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The German Cosmetic, Toiletry, Perfumery and Detergent Association (IKW),
with office in Frankfurt am Main, was set-up in 1968 and is today one of the

highest-profile industry associations in Europe.

IKW supports, advises and represents the interests of more than 430 small,
mid-sized and large companies from the fields of beauty and home care.
The industry with approximately 500,000 associated jobs had a sales value
of more than 18 billion EUR in the past year. The member companies cover

about 95 percent of the market.

The products of the companies represented by IKW are used on an almost
daily basis by every household. IKW satisfies the resulting need for information
through its high readiness fo engage in a dialogue with all stakeholders involved
and hence strengthens the credibility of product-related communication con-

cerning the use and safety of beauty and home care products.

The Association supports its members, amongst other things, through a
comprehensive service at the implementation of regulations, agency services
for foreign trade shows and the processing of market data. It advises within
the framework of diverse trainings, seminars, events and workshops as well
as through written position papers and represents the interests of member
companies through a comprehensive package of PR and communication

activities as well as a far-reaching network.



Situation

Dear Madam,

Dear Sir,

War in Europe. What probably not many people had
thought possible, has become a reality — with all its terrible
consequences. In these times, our thoughts are with the
people of Ukraine and the millions who have had to leave

their homeland.

Policymakers in Germany and Europe are called upon to
act wisely with a view to strengthening the right to self-de-
termination of Ukraine. At the same time, however, those
responsible must also keep an eye on the stability in their
own country and secure the supply of raw materials and
energy. The horrible news from eastern Europe reached us
when, affer two years of home office, masks, fests, it slowly
became apparent that the pandemic was posing less of a
threat and the chances for an economically sustainable
recovery were increasing. Effective vaccines and high vac-
cination rates had an impact and ensured that public life
was getting back on track. The pent-up consumer demand
in tferms of joie de vivre was clearly noticeable. However,
when weapons talk and the economic consequences in
the form of rapidly rising prices become clearly noticeable
for everyone, consumption suffers a setback. The optimis-
tic economic forecasts at the beginning of the year have al-

ready been withdrawn by the economic research institutes.

At the end of 2021 we had to report a decline in the do-
mestic business by 3.0%. Only the stronger increase in
export demand was able fo secure on balance a 11% rise
in sales revenues. No parties, long stays at home, and
outdoors only with a mask: under these circumstances
people purchased less makeup, hair dyes or fragranc-
es - but rather products which make life at home more
comfortable, such as bath and shower products. A similar
situation prevailed for home care products: while deter-
gents and cleaning products experienced decreases, fab-
ric conditioners and room fragrances were in higher de-
mand. And even if our attention is currently quite rightly
focused on aid and conflict resolution in the Ukraine war,
we will continue our commitment to the sustainable pro-
duction and use of the products represented by IKW. A
corresponding legal framework secures reliable guidance
and fair market conditions - for instance, when it comes
to the use of environmentally friendly raw materials. With
the Chemicals Strategy for Sustainability as a substantial
pillar of the "Green Deal’; the EU Commission is planning
a comprehensive amendment fo the chemicals legislation.
IKW and the German manufacturers of cosmetics, deter-
gents and cleaning products share the goals formulated
therein. However, many questions still need to be clarified.
Under future regulations the competitiveness and innova-
five strengths of European companies must continue to be
safeguarded - especially in view of the enormous burden

as a result of the geopolitical disruptions.



Together with our German and European partner associ-
ations, we are contributing our expert knowledge to this

important process.

Sustainability is a top priority for our companies. A survey
among IKW member companies in the field of beauty care
has shown that more than 60% of the respondents have
firmly anchored this topic in their company. The fact that
this is not just a declaration of intent but that concrete
measures follow from it, is shown, amongst others, by the
current example of the EcoBeautyScore Consortium. More
than 30 cosmetics manufacturers and associations, in-
cluding the Beauty Care Department of IKW, are involved
in this international consortium. The aim is the develop-
ment of a uniform scoring system for the calculation of
a product-specific environmental footprint. This supports

consumers in making sustainable purchasing decisions.

For the home care sector, the 10th sustainability report
has already been available since May 2021. It impressively
documents the progress made in respect of the ecological,
social and economic aspects of sustainability. The Forum
Waschen, a platform for dialogue, has already existed
since 2004 with the involvement of 39 institutions, includ-
ing public authorities, consumer organisations, universities
and associations. On the EU level, the manufacturers of
detergents, care and cleaning products have founded the
voluntary initiative "Sustainable Washing and Cleaning"
Its successes are noteworthy. Since 2006, the companies
have been able to reduce their carbon dioxide emissions

per ton of products manufactured by more than half.

This commitment is driven by the conviction of the people
who work in the companies. And it reflects the demands of
an increasingly sensitised public. Consumers want to have
environmentally sound products. They are increasingly in
search of a responsible lifestyle. And today it is easy for
them to make sustainable purchasing decisions. Indus-
try is fulfilling these wishes through product innovations
such as detergent concentrates or solid shower bars and
shampoos. Packaging is getting lighter, and the packaging
material consists increasingly of renewable raw materials

or recycled plastic.

However, it also depends to a large extent on us fo live
more sustainably. IKW, therefore, provides concrete tips to
this end. Take less long showers, wash at lower tempera-

tures or use the right dosage of detergents — these are
all small steps which have a big impact on the ecological
footprint. The extent of this impact is also documented by
a study of the Technical University of Berlin dating back to
2019: washing and drying a T-shirt 44 times adds about
as much to the greenhouse potential as the production,
distribution and disposal of the T-shirt. Anyone who wants
to contribute fo climate protection should start with the
temperature controller: lowering the washing temperature
from 60° to 30° reduces the greenhouse potential of the
use phase by about 37%. Environmental tips based on the
results of the study are now also available as a three-min-
ute YouTube video.

The products of our industry not only clean or contrib-
ute fo a radiantly beautiful skin. Their psychological ef-
fect is likewise of an indispensable value - for wellbeing,
self-confidence and a fulfilling social life. The Beauty Care
Department has recently had these effects investigated in
a in-depth psychological-representative study. Result: cos-
metic products are essential everyday companions. From
a psychological point of view, they are more than a mere
treatment of the appearance. Haircare, makeup, shaving,
"making oneself up" before going out or styling for special
moments — for many people all these features are the ac-

tual constituents of being human.

Against this backdrop, the desire for new encounters re-
awakened after two fough years of pandemic is also linked
to a new joy of beauty and a well-kept home. Nobody can
say for sure what will happen next. | believe that we are on
the right frack. Let us hope that there will also be a quick

and politically driven way out of the war.

Yours sincerely

Georg Held
President
The German Cosmetic, Toiletry,

Perfumery and Detergent Association

Situation
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Beauty, wellbeing and desire for
a neat home constitute the funda-
mental needs of consumers.

The member companies of the German Cosmetic, Toiletry,
Perfumery and Detergent Association have placed these
needs centre stage in view of their activities and satisfy
them with high-quality and responsibly manufactured
products. Beauty care products help contribute towards
remaining well groomed and healthy. Home care prod-
ucts support cleaning and care e. g. at home, for clothes,
shoes and cars and not only help to preserve their value
but also create an atmosphere in which people feel at
ease and healthy. And in addition beauty care and home
care products fulfill dreams and ensure recognition and

self-confidence, as confirmed by market research.

The high acceptance of products amongst consumers
results in permanently rising consumption spending and
turns the products of the beauty care and home care
industry into an important pillar of private consumption
in Germany. During the past years sales revenues were

significantly rising to more than EUR 18 billion.!

Economic Development

The two product segments beauty and home care were
again major drivers of domestic demand. Every eighth
euro is currently spent on beauty and home care in the

German food retail trade.

This means that the German market is by far the largest
in Europe for these products.

“The German market for beauty
and home care products is the
largest in Europe. Despite diffi-
cult framework conditions, the
markets have developed quite
stable due to the high innovative
strength.”

Thomas Keiser, IKW Director General

"The 2021 market figures are based on a projection of IKW based on data of GfK SE.




10

Economic Development

Il Beauty Care [l Home Care

€18.7bn

Domestic sales revenues'
O -3.0%

€13.6bn
O -31%

€5.1bn
©-29%

Export sales revenues

e 2021 vs. previous year

€9.4bn

2

@ +10.6%

€7bn

© +14.0%

€2.3bn
© +1.5%

BEAUTY AND HOME CARE IN 2021 WITH REVERSED SIGNS

€28.1bn

Domestic and Export
sales revenues

@+11%

€20.7bn
@ +2.5%

A

€7.4bn

©-1.0%

-

1) IKW projection total market based on GfK (Jan.-Sept. 2021) and own surveys;
2) IKW projection based on Federal Statistic Office Jan.-Sept. 2021

€13,604m

Beauty care products 2027

Hair care products

Skin and face care products?
Oral and dental care products
Decorative cosmetics

Bath and shower preparations
Ladies fragrances

Deodorants

Soaps and syndets

Other beauty care products®

Men's fragrances

Shaving care products, aftershaves
and preshaves

-31%

@ Variation vs. previous year

€912m
€840m
€731Im
€502m
€452m
€450m
€189m

€1,656m
€1,467Tm

BEAUTY CARE MARKET: GROWTH FOR WELLBEING PRODUCTS

+0.2%

© Average variation per year (2016-2021)

O -24% @ +1.4%
-20% @ +1.2%
@ 6% @ +21%
Q- 72% @ -45%
@ +2.0% @ +0.8%
Q56% @ -35%
O-33% @©-02%
Q -206% @ +8.7%
© 7% @ -02%
O 30% @ -28%
- 10% ©-31%

€3,221m
€3,184m

Market figures Beauty Care: Status December 9, 2021; 1) IKW projection total market based on GfK (Jan.-Sept. 2021) and own surveys;

2) Ladies and Gents; 3) Foot care products; Depilatories; Baby care products excl. shampoo / bath & shower / soaps

€5,092m

Home care products 2021

Hard surface cleaners?

Heavy-duty laundry detergents
Dishwashing detergents

Air fresheners

Fabric conditioners

Laundry additives®

Automotive care

Light duty and special detergents
Furniture, floor and carpet cleaners

Leather care products

-29%

Q Variation vs. previous year

€479m
€344m
€299m
€253m
€193m
€67Tm
€59m

HOME CARE MARKET: WELLBEING PRODUCTS IN DEMAND

e Average variation per year (2016-2021)

€1,255m © -49% @ +3.0%

€1,231m ® -88% € +0.3%

€912m @ +7% @ +41%
@ 1% @ +27%
® +55% @ +11%
@ +24% ©-01%

@ 2% ©+02%
©®-94% @ -1.6%
@ 5% @-0.6%
@ 7% @-25%

Market figures Home Care: Status December 9, 2027; 1) IKW projection total market based on GfK (Jan.-Sept. 2021) and own surveys;2) Bathroom,
sanitary, glass, window, household cleaning agents, pipe cleaning agents, soaking agents; 3) Bleaches, starches, ironing aids, textile dye removers




Economic Development

Beauty Care and Home Care

Product Market Germany

On the domestic market, the
pandemic left clear marks in the
second year, too. The domestic
business fell by 3.0% compared
to 2020 to EUR 18.7 billion.

The long duration of the lockdown in Germany in the win-
ter and spring again changed the consumption patterns.
Sales declines in the beauty care sector were recorded on
a year-on-year basis for the domestic sales of decora-
tive cosmetics (-7.2%), women's fragrances (-5.6%) and
haircare products (-2.4%).

