IMPORT BEAUTY PRODUCTS TO THE U.S.

THROUGH DISTRIBUTORS

USAFrance LLC, Dba Cosmetic Export Pro
Our company USAFrance, LLC Dba Cosmetic Export Pro assists American and
European companies to export their products to France, Europe & USA.

One of our flagship industries is cosmetic for which we have developed an
extensive network in France, in Europe and in the USA.

The selection of
products provided by
USAFrance covers
several sectors:

We don’t sell products, we sell experiences.

• Food Supplements

•

Our customers comply with all applicable laws, regulations and industry
standards

• Men cosmetics

•

We require from our clients they ensure to operate ethically and their
merchandise is produced under appropriate conditions around the world.

• Cosmetics for spa

•

We expect our Client to promote an environment of dignity, respect and
opportunity; provide safe and healthy working conditions; offer fair
compensation through wages and other benefits; hire workers of legal age,
who accept employment on a voluntary basis; and maintain reasonable
working hours.

•

We require that all suppliers be particularly vigilant about compliance with
country of origin and other requirements of the United States Customs
Service and related agencies, and with similar requirements of other
applicable jurisdictions.

More information: contact@cosmeticexport.com

• Skin care cosmetic
• Hair care

• Perfume
• Nail care
• Makeup

VALUE PROPOSITION
Our Value Proposition

How we want to meet your needs and expectation

As you may know, French cosmetics and perfumes are very
popular among American consumers because they usually
guarantee a certain product quality.

• We are sorting out the best products for you. We are your
eyes

Therefore, finding the perfect niche French and European
cosmetic product that will match the needs of these demanding
customers can be challenging.

• We are training our clients about the American culture and
expectations so that they can better understand your needs
and expectations

European, French and American companies have some cultural
differences and may have ways of doing business that diverge.

• We are requiring form our clients to make sure that their
products are in compliance with the American regulations

Being separated from a supplier by the Atlantic Ocean can be an
issue to communicate and ensure the respect of the contract
terms (for example delivery and payment terms).

• We ensure a constant marketing intelligence for niche
cosmetic companies in France and Europe, and already
represent a large number of beautiful and successful
cosmetic, perfume, and hair care companies willing to export
their products in the United States.

The language can be an issue between European or French
niche cosmetic companies and U.S. distributors and importers,
as well.
This is where we are adding some value by being able to find
the Niche cosmetic Brands you may never find. Because of our
multicultural background we can see if the product offer has a
real value proposition. We sort out the first selection

• As a U.S. established company, we provide a logistic support
for our clients and are able to guarantee a buffer stock in the
United States.
• We are the “translation and interpretation link” for you and
our clients

More information: contact@cosmeticexport.com

COMPETITIVE ADVANTAGE

Our competitive advantages:
-

Multicultural dimension.

-

We do what others won’t be able to do:
• Translation and communication assistance between you and the
European & French supplier.
• We advise the cosmetic companies in order to adapt their products and
packaging to the U.S. market, consumers and distributors.
• Strong foothold in France, Europe and USA.

-

We do work you won’t have to do:
• Constant monitoring of the French cosmetic market.
• We make sure the goods are shipped on time.

-

Strong knowledge of the American regulations and FDA requirements for
cosmetics, OTC and drugs.

MAKE SURE TO BE READY
If you want to import goods in the U.S., you must ask yourself the following
questions:
• Is your offer diverse enough and innovative? What is your differentiation?
– In order to be legitimate and not being considered as a follower.
• Is your gross margin sufficient?
• Do you have a plan? (Short and long term)
– Do yourself or outsource? What team? What are the steps to market?
etc…
• Have you deciphered all the aspects?
– Optimal selling price, where to sell and to who, how to promote and
communicate, etc…

MAKE SURE TO BE READY
• What is the strategy to incorporate the market?
• What is your marketing positioning for the targeted market? The selling
pitch?
• Using direct sales or distributors?
– Use independent representatives, ship goods by your own to retailers.
OR
– Use distributors and brokerage agencies.
• What are the resources available?
– Human resources,
– Financial resources, ...

HOW DISTRIBUTORS MAKE MONEY?

• They buy your products, …
• Resell them to their customers, …
• By taking a margin on each product sold via their network.
• They also make money with their marketing programs.

THE MARKETING PROGRAMS
• Catalogs
A catalog references names, sizes, units, distributor codes, selling or suggested
prices. Updated every quarter, it is one of the most efficient advertising support
to introduce your products to a retailer.
• Newsletter
The newsletter is a letter sent to clients by e-mail, informing them about new
products and deals. It is usually redacted every month and is very convenient to
attract retailers’ attention and encourage them to buy.

THE MARKETING PROGRAMS
• Flyers
Flyers are small pieces of papers distributed to consumers. It is advantageous to
have your products on it because it will highly increase your visibility. In order
to appear on their flyers, distributors will ask for large volumes available and for
higher discounts than usual.
• Wholesales
This program is only available for leading products. These offers are listed in
distributors catalogs and in their newsletters. The system is simple, the more the
retailer buy, the bigger is the discount.

