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Like "taking ice to an Eskimo", VitaMan takes
on France's cosmetic industry...and wins.

t heme in a Bondi bathroom

cabinet, in an Academy Awards

showbag or on a boutique shelf
in Paris next to industry stalwart Clarins
or the exclusive French Nickel, VitaMan
has come a long way in just a few years.
After being awarded the monumental
Challenger Award and the fifth best
brand award for both VitaMan and (the
as-of-then unlaunched in Australia) Spa
Divine in September of last year at the
exclusive Cosmeeting in Paris, it can offi-
cially be said that because of simple,
effective ingredients, enticing but simple
packaging and extremely savvy market-
ing, VitaMan is a true success.

It isn't easy to take Paris. The Beauty
Challenger award at the international
beauty tradeshow was on offer for the first
time in 2004, and the category jury select-
ed 80 brands from all over the world to put
in front of the critical eyes of approximate-
ly 30 French and international judges. To
qualify for the category, Challenger en-
trants must be in existance for less than
five years, must not be significantly distrib-
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uted in Europe, are independent from a
global distributor and offer either per-
fumes, skincare products, makeup or hair
care products to the ‘selective distribution’
market. VitaMan was up against oppo-
nents like Anthony Logistics for Men
(USA), Alfred Sung (CAN), Alexander
McQueen (UK), Burt's Bees Inc. (USA), and
Aesop and Bloom Pty. from Australia.
Winners are selected because of their
innovative characteristics, creative app-
roach and their original positioning. "Even
in France, there was no comprehensive
retail range or spa range to compete with
us," said Clare Mathews. The company’s
use of natural Aboriginal extracts brought
something different to the competition,
devising new, masculine ways to deliver
ancient remedies with aloe vera, grass lily,
quandong, blue cypress oil and lemon
myrtle. VitaMan is now the official groom-
ing brand at the first male day spa in Paris,
and is also the only Australian male
grooming brand to be stocked by France’s
national cosmetic store, Sephora. ’

The notable acquisition of this award

Clockwise from top: VitaMan Spa Divine
range; VitaMan Spa Divine Body Shimmer;
VitaMan company founders, Clare Mathews
and Glenn Kiddell.

comes not by luck, but by intellect: to
develop a successful product range
unigue in both the challenging niches ol
base ingredients (entirely natural) and
the target market — men. For many com
panies the combination of the two chal
lenges could result in spectacular failure,
but VitaMan co-founder Clare Mathews