By contrast, people in Germany spent more money on
oral and dental care products (+ 1.6%), bath and show-
er additives (+ 2%) and footcare products (+ 2.7%). All
these areas reported record sales revenues. The main
sales channels for beauty care products remain the
drugstores and the specialist retailers, although the latter

suffered significant losses due to the lockdowns.

In the home care sector, fabric conditioners and room

scents were among the winners of the year, rising by

5.5% and 11%, respectively. Sales revenues from bath
additives and shower gels, for instance, of EUR 912
million were higher than in any prior year. Detergents
recorded on the other hand, lower sales revenues, be-
cause many households used the stocks they had
built up in 2020. The domestic market for heavy-duty,
colour and all-purpose laundry detergents shrank by
8.8% to EUR 1.2 billion. A particularly large "Covid-19
outlier" concerned the soaps /syndets segment. Here,
sales revenues decreased by 20.6% in 2021, aftera 77%
increase versus prior year in 2020. Apparently, many
people in Germany still had stocks of these products
from the previous year. The largest distribution channels
remained drugstores and discounters. The still relatively
small e-commerce sales channel, in particular, was able

to develop positively.

“It will be crucial to enhance the
high product benefits of brands

with value systems.”
Dr. Robert Kecskes, Insights Director, GfK SE




12

Economic Development

BEAUTY AND HOME CARE:
SALES SIGNIFICANCE ACCORDING TO TRADE CHANNELS

Market share value in %

M Drugstores
M Specialised trade
including perfumeries and hairdressers

H Discounters

M Self-service department stores
B E-Commerce

B Pharmacies

Market share value in %

M Drugstores
M Discounters

B Supermarkets and hypermarkets

M Specialised trade

B E-Commerce

Source: IKW projection 2021 based on GfK and own surveys

Variation sales revenues versus prior year in %

Variation sales revenues versus prior year in %

74
29,1




Outlook

The effects of the war in Ukraine
overshadow the global economic
recovery which emerged at the
beginning of the year. Forecasts
are hardly possible at present.

However, it is becoming increasingly clear that the
Ukraine war has a major impact on the economic devel-
opment. On the one hand, some sales markets in Rus-
sia, Belarus and Ukraine are disappearing. The effects of
sharply rising procurement prices and increasing supply
bottlenecks for energy and raw materials are, however,
even more serious. The most important role is played
by the security of gas supplies. If there is a shortfall -
be it due to a discontfinuation of imports or supplies -,
the consequences would be devastating, not only for our
sector but for the entire industry. The propensity of pri-
vate households to consume has also fallen significantly
due to the uncertainties, and the further development
is strongly dependent on future geopolitical events.

2021 Sentiment: Cautious Optimism
in the Beauty and Home Care industry

s

Market development

47% (PY 46%) rate it as "average”,
1% (PY 16%) as "bad / very bad".

Investments

o,
o %) of the respondents anticipate
50/ (PY 47%) of th d

higher investments

Source: IKW Industry Barometer, November 2021

42% S
O (PY 38%) of the companies interviewed

consider the market development to be “good / very good”,

Economic Development

Already before the Ukraine crisis, the market researchers
at Euromonitor saw changes as the only constant during
the past two years. Consumers are making their deci-
sions in an increasingly conscious and mindful manner.
IKW member companies have been aware of this trend
for a long time and were relatively confident for the near
future. After all, 89% saw the market development in
the IKW industry barometer as average or better. Due fo
the uncertainties of the war-related events, the Covid-19
pandemic which has not yet been overcome and the
dramatic price increases for raw materials it is, however,

hardly possible to make any forecast at present.

“The future belongs to the
courageous who go forward with

purpose and goal.”
Prof. Franz-Rudolf Esch,
ESCH. The Brand Consultants GmbH

Covid-19

34% (PY 36%) see positive

o,
62 /0 (PY 53%) see negative
effects for the industry

Major channels

\

* E-Commerce

* Drugstores
» Supermarkets

* Discounters

13
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Medium-sized
“Associations are mediators -

BUSinesseS between industry, politics,

authorities and the public. They

Medium-sized businesses have traditionally had a par- )
therefore make an important

ticularly high standing within IKW. The conferences for

medium-sized businesses, which are staged twice a year, contribution to sociefy.”

play a central role for the Association’s activities in this Christian Lindner (currently Federal Minister of
field. These conferences deal intensely with the focal is- Finance) at an IKW event in his current and
sues, which are relevant for medium-sized businesses. former position as Federal Chairman of the Free

Democrats and Chairman of the FDP Faction
During the conferences interesting speakers present in the German Bundestag
important findings on current business issues. Exciting
insights were, for instance, provided recently by Chris-
tian Lindner (FDP - Free Democrats), Christoph Werner
(dm), Raoul RoRmann (Dirk Rossmann GmbH), Chris- “IKW is especially for us em‘repreneurs

tian Wulff (Former Federal President) or Sascha Lobo the most imporfanT association. The

coch o on Cotegory Mansgoment and suppore mepm. | Strength of IKW is also reflected by

bers in their foreign business. the fact that high-profile politicians
and tradingpartners give lectures
at the conferences and discuss with
the medium-sized business. The
meanwhile always more than 100
participants show the high interest
in IKW."

Heinrich Beckmann, Chairman of the IKW Medi-
um-sized Business Committee, delta pronatura
Dr Krauss & Dr Beckmann KG
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Interdisciplinary Activities

International Business
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Initiation trip Israel digital, April 2021

IKW has been promoting the infernational commitment
of its member companies through the application for and
implementation of foreign trade fairs since the mid 90s.
These support, more particularly, the medium-sized busi-
nesses in generating growth outside the German bound-
aries. IKW applies, for instance, for support of the Federal
Ministry for Economic Affairs in view of the foreign trade
fair attendance of medium-sized member companies
outside the European Union. These "German Pavilions”
enable the companies fo present themselves and their
products on individual company stands. The exhibiting
companies are integrated into the infrastructure of a Ger-
man community stand and can promote themselves un-
der the still recognised quality promise "Made in Germa-
ny". Furthermore, they benefit from extensive assistance
and guidance and a joint information and service point
on site. In addition there is a broad portfolio of support-
ing measures such as press conferences, incentive events

for fair goers, audio-visual advertising material, customer-

Packaging

The procedures inifiated by the European Commission
in 2020 to revise the EU Packaging Directive were con-
tinued during the reporting period. The aims are to fur-
ther optimise packaging design to promote reuse and
recycling, an increase in the proportion of recyclates in
packaging and a general reduction of packaging waste.
A.LS.E., like Cosmetics Europe, has been proactively in-
volved in the discussion on a revision of the Directive. A
corresponding Commission draft is now expected in the
second half of 2022.

Initiation trip Canada digital, September 2021

introduction and visits of official German representatives
at the trade fair stands. Moreover, online appearances
tailored to the respective trade fair are offered for prepa-
ration and processing purposes. Exhibitors, journalists
and interested professional visitors can continue their

exchange under www.germanpavilion.de.

IKW is currently active at the following trade fairs:
Beautyworld Middle East in Dubai, China Beauty Expo
in Shanghai, Cosmoprof CBE ASEAN in Bangkok, Cos-
moprof India in Mumbai, Cosmoprof Asia in Singapore,
Cosmoprof North-America in Las Vegas.

In addition to the trade fair activities, IKW initiates
market development measures for prioritised export
regions such as Chile, Taiwan or Australia in co-op-
eration with the Federal Ministry for Economic Affairs.
Furthermore, IKW issues the free sales certificates for

the export business.

In some EU member states, national regulations have
been adopted for the labelling of packaging material and
the separation of the material with a view to recycling.
These partly contradictory regulations not only obstruct
the free movement of goods on the EU internal market
but are often also incomprehensible for consumers. IKW,
together with the associations in Brussels, is campaign-
ing in favour of the revision of the Packaging Directive for
an EU-wide harmonisation of such labelling regulations

for the recycling of packages.



Interdisciplinary Activities

Press & Press Feedback

What beauty and home care means to people. A street survey in the

2nd Corona year. www.youtube.com/watch?v=L78AIXZUb

The industry represented by IKW is one of the few sec-
tors which publishes an estimate about sales revenues
and the market development for the full year during the

current year.

These forecasts are supplemented in quantitative and
qualitative terms by data of the market research insti-
tute GfK SE. During the business press conference tak-
ing place at the end of each year IKW presents these

industry forecasts to the public.

Media as mediators of society are an important partner.
Apart from the business press conference, IKW offers

the press many occasions and impulses on beauty and

home care such as round table discussions and work-

shops on future trends.

Moreover, the competence partners Beauty Care and
Home Care within IKW answer questions on skin and

hair care, beauty and self-confidence as well as hygiene

and cleaning. With publications in print and online me-

dia as well as radio and TV features, IKW generates a
significantly broad impact with several hundred millions

of contacts per year.

“IKW speaks for an industry with
products which accompany people
very closely in their everyday
life. IKW stands in particular for
transparency and readiness to
enter into a dialogue. It always
argues on the basis of facts.

This creates trust.”

Gabriele Hassig, IKW Vice President,
Procter & Gamble Service GmbH

Further Activities

Beyond meetings and international trade fairs, IKW of-
fers its members a broad range of additional services.
These include, amongst other things, scientific-tech-
nical information events and workshops as well as a
comprehensive collection of technical information on
the IKW extranet.

Furthermore, IKW is an appreciated contact and in-
terface between public authorities, consumers, media
and industry. All this leads to a high satisfaction of the

member companies within IKW.

7
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Interdisciplinary Activities

BEAUTIFUL.LIFE.

IKW Studies

“Our studies provide interesting
insights into social developments
and show how important
beauty and home care products

are in people’s lives.”

Karen Kumposcht, Public Relations /
Public Affairs Manager, IKW

Cosmetics and Us -
why we can’t do without them

ha el

COSMETICS ANDUS -

There are simply products that people do not want to do
without. The study "Cosmetics and Us — why we can't do
without them" explains the psychological and physical

relevance of cosmetic products in our lives.

Hairstyle and Dignity

) fZﬁﬁéégfﬁ
+ & Dignity

How important is the hairstyle and hair care for people?
The results of the study "Hairstyle and Dignity” show how
much a good haircut and the right hair care contribute

to personal wellbeing.

IKW deals with up-to-date topics,
trends and social developments in
the fields of beauty and home care.

The studies commissioned by IKW come up with fasci-

nating results and startling insights. All studies can be

found under www.ikw.org/services/ikw-studien

Boomers Undisguised

The generation of baby boomers was reluctant to adapt
itself during its youth. Why baby boomers still find it diffi-
cult to accept boundaries, what independence means to
them and where they get their self-esteem, is examined

by the IKW study "Boomers undisguised”.

The Lifecycle of a T-shirt

What is the environmental impact of the production,
washing and drying of a T-shirt? The IKW study "The
lifecycle of a T-shirt — an eco assessment” offers answers

and consumer ftips.


http://www.ikw.org/services/ikw-studien

IKW Future Study

Gender Shift
Silver Society §

8
Connectivity Work

Indwidualusaﬂnn :

IKW FUTURE STUDY
.
., BEAUTIFUL.LIFE. s
Caring for our bodies and living spaces is an essential
component of everyday life. The IKW Future Study ex-
plores the changing needs and lifestyles, products and
trends in beauty and home care.

