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For several years now, the "In & Out Beauty" market, where beauty and well-being come
together to offer a body in harmony, is developping and attracting more and more
consumers in search of authenticity and performance.

Our first white paper "Will your next innovation be In & Out"” proposed you to innovate?
You've been hearing about and want to get started? All you need now is to understand a
few key points to achieve your goal.

In this white paper you will discover the In & Out beauty, the development process for
these products and the key points about regulations in Europe.
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THE NUTRICOSMETICS
DEVELOPMENT IS AT
THIS TREND ORIGIN!

Used to meet our needs with topical care, cosmetics
have been part of our culture for many, many years.
Applied on the skin, we may wonder about the
effectiveness of cosmetics.

Indeed, we know that the product acts most of the
time on the skin surface or even to the outermost
layers such as the epidermis and that it is however
necessary to have an action on the deep layers of the
skin such as the dermis and hypodermis to see real
changes on it.

However, cosmetics are essential and irreplaceable as a
means of prevention and preservation of the skin's
natural functions by ensuring, for example, better
protection against UV rays, cold, pollution, etc.
Then comes the rise of nutricosmetics.

BUT WHATISIN &
OUT BEAUTY?

Also called beauty from the inside and outside in
french, it is above all an alliance between two
distinct complementary worlds.

At the centre of this philosophy is the skin, which,
let us remember, is the largest protective organ of
the human body.

Beauty in & out approaches the skin health, on
one hand from the outside with the help of
cosmetic products that will act on the surface and
on the other hand from the inside, combining
topical care with oral care called nutri-cosmetics.

In other words, it consists of taking in synergy a
food supplement and a care product (serum, oil,
cream) whose formulas aim to respond to the
same skin problem.




In & Out

IS THE IN&OUT CONCEPT INNOVATIVE?

The two universes we have just studied are therefore nothing new, they have existed for
decades. The novelty lies in the fact of associating them within the same brand. It is a real
philosophy to propose an offer that deals with an issue in its entirety, that associates health with
beauty. Combining and creating a synergy between "oral" and "cutaneous" treatments reveals, in
reality, a desire of the brand.

It sends a hopeful message to consumers, desperately seeking solutions to their skin, hair and
nail problems that could not be solved with cosmetics alone.

DOWNLOAD OUR WHITE PAPER
WANT TO KNOW MORE ? "WILL YOUR NEXT INNOVATION BE IN & OUT?"







DEVELOPMENT PROCESS

Do you have an idea to develop In, Out or both together in mind? We are here to guide you. Creating your
own range of beauty or wellness products is an exciting but complex project. It requires a range of skills, and
many milestones to be validated before proceeding with the commercial launch in the identified countries.

Here are a few essential steps to know.

PRODUCT BRIEF

5 STEPS

Here are the 5 common
FEASIBILITY

steps for In & Out
ranges development

PRODUCT
DEVELOPMENT

&1,

REGISTRATION

=

LAUNCH
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LET'S DISCOVER THE STAKES OF THESE STEPS, NEXT PAGE



DEVELOPMENT PROCESS
IN DETAIL

BRIEF PRODUCT

In the first instance, once you think you
can meet a need thanks to your
development offer, you will be asked to
draw up a product brief.

THIS FIRST STEP IS THE BASIS FOR INNOVATION SINCE IT WILL
ALLOW YOU TO HAVE A COMMON AND PRECISE VISION OF THE
PRODUCT WITH YOUR FORMULATOR.

You will indicate all the information necessary to understand your product:
- Your target group

- The world of your brand

- Ingredients to choose or not

- Your type of formula, the galenic form

- Your packaging

AS A BONUS, YOU WILL FIND AT THE END OF THE WHITE PAPER AN EXAMPLE OF A PRODUCT BRIEF.

EXAMPLES OF IN & OUT GALENIC FORMS
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DEVELOPMENT PROCESS
IN DETAIL (CONTINUED)
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FEASIBILITY

Once you have discussed the product brief with your product
development consultant, you need to analyse the feasibility of
the product.

