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안녕하십니까.

제22대 국회 「K-뷰티 포럼」의 대표의원을 맡게 된 산업통

상자원중소벤처기업위원회 더불어민주당 간사이자 목포 출

신 국회의원 김원이입니다.

먼저, 제22대 국회 K-뷰티 포럼 출범 세미나에 참석해 주신 모든 분들께 감사의 

인사를 드립니다.

K-뷰티는 이제 아시아를 넘어 화장품 강국인 미국과 유럽에서도 영향 력을 넓혀가

고 있으며, 중동, 동남아, 남미 등 다양한 시장에서 큰 인 기를 얻고 있습니다. 이

러한 성장은 단순한 수출 증가에 그치지 않고 한국 화장품이 세계적인 브랜드로 자

리매김하고 있음을 보여줍니다.

이 같은 성과는 뛰어난 제품력과 차별화된 마케팅 전략, 그리고 무엇 보다도 업계 

관계자 여러분의 끊임없는 노력 덕분입니다. 또한 K-POP 과 K-드라마 등 한류

와 시너지를 이루며, 대한민국 수출 산업의 강한 원동력이 되고 있습니다.

지난해 한국은 전 세계 화장품 수출 순위 4위를 기록하며 약 84억 달 러의 수출 실

적을 달성했습니다.

특히, 올해는 중소기업이 화장품 수출의 주축이 되어 중소기업 수출 품 목 중 1위

를 화장품이 차지하였고, 2024년 3분기 화장품 수출액 17 억 달러를 기록하며 역

대 3분기 최고실적을 기록하였습니다.

2023년 기준, 국내 화장품 제조 및 책임판매업체는 약 46,000여 곳으로 직접 종

사자만 약 36만 명에 이릅니다. 그야말로 화장품 산업이 명실상 부한 대한민국의 

수출 효자산업임을 다시 한번 입증한 결과입니다.

오늘 출범하는 「제 22대 국회 K-뷰티 포럼」은 한국 뷰티산업의 발전과 글로벌 경

쟁력 강화, 수출주도형 고부가가치 소비재 수출 확대를 목적 으로 국회 차원에서 

연구·지원하기 위한 포럼입니다.

앞으로 이 포럼을 통해 입법부, 정부, 학계, 산업계가 한마음으로 머리 를 맞대고, 

대한민국 화장품 산업이 한층 더 도약할 수 있도록 최선을 다하겠습니다.

마지막으로 오늘 세미나에서 발제를 맡아주신 딜로이트 안진회계법인 니콜라 위어 

파트너님, 식품의약품안전처 고지훈 화장품정책과장님, 보건복지부 오창현 보건

산업진흥과장님을 비롯해 참석해 주신 모든 분들의 가정에 건강과 행운이 가득하

시길 기원합니다.

감사합니다.

2024. 11. 22

국회의원 김 원 이
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Executive summary

Developing regions 
like Africa, LATAM and 

Asia will exhibit 
greater growth than 
North America and 

Europe

The growth is 
expected to de driven 

by the growth in 
discretionary incomes

in these developing 
economies

A highly fragmented 
and competitive

market; corporates 
are investing in 

product innovation in 
order to sustain and 

gain competitive edge

Unilever, P&G, Estée 
Lauder and L'Oréal

lead the global beauty 
& personal care 

market

Growing consumer 
preferences for 

natural products and 
men’s grooming 

products

E-commerce channels 
are gaining popularity 

- offering greater 
convenience to 

customers

Focus on customer 
engagement and 

reinvention of 
products using in-

house digital 
innovations

Growing prevalence of 
augmented reality 

(AR), virtual reality (VR) 
and social media in 

market

Unbundling of 
traditional spa & salon 
is also gaining traction

A highly regulated
industry in certain 
markets like US, 
Germany, UK, 

China, Brazil and 
Saudi Arabia

European countries 
must not only 

comply with EU-
wide regulations 

but also with
jurisdictions within 
their own countries

DEVELOPING 
ECONOMIES

COMPETITIVE
LANDSCAPE

NATURAL PRODUCTS;
MEN'S GROOMING;

E-COMMERCE
CUSTOMER 

ENGAGEMENT
HIGHLY REGULATED 

INDUSTRY

Global                       
& K-Beauty Market

Increasing deployment of technology in beauty & personal care products 
• Beauty conglomerates are deploying next generation technology in 

beauty products to attract and engage customers
• Companies such as L'Oréal are developing wearable sensors to track 

sun damage and skin pH levels. Further, Shiseido’s Optune integrates a 
mobile app that leverages AI to detect users skin conditions and then 
dispenses a personalized formula each day

Offers an attractive long term growth opportunity due to rise in disposable income, rising demand for 
skin care cosmetics, anti-aging beauty products and organic beauty products

Global beauty & personal care market | Overview

Market overview Key Highlights

Global market size*
The global beauty & personal care market is expected to register a 
CAGR of 5.9% between 2022 and 2026. The growth will be driven by the 
rise in demand for skin care cosmetics, men’s grooming, anti-aging 
beauty products and a growing preference for natural and organic care 
products

Largest market in Asia-Pacific
Asia-Pacific region, particularly China, dominated the global beauty & 
personal care market in terms of value ($210bn in 2022). The growth 
was supported by rising disposable income levels, growing 
consciousness about personal appearances and an increase in online 
distribution channels

Highly fragmented market
The market is highly fragmented with several mass regional and global 
players. The major strategies adopted by companies are product 
innovations, digital technologies, social media marketing, channel 
expansions and M&A in order to sustain competition

Source: Statista, Refinitiv and Press Releases

$534bn

2022

$671bn

2026P

Note: *2026 market size is estimated basis 2022 actual number and CAGR from 2022 to 2026

Domination of organic and personal care products in all regions
• Organic personal care products have gained momentum – given the 

rising consumers awareness of the use of synthetic chemicals in 
personal care products and their impact on health

• Personal care accounted for c.45% of the global beauty & personal care 
market revenue in 2022 and is expected to retain its dominance in the 
near term.

Africa is expected to see growth of 8%-10% per year for beauty & personal 
care products
• Increasing disposable income levels, growth of the middle-class category 

and a strong inclination towards western culture is driving demand for 
beauty & personal care products

• Nigeria and Egypt are some of the largest markets for beauty & personal 
care in Africa

World’s leading beauty & personal care companies and their brand portfolio 

9 largest beauty & personal care companies

Note: Not an exhaustive list; Source: Company websites
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K-Beauty is taking over the global skin aesthetics market due to use of natural and organic ingredients
Korean beauty (K-Beauty) market

K-Beauty market overview 

Global K-Beauty products market size ($bn) Global K-Beauty products market by region (%) Global K-Beauty products market by product (%)

• Asia Pacific region holds the largest share for K-
beauty products globally as the rising middle-class 
population aspires quality and sophistication in 
skincare and make up products (especially for 
products that are manufactured through natural and 
organic ingredients)

• The K-beauty market is expected to register a 
CAGR of 9.3% between 2022-2027. The growth 
is driven by high disposable income, influence 
of product displays and reviews through social 
media & advertisements and rising consumers 
preferences towards unique ingredient 
formulae in beauty products
− The use of pearls in skin brightening 

products and propolis from bees for 
nourishing the skin are the two unusual 
components found in K-beauty products

Source: Allied Market Research: Global K-Beauty Products Market Report and Press Releases 

Selected Key Players

17%

19%

9%

12%

70%

65%

4%

4%

2019

2027F

North America Europe Asia-Pacific LAMEA

26%

25%

19%

22%

24%

25%

17%

14%

14%

13%

2019

2027F

Sheet mask Cleanser Moisturiser Makeup Others

7.0 8.3 8.9 9.7 10.5 11.5 12.6 13.9

2020F 2021F 2022F 2023F 2024F 2025F 2026F 2027F

• Sheet masks accounted for the largest revenues in 
2019 and is expected to retain its dominance by 
2027 since sheet mask products can address 
different skin conditions and types (can tighten, 
moisturize and brighten the skin)

• Many global brands such as Beiersdorf AG and 
Estée Lauder are investing in K-beauty brands due 
to increasing preference by consumers for its skin 
brightening products 

Mega Trends

A prominent trend globally as consumers are increasingly concerned about the adverse impact of 
synthetic chemicals and the testing of ingredients & products on animals

Growing preference for organic personal care products

Organic personal care products market overview

Market size
Global organic personal care market is projected to register a CAGR of 8%
between 2022 to 2026. Growth will be driven by the rising disposable 
incomes, stringent government regulation around the usage of chemicals 
in beauty products and the rise in online shopping

Largest market by product category
Skin care accounted for 51% of the global organic personal care market 
revenue in 2022 and is expected to retain its dominance in the near term. 
Lifestyle changes and high demand for anti-aging moisturizers, creams, 
etc. will be instrumental in driving the demand.

Largest market by geography
North America is expected to account for 34% of the global organic 
personal care revenues in 2022. It will continue to be the largest region 
over the forecast period. This will be driven by the rise in consumption of 
organic chemical products (rising awareness of natural ingredients such as 
turmeric and neem on skin care)

Source: Mordor Intelligence: Global Organic Personal Care Market Report and Press Releases 

Key themes

Region-wise split of organic personal care market (%)

Governments are preventing the use of synthetic chemicals in skin care 
products and promoting the use of tech to enhance the efficiency of 
organic skin products

• Governments particularly in developed countries such as the US and the 
UK have implemented regulations to minimize the usage of synthetic 
ingredients in skin care products to reduce skin ailments

• Technological innovations like oligopeptide are presently used to 
enhance the efficiency and shelf life of organic skin care products

Cosmetic companies are discontinuing the practice of testing beauty 
products on animals and are developing alternative testing methods for 
cosmetics safety assessments 

• Many cosmetic & personal care companies are working with regulators 
to develop alternative testing methods for safety assessments of 
cosmetics

• Many countries are banning the sale of cosmetics or cosmetic 
ingredients that have been tested on animals due to vigorous 
campaigning by environmental activists 

31%

29%

31%

7…2% North America
Europe
Asia-Pacific
South America
Middle East & Africa

34%

32%

25%

7%
2%

2022F 2026F

A rise in disposable income in emerging economies has driven demand for luxury products from the 
upper middle-class population

Premiumization of beauty products 

Premium beauty market overview

Premium beauty products market1 ($bn)

Key themes

Key Players

24 20 23 24 28 29 31 32 33 
22 19 21 23 27 28 29 30 32 15 12 13 15 17 18 18 19 19 
61 51 57 62 71 75 78 81 84 

2019 2020 2021 2022 2023f 2024f 2025f 2026f 2027f

Premium Skin Care Premium Cosmetics Premium Fragrances

Notes: (1) Doesn’t include haircare products;
Source: Statista Prestige Cosmetics and Fragrances, BofA 2022 HPC Primer and Press Releases 

China stands out as a key market for premium beauty products
• In China, premium beauty brands have been growing at a rate faster 

than mass beauty brands for some time, and the growth has accelerated 
significantly since 2017
± In China’s skincare market, premium brands accounted for 47% of 

2021 category sales, up from 31% in 2017
± Further, in China’s make-up market, premium brands accounted for 

49% of category sales in 2021, up from 35% in 2017
• China’s premiumization is expected to grow further in the coming years, 

which in effect, will drive the global skincare market
± As per a survey done by Berenberg in 2022, 60% of Chinese women 

surveyed, plan to spend more on premium beauty products in the 
next 12 months

• The overall premium beauty market1 is expected to register a CAGR of 
4.1% from 2023 to 2027. Out of the total premium beauty market, color 
cosmetics are expected to grow fastest with a CAGR of 4.5% from 2023 to 
2027 

Channel mix of premium beauty products %

82.1%

76.8 %

17.9%

23.2%

2022

2025f

Offline Online

• Offline channel such as department stores will continue to be the larger 
segments, benefitting from a higher frequency of impulse purchasing
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Some of the other notable trends include rising integration of beauty with wellness products, partnership 
with farmers by beauty giants to source ingredients for personal care

Other Prominent Trends

Increasing integration of beauty with wellness products
• Beauty and wellness are increasingly integrated in consumers’ everyday routines and many start-ups are increasingly offering products which promise 

beauty benefits such as clearer skin and stronger hair
− In December 2022, Oziva saw HUL, a leader in Indian Beauty & personal care market, acquire 19.8% stake in the company for $8.5m. Oziva is a plant-

based and clean-label consumer wellness brand focused on lifestyle protein, hair and beauty supplements and women’s health
− In January 2023, Carlyle announced its acquisition of a majority stake in VLCC Healthcare, an India-based beauty products, personal care and wellness 

company, for an undisclosed amount

High demand for personalized service, products and experiences
• Consumers are increasingly preferring beauty & personal care brands which offer personalized experiences. According to Forrester, 77% of consumers 

have paid more for a beauty brand that provides them with a personalized experience or a service
− Companies such as L'Oreal and P&G have debuted at-home devices that create cosmetics on demand. Further, Shiseido’s Optune, an IoT-powered 

skincare system launched earlier this year, integrates a mobile app that leverages AI to detect users’ skin conditions and then dispenses a personalized 
formula each day

• Many beauty companies are moving beyond the demographics of age and developing beauty products based on people’s behaviour

Rising focus by tech brands on evidence-based skin care analysis to provide personalized recommendation
• Many beauty brands are developing mechanisms to track skin changes over time and are using AI to personalize skin care analysis. For example, HiMirror

leverages AI to offer daily skin analysis & personalized recommendations and augmented reality to let users virtually try on make-ups
• Beyond the use of AI, certain companies offer a tele-medicine-based approach to dermatology by sending custom prescriptions and relying on patient 

photos of skin to measure progress over time 

Rising partnership between farmers and beauty companies for organic personal care and beauty products
• Many beauty conglomerates have established partnerships with farmers for sourcing ingredients to make organic personal care products. For example, 

L'Oréal's incubated brand Seed Phytonutrients has established a partnership with American organic farmers for sourcing of natural ingredients
• Popular natural beauty brands such as Juice Beauty, Tata Harper are renting or buying farms to evaluate and control the ingredient production process. 

Further, Jojoba infused luxury organic skincare line Ogee offers a percentage of its sales to the organic farming research foundation in order to get more 
organic crops for manufacturing of its beauty ingredients

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases 

Millennials are exploring new brands as they seek to cultivate their appearance 
Other prominent trends

Exploration of new brands and products

• Consumers are on a journey of exploration, and they 
enjoy new products and finding new brands

• There is a generational shift in the mindset with young 
consumers - rejecting the large brands that their 
parents preferred
± The active lifestyle of the young consumers is 

driving the demand for on-the-go portable 
personal care products 

1 Local goes global

• Heritage or culturally inspired beauty products are not 
only witnessing high demand in their home markets 
but also garnering attention globally

• Germany’s “G-beauty” products which are more about 
clean beauty products (European standards of clean) 
have witnessed high demand globally

• Similarly, Ayurvedic beauty brands such as Sahajan
(natural skincare brand) are targeting shoppers in 
developed countries

2

Rise in demand of sun care products 

• The sun care market is estimated at $13bn 
in 2022 and is projected to reach $24bn by 
2032, at a CAGR of 6.3%

• Rising awareness regarding the harmful 
effects of sun exposure on the skin
amongst consumers is expected to drive 
the sales in the market

3Increasing purchases of beauty & 
personal care products by millennials

• Millennial consumers have increasing 
spending capacity and wield considerable 
influence in the beauty & personal care 
market

• The importance of appearance on social 
media platforms is driving growth in the 
cosmetics industry, especially from the 
Millennials

4

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020, Future Market Insights Sun Care Market and Press Releases 

Regional Overview

Regional Snapshot

N. America LATAM UK Europe 
(incl. UK) APAC Africa

Expected Market Grow
th (CAGR) (2022-2026) 4.0% 7.8% 5.8% 5.1% 6.3% 7.8%

Key growth levers • High demand for 
skin care cosmetics, 
men’s grooming 
products

• Growth of e-comme
rce platforms

• Increasing 
disposable income 
of women

• Rising middle-class p
opulation

• Brand conscious atti
tude of the people

• Increased demand 
for organic products 
under hair and 
skincare

• High demand for pri
vate label in oral car
e market and men’s 
grooming products

• Rise of e-commerce

• High demand for pri
vate label beauty pr
oducts

• High demand for ant
i-aging beauty produ
cts

• Largest addressable 
market with rising di
sposable income

• Rise in disposable in
come

• Growing young 
population

• Growing influence of 
Western culture

Largest markets

Growth opportunities • Men’s grooming
• Organic skin and 

hair care

• Hair care and skin 
care

• Organic care 
products using 
natural ingredients 
from the region

• Organic products for 
hair and skin

• Organic and natural 
personal care 
products

• Men’s grooming 
products

• Skin care • Hair and body care
• Organic and natural 

beauty products

Demand for skin care p
roducts Strong Strong Strong Strong Strong Moderate
Preference for private l
abel products Limited Strong Strong Strong Limited Strong
Young demographic po
pulation potential 8 ✓ 8 8 ✓ ✓
Geographic disparity in 
spending and percepti
on on beauty care 

8 8 8 8 ✓ 8

Source: Statista, Euromonitor and Press releases



19주제 발표 Ⅰ |  글로벌 화장품 트랜드와 해외 수출 확대를 위한 제언글로벌 화장품 트랜드와 화장품 산업 현황과 미래18

Market offers an attractive long-term growth opportunity due to rising disposable income and preferences 
for skin care cosmetics, self-care brands and organic beauty products

North America | Overview

Market Overview
Key Themes

Market size
North America’s beauty & personal care market is expected to register a 
CAGR of 4.0% between 2022 and 2026. The growth will be driven by 
rising demand for skin care cosmetics, men’s grooming products and the 
rise of direct-to-consumer channels such as e-commerce platforms

Largest market by geography
The US accounted for 84% of the beauty & personal care market in 
2022. It is expected to retain its dominance until 2026 with consumers 
seeking personalized beauty products targeting individual concerns

Highly fragmented market
A highly fragmented market with several regional and global players. The 
major strategies adopted by companies include product innovations, 
digital technologies, social media marketing, channel expansions and 
M&A to sustain competition

United States* ($ bn)

Growing demand for organic beauty products
• High disposable income coupled with rising health consciousness is driving 

demand for organic beauty products particularly in skin and hair care
• The US organic personal care products market was valued at $2.3bn in 2021, and 

it is expected to reach $3.7bn by 2027, registering a CAGR of 7.1% between 2023-
2027

Surge in e-commerce sales
• Consumers are increasingly shifting towards online channels to purchase beauty 

products due to ease of convenience

• Currently, more than 32% of the sales is through various online channels

Wellness and self-care trends continued to push US consumers
• With low industry growth, new entrants have launched innovative product lines 

and target niche markets in order to increase revenues

• Products used to lower stress and anxiety, such as sensorial-changing face masks 
in skin care and essential oil-infused body wash/shower gels and Cannabidiol 
(CBD)-containing bath additives in bath and shower, are being regularly included in 
routines