IKW Youth Studies

| undlsgmsed

P~

What role does a well-groomed appearance play among
young people? Three depth psychological-representa-
tive studies™ show how important stability is for ado-
lescents and the relevance of self-portrayal on social
media platforms.

* "Youth undisguised’, "Selfies undisguised’, "Insta undisguised”

Interdisciplinary Activities

The New Power of Cleaning

Thﬁ New
Power of
Cleanin?

Today, cleaning in the household has a completely dif-
ferent status and is no longer just an annoying neces-
sity. The IKW study shows the in-depth psychological
significance home care products can have for people.
A cleaning type test can be found on www.ikw.org/

haushaltspflege/services

Sought-after Helpers

Sought-after Helpers

A

a
I_:._\' v

|

Beauty and home care are popular everyday helpers. But
what is the significance of these daily rituals for us? And
what about their relevance during the Covid-19 crisis?
IKW has investigated these questions in a representative
online survey conducted in April 2020.

19



20 Interdisciplinary Activities

M Digital round table "“TikTok aesthetics and deep fake beauty -
about beauty in the new normal” with Europa Bendig, founder and
managing director of the agency Sturm & Drang, 05.05.2021

N Beautypress Hamburg, 16.09.2021, Birgit Huber

Beautypress Munich, 7
23.09.2021 Beautypress Team
and Birgit Huber, IKW

IKW SME Conference, 28.10.2021,
Prof. Dr. Karl-Rudolf Korte, Director of the NRW School
of Governance, University of Duisburg-Essen =

Digital round table IKW Home Care -
“Challenging statistics — without
mathematics” with Prof. Dr. Bjorn
Christensen, University of Applied
Sciences Kiel, 22.09.2021, Achern

Trade fair "Beautyworld Middle East”, Dubai, 05.-0710.2027;
Kerstin Abed, AHK; Andreas Wegner, Consulate General Dubai;
Birgit Huber, IKW
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¥ AHK Summit, 04.11.2021

Dty
w Inddunirie- urd Mardelskammerniag

IKW SME Conference, 28.10.2021,
Prof. Dr. Michael Christ, University of Mainz

IKW information event for manufacturers of detergents, care and
4 cleaning products on topical issues, 0711.2021

N IKW trade event, 01.12.2021, Volker Krampe, Beiersdorf AG;
Elmar Keldenich, Federal Association of Perfumeries;
Birgit Huber, IKW

Vv ALS.E. Commsnet Meeting, 19.01.2022

g Kli
imd Climate Action bmwk.de Bundss

bmwk.de Bund ~_ isterium fir Viiets

isterium fiir Wirtsc

M "How can we successfully transform our economy towards climate

neutrality?”, digital panel discussion of the foundation Klima-
Wirtschaft (CEO Alliance for Climate and Economy), 05.04.2022,
Sabine Nallinger, member of the board of KlimaWirtschaft; Robert

M Communication network VCI sector groups,
18.02.2022

Habeck, Federal Minister for Economic Affairs and Climate Action






Beauty Care

/

Cosmetics Legislation

The legal background

Cosmetic products are EU-wide regulated in the EC
Cosmetics Regulation. This law contains a lot of require-
ments for cosmetic products sold in the European Union.
The competence partner beauty care within IKW is very

much involved in activities on the cosmetics legislation.

The EC Cosmetics Regulation consists of different re-
quirements which have to be fulfilled by each cosmetic
product marketed in Germany. Only products which are
in conformity with the definition of cosmetic products
described here can be assessed and marketed as such.
Furthermore the legislation contains an obligation that
all cosmetic products available on the market which,
when used under normal or reasonable foreseeable

conditions of use, are safe for human health.

Responsible person

For each cosmetic product placed on the market, a re-
sponsible person established within the EU must be des-
ignated. This company must be disclosed on the pack-
aging of the products and is responsible for ensuring
that only products which are safe for human health are
placed on the market. There is no mandatory approval.

Compliance with the legal provisions by the responsible
person is subject to verification by the competent sur-
veillance authorities.

In the event of contract manufacturing or imports from
countries outside the EU the responsible person indicat-
ed on the packaging is responsible for the product vis
a vis the legislator and more particularly for the pres-
entation and composition as well as compliance with
duties of nofification. In the event of imports from third
countries it is also necessary fo ensure the availability of
labelling elements which are relevant for safety on the

packaging in German language.

Beauty Care

“The cosmetics companies repre-
sented within IKW manufacture
safe and effective products for
consumers — regardless of whether
they are natural cosmetics or
conventional cosmetics.”

Birgit Huber, Head of Department
Beauty Care within IKW
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Cosmetics GMP

Furthermore cosmetics-GMP is requested for manufac-
turing cosmetic products.

Labelling in German language

Besides these requirements the EC Cosmetics Regula-
tion contains a lot of other regulations such as for nano-

materials, CMR substances, notification to the Cosmetic

Product Safety

Cosmetic products have a high level of safety and com-
patibility. Nevertheless even under correct use, individual
intolerances such as minor skin irritations or allergic re-

Cooperation

IKW is also active in collaboration with other institutions
in Germany, like dermatologists, pediatricians, consumer

associations, hair dressers, beauticians and many more.

Products notification Portal (CPNP), reporting of the very
rare cases of serious undesirable effects, claim substan-
tiation of cosmetic products, positive lists and banned
substances and many more. It is of importance to know
that the labelling requirements for products sold in Ger-
many have to be in German language. IKW has pub-
lished an information for producers and distributors of
cosmetic products on its website under the following link:
www.ikw.org/ikw-english/beauty-care-topics/detail/
general-information-for-manufacturers-and-distribu-

tors-of-cosmetic-products-in-germany-overview-of/

actions, can occur. According to a survey done by IKW
since 1976, there are only 1,3 cases of health-related in-
tolerances per T million sold cosmetic product packages.

In regular meetings IKW tries fo identify common inter-
ests and publish a common position. IKW has commonly

published a leaflet on infernet sales of cosmetic products.



More than 20 years of
Safety Assessor Courses

A success story

How do safety assessors ensure that cosmetic products
are safe in ferms of health? How are the methods for the
scientific assessment of contact allergies to be classified?
And - which alternative methods to animal experiments
are available for the safety assessment of cosmetic prod-
ucts? These are only a few of the highly complex issues
which were presented by renowned experts from Germa-
ny and abroad at the scientific symposium “20 years of
education for safety assessors', to which IKW and DGK in-
vited. More than 130 safety assessors accepted the offer
to have an interdisciplinary, intense exchange on current

issues in the field of safety assessment.

In order for consumers within the EU to be able to rely
on cosmetic products being safe, the work of the safety
assessors is indispensable. They are the experts who are
in charge of safeguarding that cosmetics comply with all
demands imposed by legislation. A demanding mission
which requires knowledge from different disciplines such
as chemistry, toxicology, dermatology and cosmetics law.
Regular continuing education which keeps the safety as-
sessor always on the most recent state of science and

legislation is a must.

This work has been performed for almost 25 years for
DGK and IKW with their offering of continuing education

courses which are regularly attended by many safety as-

Speakers at the safety assessor symposium’*, April 2018

sessors and are completed with a certificate. Birgit Hu-
ber, Head of the Competence Partner Beauty Care with-
in IKW: "We are pleased that the offer of the different
course modules has been accepted so well by the safety
assessors during the past 20 years, because continuing
education in this field is very important. We will continue
to work in future on the courses taking place on a very
high level and representing a genuine support for the

safety assessors.”
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“The safety assessor courses provide
the indispensable basic knowledge
for the competent assessment of
the safety of cosmetic products.”
Prof. Dr Gerhard Eisenbrand, University of

Kaiserslautern, Senior Research Professor
(retired) and Chairman of the Cosmetics

Commission at BfR

IKW and DGK attach a particularly high value to the se-
lection of speakers and ensure that experts from univer-
sities, public authorities and industry pass on their expert
knowledge to the safety assessors. Concerning the offer
of continuing education, it is, moreover, ensured that the
contents are practice-oriented and imparted in an intui-
tively accessible manner. This helps the safety assessors
at the implementation in their everyday work. And public
authorities appreciate the continuing education events in
the same way, since this allows them fo judge the work
of the safety assessors even better and engage in further
education themselves. Another benefit of the events is
the direct personal exchange with other colleagues and

experts who can help in dealing with issues.

For some tfime already, the continuing education pro-
gramme has also been available in English. This means
that safety assessors from outside Germany can likewise
benefit from the continuing education offering of DGK
and IKW. The training is also offered as webinars.

*Front row (from left to right):
Dr Gerd Mildau, Chemical and
Veterinary Surveillance Authority,
Karlsruhe; Dr Andreas Butschke,
Federal Office of Consumer
Protection and Food Safety (BVL),
Braunschweig; Prof. Dr Johannes
Geier, Information Network of
Departments of Dermatology
(IVDK), University Medical
Center, Gottingen; Prof. Dr Vera
Rogiers, In vitro Toxicology and
Dermato-Cosmetology (IVTD),
Vrije Universiteit Brussels; Dr
Hartmut Schmidt-Lewerkiihne,
President DGK e. V, Thannhausen;
Dr Anke Meisner, Federal Ministry
of Food and Agriculture (BMEL),
Berlin; Britta Klebon, DGK e. V,
Thannhausen; Dr Rob Taalman,
Cosmetics Europe, Brussels

Top row (from left to right):

Prof. Dr Gerhard Eisenbrand,
Senior Research Professor
(Retired) Food Chemistry & Toxi-
cology; Prof. Dr Lothar Motischke
(retired); Birgit Huber, Deputy
Director General IKW e. V, Frank-
furt am Main; Dr Annegret Blume,
The German Federal Institute for
Risk Assessment (BfR), Berlin;
Prof. Dr Walter Sterzel, Univer-
sity Duisburg-Essen; Dr Bart A.
Heldreth, Cosmetic Ingredient
Review (CIR), Washington, D.C.
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Studies

Hairstyle and Dignity

The significance of hairstyle and hair care products for
people is at the centre of this depth psychological-rep-
resentative study. Six relevant motivations have been
deciphered and the individual hair care products sup-

port these motives in different ways.

The findings of the study allow us to conclude that

hairstyle and hair care are far more than purely super-

“A groomed hairstyle and hair care
are not only relevant for personal
wellbeing. They are essential and are
an integral feature of being human.”

Ines Imdahl, Lonneker & Imdahl
rheingold salon GmbH & Co. KG

ficial cosmetic features. In physical and psychological
terms, the products are relevant from the respondents’
point of view for being human. The application of the
products contributes decisively to the development of
a sense of dignity, and profound human needs are
satisfied. If people are deprived of the opportunity to
use these hair care products, many feel torn out of
their life, unable to cope with their daily roufines and

not socially acceptable.

In addition to the fundamental importance, individualis-
ation and personality development are needs which are
perceived as relevant for life and would be severely un-
dermined if hair care products were no longer available.
The daily, weekly and monthly use of a wide range of hair
care products is, therefore, perceived as indispensable

by the people in Germany.

Untvstyle

e

Dignity
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COSMTTICS AND S -

Cosmetics and Us -
why we can't do without them

Based on the results of the study "Hairstyle and Dignity’,
another in-depth psychological-representative study ex-
amines the significance of cosmetic products for people.
Six relevant motives for use show how essential the re-
viewed products such as foothpaste, deodorant, fragrances,
facial care, shower gel, bodycare, shaving and beard care
as well as decorative cosmetics and nail varnish are for
people, more particularly also with a view to their diversi-
ty. Because cosmetic products are perceived by people as
cultivating, socially relevant, expressing values, individual-
ising, providing structure in everyday life and rejuvenating.

