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Being beautiful (or ugly) is no longer destiny, but the result of a precise individual choice.
Cosmetics, fitness, diet, aesthetic medicine, fashion and relaxation and meditation
techniques have taken giant leaps and their spread has revolutionised the world, making
accessible to all of us the choice of having a look that 40 years ago was only possible for a
few lucky people, who were so genetically blessed that they were considered attractive by
strict beauty standards.
Today there are countless canons of beauty and they have become multi-faceted,
leaving space for the creativity of every one of us.
Modern media have spread aesthetic standards of all kinds, to which each of us can aspire:
from the style of ‘50s screen goddesses to that of rappers and rock stars, and every one can
find a cultural and aesthetic world of reference, to steal ideas and to have fun with our
appearance.
This is why, more than ever, today beauty is a choice.
Clearly, when we’re talking of beauty, we are not just referring to how others see us: we
are the ultimate judges of how we present ourselves to the world and we are increasingly
confident of our ability to achieve the result we want, making us more demanding and
lovers of perfection.
A desire for beauty is also spilling over into our spiritual dimension, so that we look for
beauty within, in our actions and in the way in which we choose the people and things
that surround us.
It is true: beauty will save the world - we just need to want it to!
For those who want an even more delicate and natural kind of beauty, Medavita has created
Choice, a range of cosmetic colour treatments to give vitality, colour and shine to your hair
like never before.
Choose beauty, with Choice.
Happy reading!
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by Vittorio Masciarelli
Fashion and Beauty Consultant
• • •

THE COOLEST TRENDS
FOR SPRING/SUMMER 2107

T

o be ready to start the
summer in style, taste
and elegance, let’s take
a look at trends for
Spring - Summer 2017.
From the runways of Milan, Paris,
London and New York the most
important designers dictate fashion
trends and colours that will dominate the coming months.
In the coming seasons we will see
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effects of space and time, in a celebration of unique style. Hints of the
past reinterpreted in a futuristic key,
romantic inspiration taken from contemporary metropolises and an aesthetic vocation for exotic places and
unknown cultures. An interesting patchwork of ideas and intuitions that
aim to satisfy the most diverse needs
– and, above all, the most diverse
women, from fashion addicts to the
less courageous, there’s something

for everyone. So there will be a
plethora of colourful patterns and
creative genius in shapes during the
warmer months, but still with a focus
on comfort. Dynamism and wearability become key concepts: the new
garments that we’ll be wearing are
perfect for every occasion; whether
it’s a comfortable, relaxing day or
a glamorous evening, it’s important
that you get noticed and create your
individual style.

9

Versace

Emilio Pucci

* TREND *

Clothes in fashion this Spring - Summer 2017 are a tribute to lightness
and the most carefree femininity,
and this is also reflected in their colours. Bright colours alternate with
delicate pastel shades for warm colour combinations. We’ll see romantically-inspired classic, elegant suits
together with sensual one-shoulder
or low cut dresses. Garments covered
with flower petals, stripes, geometric
shapes and optical fantasies on light,
frothy fabrics like tulle, flounces and
ruffles. It’ll be difficult to choose
what to buy.

WE’VE CHOSEN
THE FOUR
MAJOR TRENDS
THAT WILL BE
THE SKILFUL
PROTAGONISTS
OF THE
SEASON:
GLAMORAMA,
POETRY,
SIMPLICITY
AND THE
SUMMER
GLOBETROTTER.
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It is a net contrast between past and
future, creating the perfect mix of
glamour and sex appeal. Sculptural shapes and bold cuts make the
silhouette less structured. It is a tribute to the work of Giorgio Armani
in the 1980s, when tailoring is synonymous with comfort.
An emblematic feature of this trend
is wet-look surfaces created with
shiny, high-tech, reflective fabrics
for a look that’s both aggressive and
glamorous. The audacity of those
years produces the Michael Morris-style graphics, the use of classic
Beta Max and VHS as designs for the
sleeves of dresses and Pop Art Punk
inspiration, with a clear reference to
original covers of New Wave music
for prints on t-shirts and dresses.

COLOURS:

Digital Wave colours take their inspiration from the atmosphere of
the digital age. Classic 1980s shades
return, but purple-black will be the
most common. There will
also be electric magenta,
jelly bean green and racing car red.

THIS
TREND
IS INSPIRED
BY THE
ANARCHICAL
SPIRIT OF
THE ‘80S,
REINTERPRETED
FOR THE
DIGITAL AGE.
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Rodarte

* TREND *

AS CITIES
BECOME
LARGER,
CREATIVE
QUARTERS
MOVE TO THE
OUTSKIRTS.
THE
EDGELANDS
TREND
REPRESENTS A
POETIC,
YET ROUGH
WORLD
WHOSE
ENERGY
COMES
FROM THE
METROPOLITAN
SUBURBS.

An urban mix and a romantic look
make this trend the perfect blend of
creativity and casual aesthetics. It is
inspired by an age in which sewing
was self-taught and fashion explored
lace and knitwear made by hand at
home.

MATERIALS
AND PRINTS:
Casual clothing combines with romantic lace dresses. There are crocheted floral patterns, prints and
chintz graphics in vintage wallpaper
style with applied patches. Some creations have dried flowers and combinations of untidy embroidery and
designs, like those by Laurence
Decade.
This trend includes wide, tomboy
denim with a lived-in, washed look.

COLOURS:

This trend’s typical colours have a rustic and small town feel. They include
chintzy pink, pale wallpaper white,
and floral pale pink and lilac, as well as
avocado and amber: shades that offer a
touch of nostalgia.
Valentino
Valentino
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Roberto Cavalli

* TREND *

GLOBE TROTTER
THIS TREND
IS BASED ON THE
IMPORTANCE
OF TRAVELLING
AND DISCOVERING
NEW CULTURES.
It is a reflection on the need to escape from everyday life in the city. This
trend includes bright, vibrant summer colours that celebrate the tropical beauty of certain destinations.

There are eclectic looks inspired by
different cultures and a skilful mix of
colours and styles.

MATERIALS
AND PRINTS:

This trend offers multifunctional
summer fabrics, especially silk for
maxi dresses with exotic rainforest
flowers and jungle leaves, finely decorated with shells. Vaguely boxy
clothes with deconstructed hems
(like those by Marques Almeida)

Roberto Cavalli

reinterpret more classic shapes. There are also accessories like hats and
bags in straw, wicker and banana leaves.

COLOURS:

There is an extremely varied colour
scheme ranging from the sea to sand
and the jungle. Cocoa beans, coconut and sand are the neutrals, while
mango, parrot green and pink offer
a brilliant explosion of Caribbean
colour.

Etro
Etro
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Marni

Celine

* TREND *

MATERIALS
AND PRINTS:
This trend sees sober tailoring, reduced to a minimum, but with an
elegant result. What counts is the
quality of the fabrics. Summer sees
light silks, knitwear and fine jersey in
oversize shapes that allow the body
to move. Spring has more fitted shapes in eco leather and luxurious velvet. The trend includes fine fabrics
like organza, viscose and satin.

The last trend we take a look at is
very different from the ones before.
It focuses on a ‘pause’, on the importance of time, highlighting quality of
life and not the quantity of material
possessions.

ITS FUNDAMENTAL
CONCEPT IS
THAT THE KEY TO
HAPPINESS LIES IN
PSYCHOLOGICAL
WELLBEING.

Detail

Celine

THIS IS
REPRESENTED BY
WIDE, FLOORLENGTH DRESSES
THAT DON’T
CONSTRICT
THE BODY,
AND BY FLUID,
COMFORTABLE
SHAPES.
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Andrew GN show

Michael Kors
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Fendi

* CLOTHING *

* ACCESSORY TRENDS *

9

ANIMAL
PRINTS:
animal shapes on prints and fabrics, like at Gucci.

1

What makes a difference in customising looks are accessories, whether
they are simple, in order to give fluidity and a touch of class to your outfit, or eye-catching and eccentric, to
create a style that makes you stand
out, and renders your image even
stronger. However, if you want to
keep pace with fashion you need to
make sure you choose the right ones.
Let’s take a look at some of the most
exclusive runway items.
To match the style of a range of collections there is an explosion of colours and flowers, inspired by nature
and animals and, by contrast, vintage
accessories made with high tech materials.

4

IL NEW TRENCH:

MULTIPOCKETS:

A classic spring trench with new shapes and lines. Destructured with fine
details and applications, e.g. Burberry, Bottega Veneta and Prada.