Shift from mass to premium beauty brands
• The US is expected to drive demand for luxury skin care products in the near-

term. In Q3’ 2022, the US premium beauty industry reached $6bn, a 15% sales 
increase versus 2021’s Q3

Source: Mordor Intelligence Global Organic Personal Care Products Market, Statista and Press Releases
Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026

85.1 88.4 91.9 95.5 99.2
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M&A shifted towards indie brands, clean and conscious beauty
• Industry leaders, such as Estée Lauder and Unilever, acquired indie brands to 

expand into niche markets or build new brands that cater to new markets

A highly fragmented market with a considerable presence of both regional and global players
North America | Key Players

Year: 2022
Revenue:$10,862m1Year: 2022

Revenue: $48,580m

Manufactures skin care, 
makeup, fragrance and hair care 

products

Offers skin and body care 
products and self-adhesive 

system and product solutions

Year: 2021
Revenue: $1,737m2

Year: 2022
Revenue: 
$5,989m

Manufactures perfumes and 
cosmetics

Year: 2021
Revenue: $1,056m1

Manufactures and sells beauty & 
personal care products 

Year: 2022
Revenue: 
$10,663m1

Manufactures and markets personal 
care, consumer tissue, and 

professional products

Operates through beauty; 
grooming; health care; fabric & 
home care; and baby, feminine 

& family care segments

Year: 2022
Revenue:$36,500m

Manufactures cosmetics products 
such as lipsticks, nail care items, 

foundations and others

Year: 2022
Revenue: $1,073m

Operates through consumer 
products, L’Oréal Luxe, 

professional products and active 
cosmetics segment

Manufactures and markets 
personal care, consumer tissue, 

and professional products

Manufactures skin care and 
cosmetic products

Note: 1. Revenue for N.America segment; 2. Revenue for the Americas; 3. Modelled revenue for entire company from D&B; 4. Revenue for Latin America since L’Oreal considers Mexico to be a part of its LATAM segment 
Source: Capital IQ and D&B

US

Canada Year: 2022
Revenue:$10,862m
1

Year: 2022
Revenue: $10,663m1

Year: 2022
Revenue:$4,009m

Year: 2022
Revenue:$1,478m

Offers hair care, coloring, skin care, 
make-up and perfume for men 

and women

Mexico Year: 2022
Revenue:$2,540m
4

Year: n/a
Revenue: $369m3

Manufactures cosmetics products 
such as lipsticks, nail care items, 

foundations and others

Operates through consumer 
products, L'Oréal Luxe, professional 

products and active cosmetics 
segment

Operates through oral, personal 
and home care; and pet nutrition 

segments

58%
13%

7%

22%

59%
12%

8%

21% Brazil

Argentina

Chile

Rest of South America

36.2 39.0 42.1 45.3 48.9

2022 2023E 2024E 2025E 2026E

Market is expected to witness higher growth due to consumer brand awareness and high expectations 
concerning a brand’s functionality and price point

Latin America | Overview

Market overview Key themes

Market size
Latin America’s (LATAM) beauty & personal care market is expected to register a 
CAGR of 7.8% between 2022 and 2026 primarily driven by increasing disposable 
income for women, a thriving middle-class and the brand conscious attitude of 
consumers

Largest market by product category
Skin care and hair care are prominent product segments in the region due to growing 
consciousness among consumers about their appearance (Latin American hair types 
are diverse and require extra care)

Largest market by geography
Brazil accounted for c.60% of the beauty & personal care market in the region in 
2022. Brazil is expected to retain its dominance till 2026 underpinned by a growing 
fashion-conscious population

Market Size* ($ bn)

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; Source: Statista and Press Releases

Market share of top 3 countries* (%)

2022 2026E

Influx of several international beauty & personal care brands in the region
• Growing middle-class population and rising employment of women have 

led to an increased demand for beauty & personal care products. This 
has led many multinational companies to tap the burgeoning demand 
for beauty & personal care products
−Companies such as MAC Cosmetics, Bobbi Brown, Benefit and Urban 

Decay are offering their beauty & personal care products in Bolivia, 
Peru and Panama 

Preventive BFY products on rise
• Amongst all the beauty & personal care product categories in the region, 

the demand for better for you (BFY) products is significant. Categories 
like sun protection (SPF), vitamin-enhancements (e.g., Vitamin A), and 
anti-pollution/anti-oxidants/dust protection are highly popular

• In hair care, the region offers several types of innovative products with 
new organic ingredients targeting different hair care needs. Established 
companies such as L'Oréal and Pierre Fabre have a dedicated R&D facility 
to tap the high demand for hair care products

Lack of availability and high prices for organic and natural beauty and 
personal 
care products
• The biodiversity in the LATAM region enables beauty & personal care 

product manufacturers to offer a plethora of natural ingredients in their 
beauty and skin care products

• While natural and organic personal care products offer immense growth 
potential, certain factors such as lack of availability and higher price 
points could potentially impede market growth 

Unilever, Avon and Natura & Co are some of the established players that dominate the Latin American 
beauty & personal care market

Latin America | Key players

Source: Capital IQ

International companies with presence in LATAM region

Note: 1. Geographic revenue for Americas; 2. Geographic revenue of Asia, Latin America, Middle East and Africa; 3. Geographic revenue for Latin America

Offers brands like NIVEA, 
Eucerin, La Prairie, Labello, 

Florena, 8x4, etc.

Year: 2021
Revenue: $1,737m1

Revenue:
n/a

Operates in five segments: 
beauty, grooming, health care, 
fabric & home care and baby, 

feminine & family care

Brazil

Revenue:
n/a

Develops and manufactures 
cosmetics and perfumery

Year: 2021
Revenue: $389.m

Operates in five segments: 
beauty, grooming, health care, 
fabric & home care and baby, 

feminine & family care

Revenue: n/a

Operates in five segments: 
beauty, grooming, health care, 
fabric & home care and baby, 

feminine & family care

Manufactures and sells 
cosmetics and skin care 

products

Operates through personal 
care, foods, home care, and 

refreshment segments

Year: 2022
Revenue: 22,342m1

Manufactures perfumes and 
cosmetics

Revenue:
n/a

Manufactures and markets 
beauty and related products

Year: 2021
Revenue: $1,881m

Manufactures and sells beauty 
& personal care products 

Year: 2021
Revenue: $92m3

Year: 2021
Revenue: $159m3

Colombia
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Organic hair and skin care products, men’s grooming products and private label products for oral care 
are driving the growth of the market

UK | Overview

Source: Euromonitor Sector Capsule, Statista and Press Releases

Market overview

• The UK is the second largest market in Europe accounting for 11% of the
market share in 2022. The UK’s beauty & personal care products market
is expected to register a CAGR of 5.8% between 2022 and 2026. Primary
factors driving growth are high demand for organic products (hair and
skin), men’s grooming products and private label products for oral care.
Further, availability of products online has also aided the growth
− Rising awareness about the harmful effects of certain chemicals in

beauty products coupled with high old-age population is expected to
drive demand for natural, organic and anti-aging products

• The UK is the leading market in innovation of beauty products. In 2018,
the UK accounted for c.37% of the global skin microbiome launches,
followed by the US (25%) and France (15%). In the same year, the nation
also accounted for 21% of all global clean color cosmetic launches and
20% of vegan hair care products

• ~600 small and medium enterprises (SMEs) operate in cosmetic
manufacturing industry in the UK, highlighting the opportunities for
entrants in the beauty & personal care market

Market size* ($ bn)

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; 1. Euro converted to USD at 0.98 as of 30th September 2022

Key themes

Luxury brands entering the beauty market

• Over the last five years, many designer brands such as Christian 
Louboutin, Valentino, Gucci, Caroline Herrera, Dries Van Noten, Off-
White and Stella McCartney have ventured into the UK beauty 
market

• These brands have contributed to a ‘luxe lipstick boom’ which means 
consumers will still tend to buy small luxury items even during an 
economic downturn

Online beauty and grooming sales expected to hit $2.4bn1 in 2025

• Online sales of cosmetics & toiletries is expected to continue at a 
CAGR of 4.1% to reach $2.4bn in 2025

• As per a survey by GlobalData, 66% of consumers in UK said 
convenience was the main advantage of online shopping, followed by 
64% who cited its time-saving aspect and another 42% for the lower 
prices offered

High demand of organic beauty products

• Over 40% of the UK’s beauty shopping clientele seeks to buy only 
natural and organic products. The organic beauty market in the UK is 
now worth over $3.3bn and has had a marked impact on the growth 
of the beauty industry in the UK

Rising market for premium brands

• As per The NPD Group, sales of premium beauty products increased 
by 23% in the first half of 2022 in the UK

• The growth is backed by a trend of premiumization (e.g. foundation 
market) where consumers upgrade their beauty purchases to 
include larger sizes and more potent formulas.

Some of the large household brands such as L'Oréal, Avon and Unilever offers products for mass market, 
as well as premium segment

UK | Key players

Note: 1. Geographic revenue of Europe region across all categories; 2. Geographic revenue of Europe region; 3. Geographic revenue of EMEA region and 4. Revenue for the entire company
Source: Capital IQ; Companies’ websites

Hair Care Oral Care Bath & 
Shower

Men’s
Grooming Fragrances CosmeticsSkin Care

Operates through personal care, foods, h
ome care, and refreshment segments

✓ ✓ ✓ ✓ ✓ ✓

Manufactures and markets beauty and rel
ated products under brands Natura, Avon 
and The Body Shop

✓ ✓ ✓ ✓ ✓ ✓

Manufactures cosmetics products such as 
lipsticks, nail care items, foundations and 
others

✓ ✓ ✓ ✓

Offers hair care, coloring, skin care, make-
up, and perfume for men and women

✓ ✓ ✓ ✓ ✓ ✓

Manufactures and markets skin care, 
makeup, fragrance, and hair care 
products

✓ ✓ ✓ ✓

Sells its private labeled products under 
brands Boots, Boots 17, Boots N7, 
Botanics, Soap & Glory, Soltan and Time 
Delay

✓ ✓ ✓ ✓ ✓ ✓

Year: 2022
Revenue: $12,466m1

Year: 2021
Revenue: $752m

Year: 2022
Revenue: $12,223m2

Year: 2022
Revenue: $7,681m3

Year: 2022
Revenue: 
$23,449m2

Year: 2021
Revenue: $7,997m4

17.6 18.4 19.2 20.0 20.8

15.0 15.5 16.1 16.7 17.3
10.7 11.0 11.4 11.7 12.18.1 8.4 8.7 9.0 9.3

68.3
72.4

76.8
81.4

86.2

2022 2023E 2024E 2025E 2026E

Germany France

29.0%

25.7%
18.0%

14.9%

12.3%
Skincare
Toiletries
Haircare
Fragrances
Cosmetics

The market has considerable growth potential due to rising demand for private label, anti-aging products 
and a strong presence of physical store and online distribution networks

Europe | Overview

Market overview ($ bn)* Key themes

Source: Statista, Cosmetics Europe and Press Releases

• European beauty & personal care market is expected to register a CAGR of 5.1%
between 2022-26 due to growing demand for private label beauty products and 
anti-aging products. New products such as organic & natural personal care 
products and men’s grooming products are also expected to aid growth

• In recent years, variety in beauty & personal care has evolved across categories 
due to increasing availability of private label brands
− SMEs are key drivers of innovation and economic growth. There are c.6,300 

SMEs in Europe, which showcases the opportunities for new companies in the 
beauty & personal care market

− With the help of social media marketing, several private label brands are 
positioning themselves as an affordable luxury brand in order to cater to multi-
generational consumer groups

• High demand for natural skin care products (growing consciousness towards 
health) and sun protection products are instrumental in driving the growth

• Online retail is expected to be the fastest growing sales channel in the near-term. 
However, distribution of beauty & personal care products through specialist retail 
stores, pharmacies, supermarkets/hypermarkets, etc. will continue to remain a 
critical medium as buyers need to test the product physically before purchasing

• Germany, France and Italy accounted for ~35% of the Europe’s market in 2022

Market share of beauty & personal care categories (includes the UK) 

2021

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; Rest of Europe includes UK

119.7
125.7

132.1
138.8

145.8

Country-wise 
CAGRs

6.0%

3.8%

3.2%

3.6%

4.3%

Highly competitive market with presence of global, as well as, regional players, focusing on gaining 
competitive edge through new product launches and acquisitions

Europe | Key players

Note: 1. Europe region 2. Geographic revenue of France; 3. Geographic revenue of Europe & Africa 

Year: 2022
Revenue: $12,466m1

Operates through Personal 
Care, Foods, Home Care, and 

Refreshment segments

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Year: 2021
Revenue: $497m

Manufactures cosmetics products 
such as lipsticks, nail care items, 

foundations and others

Manufactures cosmetics products 
such as lipsticks, nail care items, 

foundations and others

Year: 2022
Revenue: 
$23,449m1GmbH

Offers brands like NIVEA, 
Eucerin, La Prairie, Labello, 

Florena, 8x4, etc.

Year: 2021
Revenue: 
$4,181m1

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Manufactures cosmetics products 
such as lipsticks, nail care items, 

foundations and others

Manufactures natural and 
organic ingredient-based 

cosmetics

Offers fragrances, skincare 
products, shampoo and other 

haircare products

Manufactures and sells face 
and body care, and make-up 

products

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Year: 2022
Revenue: 
$1,259m2

Manufactures personal hygiene, 
child care, incontinence, and 
household cleaning products

Year: 2021
Revenue: 
$558m2

Manufactures and sells 
cosmetics, make-up products, 

and skin care products

Manufactures and sells 
cosmetic products

Year: 2021
Revenue: $621m2

Manufactures and sells fragrances, 
cosmetics, colognes, make-up 

products and others 

Manufactures perfumes and 
cosmetic products

Year:2021
Revenue: 
$1,247m2

Year: 2022
Revenue: $1,204m1

Manufactures and sells 
cosmetics and chemicals for 

household use

Revenue: 
n/a

Manufactures perfumes and 
cosmetics

Manufactures, sells, and distributes 
disposable personal hygiene products for 

babies, women, and adults 

Year: 2021
Revenue: $2,305m2

Manufactures and sells 
cosmetics and skin care 

products

Year: 2021
Revenue: $266m3

Source: Mordor Intelligence: Europe Beauty and Personal Care Products Market Report and Capital IQ 

Germany

France

Italy

Spain

Belgium Switzerland

Revenues: 
n/a

Year: 2022
Revenue: 
$1,046m1

Year: 2022
Revenue: 
$23,449m1

Year: 2021
Revenue: $102m

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Year: 2022
Revenue: $12,223m1

Year: 2022
Revenue: 
$12,223m1

Year: 2022
Revenue: $12,223m1

Year: 2022
Revenue: 
$12,223m1

Year: 2021
Revenue: 
$800m
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Rising disposable income, lifestyle changes and increase in online shopping channels are the notable 
factors driving growth in the APAC region

APAC | Overview

Market size* ($ bn) Key themes

Skin care: APAC sales split by premium and mass (2021)1

Source: Morningstar broker report, Statista, Euromonitor Sector Capsules and Other Press Releases

Rising sales for beauty & personal care products
• Market is expected to register a CAGR of 6.3% between 2022 and 2026. Growth 

will be driven by the growing consciousness about personal appearances and an 
increase in disposable income levels in the region

Geographic disparity in spending and perception on personal care
• Expenditure on personal care products differs hugely across the region with 

Hong Kong way ahead - c.50% of beauty sales in Hong Kong comes only from 
tourist spending

• Spending on personal care in Singapore, Japan, South Korea and Taiwan also 
differs vis-à-vis Malaysia, Philippines and Indonesia 

• Different perceptions of beauty spendings are exhibited across the region. In 
South Korea, 45% of consumers spend on beauty care products due to aging; 
56% of consumers in Japan spend on beauty care to look presentable and 48% 
of consumers in China spend to look their best

Skincare sales dominate the beauty & personal care market
• Skincare dominates beauty & personal care market in the region accounting for 

42% of all beauty sales. This is significantly higher, than its contribution in Europe 
(23%) and North America (22%)

• Pollution and lifestyle changes are also driving the demand for skincare products

China holds the largest market for beauty & personal care in APAC
• China holds the largest share in beauty & personal care sales in APAC. In 2022, it 

surpassed the US to become largest beauty market by retail sales 
• China’s local beauty brands are popular among millennials and Gen-Z 

consumers and are growing rapidly in second and third tier cities
• The primary driver of growth in China is the per capita consumption of skin care, 

which is expected to increase from $32.3 in 2021 to $78.9 in 2031. This is closer 
to Japan and South Korea's 2021 metrics of $121.3 and $129.3, respectively

Increased focus on social media advertising and on internet retailing
• Beauty & personal care companies in APAC are increasingly advertising about 

cosmetics with medicinal benefits on social networking sites such as Facebook, 
Twitter, YouTube to garner additional sales

• Internet retailing for beauty & personal care products is gaining traction in APAC. 
Companies are focusing on considering e-commerce as their core strategy for 
enhancing sales

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; 1. South Korea numbers are for year 2020

58%

29%

53%

61%

42%

71%

47%

39%

China

Hong Kong

South Korea

Japan

Mass Premium

Highly fragmented market with a strong presence of regional brands along with global conglomerates
such as L'Oréal, Unilever and P&G

APAC | Key players

Note: 1. Revenue for entire company and 2. Geographic revenue for South Asia Pacific, Middle East, North Africa
Source: CapitalIQ

Operates through Personal 
Care, Foods, Home Care, and 

Refreshment segments

Year: 2022
Revenue: $2,578m

Offers home care and personal 
care products like hair color, 

hair care, color cosmetics

Operates through oral care 
and personal care products

Year: 2022
Revenue: $485m

Offers feminine care products 
and healthcare businesses

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

India Year: 2022
Revenue: $916m

Year: 2022
Revenue: $641m

Year: 2022
Revenue: 
$3,166m2

Manufactures and sells beauty, 
household, and healthcare 

products 

Revenue: 
n/a

Operates as a beauty brand and is a 
subsidiary of LG H&H

Year: 2022
Revenue: $93m1

Provides beauty products made 
from natural ingredients

Revenue: 
n/a

Offers skincare, make up, 
body and hair beauty 

products

Revenue: 
n/a

Operates as Skin care brand 
and is a subsidiary of Estée 

Lauder

South Korea Year: 2021
Revenue: 
$2,360m

Manufactures and markets 
skin care, makeup, fragrance, 

and hair care products

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Offers fragrances; skincare products, 
shampoo, and other haircare products, 

as well as, body care products

Manufactures and sells beauty, 
household, and healthcare 

products 

Manufactures and sells skin 
care products

China Year: 2022
Revenue: 
$1,971m

Revenue: 
n/a

Year: 2022
Revenue: 
$3,166m2

Year: 2021
Revenue: 
$1,606m3

Offers fragrances; skincare 
products, shampoo, and other 

haircare products, as well as 
body care products

Operates through skin care, 
cosmetic and hair care business 
through brands like Kanebo and 