All this contributes to the fact that people cannot imagine
their lives without the products they use and feel dramat-
ically deprived of their self-determination, fulfilment and

self-esteem.

Overall, it has been possible fo show that cosmetics have
more than just a superficial influence on the human condi-
tion. The respondents found that all products they use are
very important. Each product is mentally relevant in its sig-
nificance - often also in its different forms of supply. What
people want is a wide variety of consistencies, fragrances,
sizes, pack formats and further specifications and offers
for different types of skin, phases of life and times of the
year and day. This is essential for almost all respondents.
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Home Care

Product Safety

The Home Care department of IKW has been conduct-
ing surveys since 2007, asking its member companies
(selling detergents and maintenance products to pri-
vate consumers in Germany) about registered intoler-
ances. 254 billion packages were sold in the period
from 2006 to 2020. The case data was registered as

shown in the chart below. The numbers reflect the high
safety level of detergents, care and cleaning agents for
private consumers. An average of only one medically
confirmed case of allergy per one billion sold packages
could be determined during the time period from 2006
and 2020.

allergies total number of cases from 2006 to 2020 number of cases per 1 billion sold packages
Inquiries by Doctors 60 2

Medically confirmed 30 1

skin irritations total number of cases from 2006 to 2020 number of cases per 1 billion sold packages
Described plausibly by the consumer 6436 253

Medically confirmed 160

6

Home Care
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Sustainability

Professor Dr. Messner,

President of the Federal Environment Agency (UBA)

FORUM WASCHEN

The dialogue platform FORUM WASCHEN (“Forum
Washing”) is a sustainability initiative which was estab-
lished in 2001 by IKW.

Other stakeholders of FORUM WASCHEN are public
authorities and ministries, professional organizations,
household appliances and fextile industry, environmen-
tal and consumer associations, universities, institutes

and schools from Germany, see www.forumwaschen.de.

The IKW Home Care department acts as the co-ordina-
tion office for FORUM WASCHEN.

Each year, FORUM WASCHEN organises the annual Ak-
tionstag Nachhaltiges (Ab-) Waschen ("Action day on
sustainable washing(up)”) on 10 May since 2004 with
events throughout Germany. The goal of the action day
is to motivate consumers and pupils through opinion
leaders o support more sustainability in washing and

cleaning at home.

The chairman of this action day in 2021, was Professor
Dr. Dirk Messner, the President of the Federal Environ-
ment Agency (Umweltbundesamt, UBA).

The chairman in 2022 is Dr. Marc-Oliver Pahl, Secretary
General of the Council for Sustainable Development of

Dr. Marc-Oliver Pahl,
Secretary General of the Council for Sustainable Development
of the Federal Government of Germany

waschtipps.de

the Federal Government of Germany.

The platform www.waschtipps.de initiated in 2016 for
teenagers and young adults.

As part of a project at Fulda

University students take care

of the public Instagram pro- o -':_|';i+: -

Vn’.’lEChﬁpPE..ﬂ;f

file "waschtipps', which can

be accessed via www.insta-
gram.com/waschtipps or via
the QR code:

The lifecycle of a T-shirt -
an eco assessment

On behalf of IKW the Technical University of Berlin carried
out the study "The Lifecycle of a T-shirt — an eco assess-
ment" in 2019, which summarises the most important en-
vironmental impacts of the lifecycle of a textile item. For
the purposes of the study, assumptions were made that
were as realistic as possible. A commercial grade white
cotton T-shirt was considered which is produced outside
Europe, bought in Germany, worn and washed 44 times,
dried and finally disposed of. Its production, distribution,
care during the use phase and disposal require certain

quantities of resources, eg water, which exceed the weight



of the T-shirt many times over. In addition, greenhouse
gases equivalent to 3.7 kilogrammes of carbon dioxide
(CO,) are released during its "lifecycle’.

The study clearly shows that the cotton production and
T-shirt manufacturing are major determinants of most
of the possible effects on the environment, such as land
use, freshwater use, consumption of raw materials such as
ores, metals and minerals, as well as negative impacts on
water bodies and their organisms. The T-shirt production
and the use phase, ie washing and drying of the T-shirt,

have a relevant impact on the greenhouse potential and

the potential water depletion. In order fo significantly re-
duce the environmental impact of washing and drying in
the household, the following is necessary: washing at low
tfemperatures, precise dosage of the detergent and full

loading of the washing machine, laundry drying outdoors.

A summary of the most important key messages of the
study can be downloaded via:
www.ikw.org/fileadmin/ikw/downloads/Haushaltspflege/
2019_12_04_IKW-PressRelease_T-Shirt-LCA.pdf

Sustainability Report 2021

In May 2021 the report on Sustainability in the detergent,
care and cleaning industry in Germany was published:
www.ikw.org/fileadmin/IKW_Dateien/downloads/
Haushaltspflege/2021_IKW_Nachhaltigkeitsbericht.pdf.
It informs about social, ecological and economic indica-
tors of the sector and is already the 10th report since the
beginning of sustainability reporting of IKW for detfer-

gents, care and cleaning products in Germany in 2005.

Accident Prevention

SECHS
GOLDENE
REGELN ZUM
SICHEREN
UMGANG
MIT WASCH-,
PFLEGE- UND
REINIGUNGS-
MITTELN

waschtipps.de

In cooperation with the FORUM WASCHEN, a picture
card with six golden rules for the safe use of detergents,
care and cleaning products was created. The picture card
gives simple and important tips in graphic form on how
fo prevent accidents with detergents, care and cleaning
products. It also provides information on what to do if
an accident occurs. On the back of the picture card the
official internet address with the contact details of the
seven poison information centres in Germany are shown.
The picture card is distributed through the Aktfionstag
Nachhaltiges (Ab-) Waschen and can be obtained in
printed form directly from IKW as well as from the fol-
lowing website: www.forum-waschen.de

Home Care
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Technical Topics

IKW Recommendations for the
Quality Assessment of Detergents
and Maintenance Products

Already since 1998 the IKW recommendations on quali-
ty assessment are used by fest institutes and manufac-
turers of detergents and maintenance products as well
as their raw materials to fest this product performance
in line with practice and in a differentiable manner in or-
der to obtain reproducible results. The following recom-
mendations are available on www.haushaltspflege.org

in German and English language:

« All-purpose cleaners (2014)

» Oven cleaners (2005)

« Bath cleaners (2002)

« Glass ceramics cooking field cleaners (2004)
« Glass cleaners (2022)

» Manual dishwashing agents (2002)

» Power fat cleaners (2017)

Car Paint Care Products

(Part 1: Paint Cleaners, 2018)

Car Paint Care Products

(Part 2: Paint Conditioners, 2022)

« Leather care products (2002)

* Machine dishwashing agents Part A (1998)
» Machine dishwashing agents Part B (2015)
« Cleaning agent resistance of footwear uppers (2022)
+ Acid WC cleaning agents (1999)

« Instant polish emulsions (2000)

» Winter windscreen cleaners for car windscreen
washer systems (2005)

At present the working groups for Car Paint Care Products,
Manual Dishwashing Detergents and Laundry Detergents
are active fo newly elaborate these recommendations or
update them.



Legal Regulations

Submission of data of mixtures
classified as hazardous

Since 1 January 2021 there has been a notification
obligation in accordance with Artficle 45 and Annex
VIl of Regulation (EC) No 1272/2008 (CLP Regulation)
for formulations of mixtures for private and profes-
sional use (eg detergents, care and cleaning products)
which are classified as hazardous according fo the
same Regulation due tfo their health or physical ef-
fects. The notification must be made before the first
placing on the market. For mixtures which have already
been placed on the market before 1 January 2021, and
for which formulation notifications have been sent to
the competent authorities according fo the legal pro-
visions in force until then, a fransitional period unftil 31
December 2024 applies. For detergents and cleaning
products which are subject to notification under this
legislation, there is no additional notification obliga-
fion according to § 10 of the German Detergents and
Cleaning Products Act (WRMG). However, the obliga-
tion fo transmit data for medical purposes in accord-
ance with § 10 WRMG to the Federal Institute for Risk
Assessment (BfR) still exists for non-classified deter-
gents and cleaning products and for detergents and

cleaning products placed on the market as substances

Home Care

“In Germany, the seven poisons
centres advise on about 500 cases
of suspected poisoning per day.
These include about 50 cases con-
cerning detergents and cleaning
products — mostly involving small
children. In the vast majority of
cases, the poisons centres are
able to dispel the suspicion on

the basis of solid data - thanks to
binding formulation notifications.
As a result, many unnecessary,
expensive and partly risky medical
treatments are avoided every day.”

Dr. Herbert Desel, German Federal
Institute for Risk Assessment (BfR)

(eg citric acid, soda). BfR also accepts notifications
according to Annex VIII of the CLP Regulation for de-
tergents and cleaning products which are only subject
to notification according to WRMG.
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"Quo Vadis, Europe?”

The IKW member companies are confronted in an
increasingly globalised world with constantly stronger
international turbulences. Europe is located in the cen-
tre of the worldwide trade flows. Everything is networked

with everything else.

The challenges have been increasingly escalating during
the past years.

The decisive factors for a positive development will be

the rapid solution of the major political crises and the

INTERNATIONAL GROWTH OPPORTUNITIES
Export support of IKW for its member companies

@ Canada

@Las Vegas
@Miami

Bogota

Business initiation trip
supported by BMWK
(Federal Ministry of
Economic Affairs and
Climate Action)

Brazil

Trade fair
supported by BMWK
“German Pavilion”

® In preparation

Chile

consideration of the need for international co-operation.
In this connection the important questions on economic
framework conditions must be focused on and solved,
and the extreme networking of the world economy must
be taken info account.

With a market volume of more than EUR 100 billion the
European Union is the world's largest market for beauty
and home care products and hence has sales revenues
which are approximately on the same level as the USA

and China together. According to the most recent socio-

@ Moscow

Europe

Istanbul @ orea
Israel D)
Taiwan
Mumbai

® South Africa

Australia
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Europe

BEAUTY AND HOME CARE MAKE A HIGH CONTRIBUTION TOWARDS PROSPERITY IN EUROPE

-
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- 2.360.000 in the value chain

Consumers Jobs
B 5000000
B8 500000000

Sources: Market figures Germany: IRl Information Resources GmbH / IKW, 2017; Market figures Europe: Euromonitor, 2017, Figures on added value, jobs and consumers:

Cosmetics Europe and A.LS.E., 2016

economic studies, the beauty and home care industry in
the European Union generates a gross added value - a
contribution to prosperity — of EUR 54 billion per year.

In most countries it stands for sound growth, more than
5,000 production plants and approximately 2.4 million
associated jobs and hence makes an enormous con-
tribution to better living conditions for the Europeans.
Within the European Union, Germany is by far the largest

market, followed by the United Kingdom, France, Italy
and Spain.

The acceptance by the consumers clearly reflects their
trust in the products and results in high and growing per

capita spending.

Justifying this trust and securing it on a European level
will continue to be the remit of IKW.

