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Beiersdorf in
board shake up

German beauty giant
Beiersdorf is reorganising its

executive board to focus on

skin care and regional areas.

The company says this will
help it pursue its new strategy
of “Focus on skin care. Closer
to markets.”

From 1 May, the executive
board will have three function-
al and three regional areas of
responsibility.

Thomas-B Quaas will remain
chairman and Pieter Nota will
continue to lead marketing and
innovation. Bernhard Diittman
will stay in charge of finance
and will add human resources
to his responsibilities.

The shake-up follows the
retirement of Peter Klein
schmidt.

Markus Pinger will take on
responsibility for the Americas
in addition to his leadership of
the global supply chain.

James C. Wei will head up
the Asia region and a new
board member will be named
for the Europe region.

Graham poised
to enter China

US packaging giant Graham
Packaging is to buy China
Roots Packaging PTE, gaining a
foothold in the Chinese market.

Graham will buy the compa-
ny from PCCS Group Berhad, a
Malaysian company, in a trans-
action due to close in the sec-
ond quarter.

China Roots manufactures
plastic containers at a plant in
Guangzhou and counts several
global consumer products com-
panies among its customers.

Ceo Mark Burgess said:
“China is undeniably a major
market, and the opportunity to
participate in its growth is very
exciting for us.”
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While 2010 began with optimism and caution following 18 months of
recession, 2008-09 will go on record as one of the deepest recessions in

history, impacting all major world economies, and creating serious
business challenges throughout industry. Anna Ibbotson of Kline reports.

Recession casualty

The cosmetics and toiletries market was a casualty of the recession
but proved yet again to be more recession-proof than other industries
such as automotive and construction. Automotive sales in the US are
thought to have fallen by around 40% during 2009, despite govern-
ment incentives boosting sales in July and August.

The cosmetics and toiletries industry is sustained by ‘must have’
commodity toiletry categories such as soaps and toothpastes, which are purchased by con-
sumers regardless of the economic situation and provide a solid foundation that protect the indus-
try from drastic swings in purchasing behaviour. However, despite some protection from dramat-
ic reduction in consumer spending, there were a number of casualties including both manufactur-
ers and retailers. Store closings included C.O. Bigelow, Crabtree & Evelyn and Ann Taylor while
complete shutdowns included Linens ‘N Things, Fortunoff, and Illuminations. Discontinued brands
included the legendary Max Factor, which was pulled in the US, and Prescriptives.

The recession effect

Previous recessions, as well as the 2008-09 recession, have affected development of the person-
al care industry by varying degrees. Since the 1970s, recessions have occurred during different
stages of the cosmetic industry lifecycle. Skin care for example is the largest and fastest growing
segment, increasing its share from around 10% in the 1970s to a share of 25% in 20009.

The recession in 1990-91 when sales declined on average by -3.2%, was more focused on the
US than other world markets, and was caused by issues such as a crash in the stock market, in-
stability in the US banking system, a spike in oil prices, and the beginning of the Gulf War. The
length of recovery in the 1990s was around five years, with developments within the skin care
market in mass channels driving the turnaround. The 2008-09 recession recorded a similar fall in
cosmetic and toiletry sales, and manufacturers and retailers alike are now exploring strategies to
exploit the predicted upturn from 2010.

Although 2009 for many meant working in crisis mode, some success stories within cosmetics
and toiletries have been identified. For example the natural trend continued to gain ground. Sales
of natural personal care products in the US grew by about 8% in 2009, ahead of the overall mar-
ket but obviously down from the double-digit growth seen earlier in the decade. Value brands and
value channels also survived at the expense of luxury brands, as consumers cut costs or traded
down. In the US, private label products registered double-digit gains across many product cate-
gories — for example private label liquid soaps grew by around 30% in 2008.

Innovation, segment growth or even geographic expansion needs to be explored to support
industry recovery. As mentioned, in the 1990s the post-recession road to recovery within person-
al care was the introduction of affordable and high-performance skin care in mass market chan-
nels, resulting in growth of the entire market.

Following the latest recession, the natural trend could replicate the work that skin care did in
the 1990s, kickstarting growth and creating a new market segment within cosmetics and toi-
letries. Naturals have extremely strong market drivers, including a demand for safer, plant-based
products across all demographic groups, increased environmental concerns, increased main-
streaming of natural products and higher consumer awareness.

The naturals segment is an option to reinvigorate the portfolio, but other strategies could be
adopted to expand geographically and maximise strong growth continuing within emerging coun-
tries such as the BRIC markets. The race is now on to identify the strategy that will set manufac-
turers on the road to quickest recovery.

Anna Ibbotson will be leading a talk at the Marketing Trends presentations at in-cosmetics 2010.
‘Impact of Recessions on the C&T Market’ will take place from 10.30-11.15 on 13 April.

For further information please visit www.in-cosmetics.com.
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