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The last six months have been quite a roller-coaster ride for 
all of us working in methacrylates at Lucite International (LI). 
This has impacted supply and demand dynamics right through 
the chain, which has kept everyone on their toes. Here at 
LI, our prime focus has been to maintain consistency and 
reliability of supply for all of our customers. Malcolm Kidd, 
Commercial Director for Monomers in the EAME region, takes 
a closer look at the markets and tries to make sense of how 
things might pan out in the coming months on pages 4-5 of 
this issue of FreeFlow. 

Building on the upside of our roller-coaster ride, we are 
delighted to share with you a very positive report on the 
opportunities presented by the Middle East coatings sector, 
which continues to grow in direct relation to a boom in 
construction projects in the Gulf and surrounding countries. 
Our Business Development Manager in the region, Saleem 
Khan, reports from the 19th Middle East Coatings Show, 
which took place 12-15 March in Dubai.  

Elsewhere in this issue of FreeFlow we report on 
CH-Polymers, our customer in Finland, which uses 
methacrylates to make specialist products for the paper and 
board, nonwovens and paints industries. We also feature our 
German based customer, Triflex, which sells polymethyl 
methacrylate based coating systems for use in construction, 
renovation and refurbishment projects as well as waterproofing 
products for roofs, roads, cycle paths and car parks. Both 
businesses are thriving and going from strength-to-strength 
despite the persistently tough economy.

Finally, as the second REACH registration deadline 
approaches, Fiona Smith, our REACH Manager provides an 
update on the on-going obligations and guidance material 
available for all those who are concerned with registering their 
products.

You can find a downloadable copy of this issue of  
FreeFlow and all back copies on the LI website. Please go to: 
http://www.luciteinternational.com/freeflow-magazine.

As always, I would be please to hear any feedback on any of 
the issues you see raised in FreeFlow. Please email me direct 
on: peter.snodgrass@lucite.com

we are delighted to announce that our brand new corporate 
website went live on 31 January 2012. This represents  
phase I of the site and feedback so far has been largely 
very positive. we have now turned our attention to develop-
ing content and functionality to help us serve customers 
and our wider stakeholders even better. And we’d like to 
hear your views. Please have your say ... take a look for 
yourselves at www.luciteinternational.com and tell us what 
you think. Please email all feedback good or bad or any 
requests/suggestions to me: peter.snodgrass@lucite.com 

welcome 
to FreeFlow 10 

into the Future
oUr New websITe Goes lIVe

Peter snodgrass
Sales Director, Europe
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Marc schaaF

Job title: Mid-European Chemicals Sales Manager
Territory: Mid-Europe (mainly Germany)
Products: Methacrylate monomers, resins and polymer
looking forward to: “I really enjoy working closely with customers. 
LI’s approach will help me to establish good customer relationships 
so that I can grow and develop the excellent partnerships that have 
been built by my predecessor, Gerhard Gundlach. In addition, I’ve 
already met some great people at LI and I am really looking forward to 
working with them.” 
How my experience will help: “I believe I am able to build good 
relationships with all kinds of people. In my opinion sales is not just 
about clarifying price and volume with a customer. I always try to 
establish the customer’s precise needs and then, wherever possible, 
adjust the product or service to meet these. Often companies have a 
standard offering and force their customers to adjust their needs. For 
me, this is a missed opportunity.” 

ABOuT MARC
careers to date: Marc has worked in sales since 2001; different 
positions in different companies, but always in direct contact 
with customers, which is what he enjoys most. While working he 
continued his education, most notably studying business economics 
2005-2008. Prior to joining LI, Marc worked as an Account Manager 
for Performance Materials for the Dow Chemical Company. 
lives: Ruppach-Goldhausen, Germany - a rural area 1 hour’s drive 
from the major cities of Cologne, Frankfurt, Bonn, Wiesbaden, Mainz 
and Koblenz.
Family: Married to Kim Tina.
Interests: Travel; getting to know new people and learning about 
other cultures; socializing with friends and family. Marc said: “I am 
German, so no question that I have to love Football! I still play in an 
‘old gents’ team – basically you have to be over 35, however I play 
and look like a 40 year old, so they tolerate me!” 
best ever holiday: New Zealand; very beautiful landscape, amazing 
people and interesting animals. 

nicola sheard

Job title: Sales Manager, uK and Italy 
Territory for monomers: uK and Ireland
Products: Monomers, polymers and sheet 
looking forward to: “I’m looking forward to increasing my exposure  
to other parts of the business, which will also benefit my current  
area of activity. My role has evolved year on year and this year will  
be no different. The challenge of new products and new customers  
is really exciting.” 