Contacts to the
FEuropean Parliament

Following an initiative by IKW, contacts to the Europe-
an Parliament were intensified in 2021/2022. An online
meeting was held, for instance, with Vice-President Rain-
er Wieland, during which promising follow-up activities
were concretised. In addition, important socio-economic
contributions of beauty and home care as well as the
results of the studies initiated by IKW during the past
two years were presented. Moreover, the co-operation
with the European Movement Germany (EBD), the SME

Alliance and the close co-operation with the European

“Research and innovation shape
the future. This is what the beauty
and home care products industry
has successfully demonstrated.”

Nicola Beer, Vice-President

of the European Parliament

associations, A.l.S.E. and Cosmetics Europe, resulted,

amongst other things, in talks to the member of the Eu-
ropean Parliament Constanze Krehl as well as the offices
of Christine Schneider, Andreas Gliick, Marion Walsmann
and Dr. Andreas Schwab.



Our Activities in Europe

IKW cooperates intensely with its
European sister associations, A.I.S.E.
and Cosmetics Europe, in order to
channel the implementation of
necessary regulations and the asso-
ciated high costs for the member
companies, their customers

and consumers.

IKW works intensely with the European associations Cos-
metics Europe (beauty care) and AIS.E. (home care)
and conftributes its experience. The goal is in each case
to maintain the high level of protection for people and
the environment. At the same time, the member com-
panies need reliable and clear regulations to implement
them in practice. It is likewise important that the European
institutions meet their self-imposed deadlines. With the
Green Deal project, the European Commission has set it-
self the goal of making the EU economy a sustainable,
climate-neutral circular economy by 2050. Part of this pro-
ject includes revisions of the basic regulations governing
the EU chemicals legislation, "REACH" (Registration, Eval-
uation, Restriction and Authorisation of Substances) and
"CLP" (Classification, Labelling and Packaging of Substanc-
es and Mixtures and Nofification of Formulations). Already
today these basic regulations and, in addition, the strict
sectoral regulations for cosmetic products and detergents
ensure that both detergents and cosmetic products can be
used safely within the EU. IKW and the German cosmetics,
detergents and cleaning product manufacturers share the
goals formulated in the Green Deal with a view fo the de-
velopment of safe and sustainable chemicals to ensure the
best possible protection of humans and the environment.
Because health protection and environmental safety are a
top priority for the German cosmetics producers and for
the manufacturers of detergents and cleaning products.
For IKW it is indispensable in this connection that the en-
fire lifecycle of a product and the social, ecological and
economic dimensions of sustainability are taken info ac-
count. Upcoming regulations must continue to guarantee
the competitiveness of the companies within the EU so
that households have a reliable supply of the products they
need for body and home care. In addition, competitiveness
is a prerequisite fo the development of marketable inno-
vations which conftribute, for instance, to energy and re-

source savings. In October 2021, Cosmetics Europe, A.I.S.E.
and another 22 associations sent "A European Agenda for
Evidence-Based and Better Policy Making"” as an appeal
to the European Commission. The associations demand,
amongst other things,

« to lay down key regulatory provisions such as
definitions and scope at a primary legislative stage,
rather than through guidance documents

* to carry out impact assessments for new legislative
procedures

* to consult experts from all relevant groups

throughout the entire process.

There were several opportunities to participate in con-
sultations in 2021 and at the beginning of 2022, for in-
stance in connection with the Detergents Regulation as
well as the Regulation on the Classification, Labelling
and Packaging including for cosmetic products. It was
asked, amongst other things, whether information which
currently still must be provided in a compulsory manner

on packaging, could in future be provided on the internet,

ie on a so-called "digital label"

Europe

IKW welcomes the initiative of the European Commission
to simplify and digitalise the labelling regulations. For the
labels of detergents and cleaning products only those la-
belling features should be prescribed in a binding manner
which are necessary for the safe and sustainable use of the
products, eg hazard and safety pictograms and informa-
fion on the proper dosage. Any more extensive information
should be provided on the "digital label’, which must, for
instance, be available simply through a Quick Response

code (QR code) on the physical label.
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List of Members

List of Members

Members

#
2K MARKETING & PRODUCTION GMBH
www.2kgmbh.com

2M INTERNATIONAL GMBH
www.2m-international.com

A

ABTSWINDER NATURHEILMITTEL
GMBH & CO. KG
www.abtswinder.de

ACCENTRA GMBH & CO. KG
www.accentra.de

ADA COSMETICS INTERNATIONAL GMBH
www.ada-cosmetics.com

AEROX AG
www.aeroxag.com

AKZENT DIRECT GMBH NAILS,
BEAUTY & MORE
www.akzent-direct-gmbh.com

ALBAAD DEUTSCHLAND GMBH
www.albaad.com

ALEX COSMETIC GMBH
www.alex-cosmetic.com

ALMAWIN REINIGUNGSKONZENTRATE
GMBH
www.almawin.de

ALMIRALL HERMAL GMBH
www.almirall.de

AMS ADVANCED MEDICAL SERVICES
GMBH
www.ams-europe.com

AMWAY GMBH
www.amway.de
ARCAYA GMBH

www.grouparcaya.de

ELIZABETH ARDEN GMBH
www.elizabetharden.de

DR. ARMAH-BIOMEDICA GMBH & CO. KG
www.lavolta.de

ARTDECO COSMETIC GMBH
www.artdeco.de

ASAM BETRIEBS-GMBH
www.asam-cosmetics.com
ASCOPHARM GMBH
www.ascopharm,de

ASSINDIA CHEMIE GMBH
www.assindia.de

AUDORASAN COSMETICS GMBH
www.audorasan.de
AUWA-CHEMIE GMBH

www.auwa.de

AVON COSMETICS GMBH
www.avon.de

AVT ABFULL- UND VERPACKUNGSTECHNIK
GMBH
www.avt-deutschland.de

AYTIE GMBH & CO. KG RAU COSMETICS
www.rau-cosmetics.de

AZETT GMBH & CO. KG
www.azett.de

B
BABIEL COSMETICS GMBH
www.shazay.com

DR. BABOR GMBH & CO. KG
www.babor.de

BAKU CHEMIE GMBH
www.baku-chemie.de

BASTIAN-WERK GMBH
www.bastian-werk.de

BAYER VITAL GMBH
www.bayervital.de

BB MED. PRODUCT GMBH
www.bb-kalkar.de

BCG BADEN-BADEN COSMETICS
GROUP GMBH
www.bcg-cosmetics.de

B-COS GMBH
www.b-cos-services.de

BEAUTY LUMIS GMBH
www.beautylumis.com

BEAUTY QUELLE INTERNATIONAL GMBH
www.bequelle.de

BEAUTYCOM GMBH
www.beautycom.biz

BEAUTYHILLS COSMETICS GMBH
www.beautyhills.de

BEAUTYSPA SERVICEGESELLSCHAFT MBH
www.beautyspa.de

DR. BECHER GMBH
www.drbecher.de

WALTER BECKER GMBH & CO. KG
www.becker-chemie.de

BEIERSDORF AG
www.beiersdorf.de

DR. BELTER COSMETIC BELCOS COSMETIC
GMBH
www.belter-cosmetic.com

BENEVI MED GMBH & CO. KG
www.benevi.com

BERGLAND-PHARMA GMBH & CO. KG
www.bergland.de

BERNECKER-COSMETICS GMBH
www.bernecker-cosmetics.de

EMIL BIHLER CHEM. FABRIK
GMBH & CO. KG
www.emil-bihler.de

BIO ENERGO W. LOHMANN GMBH
www.bioenergo.de

BIO-GATE AG
www.bio-gate.de

BIO-GEN MILCHSERUM MARKETING GMBH
www.biogen-online.com

BIOMARIS GMBH & CO. KG
www.biomaris.com

BIONORICA SE
www.bionorica.de

BIRKENBACH-GESUNDHEIT GMBH
www.birkenbach-cosmetic.com

BIRKHOLZ INTERNATIONAL GMBH
www.birkholz-perfumes.com

BLAUE HELDEN GMBH
www.blauehelden.de

BO COSMETIC GMBH
www.bo-cosmetic.de

BODE CHEMIE GMBH
www.bode-chemie.de

BORLIND GESELLSCHAFT FUR
KOSMETISCHE ERZEUGNISSE MBH
www.boerlind.com

BOMBASTUS-WERKE AG
www.bombastus-werke.net

APOTHEKER WALTER BOUHON GMBH
www.freioel.de

HILDEGARD BRAUKMANN KOSMETIK
GMBH & CO. KG
www.hildegard-braukmann.de

BRAUNS-HEITMANN GMBH & CO. KG
www.brauns-heitmann.de
BST CARE GMBH

BUCK-CHEMIE GMBH
www.buck-chemie.de

BUDICH INTERNATIONAL GMBH
www.budich.de

BUBCHEN-WERK EWALD HERMES
PHARMAZEUTISCHE FABRIK GMBH
www.buebchen.de

C
CAELIN E. K.
www.caelin.de

CARENOW GMBH
www.carenow.de
CAUDALIE DEUTSCHLAND GMBH

www.caudalie.com

CHANEL GMBH
www.chanel.de

CHIARA AMBRA GMBH
www.chiara-ambra.de

C.L. ENTERPRISE GMBH
www.sunshinecosmetic.de

CLARACOS GMBH
www.claracos.com

CLARO PRODUCTS GMBH
www.claro.at

CLEANGANG GMBH
www.cleangang.com

CMC COSMETIC PRODUKTIONS-GMBH
www.cmc-cos.de

COLEP BAD SCHMIEDEBERG GMBH
www.colep.com

COMFREY GMBH
www.ihrlich.de

COMPES COSMETIC GMBH
DIE KOSMETIKMACHER
www.kosmetikmacher.de

HANS CONZEN KOSMETIK GMBH
www.glynt.com

COSIMED GMBH
www.cosimed.de

COSME-CARE GMBH
www.cosme-care.de

COSMETIC SERVICE GMBH
www.cosmetic-service.com

COSMONDIAL GMBH & CO. KG
www.cosmondial.de

COSMOTRADE GMBH
www.cosmotrade.de

COSNOVA GMBH
WWw.cosnova.com

COSPHARCON ENTWICKLUNGS-
GESELLSCHAFT FUR KOSM. U. PHARMAZ.
FORMULIERUNGEN MBH

COTY BEAUTY GERMANY GMBH
www.coty.com

COUNTERPOINT GMBH

CP GABA GMBH

www.colgate.de

CREVIL COSMETICS & PHARMACEUTICALS
GERMANY GMBH
www.crevil.de

CROLDINO SCHNEIDER E. K.
www.croldino.de

CURA-BEAUTY GMBH
www.curacosmetic.com
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D

