15/Erkul Koxmetik, First Time Matte
Blusher Shine Control/Erman K retik, Colleen Nude Eye Shadow 9 Colors
M 101/Komet Kozmetik, First Time Lip Gloss/Erman Kozmetik, Colleen Nail
Lacquer/Komet Kozmetik, Pineapple Brow Control Perfecting and Shaping
Cream/Monna Kozmetik, Catherine Arley Eye Shadow 5 Colors/A4lfar Kozmetik,
Colleen Nail Lacquer/Komet Kozmetik, Golden Rose Instant Full Volume

Cat Walk Mascara/Erkul Kozmetik, Flormar Terracotta Blush-On in Touch of
Apricot/Kosan Koxmetik

Right: Golden Rose Powder Brush/Erkul Kozmetik, Colleen Makeup Ball
Blusher/Komet Kozmetik,
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Mascara

S

*x
[R‘{S ////- /\\ . Dip the sponge in the foundation on your hand, sweep it
‘6% 4 back and forth to thin it out for an even application.
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§ Left: Flormar Mono Eye Shadow in Bluish Green/Kosan K
(%)

Full Color Nail Enamel in Source of Energy/Kosan Kozmetik, Golden Rose
Longstay Gel Eyeliner in Indigo Blue/Erkul Kozmetik, Golden Rose Lipstick
156/Erkul Kozmetik, Golden Rose Express Dry Nail Lacquer 66/Erkul Kozmetik,
< Flormar Terracotta Mono Eye Shadow in Limetree Green/Kosan Kozmetik,
B Colleen Lip Gloss/Komet Kozmetik, Iris Coloring Mascara/Kamelya Kozmetik,
Orkide Natty Palette Eye Shadow 5/0rkide Kozmetik, Colleen Single Eye
Shadow 2/Komet Koxmetik, Moda Terracotta Eye Shadow/Ata¢ Kozmetik, Golden
Rose Essential Blue Volume Mascara/Erkul Kozmetik, Elite Nail Lacquer 720/
Alfar Kozmetik, Golden Rose Dream Eyes Eyeliner 418/Erkul Kozxmetik
Right: Golden Rose Longstay Matte Foundation SPF 15/Erkul Kozmetik,
Golden Rose Make-Up Sponge/Erkul Koxmetik
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Left: Golden Rose Matte Lipstick Crayon 17/Erkul Koxmetik, Golden Rose
Velvet Matte Lipstick 13/Erkul Kozmetik, Flormar Revolution Perfect Lipstick
R14/Kosan Kozmetik, First Time Ultra Glitter Eye Shadow 01/Erman Kozmetik,
Golden Rose Dream Eyes Eyeliner 425/Erkul Kozmetik, Flormar Color Palette
Eye Shadow in Pink Desserts/Kosan Kozmetik, Golden Rose Longstay Blush Trio
Soft & Silky/Erkul Koxmetik, Moda Gel Effect Nail Polish 21/A4ta¢ Kozmetik, Orkide

Natty Ball Blusher/Orkide Kozmetik, \ris Lip Gloss/Kamelya Koxmetik, Golden Rose
Highlighter Stick in Bright Pink/Erkul Kozmetik

Right: First Time Matte Lipstick 03/Erman Kozmetik, Flormar Lip Brush/Kosan

Kozmetik



Black mascara opens the eyes up
and gives the lashes a fuller effect.

Left: Flormar Mono Eye Shadow in Floral Beige/Kosan Kozmetik, Flormar
Terracotta Powder in Soft Beige/Kosan Kozmetik, First Time Color Concept
Blusher/Erman Kozmetik, First Time Nude Lipstick/Erman Kozmetik, Flormar
Full Color Nail Enamel in Grass Juice/Kosan Kozmetik, Iris Eyebrow Pencil No
502/Kamelya Kozmetik, Orkide Ultra Waterproof Eyeliner No 12/Orkide Kozmetik,
Moda Chocolate Nudes Eye Shadow Palette 02/A4tac Koxmetik, Catherine Arley
Blusher in Fard/A4lfar Kozmetik, Orkide Nail Enamel/Orkide Kozmetik, Colleen
Matte Powder M-56/Komet Kozmetik

Right: Collen Sky Lash Mascara Ultra Black/Komet Kozmetik



DO YOU EXPORT

EU COSMETICS COMPLIANCE Comercs o

* Are your products duly notified
to the EU authorities?
* |s your product labelling compliant
with the EU regulation?
e LY NS Y * Are you sure your products
will not end up in the EU restriction list?
* Did you take all necessary measures
in order not to be banned
from the EU market?

If you answer “NO” to these
questions you should quickly
contact us for:

* Having a Product Information File (PIF)
in conformity with the EU regulation
* |ssuing your Product Safety Assessment
* Appointing your Responsible Person (RP)
* Making sure your labeling is compliant

4

with the EU cosmetics regulation

* Getting your products notified
to the EU’'s CPNP database

* Providing response to the EU competent
authorities in a timely manner

» Keeping your PIF updated and

your labeling compliant

REACH Global Services

YOUR ONE-STOP-SHOP IN THE EU
REGULATORY LABYRINTH

YOUR PARTNER TO SECURE THE
COMPLIANCE OF YOUR EXPORTATIONS
TO THEEU

RGS - Belgium

Q@ Rond Point Schuman, 6 Box 5 B
1040 Bruxelles / Belgium

S +32(2)2347778

Q RGS - Turkey
R(E Q Dis Ticaret Kompleksi, A-Blok Cobancesme Mevkii

Sanayi Caddesi 34197 Yenibosna « istanbul / Tirkiye

¥4 REACH Global Services

&~ info@reach-gs.eu
www.reach-gs.eu ® www.reach-gseu
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NURETTIN TARI
POLISH YOUR SHOES PROPERLY

WHEN YOU BUY A PAIR OF SHOES THAT YOU FALL IN LOVE WITH, IT IS NECESSARY TO TAKE
CARE OF THEM PROPERLY FOR A LONG LASTING RELATIONSHIP. FOR THE LAST TWELVE
YEARS, GOLD KIMYA HAS BEEN PRODUCING CARE PRODUCTS THAT ARE PRACTICAL AND
EFFICIENT TO CATER THIS NEED.

questions seda gliler photography gokhan polat

Prety
SELF SHINING
LIQUID SHOE POLISH

KMIKAS! KPEM-KPACKA
VISt OBYBH

YEPHbIH

LIKiT AYAKKABI BOYASI

How did Gold Kimya enter the sector?
It actually happened incidentally in 2003. At the
time, the company was operating with another
name, we were supplying them with the raw ma-
terials needed for the plastic product containers
made with injection machines. In the beginning
of 2003 we took over the company and changed
the name. Throughout the process we increased
our technology, staff sufficiency and investments
thus strengthening our “know how”. Of course
in the beginning our range of products wasn’t as
wide as it is today, but we had a strong presence
in the shoe dye market, especially in Turkey.
With its 10-year long history, our brand GOLD
had a solid infrastructure on dye production and
formulation. Today, our company has more than
20 years of experience in shoe dye production.
You produce shoe care products. What
are these products’ main goals?

