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Fragrance air: How 
to Fly at Altitude
Lorna Strickland-Cook reports on the latest trends in the fragrances category.

I’ve heard many brands in travel 
retail denounce the high street and 
tell the world that travel retail is 
their preferred route to market. 
Such is the power of travel retail 
that many high street stores, 
including Debenhams in the UK, 
actively compare their pricing to 
that of duty free in order to gain 
lost custom back. 

So it came as a great surprise to many 
when Chanel (Ambassadeurs Village V11) 
announced earlier this year that it was 
preparing to exit airline retail entirely. 
Chanel has whipped its entire portfolio 
away from the skies and has chosen to 
focus its efforts on retail outlets where it 
can offer the entire Chanel portfolio.

And why not? The Chanel brand, like 
many others in travel retail, is about luxe, 
glamour and prestige, where customer 
service and the opportunity to try reigns 
supreme. Fragrances, in their traditional 
duty free livery were often miniature 
versions of their original selves, boxed 
and sealed and offering something differ-
ent. With suppliers tasked with having 
to ever expand their offering: make it 
smaller, make it larger, make it exclusive 
in order to compete with each other, is it 
any real wonder that one brand stood up 
and left the arena; especially when that 
particular brand obviously doesn’t need 
the revenue stream? It’s food for thought 
and one many retailers and suppliers 
have been talking about since ‘Chanel-
gate’ dropped earlier this year.
But suppliers canvassed for this article 
have done anything but bemoan the 
Chanel exit strategy. Indeed, logic 
dictates that as Chanel leaves entirely, 
it toughens up the competition as the 
fight to gain ground accelerates, even for 
companies with similar strategies.
For Puig (Riviera Village RE19), which 
sees Cannes as “a signal of Puig’s 
commitment to the travel retail channel 
as a leading pure player fragrance 
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01 At this year’s TFWA World Exhibition, 
Koto Parfums is launching a unique 
collector’s item from its child-focused 
Kimmi range. A set of five miniatures 
will feature all of the Kimmi characters 
and their different fragrances.

02 Ajmal is showcasing the unisex 
travel retail exclusive fragrance Unveil 
at TFWA World Exhibition.
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house,” according to Puig General 
Manager Travel Retail Patrick Bouchard, 
being the best of the best has no 
compromise. He volunteers that a stream 
of consistent innovation, especially in the 
fiercely contested fragrance market will 
make a company stand out from  
the crowd. “We try to place as much 
innovation into our launches as possible. 
This comes in two main areas: product 
innovation and POS excellence. In our 
product innovation, we focus on the 
story-telling behind each concept. This 
helps us captivate the imagination of our 
consumers and brings them along on 
our journey, through the launch, limited 
editions and line extensions, and solidi-
fies brand loyalty.”
But he understands that what suits 
one company, might not suit another. 
In Chanel’s case, its need to focus on a 
complete portfolio sits with what Puig 
strives for. “In-store, we set the objec-
tives of Puig having the best Beauty 
Advisors in the industry, having the 
best merchandising and visibility and 
bringing the engaging ‘retailtainment’ 
concepts to help drive penetration for 
our retail partners. This allows our work 
in-store to fully capitalise on awareness 
campaigns in domestic markets and 
specific airport media investment,” 
explained Bouchard.
High-end fragrance house Ajmal (Red 
Village H18) has been actively sourcing 
appropriate airlines to extend its listing 

base with. Ajmal General Manager 
Abdulla Ajmal commented: “Travel 
retail has been showing positive results 
which have been extremely encouraging; 
with newer accounts like Air Arabia and 
British Airways, this area of business has 