How my experience will help: “I very much enjoy building 
relationships with customers and earning their trust and respect. 
LI has a very good reputation in the market and in difficult market 
conditions it is paramount to uphold that reputation and be seen 
as a credible supplier. One of my strengths is building customer 
relationships and working closely with them to create a win/win 
situation.” 

ABOuT NICOLA
career to date: Nicola graduated with a BA Hons in Business French 
and Spanish and joined LI’s Darwen, UK offices as a Customer 
Service Representative in 2000. After maternity leave she was 
promoted to a Sales Professional in 2009 and she has since worked 
across diverse acrylic sectors in the EAME region.
lives: Blackburn in Lancashire, Northwest England - a former 
mill town, which boomed in the mid-twentieth century Industrial 
Revolution – just 2 miles from LI’s Darwen site. 
Family: Married to Jason, two children: Olivia, 6 and Matthew, 3.
Interests: Foreign travel, eating out in nice restaurants, spending 
quality time with family and well-earned pamper days.
best holiday: New Zealand – 3 weeks exploring the North and South 
islands, climbing the glaciers in Franz Josef was a particular highlight!

one oF lucite international’s (li) six core values states that the coMpany is 
coMMitted to ‘Focusing on custoMers and their needs’. in practice, what this Means 
is that li people are passionate about the strong, value-adding relationships they 
develop with their custoMers. FroM 1 april 2012, the MonoMers teaM in eaMe gets 
a boost with the arrival oF two new people. Marc schaaF joins FroM dow cheMical 
coMpany and nicola sheard is developing her current role at li.

boosT to eaMe teaM
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taking a closer 
look at the Markets

Image: malcolm Kidd is lI’s commercial 
Director for monomers in the eAme region.  
To access his regular review of the mmA market, 
please visit: www.luciteinternational.com/
freeflowmarket

the MMa Market

DOWNSTREAM MMA USE IN A MATURE MARKET

35%  Acrylic sheet for glazing, fabrication,  
 signs, lighting and sanitary ware
19%  Moulding/extrusion compounds
 automotive, medical and optical 
20%  Surface coatings, acrylic latex,   
 lacquers and enamels
7%  Emulsion polymers, adhesives 
 and polishes
12%  Impact modifiers and processing aids 
 for rigid PVC window and other  profiles
5%  Mineral filled sheet, Corian 
 (DuPont trade mark)
2%  Other polyesters and 
 transesterification

being the very best partners to our custoMers is 
vitally iMportant to the teaM at lucite international 
(li). one oF the ways we deliver on this coMMitMent 
is to share with you our understanding oF the 
Marketplace and its dynaMics. our business 
intelligence systeMs coMbined with our work on 
the ground in local Markets Means we are uniquely 
placed to access reliable data to do this eFFectively. 
as part oF our regular review, published both online 
at www.luciteinternational.coM/FreeFlowMarket, 
and here in FreeFlow, we share with you the views oF 
MalcolM kidd, coMMercial director For MonoMers in 
europe, Middle east and aFrica.



2011 REvIEW
The roller-coaster ride has continued in the 
six months since the last issue of FreeFlow. 
The second half of 2011 could not have 
been in greater contrast to the first, with 
the realisation that underlying demand 
was somewhat lower than the industry had 
been operating at, and this had resulted in 
an accumulation of inventory in the supply 
chains around the world, most notably in 
Asia. 