Shoes are accessories that help bring out peo-

GOLD

CARE

SHOE CARE
CREAM

KPEM /151 YXOJIA 3A ObYE

P\
GOLDCARE
NOURISHES, PROTECTS A SHIN
HICTVE FOR WINTER BOOTS MADE 0! LIQUID SHOE POLISH

| WATER REPELLENCY JKMIKAS KPEM-KPACKA
) 1S OBYBY

Water Resistant, Leather
Nourishing Shoe Polish

ples’ personalities. Our company slogan is:
“Shoe addiction starts at a young age.” The
most important goal about shoe care products
is to make the shoe better. The dye should feed
the leather, increase its softness and prevent
any cracks that may happen on the leather.
This, of course, depends on the quality of the
natural wax, resin and other chemicals. Many
of our products belong to the ready to wear
shoe dye, w hich means you can use the prod-
uct, let it rest for a few minutes, and you will
not need to brush and clean up anything.

So what do we need to pay attention to
when we are using your dyes?

The most important point a consumer needs to
pay attention to is this: Remove any dust and
dirt off of a shoe before applying the dye. If
possible, clean up any remaining dirt and dust
with a damp cloth. Wear your shoes every
other day; they need to rest in between. Also,

"'BEAUTY EXPERT,

"WE CHOSE

when you wear the same pair all day long, you
take away from the time the leather needs to
breath. During season changes when you are
going to switch to more season appropriate
shoes, it is important to store away out of sea-
son shoes properly. Apply a new coat of dye
and leather oil, place a shoe shape holder to
increase the shoe’s life.

When and how did the GOLDCARE se-
ries come to life?

When we took over the company, there were
only a few products under the GOLD name.
We created the GOLDCARE product line in
the beginning of 2004, which was a long pro-
cess. We started with designing the logo and
continued working on the slogan and pack-
aging design. We chose the elephant for our
logo with its hose facing up, because we have
learned that if the hose points up, it means
good luck. Elephants clean themselves with

4L Gold Kimya sektdre nasil bir girig yapti?
2003 yilinda biraz da tesadifi olarak girdik sektdre. 0
tarihte firma baska bir tinvanla faaliyet gostermekteydi,
biz de onlara enjeksiyon makinelerinde tretilen plastik
{irtin kaplari icin hammadde tedarik ediyorduk. 2003 yil
baslarinda firmay! devir alarak invan degisikligine gittik.
Stirec icerisinde teknolojimizi, personel yeterliligimizi
ve yatinmlanmizi arttirarak ‘know how"  bilgimizi
glclendirdik. Tabii ki ilk baslarda triin cesitliligimiz
cok fazla degildi fakat ayakkabi boyasi piyasasinda,
ozellikle Tirkiye pazarinda tiiketici tarafindan bilinen,

on yillk gegmisi olan GOLD markamiz, boya Gretimi
ve formulasyon calismalan konusunda bir alt yapimiz
vardi ve bugiine kadar iizerine koyarak geldik. Bugin,
firmamiz ayakkabr boyast tretimi konusunda 20 yilin
{izerinde birikime  sahip.

Ayakkabi bakimi iizerine iiriinler iiretiyorsunuz,
bakim iiriinlerinin ana hedefi hedefi nedir?

Aslinda ayakkabilar, insanlarin kisiligini one clkarmak
konusunda  yardimer  aksesuarlar.  Firma  olarak
sloganimiz "Ayakkabi Tutkusu Cocuk Yasta Baslar'
Bakim dirtinlerinde en 6nemli unsur kullanilan Urtintn

ayakkabya katki saglamasi. Kullanilan boya deriyi
beslemeli, yumusakligini arttirmali, deri  Gzerinde
olusabilecek kinlmalara engel olmali. Bu da igerikte yer
alan dogal mumlarin, recinelerin ve diger kimyasallarin
kalitesiyle dogru orantili. Bizim Grtinlerimizin biytk bir
bolimu hazir ayakkabi boyasi grubuna ait, bu da Griini
kullanip birkag dakika bekledikten sonra fircalama ve
temizlemeye gerek kalmamast anlamina geliyor.

Peki boyalarimzi uygularken dikkat etmek
gereken noktalar hangileri?

Tiiketicinin dikkat etmesi gereken en onemli nokta su:

Boya uygulanmadan evvel ayakkabi, iizerindeki toz ve
camurdan mutlaka arindirlmali. Mimkinse nemli bir
bezle camur ve toz kalintilart temizlenmeli. Ayakkabilar
gtin asin giyilmeli, iki ginde bir mutlaka dinlendirilmeli
Her gtin tek bir cift ayakkabinin giyilmesi durumunda
derinin teneffiis etmesi icin ihtiyaci olan zamandan
calinmis olur. Mevsim degisikliklerinde uzun bir siire
kullanmayr  diistinmediginiz ayakkabilarin - saklanma
sekli de onem tagiyor. Onlari boyayip, deri yagiyla bakim
yapip icine kalip koyarak muhafaza etmek, ayakkabinin
uzun yillar kullanimasini saglar.



their hoses; our products are self-cleaning,
so this similarity was meaningful for us as
well. In addition to that, the elephant skin is
very though and strong. We try to strengthen
leather and improve their longevity with our
products, just like elephants we take strong
and stable steps. We chose green and gold as
our corporate colors. In summary, after this
long process, we've arrived to this day, where
the GOLDCARE brand produces 35 different
types of products.

Which products are the most popular?
The products we sell most to consumers are
cream dyes, liquid dyes, shining sponges and
suede shoe dyes. Our brand focuses on practi-
cal products that are self-shining, which have
an “apply-and-leave” quality to them. This
concept of practicality is getting more popular
around the world, because people don’t have
much time for anything anymore. A few years

ago, we added FABCARE product group to
our GOLDCARE line. This group appeals to

the classical use, you need to brush your shoe

after the application. It is generally produced
for shoe stores and shoe repair stores where
they use it more.

How is GOLDCARE received in foreign
markets?

The foreign market is one where, like all the
other producers, we can create alternatives.
However, if a brand hasn’t been successful
in its local market, it is very difficult for it to
succeed in the foreign market. We worked
towards strengthening our presence in our
local markets before expanding to overseas.
For the last 8 to 10 years, we have been sell-
ing GOLDCARE products in various chain
supermarkets in Turkey. We sell to more than
75 countries around the world and we are also
leaders in many countries. Besides dye produc-

tion, we also produce the plastic containers of
the products, creating wholeness amongst our
series.

How is the wholeness important for a
shoe dye?

If the product container doesn'’t close well or
is not ergonomically produced, the dye inside
will dry out quickly and lose its characteris-
tics. So while we produce dyes, we also work
on projects with plastic technology and plastic
product design.

We are sure you have some exciting
new projects coming up in the near fu-
ture. Can you talk about those?

We definitely have projects in new areas of
work, some of them are almost finished and
some of them are still in the research phase.
What excites us most is to put out a new prod-
uct on the market and see the customer’s reac-
tion to it. We know we did a good job when

"WHAT EXCITES US

the customer approves the product and we get
more orders. Our new projects focus on the
different types of shoes consumers use; leather,
textile, suede and nubuck. It is important to
forsee the concepts of the near future and un-
derstand them.

Which raw materials do you frequently
use in your products?

Natural beeswax, resin and water retaining
materials are the ones we use most. We fight
against the external elements that might defect
the leather’s structure.

