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FROM THE JOINT
CONFERENCE CHAIRMEN

RAVI SANGANERIA

AND STEPHEN PISANO

At the onset, let us extend our gratitude
for the overwhelming response we
received for the IFEAT Cartagena,
Colombia Conference in 2018. Our
annual gathering of respected colleagues
from across the global fragrance, flavour,
and essential oils community is one of the
most anficipated destination events. It is
not just the insightful learning sessions,
but also the opportunity to network that
brings all of us together.

The beauty and culture of the location,
enjoyed with colleagues and friends add
that dash of extra zest to the experience.
As you dll know, this year Bali in
Indonesia is our chosen desfination. We

look forward to welcoming you to IFEAT
Bali 2019.

The Conference will be held in Nusa Dua
from 29th September to 3rd October
2019. A secluded world away from the
teeming crowds, Nusa Dua on Bali’s
southern peninsula is the capital of Bali
Province. Translated from Indonesian,
Nusa Dua literally means “Two Islands.’
But the name actually refers to two small
raised headlands just off the coast of
the peninsula. A Hindu shrine (Pura)
called Nusa Dharma stands on one of

these islands. Tan Sie Yong of Chinese
descent built this in 1948. Nusa Dua is
predominantly luxurious and perfect for
some leisurely unwinding. But if you want
a piece of the action, it is 30 minutes
from the happening Kuta, and 15
minutes from the bustling Jimbaran.

The theme for this year's conference

is “Naturals of Asia.” The focus will

be on essential oils from China, India,
Indonesia, Japan, Malaysia, Australia,
New Zealand, Singapore, and Vietnam.
Topics will include aromatic agricultural
practices and challenges; organic
farming, scientific developments,
emerging essential oil markets,
legislation, and much more. We have
an interesting lineup of speakers and
more confirmations are coming in. The
Conference programme will consist of
lectures on all four mornings. The frade
exhibition will also be open all four days.
In addition, there will be a number of
informative workshops and discussions.
More information on these will be
available on the IFEAT website when

details are finalised.

The IFEAT Committee, the Local
Organising Committee, and the Events
feam are working round the clock to
put things in place for this exciting
conference. As joint Chairmen, we look
forward to welcoming you to IFEAT Bali.

Terima kasih
Sampai jumpa lagi (See you soon!)

Ravi Sanganeria
and Stephen Pisano

Joint Chairmen

Ol worLo

For editorial and advertisement enquiries,
please email the edifor, Tina Carne, at:
ifeatworld @ifeat.org
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‘Mu CONFERENCE REGISTRATION INFORMATION

AR worL

BALI CONFERENCE

REGISTRATION

DELEGATE FEE RATES 2019

Delegate Registrations

Early bird price to 14 MAY 2019
15 MAY - 1 JULY 2019
From 1 JULY 2019

Day Registrations
Per Day

Accompanying Person Registration

Courses

Per Course. [Information en the courses

and workshops available will be released later).

IFEAT Dinner

Per Ticket

Member Price

$2,100.00
$2,400.00
$2,700.00

Member Price
Delegate Day ticket

$700.00
AP Member Price
$750.00

Member Price

$200.00

Member Price

$190.00

INFORMATION

Non-Member Price

$2,700.00
$3,000.00
$3,300.00

Non Member
Delegate Day ticket

$1,000.00
AP Non Member Price
$1.050.00

Non Member Price

$275.00

Non Member Price

N/A

IFEAT has a wide range of sponsorship and advertising opportunities available at the
annual Conference and Exhibition. The Conference atracts an enviable international
audience representing all reaches of the flavour and fragrance industry.

There are packages available fo suit every company’s needs and budget.
All rates are in US Dollars ($).
See sponsorship and advertising opportunities opposite.