Sofina

Provides makeup, skincare, 
nail care, and hair care 

products

Offers skin care, body care, 
make up, hair care and health 

food

Japan Year: 2022
Revenue: $6,425m Year: 2022

Revenue: $1,236m

Year: 2022
Revenue: $1,852m

Year: 2022
Revenue: $1,226

Year: 2022
Revenue: 
$6,031m

The young and middle-class population are highly influenced by recent trends in the grooming & fashion 
industry and display a strong preference towards western culture

Africa | Overview

Market overview

Africa beauty & personal care product market* Africa’s top 5 beauty & personal care market in 2022 ($ bn)

$51.5bn

2022

$69.5bn

2026E

Key themes

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; Source: Statista, Technavio and Press Releases

Macroeconomic growth and favorable demographics driving demand for beauty & personal care products
• According to the African Development Bank, there are over 300m people in the middle-class category who spend between $2-$20 a day
• Africa’s beauty & personal care product market was estimated to have grown 8%-10% per year between 2017 and 2022 due to economic growth, rise in disposable income of middle-

class people and a growing youthful population
− A significant majority of Africans in the middle-class are young. More than half of its one billion people are below the age of 20

Burgeoning demand for beauty & personal care products from Sub-Saharan Africa is expected in the near-term
• Sub-Saharan Africa currently accounts for 3% of the global beauty products sales and is expected to double in the near-term due to strong economic growth, high birth rates and 

rising middle-class
• Hair & body care products are predominantly preferred by people in Sub-Saharan Africa. Further, demand for facial care products is expected to have a strong potential in the near-

term
• Nigeria, Egypt and South Africa are some of the largest markets for beauty & personal care in Sub-Saharan region. In South Africa, majority of the sales are made through structured 

distribution channels

Inadequate manufacturing capabilities for beauty & personal care products have led global beauty conglomerates to make significant investments in the region
• Inadequate manufacturing capabilities for cosmetic and personal care products in Africa have provided opportunity for big global beauty & personal care brands to enter the region 

and sell their products. L'Oréal and Procter & Gamble are some of the two prominent companies who have set up manufacturing units for beauty & personal care products within the 
region

Rising demand for organic natural beauty products
• The natural beauty industry is steadily growing as African consumers opt for organic natural beauty products due to harmful preservatives in synthetic and chemical-based beauty 

products
• Nigeria, South Africa, Ethiopia, Kenya, Uganda, Tanzania and Mozambique are some of the largest markets for organic beauty products. Euromonitor expects the natural beauty 

market to grow significantly in these countries in the near-term

6.4
5.4

3.6
1.8 1.5

Nigeria Egypt South Africa Kenya Morocco

Market estimates

Estimates state that up to 20% of cosmetic 
products sold in the African market are for hair 
care products

Estimates state that c.30% of all cosmetic 
products sold in Africa every year are in the 
skin care category

Estimates state that more than 50% of the 
growth will originate from South Africa during 
2022 – 2025 

A highly fragmented market in which companies are increasingly offering a variety of hair care and 
cosmetic products to tap into the growing middle-class wallet size

Africa | Key players

Source: Capital IQ

Operates through Personal 
Care, Foods, Home Care, and 

Refreshment segments

offers beauty products, 
including skincare, fragrance, 

and color cosmetics; and 
fashion and home products

Revenue: 
n/a

Operates in five segments: 
Beauty; Grooming; Health Care; 
Fabric & Home Care; and Baby, 

Feminine & Family Care.

Operates through oral care 
and personal care products

Offers hair care, coloring, skin care, 
make-up, and perfume for men and 

women

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Offers personal care products, 
, hand hygiene products, 

superior bathing products 

Manufactures and markets 
skin care, makeup, fragrance, 

and hair care products

Revenue: 
n/a

Offers skin and body care 
products.

Revenue: 
n/a

Operates in five segments: Beauty; 
Grooming; Health Care; Fabric & Home 

Care; and Baby, Feminine & Family Care.

Manufacturer of personal and 
home care products 

Revenue: 
n/a

Offers hair care, coloring, skin 
care, make-up, and perfume 

for men and women

Operates through Personal 
Care, Foods, Home Care, and 

Refreshment segments

Note: 1. Revenue for Oral, Personal and Home Care - Africa/Eurasia region (excludes Asia Pacific); 2. Revenues for Europe, Middle East and Africa 

South Africa

Nigeria

Kenya

Revenue: 
n/a

Revenue: 
n/a

Year: 2022
Revenue: $1,082m1

Revenue: 
n/a

Year: 2022
Revenue: 
$7,681m2

Revenue: 
n/a

Revenue: 
n/a

Revenue: 
n/a

Year: 2022
Revenue: $140m
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Perspectives 
for the Future 
for K-beauty 

Although e-commerce is expected to become a dominant channel in the coming years, brick-and-mortar 
stores will continue to remain relevant as they offer in-person experience which is an important deciding 
factor for beauty & personal care sales

E-commerce is the fastest-growing channel for beauty sales

Key themes

Key Players

E-commerce to gain dominance

• Globally, online channel constitutes multiple avenues such as social selling 
on platforms like Instagram, TikTok, WeChat and others; marketplaces such 
as Amazon and Lookfantastic; and traditional retailers and brands’ e-
commerce sites

• Beauty & personal care leaders are also betting more on online channel, for 
example, Loreal announced early in 2020 that it is aiming for 50% of total 
sales from online channels
± An emerging channel within e-commerce is social commerce, where 

brands and retailers use social media platforms to drive discovery, 
conversion and purchase

± Social commerce sales across all categories in US are expected to reach 
$80bn in 2025 from $45bn in 2022

± The potential for social commerce has also attracted capital, for example, 
in August 2021 PE-firm Permira invested in CommentSold, a US-based 
software company that lets influencers sell directly via livestreams

Enhanced shopping experiences will be key differentiator for brick-and-mortar 
stores

• Although ecommerce has picked up post pandemic and is projected to grow 
in the coming years, brick-and-mortar stores are still leading the beauty 
sales

• Going forward, product efficiency, enhanced shopping experiences and 
ethical practices will be key differentiators for brands and retailers
± In December 2022, Ulta Beauty, a US-based beauty retailer, introduced a 

new layout in about 44 stores to better showcase its mass and premium 
categories. Along with its in-store salons, it also launched beauty bars 
that offered brow and makeup services in partnership with Benefit and 
MAC Cosmetics

± Another example of experiential retail includes Glossier, a US-based D2C 
makeup brand, which expanded its physical footprint by opening stores 
in Brooklyn and Philadelphia in 2022. The stores focus on discovering 
new products and building community

o Glossier uses a different theme for each location, for example, 
its Washington location is aviation themed emphasizing Jet Age 
of mid 20th century

o The stores also have separate rooms for skin care and makeup 
and an outdoor space with a cafe to promote engagement

Development of organic and cannabis-based products and introduction of smart beauty devices are 
some of the initiatives undertaken by the beauty giants in order to maintain market share 

Niche products and technology

Development of organic beauty products for men – a growing target market
• Many companies are developing natural and organic ingredients in the personal care market for men or are acquiring companies engaged in 

organic products for men
− In Sept 2021, Fellowship Soft, a UK startup, created a line of inclusive personal care products using natural and sustainable ingredients to 

encourage men to take care of their health and well-being
• Companies such as Asos, Calvin Klein and others offer make-up for men while startups like Context have all launched gender-neutral makeup lines

Development of cannabis beauty products
• Several major beauty & personal care companies have commenced integrating the cannabis plant’s natural ingredients into their skin care 

portfolios (smoothen the skin) as they foresee high demand for cannabis organic beauty products
• Development of cannabis beauty products remains at an early stage and only a few companies such as MyChelle Dermaceuticals and Koru 

Pharmaceuticals have launched a skin care line based on cannabis plant natural ingredients

Development of connected beauty systems
• Many big beauty companies are showcasing their technological capabilities in their beauty products. According to Insight Partners, the global 

beauty devices market represents a $80 bn opportunity by 2027, driven by the rising prevalence and treatment of skin disorders and the high 
awareness of the effects of hormonal imbalance on skin
‒ Shiseido’s Optune, an IoT powered skincare system integrates a mobile app that leverages AI to detect users skin conditions and then 

dispenses a personalized formula each day. Optune can deliver 80,000 possible combinations

Incubation of big tech brands by beauty giants

• There has been a notable increase in incubation2 initiatives by big beauty companies after witnessing the success of Seed Beauty (an incubator1) 
which is behind successful launches of Color Pop, Kylie Cosmetics and more

• Some of the examples of internally incubated brands are Revlon’s Flesh, L'Oréal Seed Phtonutrients and Unilever’s Skinsei 
− Revlon’s Flesh is specifically designed to complement different skin tones and includes foundation, 14 highlighters, 13 lipsticks and 8 shades of 

blush at a premium price point
− L'Oréal launched Seed Phytonutrients, a sustainable brand with ingredients from locally sourced organic farmers

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases 

Note: 1. An incubator helps startups in their infancy succeed by providing workspace, seed funding, mentoring and training 2. Incubation function is usually done by companies who have experience in the business and 
tech world

Companies are seeking the use of social media, influencer marketing and AR technology to promote 
their brands & products. This is shaping the opinions and buying decisions of consumers 

Customer influencers and experiences

Virtual try-on
• Virtual try-on combines both augmented reality (AR) and computer vision by enabling shoppers to virtually test different looks while 

simultaneously collecting behavioral data for brands
• Virtual try-on tech collects a variety of data points around facial characteristics such as face shape, skin tone, wrinkles and more which can help 

beauty & personal care companies determine what types of products people purchase
− L'Oréal have launched a variety of AR powered beauty experiences for its beauty brands

Sustainable packaging
• Millennials and Gen-Z are increasingly attracted towards environment friendly and sustainable packaging for beauty & personal care products 
• To tap into this trend, beauty companies are increasingly investing in technologies which promote sustainable packaging (environmentally-

friendly)
− Unilever has pledged to halve its use of plastic in packaging for beauty & personal care products by 2025
− L'Oréal has invested in Carbios, a biotech start-up which is developing plastic recycling technologies

Use of social media
• Beauty & personal care consumers are increasingly attracted towards social media – a platform where brands and consumers interact and 

engage in real-time
• Beauty brands have capitalized on the popularity of social media platforms and have brought the marketplace in consumer's hand. Visual social 

media platforms such as Instagram are being used as virtual stores with feeds acting as virtual product displays
− Aimee Song, whose Instagram page has 7 million followers, was reported to be paid $500,000 to partner with beauty brand Laura Mercier

Use of influencer marketing
• Social-media influencers are changing the face of the beauty industry as consumers are increasingly rejecting traditional forms of marketing like 

TV commercials, magazine ads and even those with celebrities pitching beauty products
− British makeup guru Katie Jane Hughes posts photographs of her face (using various brands of cosmetics, eye lids and creams) on Instagram 

almost daily for her 856,000 followers. Her posts have compelled thousands of customers to purchase the products she recommends

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases 
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Beauty companies are selling their products online and placing less emphasis on traditional spas and 
salons, driven by the availability of on-demand beauty services at home

Digital customer acquisition and infrastructure

Next-generation tech products
• Beauty companies are increasingly investing in technology and developing next generation tech products to reach and engage with customers
• In recent years, large and small beauty brands have introduced several smart devices/cosmetics in the market in order to enable customers to 

approach their personal care at a whole new level
− L'Oréal has developed a smart hairbrush which uses advanced sensors with signal analysis algorithms to score hair quality and monitor the 

effects of hair outcomes

Online sales of beauty products
• Online sales of beauty and cosmetic products have witnessed exponential growth in recent years globally

− In Europe, over eight in ten internet users purchase beauty and cosmetic products via online channels
− According to Forrester, by 2024, 25% of the global personal care market will be online, up from 13% in 2018

• Companies are increasingly trying to harness data to identify customer preferences and connect that with the ability to purchase on its e-
commerce platform

• Beauty conglomerates are now more focused on reaching their customers through apps and e-commerce platforms. The dependence on their 
relationships with physical shops and spas has significantly reduced

Unbundling of the traditional spa and salon

• Beauty services are decoupling from traditional spas and salons due to availability of on-demand technologies and devices. Such devices could 
potentially point to a future of at-home spa and salon services
− Drybar, founded in 2008, upended the traditional salon model by offering spaces solely devoted to hair blowouts
− AmorePacific filed a patent for a “face massaging device” that can provide various massage functions to a consumer at home like “massage 

carried out by human hands” in order to prevent aging and improve skin elasticity 

Rising partnership between beauty giants and big tech companies
• Beauty and tech industry are becoming increasingly intertwined. Tech giants such as Google, Amazon, Facebook and Apple are pursuing high 

margins in beauty through partnerships with beauty companies
− Instagram’s partnership with beauty brands since several users see visuals of beauty products on Instagram platform and buy them
− Sephora’s partnership with Google Voice Assistant to launch its own app which allows users to book beauty services, take quizzes and listen to 

influencer-curated beauty podcasts 

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases 
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APPENDIX 

- Key Regulations & 
Agencies

- Market Definition
- Glossary

Key Regulations & Agencies | North America (1/2) 

United States (National) Key regulations

Major agencies associated with this 
industry Scope

Consumer Product Safety 
Commission (CPSC) Product safety, children’s products, child 

resistant closures, soap

Customs and Border Protection 
(CBP) Country of origin for most imported 

products

Environmental Protection 
Agency (EPA) Pesticides; toxic substances 

Federal Trade Commission (FTC) Unfair trade practices, environmental 
and product performance claims; “Made 
in USA” claims

Food and Drug 
Administration (FDA

Cosmetics regulations, microbeads, color 
additives, cosmetic ingredient 
regulations, cosmetic packaging and 
labeling (including CPSC requirements 
for cosmetics); Voluntary Cosmetic 
Registration Program; Federal Food, 
Drug, and Cosmetic (FD&C), Fair 
Packaging and Labeling Act (FPLA)

United States Department 
of Agriculture (USDA) Organic claims

• Packaging and containers holding children’s cosmetics are subject to the 
Consumer Product Safety Improvement Act (CPSIA), which also sets limits for 
lead content in child-care articles and substances

• Marking of imported articles and containers: All products imported into the US 
must conform to 19 CFR 134, Country of Origin Marking regulations

• The Federal Insecticide, Fungicide, and Rodenticide Act (FIFRA) Act states that 
products that kill or repel bacteria or germs are considered pesticides and must 
be registered with EPA before distribution or sale

• The introduction or delivery of adulterated or misbranded cosmetics in 
interstate commerce is a prohibited act under the FD&C Act

• FDA regulations prohibit or restrict certain ingredients from being be used in 
cosmetic products that may be injurious to users

• Soap (not included as cosmetic as in the FD&C Act) is regulated for safety by the 
CPSC under the Federal Hazardous Substance Act (FHSA)

• The Sunscreen Innovation Act (SIA) provides a process for review of safety and 
effectiveness of nonprescription sunscreen active ingredients

• Color additives for use in cosmetics must meet strict FDA approval, regulations 
for use, specifications and restrictions

• Consumer Review Fairness Act bars business activities intended to prevent 
people from giving honest reviews for products/services they receive

Source: US NIST and Press Releases
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Major agencies associated with this 
industry Scope

State authorities responsible 
for weights and measures Labeling

Toxics in Packaging 
Clearinghouse (TPCH) Packaging

California Office of 
Environmental Health Hazard 
Assessment (OEHHA)

Toxic chemicals; maintains Prop 65 (list 
of substances for which manufacturers 
must warn consumers) 

California Department of Food 
and Agriculture Organic claims

Illinois Department of Public 
Health Lead labeling

Minnesota Department of 
Commerce Formaldehyde, triclosan

Louisiana Department of Health 
and Hospitals Cosmetic registration and labeling

Florida Department of Business 
& Professional Regulation, 
Division of Drug, Devices and 
Cosmetics

Manufacturer permit

Key Regulations & Agencies | North America (2/2)

United States (State-wise) Key regulations

• Minnesota banned formaldehyde in children’s personal care products 
like lotions, shampoos and bubble baths in 2013

• Washington adopted the Children’s Safe Product Act, which requires 
manufacturers of children’s products to report to the state if it contains 
a “Chemical of High Concern to Children”

• The California Safe Cosmetics Act requires manufacturers to disclose to 
the state any product ingredient that is on state or federal lists of 
chemicals that cause cancer or birth defects

• In order to reduce volatile organic compounds (VOC) emissions, the 
California Air Resources Board (CARB) has set VOC limits (percent by 
weight) for a variety of consumer products including fragrances, nail 
care or hairsprays

• In Illinois, the Lead Poisoning Prevention Act makes it illegal to sell or 
give away any lead-bearing substance that may be used by the general 
public, unless it bears a warning statement

Source: US NIST; Lascom and Press Releases
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EU

Major Regulatory 
Compliance Body Scope Category Key Points in the Regulation

EU Cosmetics Product 
Regulation EC 1223/2009

Definition of a cosmetic product, R&D 
and manufacturing of cosmetics 
products to production, distribution 
and market support, testing (including 
animal testing) safety assessment, 
labeling, packaging, etc.