Where do your productions take place?
We have a 20.000 square meter indoor space in
the Selimpasa region of Istanbul. We do all the
plastic injection, plastic inflation, dye-works
filling and mold making in our complex. We
get packaging products like labels and boxes as
well as chemical and plastic raw materials from
outside resources.

Can you talk about Gold Kimya's inno-
vative approach to nanotechnology?
What kind of works are you doing in
this field?

The most important question we need to an-
swer in this field is this: How does dye affect
the leather’s surface, how does it allow the
leather to breathe more easily and how can it
lengthen leather’s life? We also research ways to
protect it from external factors like rain, snow,
sun and dust. We are also a company that pro-
duces within the Ethical Production Process
scope. We belong to a European system called
SEDEX, which gets checked by SMETA once
a year. The goal here is to secure disciplined
regulations within companies to protect the
production line workers’ labor conditions, so-
cial rights, workspaces and work place security.
Each company gets points in these subjects and
then become members of the system.

"'BEAUTY EXPERT,

What would be the initial three steps
for somebody who just started caring
about their shoes?

The most important thing is not underestimat-
ing shoe care and paying close attention to us-
ing the right products. The shoe needs to be
kept clean at all times; wipe it with a damp
cloth every two weeks and apply a coat of dye.
Using shoe shape holders to protect the shape
is another important detail. Our FABCARE
line has some beautiful wooden shoe shape
holders for this, sold in shoe repair stores. For
sweaty feet, you can also use inserts that are
sweat-absorbent and help with circulation.

Do you have a big shoe collection or do
you have a "less is more" approach to
shoes?

I believe in the “less is more” approach. This
also allows me to frequently use our own
products.:||

GOLDCARE serisi ne zaman ve nasil hayata
gecti?

Firmay! devir aldigimizda sadece GOLD adi altinda birkag
{riin cesidi vard,, 2004t baglarinda GOLOCARE Griin
grubunu hayata gecirdik Bu da uzun bir siirec oldu.
Ise logomuzdan basladik, slogan ve ambalaj tasarm
calismalanyla devam ettik. Logo olarak kendimize fil
sectik, hatta filin hortumunun yukart dogru olmasi gerekir
dedik, sans getirirmis. Filler de kendilerini hortumlaryla
temizliyor, bizim Urlinlerimiz de- self-cleaning Uzerine
oldugu icin bu detay da anlamli geldi, amacimizla birebir

I
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ortiistiiint dustnduk. Ayricafillerin derisi cok saglamdir.
Biz de tirtinlerimizle deriyi saglamlastirmaya, ona uzun bir
omr yaratmaya calisiyoruz. Ayni filler gibi biz de kuwetl
adimlarla ve kararllkla yiiryoruz. Yesil ve altin rengini
kurumsal renklerimiz olarak segtik. Sonug olarak bugtin
35 farkli kalemde triin diretiyoruz GOLDCARE markastyla.
En ¢ok hangi iiriinleriniz ilgi griiyor?

Tiiketici nezdinde en cok talep goren driinlerimiz krem
boyalarimiz, liit boyalarimiz, parlatma stingerlerimiz ve
siiet ayakkabi boyalarmiz. Markamiz kendinden parlayan
ve kullan-cik pratikligine sahip driinlere agirlk veriyor,

dinyadaki konseptin de bu yone gittigini gozlemliyoruz
Insanlarin hichir sey icin fazla vakti yok artik. Birkag yl
once GOLOCARE'n yanina FABCARE Grlin grubunu da
ekledik Bu grup, klasik kullanim anlayisina hitap ediyor,
kullandiktan sonra fircalanmas gerekiyor. Genel olarak
ayakkabi magjazalar ve lostralar icin diretiliyor.
GOLDCARE, yurt diginda nasil karsilamyor?

Yurt dig, bizler gibi her dreticinin kendisine - altematifler
yaratmak adina ugrag verdigi bir pazar. Kendi pazarinda
lokal olarak markaya doniisememis herhangi bir firmanin
yurtdisinda marka olabilmesi gok nadir bir durum. Biz

oncelikle kendi pazanmizda bilinilidigimizi - arttirarak
yurtdisi pazar calismalanmiza devam ettik. Tiirkiye'nin
gnemli market zincirlerinde GOLDCARE markamizia san
8-10yildir variz. Firma olarak 75 tilkenin tizerinde satigimiz
var, bircok Glkede lider marka pozisyonundayiz. Boya
tretiminin yaninda tircinlerin plastik kaplarini da retiyoruz,
bu anlamda bir biitinlik yaratiyoruz.

Bu biitiinliik ayakkabi boyasi icin ne gibi bir
dnem tagiyor?

Eger kullandginiz triin kabi iyi kapanmazsa ya da
kullanima uygun bir ergonomik yapiya sahip degilse

icerisine konan boya kisa strede kurur ve ozelligini
kaybeder. Biz de boya Uretirken bir yandan da plastik
teknolojisi ve plastik triin tasanmlariyla ugragtyoruz.
Eminiz dniimiizdeki donemlerde hayata gececek
heyecan verici projeleriniz de vardir, onlardan
da hiraz bahsedebilir miyiz?

Yeni calismalarmiz elbette var, bazlan bitmek Uzere,
bazlan da tasanm agamasinda. Yeni bir {iriin piyasaya
stirmek ve onu tiiketicinin begenisine sunmak bizi en ok
heyecanlandiran konulanin baginda geliyor. Tabii bir de
{irtin tiketicinin onayini alir, talepler artmaya baglarsa iste

0 zaman isimizi dogru yapmisiz demektir. Yeni projelerde
genellikle tuketicinin  kullandgi ayakkabi gesitlerine
odaklaniyoruz; deri, tekstil, stiet, nubuk gibi. Gelecekteki
konseptlerin ne olacagini ve onlan anlayabilmek ok
gnemli

Uretiminizi nerede gerceklestiriyorsunuz?
Uretimimizi Istanbul'un Selimpasa balgesinde toplam
20,000 m2'lik kapali bir alanda yapiyoruz. Uriintin plastik
enjeksiyon, plastik sisirme, boyahane dolum hatlari,
kaliphane gibi stirecleri tamamen kendi biinyemizde
tamamlaniyor. Disandan sadece ambalaj tasarimina

katkida bulunacak etiket, koli gibi malzemelerle
kimyasal ve plastik ham maddelerini aliyoruz.
Nanoteknoloji alaninda Gold Kimya'nin yenilikci
anlayigindan bahsedebilir misiniz? Ne gibi
caligmalar yiiriitiiyorsunuz?

Bu alanda bizim icin cevaplanmasi gereken en dnemli
soru su: Boya derinin niifusuna nasil daha fazla etki eder,
derinin daha rahat nefes almasini nasi salar ve derinin
omriind ne kadar uzatabilir? Onu yagmur, kar, giines ve
toz gibi dig etkenlerden korumanin da yollanini anyoruz.
Ayrica Etik Uretim Prosesi kapsaminda  dretim yapan

bir firmayiz. Firmamiz SEDEX denilen ve senede en az bir
kere yapllan SMETA denetimlerine tabi olan Avrupa'daki
bir sistemin parcasi. Buradaki temel amag Gretimden
sorumlu arkadaglarimizin calisma sartlar, sosyal haklar,
yasam alanlari ve is yeri givenlikleri hakkinda firmalar
disipline sokan kurallar koymak, onlar gecer puan vererek
sistemlerine tye etmek.