Everything to hand with a single gesture. Gilets, dresses and jackets covered with pockets.

2

ONE SHOULDER:

cocktail dresses typical of the ‘80s,
with prints or in a single colour by
Gucci and Saint Laurent.

Louis
Vuitton

3

METALLIC LUREX:

for shiny, laminated fabrics with
gold/silver highlights, like those by
Kenzo and Louis Vuitton.

a
la cinteurzza
p
che s

much-loved wedges, lavishly decorated and worn instead of high heels
(e.g. Ferragamo)
Mini bags will amaze us. Bags
are no longer separate accessories
but blend with your look. The latest
collections have even smaller bags.
This spring-summer they will become practically invisible in size, but in
reality they are little jewellery boxes
to wear as a chain, to clip to a dress
or a belt, for a truly chic and original
result (Fendi and Valentino)
Another seasonal must have is earrings - hoops and oversized, brightly coloured drops inspired by the
’80s; long, striking chains to wear
around the neck and metal bracelets. Rings also have very colourful

Valentino
Fendi

Borsalino
Adam
Selman
Michael
Kors

Hermes

Ingrid
Bonnor

Tory
Burch

Gucci

Demna Gvasalia

7

PADDED
SHOULDERS:
Over-sized jackets with the shapes of
the ’80s and a focus on padded shoulders, like those by di Balenciaga.

5

FLOWERS&PRINTS:
Prints with applied flowers, buds, petals
and micro boquets will be this season’s
must-haves. You’ll see them on dresses,
trousers and long skirts, like Tory Burch’s
multicolour ones.

8
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HIGH WAISTS:

LINGERIE
INSPIRED:

Waists go even higher thanks to contrasting coloured belts, as seen on the
runway at A. Raimondi.

garments that with lace and ruffles, like the petticoat-style dress
by Nina Ricci

One accessory that has continually
been a feature in recent years is a
hat. There is a wealth of different
styles, from colourful berets to diva-style, wide-brimmed headwear
and straw hats that you can choose
from (see, for example H&M, Missoni
and Blumarine)
For shoes, as well as glamorous sandals and casual slides to wear every
day, there are summer boots,
new footwear in light fabrics and
bright colours that will be a big hit.
Together with these new styles, this
summer will also see a wide range of

geometric forms (like those by Fendi) or have little bells that tinkle with
every movement (Mila Shön).
Belts, also a major trend last winter, are back for the warmer seasons.
Most are very large and high waisted, clearly inspired by the 1980s.
Colourful maxi belts or fine leather
ones – there are plenty this summer!
■

Balmain
Paris
Dolce&Gabbana

Hermes
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by Vittorio Masciarelli
Fashion and Beauty Consultant
• • •

* FASHION *

F

or a stylish look, perfect
for summer months, you
have to take care of your
hair. The right colours
and cuts make a face
expressive and make your whole
look more dynamic. There’s lots of
inspiration from the runway, all ready to be copied, so let’s take a look
at designer trends.
We can see straight away that spring
2017 will be one of strong contrasts.
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MUSTHAVES FOR
SPRING/
SUMMER
2017

Sharp, almost geometric cuts and
typically '80s colours, together with
deliberately deconstructed, voluminous, graceful hair, with pale, faded
shades and a desire for naturalness
without too much artifice. Whether
you want to take the plunge or remain faithful to your own style,
there is just one leitmotif to follow:
practicality. This season’s hair trends
are all easy to wear and style and are
trendy for every occasion.

21
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* STYLE *

Anna Sui

* STYLE *

‘80S TRENDS
INCLUDE
HAIR WITH A
MASCULINE,
BUT HIGHLY
STYLED LOOK,
WITH GELLED
ROOTS.

TYPICALLY
ROMANTIC
EXPRESSION
IN SOFTLY
STYLED HAIR
AND DELICATE
UPDOS.

THERE ARE ALSO
AGGRESSIVE,
SOPHISTICATED
AND GLAMOROUS
STYLES WITH A
CONTEMPORARY FEEL.
Black is a must for this mood, but it
is shiny, with high-impact colour and
a darker effect at the roots.

THIS TREND
GOES WELL
WITH SHORT
HAIRCUTS
perfect for those who
want a striking way
to emphasise facial
features.

Adeam
Juan Vidal
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Alice+Olivia
Andrew GN

Slava Zaitsev

PLATINUM
BLONDE AND ITS
VARIOUS SHADES,
EMBELLISHED
AND DECORATED
WITH CROWNS OF
REAL FLOWERS,
REPRESENT THIS
STYLE PERFECTLY,
OFFERING A FINAL
EFFECT THAT IS
SOFT AND NEVER
STATIC.
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Igor Gulyaev

* STYLE *

* STYLE *

Vivienne
Westwood

THE ‘LOB’:

EXOTIC
INSPIRATION
FROM FAR-OFF
LANDS FOR A
SOPHISTICATED
YET NATURAL
STYLE. THE
RUNWAY
SHOWS HAD
PARTIAL
UPDOS WITH
TIGHT CURLS
AND PRINTED
ACCESSORIES.

The ‘long bob’ is enduringly
popular for medium length hair.
However, for 2017, the lob is full
with a heavy fringe and plenty
of layering to add volume.

Vivienne
Westwood

THE TIGER EYE:

This year’s hair colour trend is
without a doubt the ‘tiger eye’:
perfect for blondes and brunettes who want to give a touch of
vitality to dull locks. This is a
warm chestnut with caramel tones
that can be easily achieved using
balayage, for a chic and extremely
natural effect.
■

There are strong colours like bright
red and burnt orange. Floral bandanas and turbans adorn hair left loose
or gathered in updos.

MEDAVITA MAG ADVISES

Anna Sui

IN SALON

Choice Color
non Color,
Illuminating Gel
color with acid
pH, 7.08 Natural
Brunette Blond.

THE BOWL CUT:
The bowl cut is a leading trend for
summer 2017. It is unexpectedly
easy to wear. It is best for straight hair, while those with curly
or wavy hair should choose a bob
or destructured bob with a lot of
layering at the sides.
Dolce&Gabbana
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Alice+Olivia

AT HOME
Jeremy
Scott

Choice Mask
Color Enhancing
Nourish hair
mask, Caramel.

centre of
You’ll be the ention!
everyone’s att

25

COSÌ
NATURALE
SO NATURAL
CHE
SEMBRA
IT LOOKS
LIKE
IL
TUO!REAL COLOUR!
YOUR
Copertura
100%for
deigrey
capelli
100% coverage
hair, maximum
bianchi,
massima
luminosità
shine and
authentic
highlights.
e riflessi autentici.

www.medavita.it
Medavita
SPA
SPA
www.medavita.it -- Follow
Seguicius
suon Medavita
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SPRING SUMMER 2017
*
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COLLECTION

*
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SPRING SUMMER 2017
*

C OL L E C T ION

*

A garden is a magical place, full of symbolic meaning. A little corner of heaven on earth created
by man to preserve nature and immerse himself
in it.
It has always been a source of inspiration for poets and artists: a microcosm from which scientists and alchemists have distilled essences and
made extraordinary discoveries.
Just like a gardener cultivates his garden with
love and dedication to see it flower, so the Jardin
woman nourishes her interior beauty so that it
can bloom and reveal itself to the outside world.
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OLIVIA
Technique: ROOTS
Base note:
Choice Color 5.4
Middle note:
Roots with Absolute Blond Paste
+ Wonderplex
Top note:
Choice Color non Color 7.8 +
Choice Color non Color Primer
Base 0.00
Shine/Maintenance:
Choice Mask Copper
+ Choice Mask Clear
Styling:
Hairchitecture Soft Hold Mousse
Finish:
Luxviva Medium Hold Glossy
Hair Wax
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SPRING SUMMER

34
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COLLECTION

35

This year’s spring/summer fashion presents a
harmonious femininity that is both strong and
delicate, as only nature knows how.
Cuts are light and flowing, with ombre colours
and natural effects, a fresh, breezy finish for hair
that appears sun kissed and slightly ruffled by a
gentle summer breeze.
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SPRING SUMMER 2017
*
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COLLECTION

