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Figure 3: European cosmetics market by product category
in € billion
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Table 1: Netherlands Skincare Sector Category Shares by Value and Volume Growth Rates (%),

2012-2017

2012Value Share 2012Volume 20122017 Value 2012-2017 Volume

(%) Share (%) CAGR (%) CAGR (%)
Skincare 3.0% 3.4%
Body Care 12.0% 12.0% 2.9% 3.4%
Depilatories 4.4% 4.4% 3.1% 3.7%
Facial Care 67.8% 67.8% 3.0% 3.5%
Hand Care 8.0% 8.1% 3.3% 3.9%
Make-Up Remover 7.7% 7.7% 2.9% 2.8%

Source: Canadean
Canadean
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Figure 2: The leading importers of other liquorice extract to
Europe 2018
in 1.000 tonnes
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By 2020, 65% of sales in the Skin Care
segment will be attributable to Non- 25
Luxury goods.
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Source: Statista, October 2012
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H Eurapean
Commission

English @

Europaan Commission » Internal Market, Industry, Entrepreneurship and SMEs > Seclors

Cosmatics » Cosmatic Ingredient databass

o

Internal Market, Industry, Entrepreneurship and SMEs

Single market and

standards
Cosmatics
Legisiation
Sdentific and technical assessment

Cosmetic ingredient database e

Cosmetic product nobificalicn pams
Cosmatic productd - Lpecifis 1opics W
Ban on animal testing

Market Surveillance

Entréprenewrship and  AcCess v finanoe for Seclors

SMEs SMEs

Cosmetic ingredient database

ng s the European Commission database for information on cosmatic
sulatances and ingredients contained in the

» Cosmetics feg i of the Ewropean Parliamsent
and of the Counc
« Cosmetbics Dimgctive 76/ SH/EEC (cosmetics dinective], as amended
¥ s 3| ¢4 for the purpose of labelling
osmetic products placed on the mariet (as established by [
¢ L of 5 Apnl 2U19)
+ Opindons on cosmetic ingredients of the Scentific Committes for
Consurrer Safety (it SCCS apin } 11

10 https://ec.europa.eu/food/safety/labelling_nutrition/claims/register/public/?event=register.nome
1 https://ec.europa.eu/growth/sectors/cosmetics/cosing_en

Fvnendstasan1IsA a9l ssmne m n3aLan
info@thaitradehague.com

£

DI TP

16/

AN


mailto:info@thaitradehague.com
https://ec.europa.eu/growth/sectors/cosmetics/cosing_en

12 /

Placing a cosmetic product
on the EU market

To import your cosmetic product into Europe, you must comply
with Regulation 1223/2009. Follow these 6 steps with EcoMundo!

RESPONSIBLE PERSON

If you import a cosmetic
product, you become the
default Responsible Person
of this product, unless you
designate someone to take
on that responsibility.

FORMULA REVIEW

Checking the regulatory
compliance of the formula
helps to find out whether
the cosmetic product
respect the maximum
concentrations outlined in
the Annexes of the

CPNP NOTIFICATION

The last step before placing 6
the product on the market

is to notify your product on

the CPNP web portal.

I can sell my

cosmetic product

on the EU market!

EcoMundo can perform
all 6 steps!

Our services cover the 31
countries of the European
Economic Area (EEA) and help
you import and sell compliant
cosmetic products throughout
Europe.
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Contact our experts!

DATA COLLECTION

You need to gather all
documents required for
compliance : formula,
documents on raw materials,
stability and challenge
testing, manufacturing
method, etc.

LABEL REVIEW

Itis crucial to check that
labeling requirements all
appear on the label and that
claims comply with
Regulation No 655/2013.

PIF DRAFTING

The PIF (Product
Information File) gathers all
the safety information
related to the cosmetic
product and includes a
Safety Assessment,
conducted by a certified
toxicologist or pharmacist.

-

https://www.ecom

EcoMtndo undo.eu/en/blog/s
Regulations. Software. .
s ecomundo. cosmetic-product-
europe

DITPE e
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