Ayakkabi konusunda az ve Gzden yana misiniz
yoksa iddiali bir koleksiyonunuz bulunuyor mu?
Az ve 6z olmas benim tercih sebebim. Boylece markamizin
iriinlerini de daha sk kullanma sansim oluyor. ™
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GENTLEMEN'S

production an original idea by CO »? :
photographer haldun kirkbir f
realization aysecan ipek 'L
photography assistant aykun ylicecan
assistants asli sen & basak ulubilgen
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Sansiro for men E 72 Perfume Deodorant Spray/Adhenk Kozmetik, Naviga Men Care Shaving
Foam/C.r.e.a Koxmetik, Gummy Silver Protect After Shave Cologne/Fonecks Koxmetik, Dentish
Formula White Tooth Paste/Yasarlar Kozmetik, Otaci Ginlik Agaci Soap/Kurtsan Ilaglar:

AquaVera Pinnacle After Shave/Beyaz Kozmetik, Arko Men Shaving Foam Comfort/Evyap A.§.,

Dex Hair Styling Gel Ultra Strong Night Club/Tat Kimya, Gllsah Badem Yag§i/Gilsah Kozmetik,
Sansiro for Men E 500 Perfume Deodorant Spray/dhenk Kozmetik
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Adatepe Lavender Cologne/Ada Ciftlik Gida Uriinleri, Dex Hair Styling Gel Night Club Wet Look/
Tat Kimya, Atelier Rebul Vetiver After Shave Balm/Rebul Kozmetik, Adatepe Lorbeer Soap/4da
Ciftlik Gida Uriinleri, Mineaderm Dark Spot Remover Cream/AKS Kozmetik

AFTER SHAVE CREAM

1
Kolonya.
eafl deGologhe

LAVANTA LAVENDER ATELIER REBUI

VETIVER

AFTER S VE BALM

‘é

TIRAS KOPUGU

PIELOR.

MAJIX

SHAVING FOAM

BODY SPLASH

ENERGIZING EFFECT

e resistance
Extra Brightness

¥ xible and durable resufts
! Stands All Day

200ml.©68flo A

Majix Sport Shaving Foam with Vitamin E and Aloe Vera/Lider Kozmetik, Pielor Men Marine Body
Splash/Bff Kozmetik, Kozz Hairspray with Provitamin B5/ C.r.e.a Kozmetik, Arko Men After Shave
Cream/Evyap A.§., Dr. Ea Foot Odor Preventing Serum/TIM Kozmetik

-
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Wilson Deodorant Body Spray/Pereja Cosmetics, Sansiro E for Men 70 Perfume Deodorant Spray/Adhenk
Kozmetik, Atelier Rebul Vetiver Eau de Parfum for Men/Rebul Kozmetik, Atelier Rebul Vetiver Shower

Gel/Rebul Kozmetik, Wilson Eau Toilette for Men/Pereja Cosmetics

e —

M

HAIR REPAIR
SERUM

"WINDOWSHOPPING

Gummy Premium Beard Shampoo/Foneks Kozmetik, AquaVera Aquacy for Men After Shave/Beyaz
Kozmetik, Barcelona Veliente for Men Body Spray/Gelisim Koxmetik, Atelier Rebul Hair Repair
Serum/Rebul Kozmetik, Gummy Premium Moustache Wax/Foneks Kozmetik
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AquaVera PoleStar for Men After Shave/Beyaz Kozmetik, Wilson After Shave Balm/Pereja Cosmetics,
Atelier Rebul Candle/Rebul Kosmetik, Banat Perfect Shaving Brush/Banat 4.§., Atelier Rebul My
Skin Revitalizing Day Cream/Rebul Koxmetik
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After Shave
Cream Gel

T! 2 SHAVE

15 25.1 fl.oz.

Eve Cream

ATELIER REBUL

lva Natura Anti Acne Cream/Laber Kimya, Bluemoore Men Eye Cream/Universal Kimya, Bluemoore
Men After Shave Cream Gel with Aloe Vera/Universal Kimya, Bluemoore Men Renewing &
Refreshing/Universal Kimya, Empathy Sportmen Eau de Toilette/Gelisim Kozmetik

Revitalizing
Day Cream
Gandiz m.'#%em

W
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-

QS5 Perfumed Spray/Lider Kozmetik, Wilson Moist Shaving Foam with Aloe Vera/Pereja Cosmetics,
Mineaderm Detox Shampoo Cellular Protection/4KS Kozmetik, Dalan Defne Soap/Dalan Kimya,
Banat Special Shaving Brush/Banat A.S.

ssssecsssc
?ﬁg&a’
B

&
¢
3
L

3
{l

ShavingF

-
O

o
AN,

*W“* it soley ;‘,W
NN

ww«r‘\*‘

£

RAS KOPUG
Shaving
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SHOWER
GEL

250mle 8.5 fl.o;

MiNneq

iBUre effective ¢

detox
Shampoo

sllular proteef

® lwl h Aloe Vera

AquaVera Hugent Shower Gel/Beyaz Kozmetik, Gummy Styling Wax Casual Look/Foneks Kozmetik,
AquaVera Hugent Eau de Toilette/Beyaz Kozmetik, Wilson Sensitive Shaving Foam with Allantoin/
Pereja Cosmetics, Q5 Roll On/Lider Kozmetik
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‘skogbio

LABORATORIES

-Challenge Test
‘Microbiological Analysis

-Dermatological Patch Test

-Stability Testing

:Chemical Analysis

Test
TS EN ISO/IEC 17025

SkopBio Laboratories is
accredited by Turkak.

-Safety Assessment Dossier

-Efficacy Tests

Contact Us:
Tavukguyolu Cd. Okyanus Sk. No:3
34775 Umraniye/ISTANBUL-TURKEY

Tel: 0090 216 324 8575
Fax: 0090 216 324 8587
www.skopbio.com
export@skopbio.com

SPRING

production an original idea by CO
photographer mustafa nurdogdu
photography assistant orkun eray

styling aysecan ipek

makeup gilim erzincan

makeup assistant ibrahim basbug

hair tayfun kaydok

nail art banu zeren/pronail

assistant basak ulubilgen

flower arrangement emrah 6zkan/bamboo flowers
models veronika & vera/option management
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when it comes to pink using two different tones helps to modernize the overall effect.

™ all
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hot neon pink and bright tangerine are a match made in heaven.
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ink shadow?

1 you surprise yourself and dust your eyebrows with p

why don
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LIFE SAVING BEAUTY FINDS FOR THE CONSTANT TRAVELLER.

Seyahat tutkunlarinin hayatimi kolaylastiran bu iiriinler, en minik cantalarin icine bile sigabiliyor.

1 Pielor Hammam El Hana Hand Cream/
2 Gllsha Perfecting Rose Elixir/

3 Pereja Mandarin Eau de Cologne/

4 Pereja Green Tea Eau de Cologne/

5 Pereja Lavender Eau de Cologne/

LIGHT AND BRIGHT, SPRING BRINGS OUT THE BEST IN US ALL.

Bahar geldiyse aydinlanma ve hafifleme zamani baglamig demektir, amacimiz her seyden dnce iyi hissetmek olmali.