*
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ANNA
Technique: MÉLANGE
Base note:
Choice Color
Middle note:
Absolute Blond Powder
+ Wonderplex
Top note:
Choice Color non Color 7.8
Shine/Maintenance:
Choice Mask Caramel + Choice
Mask Clear
Styling:
Hairchitecture Volumizing
Gel-Cream
Finish:
Nutrisubstance Shining Hair
Serum; Luxviva Delicate Glossy
Hair Spray
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The look is soft and romantic, elegantly sensual
with innate, yet decisive, grace.
A woman who chooses to be green, to live and
take care of herself ethically, now and in the future, in harmony with nature and with her needs.
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OLGA
Technique: BUTTERFLY
Base note:
Choice Color 7.7
Middle note:
Absolute Blond Powder +
Wonderplex
Top note:
Choice Color non Color 7.08
Shine/Maintenance:
Choice Mask Beige
Styling:
Curladdict Wave Enhancer
Medium Hold Hair Cream or
Lissublime Thermo Protection
Smoothing Hair Fluid
Finish:
Huile d’Étoile Radiance
Revaling Oil
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INTERVIEW

CHOICE COLOR NON COLOR
Giampiero Muratore,

for “Le Muse Acconciatori” salon in Alessandria

G

IAMPIERO MURATORE HAS
TRIED THE NEW MEDAVITA
CHOICE COLOUR NON COLOUR IN HIS SALON.

things, without completely altering

Giampiero, tell us about Choice Colour
non Colour, the new, latest generation
MEDAVITA colour
I found this new colour approach very
exciting. It’s a completely new concept of colour that meets our clients’
needs.
Transparency, shine and product versatility are essential in our salon.
Clients have been asking for more
natural, multi-faceted colours, full
of movement; above all, ones that
last longer. Choice Colour non Colour meets all these needs and much
more.

sult for clients and increases average

What are the advantages of an acidic
pH colour?
An acidic pH formula seals the cuticle
and makes light refraction extremely
direct, so the product can also be
used only on the length, at the same
time as oxidative colour on the roots.
On a personal level, the best result
can be obtained on those clients who
want cover without changing their
base colour. This leads to less visible
roots and grey hair that looks like highlights, according to the shade they
choose.
It is also an excellent base for shatush and for men’s colour.
Why do we talk about personalised colour?
Because the same shade, if applied
uniformly on different clients, will never give the same result. Every client’s
hair is unique, they have a different
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the treatments already offered for
each single client. This combination
of treatments offers an excellent respending. It can also be used for the
male market, which is slowly beginning to explore colour.
Why did you choose this colour for your
percentage of grey hair, porosity and
completely individual texture. Choice
Colour non Colour transforms these
features into strong points, allowing
us to obtain different effects with the
same product. Furthermore, every
shade can be mixed with others and
with the Base Primer, a neutral base
that changes the tone or shade during the mixing phase. It’s a great
product.
How many treatments can it be used
for?
It can be used for highlights between one colour and another, for shine
(by applying the neutral Base Primer
or tone on tone, as a colour cover,
to tonalise highlights or freehand lightening, to tone the length when
applying oxidative colour to the roots, or together with Wonderplex to
restructure and tonalise hair. It offers
lots of opportunities for alternative
treatments. I’m a fan.
Which clients would you suggest it for
in the salon?
It might sound banal, but I talk about
it to everyone. You can use Choice
Colour non Colour with all kinds of

salon? What is its advantage?
To have a complete range of colour
types and to diversify treatments. To
meet the needs of an increasingly demanding and informed clientele. To
attract very young and fashion-conscious clients…because I see it as the
future of professional colour!
Another advantage for the client is,
without a doubt, to not only colour
their hair but to experience a wellbeing treatment that also offers colour and shine. You can’t feel it on the
scalp and its oil-gel texture is pleasant to the touch.
There is also a retail colour product:
Choice Mask: what is its value?
It is a wide range, with even more
high performance results, with the
possibility of retail for ongoing care,
especially in summer when colour
inevitably needs more constant maintenance. It is an indispensable tool for
those who want to offer something
different in the world of colour!

■
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SPRING SUMMER 2017
*

C OL L E C T ION

*

The first step towards beauty awareness is recognising that every woman is unique and every
woman can be beautiful, discovering what makes
her so within herself and learning to exploit it to
the full.
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LUXVIVA:
COADJUVANT
IN THE PROTECTION
OF THAT CAPITAL
THAT COLOUR IS.
VIVID, VIBRANT
COLOURS, AND
LONGER.
Sunflower (Helianthus annuus),
Amino Concentrée.

WWW.MEDAVITA.IT - Follow us on

Medavita SPA

DISCOVER THE

BEST
TREATMENT
FOR YOU

And, with the new Medavita Trichology APP, a beauty professional
is always by your side: even on your phone!

Hair-loss
solution
Lotion
Concentrée

Hair loss
solution
Lotion
Concentrée
Super

Men’s Hairloss solution
Lotion
Concentrée
Homme

Men’s Hairloss solution
Lotion
Concentrée
Homme

Sebumbalancing
solution
Requilibre

Antidandruff
solution
Puroxine

Soothing
solution
Velour

Dermocalming
solution
Velour

Ask for YOUR FREE,
IN-SALON HAIR
CONSULTATION
55

Style lovers
by Luisa Mulachiè
Salon development consultant
• • •

FROM THE ’50S AND ‘60S TO THE THIRD
MILLENNIUM:

70

years of changes in
beauty & cosmetics.

what does the future hold?

I

f we examine how beauty stereotypes
have changed in recent decades, we realise that fashion in cosmetics – makeup,
hair styles and colours – has incessantly
followed trends and women’s demands,

56

Medavita Magazine

radically changing how we identify ourselves.
If we consider a graph, there would be a peak
in focus on outward appearance in the late ‘80s,
which would then completely change direction
towards a greater search for the inner self.

The 1950s were an age of femininity, glamour and sensuality that were
also stimulated by the post-war years. It was an age that saw the femme
fatale in all her splendour!
The decade saw opaque complexions, doe eyes accentuated by
eye shadow and very thick eyeliner,
together with red hot lips.
Many icons represent the beauty of
the age, each in her own way. Grace Kelly was extremely delicate,
but was contrasted by Ava Gardner, Rita Hayworth and Elisabeth Taylor. The ‘50s sex symbol was platinum blonde Marilyn
Monroe.
Hairstyles played an important role.
They were elegant and sophisticated.

Hair was always perfect and styled
every day. The most popular hairstyles were bouffant chignons, sculpted
curls and high pony tails. The ‘50s
also saw a boom in hair colouring.
This growth in constructing an exterior image led to a boom in the beauty industry in the ‘60s. Women wanted to be beautiful and they began
to consume cosmetics and clothes
voraciously. They set themselves
free from the constraints of previous
decades and celebrated their desire
for independence. "Make love,
not war": in 1968 the sexual revolution was on the march. The icon
of the era was the sexy, voluptuous
Brigitte Bardot. Everyone adored this actress with her long blonde
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hair, eyes outlined by eyeliner and
pouting mouth. Twiggy, the model
who symbolised the ‘60s, was completely the opposite, with a short,
boyish hair cut, large round eyes
and slender physique.
The ‘70s were the symbol of freedom. This freedom had begun two
years before, in 1968 and 1969,
with a social and sexual revolution.
All kinds of liberties were taken,
with no taboos. This is the age in
which one affirmed one’s identity.
The constraints of previous decades
were abandoned and fashions weren’t followed – they were invented.
Hairstyles reached a zenith of creativity: hair was bouffant en bloc, permed, razor cut and layered. Bouffant
or ultra-straight hair and cascades
of curls were the most common. In
front of the mirror women discovered lacquer and the hairdryer,
which until then had been reserved
for professionals, and began to have
fun using them. Although the ‘70s
marked a return to naturalness, eyes
were the centre of attention, with

