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Session 1: Skin science – Making sense of facts  
 
LCF and cosmetic research 
Prof Danka Tamburic (UAL, London College of Fashion) 
 
Cosmetic Science education at LCF is now 20 years old, but the first cosmetic research paper 
with the LCF affiliation was published even earlier – in 1999. Since then, our research group 
has grown, together with the range of research topics it covers. For the purpose of this talk, 
the topics have been divided into four broad categories (skin research, hair research, the 
Beauty of age theme and the use of 3D printing in cosmetic innovation). Each of them will be 
briefly introduced, mainly through examples of published papers or other outcomes, providing 
an overview of our past, current and some planned research. Mirroring the nature of the 
eclectic scientific discipline we work in, cosmetic research at LCF remains multi-disciplinary 
and collaborative, including industry, academic institutions in the UK and abroad, colleagues 
from different parts of our school and college, as well as our students. 
 
 
Formulation fantasies 
Dr Majella Lane (UCL School of Pharmacy)  
  
The skin has evolved to keep water in and other xenobiotics or foreign substances out. The 
outer layer, the stratum corneum, is a unique membrane that is about a sixth of the thickness 
of a piece of paper.  It is composed of dead cells that are filled with keratin and are very dense 
in nature. A number of misconceptions prevail in relation to the ability of skin formulations to 
deliver into skin and they are the subject of this presentation. Targeting of actives to specific 
regions of the epidermis and dermis is the ‘holy grail’ for a topically applied formulation. 
However skin penetration of most active ingredients does not exceed more than 2-4% of the 
applied amount. Partly this reflects a lack of focus on the vehicle and a lack of awareness that 
the fate of the active is inextricably linked to the carrier components of the formulation. 
Advances in the range and sensitivity of analytical techniques available to scientists are 
already providing better insights into vehicle effects on skin delivery of actives. Building on 
these findings we should be optimistic about our ability to engineer and design better 
formulations for the benefits of our consumers and patients.  
 
 
Potential interventions for distressed skin 
Catherine Bonn (Newcastle University) 
 
The skin is our living, protective shield. It prevents the rest of our bodies from harm by 
providing a barrier against damaging light, particles, cold, heat and harmful bacteria. However 
this protection can take its toll, as our skin is constantly barraged by not only these external 
stressors but also internal stressors caused by lifestyle, diet and hormones. Today there are 
new stressors that our skin has not had to cope with before, such as modern day pollution, 
and we are only just learning about the full extent to which our skin is damaged by sunlight. 
My own research questions how infrared and visible light from the sun can influence our skin, 
each potentially contributing to skin damage in different ways and compounding the damage 
caused by ultraviolet light. Skin stress results in premature ageing, which negatively impacts 
its structure and function. The better we can protect our skin from stress, the longer it will 
remain healthy and able to protect us from our modern lifestyles.  
 



Lessons from the past, a vision for the future 
Prof Paul Matts (Procter & Gamble) 
  
The past 30 years have seen a succession of new technologies brought to the skincare 
market-place, allowing a corresponding degree of evolution in innovation around claims.  In 
recent years, however, the rate and degree of innovation has slowed and softened, 
respectively, with concurrent impact on consumer-facing claims. This presentation will review 
this trajectory and examine the reasons for change, while also considering what needs to be 
done to drive a stream of genuine innovation in efficacy, consumer benefit and inspiring, 
aspirational insights and claims, in the future. 
 
 
Session 2: Skin technology – Applying what we know  
 
Personalisation in cosmetics: the role of 3D printing 
Dr Milica Stevic (UAL, London College of Fashion) 
  
Presently, cosmetics are manufactured by large-scale ‘one size fits all’ traditional methods. 
Recent trend analysis suggests that mobile phones and similar devices have become an 
essential source of information and an important link between the customer and product 
developer, driving the product market towards personalised needs. Consumer awareness of 
the role, impact, and expectations of packaging has increased in all industries including 
cosmetics. Developments in 3D printing foreshadow the end of standardisation and the 
beginning of personalised products capable of meeting individual consumer preferences and 
improving the quality of life. 3D printing technology has begun to be employed in the cosmetics 
field for making cosmetic products and devices, as well as in packaging development and 
customisation. This talk examines the prospects that 3D printing and scanning technologies 
offer in the field of cosmetic science, highlighting the challenges and limitations when applying 
it to research. A novel 3D printed lip products will be compared with traditionally made 
products. In addition, the potential use of a 3D printer to develop and manufacture innovative 
cosmetic packaging with antimicrobial properties will be explored.  
 
 
News from the sustainable packaging arena 
Sarah Greenwood (University of Sheffield) 
  
Packaging and sustainability have never been more in the forefront of people’s 
minds.  Although plastic is getting most of the attention, in order to have the minimum possible 
impact on the environment, we need to start looking at the whole system that delivers the 
product to the consumer, not just the material that is used for the packaging.  This is reflected 
in new EU regulation and voluntary commitments, such as the UK Plastics Pact, designed to 
facilitate a move to a circular economy.  Of growing interest are Life Cycle Analysis, which can 
yield some surprising results, bio-sourced and biodegradable materials, which might not be 
the wonder materials that they seem, and Refill and Return systems, which could change the 
way we shop for cosmetic and health and beauty products forever.     
 
