
 

 

W H I T E P A P E R  ·  J U N E  2 0 2 6  

Compliance as a competitive 

advantage 

Why getting EU product compliance right has become the new growth lever for 

European consumer brands — and how to turn it into one. 

 

conphora    Retailer-ready EU product compliance 
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E X E C U T I V E  S U M M A R Y  

The reframe that changes everything 
For most consumer brands, product compliance still lives where it has always lived: in a 

spreadsheet, on a deadline, treated as a cost to be minimised and a risk to be survived. That model is 

quietly breaking. Since the EU's General Product Safety Regulation took effect on 13 December 2024, 

compliance is no longer a back-office formality — it is a condition of market access. The retailers 

and online marketplaces that carry your products now check it before they list you, and they remove 

what does not pass. 

This whitepaper makes a simple argument: the same forces that make compliance harder also make 

it valuable. The brands that stop firefighting and start operating compliance as a capability win three 

things their competitors do not — faster access to shelves and marketplaces, a measurable trust 

premium with consumers, and resilience against the recalls and delistings that quietly erode margin. 

In a market where most brands are scrambling, being demonstrably compliant has stopped being 

table stakes and become a differentiator. 

It is written for brand owners and the teams around them — the people who decide whether 

compliance is a grudge purchase or a growth lever. The data, retailer requirements and regulatory 

timelines below are drawn from public sources, cited throughout. 

What you will take away 

– Why compliance has shifted from cost centre to gatekeeper — and exactly what retailers now 

demand before they list a product. 

– The real cost of treating it as an afterthought: delistings, recalls that average eight figures, and 

a regulatory burden that hits smaller brands hardest. 

– Four concrete ways compliance becomes a competitive advantage — from speed-to-shelf to a 

quantified consumer willingness-to-pay premium. 

– A maturity model and a five-step playbook to move your brand from reactive to advantaged — 

before the next wave of rules lands. 

 

By the numbers 

4,137   dangerous-product alerts in the EU Safety Gate in 2024 — nearly double 2022. 

9.7%   average price premium consumers will pay for credibly sustainable goods. 

~$10m   average direct cost of a single product recall, before lost sales and brand damage. 
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From cost centre to gatekeeper 
Compliance used to be something a brand could handle reactively — assemble the paperwork when 

an importer or an authority eventually asked for it. Two shifts have ended that grace period: the 

rules have multiplied, and the people who sell your products have started enforcing them on the 

regulator's behalf. 

The rules multiplied 
A single consumer product sold across the EU can now fall under dozens of overlapping rules. 

Around 34 directives and regulations require CE marking alone, and the wider field of product 

legislation — GPSR, REACH, RoHS, the Ecodesign for Sustainable Products Regulation, packaging and 

labelling rules and more — pushes the count past forty. Beneath those rules sit roughly 24,500 

European (EN) standards, of which thousands are harmonised — the ones that, in practice, define 

how you demonstrate conformity. A lamp, a toy or a Bluetooth speaker can be touched by half a 

dozen of them at once, in 27 national markets, and the requirements keep changing. 

For Danish design, lifestyle and childcare brands — categories built on many SKUs, frequent 

launches and pan-European distribution — this complexity is not a tail risk. It is the daily operating 

environment. 

Retailers and marketplaces became the enforcers 
The decisive change is who checks. Under GPSR, every non-food consumer product sold in the EU 

must have an EU-based responsible person, a technical file, and traceability information on the 

label — and online marketplaces are legally obliged to monitor for it. Amazon now requires sellers 

to appoint an EU responsible person and to submit manufacturer and compliance data through its 

compliance dashboard; offers that do not comply are removed, suppressed, or have their selling 

privileges withdrawn (Amazon, 2024). The Digital Services Act pushes in the same direction, and 

bricks-and-mortar retailers increasingly bake compliance checks into supplier onboarding. For a 

brand, the practical reality is blunt: no proof of compliance, no listing. 

And the scrutiny is intensifying 
The EU's Safety Gate rapid-alert system recorded a record 4,137 alerts for dangerous products in 

2024 — almost double the 2,117 logged in 2022, and up from 3,412 in 2023. Cosmetics (36%), toys 

(15%) and electrical appliances (10%) led the notifications, and chemical risks featured in nearly 

half of all alerts. Those alerts triggered more than 4,200 enforcement actions, while the EU's 

eSurveillance web-crawler scanned some 1.6 million websites and flagged around 5,300 web shops 

offering reported products (European Commission, 2024). Enforcement is no longer the occasional 

border inspection; it is continuous, automated and online. 