THE MARKETING PROGRAMS
• Social media
Everyday, distributors are increasingly active on social networks and
communicate even more through these medias. Whether it is for announcing a
discount, a special offer or a new product, social medias allow to reach a very
large population of customers and retailers. Communicating via social networks
has the same purpose than flyers or newsletter but tenfold. This is THE new
marketing tool.
• Tradeshows
Distributors regularly go to tradeshows, and being in their “catalog” of brands
can be an amazing opportunity for you to attract and reach retailers and
customers. But tradeshows’ presence are not easy to earn. Indeed, only leading
products and companies are able to travel in the distributor’s suitcase. If you
have that chance, you will need to provide advertising support, samples,
demonstration products, etc…

THE DISTRIBUTORS MARGINS & THE SELLING PRICE

• The selling price is based on the production cost + transportation cost up to
the distributor’s facility + cost to have the product in compliance with the
target market’s regulations. The distributor will calculate his margin on this
selling price.

• Usually, distributors’ margins are up to 30%.
• But for some clients (regular suppliers), the margins depend on the volume.
• Supermarkets and big retailers usually take between 10 to 25% of margin on
the selling price.

OPERATING COSTS & POTENTIAL ISSUES
•
•
•
•
•
•
•

Joining mandatory marketing programs
Additional fees
Samples
Small contracts at first
Unfavorable payment terms
Complying strictly to the contract
Potential losses:
– Wholesales
– Unsold products and returns
– Errors
– Occasional orders
– Free samples
– Customs seizure and/or returning products because of non-compliance.
– Etc.

THE DISTRIBUTORS’ PROGRAMS
• Discounts.
• Wholesales.
• Incentive Programs.
• Catalogs and promotions.
• Sales Performance Incentive to promote some products.
• Exclusivity Programs.

OBJECTIVES & ADVANTAGES OF DISTRIBUTOR’S
PROGRAMS

Referencing your products through distributors’ program allow to:
-

Create more opportunities to reach customers.
Encourage retailers to reference your products.
Drain more volume.
Promote during non-peak periods and capitalize during peak periods.
Maximize placement with distributors’ programs.

THE BENEFITS
• Being a key supplier.
• Being a member of the distributors’ development programs.
• Working directly with the salesforce and having customers’ feedbacks:
– Offer performance bonuses to enhance the promotion of its products.
– Sensitize consumers with samples.
– Work hand in hand with the salesforce.
– Answer to a specific demand.

A NEW PRODUCT SHOULD RESPOND TO THE
BUYER’S EXPECTATIONS
Which means, a new product must match with the followings:
– Answer to a specific demand (consumer or retailer).
– Be innovative and attractive.
– Be manufactured with new and innovative ingredients.
– Have a complete pricing and promoting strategy associated.
– Help the salesforce (training & support).
– Differentiation (distributors need an expanded value position).

A DISTRIBUTOR WILL EXPECT A LOT
If you want to import goods in the U.S., you must be prepared to answer the
distributor’s questions. Here are a few examples:
• What kind of promotional support are available?
• How is the distribution without the our clients?
• Did you thought about the strategy? Will you support our efforts by participating to
our programs?
• What will be the frequency and the impact of promotion?

ANSWER THE BUYER’S QUESTIONS

• Category management: New products must always create and open new
categories, enhance the interest of the public for this sector and lead to new
innovative products.

• In the media: Has information been communicated to the public yet?
• Payment terms: Will you be able to reach the distributor’s expectations?
Will there be any advantage for him to respect the payment terms?

ANSWER THE BUYER’S QUESTIONS

• Delivery: Frequency? Quality of services? Is there a minimum volume
required? Will it be easy to receive and pick-up goods?
• Exclusivity: Is there any advantage for the buyer to order a product before
his competitors?
• Shelf life: How the damaged products are handled? Will it be a problem for
the buyer?

REACHING OUT TO THE NEW B2B BUYER

• To connect with the right B2B buyer, you must publish and communicate
deep and wide about the problems your prospect faces and the solutions your
product offers.
• Your content must be relevant to your prospect at every stage of the buying
process and be available whenever and wherever he goes online.

IMPORTING COSMETICS
The cosmetic industry is specific. Indeed, the U.S. government is trying to
regulate it because the definition of a cosmetic is different from a country to
another. And some products considered as a cosmetic in another country can be
an OTC in the U.S.
These products are regulated by the FDA (Food and Drug Administration). This
is why so many standards are implemented. Trying to sell your cosmetics alone
without any physical representation on a huge territory, is definitely not
recommended.

IMPORTING COSMETICS

This is why a lot of brands chose to sell to importers instead of final customers
or chose to have a partner in the U.S. able to manage the relationship with the
distributors, manage the logistic and assist them being in compliance with U.S.
regulations.

CONTACT

FOR MORE INFORMATION, PLEASE

Visit our website: www.cosmeticexportpro.com
Call us: 828-327-2290
Or e-mail us: contact@cosmeticexport.com