Health

• One of the main regulatory framework for cosmetic products in Europe which aims 
to ensure a high level of protection for human health

• The regulation requires that notification must be provided to the designated 
competent authority prior to placing a cosmetic product on the European market. A 
product information File (PIF) for each cosmetic product must also be maintained 
and made available upon request

• Regulation affects manufacturers and importers of cosmetics products suppliers of 
cosmetics ingredients

• Suppliers of natural ingredients from developing countries should provide data 
supporting no animal testing claims

Registration, Evaluation, 
Authorization and 
Restriction of Chemicals 
(REACH)

Chemical substances Product and Health

• Responsibility for fulfilling the requirements of REACH, such as registration lies with 
the importers established in the EU, or with the representative of a non-EU 
manufacturer established in the EU

• Importers that import more than 1 ton of natural ingredients are obliged to register 
them with a REACH central authority. Natural ingredients that are not registered 
cannot be used in the EU, unless they are exempt

CLP Regulation (CE) 
1272/2008

Classification, labeling and Packaging 
regulation Product, Health and Consumer

• Facilitates global trade and the harmonised communication of hazard information 
regarding chemicals and to promote regulatory efficiency

• Natural ingredients have to be labeled and packaged in a way that protects workers, 
consumers, and the environment. It is at the discretion of the suppliers to decide 
the classification of a substance or a mixture

• Suppliers of natural ingredients from developing countries should ensure that their 
batches are labeled in line with the CLP regulation

EU ABS regulation Biodiversity Health

• Aims to ensure that companies share the benefits from the use of genetic resources 
and traditional knowledge with their regulatory providers

• Suppliers of natural ingredients to the cosmetics sector should integrate biodiversity 
and species protection into their ethical sourcing programmes

EU Commission Decision 
2019/701 Ingredient Labeling Product, Health and Consumer

• The commission states that the International Nomenclature for Cosmetic 
Ingredients (INCI) names should be there on cosmetic and personal care products. 
The INCI for "chemical" ingredients are based principally on the International 
Dictionary produced by the US trade association for cosmetic and personal care 
products

• The labels on all cosmetic and personal care products must contain a list of 
ingredients used. This information is identical for the same product across the 
European Union

Key Regulations & Agencies | Europe (1/2)

Source: Press Releases

UK

Major Regulatory 
Compliance Body Scope Category Key Points in the Regulation

UK Registration, 
Evaluation, 
Authorization and 
Restriction of 
Chemicals (REACH)

Chemical substances Product and Health

• Applies to most chemical substances that are manufactured in or imported into 
Great Britain (GB) (England, Scotland, Wales)

• Importers that import more than 1 ton of natural ingredients are obliged to register 
them with a REACH central authority. Natural ingredients that are not registered 
cannot be used in the EU, unless they are exempt

Medicines and 
Healthcare Products 
Regulatory Agency in 
UK

Covers claims for cosmetic product 
borderlines (which contains features of 
medicine). It includes
claims for anti-microbial hand cleansing 
products (cosmetic/medicine), skin 
conditions, cosmetic/medicine borderline 
for toothpaste, etc.

Product, Health and Consumer

• The agency states that in deciding whether a product is cosmetic with a secondary 
preventative cause or a medicinal product, account would be taken of the main 
purpose of the product, the claims made for it, the composition of the product and 
the purpose for which it is likely to be used by the consumer

• Provides guidance on topical products for antibacterial, antiseptic, antimicrobial, 
general disinfection and cleansing of skin

• Products intended to treat or prevent eczema, psoriasis, dermatitis or other adverse 
skin conditions will be considered to be medicinal products by the agency since they 
do not fit under the definition of cosmetic products

• Products which are used in association with a device, e.g. products for use on a 
teeth or with false teeth, are likely to be classified as medical devices

• Cosmetics are generally exempted from the biocides regulation but exceptions may 
arise in very rare cases

• Cosmetic products with a primary cosmetic function can make secondary biocidal 
claims without being classified as biocidal products. The classification of these 
products is made on a case by case basis

Key Regulations & Agencies | Europe (2/2)

Source: Press Releases

Germany

Major Regulatory 
Compliance Body Scope Category Key Points in the Regulation

Lander’s Competent
Authorities

Food safety and cosmetic product imports Health • Product imports of cosmetic products should be declared

Federal Office for 
Consumer Protection 
and Food Safety

Cosmetic Products Health • Compositions of cosmetic products should be declared

Key Regulations & Agencies | Asia & Latin America

China

Major Regulatory Agency Scope Category Key Points in the Regulation

National Medical Products 
Administration (NMPA)

Definition of cosmetic 
products, Registration for 
cosmetic products, hygiene 
supervision of cosmetics, 
safety and technical 
standards, testing, labeling 
and customs supervision 
and border protection

Product, Health 
and Consumer

Registration and Approval and Classification of Cosmetics under CSAR and 
• Cosmetics sold in China need to be approved by NMPA. Imported special use cosmetics (SUC), domestic 

SUC and new cosmetic ingredients require a pre-market registration while imported non-SUC and domestic 
non-SUC are subject to pre-market filing

• The new CSAR regulation introduced reclassification of cosmetics into general cosmetics and special use 
cosmetics. Further, ingredients considered high risks including new preservatives, sunscreens ingredients, 
colorants, hair dyes and whitening agents need to register and obtain approval from NMPA

Testing: 
• Cosmetics must be tested in NMPA-designated testing Institutions in China. Thirty-three Chinese testing 

institutions have been authorized to perform the tests
• On animal testing, non-SUC companies are exempted from animal testing if they are manufactured under 

certified GMP conditions and the safety risk assessment results can sufficiently prove product safety
Labeling: 
• The regulation on cosmetic label management provides guidance and requirements on the contents and 

elements of labels. Other regulations pertaining to labeling of the hygiene supervisions over cosmetics and 
the food and drug administration also apply

Customs supervision
• Has detailed rules for supervision and inspection of import and export of cosmetics

Brazil

Major Regulatory Agency Scope Category Key Points in the Regulation

Brazilian Health Regulatory 
Agency (ANVISA)

Toiletries, perfumes and 
cosmetics sanitary 
regulation including: 
authorization of the 
operation of manufacturers 
and importers; marketing 
authorization, post-market 
sanitary control and border 
control

Product and 
Health 

• Under ANVISA, only products listed in Annex VIII (sunscreen and suntan, hair strengtheners, topical insect 
repellents and antiseptic gels for hands) are subject to the pre-market approval procedures

• Certain cosmetic products are considered exempt from pre-market approval by ANVISA, although are 
subject to a notification procedure, aiming at informing ANVISA about the intention to market a product

• According to a press release (2018), regulations applicable to cosmetic products intended for children have 
been simplified by removing the obligation to register these cosmetic products before placing in the market

Hygiene, Perfume, Cosmetics 
and Sanitizing Products 
Management (GHCOS)

Personal care products, 
cosmetics, perfumes and 
sanitizers

Product and 
Health 

• GHCOS falls under ANVISA and helps coordinate, supervise, and control the activities related to the 
registration, information, inspection, norms and standards establishments, compliance with regulations 
concerning the sanitary surveillance of personal care products, cosmetics, perfumes and sanitizers

Source: Press Releases and NIST Report: A Guide to Brazil: Toiletry, Perfume and Cosmetics Products Compliance Requirements



31주제 발표 Ⅰ |  글로벌 화장품 트랜드와 해외 수출 확대를 위한 제언글로벌 화장품 트랜드와 화장품 산업 현황과 미래30

Key Regulations & Agencies | Middle East

Saudi Arabia 

Major Regulatory 
Agency Scope Category Key Points in the Regulation

Saudi Food and 
Drug Authority 
(SFDA)

Product Classification 
guidance, manufacturing, 
import, distribution, sale and 
marketing of cosmetics 
products. Also includes 
packaging, labeling and 
customs supervision

Product

Registration and Approval: 
• All cosmetic products to be marketed in KSA must be notified to the SFDA through the agency’s electronic notification 

system eCOSMA. Further, a local affiliate (individual of Saudi origin or locally registered company) is mandatory for 
notification who will act as license holder on behalf of the product for foreign manufacturers

Packaging
• On May 27th 2014, the Saudi Food and Drug Authority (SFDA) published a new circular regarding packaging for 

cosmetics, introducing the requirement that every cosmetic product shall be sealed to ensure consumer safety
Labeling
• There are different labeling requirements for cosmetics. Hence, a cosmetic product must be labeled according to the 

specifications outlined for each cosmetic

Source: Press Releases

Market Definition

Terminology Scope

Beauty & Personal Care Market • Includes personal care products such as hair care, skin care, bath and shower, oral care, men’s grooming products 
and deodorants and antiperspirants

• Also includes beauty and cosmetics products such as facial cosmetics, eye cosmetics products, lip and nail-make up 
products, hair styling and coloring products

North America • Includes countries such as US, Canada and Mexico

Latin America • Includes countries such as Brazil, Mexico, Argentina, Peru, Venezuela and the rest of Latin America

Europe (includes UK) • Includes countries such as Germany, Spain, France, Italy and the rest of Europe

APAC • Includes countries such as India, China, Japan, Australia and the rest of Asia-Pacific

Africa • Includes countries such as South Africa, Nigeria, Kenya and the rest of Africa

Glossary

Term Definition

AI Artificial intelligence

APAC Asia-Pacific

AR and VR Augmented and virtual reality

bn billion

CBP Customs and Border Protection

CPSC Consumer Product Safety Commission

CPSIA Consumer Product Safety Improvement Act 

EPA Environmental Protection Agency

EV Enterprise value

FDA Food and Drug Administration

FHSA Federal Hazardous Substance Act (FHSA)

FIFRA The Federal Insecticide, Fungicide, and Rodenticide Act 
(FIFRA) Act 

FTC Federal Trade Commission

G-beauty German beauty

IoT Internet-Of-Things

K-Beauty 
products Korean beauty products

LATAM Latin America

m Million

NMPA National Medical Products Administration

OEHHA California Office of Environmental Health Hazard 
Assessment 

SFDA Saudi Food and Drug Authority

Term Definition

SIA Sunscreen Innovation Act

TPCH Toxics in Packaging Clearinghouse

USDA United States Department of Agriculture
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$534bn

2022

$671bn

2026P

CA
GR of 5.9%
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Source: Deloitte Analysis

글로벌 화장품 장ݡ

$8.9bn

2022

$12.6bn

2026P

CA
GR of 9.08%

글로벌 K-٨ન 장ݡ

• 아시아-태평양지역에서 65% 이상의매출
발생

• 마스크팩, 보습제, 클린징제품이주요
매출품목으로집계됨

• 아시아 (특히중국) 시장이가장비중이큼
• 아프리카와남미의뷰티시장이연간 7.8%의
성장을보일것으로예상됨 (2022-2026)

ᤀ⍜➌䅔㊥㾈ⷜ㊥㉀ 2026᱄ぽ 6,710サᷬ⋬ᣜ▨⍜㒝ᜀ䁠ឃ㈼⍜ㄈ⯁Ἐ╰ᤀ⍜➌ K⣰㷰ⷜ㊥㉀ぽ 126サ
ᷬ⋬ᣜ▨⍜㒝ᜀ䁠ឃ㈼⍜⟴㊅᷈ᷤ.

© 2024. For information, contact Deloitte Anjin LLC 

ⰸោ㌁䅔㊥㾈ᤰヅ⤌⊜

Note: Not an exhaustive list

Source: Company websites; Deloitte Analysis

글로벌 화장품 ࡿ߳ی
트렌드
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ᤀ⍜➌Ⲍ⥄㊐ῤ㉘᜕, ⮬䆌, 䅘ួバḀ䁜㉸ⷝ㉴᜕䅔Ἠバ‰≼䅔㊥㾈⮰ヅバⰜ㭴⒰⣰㷰, 㭬⏨ゼ㷰䀄⒬,    
㥜䅘ួ㻬㊥㉴㏼㆔㶸⌌⍜㊐⒬㊡០㊈ⶵ᷈ᷤ.

(1) ㌜㾈 - 䀼⢀ㅀộ☼ 䅘ួバ ㉴⍜ㆴ ㌜㾈Ⱐ䄸

Source: Deloitte Report

ո ٨ન (Clean beauty)

✓ ଞ성ٗ을࢈ࡪ연에˕간ࢉ
ଥଞ성ٗ을ؑ제ଞࡪˈଜࡈی
장품.

✓ ˁࠒଯ이ࢵʃѸѦԼ
ʎ발ଞ૦장  ,ࡈࢢ ,ࡈیࢢ)
리ଗ가М).

✓ Ց߯ન ଋն (Cruelty-free)

✓ 제품성ٗ˕ࠬ제품에оଥѰי
.제품ࡵ߉ଵ을ଜ지ݨ

✓ ফ̒에Еࢉ간의ଔٕۿ૦ձ
ؑ양ଜݨࠆଵଜЕо؏ئ이
일؆Ѹˈࡸ.

Leaping Bunny와 Global Beauty Without Bunnies

ո ٨ન (Clean Beauty) Ց߯ન ଋն (Cruelty-free) ୗʾ ૣ장 (Eco-friendly Packaging)

© 2024. For information, contact Deloitte Anjin LLC 

ᤀ⍜➌䅔㊥㾈ᤰヅῤ㉀Ⲍ⥄㊐ῤ㉘ᷤゑⰱ, 䄕㻉ⰱ, 㻬ㆩⰱ㉄០⌤䁘レ㌜㾈Ⱌ⥄ⶤ⑼✜䁨㈼⍜Ⲍ⥄㊐
ᤰ✘㉄䅕Ḁ䁘០㊈ⶵ᷈ᷤ. 

(2) ០ - ᷤゑⰱ, 䄕㻉ⰱ, 㻬ㆩⰱバḀ䁜០⌤㒝ᜀ (Diversity, Equity, Inclusion)

Щۺߣ

ۺ

ۺࡅૣ

글로벌 ࡲҗٵܒ ࢳݣ ,ࢄΜ ,˩ࣔ ,ࣔࢆ ,شۺ
ʟ࣌ Ҝࢄ Щߣଙ֯ ɺ̘ Щխ Пऄ를 ʆ˅ ࡵࢎ

화장품 ࡅۉ ٖն한 ࡳʟ࣌ ɹऎ ࢄҗٵܒ
Щխ ˒җٵܒ 한ݟٵ 수࣮ࡿ ୧˒를 ـ 수 ѣԹࢎ
ʬҗࢄ ࡿѣش ऌࡳࡒ 제ː

Щߣ한 ؎ʾࡳ ɹऎ 글로벌 ࢄҗٵܒ 로ݘݘ
ߪ외ѵܒ ˅Щࢎ ۟ɺଙऌ ˅߆ ৯רПનࡿ
일ࢄࡒӿВ ࡳʀܓܒ АΘ ࡿ31% ˯ײ ࢄҗٵܒ "DEI를 ইଙऌݥ В߆

ࡿԍ드ٮ ࡳ품ە ऌۉ ࡳ߆ ʥ"ࢄӿ˅ дଞࡸ

Source: Savanta 2023 DEI report

ࢄࢋऍࡌષ의˕ܘ 제한Ѷܕ비Қ을ࡢଥ
로Ԧ̐ߊՙ이ʎ발ଞ֦ࢄ߳ ਜ਼ࢄն৹ߪ

© 2024. For information, contact Deloitte Anjin LLC 

(3) 㝄ᰐ - Ⲍⱜ⛸—ゴㅀ㉸䀌⏨ジⰜ㉘䂥㒝Ḁ

؎ʾ: ̛߶의˝ˈ보ЬࢉଐՔ߯서의
Շ, ઝԨҖձݦ୯̛와ঊ을шࡈیऐଞܙ
ҬԂʀܹࡸ

ࡿՑ언ۭࢆ ବࠏ ऋ대

؎ʾ: ۿࢷ계ࢶ으로ࢉਫ਼ϒ˕ଧҖ૨보̗о, 
ࠟԂࢉʼ제시스੬발б, 이৲֞스ଐԔ૪ऎ가, 
ࠟԂܱࢉଛ에оଞ۴ऎ가, 주ࡢӖԎ의
제품ࡈی୯̛ݦՇ

܈ܒ ࡿߪҞײ ବࠏ ऋ대

Ⲍⱜ⛸—ゴバⰜ㉸䀌⏨ジⰜῤ㉘㌜㾈⮬ㆩ䇄ᤰㅀ㢔㞜㉄⟴០䅔㊥㾈㉄ᡬⓤ䁘ᶔⲌ⥄㊐ῤ㉴㒝ᜀ䁘០㊈ᶔ
㉸䀌⏨ジⰜᜀⲌ⥄㊐バឌ⛸㥘ᶔ䂥㉴㌐차㒝ḀἘ០㊈ⶵ᷈ᷤ.

Source: Maeil News; CNN; Beauty of Fashion 

“Clean Girl Aesthetic” Sephora TweensKylie Jenner “Kylie Cosmetics”

한˯ 화장품 ̘߳җࡿ 
ѣࢴ ˒제
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(1)㌜㾈 -㇐⏌, 㻬㊥, ៵ᤉⓝ, ⒰㇌ⷱバḀ䁴᜕䅔Ἔᣜ㌜, ᤰヅ⢀ᷴ㒝ᜀ (1/2)

Source: https://wts.com/global/publishing-article/20240508-plastic-taxation-europe-update-2024~publishing-article 

۳ҜԹݡ  제품 նݘય ࡳࢺ̊ 로ࡰ̘ ঽଟѶ Вؼࢺ ୬ ݒࢄ ۟ ײ ,ݡ FDAࡿ 제۳ݡ࣌ ۉݥ  ʅ제ୠ수 로࣌ ˀѷࠆ ɹЙۺ
乫
화장품 제࣌  ࡧ ࡳࢺ˒ࢴ ָПਜ਼սଙ̘ 위한 MoCRAВ নࣔࡰࢳ로 ݢ،࣌수제ࡆ ˔한 ૯࣮  ऌৗࡳ 제ݡଜ ɹЙۺ 乫
MoCRAВ 제품ش ࢆݠ ࢄଜࠄ С߂ 제품 ؼࢺ ঽଟࡳ 한 ऌࢳܓ 傸 ଟࢳ ˔ն ࢳֹ
˯έ 제ۉ࣌ 대ە ࡲ˯ײ ࠾࣬ 수출˯ɹ̘ࢄ, MoCRA ݧࣵ ̊제 ࢟ ɹܓ화 ։ࢴ

̘࣎ PPWD ‘ऌৗ’ ࡳ PPWR ‘̊ࡰ ’ࢺ로 ࡳࡵ߶ୗѵࢴ 해 ૣ장 ̘ז ʀল 대한 ࡳۺ̎ࢳ 확ࢆଜ 수 .ࡵࢎ
EUࡿ 일˕ ѵВࡅࢳ ࡿॷࢺ ߄ࢌ 로 ɺ ୠࡲ˯ࡒ ࡿۭ˯ ࢳ ࡳզأ 제ࢺଙВ ࡳࢋऍࡌ 로ࢄؼ хࡇ իʬڀ ࡳॷࢺ
ੁݡ६ࢺ 수 .ࡵࢎ

포장✏포장㻐ᤰ☼ᣜ㌜ (Packaging and Packaging Waste Regulation, PPWR) 

䅔장㾈ᣜ㌜䄄Ḁ䅔➕ (Modernizaiton of Cosmetics Regulation Act, MoCRA)

䅔㊥㾈㉴㉸ᜄ䅘ួバ⛸㥘ᶔ⢀㌕㌁㉸䂥㉄㡜Ⲍ䅔䁘ᤰ㈄䁘レ㌄ⰸោ㌁㈼⍜ᣜ㌜ᜀ⥠⑴ឌ᜕䅔Ἐ០
㊈㈼╰䁜ᡭᤰヅῤ㉀ᣜ㌜Ḁ㉑バ㭰⢀ᷴ㉄ᶐ᭼០㊈ᶔឃ㈼⍜㍰⮬Ἐトⶵ᷈ᷤ.