DABBOURA & DABBOURA GMBH
www.dndgermany.de

DALLI-WERKE GMBH & CO. KG
www.dalli-group.com

DALTON COSMETICS GERMANY GMBH
www.dalton-cosmetics.com

RUDOLF DANKWARDT GMBH
www.ruda.de

DELTA PRONATURA DR. KRAUSS &
DR. BECKMANN KG
www.delta-pronatura.de

DENTAL-KOSMETIK GMBH & CO. KG
www.dental-kosmetik.de

DERMA-FUTUR GMBH
www.derma-futurde

DERMAPHARM AG
www.dermapharm.de

DERMCOS GMBH
www.dermcos.de

DHC DIRK HOFER CHEMIE GMBH
www.dhc-kl.de

LVMH PARFUMS & KOSMETIK
DEUTSCHLAND GMBH DIVISION DIOR

DMV DIEDRICHS MARKENVERTRIEB
GMBH & CO. KG
www.dmv-py.de

DOBNER KOSMETIK GMBH
www.dobner-kosmetik.de

DRECO WERKE WASCH- UND
KORPERPFLEGEMITTEL GMBH
www.dreco-werke.de

DREITURM GMBH
www.dreiturm.de

DUESBERG MEDICAL GMBH
www.duesberg-medical.de

DURABLE HUNKE & JOCHHEIM
GMBH & CO. KG
www.durable.de

E
LINDE ECKSTEIN GMBH & CO. KG
www.doctoreckstein.de

ECO COSMETICS GMBH & CO. KG
www.eco-cosmetics.com

ECOLAB DEUTSCHLAND GMBH
www.ecolab.eu

ECOVER DEUTSCHLAND GMBH
www.ecover.com

EDDING INTERNATIONAL GMBH
www.edding.com

EDEKA ZENTRALE STIFTUNG & CO. KG
www.edeka.de

FERDINAND EIMERMACHER

GMBH & CO. KG

www.eimermacher.de

ELKADERM GMBH
www.elkaderm.de

EMEA HANDELSGESELLSCHAFT MBH
www.emea-cosmetics.com

EMERLLA GMBH
www.emerlla.com
EPI-COS GMBH
www.epi-cos.de
ERDAL-REX GMBH
www.erdalrex.de

ESKA PHARMA GMBH
www.eskapharma.de

ETOL GESUNDHEITSPFLEGE- UND
PHARMAPRODUKTE GMBH
www.etol.de

ETRE BELLE COSMETICS-VERTRIEB GMBH
www.etre-belle.de

EULENSPIEGEL PROFI-SCHMINKFARBEN
GMBH
www.eulenspiegel.de

EURODOR GESELLSCHAFT FUR
KOSMETIKPRODUKTE MBH
www.eurodor.com

EURO-FRIWA GMBH
www.eurofriwa.de

EVERDROP GMBH
www.everdrop.de

GEBRUDER EWALD GMBH
www.ewaldsolutions.de

J. G. EYTZINGER GMBH
www.gold-cosmetica.com

F
A. W. FABER-CASTELL COSMETICS GMBH
www.fc-cosmetics.de

PIERRE FABRE DERMO KOSMETIK GMBH
www.avene.de

FEDO GMBH
www.fedo-gmbh.de

FIT GMBH
www fit.de

FLORMAR COSMETICS GMBH
www.flormar.com

FREY-COSMETIC R. FREY
INH. JURGEN FREY
www.frey-cosmetic.de

FRIKE GROUP
www.frike-group.com

FRIEDRICH FROHNE GMBH
www friedrich-frohne.de

FUTURE HEALTH CARE SALES &
MARKETING GMBH
www.futurehealthcare.de

G
GECHEM GMBH & CO. KG
www.gechem.de

GEKA GMBH
www.geka-world.com

EDUARD GERLACH GMBH
www.gehwol.de

GERMES HERSTELLUNG UND VERTRIEB
CHEMO-TECHNISCHER PRODUKTE GMBH
www.germes.de

GINNO GMBH
www.ginno.de

GLAXOSMITHKLINE CONSUMER
HEALTHCARE GMBH & CO. KG
www.gsk-consumer.de

GLOBAL COSMED GMBH
www.globalcosmed.eu

M.E.G. GOTTLIEB DIADERMA-HAUS
GMBH + CO. KG
www.diaderma.de

DR. GRANDEL GMBH
www.grandel.de

GUHL IKEBANA GMBH
www.guhl.de

H & M GUTBERLET GMBH

www.gutberlet-ccc.com

GW COSMETICS GMBH
www.gwcosmetics.at

H
HAGER & WERKEN GMBH & CO. KG
www.hagerwerken.de

HEINRICH HAGNER GMBH & CO.
www.chh-cosmetic.de

HAIR HAUS GMBH
www.hair-haus.de

HAKA KUNZ GMBH
www.haka.com

HAKOS GMBH
www.ha-kos.de

HANSLER MEDICAL GMBH
www.ozonosan.de

HAPPYBRUSH GMBH
www.happybrush.de

HA-RA GMBH
www.ha-ra.com

PAUL HARTMANN AG
www.hartmanngruppe.info

HAUS SCHAEBEN GMBH & CO. KG
www.schaebens.de

HEITLAND & PETRE INTERNATIONAL
GMBH
www.heitland.com

HENKEL AG & CO. KGAA
www.henkel.de

HERBACIN COSMETIC GMBH
www.herbacin.com

HERMES ARZNEIMITTEL GMBH
www.hermes-arzneimittel.com

HESSE & VOORMANN GMBH
www.hesse-voormann.de

DR. HOBEIN (NACHF.) GMBH
www.eubos.de

CARL HOERNECKE CHEMISCHE FABRIK
GMBH & CO. KG
www.hoernecke.de

ARNOLD HOLSTE WWE. GMBH & CO. KG
www.holste.de

HORMOCENTA KOSMETIK GMBH
www.hormocenta-kosmetik.de

|
IC INDIVIDUAL COSMETICS GMBH
www.individual-cosmetics.com

ICHTHYOL-GESELLSCHAFT CORDES,
HERMANNI & CO. (GMBH & CO.) KG
www.ichthyol.de

IGS AEROSOLS GMBH
www.igsaerosols.com

IL COSMETICS GROUP S.A.
www.ilcosmetics.com

IMPERIAL KOSMETIK & PARFUMS GMBH
www.ayer-cosmetics.de

INFECTOPHARM ARZNEIMITTEL UND
CONSILIUM GMBH
www.infectopharm.com

INNOCENT INTERNATIONAL GMBH
www.pharmacent-group.com
INNOVATE GMBH

www.innovate-de.info

INTERCO COSMETICS GMBH
www.interco.de

INTERLAC GMBH

www.interlac.de

INTERVALL TEXTILPFLEGEMITTEL GMBH
www.intervall.de

IONTO HEALTH & BEAUTY GMBH
www.ionto.de

I.P.A. COSMETICS GMBH

www.i-p-a.de

ISDIN GMBH

www.isdin.de

IVN NETTETAL GMBH
Www.corpusan.com

J

JAFRA COSMETICS GMBH & CO. KG
www.jafra.de

JANSSEN COSMETICS GMBH
www.janssen-cosmetics.com

JASSEN GMBH
www.ojesh.de

JDA GMBH & CO. KG
www.jda.de

JEMAKO PRODUKTIONSGESELLSCHAFT MBH
www.jemako.com

JOCOS GMBH
www.jocosregensburg.de

JOHNSON & JOHNSON GMBH
www.jnjgermany.de
JOJO-HAIRCOSMETICS GMBH

www.jojo-haircosmetics.de

JUSTRICH COSMETICS AG
www.juestrich-cosmetics.ch

JUST INTERNATIONAL AG
www.just.ch

K
ALFRED KARCHER SE & CO. KG
www.kaercher.com

KANEBO COSMETICS DEUTSCHLAND GMBH
www.kanebo.de

KAO GERMANY GMBH
www.kpss-hair.com

KAPPUS GMBH
www.kappus.com

HANS KARRER GMBH
www.hans-karrer.de

WALTER KAUFMANN NACHF. GMBH
KOSMETISCHE ERZEUGNISSE
www.kaufmanns-creme.de

MARY KAY COSMETICS GMBH
www.marykay.de
KAYMOGYN GMBH

www.deumavan.com

KHADI NATURPRODUKTE GMBH & CO. KG
www.khadi.de

KHK GMBH

www.khkgmbh.com

EMIL KIESSLING GMBH
www.emil-kiessling.de
KIRCHBERGER KOSMETIK GMBH

www.horst-kirchberger.de

KLAPP COSMETICS GMBH
www.klapp-cosmetics.com

KLG LIQUIDA GMBH

www.klg-group.com

MCM KLOSTERFRAU VERTRIEBS GMBH
www.klosterfrau.de

KNEIPP GMBH

www.kneipp.de

KOKO KOSMETIKVERTRIEB GMBH & CO. KG

www.dermaviduals.de

KORRES D-A-CH GMBH
www.korres.com

KOSE CORPORATION, EUROPEAN BRANCH
kose-cellradiance.com

KOSMAN GMBH

www.kosman-ag.de

KOSMETIK KONZEPT GMBH

www.kosmetik-konzept.de

KRAUTERHAUS SANCT BERNHARD KG
www.kraeuterhaus.de



CHEMISCHE FABRIK KREUSSLER &
CO. GMBH

www.kreussler.com

KRYOLAN GMBH

www.kryolan.com

KTN DR. NEUBERGER GMBH
www.ktn-dr-neuberger.de

RICHARD KUHN GMBH CHEMISCHE
FABRIK

www.richard-kuehn.de
KUNDENPFLEGE WELLNESS & CARE
GMBH & CO. KG
www.kunden-pflege.de

KURZ GMBH BLEISTIFTFABRIK &

COSMETICS
www.kurz-cosmetics.de

L
LA MER COSMETICS AG
www.la-mer.com

LA PRAIRIE GROUP AG
www.laprairiegroup.ch

LARIVES.A.