1 Prize Cosmetics Gourmand Vanilla Ice Cream Shower Gel/
2 Sansiro for Women K 112 Perfume Deodorant Spray/

3 Bluemoore Energy Wind Bath & Shower Gel/

4 Secret Emotions Sexy Whispers Body Lotion/

5 Repute Roll On/
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BRING SOME SUNSHINE AND JOY TO YOUR BATHROOM WITH THESE BEAUTIES.

Banyonuza giinesli giinleri tagimak i¢in bu iiriinlerden birini diizenli olarak kullanmaniz yeterli.

1 Pielor Honey & Almond Shower Gel/

2 Secret Emotions Kiss of Passion, Refreshing Body Splash/
3 Cosmed Sun Essential SPF 50 High Protection Cream/

4 Atelier Rebul Lemongrass & Honey Shower Gel/

5 Fonex Fruity Hand & Body Butter/

DESPITE HAVING NOT-SO-PREDICTABLE COMPONENTS, THESE PRODUCTS ARE
WORTH THE TRY.

Aligilmigin diginda ham maddelere ev sahiplii yapan bu iiriinler mutlaka denenmeli.

1 Pielor Hammam El Hana Caffeine Theraphy Shower Gel/
2 |lva Natura Makeup Cleansing Foam/

3 Altin Yaprak Tea Hand & Body Cream/

4 Talya Black Cumin Extract/

5 KoniCare Gyno Baking Soda Vaginal Soap/
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ONE OF AEGEAN REGION’S MOST PRIZED POSSESSIONS, OLIVE OIL LENDS ITS
MOISTURIZING POWERS TO SKINCARE.

Ege kiyilarinin giizellik sirri zeytinyag, giinliik rutininizi terk etmek niyetinde degil.

1 Prize Cosmetics Olive Line Hand & Body Lotion/
2 Dalan d'Olive Shower Gel/

3 Fonex Olive Touch Body Oil/

4 Olive Senses Intensive Moisturizing Care Cream/
5 Dalan Olive Oil Soap/

HAVING A BAD HAIR DAY? KEEP CALM AND CHECK OUT THESE PRODUCTS.

Saclarimiz agisindan pek de harika bir giin ge¢irmiyor musunuz? Sakin olun, kurtaricilariniz burada.

1 Rainbow Professionel Hair Care Shampoo/
2 Marjinal Keratin Hair Shampoo/

3 Adatepe Shampoo with Olive Oil/

4 Biodrops Argan Oil Shampoo/

5 Iva Natura Nourishing Hair Mask/
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THESE PRACTICAL, READY-TO-USE CLEANSERS AND WIPES ARE IDEAL FOR THE
WORKING LADIES.

Bes dakikaya ihtiyacimz var, ne icin mi? Bu iiriinlerden birini kullanip kapidan ¢ikmak icin.

1 Cotton Soft Cotton Pads/

2 Esse Wet Towel Wipes/

3 ipek Cotton Makeup Buds/

4 ipek Nail Polish Remover Pads/
5 ipek Make-Up Remover Pads/

ARE YOU MORE OF A FAIR SKIN TYPE OF GAL? THEN SWITCH TO A LIGHTER SHADE WITH
THESE WHITENING AND SPF GOODIES.

Beyaz cildinizden sikayet etmek yerine onun saydamligini bu krem ve toniklerle daha da arttirmaya ne dersiniz?

1 Biodrops After Sun Lotion/

2 lva Natura Face Care Tonic/

3 Mineaderm Revitalizer Lightening Clay Mask/
4 Bio Balance Body Whitening Cream/

5 Iva Natura Whitening Cream/
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WHILE IT’S IMPORTANT TO EAT YOUR GREENS, REMEMBER TO PUT SOME INTO YOUR
SKIN CARE REGIMEN, TOO.

Yesil meyve ve sebzeleri beslenme diizeninize dahil etmeniz yeterli degil, giizellik iiriinlerinde de iddiali secenekler mevcut.

1 Secret Emotions Secret Touch/

2 Cosmed Anti Cellulite Lotion/

3 Favori Sensitive Aloe Vera Tooth Paste/

4 Atelier Rebul Verbana & Ginger Body Cream/
5 Dalan d'Olive Soap/

TURN YOUR DAILY SHOWER TIME TO A PREMIUM SPA EXPERIENCE WITH THESE
BODY CARE PRODUCTS.

Banyonuzda en liiks SPA deneyimini yasamak icin bu bes iiriine ihtiyacimiz var.

1 Prize Cosmetics Argania Body Care Shower Gel/

2 Pielor Hammam El Hana Olive Therapy Shower Gel/
3 Pozzy Bath & Shower Gel/

4 Marjinal Hand & Body Orange Salt Scrub/

5 Koza Hair & Body Soap/
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INDEX

A
ABN DIS TiC. PAZ KOZM.
VE TEKS.SAN.A.S.

0212 970 0660

ADA CIFTLIK GIDA URUNLERI AS.
www.adatepe.com

ADNAN AKAT KOZMETIK LTD STI.

www.aakozmetik.com

AGROSOL DIS TiC. LTD. STI.
www.agrasol.eu

AHENK KOZMETIK LTD STI.
www.sansiro.com.tr

AKATLAR KOZMETIK SAN.
DIS TiC. LTD. STi.
www.akatlarkozmetik.com.tr

AKDENIZ DIS TiC. GIDA
SAN. LTD. STI.

www.akdenizcompany.com
www.akdenizcosmetics.com

AKOS KOZMETIK LTD. STI.
www.akos.com.tr

AKSAKAL GUL YAGI UCUCULAR
TARIM URUNLERI SAN VE

TiC. LTD. STi.
www.aksakal32.com

AKSAN KOZMETIK LTD.STi.
www.aksankozmetik.com

AKSU VITAL A.S.
www.aksuvital.com.tr

AKTEN KOZMETIK SAN.PAZ.
LTD.STi
www.aktenkozmetik.com.tr

ALAEDDIN SUNUCU
SABUN LTD.STI.
www.sunucusoap.com

ALMIRA KiL KOZMETIK iM.
PAZ.SAN.TIC.LTD.STI
www.novakil.com
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ALAMO YAGMUR KOZMETIK LTD.STI.

www.alamokozmetik.com

ALCOR LTD.STI
www.alcor.com.tr

ALFAR KOZMETIK A.S.
www.alfar.com.tr

ALPAYA DOGAL VE KOZMETIK
UR.SAN VE TiC A.S.
www.alpaya.com.tr

ALPEDA LTD. STi.
www.alpeda.com.tr

ALTONA COSMETICS INC.
www.notecosmetics.com

AMAC-NET BiL. VE ILETISIM HiZ.
SAN. VE TiC. LTD STi.
www.pharmaozon.com

ANA GIDA ALS.
www.kirlangic.com

APS AMBALAJ KOZMETIK VE
TEMIZLIK UR.SAN. A.S.
www.apsambalaj.com

ARBA KIMYASAL TEMIZLIK VE
KOZMETIK LTD. STi.
www.arbatrade.com

ARl KIMYA LTD.STI.
www.ari-kimya.com

ARICILAR LTD. STi
www.aricilar.com.tr

ARIKAN PLASTIK LTD.STI.
www.sweetbaby.com.tr

ARIAN KIMYA TiC.SAN.A.S.
www.ariankimya.com.tr

ARON KOZMETIK LTD. STI.
www.aronkozmetik.com.tr

ARSAN KIMYA A.S.
www.arsankimya.com

AS ILAC SAN.LTD. STI.
www.asilac.com

ASLANBABA LTD. STi.
www.aslanbaba.com

ASTEL KAGIT(;ILIK. A.S.
www.canbebe.com.tr

ASYA PAMUK LTD.STI
www.luxpamuk.com.tr

ATAC KOZMETIK A.S.
www.ataccosmetics.com

ATAK FARMA KOZMETIK A.S.