'50s

ir style
Your ha ortant
imp
becomes

WE REALISE
THAT FASHION
IN COSMETICS
HAS INCESSANTLY
FOLLOWED
TRENDS AND
WOMEN’S
DEMANDS,
RADICALLY
CHANGING HOW
WE IDENTIFY
OURSELVES.
super colourful shadow, inspired by
disco music.
The ‘80s were a symbol of eccentricity and excess. Women, liberated
by the revolution of '68, became
ambitious and aspired to the same
careers as men. The working girl
was born.
XXL shoulders and nipped in waists: the '80s will be remembered as
the decade of shoulder pads, high

heeled shoes, grey suits and excessive make-up. Women were taking
power and showing it clearly. They
were working but didn’t lose their
femininity.
Hair was even bigger, the ‘lion’s
mane’ was very popular. Perms and
back-combed hair were full of lacquer. Since it was an age of contradictions, the opposite was also true,
so that short ‘working girl’ cuts were
everywhere. The ‘80s saw the invention of ‘prêt à coiffeur’, where
hairstyles took on haute couture
style.
After the excesses of the ‘80s, the
’90s saw a change of direction with
a search for complete simplicity. The
economic downturn, uncertainty for
the future and the spectre of AIDS
destroyed the idea of prosperity that
marked the previous decade. There
was a need to return to what was
essential and the keyword became
‘less’. In fashion, colours were no
longer so bright, heels got lower and
sequins and striking jewellery disappeared.
The top models were Cindy
Crawford, Naomi Campbell,
Linda
Evangelista,
Carla
Bruni and Kate Moss, all with

Bardot
Brigitte
style

perfect measurements and naturally
beautiful faces.
Cosmetics adapted to the new concept of beauty. There were innovations and a search for increasingly
powerful and effective active ingredients. There was cutting edge
anti-ageing technology, which was
exceptionally successful. At the same
time, people dreamed of a more
zen-like lifestyle, rhythms slowed
down to allow people to take care of
themselves and there was a search
for harmony after the ‘full-throttle’
decade of the ‘80s. Aromatherapy
became more popular, yoga took the
place of aerobics and ‘zen attitude’
became the watchword.
Hair stylists celebrated ultra straight hair and soft, short cuts. The
‘90s were the age of shades, with an
explosion of colour.
The third millennium began
with a continuation of the journey
into the concept of beauty as every
woman’s free interpretation.
Make up became a true art, with colours ranging from one extreme to
another, for those who preferred a
‘nude’ look and those who preferred
‘dark’ or colourful looks.

and
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!
hair dry
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The third millennium saw a search
for a ‘natural’ look, not only in
the end effect but also in the use
of raw materials. Hairstyles became
richer and softer, as if to underline
the concept that artifice was not necessary, but that the effect of interior
well-being showed on the outside. A
‘bed head’ look with minimal make
up was born, one that seemed to
draw the attention to a model’s soul.
The message was ‘I’m more than a
body’…and perhaps the excessive
thinness of the runway portrayed
this: ‘I am more than this, there is more inside me’.
The war against ageing has ended.
There is a search for a more natural beauty that can preserve the
distinctive features of every woman
without altering them beyond recognition, but by simply improving
and harmonising them.
Thanks to the powerful impact of the
Internet and the media, what peaks
one’s interest and is attractive about
a woman today, even if she is not beautiful, is a strong personality. One
example is the statuesque, successful
Federica Pellegrini, queen of
the summer gossip columns in Italy

Working

in 2011 but also an Olympic swimming champion, or Belén Rodriguez, whose eternally popular
Latin charm is also appreciated because she is direct and never vulgar.
In short, there is a constant search
and a combination of exterior
and interior beauty.
Cosmetics become an accessory that
‘nourish’ body and mind.
They should excite, create curiosity
and attract. They should give the
idea that a woman has not only cultivated her outer appearance, but also
her most intimate part – her mind.
Beauty therefore loses its classic
connotations of being only about the
exterior and forms an intrinsic and
indivisible relationship with what is
inside.
■

A WOMAN IS
BEAUTIFUL
WHEN
SHE FEELS
BEAUTIFUL!
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coach mom
by the association “L’Arte di Imparare”
www.artedimparare.it
associazione@artedimparare.it
• • •

THEY’LL BE HAPPIER
AND MORE

M

aria
Montessori
was a leading Italian
pedagogue,
unfortunately
more famous abroad than at home. She was the third
Italian woman to gain a degree in
medicine and was a scientist, philosopher and educator. She was a woman ahead of her time, able to change ideas and alter prejudices. During
her studies and research, particularly
on learning in disabled children, she
invented a teaching and pedagogical
method that is now known worldwide and has helped thousands of men
and women to grow.
Her main pedagogical principle, the
results of years of work and trials,
which guides all her work, is simple and essential: an adult’s job is
to help children do things alone. If
the psychological and developmental
path of every human child is continual progress towards freedom and
autonomy, understood as “feeling
that you are able to do something
yourself, to perform a useful and
important action without the help of
others: being able to solve your own
problems and achieve a difficult aim
through your own efforts” , the duty
of adults is to support and accompany this journey. Maria Montessori
was very definite about this: to the
point that she believed that when an
adult helped a child do a job that the
child was able to do alone, he was
not simply making a mistake, but
actually harming the child.
As tutors of learning who work with
children and young people every
day, we ask ourselves how much
in this society, which is perhaps a
little too paranoid, worried about
everything and everyone, we adults
are truly able to help development
towards independence. When children are 6 years old we wash and

1
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dress them each morning. At age 10
we cut up their pizza or steak and
ask what their homework is on the
mums’ WhatsApp group. When they
are 12 we get their school bag ready,
study with them, paragraph by paragraph, we lay the table and make
their sandwiches and when they are
16 we control them remotely via
smartphone.
It’s difficult to say whether they will
be able to do things on their own in
the future but, above all, it’s difficult

ELENA GATTI,
L’ARTE DI IMPARARE.
(The Art of Learning) is an association based in Milan that promotes
and develops the learning abilities
of children and young people. We
help them to discover strategies to
overcome difficulties, to develop
their strengths and learn to act independently.
www.artedimparare.it
associazione@artedimparare.it

to say whether they will want to. This
is the issue in a nutshell: the desire to
do things alone, to accept challenges,
to face problems. To manage to do
something is a vital desire, a powerful evolutionary drive and when we
let this be extinguished, everything
becomes truly dull and tiresome.
Of course it is true that children and
young people don’t know how to do
lots of things yet and not everyone
reaches the same level of development at the same time and in the
same way. However, we cannot forget that each one – even when they
don’t know how to do something
yet or have difficulty – possesses

the potential to learn to do it. They
have the potential to explore, to try,
to risk, also to make mistakes and
then…to do it.
We as parents are perhaps in too
much of a hurry and a little anxious
and we have various fears that, in
the end, lead us to substitute ourselves, “Don’t worry, I’ll do it!” we
say, thinking that we’re helping. For
their own good we become controllers, waiters and stand-ins, thus running the paradoxical risk of causing
serious problems.
‘Autonomy”’ comes from Greek and
is made up of two works: autos, which means ‘one’s self’, and nomos –
‘law’. Ancient philosophers defined
it as the ability to create laws for
oneself, to self-govern. Autonomy
doesn’t mean doing whatever you
want when you want. It’s a bit more
than this. It is competence made up
of independence and self-regulation.
It is linked to self esteem, to an awareness of self and to empowerment,
understood as the ability to guide
one’s actions and to face and overcome adversity with resilience. How
satisfying and gratifying is it to do
something alone? How strategically
important is it, with the complexities that characterise our age, to
know how to face difficulties and
unexpected events without being discouraged? To what extent is it vital
to realise that one has made a mistake, and to find strategies to face this
and overcome it?
Autonomy goes hand in hand with
self esteem and motivation. When we
manage to do something, using our
resources and strengths, we have an
immense vital impulse. This is at the
origin of transformation and change.
It is a firm and solid point on which we can build our personality and
our faith in ourselves. Just think of a
child doing up his or her shoelaces

M. Montessori, Il metodo del bambino e la formazione dell’uomo, edited by A. Scocchera, Opera Nazionale Montessori, 2014, p. 122.