4,137   dangerous-product alerts in the EU Safety Gate in 2024 — nearly double 2022 

(European Commission, 2024). 
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A regulatory wave, not a ripple 
The pressure is not cresting — it is building, and the next few years bring a dense sequence of new 

obligations. Each one is a deadline; together they are a strategic signal that compliance capability is 

becoming permanent infrastructure. 

When What lands 

Dec 2024 GPSR applies — EU responsible person, technical file, traceability; 

marketplaces must monitor and remove non-compliant offers. 

Jan 2026 New Toy Safety Regulation (EU) 2025/2509 enters into force — stricter 

chemical limits and a Digital Product Passport for every toy (applies from 

2030). 

Aug 2026 Packaging & Packaging Waste Regulation (PPWR) applies — recyclability 

and labelling rules, plus a PFAS ban in food-contact packaging. 

Dec 2026 EU Deforestation Regulation (EUDR) applies for large operators — due-

diligence and geolocation data for wood, leather, rubber, paper and more. 

2027 → Digital Product Passports roll out under the Battery Regulation and ESPR 

(textiles, furniture, steel and other priority groups). 

2030 Toy DPP becomes mandatory; PPWR recyclability and recycled-content 

thresholds tighten. 

 

A brand that builds the underlying data once — structured product, material and supplier 

information mapped to the rules — can switch each of these on as a feature. A brand that does not 

will meet each as a fresh emergency. 

The cost of treating compliance as an 
afterthought 
When compliance is reactive, the failures are expensive — and they arrive in three forms: lost 

access, lost trust and lost time. 

Delisting: the fastest revenue hit 
The most immediate cost is no longer a fine from an authority — it is a removed listing. A missing 

responsible person or an incomplete technical file can pull a product from Amazon, Zalando or a 

retailer's range overnight, with no route back until the documentation is fixed. For a brand whose 

growth depends on marketplace and retail distribution, a delisting is a direct cut to revenue, a stalled 

launch, and a gift to the competitor whose paperwork was ready. The cruelty of the timing is that it 

usually strikes at the moment of opportunity — a new season, a big retailer onboarding, a 

marketplace push. 
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Recalls: eight figures and a dent in trust 
When a non-compliant product reaches consumers, the bill escalates sharply. Industry studies put 

the average direct cost of a recall at around USD 10 million — before lost sales, litigation, insurance 

and brand repair (FMI/GMA). And the reputational damage outlasts the logistics. In consumer 

research, 55% said they would switch brands at least temporarily after a recall, 21% would avoid 

every product from that manufacturer, and 15% would never buy the recalled item again (Harris 

Interactive). Toyota's 2009–2010 recall wiped roughly 20% off its share price. For a smaller brand 

without deep reserves, a serious recall is not a setback — it is existential. 

21%   of consumers say they would avoid every product from a manufacturer after a recall 

(Harris Interactive). 

 

The hidden burden falls hardest on smaller brands 
Compliance also drains time and money before anything ever goes wrong. The European Economic 

and Social Committee estimates EU administrative burdens at around €150 billion a year, and in 

2023, 55% of SMEs named regulatory obstacles their single biggest challenge (EESC; 

BusinessEurope, 2025). For a lean brand without an in-house compliance function, every new 

regulation is a research project — and the specialists who could run it are expensive, slow to recruit 

and hard to find. The result is an asymmetry: large incumbents absorb the cost, while smaller, often 

more innovative brands are the ones most likely to be locked out. 

Illustrative: two brands, one buyer 

Two design brands pitch the same European retailer for a spring launch. Brand A treats 

compliance per crisis: when the buyer asks for declarations of conformity and a responsible 

person, it scrambles, and the documentation arrives three weeks late — after the launch 

window has closed. Brand B arrives retailer-ready: a complete, verified pack per product, 

delivered in two days. Brand B gets the slot, the sell-through and the reorder. Same products, 

same price — different outcome, decided entirely by compliance readiness. 
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Four ways compliance becomes an advantage 
The pressures that punish unprepared brands reward prepared ones. Here is where the upside is 

concrete — and measurable. 

1 · Market access and speed-to-shelf 

If compliance is the gate, being compliant first is a head start. A brand that can hand a buyer a 

complete, verified compliance pack — declaration of conformity, responsible person, traceability, 

test documentation — clears onboarding while competitors are still chasing paperwork. Because 

retailers increasingly build compliance checks into onboarding and prefer third-party-verified 

documentation over self-declarations, the retailer-ready brand reaches the shelf faster and stays 

there with fewer interruptions. Speed-to-shelf is revenue; a stalled listing is a competitor's 

opportunity. 