www.atakfarma.com

ATAK KOZMETIK LTD. STi.
0212 441 5631

ATAS TUKETIM MALLARI
LTD. STI.
www.atasgroup.com

ATOMIZER KOZMETIK A.S.
www.atomizer.com.tr

AYCAN KOZMETIK
www.aycankozmetik.com.tr

AYKIM TEMiZLiK LTD. STI.
www.tex.com.tr

AYTAS TARIM URUNLERI
www.aytash.com

AZMUSEBAT CAKMAK A.S.
www.azmusebat.com

B

BAGDATLI ITHALAT
PAZARLAMA A.S.
www.bahdatlias.com

BASAK INTERNATIONAL
MARKETING LTD. STi.
www.basakmarketing.com

BANAT FIRCA A.S.
www.banat.com

BESMA KOZMETIK LTD.STI.
www.besma.com.tr

BERAY KOZMETIK SAN.
VE TIC.LTD.STi
www.beraykozmetik.com

BESYILDIZ TELEKOMUNIKASYON
LTD. STI.
www.depistar.com

BEYAZ KOZMETIK LTD.STI.
www.beyazcosmetic.com

BFF KOZMETIK A.S.
www.beautyff.com

BIOLANDES GUL SANAYIi A.S.
www.biolandes.com

BISAR COSMETIC
www.bisarcosmetic.com

BILAL SABUNCU YAG
VE SABUN SAN. LTD.§T].
www.bilalsoaps.com.tr

BILESIM KIMYA TEM.
UR.LTD.STI.
www.bilesimkimya.com

BIOCURA KOZMETIK
LTD. STi.
www.biocura.eu

BiTKi DERMAN KOZ.LTD.STI
www.bitkiderman.com

BRN KOZMETIK SAGLIK GIDA
TRZ.TIC.LTD.STi
www.argansatis.com

BURDA BEBEK ANNE A.S.
www.babywee.com

BUR-IS PAZ. TEM. LTD.STI.
www.bur-is.com

BUHARA ESANS iC VE
DIS TICARET
www.buharaesans.com.tr

glc: .
CAG KOZMETIK
www.kuafprofessional.com

CIMEN KOZMETIK SAN VE TIiC.A.S.

www.cimenkozmetik.com

C.R.E.A KOZMETIK COZUMLERI
SAN. Ve TiC. LTD.STi.
www.creakozmetik.com

CMC CONSUMER MEDICAL
CARE LTD. STi.
www.cmc-group.de

D
DALAN KIMYA END. A.S.
www.dalan.com.tr

DELTA DIS.TIC.A.S.
www.deltatradetr.com

DEPAR KOZMETIK GIDA LTD.STi.
www.deparkozmetik.com

DEREN KiMYA A.S.
www.cosmed.com.tr

DIFAS FIRCA VE PLASTIK
SAN.VE TIC.A.S
www.difas.com.tr

DOGACI DOGAL KOZMETIK
GIDA SAN VE TiC. LTD. STI.
www.dogaci.com.tr

DOGATEK KOZMETIK
www.dogatek.com.tr

DUAL KiIMYA SAN VE
TiC. LTD. STI
www.dualkimya.com

DUNYA GIDA TICARET VE
SAN A.S.
www.belindagroup.com

E
ECZACIBASI HIJYEN URUNLERI
SAN. VE TIC.A.S.
www.eczacibasihijyen.com.tr

EEOSE LABORATUVARLARI
KOZM. LTD.STi.
www.eeose.com

EFE KOZMETIK
www.efekozmetik.com

EKOKIMYA KIMYEVi UR.
SAN.TIC.LTD.STI.
www.ekokimya.net

EKSIMET LTD. STI.
www.eximet.biz

ELA KOZMETIK LTD.STI.
www.elacosmetics.com

ELIF KOZMETIK LTD.STI.
www.elifcosmetics.com

ELMADAG KIMYA LTD.STI.
www.elmadagkimya.com.tr

ELOPAR A.S.
www.elopar.com.tr

ELSO FRAGRANCES
www.elsokimya.com

ERQETiN GULYAGI AS
www.ercetin.com

ERDOGMUS PARFUM
SANAYI
www.erdogmusparfum.com

ERKUL KOZMETIK A.S.
www.goldenrose.com.tr

ER-MAN KOZMETIK
PLASTIK LTD.STI.
www.ermankozmetik.com.tr

ERTE KOZMETIK A.S.
www.roxanne.com.tr

ESPAS KOZMETIK A.S.
www.ixoraparfum.com

EUROMIS KIMYA
www.euromis.com




INDEX

EYUP SABRI TUNCER
KOZMETIK.A.S.
www.eyupsabrituncer.com

EZEL KOZMETIK ITH.IHR.
TIC.SAN. LTD.STi
www.dermokil.com.tr

ER-MAN KOZMETIK PLASTIK
LTD.STI.
www.ermankozmetik.com.tr

ERTE KOZMETIK A.S.
www.roxanne.com.tr

ESPAS KOZMETIK A.S.
www.ixoraparfum.com

EVYAP SABUN, YAG,
GLISERIN SAN. VE TiC. A.S
www.evyap.com.tr

EUROMIS KIMYA
www.euromis.com

EYUP SABRI TUNCER
KOZMETIK.A'S.
www.eyupsabrituncer.com

EZEL KOZMETIK ITH.iHR.
TIC.SAN. LTD.STi
www.dermokil.com.tr

F
FiLiz CELIK LTD. STi.
www.filizcelik.com

FLORA UCAN YAGLAR
www.floraucanyaglar.com

FLORMAR
www.flormar.com

FON KOZMETIK LTD.STI.
www.fonkozmetik.com

FONEKS KOZMETIK
www.fonex.com.tr

FROMA KIMYA GIDA LTD.STI

www.fromakimya.com
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FULSER KOZMETIK LTD. STI.
www.fulser.com.tr

FULYA KOZMETIK LTD. STI.
www.fulyakozmetik.com.tr

G

GATA KIMYA KOZMETIK
SAN.VE TiC.LTD.STI.
www.gatakimya.com

GELISIM KOZMETIK A.S.
www.gelisimkozmetik.com

GERCEK KOZMETIK&
ALTERNATIF KOZMETIK
www.rapunzelstore.com

GiZ COSMETICS LTD.STI
www.gizcosmetics.com.tr

GULF TEMIZLIK A.S.
www.newcity.com.tr

GUL KOZMETIK LTD.STI.
www.gul.com.tr

GULEC KIMYA TEMIZLIK LTD.STI.