63

and looking at you enthusiastically,
shouting “Mum, look, I did it!” or of
the satisfaction with which a child,
after a series of fail grades, gets a
good mark and says, “You know, I
thought for a minute that the teacher
had made a mistake…but it’s true!”
It is true, they can do it and they can
feel better, older, stronger and more
attractive and all these positive feelings are an excellent basis for facing
difficult moments, problems, inevitable failures along the path of development, relationships and learning.
Today many children and young people find it almost difficult to recognise when there’s a problem, when
they’ve made a mistake, because we
adults tend to compensate for them.
We think that their faith in themselves will suffer and so we sugar coat
things, we mask them and justify
them or, on the contrary, we shout
and make them feel guilty.
There’s another reflection related
to this: educating someone to be
autonomous or independent does
not mean leaving them alone. This
also happens: at a certain point we
abandon them. While initially we
followed them step by step, sometimes (a little exasperated by their demands, which we have always met),
we decide that they are ready, that
they need to ‘get on with it’ and then
we become irritated and angry when
they are not able to do it. However,
this isn’t educating them to become
autonomous either, because no one
can suddenly learn to do something
by themselves. They need time dedicated to them, a closeness that is
discrete and trusting, the ability to
give them a map with which they can
move and experiment. We should be
available to objectively observe them
for what they are and imagine what
they could be, in order to guide them
towards the future.
By trusting the abilities of children
and young people the Montessori
method has educated brilliant and
successful men and women who
have shown a remarkable ability to
think and and act freely and creati-
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vity: from the Nobel Prize for literature winner Gabriel Garcia Marquez
to the founders of Google Larry Page
and Sergey Brin, from Jeff Bezos creator of Amazon to Jimmy Wales from
Wikipedia, from Katharine Graham
editor of the Washington Post to one

of the pioneers of all current Masterchefs – ‘60s cook Julia Child.
We may have some doubts about how
much autonomy to give our children,
but, given the results of Montessori,
it’s something worth reflecting upon.
■

A CONCRETE EXAMPLE
In 2015 the Policy Studies Institute (PSI) in London published the results of research into Children's Independent Mobility carried out in 15 European countries.
Their Italian partner, Laboratorio di Psicologia della Partecipazione Infantile
dell'Istituto di Scienze e Tecnologie della Cognizione del Consiglio Nazionale
delle Ricerche (ISTC-CNR – The Laboratory of Psychology of Infantile Participation of the Cognitive Sciences and Technologies Institute of the National
Research Council) in Rome published data related to Italy: the percentage of
Italian parents who accompany their children to school has increased in recent years. In 2002 11% of Italian children went to school independently, while
today only 7% do so. This might seem positive… mum and dad being close to
their kids. It is a pity that Italy is the only country in Europe to do so: 41% of children in the UK and 40% of German children go to school alone. 25% of children
in the UK and 76% of German children return from school alone, compared to
8% of Italian children of the same age. This gap in autonomy for the journey
to and from home and school is also wide in younger middle school children:
34% of Italians, compared to 68% of Germans and 78% of British children
Why? Are Germany and the U.K. safer and more developed countries? It doesn’t appear so. So what is happening to Italian children?
The data confirms a constant and worrying trend: the autonomy of Italian
children is increasingly diminishing and the age at which they have even the
most simple experiences alone – such as going to school or crossing the road
to go to a shop opposite their home – is becoming older. The fundamental
difference between even a more recent past is that the stages generally recognised for beginning autonomous experiences no longer exist. In the late
‘70s, after being taken to school for a few days, children began to go to school and return alone or in small groups. Today, with changing environmental
conditions and, even more, with changes in the perception of a parent’s role
in education, only 5% of Italian children aged 6 and 25% of 11 year olds have
the opportunity of autonomy of movement and, although this percentage increases with age, a significant 40% of children (including those over 15) are
given a lift to school by the family. This delay causes serious consequences in
child development: there are none of the ritual and accepted moments that
ensure the stages of freedom from family control. There is no possibility to
experiment independently in a peer group, and direct parental control tends
to continue throughout adolescence and sometimes into early adulthood. This
creates dangerous and paradoxical situations. An absurd example is that 25%
of children aged 11 can move independently, but most of them, according to
data, at age 14 will have a motor scooter. It’s not difficult to imagine the kind
of danger that the sudden and complete freedom that this means of transport
gives to children who haven’t been able to properly develop spatial organisational skills, to manage problems independently or to develop social and
relational skills.

Results and recommendations can be found at www.psi.org.uk/docs/7350_
PSI_Report_CIM_final.pdf
3
www.lacittadeibambini.org/ricerca/allegati/Report%20italiano1.pdf
2
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What is it?

Amino Concentrée, Serine, Threonine and Carbocisteine
+ Blueberry seed oil (omega-6/omega-3)

What does it do?

• Nourishes and restructures hair
• Reduces porousness
• Restores shine and makes cosmetic colour last longer

How?
• Blueberry seed oil directs the amino acids towards the fractures in the
hair shaft, repairing it deep down
• Omega fatty acids combat shaft breakage, trapping the Concentrated
Amino Acids inside, and giving extreme silkiness and shine to hair.

www.medavita.it •

by Francesca Manetta
Artist and set designer

A graduate of the Brera Academy of Fine Arts in set and costume design, her interests
and studies range from art to fashion, music, dance and theatre, as well as everything
related to image, its creation and use. Her artistic research focuses on photography
and installation (www.francescamanetta.it). As a freelance creative she has worked
with a range of companies and studios to design and create displays, visual merchandising and offer consultancy and image development. For Medavita she designs
and creates window displays and works with the training team.

• • •

• • •

influential people in the world and
world record holder for the highest
price ever paid at auction for a work
by a living female artist, holder of
the Order of Culture medal from the
Japanese government, and only the
third woman (and sole artist) to receive this highly prestigious award
(almost wholly reserved for men),
87-year-old Kusama continues to arrive punctually every morning at 9
am in her studio to paint uninterruptedly until sunset.
The artist follows an almost ascetic
routine. In 1977 she voluntarily decided to live in the psychiatric hospital in Seiwa and open a studio in the
same area, in Shinjuku, where she
immerses herself in her work each
day and where only a few people,
apart from her assistants, are allowed
to enter. In this unremarkable area,
in a small space just a few minutes’
walk from her rooms, Kusama seems to have found a balance – a safe
place in which she can continue the
almost obsessive artistic research of
six decades and which has made the
polka dots in her work an element
recognised all over the world, resulting in borderless artistic influences.
Her personal style is also highly distinctive, with colourful polka dot
clothes inspired by her paintings and
a bright red bob wig that has become
her trademark in recent years.

age. She was born in 1929 in the
prefecture of Nagano, in Matsumoto,
a little village lost amidst the mountains and 200 km from Tokyo, the
youngest of four children in a family
of well-off land owners who were not
at all happy with her artistic inclinations and tried to ‘cure’ her strange behaviour with strict discipline,
creating a situation that, years later,
Kusama herself defined “a toxic family mix”. Her mother, in particular,
did not approve of her daughter’s
artistic bent and tried to block her
in every way, often throwing away
her drawings. “Once, she kicked my
palette across the room,” wrote Kusama in her autobiography “Infinity
Net”. This, in a society like Japan
that exercises almost total control
over sentiments and any manifestations or reactions that result from
feelings, was a gesture that had a
marked effect on a young girl used
to living in a perfectly measured and
rule-governed atmosphere.
Although her family’s opposition did
not diminish over time, her parents
allowed her to take private painting
lessons, as long as she devoted herself to traditional art. At around 20
years old, Yayoi moved to Kyoto to
attend the local School of Arts and
Crafts, where she studied Nihonga (traditional Japanese painting).
However, after receiving her diploma and exhibiting traditional style
paintings, in the early ’50s Kusama
returned to a type of art in which she
could express herself fully and worked at a stunning rhythm, producing
around 500 works in a few years, in

Art and beauty

YAYOI
KUSAMA
THE
UNCONVENTIONAL
BEAUTY

“M

y
Eternal
Soul” is the
emblematic
title of the
large exhibition dedicated to Yayoi Kusama by
the Tokyo National Art Centre, one
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of the world’s most eagerly awaited
art and social events.
The exhibition, from late February to
late May, displays 130 works by the
great Japanese artist, many of which have never been shown in Japan,
and will be a tribute and an oppor-

tunity to explore the multifaceted
personality of this intense and iconic
figure, who has unfortunately often
faced opposition and been badly treated in her country of origin.
Considered one of the 100 most