2 · Consumer trust and a willingness-to-pay premium 

Compliance is, at its core, proof of safety and integrity — and consumers pay for that. In PwC's 2024 

Voice of the Consumer survey of more than 20,000 people across 31 countries, 80% said they would 

pay more for sustainably produced goods, at an average premium of 9.7%. Simon-Kucher's 2024 

study found 54% now willing to pay a premium, up from 35% a few years earlier. Crucially, 

consumers reward provable claims over vague ones: 71% are more likely to believe a claim printed 

on the product or packaging, and 74% are more likely to buy from a company that is transparent 

about its practices (PwC, 2024; Simon-Kucher, 2024). As Digital Product Passports make product-

level data scannable, verified compliance becomes a transparency asset you can put in the 

customer's hand — and charge for. 

9.7%   average price premium consumers will pay for sustainable, credibly-backed goods 

(PwC, 2024). 

 

3 · Risk and resilience 

Operationalised compliance is insurance you actually use. Continuous validation against the 

applicable rules — rather than an annual scramble — catches the gap before it becomes a recall or a 

delisting. That protects not just the cost line but the brand equity that takes years to build and one 

bad alert to damage. In a category where a single Safety Gate notification can cascade across every 

market you sell in, the ability to prove conformity on demand is itself a competitive position — and 

an easier conversation with insurers, investors and retail partners. 

4 · Future-readiness and first-mover advantage 

The regulatory wave on the previous page is a roadmap of advantages waiting to be claimed. The 

brands that build the data backbone now — structured product, material and supplier data, mapped 

to the rules — will turn PPWR, EUDR, the Toy Safety Regulation and the Digital Product Passport 

into features they switch on, while competitors treat each as a fresh crisis. First movers also shape 

buyer expectations: the supplier who shows up with a Digital Product Passport before it is 

mandatory looks like the future, not a laggard. 
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What retailers actually want 
Talk to the buyers and marketplace teams who decide what gets listed, and the same requirements 

recur. They are no longer satisfied with a general assurance of quality; they want evidence, in a form 

they can file and defend if an authority comes knocking. 

– A responsible person in the EU. Under GPSR, marketplaces require — and verify — a named 

EU economic operator before a product can be sold (Amazon, 2024). 

– A declaration of conformity and technical file. Requested at onboarding, with a growing 

preference for third-party-verified documents over self-declarations. 

– Traceability and correct labelling. Model identifiers, manufacturer and responsible-person 

details on the product, packaging or accompanying documents. 

– Proof against the right rules. Evidence of conformity with the regulations and harmonised 

standards that actually apply to that category and market. 

– Speed. A complete pack in days, not weeks — because a buyer with a launch window will 

choose the supplier who is already ready. 

What buyers tell suppliers, in essence 

“We are accountable for what we put on our shelves and our marketplace. We do not have the time 

to chase suppliers for documentation, and we will not carry the risk of a product that cannot prove 

it is compliant. Make it easy for us — give us complete, verified paperwork up front — and you are 

the supplier we keep.” 

— a representative summary of retailer and marketplace requirements under GPSR and the DSA 

The signal is consistent: retailers want to de-risk their own shelves. The supplier who makes that 

easy — who shows up retailer-ready — is the supplier they onboard fastest and drop last. 
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A framework: the Compliance Advantage 
Maturity Model 
Most brands sit somewhere on a ladder from reactive to advantaged. Knowing your rung tells you 

what to fix next — and what the next rung is worth. 

Stage What it looks like Business outcome 

1 · Reactive Handled per crisis — spreadsheets, 

last-minute legal calls, paperwork 

assembled when someone asks. 

Stalled listings, surprise costs, 

exposure to recalls and delisting. 

2 · Compliant Products meet the rules, but proof is 

manual and slow to produce. 

Survives audits, but compliance is a 

cost and a bottleneck. 

3 · Retailer-

ready 

Complete, current documentation on 

hand for every product and market; 

responsible person in place. 

Faster onboarding, fewer stalled 

listings, a reliable supplier 

reputation. 

4 · 

Advantaged 

Continuous, data-driven compliance; 

transparency used in marketing; new 

rules switch on as features. 

Speed-to-shelf, a trust premium, 

resilience, and first-mover position 

on every new regulation. 

 

The jump that matters most is from Stage 2 to Stage 3. It is the moment compliance stops being a 

bottleneck and starts being a sales tool — and it is almost entirely an operating and data problem, 

not a legal one. 

The playbook: turning compliance into 
advantage 
Moving up the ladder is an operating change, not a one-off project. Five steps take a brand from 

reactive to advantaged: 

1. Build a single source of truth. Get every product, variant, market and applicable rule into 

one structured system — not scattered spreadsheets and inboxes. 

2. Map products to the rules that actually apply. Classify each SKU and connect it to the 

relevant regulations and harmonised standards for its categories and target markets. 