www.guleckimya.com.tr

GULER ELEKTRONIK
KOZMETIK A.S.
www.gulerelektronik.com

GULER KIMYA LTD. STI.
www.gulerchemical.com

GULSAH URETIM PAZARLAMA TiC.

www.gulsah.com.tr

GULTEKS DIS TICARET
LTD. STI.
www.verdaa.com
www.gulteks.com.tr

GUNO PAZ. REK. TUR. SAN VE
TiC. AS.
www.guno.com.tr

GURKAN ROSEOIL INC.
www.gulsha.com.tr

H

HAIRTON A.S.
www.joykoz.com
www.hairton.com

HAYAT KIMYA SAN A.S.
www.hayat.com.tr

HAYAT LABORATUARI
KOZMETIK LTD.STI.
www.hayatlab.com.tr

HOBI KOZMETIK A.S.
www.hobikozmetik.com

HS SABUN KOZMETIK LTD.STI.

www.hskozmetik.com

HUNCA COSMETICS A.S.
www.hunca.com

HUMA KOZMETIK LTD.STI.

www.humakozmetik.com

IDA KIMYEVI VE SIHHI
MAD. LTD.STI.
www.idaltd.com
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IFFCO KISISEL BAKIM
URUNLERI
www.iffco.com

INNOVA COSMETICS
www.innovacosmetics.com

ISIK TERAPI
www.isikterapi.com
www.organicum.com

IPEK IDROFIL PAMUK A.S.

www.ipekpamuk.com.tr

J

JCR KOZMETIK PERAKENDE

MAGZACILIK TiC. AS.
www.atelierrebul.com

www.rebul.com

JUVENTA KOZ.UR.LTD.STI.

www.juventa.com.t

K
KADIOGLU KOZMETIK A.S.
www.gabrini.com

KAIZER AMBALAJ LTD. STI.
www.kaizer.com.tr

KALE KIMYA A.S.
www.kalekimya.com.tr

KALI KIMYA A.S.
www.kali.com.tr

KAMELYA KOZMETIK LTD. STi.
www.kamelyacosmetics.com

KARADENIZ KOZ.SAN.INS.
VETIC. LTD. STi
www.karadenizkozmetik.com

KARDESLER GIDA VETEMIZLIK A.S.

www.javel.com.tr

KARDESLER UCAN YAGLAR
SANAYI A.S.
www.freshnsoft.com

KAYLA KOZMETIK
www.kayla.com.tr

KAZANCI CEVRE TEK.
BIYOTEK.MUH.LTD.STI.
www.kazancionline.com

KESENLER KOZMETIK A.S.
www.kesenlerkozmetik.net

KIRMIZIGUL KOZMETIK LTD.STI.

www.kirmizigulgroup.com

KOMET KOZMETIK LTD.STI.
www.kometkozmetik.com.tr

KONT KOZMETIK LTD. STi.
www.kontcosmetic.com

KOPAS KOZMETIK A.S.
www.kopas.com.tr

KORUMA TEMIZLIK A.S.
www.koruma.com

KOZ-AK KOZMETIK LTD.STI.
www.kozakkozmetik.com

KOSAN KOZMETIK PAZARLAMA
VE TICARET A.S
www.flormar.com

KOZAS KOZMETIK A.S.
www.kontes.com.tr

KOZMO ARTI KiIMYA
KOZMETIK LTD.STI.
www.kozmoarti.com

KOZMO KIMYA LTD.STI.
www.kozmokimya.com

KOZMOPLUS KOZMETIK
www.cosmoplus.com.tr

KURTSAN iLACLARI A.S.
www.kurtsan.com

L
LABER KIMYA AR-GE SAN.TIC.
www.laberkimya.com

LACIVERT LOJISTIK
www.lacivertlojistik.com

LEVANTEN EV TEKSTILI LTD. STi.
www.machrique.com

LIDER KOZMETIK LTD.STI.
www.liderkozmetik.com

LILA KOZMETIK LTD.STI.
www.lilafix.com

LM KOZMETIK LTD.STI.
www.Imcosmetics.com

LTS LOTUS KOZMETIK LTD.STI.
www.ltscosmetics.com

LUX GROUP KOZ. LTD.STI.
www.luxgroup.com.tr

M
MAKYAJ KOZMETIK LTD.STI.
www.makyajkozmetik.com.tr

MARKA KOZMETIK LTD.STI.
wwWw.purixima.com

MAR-KOZ-SAN KOZ.LTD.STI.
www.fumekozmetik.com

MATSAN iC VE DIS
TICARET ILAC SAN. A.S.
www.matsanas.com

MATSAN GROUP (PHARMACEL
AEROSOL LTD.STI.)
www.matsangroup.com

MAYAN LTD.STI.
www.mayan.com.tr

MERT-KOZ LTD.STI.
www.mert-koz.com

MEY KOZMETIK ITHALAT
IHRACAT LTD.STI.
www.meykozmetik.com

MG GULCICEK A.S.
www.gulcicek.com

MHC MARMARA HIJYEN VE
KOZMETIK UR. LTD. STI.
www.marmaratemizlik.com

MiS NIiTA KOZMETIK AS.
www.missnita.com

MEY KOZMETIK ITHALAT
IHRACAT LTD.STI.
www.meykozmetik.com

MG GULCICEK A.S.
www.gulcicek.com

MHC MARMARA HIJYEN VE
KOZMETIK UR. LTD. STI.
www.marmaratemizlik.com

MiS NIiTA KOZMETIK AS.
www.missnita.com

MOHEN KIMYEVI
MADDELER A.S.
www.mohen.com.tr




INDEX

MONNA COSMETICS
www.monnha.com.tr

MORS KOZMETIK
www.morscosmetics.com

MOTIVA DIS TiC. LTD. STi.
0216 348 1033

N
NATUREL KOZMETIK LTD.STI.
www.pronwe r.com

NETPAK ELEKT.PLASTIK
KOZMETIK LTD.STI.
www.net-pak.net

NEVA KOZMETIK LTD.STI.
www.nevakozmetik.com.tr

NUCOS KOZMETIK LTD. STi.
www.nucoscosmetics.com

NURAL DIS TICARET LTD. STi.

www.nural.biz

NURLIFE KOZMETIK LTD.STI.
www.nurlife.com
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ODAK KOZMETIK A.S.
www.odakcosmetics.com

OKYANUS KiIMYA LTD.STI.
www.okyanuskimya.com.tr

OLIiVOS PAZARLAMA LTD.STI.
www.olivos.com.tr

ORJIN HIJYEN VE SAGLIK
LTD.STi.
www.orjinhijyen.com.tr

ORKIDE KOZMETIK A.S.
www.orkidecosmetics.com

OZDEN KIMYA VE PLASTIK LTD.STi.

www.ozdengroup.com

OZTURK ILAC A.S.
www.ozturk.com.tr

72

OZUN KOZMETIK LTD.STI.
www.ozunkozmetik.com

P
PAMIR KOZMETIKLTD.STI.
www.mysticalparfum.com

PEREJA COSMETICS
www.pereja.com.tr

PINKAR KIMYA A.S.
www.pinkar.com

PINKIM KOZMETIK A.S.
www.pinkim.com

PRIMO KIMYA A.S.
www.primo.com.tr

PROMAKS KIMYA LTD.STi.
www.promaks.net

PROMART PROMOSYON LTD.STi.
www.prom-art.com

RAEN KiSISEL BAKIM URUNLERI LTD.STI.