EUࡿ ࠾࣬ ࢟ࡒ ː̔։ࡿ ୠੈؽԬࡳۺ ʅ화ଙ˅ Щߣ화ଙࠃ ࠾࣬ ࢳԕࢴ ࡿ࢟ࡒ ܸୗࡳۺ ʅ화ଞ. 
로ࡰࢳԕࢴ 한࠾ࣵ ۭ߳ی ѭଙВ ̘߳җʬ 한ܓݣ ଭɹ ५를ࢵ 제ːଙ˅, EU ୠࡒ˯җʬ ʱ ࡳࢺ۱ 해࣬֯, ֹ૯ ࡅ࢟ ࣵٵ
 ː̔։ նݘ ɹ와 ʈࡲ ̘߳җࡿ ॷࢋ 대해 ۳ֵଞ. 

䁵ⷬ㇐㊐㊬➕ (Critical Raw Minerals Act) 

대̘߳ ۉݥ ࡳʟ࠾ ْ˒ଙࠃ ɹݛۉ ࢴ ʡখ ୗʾ  ˽ࢆ Вײ ࢆࢳࢺْ ࡳବࠏ ،ࠓ ,˅ଙشݢ  ݢࣔ ਾВݡ ʥࡳ
ֹ૯로 ଞ. 

៵ᤉⓝⷤ⮬➕ (Corporate Sustainability Due  Diligence, CSDDD)

© 2024. For information, contact Deloitte Anjin LLC 

(1)㌜㾈 -㇐⏌, 㻬㊥, ៵ᤉⓝ, ⒰㇌ⷱバḀ䁴᜕䅔Ἔᣜ㌜, ᤰヅ⢀ᷴ㒝ᜀ (2/2)

Source: :*wts-global-plastic-taxation-2024-updated.pdf 

ʬی۟ 제품ࡿ ‘end-of-life’ 대한 ॷࡳࢋ ࠃଙࠃْ ܸୗ ʾ제ࡿ ʋϖࢄ ପѵѣԹݥ ଞ. 
EPR 제ѣВ 5ɹऌ 제품  ࢟ܒ (일ْ 일ୠࡅ ӿݘ 제품, ̘ࢴ  ࢴ 장ٵ, ૣ장࢟, ५Ԙ  ؎ਜ਼ն) 대해 로ࡰࢳבࡿ ˮୀѵߛߪ

ଞ. 

품ݢ  Ջ를ࡒ 제외한 ʝࡿ ָҕ ࢳնז 품ֹ Йۺ  ؼࢺ ࡳʟ࣌  .ࢺ۳
ܸୗۺ(circularity), μऌ Йۺ  ୗʾࢳ ऌܓɹЙۺ ֱ ʋ۱ࡳ ֹ૯. 

バ㩔—㊐㉸ᣜ㌕ (Eco-Design for Sustainable Product Regulation, ESPR) 

⯝⮰㊐㝅㊄㊬䅜ㆩ ㌜Ễ (Extended Producer Responsibility, EPR) 

EU ロ᮴ᡭᜀ⟄⍜ᣜ㌜Ễ㊅ⷜᤰㅀ᮴ㆩ㉀ᷤⲌ⯁㉴䁘㓀Ⓦ៵㲵㌁㈼⍜⯝⮰㊐㝅㊄㊬䅜ㆩ(Extended 
Producer Responsibility, EPR) ㌜Ễ, ⥈ㆩᤰ⟴㒝ᤈ㌜Ễ(Deposit-Return Scheme, DRS), 䀌≼ⶤ㷱
㻬㊥ⰸᜀⷜ䂉Ἐ០㊈ⶵ᷈ᷤ. 

ࡅ࢟ ѵऌ В߆ ӿݘ ̘ࡿז 확ࡳی ˅ࢄ࣯ ࢄ̘߳ ૣ장࢟ ଜࡅۉ 수 Вࢎ ࡅ࢟ ӿݘࡳ ࡅଙѣԹ ѭْ̘ࠃଙ̘ 위해
ѣࢌѸ. 

䀌≼ⶤ㷱포장ⰸ (Plastic Tax)

ࢄ̘߳ ୗʾ ˔ԭ ࣬장җࡳ ˅ଙܒ ऋଙʬࢌ ଞࡰ로ݿ ̍ոݪࡐ 대অଙВ ʥࡳ ֹ૯로 ଞ. 
˚˅ ӓВ ૣ장 ‘net zero,’ ‘ੈܒ ࣵջ,’ ‘ୗʾボ˒ ʈࡲ ˮВה সٔட ʣऋѵऌ ࡲ߆ 한 금ऌѸ. 

Green Claims Tax 
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(2) ០ -ᤀ⍜➌០㉘ᷤゑⰱ,䄕㻉ⰱ,㻬ㆩⰱ (DEI)㉄㈄䁜ⷤ㞜⢀㍱

Key Players

Source: Sephora website; Elle 

䁜ᡭ䅔㊥㾈㉀ᥨ᭗䁜ᶐᮌ㉘ⶤ㮨㨀ゴ㌜㾈㈼⍜㈠▅䁘╰ᤀ⍜➌០ῤ㉘ᷤゑⰱ, 䄕㻉ⰱ, 㻬ㆩⰱ㉄០⌤䁘ᶔ
㌜㾈Ⱌ⥄ⶤᶔ㢩⢄䁘㓀お㉀ឃ㈼⍜㍰⮬Ἐトⶵ᷈ᷤ. 

Щۺߣ

ۺ

ۺࡅૣ

ࡿҗٵܒ Щߣ한 ْ ,ࣔࢆ છה ,˩ࣔ ,ۺ화, 
ବ˒ ۘ 대한 ۱ୋ, Μࢄ, ୗʾ Ҝࡳ ˅ԫ

ʋѣ˯ࡿ 외ܒ ,Ҕܒࢲ ,ٵܒ ˀ, ݣ/ݣࢺࢳ
제ࢄߜ Вࢎ ٵܒ Ҝࡳ 위한 제품˒ ݘٵۭ ʋ

Щߣ한 ؎ʾࡿ ࢄҗٵܒ ࡳ외ʀܒ АΔऌ ˅߆
٨ન ৯רПનࡿ 일ࢄࡒӿ˅ АΔʬ րҘ

“Korean brands focus on hydrated and glowing skin”

한˯ 화장품ࡲ ੀݘ ৹ߪ 제품ࡰ로 해외
ࣄԫ߇ ˅ࢎ ̍ ѣۭࣵ ْ를 ঝঝଙ˅

Μʬٿ ଙВ ੀݘ ৹ߪ로 ଞֵࡧ
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(3)㝄ᰐ–䁜ᡭᤰヅῤᤀ⍜➌០ῤ㉘㓁㌑Ⲍ㲵㉴⢀㍱䁘レ⒬ⶤ㭬ᜀ㍴㊬

Key Players

Source: Deloitte Analysis 

䅔㊥㾈ᡬⓤバ㊈ゴ㉸䀌⏨ジⰜ㉘䂥㉴㒝ᜀ䁘០㊈០䁜ᡭᤰヅῤᤀ⍜➌០ῤ㉴㓁㌑Ⲍ㲵䁘㓀おᶔ
ួㆰᜀⓎᤰ⁌☸バᤰヅ ╔ⷜ㓀㉘㌕䅕䁜㌄ᷬ㉴ゴ⌤ㆴឃᤰヅバᷤゑ䁜⒬ⶤ㭬ᜀ㍴㊬䁩᷈ᷤ.

˅ʌ˒ ऍࢸ ଙВܒ ॶπࢄ 한ْ࣍ ʾࡿࡆ նݘ֦ݡऌࡿ ࠓ

̘߳ ˔ԭ

• ࢄ̘߳ ˮଙВ ɹ

• ࢄ̘߳ Μ߂ɹ˅ ଙВ ،ବ

ԍ드ٮ ˔ԭ

• ԍ드ٮ ۳ջ ؎ʾ˒ ɹ ,ࢳֹ

• ԍ드ɹٮ ʱଙВ ٵܒ

제품 ˔ԭ

• 제품ࡿ խࠝ ࡅۉ أ،

• 제품 ࡳࡅۉ ইଙВ ˅ʌ ࡧ

• 제품 ی۟ ؎ʾ

• ऌݡ֦ ϹԀ˒ ࡿˆ࠰ ɹЙۺ

• ˅ʌ˒ࡿ ˔ˀۭ 제ɹה ۟ʽࡳ ҳ իʬڀ
대অଙऌ ଞ׀

• 와ٵܒ ԍ드ٮ/̘߳ ࢄۉ ʝնʀࢄ ࠃଙ࢟࣎
˅ʌࢄ ԍ드ٮ 대한 ࡳʀܓܒ АΔऌ ˅ଙ׀
̘߳˒ ˅ʌࡿ ऌࢆࢳܓ ˔ˀ ऌɹࡧ ࡌԫߪ
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해외 수출 확대를
위한 제언
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ࢷۉݡ

(1) ㌜㾈 - ᤀ⍜➌ ᣜ㌜バḀ䁜䆨㌁㉸ Ḁ㉑

ᤰヅួバḀ䁜㌜ジ: ᡭ᮴ᤰヅῤ㉀䁴ㅸᜁᡭ㉘ᣜ㌜ᜀᤰヅួバゴ₠䁜䂥㉄⛸㥠㓀⢄Ⱍ䁘០Ḁ㉑㉄㈄
䁜㐀⥄⑼ⷜ㊑䁴ぼ䁩᷈ᷤ. ℐ䁜, —㓀㰸㌜㾈レᢌỄ㊅Ἐᶔ⯈⍜ㆴ㌜ỄバḀ䁴㸌ぅ䁘០⛸⒬㐀⥄䁩᷈ᷤ.

Source: Deloitte Analysis; Medium; DSS 

� DPPЕࢴ 제품 수ֵ ̘࣬ 대한ࢽ보ձ
ଢଜˈ보࣑ଡ으로ނ제품, ٮ ,ࡧܒԍ드
간의Ҟऌਫ਼  .역ଟ을ଡʹࠆ

� ଞֻҘ제품에࠹품을제ߟՎ의ی,품ݥ
 .됨ࡈࢶ

� ѸЕֻҘࢌԡ으로수ࡪѸʠΟ࣌ԡ에서제ࡪ
제품에ࡈࢶ됨. 

ࢳ ɹЙۺ

ܸୗۺ

̘ז ˔ն

Մଜݣ 수 Вࢎ
ؼࢺ 출অ

� ESPRࡵଯ୯ֹϗѰ߇ EU 시장에제품을
출시ଜЕ̛߶Қ에ʯ DPPձ주요̍제
요ܕ로ނ의ࢶה으로Ѧଟ것을제߇ଜˈ
 .ࡸ

Strategic Alignment with Regulatory Trends (ESPR)

ؼࢺ 대한 ٵܒ ˽한 ʅ화

� શ매시ࢺ에ݨ시간으로ۿߖ스ଟܹЕ
 .에ʯ제˓ଡ비ܕ보ձࢽ

ऌܓɹЙۺ ˔ପ
ʋ۱� DPPձࡈଜЕ̛߶ࡵ제품품ओ에оଞ
을ࢽ˕리ܹࢉࢶ보Ь୪ࠆ보ձ보ଜࢽ
가ओܹࡸ. 

� 이Еܕ비Қ의비ࡈ을ࢸʃଟڸփ아ТԂ
ˁ의지ܖ가М성에Ѧ̛ࠆଡ. 

Ҟऌਫ਼ 제품 ˽ࠃ (DPP)
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(1) ㌜㾈 - ᤀ⍜➌ ᣜ㌜バ Ḁ䁜 䆨㌁㉸ Ḁ㉑

㌕㝅バḀ䁜㌜ジ: ᡭ᮴ᤰヅῤ㉴⥠⑴ឌ᜕䅔Ἐᶔᤀ⍜➌ᣜ㌜バḀ㉑䁠ⴘ㊈Ễ⍝ᣜ㌜Ḁ㉑㉄㓀㇐䁘០
ᡭ᮴ᣜ㌜ㅀᤀ⍜➌㉘ᣜ㌜⑼ⓞ㢔ゴᮘᜑ᷈ᷤ.

˯έ ̊제와 글로벌 ̊제를 ֊ߪ Μʀ

• EU, ˯ײ Ҝۭ ʅ화ѵ˅ Вࢎ ˔ԭ ̊제를 ર߃ଙ˅ ˯έ ѷࡅࢳ 수 Вࢎ ̊제 대해 ˯έ외ࡿ
̊제를 ʈࡲ 로ࡰ࣮̘ ֊ߪ Μʀ. ࢄВ 장̘ࡰࢳ로 ˯έ 제품ࡿ 수출˒ 한˯ ࡿ̘߳ 해외 ऎ출
ѣࢄࡌ ѷ ʥࡰ로 ࢋؼ

• 해외 ˯ɹҗࡿ ̊제ɹ 한ࢄە ʾࡆ ɺ ࡿ˯ ̊제 ѭବࡳ ર߃ଙࠃ 대ࡸ ԕࢴ 수ջ

Source: Deloitte Analysis

˯έ ࡿ̘߳ 글로벌 ̊제 대ࡳࡸ ऌࡒ

• 해외 ̊제 대한 ۉ࣌  ۭˀ߳ی ,ۮٔ ࡅଙ̘ ʬݏ ѓࢄਜ਼ݘࢄا (DB) ˮল  ːࡧ

• ̊제 대ࢄࡸ ਹ ْгࡰ로 ଙВࡅ ܒࣵ ̘߳ 대한 છش ऌࡒ

• 해외 ˯ɹҗ˒ ˯ɹ ५ۭࡒ ەୃ  ̊제 대한 ϟࡿ ࣬ѣ

© 2024. For information, contact Deloitte Anjin LLC 

(2) ០ -᮴/ㅸ⢀㉴䁴᠀ោ㊐㉘ᷤゑⰱ, 䄕㻉ⰱ, 㻬ㆩⰱ᜕䅔& ᤰⴠ䄁ⷠ

글로벌 ˅ʌҗࡿ DEI

ᤰヅួバḀ䁜㌜ジ: ᤰヅῤ㉴ⶤⶤ⍜ᷤゑⰱ, 䄕㻉ⰱ, 㻬ㆩⰱ㉄᮴㊬䁨ộⷜバᤀ⍜➌Ⲍ⥄㊐ῤ㉘ DEI⑼
᜕䅔䁩᷈ᷤ.ℐ䁜, R&Dㅀᤰⴠ䄁ⷠ㉄㲵䁴ᤀ⍜➌០ᤰ✘㉄䅕Ḁ䁩᷈ᷤ.

έ/외ْ 해ࢄ ˔ˀҗࡿ DEI ʅ화

• έْ ऍࡒҗ˒ 외ْ 글로벌 ˅ʌҗࡿ DEI
대해 ֵ확ଙ˅ ˮࢆࢳ ֹ૯ ԕࢴ ,ࢺ۳ 수ջ, 
یࠓ 확ؼ

• έْ ˮࡒۺҗࡿ ˒Й࢟ ۟ɺࡿ Щࢄۺߣ
글로벌 DEI와 ̘߳ 수ࡰࢅ로 ѷʹࠆ 수 ѣԹࢎ
ऌࡒ

R&D, ̘ܺ ࡳݣି 해 ˅ʌ ֊ 제품˒ ݘٵۭ 제ː

• ۺ۟ AI, ֦ݘ, 3D ,ࢆԹٱ ଋոય
Ҝࡿ ࡳ̘ܺ ٨ન ࠃଙֹࢸ 글로벌
를ٵܒ 위한 Ҟऌਫ਼ ܇Ցܖ ʋ

• DEI를 ˅ԫ한 제품˒ ݘٵۭ ˮࠆ  ʋ

한˯ ऍࡒҗࡿ DEI

• ન로х와ݘ վࢄ로ܒଋ트ɹ ଞ͆ AI 
Innovation Labࡳ ʋ۳ଞ (2024): ѓࢄਜ਼와
AI를 ࡅ해 ٨ન ߳ی 트렌드 ર߃, R&D, 
˅ʌ ʾଲ ବࡳە ֹ૯로 ଞ

• ન로хВݘ ࢄ 외ѣ  ,߂ݡࢄփԣ ,˯ײ
ՑվПۭ߂ Ҟऌਫ਼ ࡳ܇Ցܖ ʋଙВ
Global Technology Center를 ࠏࡈ ࣵ

Source: Deloitte Analysis; Estee Lauder



43주제 발표 Ⅰ |  글로벌 화장품 트랜드와 해외 수출 확대를 위한 제언글로벌 화장품 트랜드와 화장품 산업 현황과 미래42

© 2024. For information, contact Deloitte Anjin LLC 

(2) ០ -᮴/ㅸ⢀㉴䁴᠀ោ㊐㉘ᷤゑⰱ,䄕㻉ⰱ,㻬ㆩⰱ᜕䅔&ᤰⴠ䄁ⷠ

㌕㝅バḀ䁜㌜ジ: ᡭ᮴ᤰヅῤ㉴ễ㊐㌁㈼⍜᮴/ㅸ⢀㉴䁴᠀ោ㊐ῤ㉄㈄䁜 DEI⑼䅕Ḁ䁘០ᤰⴠ䄁ⷠ㉄
㓀ⲍ䁘ᤰゴ⌵ᤰ⁌☸バᡭ᮴ㅀ䁴ㅸバⰜ㉘㌕㝅㌁㓀㇐㉴䁄ⴘ㌁㊅᷈ᷤ.

