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Regulatory framework

Refe rence  tex ts  

• Cosmet i c  r egu la t i on  CE  n °1223 /2009

• Regu la t i on  CE  n °655 /2013  rega rd ing  

cosmet i c  c l a ims  

⚬ Techn i ca l  documen t  on  cosmet i c  

c l a ims  



Regulatory framework

• Cla ims  a re  t ex ts ,  images  o r  symbo ls

used  by  b rands  to  p romo te  t he  

p rope r t i es  o f  a  cosmet i c  p roduc t .  

• Each  c l a im  mus t  mee t  6  common 

c r i te r ia :

⚬ Lega l  compl iance  

⚬ Tru th fu lness  

⚬ Ev ident ia l  suppor t  

⚬ Hones ty  

⚬ Fa i rness  

⚬ I n fo rmed  dec is ion -mak ing  



Legal compliance Truthfulness 

Cla ims  wh i ch  convey  t he  i dea  t ha t  a  

p roduc t  has  a  spec i f i c  bene f i t  when  

t h i s  bene f i t  i s  me re  comp l i ance  w i t h  

m in imum lega l  r equ i r emen ts  shou ld  

no t  be  a l l owed .  

Example  :  

• no t  t es ted  on  an ima ls

• app roved  by  au tho r i t i es  

Ne i the r  t he  gene ra l  p resen ta t i on  o f  

t he  cosmet i c  p roduc t  no r  i nd i v i dua l  

c la ims  made  fo r  t he  p roduc t  shou ld  

be  based  on  fa l se  o r  i r r e l evan t  

i n fo rma t i on .

Example  :

• t he  p resence  o f  an  i ng red ien t  

• f a l se  o r  m is l ead ing  c l a ims  



Cla ims  f o r  cosme t i c  p roduc t s ,  

whe the r  exp l i c i t  o r  imp l i c i t ,  sha l l  be  

suppo r ted  by  adequa te  and  ve r i f i ab le  

ev idence

The  l eve l  o f  ev i dence  o r  

subs tan t i a t i on  sha l l  be  cons i s t en t  

wi th  t he  t ype  o f  c l a im  be ing  

made ( weight  o f  ev idence )

Evidential support Honesty 

Presen ta t i ons  o f  a  p roduc t ’s  

per fo rmanc e  shou ld  no t  go  beyond  

t he  ava i l ab l e  suppo r t i ng  ev idence

C la ims  sha l l  no t  a t t r i bu te  t o  t he  

p roduc t  conce rned  spec i f i c  ( i . e .

un ique )  cha rac te r i s t i c s  i f  s im i l a r  

produc ts  possess  t he  same 

cha rac te r i s t i c s .  



Fairness Informed decision-making 

Cla ims  fo r  cosme t i c  p roduc t s  sha l l  be  

ob jec t i ve  and  sha l l  no t  den ig ra te  :  

• t he  compe t i t o r s

• i ng red ien t s  l ega l l y  used

Presen ta t i ons  o f  a  p roduc t ’s  

pe r fo rmance  shou ld  no t  go  beyond  

the  ava i l ab le  suppo r t i ng  ev idence

C la ims  sha l l  no t  a t t r i bu te  t o  t he  

p roduc t  conce rned  spec i f i c  ( i . e .

un ique )  cha rac te r i s t i c s  i f  s im i l a r  

p roduc t s  possess  t he  same  

cha rac te r i s t i c s .  



“Free from” claims
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“Free from” claims 

• Tr end  on  c os met i c  p r oduc ts  :  C la im ing  t he  abs ence  o f  1  o r  mo r e  i ng r ed ien t s

• I s s ues  :

• den ig ra t i on  o f  c e r t a i n  i ng r ed ien t s  /  c ompe t i t o r s  

• mis unders tand ing  by  c onsumers  

• c r ea t i on  o f  un founded  f ea r s  i n  t he  c onsumer  

• To  av o id  t he  m is use  o f  t hese  c l a ims  ,  a  r egu la to r y  

f r amework  has  been  es tab l i shed  :  Tec hn ica l  doc umen t  

on  c os met i c  c l a ims

⚬ “ F r ee  f r om”  c l a ims  do  no t  r es pec t  c ommon  c r i t e r i a  

⚬ s ome "  f r ee  f r om"  c l a ims  a r e  s t i l l  poss ib le  bu t  s hou ld  

n o t  b e  t he  m a in  m essage  o f  t he  p r oduc t .  

⚬ I t  s hou ld  s imp ly  he lp  t he  c onsumer  t o  mak e  an  

i n f o r med  c ho i ce





Free  f rom a lcoho l

• i n  a  mou thwash  i n tended  as  a  f am i l y  p roduc t  

Free  f rom an ima l -der ived  ingred ien ts

• I n  p roduc t s  i n tended  f o r  vegans

Free  f rom per fume

• f o r  sens i t i ve  peop le  

Free  f rom s i l i cones

• f o r  ha i r  ca re  p roduc t s  

Free  f rom hydroqu inone ( i n  sk i n  c ream)  

• f o rb i dden  i ng red ien t  

• l ega l  comp l i ance  

Free  fo r  paraben  

• Cer ta in  pa rabens  a re  sa fe  when  used  i n  

acco rdance  t o Regu la t i on  (EC)  No  

1223 /2009 .