been showing growth in 2012 and we look 
forward to a brighter second semester. 
Our aim is to maintain the continuous 
year-on-year sales growth by an  
average of 15%.”
Ajmal follows the marketing norms like 
any other fragrance brand in terms of 
POS displays, sampling, branding and 
advertising, while choosing to maintain 
its airborne sales through additional 
support on the ground. “Special displays 
are created in the case of a new product 
launch,” he said. “In some of our focus 
markets such as Dubai and Kuwait, a 
lot of promotional activities are being 
done via stands, POS and GWPs. If 
there is a specific requirement pertain-
ing to a region, we can adapt to suit  
the same.”
It’s this flexibility that reigns supreme, 
as a lot of brands are more than 
aware. As airlines seek to expand their 
onboard offering to include a wide 
range of goods, the same strategy 
applies onboard and regionally, as 
refillable fragrance atomiser company 
Travalo (Yellow Village D37) knows only 
too well. “We approach the markets 
with a similar strategy in the most 
basic sense – to aim for excellence in 
service, and a standard product range. 
However, each region then has the 
range augmented by differentiated 
products to suit the needs and tastes 
of the clients in the region,” explained 
Yusuf Okhai, Managing Director of 
Travalo’s parent company Aydya.
It is this flexibility that serves suppliers 
well. Those choosing to boost their 
ranges through the addition of travel 
retail exclusives are going down the 
right path to getting both retailers and 
the end user to take notice. But it is 
those who also pump up their portfolio 
with specific airline exclusives who 
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are really taking the time to make the 
investment in the channel.
For a product well-suited to ground 
store counter top displays and onboard 
sales in its original guise, the company 
has gone a step further by introducing 
a dedicated gift pack especially for 
airlines, such is its commitment to the 
channel. The Travalo Airline Gift Pack 
houses a plush leather case lined and 
available in either pink or black. Each 
case carries two Travalo atomisers 
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(for day and evening fragrance), either 
the Excel model in vibrant coloured 
aluminium or the translucent and 
tinted Pure model. The compact gift 
is presented in a sleek box to give 
an added element of luxury for the 
customer and practical storage for 
airlines. Needless to say, the attractive 
gifts offer the convenience and ease of 
use that we expect from Travalo. Okhai 
commented that the USP is that the 
Travalo is a truly unique item, but the 
gift set with sleek box adds an element 
of luxury and added value to an already 
inspired gift.

Miniatures for Miniatures
With the traditional miniature coffret 
box set, which we saw onboard in 
abundance 10 or so years ago, being 
slowly replaced by the plethora of full-
sized beauties, there seems to be very 
little way for brands to differentiate 
between themselves and their nearest 
competition. The big beauty houses 
have a seemingly endless budget with 
which to bestow on an A-list face, and 
the scents are becoming more and 
more competitively laced with the finest 
components.
But differentiating comes easily when 
your main customer base is children and 
young adults. Millennium Fragrances 
(Ambassadeurs Village U5+7) has a 
host of scents suitable for young noses 
and reveals that its marketing strategy 
doesn’t differ depending on retailer 

or region. So says Priscilla Beaulieu, 
VP Global Marketing & Sales Director, 
who explained: “We don’t apply differ-
ent products or marketing strategies 
because regions have not the same 
behaviour for our products. For instance, 
Kaloo, which is a baby fragrance, is 
purchased by 5-14 year olds in Asia. In 
fact, in Asia our products are appealing 
to a young adult target.”
Miniature coffrets for Kaloo are one 
of the ways in which Millennium 
Fragrances appeals to a younger 

audience, with a set of four miniatures 
costing €25 and a five-strong set 
costing €29.
Koto Parfums (Green Village K56), 
which has the Hello Kitty fragrance 
in its portfolio, also agrees that mini 
versions for children are the way to go. 
Koto Parfums Export Director Olivier 
Mariotti said that launching exclusive 
products is becoming the Koto “trade-
mark”. At this year’s TFWA World 
Exhibition, Koto Parfums is launching 
a “unique collector’s item” from its 

03 Travalo is launching several 
new products, including the Travalo 
Skyline. The new rectangular 
luxury atomiser has a patented 
refilling system and crisp, modern 
appearance.

