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$400m
Estimated annual sales of

medical robots in 2020

over a 20-kilometer (12.4-mile) hike.
That's no small feat, since back strain is
the military's most common noncom-
bat injury because of the heavy packs
soldiers carry. Exoskeletons hold "tre-
mendous potential" to ease those bur-
dens, says David Accetta, a spokesman
for the U.S. Army Natick Soldier Re-
search, Development, and Engineering
Center, in an e-mail. The Army is plan-
ning a field demonstration of the device
in May, and the HULC device is being
refined to be more easily worn under
a uniform. Neither Lockheed nor the
Army would disclose funding details.

Lockheed, Parker Hannifin, and
a handful of startups are vying to find
practical-and profitable-uses for the
kind of bionic suits inspired by novel-
ist Robert Heinlein's 1959 novel Starship
Troopers and Marvel editor Stan Lee's
Iron Man comic-book character. Wear-
able machines that enhance human
muscle power may not only lighten
soldiers' loads but help factory work-

ers hoist heavier tools and even enable
some paraplegics to walk. "We're now
seeing a golden age in which we can
produce this technology and derive
benefit from it," says Keith Maxwell,
business development manager for
Lockheed's program. "There's a host of
industries where this works."

The first sale of a medical exoskel-
eton to an individual for personal use
(rather than to a rehabilitation center or
hospital) came in September by Argo
Medical Technologies, whose ReWalk
exoskeleton assists patients who have
lost the use of their legs. The company
has since sold about 20 of the devices
to individuals, all in Europe, making it a
pioneer in a so-called human augmen-
tation system market that may yield

$400 million in annual sales by
2020, according to technology

speed consultant ABI Research.
I's robot Lockheed says it hasn't es-

timated the value of any con-
tracts for its military HULC, nor for the
nascent industrial market for its Mantis
commercial assistive device, which will
go on sale later this year for an undis-
closed price. Still, developing technol-
ogy for both civilian and military use
could help Lockheed as it confronts
reductions in U.S. arms spending. The
Mantis device is meant to help workers
who handle heavy equipment avoid fa-
tigue or back injuries. It has a mechani-
cal extension for a wearer's arm and
absorbs the strain from hefty power
tools such as grinders or sanders. Max-
well says, yielding productivity gains of
more than 30 percent. "It turns work-
ers away from being a weight lifter and
into a craftsman," he says.

Parker Hannifin, the No. 1 global
manufacturer of motion and control
devices, is trying to expand into medi-
cal products with its upcoming Indego
exoskeleton for those with spinal inju-
ries. The Indego breaks into five pieces
and resembles elongated, plastic foot-
ball thigh pads. Ekso Bionics' com-
peting device looks like the lower half
of a black metal skeleton able to stand
by itself on foot pads. In both, electric
motors amplify the strength in their
wearers' limbs or, in the case of the
wheelchair-bound, provide the user
with mobility. Computers and sen-
sors help with balance and guidance.
"There's a huge wave of human aug-
mentation coming," says Ekso Chief Ex-

ecutive Officer Nathan Harding, whose
company has devices in use at New
York's Mount Sinai Hospital, the Kes-
sler Institute for Rehabilitation in New
Jersey, and other spinal injury centers.
"It's in its infancy."

Parker Hannifin's Indego model will
go on sale in 2014 at a price the com-
pany says is competitive with Argo's
€52,000 ($67,230) ReWalk unit. Indego,
developed in partnership with Vander-
bilt University, is aimed at an estimated
700,000 Americans with permanent
lower-limb disabilities who would be ca-
pable of using the device, says Achilleas
Dorotheou, the Parker Hannifin pro-
gram's business unit manager.

The company is playing catch-up with
Israel-based Argo, which was founded
by Amit Goffer, who was paralyzed in
a 1997 automobue accident. The Israeli
manufacturer, which has sold about 65
medical exoskeletons, still lacks federal
clearance for sales to individuals in the
U.S. Argo may offer an American prod-
uct without stair-climbing capabilities to
speed approval, CEO Larry Jasinski says.
—Thomas Black

The bottom line Taking a nod from Iron Man, bionic
suits are available for almost $70,000. About
20 individuals in Europe have bought them so far.

Cosmetics

L'OréaIPutson
A Happy Face in China

• The French company tailors new
cosmetics for Asian customers

• "Chinese people place a huge
emphasis on beauty and skin care"

Twenty-four-year-old Corina Su is a cos-
metics maker's dream customer. As part
of her determined battle against acne,
she spent $169 on a Clarisonic electric
face brush made by beauty giant
L'Oréal. Her morning routine
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includes an herbal gel cleanser, cu-
cumber toner, and avocado eye cream,
all made by the French company. Su
doesn't live in L'Oréal's beauty-obsessed
hometown of Paris. She's an execu-
tive at an advertising firm in Shanghai.
"Chinese people place a huge empha-
sis on beauty and skin care as they are
especially afraid of aging," she explains,
using, perhaps, a broad brush.