A swift and significant correction took 
place in the fourth quarter which saw plant 
capacity being idled across the globe, 
inventories depleted and pricing reduced 
as the industry sought to find the true 
sustainable level of the market.

For the European region, this resulted in an 
increase in imported MMA (and derivatives) 
for a period of time against a back-drop of 
dwindling demand, which created a very 
different market environment. This dynamic 
seems to have disappeared as quickly as 
it arrived, and we find ourselves back to 
‘situation normal’ in terms of supply and 
demand - more of which later. 

Q4’11 was the also the period in which 
Lucite LI had planned a major overhaul of 
the assets at its Cassel site in the uK. During 
this event, as well as fulfilling statutory 
requirements, LI  took the opportunity to 
invest significantly in the capacity, efficiency, 
reliability and sustainability of its asset base 
at Cassel. The resulting improvements are 
already being deployed to meet the growing 
demand for our products from our customer 
base. I would like to take this opportunity to 
thank all of our customers for their support 
through 2011, and in particular the period 
leading up to and surrounding this event

Q4’11 was therefore not truly indicative 
of any market trend and can now be 
accepted as a ‘disruption’ or ‘correction’. 

It is, however, responsible for setting the 
course of the industry for the next part of the 
roller-coaster ride.

CuRRENT THINKING
With the scars of 2008/09 still fresh in our 
corporate memory and the demand outlook 
generally conservative and uncertain, the 
petrochemical industry appears to have taken 
swift and decisive action; and methacrylates 
has been no exception. Production has 
been trimmed to meet (the perceived) 
lower demand. Inventory levels have been 
reduced to a bare minimum. Prices have 
been reduced in an attempt to sustain sales 
volumes.

However, the back-drop is contradictory; 
feedstock costs for the manufacture of 
methacrylates have been rising since late 
Q4’11 at an alarming rate buoyed by a 
stubbornly high crude oil price. Demand is 
actually good, with most customer segments 
returning to near-normal buying patterns by 
mid-January. And production is a concern, 
with a number of unplanned outages 
occurring coincidentally with planned events, 
resulting in lower availability of product 
world-wide.

So, despite the continuing air of caution 
in the outlook for demand and the concerns 
over some Eurozone countries, it is proving 
difficult to fully recover inventory levels 
from the low point of Q4’11 as in reality 
instantaneous demand is challenging the 
capability of the supply side. At the same 
time manufacturers are now being forced to 
focus critically on the profit margins due to 
the ever-increasing cost of raw materials.     

OuTLOOK 
There are so many mixed messages conveyed 
by the various statistics and indices that it is 
difficult to make clear judgements. All eyes 

continue to look to the East, and in particular 
to a recovery in the demand for pMMA. 

Demand for MMA in Europe this year is 
forecast to be similar to that of last year, but 
with a very different profile. The strengths of 
the methacrylate group of products remains 
unquestioned and their contribution and 
value-addition to our customers’ products is 
well understood and gives us confidence that 
demand will continue to grow, albeit at a 
slower rate than previously envisaged.   

The next three to six months will see 
Europe operating in a more typical mode, 
with greater reliance on its local production. 
The significantly higher cost of manufacture 
is already a concern and one that must be 
addressed quickly. The rollercoaster ride 
will undoubtedly also deliver some more 
unexpected twist and turns.  

METHACRyLIC ACID
MAA demand did not suffer to the same 
extent in Q4’11 as MMA, principally as it 
is difficult to amass excessive inventories, 
however, it is currently experiencing the 
same issues as MMA as we move through 
Q1’12. 

Global availability is down. A sizeable 
proportion of the world’s MAA is 
manufactured as a co-product of MMA 
production; hence any operating policy 
decisions being taken on the assets for MMA 
will have a direct consequence on MAA. 
There are also some specific scheduled 
outages that will affect availability during Q1 
and Q2.  

Demand for MAA has been good since the 
very beginning of the year and continues to 
improve as we enter the season for coatings 
manufacture. For LI, the same cost pressures 
exist for both MAA and MMA.