Al worLD

SPONSORSHIP PACKAGES

*PLATINUM *GOLD *BRONZE

CONFERENCE SPONSOR CONFERENCE SPONSOR CONFERENCE SPONSOR

Member Price: $20,000
NON-Member Price: N/A
(Limited to 1 company)

Member Price: $14,000
NON-Member Price: N/A
(Limited to 3 companies)

Member Price: $8,000
NON-Member Price: N/A
(Limited to 5 companies)

*IFEAT EVENING
DINNER SPONSOR
Member Price: $7,000

NON-Member Price: N/A
(Limited to 1 company)

EXHIBITION COCKTAIL
PARTY SPONSOR
Member Price: $6,000

NON-Member Price: $7,500
(Limited to 1 company)

Member Price: $10,000
NON-Member Price: N/A
(Limited o 1 company)

COFFEE BREAKS
: _ SPONSOR
Member Price: $5,000 Member Price: $3,000

NON-Member Price: $6,500 NON-Member Price: $4,000
(all 4 dﬂ;.fs.] — (Limited to 2 companies) (all 4 d{:ya] — (Limited to 2 companies)

Member Price: $3,000
NON-Member Price: $4,000
(Limited fo 1 company)

INSERTS INTO
DELEGATE PACKS

Member Price: $1,800
NON-Member Price: $2,000
(Limited to 1 company for
each of the 2 courses)

Member Price: $1,100
NON-Member Price: $1,400
(Limited to 8 companies)

* Available to IFEAT members only.

ADVERTISING IN THE
CONFERENCE BROCHURE

The Conference brochure will serve as a valuable resource distributed to all delegates. This will be a simple
and effective way for your organisation to reach the entire conference delegation.

In addition to your adverfisement, the Conference brochure will include:

e Conference programme * Speaker profiles and absiracts
* Exhibitor listing and sponsor information ® Networking activities

ADVERTISING RATES

Conference Brochure Member Price Non-Member Price

Centrefold Full Page (2 Ads available) $3,000 $3,600
Inner Front Page (1 Ad available) $3,000 $3,600
Inner Back Page (1 Ad available) $3,000 $3,600
Inner Full Page (4 Ads available) $2,500 $3,000
Inner Half Page (4 Ads available) $1,400 $1,700
Inner Quarter Page (4 Ads available) $200 $1,000
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OBITUARIES

OBITUARIES

Francis Pickthall, CPL Aromas’ Global Marketing Director
and-one of the members of the family which founded the
Group, tragically died on Fndcry st M:::rch 2019 after a
short battle with cancer. He was 51. He leaves behind his

wite, Jacqueline, and two young children, Grace and Leo.

Francis worked with so rnu'nr members of the CPL divisions
around the world and he wi

| always be remembered as

being open and approachable, kmd and supportive of
all employees. He wasn't just seen a member of the main

!board, he also became a good friend to many.

We are saddened to report that the recipient of last year's
IFEAT Founder's Award, Erol Mesulam, Turkey’s first perfumer
and board member of MG International Fragrance Company,

has passed away. He is surwved by his wife, two children
nnd two grﬂndc [|»::|ran

"Mr. Mesulam was very passionate about life, his family und
his work. He was a great teacher and u!wdys enthusfiostic
about passing his endless knowledge regarding the frugr:mca
industry, literature, gastronomy and many other aspects -
ol life to everyone around him. All his family, friends and

MG family will always remember him as generous and a

-cumpqssmnute all round person.

He will be mls&ed dea ply both persanﬂ“y and prufes*slnnﬁliy’

i satidl CEO Aslan GUI(;‘H,‘.‘BI(

INDUSTRY UPDATE

VISIT THE NEW RIFM FRAGRANCE MATERIAL
SAFETY ASSESSMENT DATA CENTRE

RIFM was formed as a nonprofit corporation in 1966. lfs purpose
is to assure the safe use of fragrance materials in consumer
products by gathering and analysing scientific data, engaging in
testing and evaluation, distributing information, cooperating with
official agencies and other industry associations 5u«:Ee IFEAT, as
well as encouraging uniform safety standards related to the use
of fragrance ingredients. Indeed, it is the leading international
scientific authority for the safe use of fragrance materials. All of
the research conducted is reviewed by an independent Expert
Panel, an international group of dermatologists, pathologists,
toxicologists as well as environmental and respiratory scientists
that have no commercial fies to the fragrance industry. The Expert
Panel advises RIFM on its strategic approach, reviews protocols
and evaluates all scientific findings. Their conclusions form

the basis for the Standards set by the International Fragrance
Association (IFRA).