˯έ ˔ԭ ߳ی ࡿҗۉࣔ DEI ʅ화

¾ ٨ન ߳ی ଙВۉࣔ ࡿۺࠃ ࡲࡪٵ Ϧࡲ ࢄΜ
̘߳ ˅위ऍۭ ࢄۺࠃ ५ऌଙВ ࡲࡪٵ Ωࡵ –

      ɺ ۭߛٔ ࡿۺࠃ ˅위ऍ ऎ출ࡳ 위한 ऌࡒ 확대

¾ ٨ન, ̘ܺࡳ ૣଞ한 ˔ԭ 로ࡰ߳ی Щߣ한       ,شۺ
ݣ ,˩ࣔ ,ࣔࢆ ʟ࣌ ɹऎ ࢟ࢆ ࢌࡧ  장ۺ ऌࡒ

¾ ୠۉ ۭࢴ 와수ܒ 를ߜ ؎ԫଙ˅ ଙВࡅૣ
화를ה 확ی

글로벌 ٨ન ࡳ장ݡ ˅ԫ한 ̘ܺ ݣି ऌࡒ

¾ ̘ܺ ࢄݣି ɹЙ한 ۟ˀ ۺ࣌

DEI를 로ࡰ 한 글로벌 ˅ʌ ̘ 확대

¾ ײࢄ ˮল ѵߪ Вࢎ 해외 ω트ࡐ를 ࡅଙࠃ
해외 ˒장ݡ ˅ʌࡿ Щߣ한 Пऄ 대한 Ջ ۉ࣌
 ˀɹ߳ی ;ۮٔ ࡅଙ̘ ѣԹݏ DB ˮল 
ːࡧ

¾ ˯έ ̘߳җࡿ 해외 장ݡ 해를ࢄ 위해 해외 ̘˔, 
ୃୠҗ˒ ω트ࡐ  ܒ ̎ࢳ ऌࡒ

¾ DEI를 ʆ ˯έ 제품˒ ԍ드ٮ 대한 수ە  수출
ऌࡒ

• ࢳأ ऌࡒ ˀ վԭ, یࠓ 확ؼ

• ˯έ외 ٨ન ୠۉ, IT ̘߳, ࠚࢄ
트߳,   ଚˀݘ Ҝࡿ Ѷ˔ࠆ ̘˔җࡿ
˩գ  ୃԬ ঝऎ

• 한˯ۭ ࢆࢳˀۼ ٨ન ৱેԛݘ  ଚୠ
ʋন

• 수출 ऌۭࡒ х Μ߂ɹ ˯έ ࡿ̘߳ 해외
ࢆأ ۳ջ, 외˯ ࡿ̘߳ M&A, ːѭ ઃ
ऌࡒ

¾ 글로벌 DEI를 ˅ԫ한 ̘ܺ ʋ છش ऌࡒ

• Щۺߣ, ࡳۺࡅૣ ,ۺ 위한 ̘ܺ ˮࠆ
 ʋ છش ऌࡒ 제ː (글로벌 ˅ʌࡿ
외ܒ ,Ҕܒࢲ ,˩ࣔ ,ࣔࢆ ˀ, 
ࢳݣ/ݣࢺ 제ߜ Ҝࡳ ˅ԫ한 ̘ܺ)

Source: Deloitte Analysis
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(3) 㝄ᰐ - ᤰヅ㉘ 㝅㊄ᜐ ㊈ᶔ ╔ⰸ㓀 ⯝ⰱ & Ⲍ㲵 ᠀ោ ⓺㉌㉄ ㈄䁜 㝄ᰐ ᡬ㢕

• "Rare BeautyВ ָҕ ࡿԃҗۉ છشଞࡳ

লؽଙ˅ ࢄԃҗۉ ۭ로 ߪѵʹࠆ ࡳࡵࢎ

АΔѣԹ ଞࡰ로ݿ ʟʅݣࢺ 대한 ࢆࢳࢺْ

ࡳ۱ݡ ˅ࢄ࣯ ࢄԃҗۉ ݣࢺ ʟʅࡳ ѧـ 수

ѣԹࢎ ऌࡒଟПЩ."

• Rare BeautyВ ֍출ࡿߓ 1%를 외ܒ ˀࡿ ݣࢺ

ʟʅ ऌࡳࡒ 위해  Rare Impact Fund를 해

ઃଙ˅ ˅ࢎ ֍년 Rare Beauty ݣࢺ ʟʅ

ୠгࡳ ʋনଞ

• ࡿ̘߳ ۭऌۼ֦ ऎࡳۺࢺ АΔВ ࡲࢶ ٵܒ

ࡲ ؿ ԍ드ٮ 제품ࡳ ଙֱۭࡅۉ

ࢄҗࢆؿ ˮଙВ ɹ를 ૯ୀଞ

• ݣࢺ ʟʅ, 외로ࡌ, ̘୬ ࠊࠚ ,화س Ҝ
ࢳୠ/ୗʾۉ 제와ה Ѷʹࠆ ॷࢋʀ Вࢎ
ऌ를ݡ֦ ۺ۟

• ʋش ̘߳˒ ԍ드ɹٮ 제로ݥ ˮଙВ ɹ를
로ࡰ ऌ를ۼ֦ ࠃଙۺ۟ ऎࡳۺࢺ гࡵ

ॷࢋʀ, ऎۺࢺ Вࢎ ऌݡ֦ ۺ۟

• ࠜӿࢆ˒ ۭࢆଋӿࠚ ࢄ̘߳ ࣬ѣࡰࢳ로
글로벌 와ٵܒ ଙВܒ ॶπࡳ ˮল

• ࡿ̘߳ ऌۼ֦ ːʀଙВ ˒ԃҗۉ ʾ제ࢳ
(ળ֍ٵܒ-) ˔ˀۭ х Μ߂ɹ ࢳୠۉ
˔ˀ를 ֖˅ ɹ ࡿ̘ 글로벌
৯רПન를 րҗߪ Μʀ

୧˒ࢆࢳ ॶπࡳ ˮলଙࠃ ˅ʌ˒ , ˔ˀܒ ࡵ֖

ᤰヅួバḀ䁜㌜ジ: 䁴ㅸⲌ⥄㊐ῤバឌ⯁㾈Ⱌ⥄ⶤ⑼㸐ⓤ䁘ᶔឃ㉄ᰘゴⰜⰜ㉴ῤバឌ▅䅕䁜⮬䆌㌁, 䅘
ួ㌁╔ⰸ㓀⑼㌄ᷬ䁘០╔ⰸ㓀バ៵ᜐ䁘ᶔⲌ⥄㊐ῤ᠀ោ⑼⸓いᮘᜈⴘ㊈ᶔ㝄ᰐ㉄ᡬ㢕䁴ᮘᜑ᷈ᷤ. 

Source: Deloitte Analysis; Rare Beauty website
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(3) 㝄ᰐ - ᤰヅ㉘ 㝅㊄ᜐ ㊈ᶔ ╔ⰸ㓀 ⯝ⰱ & Ⲍ㲵 ᠀ោ ⓺㉌㉄ ㈄䁜 㝄ᰐ ᡬ㢕

㌕㝅バḀ䁜㌜ジ: ᡭ᮴ᤰヅῤ㉴ᤀ⍜➌㉴ⶈバḀ䁴㝅㊄㊈ᶔ╔ⷜ㓀⑼⯝ⰱ䁘០ᜀ㥘ᤰ✘㉘ួ㉄䁠ⴘ
㊈Ễ⍝䅘ួ㉄㍰ⰱ䁘០,ᤀ⍜➌Ⲍ⥄㊐ㅀ㉘Ⲍ㲵✏ᡐ⑼䅕Ḁ䁠ⴘ㊈Ễ⍝㓀㇐䁴㏼ᶔឃ㉴䁄㆔䁩᷈ᷤ.

• ˯έ ࢄ̘߳ 글로벌 ݒࢄ 해ʹࡳ 위해 ॷࢋ
Вࢎ ऌ를ݡ֦ ଜۺ۟ 수 ѣԹࢎ ˯έࡿ
,ࢳୗʾ ,ࢳୠۉ ࢳݘऄПٵ ୗʾࡳ ۱ऎ화 ଞ

• ˯έ ̘߳җࢄ ˯έ외ࡿ ࢳୗʾ ,ࢳୠۉ 제ה
해ʹࡳ 위해 ࣬ѣࢆࢳ ࡳଜࠄ ଙВ ʥࡳ 장ԫ

ࢄ̘߳ 글로벌 ॷࢋ ʾࡳࠏ ଜ 수 ѣԹࢎ ̘ ۺ࣌

• ˯έ ٨ન ԍ드ɹٮ 해외 ɺ˯ۭ ࢆࢳ
ܒ ॶπࡳ 확ؼଙ˅ ˯έ ٨ન ߳ی
ࢄҗۉࣔ 해외 ˅ʌҗ˒ ऍࢸ ˩գଜ 수
ѣԹࢎ վ৹ય ऌࡒ

• 해외 ˒Ց언ۭҗࢆ ˯έ ̘߳җࡿ ୃԬࡳ
ऌࡒ

글로벌 ˅ʌ˒ࡿ ˒ܒ ˔ˀ ࡵ֖ ऌࡒ

˯제 ӿݘ ߜୃ ʹࡳ ˅Ѽߑ Пԣࡧ Ҝ 글로벌 ̘߳ ࢄˏ21 ऍࢸ Μۭۭ ӿݘ
ࠊࠚ 제를ה 로ࡰࢳؿ̏ 해ʹଜ 수 Вࢎ ʅԬ한 ̊제를 ঝˮଞ

Source: Deloitte Analysis; Unilever

ʹԺ         
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Ⓢ☴⒬䁘╰

K-⣰㷰㉘䅜✜䁜䁴ㅸⷜ㊥㓄㢜㉄㈄䁘レᷤ㉌㉘⮬䁭ῤ㉄㌜え䁩᷈ᷤ.

1. 제품 ਜ਼ْی۟ ̘ ࢴ ̘࣬ ʡখ ୠ와ۉ ୗʾ Вײ ࢳࢺْ ࡳବࠏ নܒ화 ଙѣԹ ଙВ

     글로벌 ̊제 대ࡒ :ࡸՋ, ૣ장, ː̔։, ̍ոݪࡐ Ҝ 대한 ɺɺࡿ 글로벌 ̊제ɹ ̘߳

     ʾࠏ Ҿߪ ࡳବࠏ ऌײ ˅ଙۮٔ ઃֵଙ˅ ୧˒ࢆࢳ 대ࡸ ࡳҗأ، նײ 해ٵ࣮ ѿ ʥ

  2. 해외 ˅ʌ ࡳ̘ 확대: Щۺߣ, ۺࡅૣ ,ۺ (DEI)ࡳ ˅ԫ한 제품˒ 를ݘٵۭ ଜی۟ ʥ.
      ̘ܺ ࡳݣି 해 품ऐ ବࡳە ˅Ցࢄ ˅ʌ ࡳ̘ 확대ଜ ʥ.

  3. ˅ʌ˒ ऍࢸ ˅ଙܒ ˔ˀ를 ֖В ॶπ ˮল: 글로벌 ۭୠۉ ࡿ̘߳ ࢳୗʾ ,ࢳୠۉ ॷࡳࢋ

˅ଙݢࢆ       해외ࡿ ˒җٵܒ ࢳୗʾ ,ࢳୠۉ 제ה 해ʹࡳ 위ଙࠃ ଞ͆ ϝԬଜ ʥ

 

제߄ ଡۉ ߜ࠾

ʀۉଟПЩ
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목  차

화장품 �� � �  !" ################################### 1 

. $% 추진 !" ######################################################## 4 

. 글로벌 화장품 &장' () 과제 ######################## * 

. 글로벌 경쟁력 강화를 위한 추진 과제 ############### + 

 안전성 평가제 도입으로 소비자 안전과 산업역량 강화

디지털 라벨 법제화 등으로 글로벌 규제 선도

규제 외교 강화로 우리 화장품 품질 인지도 확산

- 1 -

 . 화장품 �� � �  !"

1  화장품 �� !"

산업 규+ -, 화장품 .장/ 10 2 2 2 4평3 5 성장

2 67 8 9:<; 2 8 9:=지 성장> 전?

     * (19) 4,081억 불 (20) 3,982억 불 (21) 4,303억 불 (22) 4,632억 불 (23) 5,083억 불

2 @A 화장품 .장/ 8 9: -, B CD/ 8 9:

-, B 로 FE산업 GIJH CD 6K도가 L/ 산업

* (19) 113억 불 (20) 104억 불 (21) 113억 불 (22) 118억 불 (23) 127억 불

     ** (1위) 프랑스 219억 달러, (2위) 미국 111억 달러, (3위) 독일 98억 달러, (4위) 한국 85억 달러

    ** ’24.上수출 : (의약품) 44.6억 달러, (의료기기) 29.2억 달러 (화장품) 48.1억 달러 

M N산OP 2 @A N산Q/ SR N산 품T/ U로 

2 N산Q SR 6V W 4 평3 XY

      * (15) 10.7조원 (19) 16.3조원 (21) 16.7조원 (22) 13.6조원 (23) 14.5조원

M 업ZC 2 67  @A 화장품 제S업Z[ U ^]_\업

Z[ U로 2 `비 a b가

      * (제조업체) (‘19) 2,911개 (23) 4,567개 

     ** (책임판매업체) (‘19) 9,269개 (23) 16,645개 

cd 우리e라 제S업Z[ L/ 6gf> Fh -,JH ij[ 

품질 확FjK k@P 6업l 제품> 제Smn
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- � -

2  화장품 �  !"

, .- /- 021 34 �  567248 0219: +4; 5<= )8>1 -? A1B@C

  D 한E FG' IHJK L:( MN= O국 OP Q �#�#RS TU로 &장 V-

G6 oP 1` 2 G6=지 화장품 CD/ 8 9:로 전2

p6 8 9: `비 b가q 역` 1` G6 o, OP 9성

sr t< 1uvJ 9xw 2J 1u 8 9: 9성 

y로e로 인s z@.장 {| 등으로 2J 8 9:로 }소 

�~ �� �.장 CD �S로 2 b가- 8 9:

z소6업 CD �도 2 화장품 � CDQ 8 9: z 8 

9: 가 z소6업 제품으로 역` 1`� 6V

     * /.기업 화장품 수출0(억 달러) : (121) 49.232 34 5 (‘22) 44.7 5 (‘23) 53.232 14

2 화장품 CD6업 U� z z소6업/ U�로 

� �지j; CD z소6업 C도 역` 1`

CD.장 k�화 화장품 1` CD.장인 z@ CD/ 10 }소ju 

�으e ~@ �� h� 등 6� 지역 CD b가 �-

(�국) 자@ 화장품 선��@소비 C입규제 강화 등 ���화� �� CD

지� }소 2 8 9: 2 8 9: 2 8 9:

(미국) 화장품 1`.장인 ~@JH 2 �� C입 6�화장품 z s@

화장품 비z< B� �지

     * 6 수7 기8화장품(‘24.19:59) : 1위한국(4��억�� 22���), 24=;<(4.3억>, 20.1?), 34B@A(3.4억>, 15.7?)

(일�) 2 ���� 제�u �� C입화장품 z vh� B� 

�지s <W 2=지 2 4� B h지 2 2 

C � �! $#"%&� ()'*+,- 0./ 1국 프랑스 342(5�2�� 876 93)

 " 한국 0./: 미국 ; <= 0./ @>? 1위 AB
 " 미국 ; <=0./ @>?(‘24.1D49, EJHIGFH KLNJM 기O) : 
   QP 20.1?(4억 7,710R 달러), =;< 19.3?(4억 4,843R 달러), B@A 13.8?(3억 2,723R 달러)

- � -

10 �� q외 O�S� � 글로벌 hi? p JH s@화장품J

`s L/ q외 인지도 � 인6 확인

q외sr O�S� s@ ¡화 £¤¢ ¥J `s -, U@ S�

2 ¦과 s@ §¨제품< U 평가©T z 인6도 소비 비z

�}도 hª<« l l U ©TJH a B� �지

     * S2024 YWQTVX조UZ(QPP제\화[T]^원, ‘24.3.29_ `a)

b(DFEC) HG 0./ <I국 <I KJ AL GMc

HG 국J HG ;N

미H(미국� PO2) #"RSQ 9T KJd ef 3/ MVU W XY ZC [\ 기조

^]`_` #"RSQa bcd XEg jih mlk, fe W %&g L한 MA no

�   ^ 102 p 202g /rlq #"RSQ hL� %& i >j :NZk no

>   l tsvwu의 x2q #"monqprg L한 MVUsbtU zy

 글로벌 hi? 인6 q외 �� ¬라인 hi® _¯°�JH 

s@ 화장품 인6 �- ±²

 

buvw yxM >|{z �~�C} |한 HG <I C�c

 G (, `��) |{ }2 ���~� 업체 ���j ’24.7.16.�17. 개}Q ‘��� =�임

�j*(‘�� � �<� ��’ ��)’ d� 한국Z �C 3/: 1위�3위 ��j

 G (� �S��) _� �|2d 화장품 p 의T �매�q ��Q ��� ��� ‘ w(¡GG10)¢£*’j 

‘24.6.1.D6.12. ]aQ 2¤¥ ¦�aU(¨y©§)d� #"%&J 1위�3위 �V
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 . $% 추진 !" 

1  제(4 1W' X진화

제도P 6³l 선´화 ¶µ¨· 규제 전�과 선제P 제도 도입으로

¸¹P 제품 Uº � ¹lP 6업 »p> F장j[ �� S성

제품 c성J ¼[ ½리� 지R> Bq 5�법AJ �w 화장품법>

G리jK 화장품법 제¾

2 화장품법> U¾jK 제S.¿ À<도 BÁN산< 가Âs ^]

_\업자 제도� 도입 <W ·ÄÃ� `Å b가

     * 기� 제조업ª수7업 « y¬qR �� 5 제조업, 책임판매업  |�화̄ ® 제조°�±ª판매 ��
    ** 책임판매업� 수(개U, 수7업체 제W) : (’14) 3,789 5 (’18) 7,440 5 (’23) 16,645

Æ지 Rª 외J[ +Ç �«< 가Âs Rªl ¶µ¨· 규제 ÈÉ과

h�s 6Â성 화장품 제도 등으로 q외 .장 ´D > 지R

     * ³§² ´약¶µ QP의 기·  ̧ 화장품 제¹ º¼�½» 4Q ÁÀ¿¾ ÂÃÄNÄÆÆÄÅMH Ç ÈÀ¿É 
tGÊML ËMÅÌÃFLÊÎÄÅÍ ¾ÌIÄÏÄIÐ GÅ ÀJÅÌIÄGÅLN EGHFMIÄÌHÑ =qÒÓg ÕÔ /(‘23.129D)

     ** Ö×, ÚØ개Ù  ÜÛ 기· Ý화(Þ10ß), �체 화장품 áà0의 약 32?(4.9조, ‘18â)

우리e라[ -, 1�로 ¼ÊË화장품> 제도화jK ÍÌ 2

¼ÊË 화장품 전¡인f ÏÎ로 글로벌 .장 선도6³ ÑÐ

    	 �
� �� ��� ��� ���� ����11��� ��  �!"#$% &'#% )�(% 
+*(% ,-(.�/ ��� 0(� /12!�����. �3456 7�

2  Y제 [Z � 국내 Y제 ]\화

규제외교로 CD지R 화장품법 소½ ÒÓ 화장품 Ì업자 ½리 

ÒÓ로 q외 규제 Ô@자� 규제 외교 등> is CD지R �´

규제 Ô@자 Õf �� CD@과 규제 외교� is Õf ® 

강화로 비½- CD 장Ö q소 지R 규제 Ô@자 �× ØÙÚ 

등> is 인Û가 규제 ÝÜ � 규제 지R 등

- 8 -

        * �� 판매z�� �ã�Û(ä), ä 약åPæ Èçè 체é, 6 À¿¾ 8¶ êëì

       ** ¤제íP� 8¶ 화장품 ¤제 î�ì : _�, ³§², /P (’24.109) 

@제 �인도 제u ¾ÚR@ »p으로 우리 화장품 안전

½리J `s @제P �인도 제u � @제 규제 S화 »p

     * P제화장품¤제조화ï의체 (ðÅIMÊÅLIÄGÅLN EGGÆMÊLIÄGÅ GÅ EGHFMIÄÌH ñMÍJNLIÄGÅ),

(Ûì원P) QP, ÖP, �ò, _�, B@A, 2R, ó�ô, j<�õ

규제 ßÞ �� CD@l 규제Ô@자 �× @A �� àÓ6업 

Uº p  u품질 화장품 áF 등> Bs Râ.â ßÞ U1

      * �ö� Py의 ¤제 조화 p 수출¬원» 4Q ÷� øX의 P제 úù(‘14D)lq 

‘24âdû �olq Püd� 개}ýk �ö� 7개P ¤제íP þ®

q외 규제 ¾F 제m 글로벌 규제S화 지Rãä � iq ��

CD@l 인Û가 æ.åu 등 화장품 법ç 제도J `s 교è O.