 
Your skin microbiome: why you need to love your bacteria? 
Dr Geoff Briggs (Walgreens Boots Alliance) 
 
The recent advances in microbiome science has led to an explosion in consumer interest in 
prebiotics, probiotics, and ‘microbiome friendly’ formulations. Probiotic technology (tyndallised 
bacteria, extracts and lysates) are now common across the cosmetic skincare market and a 
few companies even include live bacteria in their topical skincare products. However, this is 
still a new science and there are a number of questions which I will try to address.  



• There is substantial evidence for the relevance of the gut microbiome in overall human 
health and wellbeing, but what is the scientific evidence behind the involvement of the 
skin microbiome in skin health?  

• There are hundreds of ‘microbiome’ ingredients being offered to cosmetic product 
manufacturers, but what is the evidence that any of the microbiome cosmetic ingredients 
either benefit the skin and/or modulate the skin microbiome?  

• Are microbiome friendly formulations really necessary and what does ‘microbiome 
friendly’ actually mean?  

• What is the potential for live probiotics in topical cosmetic formulations and how might this 
change the cosmetics of the future? 

• Should we rethink ‘beauty from within’ after the revelations of the gut-skin axis? 

 
 
Big data and AI in cosmetics 
Joseph Kearins (IBM) 
 
Cosmetics businesses are steadily introducing more emerging technologies into their 
organisations and supply chains. In this session, Joseph Kearins of IBM’s Global Consumer 
Industries team will talk about some real-life examples of new tech in action.  
Joseph will give an overview of how AI is being used is the fragrance industry to create new 
scents for consumers. He will also discuss how another emerging technology, blockchain, is 
being used by a cosmetics company in its new products. Finally, Joseph will show how the 
Internet of Things is being used by one cosmetics business to optimise manufacturing. 
 
 
Session 3: Consumer experience – A glimpse of the future 
 
Cosmetic retail: what is in store? 
Dr Stefanie Williams (Eudelo) 
 
It is becoming increasingly challenging to sell skincare products on the high-street. However, 
there are certain areas where high-street stores have a distinct advantage, specifically in 
offering a true experience that customers will not be able to get online. One example of this 
is in vivo measurements of skin physiology parameters such as hydration, cumulative sun 
damage and erythema, in order to create a tailored skincare regime for each individual person. 
Furthermore, designing skincare stores for the primary purpose of education (which then leads 
to a purchase as a natural sequence) rather than transactional in-and-out, can help to 
differentiate from online shops. Most important, however, is the ability to provide superior in-
person skincare advice, based on genuine expertise. 
A challenge that people purchasing skincare online may experience is the higher risk of 
receiving fake products. This talk will also cover the development that has a potential to 
revolutionise the skincare market, both online and on the high-street.  
 
 
Cosmetic claims: what’s next? 
Dr Chris Gummer (Cider Solutions) 
 
Constrained by cosmetics regulations and the medicines directives, anti-ageing claims have 
become dull and repetitive. Product claims lack innovation and excitement and the consumer 
simply gets more of the same. And, without a change in approach, we will continue to do no 
more than reduce the appearance of fine lines and wrinkles – again and again. It’s time to re-
think our approach to anti-ageing and move away from the ultra-fine, high resolution 



measurements of skin topography, pores and blemishes that mean little to the consumer yet 
still promise incredible benefits. It’s time to change the anti-ageing message.  
In this troubled world of a struggling environment pressed by ever increasing consumerism, 
This talk will take a brief look at what the skincare category can contribute towards our future; 
but it does require some honesty and is unlikely to please marketing. 
 
 
Older women, cosmetics and identity 
Dr Hannah Zeilig and Caroline Searing (UAL, London College of Fashion) 
 
The main focus of this presentation is our recent small-scale study All Made Up that 
investigated the role of make-up for women in later life. We also refer to Fine Lines an earlier 
study examining cosmetic advertising and the perception of ageing female beauty. Whilst 
neither of these studies are explicitly concerned with dermatological issues, nonetheless in 
both, the role of ageing facial skin was implicit. The presentation opens with some general 
demographic background to our ageing population and goes on to outline historical 
perspectives on the use of facial cosmetics and the contemporary context of the cosmetic 
industry. We then present some of our findings from in-depth interviews that were conducted 
with three older women as part of All Made Up. The older women at the centre of this study 
use make-up in ways that were associated with the expression and performance of their 
identity. Make-up was thus found to be central to the creation of the women’s self-image; all 
three interviewees felt more confident about facing the world when made-up. Rather than 
being a mask behind which the women hide, for these women, make-up is an essential part 
of who they are and a means of expressing their identities.  
 
 
Cosmetic trends: where will they come from & where will they go? 
Daniel Whitby (Lake Personal Care) 
 
What will the future of beauty look like and how can we possibly predict this? The beauty 
industry is driven by innovation, not only in formulation and packaging, but also in terms of 
new formats, claims and a need for new ways of engaging with increasingly savvy consumers. 
As the market grows and we see the emergence of new, often independent brands who are 
highly mobile and agile, the demand for innovation is relentless. Taking extensive research 
from the latest scientific publications and combining this with analysis of new product launches 
and global product trends can give us some idea of what to expect from the next generation 
of beauty. Add in to this key developments in other industries such as healthcare, construction 
and nutrition, new thinking in marketing and retail and a thorough understanding of consumer 
needs and we can begin to build a picture of where we may be as we enter the third decade 
of the 21st century.  
This presentation will take you on a whistle-stop tour of where ‘future beauty’ will come from 
and what it will look like. 
 