LABORATOIRE BIOSTHETIQUE KOSMETIK
GMBH & CO. KG

www.labiosthetique.de

LABORATORIUM DR. DEPPE GMBH
www.drdeppe.de

LADY ESTHER KOSMETIK GMBH
www.ladyesther.com

LANGGUTH CHEMIE GMBH
www.langguth-chemie.de

ESTEE LAUDER COMPANIES GMBH
www.esteelauder.de

LAVERANA GMBH & CO. KG
www.lavera.de

LEGART FORSCHUNGSATELIER GMBH
www.legart.de

RUDOLF LENHART GMBH & CO. KG
www.lenhart-kosmetik.de

LEOVET DR. JACOBY GMBH & CO. KG
www.leovet.de

LETI PHARMA GMBH
www.leti.de

DR. RUDOLF LIEBE NACHF.
GMBH & CO. KG
www.drliebe.de

LI-IL GMBH
www.li-il.com

LINDA WASCHMITTEL GMBH & CO. KG
www.linda-werke.de

LIPOMAIDSAN COSMETIC PRODUCTION
GMBH
www.lipomaidsan.de

L&K BRANDTRADING GMBH
www.brandtrading.de

LOBA GMBH & CO. KG
www.loba.de

LOHN-PACK K. A. WOLF GMBH & CO. KG
www.lohn-pack.com

LONG-TIME-LINER CONTURE MAKE UP
GMBH

www.long-time-liner.com

L'OREAL DEUTSCHLAND GMBH
www.loreal.de

LORNAMEAD GMBH
www.lornamead.de

LR HEALTH & BEAUTY SYSTEMS GMBH
www.Irworld.com

FRANZ LUTTICKE GMBH KOSM.
SPEZIALPRAPARATEFABRIK
www.luetticke.de

LUXESS GMBH
www.luxess-group.com

LYSOFORM DR. HANS ROSEMANN GMBH
www.lysoform.de

M

MACON MEERESCOSMETIC
PRODUKTIONS- UND VERTRIEBS GMBH
www.maconmeerescosmetic.de

MAESA COSMETICS GMBH
WWW.maesa.com

MAURER & WIRTZ GMBH & CO. KG
www.m-w.de

MAG COSMETICS GMBH
www.mag-cosmetics.de

MANN & SCHRODER GMBH
www.mann-schroeder.de

MARIA GALLAND INTERNATIONAL GMBH
www.maria-galland.com

MAURICE TRADING GMBH
www.maurice-k-beauty.com

MAVALA (DEUTSCHLAND) GMBH
www.mavala.de

MAXIM MARKENPRODUKTE

GMBH & CO. KG
www.maxim-markenprodukte.de

MBR MEDICAL BEAUTY RESEARCH GMBH
www.mbr-cosmetics.com

MCBRIDE CE

MEDDROP BIOMEDICAL TECHNOLOGIES
GMBH

www.meddrop.de

MEDICE ARZNEIMITTEL PUTTER

GMBH & CO. KG

www.medice.de

MEDSKIN SOLUTIONS DR. SUWELACK AG
www.medskin-suwelack.com

CHARLOTTE MEENTZEN KRAUTERVITAL
KOSMETIK GMBH
www.meentzen.de

MEERWASSER KOSMETIK FRANZISKA
TEEBKEN GMBH
www.meerwasser.de

MELITTA EUROPA GMBH & CO. KG
www.melitta.de

MELLERUD CHEMIE GMBH
www.mellerud.de

MENZERNA POLISHING COMPOUNDS
GMBH & CO. KG
www.menzerna.com

MERCK KGAA
www.merckgroup.com

MERZ CONSUMER CARE GMBH
www.merz.de

MESSING & KEPPLER ABFULLBETRIEB GMBH
www.messing-keppler.de

METABOLIC TUNING AG
www.metfabolic-tuning.com

METHODE BRIGITTE KETTNER GMBH
www.mbk-cosmetics.com

MEYER CHEMIE GMBH & CO. KG
www.meyer-chemie.de

MIBELLE AG - MIBELLE GROUP
www.mibellegroup.com

MIFA AG - MIBELLE GROUP
www.mibellegroup.com

MIPRI GMBH
www.mipri.com

MKN MASCHINENFABRIK KURT NEUBAUER
GMBH & CO. KG
www.mkn.com

MKS - MARKEN KOSMETIK SERVICE
GMBH & CO. KG
www.mks-cos.de

MLV MARKENZEICHEN- UND
LIZENZVERWALTUNGS GMBH

MOLLOX-CHEMIE GMBH
www.mollox.com

MUSSLER COSMETIC PRODUCTION
GMBH & CO. KG
www.mussler.de

N
NELE KOSMETIK GMBH
www.nele-kosmetik.com

NEO COS SERVICE GMBH
WWW.Neocos.com

NEWCOS GMBH
wwwyiviangray.de

NEWSHA GMBH
www.newsha.de

NICOLS INTERNATIONAL SA
www.nicols.biz

NOLKEN HYGIENE PRODUCTS GMBH
www.noelken.eu

NOPA NORDIC GMBH
www.nopanordic.com

NSC PHARMA GMBH & CO. KG
www.neubourg.com

NUTRACOSMETIC GMBH

NUWENA GMBH
www.nuwena.de

0]
OTTO OEHME GMBH
www.oehme-lorito.de

OMEGA PHARMA DEUTSCHLAND GMBH
www.omega-pharma.de

ONE DROP ONLY CHEMISCH-
PHARMAZEUTISCHE VERTRIEBS GMBH
www.onedroponly.de

M. OPITZ & CO. AG
www.m-opitz.ch

OROCHEMIE GMBH + CO. KG
www.orochemie.de

ORPIL CHEMIE GMBH
www.orpil.de

OTTO COSMETIC GMBH
www.otto-cosmetic.de

OXYGEN DEVELOPMENT GMBH
www.oxygendevelopment.com

P
PACOS GMBH
www.pacos-gmbh.de

PAEDI PROTECT AG
https://paediprotect.de

PANTOS PRODUKTIONS- UND
VERTRIEBSGESELLSCHAFT MBH & CO. KG
www.blm-pantos.de

PARICO COSMETICS GMBH
www.parico-cosmetics.de

PARTY X PEOPLE GMBH
www.jofrika.de

PCCSE
WWW.pcc.eu

PERSAN S.A.
www.persan.es

PETRA HAUSHALTS- UND
INDUSTRIEREINIGUNGSMITTEL GMBH
www.petra-chemie.de

PFEIFFER CONSULTING GMBH
www.pfeiffer-consulting.com

List of Members

PFEIFFER LABORATORIES GMBH
www.pfeiffer-gmbh.de

PETER GREVEN PHYSIODERM GMBH
www.pgp-hautschutz.de

PINO PHARMAZEUTISCHE PRAPARATE
GMBH
www.pinoshop.de

PLANOL GMBH & CO. KG
www.planol.de

PLOCHINA CHEMIE WEISS GMBH
www.plochina-chemie.de

POLIBOY BRANDT & WALTHER GMBH
www.poliboy.de

POLYSOM FORSCHUNGS GMBH

POLYSTONE CHEMICAL GMBH
www.polystone-chemical.de

THE POWDER COMPANY AG
www.thepowdercompany.com

PPM COSMETIC GMBH
www.ppmcosmetic.de

PRIMAVERA LIFE GMBH
www.primaveralife.com

PROCTER & GAMBLE SERVICE GMBH
www.de.pg.com

PROKOS GMBH
www.prokosgmbh.com

PROMIX COSMETICS GMBH & CO. KG
www.promix.de

PROTOCURE GMBH & CO. KG
www.profocure.de

R
URSULA RATH GMBH
www.rath.de

RAUE GMBH
www.raue-kosmetik.de

RAUSCH (DEUTSCHLAND) GMBH
www.rausch.ch

REAMIN GMBH
www.reamin.de

RECKITT BENCKISER HOLDING
GMBH & CO. KG
www.rb.com

REINEX GMBH & CO. KG
www.reinexchemie.de

RETTERSPITZ GMBH & CO. KG
www.retterspitz.de

REVIDERM AG
www.reviderm.de

REWE GROUP BUYING GMBH
WWW.rewe-group.com

DR. RIMPLER GMBH
www.rimplerde

ROBOTCHEMIE E. WEISCHENBERG NACHF.
GMBH & CO. KG
www.rew.de

ROHM UND WERNER SEIFEN- UND
CHEMISCH-TECHNISCHE FABRIK GMBH
www.rohm-werner.com

ROSEL HEIM PRODUKTIONS GMBH
www.rosel-heim.de

JEAN PIERRE ROSSELET COSMETICS AG
www.jp-rosselet.de
HELLMUT RUCK GMBH

www.hellmut-ruck.de

RUFIN COSMETIC GMBH
www.rufin.de
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S

SSALZENBRODT GMBH & CO. KG
www.collonil.com
SANDERSTROTHMANN GMBH
www.sanderstrothmann.de

SC JOHNSON GMBH

www.scjohnson.de

SC JOHNSON PROFESSIONAL GMBH
WWW.SCjp.com

DR. B. SCHEFFLER NACHF. GMBH & CO. KG

www.dr-scheffler.com

SCHLOSS NEUHAUS - GULDENMOOR

GMBH
WWW.SNg.group

SCHMEES GMBH
www.schmees-kosmetik.de

L. A. SCHMITT GMBH
www.schmitt-cosmetics.com
WERNER SCHNEIDER GMBH
www.kosmetik-toelz.de

DR. SCHNELL GMBH & CO. KGAA

www.dr-schnell.de

WALTHER SCHOENENBERGER

PFLANZENSAFTWERK GMBH & CO. KG

www.schoenenberger.com

DR. MED. CHRISTINE SCHRAMMEK
KOSMETIK GMBH & CO. KG
www.schrammek.de

DR. SCHRODER COSMETICA
GMBH & CO. KG
www.dr-schroeder-cosmetica.de

SCHULKE & MAYR GMBH
www.schuelke.com

SCHULZ & SOHN GMBH
www.schulzchemie.com

DR. SCHUTZ GMBH
www.dr-schutz.com

SCHWAN-STABILO COSMETICS
GMBH & CO. KG
www.schwancosmetics.com
SEBAPHARMA GMBH & CO. KG
www.sebamed.de

SEEGER WASCH- UND REINIGUNGSMITTEL

GMBH

DIE SEIFENFABRIK INHABER THOMAS

DOPKE E.K.

SENZORA B.V.
WWW.senzora.com

SHISEIDO GERMANY GMBH
www.shiseido.de

SINGER KOSMETIK GMBH
www.singer-kosmetik.de

SIRIUS GMBH KOSMETISCHE UND
PHARMAZEUTISCHE PRODUKTE
www.siriderma.de

SKIN CARE MANUFAKTUR GMBH
SODASAN WASCH- UND

REINIGUNGSMITTEL GMBH
www.sodasan.com

SONAX GMBH
www.sonax.de
SONETT GMBH
www.sonett.eu

SONNENSCHEIN-PHARM GMBH

SOTIN CHEMISCHE UND TECHNISCHE

PRODUKTE GMBH & CO. KG
www.sotin.de

SPB GERMANY GMBH
www.spb.es

SPECIAL COSMETICS EURL

SPEICK NATURKOSMETIK GMBH & CO. KG

www.speick.de

DR. SPILLER GMBH
www.dr-spiller.com

SPINNRAD GMBH
www.spinnrad.de

STADA ARZNEIMITTEL AG
www.stada.de

STEINFELS SWISS GMBH
www.steinfels-swiss.ch

STERN-WASCHMITTEL GMBH
www.sternwaschmittel.de
CHEMISCHE FABRIK DR. STOCKER
GMBH & CO. KG
www.dr-stoecker.de

STRAUB GMBH
www.straub-cosmetics.de

BARBARA STURM MOLECULAR
COSMETICS GMBH
www.drsturm.com

STYX NATURCOSMETICS GMBH
www.styx.de

SWIF GMBH SOUTH WEST INTERNATIONAL

FRAGRANCE
www.swif.eu

SYSTEM KOSMETIK
PRODUKTIONSGESELLSCHAFT FUR
KOSMETISCHE ERZEUGNISSE MBH
www.systemkosmetik.de