To win customers like Su, more than
260 scientists work in L'Oréal's research
center in Shanghai, tailoring products
from lipsticks to shampoos for Chinese
buyers. Among their latest: a cosmetic
balm for Chinese men looking to mask
face blemishes and skin serums made
from traditional herbal remedies such
as Cordyceps, a parasitic mushroom.

The world's largest cosmetics maker
aims to pare Procter & Gamble's lead
in China, where the market for beauty
and personal-care products is estimated
to reach $34 billion this year, accord-
ing to researcher Euromonitor Interna-
tional. L'Oréal is counting on lotions en-
compassing traditional Chinese herbal
remedies, as well as products targeted
at China's men, a fast-growing part of
the market. That strategy will help the
company boost China sales more than
10 percent in 2013, from 12.05 billion
yuan ($1.9 billion) last year, says China
Chief Executive Officer Alexis Perakis-
Valat. "L'Oréal has become a formidable
competitor for Procter & Gamble In skin
care," Oru Mohiuddin, a senior analyst at
Euromonitor, says in an e-mail. "Not just
has L'Oréal approached China from vari-

For Beauty Companies in
China, It's a Man's World

Sales of men's grooming
products will rise 13.4 per-
cent this year, outstripping

overall personal-care growth

ous angles, including pricing and retail
coverage, it also strived to make the
brands more customized and effective."
The maker of brands including Lancôme
and Biotherm has seen its share of Chi-
na's beauty and personal-care market
rise to 11 percent in 2011, from 9 per-
cent in 2008, according to the most
recent data available from Euromonitor.
P&G, which owns Olay and Gillette, lost
1.6 percentage points, to 15.8 percent
in 2011. L'Oréal is already ahead in skin
care, with a 15 percent share in 2012 vs.
less than 10 percent for P&G.

In an e-mailed statement, P&G says
its overall China business expanded
about 50 percent in the past three years
and that it continues to grow through
new categories and innovation in exist-
ing ones. P&G chose China, its second-
largest market globally, to launch its
new Oceana skin-care brand in January.

China, which provides about 6 per-
cent of L'Oréal's annual revenue of
€22.5 billion ($29 billion), has become
especially important to the company
as consumer spending in Europe has
slowed. L'Oréal benefited in China from
the 2009 introduction of its Kiehl's skin-
care brand, which drew consumers look-
ing for mid-priced products, according to
Paul French, China market strategist at
Mintel Group. "In China, for a long time
you just had your high and low end,"
says French. "Kiehl's, along with Korea's
Face Shop group and L'Occitane, really
opened up the mid-market range."

In 2004, L'Oréal bought the local
Yue-Sai Cosmetics brand, which uses
Chinese herbs in its creams. Sales of
the line rose more than 20 percent last
year as buyers snapped up items such
as a 50-milliliter jar of Youth Preserv-
ing Moisturizer, made with ganoderma
fungi, for 210 joian. The company hopes
to expand Yue-Sai this year by boost-
ing sales through online Chinese retail-
ers such as Tmall. The brand also plans
to launch a customized skin serum this
year. Trained staffers will chat with cus-
tomers at store counters and analyze
skin types to concoct a personalized
moisturizer with ginseng, Cordyceps,
and white fungus. As "beauty is less and
less one size fits all," says Perakis-Valat.
"You have to have an answer for very
different needs." —Liza Lin

The bottom line L'Oréal is using traditional Chinese
ingredients to grab share in a beauty and personal-
care market expected to hit $34 biilion in 2013.

Media

Murdoch Contemplates
ACoverup

2006 2011

• A fixture of British tabloids,
toplessness Is under fire

• "If people want access to soft porn,
they can get it anywhere"

Page 3 girl Poppy and Thomas Jefferson
make an unlikely couple. Yet the 21-year-
old, who appeared bare-breasted in only
a pair of lacy knickers in Britain's No. 1
daily newspaper, the Sun, recently cited
Jefferson in defense of press freedom,
which certainly benefits a tabloid that
features a topless woman every day on
its third page. "Where the press is free
and every man able to read, all is safe,"
she counseled legislators from her Page 3
perch. The Sun could use the U.S. found-
ing father's help. A "No More Page 3"
campaign to "Take the Bare Boobs out of
the Sun" on Twitter, Tumblr, and Face-
book has gathered more than 87,000
signatures since September. Following a
Twitter barrage against the Sun's ovraer,
Rupert Murdoch, the News Corp. chief
even tweeted that he was considering re-
placing the 42-year-old fixture with shots
of "glamorous fashionistas"-who likely
would keep their clothes on.

As newspaper circulation contin-
ues its downward spiral, tabloids are
tinkering to attract new readers. British
and European titles added pinups de-
cades ago to attract working-class males.
Now they want women readers-and
the advertisers that target them. Today
women make up 45 percent of reader-
ship at the Sun, which has a daily circula-
tion of about 2.3 mulion. "The column is
old-fashioned and out-of-date," says Alex
DeGroote, a media analyst at Panmure
Gordon. "If people want access to soft
porn, they can get it anywhere."

The Sun's Page 3 girl first appearedA 
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