The first step is the choice of product formulation.

i You will choose the selection of active ingredients, plant extracts,
N organic or non-organic raw materials according to your desires
and your commercial strategy.

ol Then you will choose the packaging which will be in adequacy
with the consumer gestures, and protective for the formula.
o % This stage is essential, in order to lay the foundations for
— development, and allows you to set the first parameters (for
= example, to exclude certain ingredients, etc.).
DEVELOPMENT PRODUIT

At this stage, you have selected the product active
ingredients and chosen a suitable packaging.

You will now be able to :
Choose the final formulation, in adequacy with the
packaging.

Study the product stability and compatibility, so that the
final product can comply with the quality criteria
throughout its useful life.

Carry out an evaluation for industrial manufacture
(according to the expected marketing volumes).

REGISTRATION

The product is now developed, you still have to compile the
regulatory file before its launch.

Filing of the regulatory file in the various markets
includes the obligation to carry out laboratory tests to
prove that the product is not dangerous, and retains its
qualities throughout its lifespan.

These tests are carried out by independent expert
laboratories, and the cost of the tests can be covered by
aid for innovation




THE DEVELOPMENT IS DONE

LAUNCH

Finally, when you get ready to the
product launch, all that's left to do is to
prepare the labelling, in different
languages, and market it in your first
target markets.

YOUR PRODUCT IS DEVELOPED.
IT CAN NOW BE MANUFACTURED
TO SALE IN YOUR MARKETS.

WHAT IS THE DISTINCTION

BETWEEN THE

DEVELOPMENT OF

COSMETICS AND

NUTRICOSMETICS? THE HIMPORTANT
DIFFERENCE

Nutricosmetics depend on the legislation on
food & food supplements. Cosmetics depend
on the legislation on cosmetics.

Toxicity studies! Skin studies for cosmetics vs
oral toxicity studies for nutraceuticals
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REGULATION IN EUROPE




FOCUS : FOOD SUPPLEMENTS CLAIMS

What is a claim?

Any message or representation, not mandatory under community or national legislation,
including representation in the form of pictures, graphics or symbols in any form, which
states, suggests or implies that a food supplement has particular characteristics.

A HEALTH CLAIM

. Highlights a link between a nutrient or food and
the health situation.

- May claim the reduction of a risk factor, but may
not include a therapeutic statement indicating that
a nutrient prevents or cures a disease (e.g. "calcium
prevents osteoporosis").

A "NUTRITIONAL" CLAIM

« Refers to the content of a nutrient in a food.

« Itindicates for example "rich in calcium" or
"represents 30% of the recommended daily intake
of vitamin C".

EXAMPLES OF "STANDARD"
CLAIMS

« Biotin contributes to the maintenance of normal
hair.

. Biotin contributes to the maintenance of normal
skin

. Copper contributes to the normal pigmentation of
the skin (if 15% of the RDAs are present in the daily
intake)

"PERSONALISED" ALLEGATIONS

They must be demonstrated by studies, to the Authorities. They are based on justified
scientific data. The competent authorities require the food business operator or the

person responsible for placing the product on the market to produce all relevant
evidence and data attesting to compliance with the regulatory requirements and the
claims made.




FOOD SUPPLEMENTS LAUNCH

To date, there is no portal for a common declaration for all European countries
concerning food supplements, as is the case with the CPNP portal for the declaration
of cosmetic products.

THESE PRODUCTS ARE NOT ALWAYS SUBJECT TO PRIOR
MARKETING AUTHORISATION, BUT DECLARATIONS MUST BE
MADE.

FOOD SUPPLEMENTS PLACED ON THE MARKET MUST BE

SAFE FOR HUMAN HEALTH.

4

DIRECTIVE THE OCA|,

2002/46/EC ORDINANCE ON FOOD
TRANSPOSED IN SUPPLEMENTS
EACH COUNTRY (OSAV)




FOCUS : COSMETIC CLAIMS

What is a claim?

Any message or representation, which is not mandatory under community or national
legislation, including a representation in the form of pictures, graphics or symbols in any
form, which states, suggests or implies that a cosmetic has particular characteristics.

LET'S DISCOVER
BELOW THE MAIN POINTS
COSMETIC CLAIMS

CLAIMS THAT LEND VIRTUES
TO PRODUCTS

« On the raw material: "Shea butter helps to
maintain the hydration of the epidermis”.

« On the finished product: "visibly reduces the depth
of wrinkles".

REGULATION

« Claims must be clear and understandable to the
average end-user.