SZAIDEL COSMETIC GMBH
www.szaidel-cosmetic.de

T
TAILORED PERFUMES S.L.
tailoredperfumes.com

TAOASIS GMBH
www.taoasis.com

TEMMENTEC AG
www.temmentec.ch

DR. THEISS NATURWAREN GMBH
www.naturwaren-theiss.de

TINTI GMBH & CO. KG
www.tinfi.eu

TITANIA FABRIK GMBH
www.itania-fabrik.de

TROLL COSMETICS GMBH
www.troll-cosmetics.com

TUNAP GMBH & CO. KG WERK 2
LICHTENAU
www.tunap-consumerproducts.com

u
ULRIC DE VARENS GMBH
www.ulric-de-varens.de

ULTRASUN AG
www.ultrasun.com

UNILEVER DEUTSCHLAND GMBH
www.unilever.de

UNITED BRANDS MARKETING GMBH
www.u-b-m.com

\Y
VAN DAM BODEGRAVEN B.V.
wwwyandambodegraven.nl

VEMA GMBH & CO. KG
wwwyema-industrieverpackung.de
VENDOLEO GMBH
wwwyendoleo.com

VEPACK GMBH

wwwyepack.de

VERMONDE GMBH
wwwyermonde.com

VILEDA GMBH
wwwyileda.com

VINKA GMBH

VINOBLE COSMETICS GMBH
wwwyinoble-cosmetics.at

VITA-COS-MED KLETT-LOCH GMBH
www.thymuskin.de

VITALKIND GMBH
wwwyitalkind.de

PAUL VOORMANN GMBH
www.paul-voormann.de

VORWERK ELEKTROWERKE
GMBH & CO. KG
wwwyorwerk.de

W
WACHSFABRIK SEGEBERG GMBH
wwwwachsfabrik.de

DR. O. K. WACK CHEMIE GMBH
wwwwackchem.com

WADI GMBH - ETHERISCHE OLE VON

PROF. WABNER
www.etherischeoele.de

WAGENER & CO. GMBH
wwwwagener-co.de

WALA HEILMITTEL GMBH
wwwwala.de

WALBERG GMBH
www.svenjawalberg.com

WAREG VERPACKUNGS-GMBH
wwwwareg-gmbh.de

WECKERLE GMBH
wwwweckerle.com

OSCAR WEIL GMBH
www.oscarweil.de

DR. WEIPERT & CO. NACHF. GMBH
wwwweipert-chemie.de

WELEDA AG

wwwweleda.de

WELLA COMPANY HOLDING GMBH
wwwwella.de

AUGUST WENCKE OHG
www.august-wencke.de

WEPOS CHEMIE GMBH
wwwwepos-chemie.de

WERNER & MERTZ GMBH

wwwwerner-mertz.de

WEYERGANS HIGH-CARE AG
www.high-care.de

WHEALTH LOHMANN CENTRALIN GMBH

wwwwhealth.de

WHITESMILE GMBH
wwwwhitesmile.de

WIDDER GMBH & CO. KG
wwwwidder.eu

LOUIS WIDMER GMBH
www.louis-widmer.com

WIKOS COSMETICS LOTHAR WISSEL E. K.

wwwwikos-cosmetics.com

WILD BEAUTY GMBH
www.paul-mitchell.de

WILDE COSMETICS GMBH
wwwuwilde-group.com

WILKINSON SWORD GMBH
www.edgewell.com

WINATUR HAARKOSMETIK
GMBH & CO. KG
wwwwinatur.de

WINDSTAR MEDICAL GMBH
wwwwindstar-medical.com

WINTERHALTER GASTRONOM GMBH
wwwuwinterhalter.de

WM BEAUTYSYSTEMS AG & CO. KG

wwwwellmaxx.com

DR. KURT WOLFF GMBH & CO. KG
www.alcina.de

Y
YVES ROCHER GMBH
www.yves-rocher.de

z
ZELLAEROSOL GMBH
www.zellaerosol.de

ZSB VERPACKUNG GMBH
www.zsb.info

ZSCHIMMER & SCHWARZ GMBH & CO. KG

www.zschimmer-schwarz.com
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BASF SE
www.basf.com

BERG + SCHMIDT GMBH & CO. KG
www.berg-schmidt.de

BIESTERFELD SPEZIALCHEMIE GMBH
www.biesterfeld.com

BRUNO BOCK THIOCHEMICALS
CHEMISCHE FABRIK GMBH & CO. KG
www.thiochem.com

BTC EUROPE GMBH
www.btc-europe.com

CLARIANT PRODUKTE (DEUTSCHLAND)
GMBH

www.clariant.com

DHW DEUTSCHE HYDRIERWERKE GMBH
RODLEBEN

www.dhw-ecogreenoleo.de

DSM NUTRITIONAL PRODUCTS EUROPE
LTD.
www.dsmnufritionalproducts.com

DULLBERG KONZENTRA GMBH & CO. KG
www.duellberg-konzentra.de

Status: 31 March 2019

EVONIK DR. STRAETMANS GMBH
www.dr-straetmans.de

GATTEFOSSE (DEUTSCHLAND) GMBH
www.gattefosse.com

GIVAUDAN DEUTSCHLAND GMBH
www.givaudan.com

GLORYACTIVES GMBH
www.gloryactives.de

S. GOLDMANN GMBH & CO. KG
www.gold-mann.de

IMCD DEUTSCHLAND GMBH
www.imcdgroup.com

IMPAG IMPORT GMBH
www.impag.de

LANXESS DEUTSCHLAND GMBH
www.lanxess.com

LEHMANN & VOSS & CO. KG

www.lehvoss.de

NORDMANN, RASSMANN GMBH
www.nrc.de

NOVASOL CHEMICALS
www.novasolchemicals.com

NOVOCLON GMBH
www.novoclon.com

NOVOZYMES DEUTSCHLAND GMBH
www.novozymes.com

OMYA INTERNATIONAL AG
WWW.0mya.com

PROTEC INGREDIA GMBH
www.protec-ingredia.de

RAHN AG

www.rahn-group.com

RCP RANSTADT GMBH
www.rcp-ranstadt.com

SASOL GERMANY GMBH
www.sasolgermany.de
SCHILL + SEILACHER GMBH

www.schillseilacher.de

SEIDEL GMBH & CO.
www.seidel.de

List of Members

SEPPIC GMBH
www.seppic.com

SUMMIT PHARMACEUTICALS EUROPE LTD.

www.summitpharmaeurope.com/cosmetics

SYMRISE AG
www.symrise.com

VENATOR GERMANY GMBH
wwwyenatorcorp.com

JOH. VOGELE KG
wwwyoegele-ingredients.de

VOLPKER SPEZIALPRODUKTE GMBH
wwwyoelpker.com

WEYLCHEM PERFORMANCE PRODUCTS
GMBH
wwwweylchem.com/weylchem-wiesbaden-
gmbh.html

YOU SOLUTIONS GERMANY GMBH
www.lonza.com
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National

Memberships / Cooperations

[%_AUMA

3

EcoBeaulyScore
COMNSORTIUM
AUMA EBSC
Ausstellungs- und Messe-Ausschuss der Deutschen Wirtschaft e. V. EcoBeautyScore Consortium
Eir
WMk,
S g
) =
= 5
= ~
AFE (W
BAG

Bundesarbeitsgemeinschaft mehr Sicherheit fir Kinder e.V.

FRT

Forschungsgemeinschaft Reinigungs- und Hygienetechnologie e.V.

FRT

DGK

Deutsche Gesellschaft fur wissenschaftliche und angewandte Kosmetik e.V.

=
=

GDCh

GDCH

Gesellschaft Deutscher Chemiker e.V.

@\IHI%

=)=
2N
DHB

Netzwerk Haushalt Interessenvertretung der Haushaltsfihrenden e.V.

GINETEX

GERMANY

GINETEX GERMANY

The National Association for Textile Care Labelling

DKMSBE | IFE

DKMS LIFE

Kosmetikseminare fiir krebskranke Frauen

IVDK

Informationsverbund Dermatologischer Kliniken e.V.

Europadische
Bewegung
Deutschland
EBD

Européische Bewegung Deutschland e.V.

>

LEBENSMITTELVERBAND
Deutschland

LEBENSMITTELVERBAND DEUTSCHLAND E. V.




HE Der

BVMW e.V.
Bundesverband

MITTELSTANDSALLIANZ

Bundesverband mittelstandische Wirtschaft Unternehmerverband Deutschlands e.V.

HE Mittelstand.

VEREAND DER
CHEMISCHEN INDUSTRIE .V,

WIR GESTALTEN ZUKLINFT.

VCI

Verband der Chemischen Industrie e.V.

List of Members

detergents - cosmetics - fragrances

SEPAWA

Vereinigung der Seifen-, Parfim- und Waschmittelfachleute e.V.

9 SEPAWA

Vi,

VEREINIGUNG DER HESSISCHERN

UNTERNEHMERVERBAMDE

VHU

Vereinigung der hessischen Unternehmerverbéande e.V.

s:et

Stiftung zur Frderung
der Erorschung von
rsatz-und
rganzungsmethoden
ur Enschrankung von
== Tierversuchen

SET

Stiftung zur Férderung der Erforschung von Ersatz- und
Erganzungsmethoden zur Einschrankung von Tierversuchen

-

WIRTSCHAFTSCLUB
RHEIN-MAIN e.V.

WIRTSCHAFTSCLUB RHEIN-MAIN E.V.

" freunde und
forderer

SMC

Science Media Center Germany gGmbH

Wellhewerbszentrale

ZENTRALE ZUR BEKAMPFUNG UNLAUTEREN
WETTBEWERBS FRANKFURT AM MAIN E.V.

SOURCING
WITH RESPECT

UEBT

Union for Ethical Biotrade

ZENTRALVERBAND DES
DEUTSCHEN FRISEURHANDWERKS

International

A l.S.E

Association Internationale de la Savonnerie,
de la Détergence et des Produits d'Entretien

O

A()Ealll(“ll( S D lll()[)t‘

the personal care association

COSMETICS EUROPE
- THE PERSONAL CARE ASSOCIATION
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Office

Thomas Keiser
Director General

T +49. 69. 25 56-13 21
tkeiser@ikw.org

Kerstin Weil

Assistant

T +49. 69. 25 56-13 33
kweiss@ikw.org

Susanne Brecht
Accounting

T +49. 69. 25 56-13 27
sbrecht@ikw.org

Karen Kumposcht
PR/PA-Manager

T +49. 69. 25 56-13 31
kkumposcht@ikw.org

Management and Administration

Simone Geyer
Administration
T +49. 69. 25 56-13 35
sgeyer@ikw.org

Beauty Care Departement

Dipl.-Ing. Birgit Huber ~Dr. Jens Burfeindt Dr. Marita Grothus  Dr. Klaus Rettinger
Deputy Director General Scientific Coordinator Scientific Coordinator - Scientific Coordinator
and Head of Department T+49.69.2556-1328 T+49.69.2556-1365 T+49.69.2556-1332
T+49.69.2556-1325
bhuber@ikw.org

jburfeindt@ikw.org  mgrothus@ikw.org  krettinger@ikw.org

Dr.JulijaRaiz-Durmus  Heike Fisch Anja Schramm
Scientific Coordinator ~ Assistant Assistant
T+49.69.2556-1366  T+49.69.2556-1326 T+49.69.2556-1330
hfisch@ikw.org

jraiz@ikw.org aschramm@ikw.org

Dr.-Ing. Bernd Glassl|
Head of Department
T +49. 69. 25 56-13 61
bglassl@ikw.org

Dr. Stephanie Morris-Piou
Scientific Coordinator

T +49. 69. 25 56-13 34
smorris@ikw.org

Home Care Departement

Dr.-Ing. Thorsten Kessler
Scientific Coordinator

T +49. 69. 25 56-13 22
tkessler@ikw.org

Susanne Seidel
Assistant

T +49. 69. 25 56-13 24
sseidel@ikw.org

Law and Packaging Departement

RA Matthias Ibel

Head of Department

T +49. 69. 25 56-13 29
mibel@ikw.org

Daniela Buchbender Karin Czuba
Lawyer Assistant
T +49. 69. 25 56-13 23

kczuba@ikw.org

(In-house Lawyer)
T +49.1520. 8784738
dbuchbender@ikw.org

F +49. 69. 23 76 31 - info@ikw.org

y e

W www.twittercom/ikw_org - B linkedin.com/company/ikw
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CONTACT

IKW The German Cosmetic, Toiletry,

Perfumery and Detergent Association

Mainzer Landstrasse 55 / 60329 Frankfurt am Main / Germany
T +49.69.2556 -13 23 / F +49. 69. 23 76 31

info@ikw.org / www.ikw.org

¥ www.twitter.com/ikw_org - B linkedin.com/company/ikw