Assessments of the data supporting the safe use of fragrance
materials follow the updated RIFM Criteria Document. The Criteria

Document provides guidance on conducting safety assessments

and is designed to incorporate the best science to appropriately

evaluate fragrance ingredients using the latest testing strategies

and methods. The assessments may be found by using the search

feature on the website provided below and are most often

also published in peer reviewed journals. Previously published :
assessments may equally be found through the links shown

below. The information provided may, among other applications,

be useful to assist with compliance, for example.

RIFM Resource Centre: 30
http:/ /fragrancematerialsafetyresource.elsevier.com -y

For more information on RIFM and its mission visit:
www.rifm.org

In case of any further questions, please contact
scientific.coordinator @ifeat.org
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A legacy
In lime.

In the 1930s, our founder
Charles Pisano (2nd from right)
invested in the future and
began to produce lime oil in
the Dominican Republic, and
later in Cuba. Since 1993,
various types of lime oil have
been produced exclusively for Citrus
and Allied Essences Ltd. at Productos
Taniart, a Pisano family-owned business
located in Tecoman, Colima, Mexico.

® Oil Lime Expressed Type A
® Qil Lime Expressed Type B

® Qil Lime Distilled Mexican e
(XXX

™ i
”gg_g_t_ﬂ__--—
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'q-diﬂfﬂ?in’if'“

Through 85 years and 4 generations U | P e
of commitment, we have provided our 8 |
customers around the globe with the

highest quality materials from the earth.

® Folded and Terpeneless Lime Qil

At Citrus and Allied, we are full of
surprises...

CITRUS and ALLIED ESSENCES LTD.

www.citrusandallied.com

info@citrusandallied.com
+1 410-273-9500
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MY FAVOURITE

e

TURKISH

COFFEE ABSOLUTE

Coffee is part of the botanical family
Rubiaceae, one of the largest families in
the plant kingdom. The Rubiaceae family
comprises almost 500 genera and more
than 6,500 species. The coffee plant,
which was discovered in Ethiopia in the
1 1th Century, has a white blossom that
smells like jasmine and a red, cherry-like
fruit.

The story of this aromatic brew begins
in Ethiopia. Fossilised remains have
been discovered next to ancient human
remains in the south west of Ethiopia,
the same area in which the coffee beans
were first harvested from wild colfee

plants. The story goes that Kaldi (or

Khalid who was a legendary Ethiopian
Sufi goatherd) noticed the increased
energy of his goats after they ate coffee
cherries, so he ground the berries in a
mortar, mixed them with animal fat, and
rolled the paste into a ball for convenient
portability.

Some versions of the myth continue to
say that Kaldi brought the coffee cherries
to an Islamic monastery but the monks,
disapproving of the effect, threw them on
the fire. When they noticed the delicious
aroma caused by this, they doused the
fire, gathered the roasted coffee beans
out of the ashes, ground them down and
then diluted them with water, creating

BY ASLAN GULCICEK

the world's first cup of coffee. Coffee
was given its name, not by the place of
its origin (Kaffa in Ethiopia), but from
the Arabic word qahwa. This reflects
coffee’s spread to Yemen, where the first
coffee drink was consumed by ancient
practitioners of Sufism, a mystical sect
of Islam. It is this Yemeni coffee that we

use in Turkish coffee today.

The journey continues from Yemen to
Istanbul, where in 1555 two Syrian
traders brought the first coffee beans
to sell at busy, bustling markets. Coffee
found enormous popularity with
Turkish sultans in the Ottoman courts.
Turkish men would dlso be given a

cup of coffee by prospective brides, o
tradition still going on today. Coffee
was infegral to the social and courting
rituals of the day in Turkey.

Many of us drink it every duy, Kaldi |
often more than once, with A lea
or without sugar, sometimes
accompanied by a litfle sweet.

We drink it when we are

happy, sad, hungry, after a

meal, when we meet a friend,

to share a |r:;|ug|1 or fo get to know each
other.

Although coffee typically spread through
trade and travel, coffee historians tell

us that the first coffeehouse to open in
Vienna was by an accident of war.

In 1683, when the Turkish
army fought the Austrian

army, the Turks accidentally left
sacks of coffee beans during

a retreat from the gates of

Vienna. The Austrians quickly DUl @lso becau
realised the treasure they had touch an

been given and developed

their own style of coffee.