3. Close the gaps and generate the proof. Produce declarations of conformity, technical files 

and a shareable compliance status for each product — ready before a buyer asks. 

4. Monitor continuously. Track regulatory change and re-validate automatically, so a new 

requirement arrives as an alert, not an emergency. 

5. Make it visible. Use verified compliance as a sales and trust signal — in retailer onboarding, 

on product pages, and in your brand story. 
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Objections, answered 
“Isn’t compliance just a cost?” 

It is — until it is operationalised. The cost is largely fixed; the upside (faster onboarding, a price 

premium, fewer recalls) scales with every product and market. Treated as a capability, compliance 

pays for itself the first time it wins a listing a competitor loses. 

“We’re a small brand — can we afford this?” 

The asymmetry runs the other way. Large incumbents can absorb manual compliance; smaller 

brands cannot — which is exactly why automating it is the equaliser. The real question is not 

whether you can afford to get compliance right, but whether you can afford to be the supplier whose 

paperwork is never ready. 

“Our products are simple.” 

Simplicity is no shelter. A basic electrical accessory can trigger the Low Voltage, EMC, RoHS and 

GPSR regimes at once; a children’s item adds toy-safety and chemical rules on top. Most brands 

underestimate how many regimes a single SKU touches — until a buyer or an authority counts for 

them. 

“Won’t the rules be simplified?” 

Some administrative simplification is underway, but the direction of travel for product safety, 

chemicals and sustainability is unmistakably toward more disclosure, not less — the Digital Product 

Passport being the clearest example. Betting on deregulation is not a strategy. 

Why now 
Three currents are converging at once: enforcement has moved to the retailers and marketplaces 

that control distribution; a dense sequence of new regulations lands between 2026 and 2030; and 

consumers are actively rewarding provable integrity with their wallets. Each on its own would 

justify treating compliance seriously. Together they open a narrow window in which getting it right 

is not just protection — it is positioning. The brands that move while the field is still scrambling will 

define what retailer-ready looks like in their category. 
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Compliance is a growth strategy 
The brands that win the next decade in European consumer goods will not be the ones that merely 

avoid trouble. They will be the ones that treat compliance as a capability — a way to reach more 

shelves faster, earn a measurable trust premium, and absorb each new regulation without breaking 

stride. The gate is only getting higher. The brands that build the key now will walk through while 

everyone else queues. 

How Conphora helps 
Conphora is the platform that makes this operational. Upload your catalogue and Conphora validates 

every product against 48 EU regulations across 27 countries, detects the gaps, and generates the 

documentation and shareable compliance status that retailers require — so your brand arrives 

retailer-ready and stays there. The same engine turns each new regulation into a feature, not a fire. 

Learn more at conphora.com. 

About Conphora 
Conphora is a European platform for automated product compliance. It validates a brand’s catalogue 

against 48 EU regulations across 27 countries, detects the gaps, generates the required 

documentation, and gives brands a shareable, verifiable compliance status — so they arrive retailer-

ready and turn each new regulation into a feature rather than a fire. Conphora is offered both as self-

service software and as a fully managed service. 

https://www.conphora.com/


W H I T E P A P E R  ·  C O N P H O R A  

Compliance as a competitive advantage 11 

Sources & references 
1  European Commission — The Safety Gate Rapid Alert System in 2024 (Annual Report). Report 

2  Amazon — General Product Safety Regulation (GPSR) seller guidance, 2024. Amazon Seller Services 

3  PwC — Voice of the Consumer Survey 2024 (9.7% premium; 80% willing to pay more). PwC 

4  Simon-Kucher — Global Sustainability Study 2024 (54% willing to pay a premium). Simon-Kucher 

5  Consumer transparency research — 71% trust on-pack claims; 74% prefer transparent companies 

(Specright, 2024). Specright 

6  Food Marketing Institute / Grocery Manufacturers Association — average recall cost ~USD 10m. Food Dive 

7  Harris Interactive — consumer behaviour after product recalls (55% / 21% / 15%). Reference 

8  EESC & BusinessEurope — EU administrative burden (~€150bn) and SME impact, 2024–2025. 

BusinessEurope 

9  Regulation (EU) 2023/988 — General Product Safety Regulation (GPSR). EUR-Lex 

10  Regulation (EU) 2025/2509 — Toy Safety Regulation; (EU) 2024/1781 — ESPR. EUR-Lex 

11  Regulation (EU) 2025/40 — Packaging & Packaging Waste; (EU) 2023/1115 — Deforestation (EUDR), as 

amended. EUR-Lex 

 

This whitepaper is for general information and does not constitute legal advice. Figures are drawn from the cited public sources 

and are accurate to the best available data as of June 2026; verify current dates and requirements against primary sources 

before acting. © 2026 Conphora. 
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