www.raen.com.tr

REBUL KOZMETIK A.S.
www.rebul.com

RENKSAN Plastik Stinger
SAN.VE TiC. LTD. STI.
www.renksan.com.tr

ROSENSE COSMETICS
www.rosense.com

S/$ .
S.P.A.KOZMETIK A.S.
www.spakozmetik.com

SAPRO TEMIZLIK URUNLERI A.S.
www.sapro.com.tr

SARUHAN KIMYA A.S.
www.saruhan.com.tr

SCK ZETA COSMETICS
www.zetacompany.com

SEBA KIMYA A.S.

www.sebakimya.com

SEBAT KIMYA A.S.
www.fomy.com.tr

SELARDIS DOGAL KOZMETIK
www.selardis.com

SELESTA KOZMETIK LTD. STi
www.selesta.com.tr

SELUZ FRAGRANCE COMPANY
www.seluz.com

SENTEZ KOZMETIK VE KIMYA LTD.STI.
www.ellino.com.tr

SES KIMYA A.S.
www.seskimya.com.tr

SEVIMLER GIDA KOZLTD.STI.
www.sevimlerkozmetik.com

SEVINCLER SAGLIK URUNLERI A.S.
www.sevincler.com.tr

SOLARES LTD.STi.
www.solares.com.tr

SORA KOZMETIK LTD.STI.
www.soracosmetics.com

SPC KOZMETIK LTD.STI.
www.spckozmetik.com

SUDESAN DETERGENTS & COSMETICS
www.sudesan.com

SENYUVA FIRCA LTD.STI.
www.nivabrush.com

T
TAHA KIMYA VE KOZMETIK LTD.STI
www.biiwipes.com

TALIANI LTD.STI.
www.taliani.com.tr

TANACAN A.S.
www.tanacan.com

TAN-ALIZE KOZMETIK A.S.
www.farmasi.com.tr

TANAY TURIZM OTELCILIK LTD.STi.
www.tanay.net

TARIS ZEYTIN A.S.
www.ta-ze.com.tr

TARKO LTD.STI.
www.tarkokozmetik.com

TARSAN KOZMETIK A.S.
www.tarsan.com.tr

TAT KIMYA SABUN A.S.
www.tatkimya.com

TEMKO COSMETICS
www.temko.net

TIM KOZMETIK SABUN
OTEL MALZ.LTD.STI.
www.timkozmetik.com

TIBET iTH. IHR. VE KOZMETIK
SAN. A.S
www.tibet.com.tr

TIMPA HiJ. MAD.LTD.STI.
www.timpaltd.com.tr

TiTiZ TEMIZLIK LTD.STI.
www.titiz.com.tr

TOPAZ DIS TICARET A.S.
www.topaztr.com

TREDA HIZLI TUKETIM
UR.LTD.STI.
www.blenior.com

TURK HENKEL KIMYA A.S.
www.henkel.com.tr

TURKLAB TIBBi MALZEMELER A.S.
www.turklab.com.tr

TURKUAZ LTD.STI.
0212 465 778

TURKUAZ MEDIKAL KOZMETIK LTD.STI
www.turkuazsaglik.com.tr

TUTKU LTD.STI.
www.lapitak.com

UFT TEKSTIL GIDA LTD.STi.
www.ufttekstil.com.tr

UKIP KOZMETIK LTD.STI.
www.ukipcosmetic.com

ULUSOY ILAC VE KOZMETIK A.S.
www.banhair.com.tr

UMDE MUH.MUT.KOLL.STI.
www.lanahygiene.com

UNICARE (ROZA) LTD.ST].
www.unicare.com.tr

UNIVERSAL KIMYA LTD. STi.
www.universalpl.com
www.bluemoore.com

UPI-UGUR PLASTIK LTD.STi.
www.vivol.com.tr

URHAN GROUP
www.urhangroup.com

UZMAN KOZMETIK LTD.STI.
www.uzmancosmetic.com

UNVER HIRDAVAT LTD.§Ti.
www.unver.com.tr

VENTEKS DIS TiC. LTD.STi.
www.venteks.com.tr

VENUS FIRCA URUNLERI
LTD. STi
www.venusline.com.tr

VEPA FIRCA A.S.
www.vepafirca.com.tr

VERA KOZMETIK LTD.STI.
www.verakozmetik.com

VIKING TEMIZLIK
www.vikingtemizlik.com.tr

VIi-VET KOZMETIK SAN.TIC.A.S.
www.vivetkozmetik.com

VK KIMYA KOZMETIK LTD.STI.
www.vk-cosmetics.com

YALINKAYA KUAFOR
MALZEMELERI LTD.STi
www.yalinkayatarak.com

YAGMUR KOZMETIK LTD. STI.
www.alamokozmetik.com

YASARLAR KOZMETIK A.S.
www.yasarlar.com.tr

YESIL ILGAZ KOZMETIK
KIMYA LTD.STI.
www.yesililgazkozmetik.com

YESILGUN KOZMETIK LTD.STI.
www.yesilgun.com.tr

YILDIZ KOZMETIK LTD.STi
www.siorecosmetics.com

ZEYTINDALI GIDA
LTD.STi.
www.midaszeytinyagi.com

ZIGAVUS ILAC
KOZMETIK LTD.STi
www.zigavus.com

ZMHD KIMYA
www.flavia.com.tr

ZUMRUT KOZMETIK
www.zumrutkozmetik.com.tr

ZVS GIDA LTD.STI.
www.zeytinvs.com

7K DAGITIM
MURAT TASTAN
www.spumy.com.tr
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"I don't like standard
beauty. There is

Turkish Cosmetics proper noun ¢ 1° A national unit
that aims to bring contribution to the economy and exports by

no beauty without

bringing Turkish cosmetic porductsinaccordancewithworldwide '

strangeness.’

brands. ¢ 2° A marketing expansion and developmental entity
that accelerates exports of the Turkish Cosmetics sector through
promotional strategy and private activities. 0 3° A body of
people with the principle of improving the public perception KARL LA G ERFELD
of Turkish Cosmetics. O 4° A public body with aims to increase
contribution and awareness at home and abroad. O 5° An
industrial promotional group supporting branding activities
in the cosmetics sector through global marketing channels.

0 http://www.immib.org.tr

Board Members

0 Mehmet Akat O _4kar Kozmetik Sanayi ve Ticaret A.S., Ersin Tari ¢ Gold Kimya Uriinleri Ur. ve Paz. A.§., Aysu Dalan Benlioglu ¢ Dalan Kimya Endiistrisi A..,

Pervin Ejder O Ejder Kimya Damsmanhk Sanayi Ve Ticaret Ltd. $ti., Bllent Konca O Giilriek Kimya ve Uganyaglar Sanayi ve Ticaret A.8,Ugur Adiyaman O Erkul

Kozmetik San. ve Tic. A.S, Faruk Yldiz { Tiet Ithalat Ihracat ve Kozmetik Sanayi A.S., Hakan GUndiiz 0 Eczacibas Hijyen Uriinleri San ve Tic. 4.5, M. G6khan Igikol
"__7@7131@ Sabun, Yag, Gliserin San. ve Tic. A.§.




Experience the Turkish Quality and Originality.
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Discover Cosmetics
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