“The sTrengThs of The meThacrylaTe group of 
producTs remains unquesTioned and Their 
conTribuTion and value-addiTion To our 
cusTomers’ producTs is well undersTood and 
gives us confidence ThaT demand will conTinue 
To grow, ...”
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Customer Profile: Triflex

FF: Tell us about where Triflex’s products 
are used and how are they sold? 
AF: Triflex supplies mainly PMMA 
(polymethyl methacrylate) based coating 
systems for use in new construction, 
renovation and refurbishment projects. 
Our waterproofing products are sold for 
the application areas roofs, balconies and 
terraces and our marking materials are for 
use on roads, cycle paths and in car parks. 
We pride ourselves in selling direct using 
fully trained professionals who ensure that 
the products we supply meet the precise 
requirements of our customers, whether they 
are for structural protection or for road safety.

FF: Having strong customers and supplier 
partnerships is key to creating a sustainable 
business – how would you describe your 
partnership with lI? 
AF: We have a strong relationship, which 
has been built over the years on openness, 
understanding and a common goal to delight 
customers. The products that we buy from 
Lucite International are used by our sister 
company, Follman, to create resins that 

have the rapid curing time that all of our 
customers are looking for. Fast, reliable and 
consistent curing means that our customers’ 
are more likely to deliver on time and in full 
to their own customers, which is great news 
for us all.

FF: How important is innovation to your 
company?
AF: Innovation is absolutely vital for our 
future. Continuous investment in R&D 
helps Triflex to stay competitive. And, most 
importantly, it also helps us to continue to 
meet our customers’ needs while contributing 
to the wider growth and development of our 
sector. 

FF: How would you say Triflex differentiates 
itself from its competitors? 
AF: I would say that one of the most 
important ways in which we differentiate 
ourselves is through our experienced people 
and their ability to offer the very highest 
quality service and certified system solutions 
to our customers. In addition, the on-site 
advice and training in the use of Triflex’s 

products, practical seminars, symposia for 
architects our investment in continuous 
improvement and R&D all add to our appeal 
as ‘the go to partner’ in our industry. 

FF: Has the financial crisis in Europe badly 
affected your business?
AF: On the contrary, Triflex has grown 
considerably over the past few years. The 
opening of our new R&D facility at Minden is 
just another indication of how positively we 
are feeling about the future development and 
success of our business. 

FF: what new challenges do you have and 
what do you need from lI as a supplier? 
AF: Our aim is to expand into new countries 
and new target markets, which is always a 
challenge. This means that we have to learn 
about these markets and focus our attentions 
on increasing the awareness about Triflex and 
the value our products can deliver in these 
new areas of operation. Our expectation is 
that LI will be there as a reliable supplier over 
the long-term as we continue on our path of 
sustainable development.  

triFlex is a FaMily owned enterprise with tradition at 
its heart and innovation in its approach to creating a 
sustainable Future. as part oF the FollMan group, the 
brand triFlex was Founded in 1977 and today supplies 
custoMers in More than 20 diFFerent countries 
with high perForMance waterprooFing and Marking 
products that provide lasting protection to buildings 
and saFety For road-users all over europe. FreeFlow 
talks to triFlex’s Marketing Manager, andreas Franke 
to Find out More

we have it
covered

Images: [1] outside area at the berlin Gallery. 
[2] coated surfaces at the salvator Garage in 
munich, Germany. [3] special surface coatings 
act as safety measures. [4] coatings that 
are perfect for indoor or outdoor car parking 
facilities. [5] The market place in böblingen. 
[6] Protective coatings for the einstein Tower 
in Potsdam. [7] safety road markings at 
a centre for the physically handicapped in 
weingarten, Germany.
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QuICK FACTS 
Founded 1984
Status: Family owned
Turnover: €70m
Employees: 150+
Customers: 2500
HQ: Germany
Sales into: 20+ countries
More: http://www.triflex.de

1
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industry report

Mecs is the largest event in the Middle 
east (Me) and gulF region For suppliers 
and equipMent ManuFacturers in the 
coatings industry. it takes place every year 
alternatively in dubai and cairo. this year 
exhibitor nuMbers were up by 25% to More 
than 350. saleeM kahn, business developMent 
Manager For lucite international (li) sent 
us this report about the show and wider 
industry opportunities in the region.