. Claims are an integral part of products and must
contain information that enables the average end-
user to make an clear choice.

WHICH FILE?

- "moisturising”, "anti-redness", "anti-wrinkle" are all
messages that can be found on the beauty products
packaging. But to be entitled to claim such actions,
one must be able to prove them. Current
legislation requires that each cosmetic product
must be accompanied by a Product Information
File (PIF) before being placed on the market.




EXAMPLES OF COSMETIC CLAIMS

Op
HEALTHCARE -

« TESTED UNDER DERMATOLOGICAL
CONTROL / DEVELOPED IN
COLLABORATION WITH
DERMATOLOGISTS»

. Means that the product has undergone a skin
tolerance test on volunteers, under the supervision of
a dermatologist (patch test).

COMPOSITION =)=

« PRESERVATIVE-FREE »

« The cosmetic does not contain any listed
preservatives

. Cosmetics do not need any preservatives due to
its typology.

« Cosmetics use methods other than preservatives:
airless packaging, UHT sterilisation, etc.

YOUTHFULNESS/ANTI-
WRINKLE/ANTI-AGEING/ANTI-
HAIR LOSS/ANTI-CELLULITE
CLAIMS

« Aimed at products that improve the appearance
of the skin and help prevent the signs of time. It
never has an impact on the cause of the
problem.

« BASED ON... »

 Usually aimed at highlighting the
flagship ingredient of the cosmetic
product.

« SCIENTIFICALLY PROVEN
EFFICIENCY »

. All claims concerning the efficacy of products must
be proven through tests conducted by experts. This
is a regulatory obligation.

ETHIC

- Highlighting a high percentage of natural
origin or the presence of an organic
ingredient in the product.

. Cosmetic tests on animals have been
banned in Europe since 2013, so it is now
forbidden for brands to claim that their
cosmetics are not tested on animals.

- Means that the manufacture was carried out
in France or Switzerland, even if the primary
or secondary packaging was carried out
abroad.




COSMETIC PRODUCTS LAUNCH

CPNP portal allows a common declaration for all European countries of cosmetic
products.

Switzerland and the UK do not use the CPNP portal, and have to declare Responsible
Persons (RP) in their country.

COSMETIC PRODUCTS PUT ON THE
MARKET MUST BE SAFE FOR HUMAN HEALTH.

THEY ARE NOT THE SUBJECT OF A REQUEST FOR
PRE-MARKETING AUTHORISATION.

THEY COME UNDER THE JURISDICTION OF THE COMPETENT
AUTHORITIES FOLLOWING:

THE EUROPEAN

REGULATION NO. ORDINANCE LAW ON

1223/2009 COSMETICS. (OSAV)
TRANSPOSED IN EACH

COUNTRY

CONCLUSION

The in & out concept no longer holds any secrets for
you and you now have all the keys in hand to start
innovating in & out products! On the following page,
we let you discover our expertise which could be very
useful for your future developments.




NUTRITIONI@OSMETICS CREATION




NUTRITION COSMETICS CREATION

After more than 25 years in the service of skin research, it is obvious to NCC that skin
beauty or well-being is the result of an IN & OUT contribution. This is why our Geneva-

NCCH

Nutrition Gosmetics Greation 5A

CONSULTANCY

based product creation and development consultancy assists you, on an international
level, in the development of your food supplements and/or cosmetic products of Swiss

quality.

OUR EXPERTISE

« Cosmetic products development
« Food supplements development
« Training/advice

NCC offers all services from scientific
& regulatory expertise, product
development, to production
management.

-

DEVELOPMENT .. =

INNOVATION

FACEBOOK

INSTAGRAM

©

OUR STRONG POINTS

25 years of expertise in project management and
development of cosmetic/nutrition products
Access to a range of manufacturers in
Switzerland and abroad

Control of the supply of raw materials, packagin
and manufacturers

Scientific and regulatory expertise at the service
of marketing

Obtaining of certification
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Avenue de la Praille, 45
1227 Carouge/Genéve - Suisse
www.nccreation.ch
00 4122 548 07 53



__BONUS

BRIEF PRODUCT
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BEAUTY IN & OUT

White paper designed by Elsa Perret,
NCC Marketing Project Manager, in
collaboration with Anne-Sophie
Bongain-Decosne, NCC Founder
Publication: February 2021