• Fa i rness  
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Clean beauty : concept 

• As  "nega t i ve "  c l a ims  have  been  banned ,  manu fac tu re rs  changed  

the i r  commun ica t i on  s t ra tegy.  They  have  sw i t ched  to  a  mo re  

"pos i t i ve "  commun ica t i on :  c l e an  b e a u ty  

• n o  l e g a l  d e f i n i t i on  

• Seve ra l  aspec ts  a re  now  taken  i n to  cons ide ra t i on :

o The  compos i t i on  o f  t he  p roduc ts  

o The  env i ronmen ta l  cha rac te r i s t i c s  o f  t he  p roduc t  and /o r  t he  

packag ing  

o Soc ie ta l  and  env i ronmen ta l  ac t i ons  ca r r i ed  ou t  by  compan ies



Clean beauty : composition 

Severa l  too ls  have  emerged  to  gu ide  consumers  dur ing  the i r  

purchases:

• app l i ca t i ons  such  as  Yuka ,  C lean  Beau ty,  INC I  beau ty  t ha t  r a te  

cosmet i c  p roduc ts  

• Pr i va te  l abe l s  

• i n t e rna l  company  b lack l i s t

Is it clearer? how have companies adapted? 



Clean beauty : beauty apps 

• I n  2 0 1 9 ,  s e v e r a l  b e a u t y  a p p s  h a v e  b e e n  l a u n c h e d  t o  “ h e l p ”  c o n s u m e r s  t o  r e a d  I N C I  

l i s t

• T h e s e  a p p l i c a t i o n s  w e r e ,  l i k e  Yu k a ,  f i r s t  u s e d  f o r  f o o d  b u t  q u i c k l y  t u r n e d  t o  

c o s m e t i c s  

• T h e  w a y  i t  w o r k s  d e p e n d s  o n  t h e  a p p l i c a t i o n :  s c a n n i n g  t h e  I N C I  l i s t  o r  s c a n n i n g  

t h e  b a r c o d e  

• T h e  s c o r e  a r e  a l s o  v e r y  d i f f e r e n t  f r o m  o n e  a p p  t o  a n o t h e r  s i n c e  t h e  s c o r i n g  

s y s t e m  i s  s p e c i f i c  t o  e a c h  a p p  :  

o T h e  g e n e r a l  w a y  i t  w o r k s  i s  t o  g i v e  a  s c o r e  t o  a n  i n g r e d i e n t .  T h e  m o r e  

" p r o b l e m a t i c "  i n g r e d i e n t s  t h e  f o r m u l a  c o n t a i n s ,  t h e  w o r s e  t h e  o v e r a l l  s c o r e  o f  

t h e  p r o d u c t  w i l l  b e .  

o B i g  q u e s t i o n m a r k t o w a r d s  t h e  s c i e n t i f i c  r e l e v a n c e ,  a s  “ p r o b l e m a t i c ”  i n g r e d i e n t s  

a r e  d e f i n e d  b y  e a c h  a p p  a n d  n o  c o n s i d e r a t i o n  o f  t h r e s h o l d  



Notation Rate Penalized

ingredient

Some explanations

on ingredients

How the application 

works

Yes 

From 0 to 100

No risk

Low risk

Moderate risk

High risk

EDs, allergens, 

irritating

ingredients, CMR

No except for 

ingredients in the 4 

categories

Scanning the 

barcode so the 

product formulas 

may no longer be up 

to date

No No EDs, allergens, 

irritating

ingredients, CMR 

No except

forcontroversial

ingredients

Scanning the 

formula

Yes

From 0 to 20

from 0 to 10                                        

from 10 to 20

EDs, allergens, 

irritating

ingredients, CMR 

Regulated

substances, 

Environmentally

unfriendly

ingredients

Yes with 4 

categories (good, 

satisfactory, not 

great, controversial)

Scanning the 

barcode so the 

product formulas 

may no longer be up 

to date





Clean beauty : logos and black lists of 

ingredients

• Logos  mu l t i p l i ca t i on

• “C lean  beau ty ”  can  a l so  be  accompan ied  by  b lack l i s t s  o f  i ng red ien ts :

l i s t s  t ha t  can  con ta in  100s  o f  i ng red ien ts ,  o f t en  o f  pe t rochemica l  o r i g i n ,  

con t rove rs i a l  e t c . . .  