       * YW 23개P Āÿ p /P, �ò  10개Pd 2Q Uā기O  ¤제 ÛĂ ¬Ą제ă 
      ** 업{의 화장품 ¤제 jY¹g nj기 4Q Vöê �ë 2화ø Ćą� ‘ć<ą

(EçÉËçĈ)’ ÕÔ(’21D) p h¹화 ĉ]

@A 규제 é리화 화장품 규제 é리화� is .장 성장 ¯´

ë4ìh6ê화장품 화장품 인b> ¾Ò 인bJH íØ 자� 인b

으로 전� �´ @제P으로 i«î[ 등

ïð -제 등 화장품 리ñ \장JH ¼ÊË화장품 S제½리� 

®« À< 교è óÐò/ ôR< 리ñ< 가Âj도V U선 �´

@A 화장품 67> @제P으로 i«î[ 67 과

S화.õ 인b> 7비 ½리j[ 6업 ÒÙ ö화

     * SĊ수화장품 제조 p 품ôċ§기OZ(hö) 개Û(’24.8)

0  ^?_ OP' a)`\ 강화

소비자 z÷ 안전½리 강화 안전과 품질 ½리 Z, 강화로 소비자

안÷ �« �� S성



57주제 발표 Ⅱ |  국내 화장품 글로벌 경쟁력 강화를 위한 추진 과제글로벌 화장품 트랜드와 화장품 산업 현황과 미래56

- 9 -

æ. 제도 U선 ß장> ø지 ùu도 æ. �©> 확인ú C 

�û æ. 6Î B�� ü확화j[ 화장품법 U¾ öª ý

      * (기�) ú장¢ Čö 4¼g 1č Ďû 2č ú장lq ¤Û 5 (개Û) W� ú장

소비자 �« . cþs �l가 ñ�s �ÿĀā제 등 소«량 

화장품J `q �� ¾F� ³Ã. 6Îj도V æ. 강화 �´

�리ç U¾

      * (기�) .āď(10 FĐ j )̄ 화장품 ú장dû �¸�, Ú의Uđ  Čö 의Ē ēo  
   5 (개Û) _� 화장품(ĄĔĕĖ제, Wo�|Û제)d Čö 의Ē화 ¤Û

åu ½리 l5품l ĂÂ< �[ ăÓÞ åujµe ĄÒ�입 등 

화장품J ¼지 ù[ �« È법 åu �O과 ką åu 등 소비자�

Ć인jû j[ ÛB 과` åu ćz ½리

      * Mė. �jĚqĘę, ě¥ Ĝ· Ĝæ Čĝ 

ÍÌ ¾Ò가 제S�J `q 우C 화장품 제S � 품질

½리 67 Pé KÒ� 평가 ½리jK @제 �인도 h지

    * ¬Û업체 수 : (19)1625 (20) 1655 (21) 1735 (22) 1755 (23) 185

  글로벌 화장품 &장' () 과제

, 7() 과제C b국#O국 T dc e[&장' � Y제 강화

화장품 1  ̀CD@인 z@과 화장품 -, 1`.장 ~@ 등 q외 ��

.장JH 인Z 안전성 등 <ĈJ ĉą CD규제 강화 �-

(>l) 2Òä 안전성 ½Ð 규¾ .° z

(�국) 6ÏBq가Â Rª � �RªJ `s 안전성평가자ª¾É평가 

자ª 제D lĊ� ��+ċ 제품 Rª로 확` 2 .°

(미국) +ċ hi품J `s 화장품 안전성 입b 자ª Č성 lĊ �¿

화장품 규제 č`화법

2 .°

- : -

 글로벌 경쟁력 강화를 위한 추진 과제

1  a)6 gf제 (hU로 ^?_ a)과 ��.i 강화 

안¾성 평가제 도입 글로벌 규제 `Ďf 확F� Bq 6업 lď

³Ì 안전성 평가제 도입> Bs 로ÃĐ ÑÐ

     * �ò(’13â)d j� /P(‘25â), ÖP(’24â)¹ Ğ�¸ ğy 제¹ 의Ē화

    ** 기업 �ë Ġ화g 4Y 업{ ¤¥ª품ġĢq ģ{Ĥ 제¹ öa

안전성 평가 전¡6½ ¿đ  화장품 안전성 평가 Ē¿ē 등 6g

지R Bq평가 O. 등 ¾Ò �도l �Ĕ성 확F� Bs 안전성 

평가 전¡ 6½ ¿đ �´

    * (YW) 화장품 Ğ�¸ ğy, 4Y ğy ċĥ �\기ċ� �ò ÉEEÉ(ÉÌÄMÅIÄĦÄÌ 

EGFFÄIIMM GÅ EGÅHJFMÊ ÉLĦMIÐ), ÖP Eðñ(EGHFMIÄÌ ðÅÍÊMħÄMÅI ñMÏÄMĨ) �¢

안전성 평가 자ĕ67 ÑÐ 등 화장품 안전성 평가 `비� Bs 

전¡ 인fl 자ĕ67 ÑÐ Ė,P 전¡인f ė성 �´

가<Ã라인 제m � 6gUº 등 화장품 안전성 평가J `Ďú

C �도V 가<Ã라인 ÑÐ 평가 6g Uº 제m �´

     * (’24.89) 화장품 ¸� Ğ�¸ ğy Ăh� ÛĂĩ `ê

    ** 화장품 ¸� �øĢ Ğ�  ̧ğy¥Ī 개 ,̀ �jī 기Ĭ ĭVĮ Ğ�  ̧ğy 기į 개`

2  j:k lm n제화 TU로 글로벌 Y제 X(

디지털 라벨 법제화 등 화장품 글로벌 규제 선도

kės ß장ì«6 디자인< 가Âs 전자P인 È법으로 ¾F� 

제mj[ 라벨 법제화 �´ .Ę�업

     * 화장품 Čö Uđ / 제품�, Uā기Q  Úİ ÛĂû 제품d Ěı Čö¯h, 
�¸�  @Ĳ¬ Uđµ ��Ĥ (¡ñćĳ )lq 제ă

�Ñęm장 도입 지R Ěĕs 품질½리 � m¾ Ă�화� 가Ĝě C 

�[ �Ñę m장 ĝĞ � .¿U선 자Æ 지R z6Ò Õ업

     * (Ĵ¤�ĵ) 1억원, ÞU업ĭ의 50?jü, (h¹화) 1.5억원, ÞU업ĭ의 50?jü
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주제 
발표Ⅲ

보건복지부

오 창 현 보건산업진흥과장

- ; -

인b확` 지R @A 화장품 CD »성화� Bq 화장품 

인b Ġğ> Bs ¼ÊË 교è � Ē¿ē 제m

Pü ĶÈÂ �z ö /P _Ĭ화장품 ķ̧ öĮ ĸ제, ĺĹ� Ļj�û Û�y �z̄ û ĶÈÂ Ùã

    ** (’24â) ļĽø ľîĿ 12ì, �\y ÷¸ [ŀ 4ì ĉ] /

0  Y제 [Z 강화로 o\ 화장품 품p L:( V�

규제외교 강화 등 z@ â-안 @가 등 �� CD@ `X으로 

¾Ò Ø Õl� iq @가 Ø 규제S화 � 비½-장Ö 지� q소

규제ÙÔ자 �× 교è CDh?@가 규제Ô@자� �×jK 우리e라 화

장품 규제 제도 소U� iq @A 화장품J `s �Ĕ도 제u

    * ŁÓĹ, �¹łö�, ńŃjö�, ³§², ÖŅ�, �ņ<(ç¿¾ĝ´, ‘18�)

Râ.â 화장품 규제ßÞ 확` â.â 화장품 규제Ô@ � 

산업,Ø ė자 k자Ø 규제Õfl 장으로 ºġĢ

    * ăĺ `� 4Y ï의 ³İQ 의제 `Ň p �체Ĥ ïň éæ ¹출 ĉ]

k자 ė자 규제Ô@Ø Õf 지� »p �� CD@ q외 

규제6½과 Úl -~e 등 is 규제 S화 � CD 장Ö q소

    * /P 약품åķċ§P, ÖP À¿¾, �¹łö� ´약¶, ³§² ´약¶ 

úģ 인b지R 확` 2 인Ĥ 화장품 úģ æ. lĊ화 `비 규제

Ô@Ø Õf � @A 화장품 업Z úģ 인b지R �업 2 지�

     * Pü ¦ŉ�z기ċ의 ¦ŉ 화장품 �zlq �¹łö� ¦ŉ�z¶(ËÂŋÂŊ) �z 

ĸ제(�ã[č�Û) 4Q ğy ĴĄ ĉ] 

    ** ‘화장품 ¦ŉ �z¬원 U업’ (�zŌč ��� [ŀ, �z기ċ �\y |Ö@ª�ëì, 

�z Ŏō 업체 ľîĿ ) ¬Ą ĉ]

규제 ¾F 제m 확` ��@ 화장품 법ç 인Û가 ĥ� 등 CD 안AH

제Č Ħß 법ç 등 규제 교è � 인Û가 ¾F 제m 확  ̀ `화Ë 규제

XÙ H비�인 N성Ë Ĩħy�ħ H비� 제m 4z É5Ó
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 . 화장품 수출 동향

K L대 M대 半期 수출NO P성(Q4R上 4ST PUV 1S.1WX)

  Y 한Z [향\ ]̂_̀  인지a bcV ed ef g 美·日·hi j으로 시장 확대

(반기 최대실적) 년 상반기 화장품수출은 억 달러로 전년 동기

억 달러 대비 증가해 역대 최대 반기 수출실적 달성

년 기준 전 세계 국가의 화장품 수출실적 중 위에 해당 최근

년간 연평균 성장 기준

    * (1위) 프랑스 219억 달러, (2위) 미국 111억 달러, (3위) 독일 98억 달러, (4위) 한국 85억 달러

한류 붐이 최고점에 달했던 년에 최고 억 달러 달성 중국시장 

봉쇄 및 규제 강화로 년에 억 달러로 감소 북미 일본 신시장 

수출 호조로 년에 증가세 억 달러로 반등

【연도별 화장품 수출액 추이(억 달러)】 【연도별 화장품 수출 증가율 추이(%)】

(중소기업 수출 주도) 년 화장품 총 수출액 억 달러 중 억 

달러 가 중소기업 제품으로 역대 최대치 기록

   * 중소기업 화장품 수출액(억 달러) : ('21) 49.2역대 3위 → (‘22) 44.7 → (‘23) 53.2역대 1위

년 화장품 수출기업 개사 중 중소기업은 개사로 

를 차지하며 수출 중소기업 수도 역대 최대

【화장품 수출 현황(억 달러)】 【화장품 수출기업 현황(개사)】

   ※ 출처 : 「K-뷰티 중소·벤처기업 글로벌 경쟁력 강화 방안」(중기부-식약처 공동, ’24.7.24.)
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(수출7장 89화) 화장품 최대 수출시장R 중국으로의 수출이 최근 

지S 감소하고 U으T 미국 일본 WV 등 기X 지역 수출 증가 Y세

중국 Z국 화장품 [호\국소비 수]규제 강화 등 a^_화  ̀cb

수출 지S 감소 년 억 달러 년 억 달러 년 억 달러

미국 화장품 최대시장R 미국에d 년 ef 수] 기g화장품 중 한국

화장품 비중이 위를 차지화장품 전h 품j에di 비중 위 억 달러

     * > 수? 기@화장품(‘24.A) : 1위한국(;:2억<= 23:;%), 2위DBC(5.E억F, 19.1G), 3위JHI(4.E억F, 15.4G)

일본 년 mkl를 제치고 일본 수]화장품 중 점Wn 위를 차지한 

이o 년p지 년 연S 위 W지 년 년 

【주> 화장품7장(?@A@B)DCE 수출액= GF 대H 증가율(K1IJK23)】
(K위: 억 달러, G)

L위 국가 2M1I 2M2M 2M21 2M22 2M23

LM N5.5 75.7 (15.NG) 91.8 (21.3G) 79.5 (O13.4G) 84.N (N.4G)

1 중국 3E.7 38.1 (23.9G) 48.8 (28.2G) 3N.1 (O2N.EG) 27.8 (O23.1G)

2 미국 5.3 N.4 (2E.8G) 8.4 (31.3G) 8.4 (OE.2G) 12:1 (44:N%)

3 일O 4.E N.4 (58.9G) 7.8 (22.7G) 7.5 (O4.9G) 8:M (N:5%)

   ※ 출처: VQRPS업UWT, VQY역ZXUWT Y역ZX \[공 

【주> 화장품7장(?@A@B)E 수P화장품 중 한국화장품 RQ율】

?@A@BE 수P화장품(G품S) 중 한국화장품 H중 ?@A@BE 수P화장품(기T) 중 한국화장품 H중

    ※ 출처 : _^] S` b^a(bgjdigcjehgcf ^ickd adgjid), ‘24.Nl 기m
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 � 화장품 �� �� � ��

K G"H k0J (d화장품l H( mn %# 0 a � 0"

K Gop qrJ 7d.ed j sk %#)장\ ��tr B화

(기대 >U) 최근 rq 해s 실t조사 및 u로v Wxw 동y에d 

한국화장품에 대한 z은 해s R지도 및 R기 {R

해s한류 실t조사 한국 |화 ~�} �에 대한 세계 개국 조사

년 �� 한국 ��제품이 개 평가�j 중 R기도 소비 비중

호감도 W�이� 의y의 개 �j에d � 위를 차지

    * 「2E24 tqVnpsro」(VQQwv화unUWT, ‘24.3.29x yz)

실WV사 개>

{ (roQ[) |} 5~Q, �� 7~Q, ���·s�� 1E~Q, 중동 2~Q, �D�� 2~Q

{ (ro기�) 2E23� 11l 1Ex � 11l 3Ex

{ (ro대�) tq 2N~Q � 15�59� ��� 중 VQ v화��� 경��

{ (ro방�) ��� ro, (����) � 25,EEE� � Q[� 7EE� � 1,NEE�

{ (�� ¡) 95G 수m£¢ LM ¥E.N2G¤, Q[� ¥2.45�3.7EG¤

¦(실WV사) 주> 화장품 수출국 수출 증가 기대 >U§

주> 국가 주> XY

미주(미국= [Z8) ]\_`  ̂ab 증가£ ¨© c품 Ud도 e fg E사 hi 기r

kjl7l ]\_̀ m̂ nLo fVª ¬« °̄ ®, qp e rts 대한 U기 ±²

중   k 1E대 ³ 2E대ª 중´¯로 ]\_`  ̂u대= rt v Qw 이YEx ±²

Q   y K-���µ ¶대로 ]\z|{~}�s 대한 Ud도@n�도 ·[

u로v Wxw 동y 최근 해s rq ��R Wx�� ���사에d

한국 화장품 R기 Y세 ��

¦�C� ��U Q��� ���사� �한 주> 수출 사�§

 h (? l��) �X ¸대 L��¹º 업M �»¼ ’24.7.1N.�17. ~¸V ‘�»¼ D�½

¾*(‘뷰티 ¿ ÁCÀ ÃÂ’ 부Ä)’ £¢ 한국E �사 c품이 1위�3위 ÅÆ

 h (B �̀ ��) x� Ç�대£ 화장품 ³ µn ÈÉ처로 ��V ��� ËÌÊ ‘Í�(Îhh1E)\Ï*’ 

‘24.8.31.Ð9.12. UzV 대�� Ñ�zo(Ò[Ó�)£¢ ]\rt가 1위�1M위 �d
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(극복 과제) 화장품 최대 수출국인 중국과 화장품 세계 최대시장 미국

등 해외 주요 시장에서 인체 안전성 등 이슈에 따른 수출규제 강화 추세

중국 기존 위해가능 원료 및 신원료에 대한 안전성평가자료 정식

평가 자료 제출 의무를 변경 모든 제품 원료로 확대 월 시행

【중국의 화장품원료 안전성평가 주요 변경사항】

구분 기존 변경

평가

대상

중국 국가약품관리감독국(NMPA)에서 정한 

사용허가 원료(대다수)는 간소화 평가, 위해

가능 원료 및 신원료만 정식평가 대상

화장품에 사용되는 모든 원료를 

정식평가

평가

내용

(간소화 평가) 원료별 최대 사용가능량 대비 

함량, 방부제 규정 등 기술규범 준수여부, 

권위기구 안전성 판단여부 등만 단순기술

(정식평가) 원료별 기능 및 용도, 

물리·화학적 성질, 독성자료, 노출

평가 결과 등을 자세한 수치로 제시

미국 모든 유통품에 대한 화장품 안전성 입증 자료 작성의무 신설

월 화장품 규제 현대화법

제정 월 시행

 「화장품 규제 현대화법」 주요내용

◇ 화장품 책임자가 안전성에 대한 입증 기록 확인·유지

◇ 시설 등록, 제품 및 원료 목록 작성 의무화

◇ 제조시설에 대한 GMP 규정 준수 의무

◇ 부작용 모니터링 및 보고, 라벨링 표기 규정 강화 

유럽 월부터 안전성 관련 규정

시행 중

 유럽 규정 주요내용

◇ 화장품 책임자는 시판 전 안전성평가를 실시하고 안전성평가보고서 작성·유지

◇ 안전성평가보고서에는 기능 및 용도, 물리·화학적 성질, 독성자료, 노출평가 등 포함

◇ 화장품 온라인 등록 포털시스템에 안전성 평가보고서 등록·관리(자율)

- 	 -

. 화장품 수출 지원방안

◈ 기업 해외진출 지원 ⇒ 수출시장 다변화 촉진

◈ 산업 기반·인프라 조성 ⇒ 화장품산업 체질 개선

◈ 미래 맞춤형 화장품 개발 지원 ⇒ 글로벌 경쟁력 강화

 � 기업 해외진출 지원을 통한 수출시장 다변화 촉진

➊ 해¯ �로5° d원

(해¯시장 정± 제²) ;�자 ©¨§ 인기제품 ª이f 정« 및  

현M ¬출 성K® 등¯ u로v ±l°² ´³l 월'M `

화장품µF정«´¶ 에 ·¸

    � (AffăhĄ) \단�인 대한화장품S�ą구원 ćĆ � Ĉ원(중소 화장품기� \ĉ자 등) 수 �E,E���

³&�d �´ �로� ¶�µ· ¹¸� ³&�d �´ 화장품º0정±¹»(�½½¼¾¿)