04 Miniature coffrets for Kaloo 
are one of the ways in which 
Millennium Fragrances appeals to 
a younger audience, with a set of 
four miniatures costing €25 and a 
five-strong set costing €29.

TFWA DAILY – 5www.tfwa.com



child-focused Kimmi range. A set of 
five miniatures will feature all of the 
Kimmi characters and their different 
fragrances.
When it comes to involving children in 
a fragrance buying decision, either on 
the ground or in the air, it’s the more 
the merrier in terms of sets, product 
quantity, packaging and choice.
Another fragrance that focuses on the 
young and the young at heart is Oilily 
(Blue Village F26), run by Colorful 
Licenses. At its heart, the Oilily brand 
focuses on colour and quirkiness, and 
the fragrance is worn by children and 
adults alike. Oilily is a lifestyle brand 
that requires a certain amount of room 
in-store to get its complete message 
across. Similar in goal to Chanel, 
the Oilily in-store ethos is, according 
to Colorful Licenses Travel Retail 
Manager Daniel Strobino, to offer a 
complete product line. “To comple-
ment our collections, we have created 
a personalised Colorful Licenses 
shop-in-shop concept that certifies 
an inviting display of our products 
and therefore constantly supports our 
retailers,” he said.
Differentiating into a full product line 
is a common goal. Strobino added: “We 
will showcase the spring summer 2013 
collections of Oilily fashion bags, Oilily 
beauty bags, Oilily shawls, and not to 

forget the various Oilily perfumes lines. 
We want to consolidate the business 
with our many existing partners and 
focus especially on brand positioning 
and in-store presentation/visibility. 
Next to this, we are always looking for 
new professional partners who are 
motivated to work with our outstanding 
Oilily products.”
Supporting this is the development of 
travel retail exclusive products. “Next 
to the seasonal collections we bring, 
we launch every year new travel retail 
exclusive products. This year, we will 
bring an Oilily shawl, folding bag, 
wallet and a cosmetic bag with a print 
exclusively designed for the travel 
retail market,” explained Strobino.
But can you really expect to get the 
space you want when competition for 
space is tight on the ground and even 
more so in the air? It’s a tough one to 
call. It comes down to brand develop-
ment and the relationship the brand has 
with the retailer and, of course, the end 
customer. When sales onboard hold a 
mix of food and fragrances, beverages 
and bling, those who choose this route to 
market are taking advantage of a  
captive audience with an eye for 
something different.
When the famous interlocking C 
emblems disappear completely from 
airline retail, when the last bottle of 
Chance is sold and the Allure is gone, 
there’s plenty of room for the big guns 
and the little guys alike to take centre 
stage and fly the space in the skies that’s 
been left open for them.

neW eXHIBItOR BY teRRY/teRRY  
De gunzBuRg (AmBAssADeuRs 
VIllAge u11) Is pResentIng A  
neW FRAgRAnce lIne – tHe 
luXuRIOus ‘HAute-pARFumeRIe’ 
cOllectIOn OF FIVe scents.

05 Colour and quirkiness keep Oilily fragrances 
flying high, but its full brand portfolio spans the 
lifestyle categories.

06 Parlux Fragrances (Green Village M64) is presenting 
Dazzle – the new fragrance from Paris Hilton.
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Here comes 
tHe Science
It doesn’t matter that there’s a recession on – high-tech skincare and 
investment in unique ingredients is paying off with many suppliers investing 
more and more into research and development, and the finest ingredients 
each year. And it’s not just the old guard that is keeping firmly on the tried 
and tested path, new brands entering travel retail are not shying away from 
this expensive route either. Lorna Strickland-Cook reports.

Even with organic brands having 
a huge following as each year 
passes, the pharmaceutical indus-
try and the science labs play a 
large part in driving our canvassed 
brands forward, and those choos-
ing the more natural route reveal 
that it’s not just a case of throwing 
in a few essential oils and hoping 
for the best.