middle easT 
coaTings show (mecs) 
12-15 March 2012
dubai
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Coatings are developing into a significant 
industry in the ME today. For the last 15 
years regional governments have  tried to 
develop the economy away from oil sectors 
and, as a result, food, plastic, metal and 
paint companies have developed at a much 
faster pace than others. The last decade  
has also seen a construction boom in the 
region, fuelled by a rise in oil/gas prices, 
which has also resulted in higher demand 
for coatings. This year the total value of 
ongoing construction schemes in the GCC*  
is expected to exceed uS$1 trillion. 

INvESTING IN TOuRISM AND 
INFRASTRuCTuRE
For all paint companies the main target is 
the architectural sector, which constitutes 
around 60-70% of coatings sales in the 
Gulf. Because of the absence of any sizeable 
industries outside of the oil, gas and related 
sectors, much of the remainder consists 
of protective coatings for infrastructure, 
pipelines and petrochemical plants. ME 
countries are keen to develop local tourism, 
which will open up new coatings markets 
- architectural, automotive and marine for 
example.

FASTEST GROWING COATINGS  
MARKET WORLDWIDE
The ME’s paint and coatings industry is set to 
reach uS$2.7 billion by 2014 spurred largely 
by investment in large-scale infrastructure 
and industrial projects. ME accounts for 
around 5% of the world’s coatings market 
by value and its paint consumption is one of 
the fastest growing worldwide. The strongest 
rise in demand is still the oil-rich Gulf area 
which is benefiting greatly from its booming 
construction sector as well as flourishing 
refining, petrochemicals, steel and aluminium 

industries. Architectural applications in 
the ME and African paint additives market 
are expected to grow at a rate higher than 
industrial applications 2008-2020.

FACTORS HAvING A POSITIvE EFFECT 
ON THE GROWTH OF THE MIDDLE EAST 
COATINGS MARKET
• Growth in the number of construction 

projects as the economy recovers is 
set to boost the demand for paints in 
architectural applications. The architectural 
coatings market constitutes about 65% of 
total paint sales. 

• ME’s ambition for all things tall and large 
has accelerated the growth of intumescent 
fire-resistant coatings - UAE market for 
these coatings alone has grown by 200% 
in recent years. In the architectural sector, 
Gulf countries are applying safety and 
environmental standards similar to those in 
force in Europe and North America. 

• International architects with higher 
expectations are driving the development of 
customized products, which have emerged 
as a sub segment. These coatings must be 
able to withstand high temperatures and 
be resistant to the impact of desert dust 
storms. 

• ME countries are coming close to 
accession to the WTO and the gap in the 
domestic market will attract the major 
paint producers’ attention; good news for 
exporters and investment as the industry 
embarks on a programme of modernisation. 
The industry can also take advantage of 
low priced petrochemicals and export the 
less technical grades.

• Evolution of corrosion-resistant coatings, 
which is largely due to high demand in the 
offshore oil and gas sectors. As one of the 
biggest consumers of these paints, the oil 

and gas sector requires high standards of 
performance.

• Paints that help boost the energy 
savings of a building are attracting much 
attention. Over the next five years, more 
energy-saving products will replace existing 
formulations. 

• Projects worth US$ billions have been 
awarded in GCC in the last eight months 
for oil and gas development. These will 
lead to a demand increase for corrosion-
resistant products as the new projects get 
off the ground. 

• ME’s growing awareness of the need 
for environmental protection is helping 
boost the development of ‘green’ paint. 
Paint companies are seeking to introduce 
high-quality environmentally friendly 
formulae with low or free vOC. Regulations 
are also being drafted for carbon reduction.

• A number of chemical and paint companies 
are investing in the ME, including 
BASF, Bayer, Huntsman, Perstorp etc; 
construction investment tends to stimulate 
the economic growth engine. 

• Major players in the paints and coatings 
industry are focusing their R&D on ‘green’ 
technology based on eco-friendly products 
by reducing the storage and the waste 
products. 