• t hese  l i s t s  a re  no t  necessa r i l y  eas i l y  access ib l e  t o  t he  consumer

• M isuse  o f  " f r e e  f r o m"  c l a ims  





Le rouge français 



Clean beauty : environmental claims 

EC s tudy  on  Greenwash ing  in  2020  

• Out  o f  344  c l a ims  tha t  appea red  

doub t fu l :

• >  50%:  c l a ims  too  amb iguous  fo r  t he  

consumer  ;

• 37%:  vague  and  gene ra l  c l a ims  

• 59%:  no  read i l y  ava i l ab le  ev idence

→ In 42% of cases, the claims were 
exaggerated, false or misleading. 



Clean beauty : environmental claims 

Refe rence  tex ts  

• ISO 14021 : Environmental labels and declarations 

— Self-declared environmental claims
• Vague or imprecise environmental claims or 

claims that generally imply that a product is 
beneficial or harmless to the environment are 
prohibited

• EU future Proposal for a Directive on Green Claims

• Guidelines /regulations issued by authorities in 
each countries 

→ TO AVOID GREENWASHING !



• Environmentally friendly

• Planet friendly

• Non-polluting

• Green - Eco-friendly

• Protects the ozone layer

Vague, imprecise, 
ambiguous claims

Exaggerated claims 

• Sustainable (with explanatory note)

• Sustainable development (with explanatory note)

Details required: whole 
product? component?

Explanatory notes 

• Degradable - Biodegradable

• Compostable 

• Recyclable / Recycled

• Energy efficient (water etc...)

Claims proven by 
standardised, reliable and 

reproducible methods

Certifications 

Clean beauty : ISO 14021



Clean beauty : environmental claims 

I n  F rance   

• AGEC Act (law on the fight against waste and the circular economy of 10 February 

2020) 

• Article 13 of the AGEC bans the use of certain claims, such as 

• "environmentally friendly", 

• "biodegradable" and ;

• all equivalent terms ("eco-responsible", "bio-responsible"; "nature-friendly"; "planet-

friendly"; "eco-friendly"; "; "bio-compatible"; "eco-friendly"; "good for the environment"; 

"green" ; " better for the environment "

➔because they are clearly confusing and/or overly global for the consumer.

➔ TO AVOID GREENWASHING !



Clean beauty : environmental claims 

I n  F r a n c e  ( o t h e r  e x a m p l e s )  

O c e a n  p r o t e c t

• N o t  a l l o w e d

• P o s s i b l e  i f  t h e  c l a i m  r e f e r  t o  a  r e d u c t i o n  i n  e c o t o x i c i t y  ( e . g . " r e d u c e d  e c o t o x i c i t y " ,  " l e s s  

e c o t o x i c " ,  . . . )  

• n o t  t o  a n  a b s e n c e  o f  e c o t o x i c i t y ,  a s  t h e  a d d i t i o n  o f  a  s u b s t a n c e  t o  t h e  e n v i r o n m e n t  i s  

n e v e r  h a r m l e s s .  

• L i m i t e d  i m p a c t  ( a s  l o n g  a s  p r o v e n )

E n v i r o n m e n t a l  c l a i m s  q u a l i f y i n g  a  c o m p a n y

• m u s t  s p e c i f y  w h e t h e r  i t  c o n c e r n s  a l l  t h e  c o m p a n y ' s  a c t i v i t i e s ,  t h e  p r o d u c t i o n  p r o c e s s  o r  

o n e  o f  t h e  p r o d u c t  d e v e l o p m e n t  s t a g e s

• e x p l a n a t i o n s  o f  t h e  c o m p a n y ' s  a p p r o a c h  m u s t  b e  r e a d i l y  a v a i l a b l e  t o  t h e  c o n s u m e r .  

• t h e  c o n s u m e r  m u s t  u n d e r s t a n d  t h e  e x a c t  a p p r o a c h  o f  t h e  c o m p a n y.



Conclusion

T h e  c o ncep t  o f  c l e an  b e a u ty  d o e s  n o t  e x i s t  

f r o m a  r e g u la to ry  p o in t  o f  v i ew

- cosme t i c  r egu la t i ons  and /o r  c l a ims  

regu la t i ons  app l y  and  a  key  d r iv ing  

p r inc ip le  i s  no t  to  mis lead  consumers  

For  env i ronmenta l  c la ims  :  

• Be  ca re fu l  no t  t o  do  g reenwash ing !  

• Au tho r i t i e s  i n  F rance  and  i n te rna t i ona l l y  

a re  ca r r y i ng  ou t  mo re  and  more  con t ro l s  

on  t h i s  sub jec t   
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Upcoming Cosmetic Product Series
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© Global Product Compliance – GPC Group

Register at:  

https://www.gpcgateway.com/event

https://www.gpcgateway.com/event


Thank you!

Contact GPC:
compliance@gpcregulatory.com

+46 46 211 4615
gpcregulatory.com / gpcgateway.com

Contact RRMA:
info@rrma-global.org

+91 93229 53604
www.rrma-global.org

GPC-CHEMEXCIL COSMETIC PRODUCT SERIES
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