Kusama began painting as a child.
She found art to be a means of representing what she saw in her mind,
a kind of catharsis for the hallucinations that affected her from a young

the grip of a creative fervour that
walked a fine line between genius
and madness.
An exhibition of her works drew the
attention of psychiatrist Shiho Nishimaru, who presented them at a
psychiatric conference and deduced
that Kusama was affected by a kinaesthetic disorder, causing abnormal
feelings and accompanied by a deep
sense of unhappiness, which can manifest itself alongside other psychiatric conditions.
Despite a growing sense of acceptance for her work, Kusama continued to feel ill at ease in her native
country, believing the mentality of
Japanese society at the time to be too
closed for developing her art.
Referring to that period in her autobiography, she writes: “For an art
like mine, an art that is a life or death battle, focussing on what we are
and what it means to live and die,
this country is too small, too servile, too feudal and too dismissive of
women.”
A unique situation led Kusama, at
almost thirty years of age, to spend
one vital, extremely long, period in
America. After having found an essay
dedicated to the American artist Georgia O’Keeffe, whose work she admired, in a second hand bookshop,
Kusama went to the U.S. embassy in
Tokyo and managed to obtain O’Keeffe’s address. She sent her some watercolours and asked for the artist’s
opinion. O’Keeffe answered and
thus began a correspondence and
the reciprocal admiration that led
Georgia to help Kusama enter the
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American art scene; together with
the fact that Dr. Nishimaru managed
to get her a visa for the U.S., despite
her family’s wishes.
After her first exhibition in Seattle,
Kusama moved to New York, where
she joined the Art Student League
and lived in the Village, finally becoming part of the dynamic scene
that gave rise to all the most important art movements of those years.
Her studio was in the same building
as other young artists who, like her,
would become part of history and
Andy Warhol’s famous Factory was
close by.
Here she began working on the Infinity Net series, inspired by her
childhood visions, obsessively painting canvases dozens of metres long,
packed with dots which, with little
variations in size and intensity of
colour, gave them movement. Later,
she coloured the polka dots that she
used not only for covering surfaces
but also objects and people’s bodies, in her performances of the ‘60s
and ’70s. This type of work led her
to join the growing feminist movement, which was seen in Japan as an
outrage, and Kusama was called “a
national disgrace” by the Japanese

press. Despite the difficulties created by her declarations about mental
illness, the New York years brought
Yayoi a kind of emotional stability,
relationships and great creative inspiration: “New York was the place
where I could live freely, doing the
work I wanted every day”.
Following the death of her artist
companion Joseph Cornell, Kusama
returned to Japan for health reasons in 1973, where she experienced
a bleak period, also marked by the
death of her father. Between one
hospitalisation and another she devoted herself to different techniques
like ceramics, water colours, pastels,
collages and poetry. Her return was
marked by complete indifference.
No art critics in Japan paid her the
slightest attention and she continued
to exhibit only in the United Sates.
A change came about in 1993, when
she was chosen to represent Japan
at the Venice Biennale. In 1994 she
worked with Peter Gabriel on the
music video for “Love Town” and her
polka dot-obsessed world was discovered by the public at large, so much
so that in 2012 she had a prestigious
partnership with Louis Vuitton, for
whom she designed clothes, accesso-

ries and a special range of bags. After
this her most colourful pop art became recognised and appreciated: from
gigantic pumpkins all over the world
to the tentacles and forest of organic
shapes covered by polka dots, as well
as her mirror rooms, lit by a myriad
of multi-colour LED lights, in which
the spectator as an individual is part
of a cosmic sensation, just like “planet Earth is like a little dot, amongst
millions of other celestial bodies”.
Today Yayoi Kusama is celebrated
worldwide and despite being involved in all her staff’s collateral activities, from logistics to merchandising,
rather than being an obsessive impresario, she seems to be a woman
who has finally found her dimension.
She is reserved and speaks reluctantly of her experience with illness,
of the difficult choice of living in a
harsh and restrictive space like a
psychiatric hospital and, despite her
fame, she remains totally concentrated on her work. She says of herself,
“Through art I’ve been able to be
a part of normal society. When I’m
painting I manage to feel happy”.
■

SCOPRI
LUXVIVA
FLASH
TONE

PROVA IL SERVIZIO FLASH TONE COLOR, GIOCA CON IL
TUO LOOK, UN BAGNO DI COLORE IN 8 NUOVE PROPOSTE:
• Fucsia • Verde smeraldo • Blu zaffiro • Grigio antracite • Rosa shocking • Turchese • Viola ametista • Neutro
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Make-up tips
by Markus Theisen
for Fashion Avenue Academy
• • •

A

s the weather gets warmer we all want to shed
a few layers and take
some risks, and make
up becomes important
not only for enhancing facial features and covering our defects but also
for showing how we are feeling. You
only need take a look at the new make-up collections to see the warmth
of summer, the heat of the sun and
all the shades of the sea. There is a
wealth of bright, vibrant colours.

COLOUR BECOMES
THE UNDISPUTED
PROTAGONIST,
BUT THE COMING
SEASON’S MAKE
UP HAS NOT BEEN
DESIGNED TO BE
FLASHY, BUT TO
EXPRESS YOURSELF
AND YOUR NATURAL
BEAUTY.

SPRING –SUMMER 2017 HAS TWO
MAIN MAKE-UP TRENDS.

The first is inspired by the ‘80s,
with extremely bright fluorescent colours for eyes - including yellow, pale blue, pink,
green and lilac - colours that
light up the gaze, while eyeliner takes a back seat and is
used to create effects together
with colour.

This riot of colour contrasts with
the second trend, which is much
more subdued and delicate, inspired by a romantic and deliberately natural look. Make up
becomes almost invisible, with
merely a hint to create a nude
effect. This look uses a lot of primer and face power, with a little
blusher or bronzer for a warmer
tone.
■
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Choice
Colour and Well-Being. Colour and Beauty.
Shine. Silkiness. Moisturising.
Uniform Colour.
Choice is the solution for every woman who wants delicate colour that respects natural
colour without radically altering it and naturally covering grey hair.
It is the ideal product for those who don’t want permanent colour, but want to maintain
their identity, colouring and nourishing hair at the same time.
Colour is transformed into a beauty cosmetic that revitalises, revives and reinvigorates the hair structure colour after colour, treatment after treatment.

CHOICE COLOR
enriched with

The new ammonia-free colour based on Amino Concentrée,
Blueberry seed oil and Black Cumin oil

• Excellent coverage for grey hair
• Brilliant, shiny, deep highlights
• An extreme sensation of softness on the
hair length
SUGGESTED BY

Pino Buono Lakka Group

Via G. Cosenza, 207 • Castellamare di Stabia (NA)
Tel. 081/8701521
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I will have fantastic hair
by di Tamara Rosso Duva
Haircare consultant Medavita
• • •

pH
COSMETIC FORMULAS WITH AN

ACID

What is?
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n the world of haircare, formulas with an acidic pH help
maintain the health and beauty
of hair.

HOWEVER, LET’S
START FROM THE
BEGINNING: WHAT
IS PH, AND WHY
DOES AN ACIDIC
PH FORMULA
OFFER GREATER
PROTECTION
FOR THE
PHYSIOLOGICAL
BALANCE OF THE
SCALP AND HAIR?

77

PH is a unit of measurement that
indicates the acidity or alkalinity of
a substance. pH indicates the potential of hydrogen (the concentration
of hydrogen ions) in an aqueous
solution. Any substance dissolved
in water can have acid or alkaline/
basic reactions, or no reaction and is
therefore neutral.

THE PH SCALE IS
THE SYSTEM THAT
SHOWS THE VALUES
OF THESE
REACTIONS.
It goes from zero to fourteen: zero
is the maximum value of acidity and
fourteen is the maximum value of
alkalinity, so that the central point
(pH 7) is neutral. For example, a
substance with pH 6 is less acidic
than one with pH 5 and a substance with pH 8 is less acidic than one
with pH 9.
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WHY DO
WE OFTEN
TALK ABOUT
PH IN
COSMETICS?
SKIN HAS ITS
PHYSIOLOGICAL
PH AND
PRODUCTS
APPLIED
TO IT MUST
RESPECT THIS
AS MUCH AS
POSSIBLE.
OFTEN,
HOWEVER,
THE SURFACE
OF THE SKIN IS
ALTERED
DUE TO
ANOMALIES
(E.G. DANDRUFF,
SEBORRHOEA
AND
DRYNESS OR
DEHYDRATION),
WHICH ALSO
CHANGES THE
VALUE OF ITS
NATURAL PH).
THIS IS WHY
PRODUCTS
APPLIED, WITH
ACTIONS
THAT VARY
ACCORDING
TO EACH CASE,
SHOULD AIM
TO RESTORE
NATURAL PH.

THE SURFACE
OF NORMAL
SKIN IS ACIDIC
AND HAS A PH
THAT VARIES
BETWEEN 4.5
AND 6.5
The surface of normal skin is acidic
and has a pH that varies between
4.5 and 6.5, depending on the cutaneous area, on sweat and sebum
and on the individual’s state of health and the seasonal climate. Maintaining physiological pH allows the
skin to sterilise itself and to defend
itself against most of the microorganisms that try to live on it. This defence mechanism is mainly carried
out by the hydrolipidic film, which
also protects the structure of the
hair and prevents static.