• The large protective coatings market being 
created by the Gulf’s oil and gas industry 
have attracted investments of major 
coatings manufacturers from Europe, North 
America and Japan with global technical 
standards. 

Notes
ME includes GCC*, Iraq, Iran, yemen, 
Jordan, Syria, Lebanon, Israel 
*GCC comprises Saudi Arabia, uAE, Kuwait, 
Qatar, Bahrain and Oman.

MECS 2012 OBSERvATIONS
• Fewer Chinese exhibitors compared to last year
• Fewer Saudi visitors compared to previous years
• Very few Iranian visitors while just a couple of Iranian exhibitors 

were present; Syrians were also notably absent
• Increased number of North African, Indian and Pakistani visitors  
• LI was represented at the show by two companies: Linkers 

Chemicals & Polymers DMCC and REDA Industrial Materials LLC.
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FF: First of all, can you tell us exactly what 
cH-Polymers makes?
sl: We make styrene acrylics, polyvinyl 
acetate/acrylics and all-acrylic lattices, which 
are used in packaging boards for everyday 
items such as chocolate and cosmetics 
packaging. They are also used in printed 
magazines, in filters, for example in the 
car industry, and also for decorative paints 
and other products that are used within the 
construction industry.  

FF: cH-Polymers has a strong vision and key 
value set that underpin your success story to 
date – can you tell us about these? 
sl: Our vision is to become the preferred 
supplier to the P&B, Nonwovens and 
Paints industries. We aim to earn this 
reputation by looking for new opportunities 
to supply our products and services while 
we further develop our competitive acrylate 
polymerisation technology. It’s tough in an 
over consolidated market. However, with 

our customers we try to win by being very 
proactive and dynamic in our approach.  
I use to say we are a small player between 
an elephant’s legs so we need to be customer 
focused, flexible and proactive. However, 
despite being small in size our history, our 
experienced people, modern facilities and 
R&D capabilities gives us a good base to 
increase our share.
 
FF: cH-Polymers launched as a new 
business in the midst of a global recession - 
what impact did this have?
sl: We simply jumped onto a train that was 
already moving! To get everything working 
efficiently in the new company was tough 
but we managed. We were delighted to hear 
some customers say that we manage to 
continue without interruption. The prolonged 
recession hit us most heavily when raw 
materials started to be short and prices went 
up. Hopefully this year things will be  
more stable.

ch-polyMers was Founded in 2009 by the Finnish FaMily 
coMpany, oy cheMec ab, which specialises in the supply 
oF perForMance cheMicals For the paper industry. 
in just three years, the coMpany has grown by 35% 
and is now a key supplier to the paper and board 
(p&b), nonwovens and paints industries. ch-polyMers’ 
rich heritage goes back to the early 1970s when 
the original coMpany, raisio, began paper lattice 
production. since then it has been owned, inFluenced 
and developed by soMe oF the worlds best-known 
brands in the sector. FreeFlow talks to Managing 
director, sauli laakso about the coMpany’s growing 
success story.

PAPer passion

2

1
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FF: How important is innovation to  
your business?
sl: We need to be innovative to give new 
solutions to our customers, which will help 
us to grow our relationships with them. Our 
competitors (other international operators) 
want to streamline their latex products 
and maybe there will be free space and 
opportunity for tailor-made products from us.
 
FF: How would you describe your working 
relationship with lI and what value does it 
bring to your business?
sl: Relations with LI have always been 
very open and straightforward. We really 
appreciated the help we received from 
them last year when monomers were short 
in the market yet we always got material 
for our needs. We’ve also had some good 
discussions about ways in which we can 
collaborate more deeply, which is interesting 
for the future.
 

FF: As managing Director of cH-Polymers, 
what are your key challenges at this time?
sl: First, I would say the volatility of 
monomer prices. Second, our customers’ 
customers do not live in the same kind of 
cyclical world as we do, which means it is 
difficult to pass our essential price increases 
on to them. 