My dear late friend and business partner
Mr. Erol Mesulam first came up with the
idea of producing the essential oil of
Turkish coffee around 2011. Together
with our R&D team, we have searched
various literature and after lots of trials
with different extraction techniques,

we have found our current method of
obtaining Turkish Coffee Absolute which
is olfactively equivalent and as delicious
as a cup of Turkish coffee.

We have made three different variants
by using the same technique, using less,
medium and well roasted Turkish coffee
beans. All three variants contain high
concentrations of different pyrazines
and furfural derivatives. Turkish Coffee
Absolute works especially very well
with fragrances containing oriental

and chypre notes. It also provides an
all-round gourmand character to the
formulations added. We introduced it to

our colleagues at the World Perfumery
Congress in 2018.

It is my favourite essential oil fo date,
not nn|}r because | enjoy the sfrong and
distinctive smell of my Turkish coffee every
day, but also because of the personal
fouch and efforts we have put in with Erol

for many years fo get the best quality of
the Turkish Coffee Absolute we produce
and offer foday.

e
| MO
A
-
[
S
[ 4]
[—
(¥,
=T
—
Bnend
[—
—
—
o
wM
= =]
L o
e
..g
ek
o
L
-
v
=
o=
—
[
@
[
-
o=
— |
o
—
=L
[ -
—
=




o - = by i | i B = i = . " ] N B B
—— [ =1 = ‘4-. » -l-l I L l | — I.. = I - L . | | r ;{_,1 f|-l
| Lll. |I £ (| ' = | I | | i | |] I ! |
T N | SN | | | B B _ae B 1 - [
".I LI i I | |. ll II I :II.- 1 : I 'I‘l I | “_II rlll i 'I | "Ill i -:|.'|||I !
e e - - 9 2 ._] - L b o BE

| . i '_,-' .1:':1_ I| | I ; i '\_ | = I = i . I. ll : .'{\I |I |
: ’ 1 1 . || | || i | iy it ] ir .
w I| | - i - |
| | i | | | o [ l_' : l‘ a1 8 |
I|_ ] 54 B :'I 1 1 ! | 1 ) i f, - | 1 |
L Ti r e I| il 1 — L . i .Fr. I I
=] '._I-. T I I — |_1 o= e — = 'Ii._' = —— — |
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INTRODUCTION

DEMAND AND SUPPLY
OF ESSENTIAL OILS

IFEAT’S SECOND

ORGANIC AND
PESTICIDES




“JALAL CHARAF, HUSSEIN A. FAKHRY AND DOMINIQUE ROQUES

* There is a need to disseminate
information, particularly to new
producers, about pesticides issues
since they are often unaware of the
concentration issues.

The view was expressed that in three
to five years’ time in Europe the use
of pesticides/herbicides wall be
banned - but there sfill remains the
issue of pesticide residues in the soil
lasting for many years.

Also, it was argued that while
some growers rec nised the need
fo minimise pa&ht:lclgef herbicide use,
they are vital to ensuring th&'su;:p|y-
of some oils.

A maijority of those present felt that
growth in demand and continued supply
shortages was a lasting frend rather than
one of the typical cycles in the industry.
Nevertheless, individual pmdu:t cycles
would continue, and some oil prices
would come d'ow'n because of short-
term over-expansion of production, e.g.
helichrysum. However, it was argued that
many producers are reluctant fo invest
unless Ihay can obtain commitments from
companies to purchase using medium or
longer-term contracts. But major traders
and retailers will not lock into long-term
prices — and at present will not permit
price increases even if raw material
prices rise.

While hard and fixed contracts are
unlikely to work in farming, some

larger companies, especially those in
the aromatherapy sector, appear to be
developing new business models with
flexible and longer-term contracts with
essential oil suppliers. A number of
insfruments and support mechanisms are
being utilised to encourage and facilitate
preduction, such as pre-payments, co-
operatives, provision of correct planting
materials and agronomic advice.
Moreover, producers are currently in a
better position fo obtain greater longer-
term commitments from their buyers.

It was reported that private equity
operations have analysed the market
and are willing fo invest in production,
But it is not easy convincing farmers to
info the essential oils business. Land

might be available, but farmers need

‘education and other types of support.

In addition, there is a need to invest in
new ways of production and extraction,
with reduced energy inputs.