ACID

COLOUR
This is why there are hair colourants with an acidic pH. Acidic pH colour temporarily alters natural hair
colour to give it different tones and
luminous highlights. The ingredients used have a heavy molecular weight. They are deposited on the hair
cuticle without penetrating it and
are eliminated after several washes.
It is a type of colour that does not
alter the hair structure.
Changing our hair colour is fun and
offers a new look, but when we’re
not ready for a long-lasting (and
sometimes drastic) change, the best
solution is an acidic pH colour for
the following three reasons:

1. A DELICATE
TECHNIQUE

Unlike classic permanent colour,
temporary colour does not oxidise
hair. It does not cause sensitivity in
the hair fibre and its effects fade
with each shampoo in about sixeight weeks.

2. QUICK
APPLICATION

Temporary colour needs less
application time (around 20
minutes) than classic colour (35-40
minutes).

3. A MASK TO HIDE
ROOTS AND THE
FIRST GREY HAIRS

However, if you have a lot of grey
hair you will need to use permanent
colour.
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MEDAVITA offers a new acidic pH
colour - CHOICE COLOR – with concentrated amino acids that restructure the hair shaft and plant extracts of
vaccinium myrtillus (blueberry). Vaccinium myrtillus is a small bush that
grows on hilly land all over central
and northern Europe and in the uncontaminated forests of northern Europe. Unlike other species of blueberry
its fruit does not grow in groups, but
singularly. Due to this morphological
feature and the areas it grows in, the
fruit of vaccinium myrtillus is difficult
to gather. It is usually hand picked as
it is susceptible to damage if machine
harvested.
Due to its extremely soothing qualities
it is used for sensitive skin and to protect and restructure hair, preventing it
becoming porous and fragile, thanks
to its large amount of linoleic acid and
essential fatty acids like omega-6 and
omega-3).

Medavita Laboratory

MEDAVITA MAG ADVISES

by Medavita Laboratories
• • •

Choice
Color non Color

Cosmetic

A TRUE HAIR
BEAUTY CARE

• FORMUL AS •

Semi-permanent, ammonia-free oleo-gel colour with acid pH,
Amino Concentrée and Bilberry seed oil. Enriched with a special conditioner that smooths hair, seals scales and enhances
natural colour shine. Ammonia Free.

■

enriched with

Restores

the natural pH of the
hair
Ultra brilliant, shiny

reflexes
Smooths

the hair shaft
Anti-ageing

effect
Camouflages

the first signs of white
hair

F

Creating a cosmetic means knowing how to carefully balance science
and nature.

The concept of ‘natural
ingredients’ or ‘naturally-derived ingredients’ are often confused by consumers, due to intense and imprecise
market advertising.

A NATURAL
INGREDIENT MEANS
EVERYTHING
THAT HAS BEEN
OBTAINED
EXCLUSIVELY
THROUGH
PHYSICAL
TRANSFORMATION
PROCESSES,
I.E. PROCESSES
THAT DO NOT
ALTER CHEMICAL
CHARACTERISTICS.

When processes involving chemicals
are used to obtain specific active molecules in plants the result is naturally-derived ingredients.
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We choose the natural world when we
choose active ingredients in relation to
the effect that the cosmetic must have.
Nature creates high performance mo-

lecules that have to be used in the
correct dosage. So is everything that
is natural good for us? The answer
is no. One very clear example is that
of essential oils. These ‘concentrates’
contain many potentially irritant or allergenic molecules and therefore they
must be used responsibly in cosmetics.
The trend towards everything natural
is leading to a collective tendency to
denigrate synthesised molecules
(molecules that are not present in nature and are constructed chemically),
by declaring them ‘harmful’.
At the same time consumers want
cosmetics with textures and sensory
features that cannot be achieved with
natural ingredients, as is the case with
hair colour.
The cosmetics sector in Europe is extremely aware of consumer health.
This ensures that those who produce
cosmetics can choose ingredients whose safety has been scientifically assessed.
As a further guarantee, MEDAVITA
has launched only products that have
passed a patch test, carried out on volunteers and evaluated by a dermatologist, on the market.

■
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aromatic distilled water (e.g. rose
water or orange flower water), butter-based creams (e.g. cocoa and carrot-based body creams or shea butter for facial massage) and vegetable
waxes (e.g. carnauba wax and jojoba
wax).
There is in fact a classification of ‘naturalness’ in cosmetic ingredients because, even if they are sold in stores
specialising in natural products, they
can’t always be completely natural or
plant-based.

by Tamara Rosso Duva
Haircare consultant Medavita
• • •

MODERN
COSMETOLOGY
IS CERTAINLY
STRIVING FOR
NATURALNESS,
HOWEVER WE
SHOULD NOT
FORGET THAT
‘SYNTHETIC’ DOES
NOT MEAN ‘TOXIC’
AND THAT ‘NATURAL’
DOES NOT MEAN
‘INNOCUOUS’.

THERE ARE 3
CATEGORIES OF
‘NATURALNESS’
IN COSMETIC
INGREDIENTS:

1
Substances extracted from plants,
animals or minerals with no chemical modifications and only extracted
by physical means (e.g. coconut oil).

2
Natural derivatives that have been
only slightly modified, without reducing the naturalness of the product
(e.g. hydrogenated coconut oil).

3

W

hen we talk about
‘natural cosmetics’,
we generally mean
plant-based cosmetics. There are over
5,000 substances that can be used
to make cosmetics. Of these at least
1,000 are natural or derived from
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natural sources. The term ‘natural’
is increasingly popular with consumers who feel an affinity with nature,
eco-sustainability, tradition, simplicity and everything that is uncontaminated. However, not everything
declared ‘natural’ is truly this way.
Today there is the concept of en-

tirely plant-based cosmetics, using
plant-based emulsifiers, essential oils
for fragrances, vegetable dyes and
growth inhibitors made from plants
instead of synthetic preservatives. It
is difficult, however, to make entirely plant-based cosmetic products,
except for body oil (e.g. almond oil),

Chemically processed substances,
where the compounds are considered ‘obtained from natural substances’ (e.g. fatty acid + protein= lipo
derivative).
Products obtained by chemical processes that come from substances
also obtained by synthesis are defined as synthetic compounds.

On the contrary, some plants can be
poisonous and the same substance
can be harmful to the body if used
incorrectly.
Italian law is now clear and fairly
satisfactory in terms of guaranteeing methods of production and features of cosmetics (see Italian Law
713/86).
However, the terminology chosen for labels is not always easy for
non-experts and other, more serious, problems result from a lack
of checks, which are the real weak
point of the system.
Cosmetics are generally used
for the following:
»» Hygiene (soaps and shampoos)
»» Eutrophics (products that preserve the state of tissue, e.g. moisturising cream)
»» Make up

The specific field of phytocosmetics, i.e. cosmetics based on plant extracts, uses the following terms, which are useful to understanding the subject:

VEGETABLE
DRUG
a part of a plant or a whole plant
which, when properly treated, can
be used for health purposes;

EXTRACTS

also known as aromatics, which
have a fragrance because they
contain essential oil. Essential
drugs produce both essences and
extracts;

substances obtained from the partial
or total evaporation of solutions containing parts of fresh or dried plants, with solvents used to export the
active ingredients. Depending on the
consistency these can be fluid, dry or
soft extracts;

NON-ESSENTIAL
DRUGS

ESSENTIAL OILS
OR ESSENCES

these do not have a fragrance as they
do not contain essential oil. These
drugs produce only extracts;

these are obtained via distillation in
steam or by squeezing the parts of
the plants that contain them;

ESSENTIAL DRUGS

PHYTOCOMPLEX
a set of chemical compounds that aid
the therapeutic and/or cosmetic function of each drug;

ACTIVE
INGREDIENT

the ingredient responsible for the
therapeutic and/or dermo functional
activity of the plant source;

13 ACTIVE
PRINCIPLES
VITAL AND
POWERFUL.
A CONCENTRATE
OF NATURE
TO GIVE HAIR
A NEW LIFE.
Rosemary (Rosmarinus officinalis),
Arnica (Arnica montana),
Cinnamon (Cinnamomum cassia),
Ginger (Zingiber officinale),
Camphor (Camphora),
Aloe (Aloe ferox),
Calamus (Acorus calamus),
Galbanum (Ferula galbaniflua),
Myrrh (Commiphora myrrha),
Nutmeg (Myristica fragrans),
Achillea (Achillea millefolium),
Farfara (Tussilago farfara),
China (Cinchona succirubra).