FF: what about your ambitions over the  
next 5-10 years?
sl: I want to increase CH-Polymers’ market 
share so that we can secure a permanent 
place as an accepted and preferred supplier 
to the P&B, Nonwoven and Paint industries.

CH-POLyMER FACT AND FIGuRES 
locations in finland: 3 
Total staff: 34
countries sold to: 13+
growth since 2009: 35%
heritage: BASF, Ciba, Rhodia, Latexia

3

Images: [1] sauli laakso, managing Director 
of cH-Polymers. [2] The company’s plant in 
Kouvola, Finland. [3] cH-Polymers has built 
a strong reputation as a key supplier to the 
paper and packaging industries.
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reach 

All information or advice provided in this Magazine is intended to be 
general in nature and you should not rely on it in connection with 
the making of any decisions. Lucite International Limited and the 
companies within the Lucite International group of companies try to 
ensure that all information provided in this Magazine is correct at 
the time of inclusion but does not guarantee the accuracy of such 
information. Lucite International Limited and the companies within the 
Lucite International Limited group of companies are not liable for any 
action you may take as a result of relying on the information or advice 
within the Magazine nor for any loss or damage suffered by you arising 
therefrom.

we value your opinion

We would very much like to know what you think of FREEFLOW. 
If you have a particular area of interest or would like to see a 
particular issue covered next time, please do let us know by 
emailing comments to: peter.snodgrass@lucite.com

FREEFLOW/12-v10

REGISTRATION
Any manufacturer or importer of a qualifying 
substance (over 1000 tonnes per annum) 
should have registered and updated its 
Safety Data Sheet (SDS) accordingly. This 
must include the registration numbers and, 
in many cases, an annex,with the extension 
to the SDS (eSDS) detailing supported 
exposure scenarios and the appropriate risk 
management measures. 

There are duties to comply with and risk 
management measures to implement in 
accordance with the exposure scenarios.  
A checklist of what to do when receiving an 
eSDS has been prepared by CEFIC and, along  
with answers to some of the more frequently 
asked questions, is available at:
http://goo.gl/2dBCk

The following guidance documents are 
available from ECHA and may be of interest 
in this area:
Guidance for Downstream Users: 
http://goo.gl/CdcjP
Guidance for monomers and Polymers:  
http://goo.gl/v6q9y

AuTHORISATION
Certain substances that may have serious 
and often irreversible effects on human health 
and the environment can be identified as 
Substances of very High Concern (SvHCs). 
A key aim of REACH is to ensure that 
the risks resulting from the use of SvHCs 
are controlled. SVHCs identified by the 
Member States and ECHA are added to 
the candidate list and, in future, will be 
subject to Authorisation. The candidate list 
is regularly updated. The first substances 
identified for authorisation have been given a 
‘sunset date’ after which placing them on the 
market and using them is prohibited unless 
an authorisation has been granted. The list 
of substances subject to authorisation and 
their sunset dates is available at: http://goo.
gl/dTrXd

RESTRICTION
Restrictions are another process used 
by ECHA to protect human health or the 
environment from risks associated with the 
use of chemicals. Restrictions may limit or 
ban particular uses of substances within 

the Eu market. Restrictions are listed under 
Annex XvII of REACH and this is available at:
http://goo.gl/KavWI

NEXT DEADLINES
Substances that have been pre-registered and 
are placed on the market in volumes 100– 
1000 tonnes per annum are due registration 
before 1 June 2013. It is important to check 
the uses of raw materials will continue to be 
supported and ensure that any registrations 
are on schedule.

Further Information / Guidance
ECHA is still developing guidance and tools 
to support the REACH processes. Information 
is available through their website at http://
goo.gl/XmCg2. Further industry support is 
available from Cefic at http://goo.gl/sJT05 or 
from REACHReady at the Chemical Industries 
Association http://goo.gl/0D45j.

reach
on-going obligations and 
guidance Material 

Fiona smith, Regulatory 
and Registration Manager

as the second reach registration deadline draws closer we would like to 
take stock oF current obligations and the next stages and highlight the help, 
inForMation and guidance that is available.