It’s a merging of the old and the new that 
really interests and drives forth many 
brands in the market, with many products 
being launched at TFWA World Exhibition 
featuring a mix of nature and science.
One such brand pioneering just this 
is Ahava (Green Village M62). Ahava’s 
complete product portfolio will be 
exhibited at TFWA World Exhibition, 
with a special focus on its Extreme 
Collection. Based on the unique Extreme 
complex, developed by Ahava’s research 
and development team, the products 
contain active ingredients from two of the 
Earth’s most extreme environments: the 
Dead Sea and the Himalayas. Extracts 
of Tibetan Goji berries, Himalayan 
raspberry root and Icelandic moss are 
combined with Ahava’s blend of Dead Sea 
minerals, Osmoter.
Michal Rom, VP International Sales, 
Ahava, said: “Brought together from the 
ends of the Earth, these natural active 

ingredients produce a powerfully effec-
tive complex to revitalise mature facial 
skin, reduce wrinkle depth, enhance 
firmness and restore youthfulness.”
This complete anti-aging collection 
comprises four products: Extreme 
Day Cream, Extreme Night Treatment, 
Extreme Firming Eye Cream, and 

Extreme Radiance Lifting Mask. It’s 
anti-aging but not as we know it.
Another brand that believes in nature 
versus nurture is French skincare 
company Yves Rocher (Ambassadeurs 
Village U2). Each year, it develops and 
tests close to 30 new botanical active 
ingredients and since 1959, more than 

50 patent families have been filed. To 
respond intelligently to the specific 
needs of customers’ skin, it puts its trust 
in the power of plants. Magdalena Brivet, 
Yves Rocher Travel Retail Marketing 
Manager, explained: “We see all over the 
world that women are more and more 
sensitive to, and in search of, natural 

Kenneth Kwong, Jurlique 
Marketing Manager: “Innovative 
and proprietary Bio-Intrinsic 
process is at the heart of every 
Jurlique product, unlocking 
the full potential of its natural 
ingredients. We believe true 
beauty begins in the earth.”
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cosmetics. Our brand has over 50 years 
experience within the field. Yves Rocher 
is a one-of-a-kind brand that has chosen 
to master every aspect of its operations: 
agriculture, botanical and scientific 
research on plants, developing innovative 
active ingredients, formulas, supplying 

raw materials, manufacturing, packaging, 
shipping and distribution around the world.”
As Yves Rocher prepares to enter travel 
retail and showcase its range to the duty 
free world at TFWA World Exhibition, 
it will be sitting alongside some big 
names with some equally as impressive 
research and development resumes. This 
year, one such company, 3LAB (Green 
Village L63) is showcasing its new Super 
Cream, which is its most technologically 
advanced cream to-date. 3LAB President 
Spencer Kanis commented: “Combin-
ing 3LAB’s proprietary ingredients with 
ITD-advanced technology from the 
pharmaceutical industry, Super Cream 
delivers skin rejuvenation peptides 
directly to the cells, dramatically 
increasing elastin and collagen produc-
tion. Super Cream is the essence of 
embracing innovation by combining the 
technology used in the pharmaceutical 
industry with the advanced science and 
technology that 3LAB takes pride in.”
3LAB believes it is proven that women 
will continue to invest in beauty. Women 
want the best quality product for the 
money they have available to spend.
When it’s all about anti-aging and the 
best skincare, one company that gives 
standout performance at gathering 
together the best ingredients is La 
Prairie (Riviera Village RE6). Focusing on 
the higher end of the market, La Prairie’s 
formulations have been in existence 

for almost 35 years. But this old guard 
brand feels newer with its investment in 
high-tech, up-to-the-minute products at 
the forefront of everything it does.
“Since our inception in 1978, we have 
developed products that combine the 
highest standards of purity, advanced 
scientific technology and ingredients, and 
a reverence towards the Swiss tradition 
of wholesomeness, effectiveness and 
efficiency. La Prairie has a well-earned 
reputation for combining innovative 
technology and delivery systems with 
exquisite, highly efficacious ingredients. 
This is the DNA of our brand,” said Yves 
Le Breton, La Prairie Vice President, 