(ÁÀ@유전Â 정± 제²) M�인�¹ »부º성 정« 및 유전체 ¼이터 등¯ 

¾�P½ 수출 유w국가에 º화¿ ÀÁÂ 화장품 JÃ M원

     � ��~ Ċ목(Č부ċ, 수Ä량, Č지량, č2 등)의 Č부Ď성정보, 전장 유전M 및 Č부|ď물 정보 등
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���� ÁÀ\유전Â Ã&Ä 수Å 현4*

구분 Æ��F�K�IF Æ�MF Æ��F Æ��F Æ��F
Ç U원

(È)국가 �#~국
đĒĐ

(시범구ē)
đĒĐ, 
한국

s국, 한국
인도Ĕ시�, 

한국

U원(È) ��,�#� �E� #�$ ��� �$# �N,�#�

해¯(È) ��,�$N �E� �EN(국ĕ¹}) #N# #�� ��,�#N

국내(È) �,��N ( N�� ��� ��� �,��$

% "����=��� � Č부�sĖ정, "�E��=��� � Č부�s Ė정, 유전M 및 »ę/ėĘ

³&�d �´ ÁÀÉ성정±제² ÌÊË(ějj¤���ĄĚ¤�Ĝăee�id�Ĝi)

- � -

(해  ̄U@Í가 상Î v) 해외¬출 시 요ÄÅi 인Æ가 관련 Ç설È JK 

J 품j � 및 인Æ가 제Q 정« 제미국중국중� 등 주요 J국 �

     � (ĝ설Ğ) "�E� 시z, =���ğ지 ���~사, �$�~ 품목 지원

       (인·허가 정보 제;) "��� 시z, É� }Ġ 수출국 N~국 정보 제;

(해  ̄ Ï&Ð 상ÎÑ) 해외M부T u로v ËÉÊÍÌªª

등 등¯ ¾� 해외ª이f를 ÃÎ ÏÐPi Ñm�인 �ÒÓ

ÕÔ JK �

     � ("���) 국ĕ 기� �#~사 및 tq ėÂ �N~사 ġ여, X약ĢU� N#�만 	


³&�d �´ 해¯ Ï&Ð 상ÎÑ ÓÒ

� 수%규제 대Ô d원

þ (Õ로사항) 수출시 ģ수서n인 안전성 평가보고서 작성을 위t ĦĥĤ 전v가를 

Z한 과학적고 ħ관적인 ¾터 수Ĩ과 ;ĩ2 °는 ;; ¾터 Ġ구

   � ĎĪ, 수출화장품 중 īą성Ä 비중 ±� 독성자료 확보에 ÂĬĭ 

(8Ö� 원료 안전성 평가정± 제²) 수출 화장품 원료) �의 ÖÌ

화×� 성Ø 및 Ù성×� 자료 등¯ 평가 ÚÛ해 기F에 제

    � 국ĕ 등록Ĥ 화장품 성ÄĮ � ��,E#$į,  중 기� 안전성 평가정보를 Ġİ한 다ı도 

성Ä #,#��į 중 �,�N�į(����G)의 평가정보 제;(=���Nl) ! É� �EEį � 제; XĲ

ÜÝ� 기F의 평가 ÚÛ �과 ¾�Q를 z이기 위해 국가¹ 안전성

규제 가이§�인 J국 제작 Þ´ 및 규제 대ß 세미T ÕÔ à �
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³&�d �´ 국가� 안전성 평가 규제 가&×�U

(안전성평가 전ÙUØ ÚÛ) 중;기F �K자의 안전성 평가 관련 

F무능á y�¯ 위해 전|인á â성 ? à � 및 안전성평가

«/서 작성 시' à � �무ãä �시 D à 수료

     � 독성학, Č부학, 노출평가, 안전성평가 시�� 등 안전성 평가 전 과정 uĳ

³&�d ;´ 안전성 평가 전ÙUØ Ü성 ÚÛ

¡수 ĕ용

�x¡ ~Ġ 및 화장품 위t평가

�x¡ 독성<s학 및 xĴ독성학

�x¡ xĴ독성학

�x¡ Č부 평가 및 화장품 품질시�

$x¡ tq 안전성 평가사 사ĵuĳ

(안전성�Þ정±시�Ýß ÓÒ) 국가¹ J국 규제 원료 ÄåæM

K�한Q 성Ú 등 ç è� 수출규제 대ß  ̄위해 유통제품 원료 등 

�에 대한 안전성 평가�과 제해외 éS Æ� 안전성 평가

정«가 êi 화장품 원료에 대한 J Ù성�j'Ù성 유전Ù성 등 ëì 시lí

     � Ķ국가별 화장품 원료 규제 정보 시스템(ăeĄ�Ĝăee�id�Ĝi), ķ화장품 원료 안전성 ĸĹ 시스템

(ăĄiĄ�Ĝăee�id�Ĝi), ĺ화장품 원료 안전성 ĻĖ 시스템(ăĄ¤�Ĝăee�id�Ĝi)

안전성îï시lí에서i 평가�j¹ 안전성평가�과 국제ð위기Ä 

평가�과 ´c 및 제품¹ 국가¹ 안전성평가«/서 â식Q 제

-  -

(화장품 안전성평가 à-위원Ñ ÓÒ) 화장품 원료 안전성 평가�과에 

국제� ð위 부½ 및 인 Æ가 ñN ';화 ¾� 모ò  ̄위해 화장품

원료 평가�과«/서를 î증P/ î증�과를 국ó 외 ×Ó에 Ãô

     � |국(abļ), 유�(ĽaaĽ)의 안전성 평가기관에서 ĸ증한 원료 평가정보를 ľ용한 

안전성평가보고서 제출 시, 중국에서 안전성 Ŀ인

� á±@�âã d원

(해¯  ä0À�@�g장 ÓÒ)

�중소화장품 해¯å% d원사0 단æ*

�	�
��	� ���� �	�
��� 	� ���

시장잠재력 파악 및 新시장 발굴
���� ����
�� �  

수출 잠재력 확인된 국가 대상 
��� ����
"! #$

õF부l 한+ Ôy 국가 등 öÌ화장품 수출 유w국가에 �Ï장

설H ÕÔ øl©÷§로서 õF부l 설H ÕÔ

     ß K��F ���(ŀ리, �El)= çèé×(Ń스ńłŁ, �l), s�ëêl(�El)= �ì�(�l) ÓÒ

³&�d N´ Æ��F ä0À� ÓÒ 국가
ŅDB스ņ ŅĔŇŉňņ

Ņ에스Ĺ니�ņ Ņ|Ŋ»ņ
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�Ï장 ù« õF부l ÕÔ¯ 통해 시장¬출 가능성이 î증¿ 

국가에 �Ï장¯ 설H 현M úûÈ 및 인Æ가 M원

     ß K��F �국(ŋA, "���#l�)= �O(ōŌ �, "����El�)= î�í(Ŏė, "���#l�)= ðï(S+�고, "����El�) ÓÒ

    ßß 전시 기�·제품의 현d �âã 및 U@Í가 ñ� d원 기0 수 u대(=��� �E~ ! =���ŏ �EE~)

³&�d �´ Æ��F �g장 ÓÒ 국가
Ņ|국ņ ŅőAŐņ

Ņx�ņ ŅœŒņ

 % ĢU �Ŕ 및 ćĆ성과(=��Ð"��)

구분 �M�I �M�M �M�� �M�� �M�� Þæ

òº(�원) ���� ���� �$ �$ �� N$��

ÓÒ
국가

�g장
đĒĐ, 
s국,

ŕ가포ł

ŕ가포ł, 
đĒĐ, 

시�

ŕ가포ł, 
đĒĐ, 


시�, 인도, 
인도Ĕ시�

đĒĐ, 

시�, 인도, 
인도Ĕ시�

인도, 
인도Ĕ시�, 
œŒ, őAŐ

�~국

ä0
À�

ŖŒ시�, 

시�, 

ŗŉň, őAŐ

|국, 사řŘ, 
인도, ģ리Ś

œŒ, Ŝś

�łŝ+H, 
ĨĒ, |국, 

şłŞĻ, 
JH다

x� 도Š 및 
H고š, 

ŌŢĒ, 
Şł기스스č

��~
도시

d원기0(5사) #� �� �E� �E� ��� ��$

수%$(ó만 ô) ��� ���� ��� #�� �$�� NE�E

U@Í가(5수) ��E ��E $�� ��� ��� �,�$�

- �� -

(국내  ]\rt Âb@á±õ ÓÒ) ü한 외국인 등¯ 대�G로 유w 

중; 화장품기F 제품 전시 체ý 및 ��인 ù« M원

Ñm�인 �� 전시 �설체ý ��Āöþÿ »부¬ā 등 ��

세미T lĂûf °이ăF 등 등 체ý 관Ą m로ąĆ ÕÔ ć¨§ 

õF lïf ÕÔ M원 등 B0 인기로 B ù대0 ÑĈ 월

     � �Ťţ(�<ţ) ~관 ō("����EÐ=����E), O중소기0 N��5사 제품 전시= ö���=;N�È 

÷Ù 및 ö��=N;MÈ(¯국U ��=���È= ��:I.) Âb øH� &용

��인 u로v �� ÕÔ유ĉć 인lXąĆ ²Ċ ċ이l= ČÑù슈

�� 서´터č ÕÔ �� �이ć³Ďl ¾� M원 해외 ��인 유통 

�� ª이f 대� 제품 ù« ��인 �Ò M원 등

     � ť보관 ćĆ }Ġ úùú �� 조Ĉ 수("����Ð=����E) � U�ýûü(./0 ��만Ĉ, x� 

#�만Ĉ, 한국 �$E만Ĉ), 유ÿþ(#�만Ĉ), ·Ā(��만Ĉ), Ă&�ā($īĈ), ăąáĄ($만Ĉ)

ª이f ÏÐ āď 제품전시 및 체ý m로ąĆ에서 해외 ª이f 

ÏÐ m로ąĆ 추가 Q입 ÕÔ JK �

     � tq 유� ËÌÊ 입ţ 가능한 해¯Ï&Ð Ć¾¾½ 구ć ! tqėÂ에 ť보관 

전시 제품 µ�Ĉ@þ로ĉ 제² v á± ! ť보관 @대를 Z한 제품 Âb 기Ñ 제²

³&�d I´ 국내]\rt Âb á±õ
Ņ제품 전시(�<ţ)ņ Ņ제품 전시(ť대ţ)ņ

Ņ)(*+ M�ņ Ņ*+ �|Hņ
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( Ċ0  해¯ á±@�âã) 부Đ M자체 đFG로 �� Ē§

~�} 등 한+ 관련 제품 �설 해외ù«관인Qē시Ü |체부 주관

해외 주요 ª이f 대� 제품 전시Ó 주관

     � (Æ��:ċ 주요 Ċ0 �사) (ť보관)Ï&Ð 상ÎÑ(인도Ĕ시�, �l) 및 ]\rt á± �사(őAŐ, ��l), 
(전시Ĉ)î�í ]\ČĎč|¿}�½| 전시Ñ(�l), (지자M)ąď화장품rtº0Đ�¹(�El) 등

³&�d �M´ 상đ 해¯ á±õ(U�ç시l)
Ņ제품 전시ņ Ņ)(*+ M�ņ

- �� -

 � 산업 기반·인프라 조성을 통한 화장품산업 체질 개선

➊ 화장품º0 전ÙUØ Ü성

(중소 화장품기0 ĔēĒ화) 화장품µF 주기에 Ĕĕ 중; 화장품

기F ¸Ė자 대� �ė강화 ãä ÕÔ

     � GMP �성, »ÃĞ, S�전v가 �성 등 ą �EE�

³&�d ��´ 중소 화장품기0 ĔēĒ화 ÚÛ

(국제 ]\rt lĕÃ� 구ć) ó 외국인 대� ��를 주제로 미�

°이ăF 등¯ ãäPi �� �Ę ãä장 Äå ÕÔ ę= ÑĚ

외국인 ©ě§ ãä ó국인 ¸ãä 자Ĝ증 Ğĝ 기능경기대Ó 

ğ가자 º¹ãä 의 수�¹ �Ġm로ąĆ ÕÔ

� �Ė화장품 시b@à사 U�� V성

(Ęė화장품 º0화 d원ęÄ) 미ġ화장품 JÃ ©¨§에 따� ģĢ

화장품 JÃ 원료 정 ´장¸ 대체기Ĥ 등 �증평가 인증ĥĝ

인áâ성 등 전주기 M원 인m� Äå ę= ÑĚ

     � ŧŦ화장품Į īą, 유기Ũ, 비P 등 ũŪ1의 의|를 포ū하는 ~Ŭ 

(ě�Ě화장품 시bà사@Ĝ상ęÄ) 최& 미국 등 u로v 시장의

è)화장품 수요 증가에 ÀĦ è) 유기ħ 화장품 시ýîK M원

인m� Äå 전= Ĩ원

     � "��� īą성Ä 함유 화장품 ./0 시장 약 �,���� 	
(��G) 규모, =���에 �,$$�� 

	
ğ지 확대(ą평ŭ N��G 증가)Ů ů¯/ ĻĖ Ņ출&� Mhikhi bgjdffeĚdgădņ

유통화장품 시ýîK è) 유기ħ화장품 인증 화장품기F 

�)Ä M원 기능성화장품 »부ĩ� 인체��시ý 등 수행
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 � GxvwJ 미래 맞춤형 화장품 개발 지원=로 글로벌 경쟁력 강화 

þ ('åĝ경) 화장품º0의 수%경ĞØ Ē화를 위t Č부과학·소\ ~y 

등 ğ품Ġ 화장품ġ Ģºģ 수 ĥĤ �구5Ħ 지원 ģĠ 

  \ (사0규모) Æ��F�Æ�NF(�F)= Ç ���� 원(K��F II� 원)

(ħ수 ğÀ가가치 기T소� 5Ħ) 화장품에 K�Åi ĪīQ 수입

;¸ 원료 의 대체 ;¸ 및 »부 ¸Ĭ 증¬ 등 u로v 수요가 

z� 미ġ /부가가H ;¸ 원료 JÃ ĭM부

      � XŰľ성제, 실리�대M제, 방부제, Č부자ű Ų화소\ 등

     �� 고ų능 인; Ŵ소ŵ, Ċ노화 소\(포스Ē 보Ŷ스), ďÄt성 |ŷ자 등

� 과제 무기 자외[ Nā ;¸의 국µ화 및 Ī�화 ��Ö

유ġ 인Į;į 기� »부 �İ화 통Ę ĳıĲ 등 J 과제

;요ëµ � D  원 �  원

(ÁÀĨĒ -å 기�기술 5Ħ) »부 ĞĴĵĶ:»부 ķ모 등 ÀÁÂ

/기능성 화장품 및 ó 외¸� »부a경 a경변화 l©ĸl 등 G로

부터의 »부 «B 기Ĥ JÃ ĭM부

� 과제 Ķ:»부의 유Â¹ 이�:� Ĺ화 기Ĥ JÃ a경요인

대ß »부모ĺ 기� »부장Ļ «B ;¸ JÃ 등 J 과제

;요ëµ � � D  원 �  원

(규제대Ô 평가기술 d원) 중국 유럽 등 수출규제 화장품원료 안전성

평가 가 Ui 국가에서의 원료 등I 및 안전성평가에 최�화¿

시ý 평가 기Ĥ JÃ ĭM부

     � Ÿ) <물대M시� 등 안전성 시�, 수출국 ŹźŻ ų능 시�

� 과제 ļX이§ ;¸ 신원료 등I 및 안전성 유Ľ성 평가

�Ì~ Ŀŀ±ľ Ł화Ö ¾� A성Ö에 대한 안전성 유Ľ성 평가 등 J 과제

;요ëµ � � D  원 �  원

- �	 -

. �FDE G수출지원 IH 방안J y"Q!R �z{산안 기|

% 수%규제 대Ô Ē화

ł요성 öÌ화장품 최대 수출국인 중국과 화장품 세계 최대시장인 

미국의 수출규제 화장품원료 안전성 평가 강화에 Ľ과� 대ß ł요

주요ó� è)성Ú �중이 z� 국ó Ĭµ 수출 화장품의 안전성 

평가정« è)원료 안전성 평가정« 제 확대 � �

     � 수출 화장품 중 īą성Ä 화장품 비중 � ("��) N�G, (=��) NNG Ņ출&� 관�İņ

& á±@�âã d원 u대

ł요성 ö수한 제품기Ĥá  ̄«유P/ UGT ¸정½ŃG로 해외¬출에 

fńŅ이 Ui 중; 화장품기F에 ù« úûÈ M원 확대 ł요

주요ó� u로v 인Ëıņ서를 ¾�한 ��인 ù« úûÈ M원과 

부Đ ' đF¯ 통한 �� |화 확µ 추¬

u로v 인Ëıņ서 gŇ M원 대규모 ÄÙ자를 확«P/ Ui 

해외 유à 인Ëıņ서를 국ó 주요 |화å제` )계 gŇ ��

중;기F 제품 제품 ;J` ù« �Ô� 제작 M원

     � (Ļ시) ż리�*+Ž스+0, ż리�žſň�x, 서ƀ*+위ę 등

tq 인Ƃ¬Ɓ서 ť보·»ÃĞ 사ĵ

ƃ(JH다, MeĄĄƄciăde) 한국 A사 제품 사용 <Ć� �~l간("���$l��l) 약 $ī만Ĉ 
조Ĉ수 기록� tƅ 제품Į �»¼에서 ŀć¾Ɔ 부Ä 판É �위 ¡지

ƃ(|국, ĽcƇeƈc NƈĚccik) 한국9 �E단X 스ƉÃÂ ¬Ɗ <Ć�("�#��l �/ň) 조Ĉ수 
�$#만Ĉ 기록("������Ex 기준)

ƃ(중국, 스다Č� 량) "��� #l, 라ƌƍƋ스를 Zt 한국의 Ǝ사 »스ęƏ 제품을 
�EÄ만에 $NE만장 Ų판� ���원 É출 기록

부ĐđF �� |화 확µ |체부에서 주관Pi 해외 한+ŉňÓ` 

국ó 한+|화å제에 �� 중;기F 제품 전시 체ý존¯ Ä성

�� ù« 및 수출�ÒÓ ÕÔ

     � (한nƑƐĈ·한nv화ē제) vM부 }관하고 관X부&(ƒ지부·Ũ수S부·t수부·S�부 등)가 

ġ여하는 =�$� ĩ규사�¯/, "�$� 정부ĻS안에 부&별/ 소관 ĻS ƓƓ Ɣ성
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