The current situation should be viewed

as an opportunity rather than a
,t:hu"enge. Hunasly and hunspﬂrén;:}r

should be the key words in any
business reluﬂnnshlp In the past, the
F&F industry has been known for its
secretiveness but there should be a
greater willingness to share information
and knowledge if we are to overcome
the current difficulties. The IFEAT

app developed for the Cartagena
Conference was praised as a means
of sharing information and prometing
companies and products — and would
facilitate the entry of new companies
into the business. It was also suggested

that IFEAT should gather informafion

‘about every essential oil o facilitate
investment, but it was recognised that

this would take a lot of resources and
effort if full transparency was to be

achieved. Moreover, can a database
be possible given the recent EU GDPR
{Generul Data Protection Regulation)?
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; SPECIALTIES

S
i Exclusive and unique products from our
“  distributed companies to brighten up your

TAILOR &=
MADE

Custom made goods just for you.
Distillation, rectification,
innovation. imagination... fo
personalize essential oils.

cP WITH usn

NATURAL
MOLECULES
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‘Our NATMOL product line is
made up of natural

guarantee and assures 0-.:
strict production control,
from beginning to end. -

NATURAL
ESSENTIAL
OLL)

A gift from nature, the frue
essence of the plant
obtained from roofs, leaves,
stems, flowers, barks... find
here more than 500
references!
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\ pRODUCTS

Over 100 essential oils from

different origins, organic EU \%

certified. This Ventos new brand ™
is ready to fit your needs!
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A lorge list of vegetable oils for your
cosmetics: skin creams, lotions, soaps, sun
protection, body and face cleansers...
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SRI LANKA

and one of the spice farms. The Export
Development Board is sponsoring a
workshop in Dambulla, where delegates

THEAR wortLo

ESSENTIAL OIL & SPICE EXPORTS
VOLUME IN MT

will hear presentations by'thg EDB, as Produd 2015 | 2016 2017 2018

well as have the opportunity to meet e e W A e e e e A L

up with all IFEAT’s Sri Lankan member Cifronella 784 | 8.26 38.03 40.87

companies and representatives of the S““F“"'—"“ Lﬁkﬂﬁ'l Qﬁ-ig | Eig-_gg 333?; Eig-gg

" . . Innamaon o1 g | 5 . 5

Spice Council and SAPPTA. Clove bud oil 9.88 6.23 9.41 10.65
Nutmeg oil &67.98 122.35 65.47 51.52

Over a decade ago, Sri Lanka started Black pepper oil 6138 | 4273 48.98 66.52

oleoresin production for export, initially '

for western markets where food industry

processing was centred. The major

oleoresin product was pepper, partly SPICES

because of Sri Lankan pepper's high

piperine level. However, for economic Cinnamen 13,548.81 ‘ 14,692.77 16,617.09 17,536.57

and technical reasons, Sri Lanka is at a Clove 551875 | 1,842.68 7,805.60 3,279.58

mngidemb!g cﬂmpgﬁﬁyg disudvqn}qgg MNutmeg & mace 1,889.04 ! 1,705.04 2,042.87 1,938.37

to neighbouring India. Nevertheless, Sri Black pepper 1665665 | 7,875.58 13,309.19 13,118.14

Lanka is trying fo create a competitive

advantage by developing production of

more specialist oleoresin products — but Source: Export Development Board

this is a relatively small niche sector.

In addition, an estimated 1,500 medicinal

plants are used in Sri Lanka, mainly in

traditional ayurvedic medicine. But major

new markets are being developed by Sri il -

Llankan companies in the food, beverage, S Black Pepper

supplement and cosmetic markets using iz [ Mata ]_e]

the synergies between essential oils,
spices and medicinal plants.

Besides seeing the wide range of
aromatic and medicinal materials
available — the journey will enable
delegates fo see the physical beauty of
Sri Lanka and its rich culture reflecting
a history stretching back thousands of
years. The detailed brochure, including
itinerary, is available on the IFEAT
website www.ifeat.org

Clove, Nutmeg
& Sandalwood
[Kandy]

Citronella
(Katuwana]

COLOMBO

= i Cinnamon
(Kosgoda)

15

IFEAT STUDY TOUR 2019 « SRI LANKA