Corporate & Sales Strategy. “Over the 
years, we’ve brought to market extraor-
dinary, high-performance products 
that both retailers and consumers have 
embraced wholeheartedly – from Skin 
Caviar Luxe Cream to Cellular Radiance 
Concentrate Pure Gold, Cellular Cream 
Platinum Rare to Cellular Power 
Infusion, and most recently, Skin Caviar 
Liquid Lift. Our product introductions for 
2013 are just as notable.”

GivinG the skin what it needs
Mavala (Riviera Village RG16) is another 
heritage brand that believes in the power 
of providing the best ingredients, but its 
philosophy is simple. Mavala’s Caroline 
Freiburghaus explained: “We always try 
to find new ingredients, new technolo-
gies, new textures which may respond to 
today’s trends and to consumer expecta-
tions. Our concern is to always give the 
correct answer to our customers.”
For a brand that started out in mini nail 
polishes 50 years ago and branched out 
into cosmetics and skincare, it might 
just be onto something. There’s never 
a one-size-fits-all solution when it 
comes to skincare. It’s all about knowing 
your skin type, which can often change 
depending on the seasons and various 
other factors, and then finding a product 
that works consistently.
Freiburghaus revealed that Mavala is 
focusing on its new Hydro-Repairing 
Care for Feet at TFWA World Exhibition: 
“It’s the ultimate treatment for cracked, 
damaged feet.” With 25% urea, it’s 
another scientific marvel. Synthetic urea 
is a tried and tested addition to beauty 
products. Far from being a gimmick, it’s 
a naturally occurring by-product that 
is now often mass-produced for the 
cosmetics and skincare industry as a 
form of preservative aimed to be kind to 

AHAVA’s cOmplete pRODuct 
pORtFOlIO WIll Be eXHIBIteD At tFWA 
WORlD eXHIBItIOn, WItH A specIAl 
FOcus On Its eXtReme cOllectIOn.
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01 Over the years, La Prairie has brought to market 
high-performance products that both retailers and 
consumers have embraced wholeheartedly, including 
the Skin Caviar Luxe Cream.

02 3LAB is showcasing its new Super Cream, which is 
its most technologically advanced cream to-date.

03 Mavala is focusing on its new Hydro-Repairing Care 
for Feet at TFWA World Exhibition.
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skin. Mavala’s skincare line – Mavalia 
– will be launching two new products 
in Cannes: Smoothing Emulsion and 
Firming Cream, to help delay the first 
signs of skin ageing.
Backing up the argument for technologi-
cal advancement is newcomer to travel 
retail By Terry (Ambassadeurs Village 
U11). According to the company, the By 
Terry line has always been very innova-
tive, bringing the lastest technologies, 
with a real expertise. By Terry is already 
a high street goddess with high-end 
stockists falling for the dewy complexion 
created by the skincare and cosmet-
ics guru Terry de Gunzburg. “There will 
never be any compromise with quality. 
Only crème de la crème ingredients are 
selected, and the formulas are presented 
in very luxurious packaging,” commented 
By Terry Area Manager Charlotte Thomas, 
proving that when women are paying a 
premium for a first-class product, they 
want the packaging to reflect the invest-
ment. It’s got to look good on the shelf, as 
well as on the skin.
It’s usually all about the face or the eyes, 
so for a new brand in travel retail to almost 
instantly make successful headway in the 
skin arena, and for that headway to be 
primarily body care, is a rarity.
French skincare brand Nuxe (Green 
Village H50) is also a relative newcomer 
to travel retail, but its dry body oil Huile 
Prodigieuse is already listed as the 