DISTILLED WATERS
these are obtained by the dry distillation
of the wood of various plant species.
■
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Medavita SPA

SOLARICH
THE ENERGY
OF THE SUN
FOR YOUR
HAIR.
ALL YEAR
ROUND.

THE SOLARICH
RANGE

HAIR&BODY
RELAXING
AFTER-SUN
SHOWER GEL

RESTRUCTURING
PROTECTIVE
PRE AND AFTER
SUN HAIR FILLER

RESTRUCTURING
PROTECTIVE
PRE AND AFTER
SUN HAIR FILLER

400ml

125ml

150ml

DD CREAM

INTENSIVE
RESTRUCTURING
AFTER-SUN
HAIR MASK

WATER
RESISTANT AND
SUN PROTECTIVE
HAIR OIL

150ml

150ml

150ml

WWW.MEDAVITA.IT - Follow us on
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Social addicted
by Lorena Trento
Social Media Manager Medavita

LIVE HAPPILY
DISCONNECTED
EVERY NOW AND
AGAIN. IT’S
THE REAL
LUXURY IN THE
DIGITAL AGE!

• • •

I
D I G I TA L

The new luxury
is being disconnected
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nternet is everywhere, all
the time, and when there’s
no Wi-Fi we go crazy! If ten
years ago someone had told
us that we’d become digital
addicted, we wouldn’t even have
understood the phrase. But years
later we all have smartphones; in
fact we change them each year for
a newer model, tablets are a toy that
we can’t do without and the computer is always our faithful companion.
If there’s no signal, we feel as lost
as Little Red Riding Hood in the
forest. We wander, smartphone in
hand, hunting for a scrap of reception, like diviners searching for
water in the desert. When we sit
down to eat, our mobile phones are
there in plain sight. Some minimalist, some chic and some extremely
glamorous, waiting for some news
to ring out. We have even forgotten
our good manners at lunch and dinner.
We use the Internet for 4 hours and
5 minutes a day, from our computer
or tablet and for 2 hours and 10 minutes from a smartphone. We spend
almost two hours a day on social
networks.
We are always online, checking

our e-mail, texts, WhatsApp, ‘likes’
on Facebook and love hearts on
Instagram. From the moment we
wake to the moment we go to sleep.
This crazy need to always be online
and to continually check our smartphones is called FOMO - “fear of
missing out”. Around 60% of the
world’s population admit to being
addicted to the Internet and 53%
of British people become anxious
when they lose their cell phone,
have no reception, battery or credit.
This uncontrolled fear of being disconnected is called Nomofobia and
in the most serious cases it can cause physical effects similar to those of
a panic attack. 1,300,000 accidents
in the USA are caused by being distracted by a smartphone.
But that’s not all. Our body also
suffers the consequences, like for
example ’Text Claw’, an inflammation of the tendons of the carpal tunnel. Insomnia, as we look
at our beloved phone before falling asleep, without knowing that
LED light inhibits the production
of melatonin (which regulates the
sleep-waking mechanism) by 22%.
There is also ‘Text Neck’, the posture in which our head is bent forward

through continually looking at our
smartphone, which mainly affects
the young. And what about e-mail
apnoea? Holding your breath while
reading e-mail and the stress that
leads you to answer immediately,
because you always have your smartphone with you and your work follows you everywhere.
Technology addiction is real and widespread and, as we have seen, can
have serious consequences for our
mind and body. It makes the brain
hyperactive, making it difficult to
concentrate or relax.
So are we in the grip of a kind of
digital mania or is there some hope
of salvation on the horizon? The
answer lies in a Digital Detox, which the Oxford Dictionary Online
defines as “a period of time during
which a person refrains from using
electronic devices such as smartphones or computers, regarded as
an opportunity to reduce stress or
focus on social interaction in the
physical world".
So we need to be aware of digital tools and their usefulness and to find
a balance. To stop and think about
our lives and give an order of priority to our everyday activities.
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5
Take a holiday, a real holiday! Pull the plug and
enjoy being disconnected. Don’t spend time dedicated to rest, fun and relaxation on finding WI-FI
to connect to your favourite social network and post
photos in order to show others that you’re having
fun. Just do it!

we can all follow to
detox from too much digital activity

1
Rediscover the real world and connect with real people. Technology
has the fascinating dual ability to
bring people together and to force
them further apart. We need to decide to meet people instead of chatting
with them. We’ll stop being victims
of convenience and rediscover the
pleasure of a coffee with others.

2
How long has it been since you
enjoyed the ‘luxury’ of watching a
film and changing channels during
adverts without looking at your

smartphone? Going out to dinner without putting your mobile phone on
the table? Try to image that it’s 10
years ago when you didn’t have all
this technology. Enjoy the moment!

3
ENJOY A
TASTY DISH
WITHOUT
TAKING A
PHOTO, POSTING
IT AND
TAGGING
THE LOCATION
AND FRIENDS.

Wellbeing isn’t measured in Wi-Fi bars, but in savouring the moment, living it fully, looking around,
reading a book or experiencing a wonderful love affair. Ask for directions, as you used to do in the past,
allow yourself to get lost and to discover streets and
alleyways that you never knew existed, without the
young lady of Google Maps and her metallic voice
taking you straight to your destination and ruining
the adventure.
In short, the message isn’t that we should throw our
valuable technology in the garbage. It can be positive
or negative, just like any other tool, but this doesn’t
depend on its intrinsic nature, but on ours and on the
use we make of it.
Live happily disconnected every now and again. It’s
the real luxury in the digital age!
■

Remember when you used to go out
for a pizza and couldn’t wait for them
to serve it, so that you could tuck in?
Try and experience that again!

4
Did you know that on average we
need 120 minutes per day to recover
time spent on digital distractions at
work? Two hours multiplied by five
working days are 10 hours a week!
We therefore spend more than a
working day per week making up
for time lost in the online universe.
Putting your smartphone on silent
and only looking at it at pre-arranged times can help you regain productivity.

I LIKE
MEDAVITA

Lorena Trento,

Social Media Manager Medavita

H

ow we love to please!
We’re not ashamed to say it.
We love it and we’re proud.
We like to see that every day lots of you click ‘like’,
‘wow’ and ‘love’. You write us comments, ask us
things and share your stories. We adore it! And
lots of you share our world.
It is a world made up of continual innovation,
information, beauty advice and suggestions
for healthy hair, fashion trends and suggestions
on how to use our fantastic products and the
promotions that await you in Medavita salons.
We also offer luxurious rituals, treatments for hair
and scalp that change the concept of a visit to
the hairdresser, transforming it into a moment of
wonderful relaxation. And what about our “Buon
Lunedì/Happy Monday”? The phrases with which
we wish you a great week: a must.
We entertain you, keep you up to date, give you
advice and help you experience our world so that
you too are a part of it.
If you’re one of our marvellous fans you already
know all this. Perhaps you have even written to
ask where you can find our products or for tips on
how to use them to the full.

And if you aren’t, what are you waiting
for? Give us a ‘like’ and become one
of us.
Every day you’ll discover something
new and interesting about beauty and
everything related to it.
Medavita SPA
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WONDERPLEX
FOREVER
BLONDE

Have you always longed for gorgeous
golden locks, or maybe icy highlights,
but hair that is healthy, soft and full of life,
in other words wonderful?

Now you can have it all,
without compromises.
With the innovative Medavita Luxviva Wonderplex system you can play
with your hair whenever you want, however you want.

Add Luxviva Wonderplex to your bleaching or colouring
mixture for all technical services, including

bleaching,
lightening,
• balayage,
• streaks,
• colouring.
•
•

To deliver

total protection and
repaired hair fibre,
safeguarding it from damage, past, present or future, without
compromising the performance of the service or the end result.
You can even try its incredible results for yourself, as an
intensive treatment to

repair your hair!

Ask your hairstylist how to become

A BEAUTIFUL BLONDE FOREVER!
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Choose beauty and take care of your hair with Choice, exclusive ammonia-free colour treatments with natural active
ingredients, for a personalised effect that shows every woman’s beauty to the full.