number one selling cosmetics item in 
units sold onboard Air France (Source: 
Air France, cosmetics ranking, as of 
end-June 2012), proving that the 20-odd 
years of product development has sent 
its sales soaring in travel retail.
From the very start, Nuxe invested in 
an integrated research and develop-
ment laboratory to constantly develop 
innovative products. Nuxe spokeswoman 
Céline Regrain said: “Our products’ 
formulas contain precious plant-based 
active ingredients and are the results of 

botanical innovation: 32 patents regis-
tered on exclusive plant extracts (discov-
ered by Laboratoire Nuxe), an optimum 
concentration of active ingredients, 
and original modes of action through 
innovative concepts such as floral neuro-
cosmetics.”

it’s all about science. or is it?
Australian skincare brand Jurlique 
(Yellow Village F49) is a skin care brand 
founded by a bio-chemist. Jurlique 
doesn’t subscribe to the idea that beauti-
ful skin starts in a laboratory and that no 
synthetic formula can match the power 
of nature to promote radiant, healthy 
looking skin. “Innovative and proprietary 
Bio-Intrinsic process is at the heart of 
every Jurlique product, unlocking the full 
potential of its natural ingredients. We 
believe true beauty begins in the earth,” 
stated Kenneth Kwong, Jurlique Market-
ing Manager. “Since Q3 2012, Jurlique’s 
branding has received a facelift, with a 
stronger focus on science, leveraging on 
not only on our natural, botanical ingre-
dients, but also our scientific expertise 
for potent, efficacious products.”
Skincare is big business and it’s no 
mean feat to achieve the perfect mix of 
research, development and marketing, 
and then achieving big sales domestically 
or in travel retail. The lengths companies 
go to for this is testament to how strongly 
they believe their scientific break-
throughs will make a real difference to 
women’s twice-daily skin care routines.
Ahava’s Rom confirms this. Such is 
Ahava’s commitment to research 
and development that it has set up a 
manufacturing arm right by the source of 
all of its power. “Innovation is an insepa-
rable part of Ahava’s DNA and begins 
with our approach to product. We are the 
only company to combine naturally active 
ingredients from the Dead Sea region 
and utilise them in formulas with innova-
tive and first-to-market technologies to 
create powerful and unique formulas,” 
explained Rom. “The core ingredient 
behind each and every Ahava product is 
the Osmoter. Produced through a natural 

evaporation process, the Osmoter is an 
innovative and proprietary compound of 
carefully balanced Dead Sea minerals that 
restore the skin’s hydration and balance, 
calm inflammation and protect against 
future damage. We are the only Dead Sea 
company with a production plant sitting on 
the shores of the Dead Sea to ensure both 
innovation and quality.”
It is this level of investment and belief 
that keeps the industry moving forward 
rather than standing still at any particu-
lar technical development.
Despite the recession, suppliers continue 
to invest in scientific breakthroughs 
to incorporate into the latest skin care 
launches. Be it laboratory-based or 
plant-based, women continue to buy, 
hoping that the next product is the one 
that justifies the spend.
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04 Magdalena Brivet, Yves Rocher Travel Retail 
Marketing Manager: “We see all over the world that 
women are more and more sensitive to, and in search 
of, natural cosmetics.”

05 Nuxe is taking France by storm with its dry body oil.

06 By Terry is renowned for producing skincare that 
gives a dewy glow.
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BEAuTy 
is ART
ARTDECO is presenting the latest 
collection from Dita Von Teese – Fall 
Favorites. The new make-up line is said 
to live up to her motto – ‘Beauty is Art’.
The new fragrance-free Anti Aging 
Concealer – Lifting Effect ‘Beauty Sleep 
Wand’ is described as an absolute 
all-rounder. It provides a smooth, even 
complexion, adds optical highlights, 
and conceals shadows around the eyes 
and skin blemishes.
Among the other products being 
showcased is Long-lasting Founda-
tion oil-free in the new shade no. 40, 
or alternatively in no. 10 or no. 35, 
which provide a naturally matte, even 
complexion. The light fluid goes on 
smoothly and provides perfect  
coverage.
Transparent Fixing Loose Powder 
‘Beauty Setting Powder’ mattifies the 
complexion, and thanks to the enclosed 
powder puff, the powder can be applied 
with absolute precision.
Eyebrow Gel leaves a natural finish on 
the eyebrows. The tapered brush is 
ideal for defining the brows and helps 
to keep them perfectly shaped.
Strip lashes No. 10 are handmade 

using real hair, and create a glamorous 
effect. They add density and lengthen 
the natural lashes.

Riviera Village RF8

pOlAR 
pOWeR

new exhibitor

Polaar is showcasing its range of skin 
care products at TFWA World Exhibition. 
Its products utilise the power of polar 
plants, whose properties can be highly 
beneficial to the skin. Polar plants are 
said to contain the most potent and 
purest antioxidants.
The key ingredient in its products is 
PPNF3 Antarctica – a polypeptide that 
is said to have revolutionary anti-aging 

results. Polaar’s Fundamental Anti-
Wrinkle Cream corrects wrinkles and 
offers the skin much-needed hydration 
and nutrition. It targets all of the skin’s 
layers with a reinforced anti-wrinkle 
action. The result is supple, plumper 
skin and a radiant complexion within the 
first days of application. It can be applied 
morning and/or night, in combination with 
the Fundamental Anti-Wrinkle Serum.
The Fundamental Anti-Wrinkle Serum is 
ultra concentrated and is said to correct 
and smooth out wrinkles after the first 
application. PPNF3 helps to visibly 
redefine the contours of the face and act 
on wrinkles. It leaves the skin replen-
ished, softer and more luminous.

Yellow Village E30



magical
ShAdeS
For this Fall/Winter, Black Up is present-
ing three new innovative products, which 
offer a level of correction suited to skin 
with imperfections, such as dark spots, 
scars and uneven texture.
Full Coverage Cream Foundation is said to 
hide any imperfection and perfectly unify 
the complexion. It uses state-of-the-art 
technology to hide imperfections without 
caking. Its innovative formula is enriched 
with a firming peptide complex.
There is a range of Concealer Palettes 
suited to dark skin, with a magical shade 
that erases the darkest skin flaws. There 
are three different palettes to suit different 
skin tones. Each palette features a colour 
quartet – light and medium shades to correct 
imperfections; a dark shade to work light 
contrasts and shape facial features; and a 
magical shade to neutralise and illuminate 
the darkest areas, such as under eye circles, 
dark spots or scars.
Also new is a Complexion Enhancer bursting 
with ultra luminous pearlisers, which boost 
radiance. This new illuminator formula, with 
high shimmers, instantly revives dull skin. Its 
silky, light gel texture is very easy to apply.

Green Village K37

cReAmY 
mAsk
Condensé Paris is present-
ing the Youth Creamy Mask, 
which helps to smooth 
features, fade winkles out 
and strengthen skin by 
boosting cell metabolism. 
It does this thanks to an 
innovative natural and 
powerful active ingredient that 
comes from the algae,  
Golden Laminaria.
Orange wax, passion flower 
and flax oils provide comfort 
and deep moisturising. The 
skin, once regenerated, is said 
to recover youth and smooth-
ness. The cream is rich, with 
a texture close to butter for a 
highly nourishing effect. It can be 
left on the face and neck for five 
to 10 minutes, or for the whole 
night like a night mask.
The Youth Creamy Mask is free 
of added parabens and phenoxy-
ethanol, and also free of colouring, 
alcohol and mineral oils. It is 
priced at €31 for 75ml.

Green Village H42
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22-25
2012
October

DANCE & LOUNGE
Gare Maritime, 22.00-02.00


