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of the medical cosmetics market.

The articleinvestigates growth trends and industry peculiarities of the Ukrainian medical cosmetics
market. A number of market factors and competitive factors were investigated. The analysis has shown
that the Ukrainian medical cosmetics market exhibits features steady growth trends and is a market
with a high degree of product differentiation and competition. The factors analyzed determine the peculiarities
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STATEMENT OF THE PROBLEM

A goods market is an area for exchange of goods
between manufacturers and consumers which has
been established on the basis of differentiation of
labor. A system of relationships between manufac-
turers and consumers forms the structure of a goods
market. The type and kind of relationships depend
on the features of the goods market. The factors
that form the peculiarities of a particular goods mar-
ket include: nature and significance of products being
on sale on the market; government regulation of the
activities of the market participants; purchase abi-
lity of consumers and others.

Medical and cosmetic products are on sale on the
market for medical and cosmetic products, which is
asegment of the Ukrainian pharmaceutical market.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

Over recent years, scientists have conducted re-
search on some aspects of the functioning of the me-
dical and cosmetic products market. For instance,
as for the classification of skin care products, their
differentiation and purpose, according to O. Gudz
and O. Bashura, “care products for skin, append-
ages of skin, teeth, oral cavity mucous membrane,
genitals, etc., being brought to the Ukrainian mar-
ket can be divided into 2 groups: cosmetic products
and medical cosmetic products” [1]. Research con-
ducted by A. Olkhovska, M. Kobets, L. Felonenko
[6], S. Zhakhalova [1] deals with the analysis of
the participants of the Ukrainian medical cosme-
tics market. The papers review the structure of the
range of medical cosmetic products being on sale on
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the Ukrainian market, segment consumers of medi-
cal cosmetics, identify consumer preferences for me-
dical cosmetics brands reviewed, rank the most im-
portant criteria for consumers when choosing me-
dical cosmetic products.

IDENTIFICATION OF ASPECTS OF THE
PROBLEM UNSOLVED PREVIOUSLY
The analysis of literature references on medi-
cal cosmetics market research has shown that no
attention had been paid to the issues determining
the peculiarities of this market.

OBJECTIVE STATEMENT OF THE ARTICLE
The purpose of the article is to investigate the
condition and growth trends of the Ukrainian medi-
cal cosmetics market and specific features of com-
petitive struggle on this market.

PRESENTATION OF THE MAIN
MATERIAL FOR THE RESEARCH

The medical cosmetics market emerged in Wes-
tern Europe in the 30’s of the 20th century and
has gained rapid growth over a period of 50 years.
During this period, more than 20 research labora-
tories appeared, and on their basis medical cosme-
tics manufacturing companies were established.

Currently, on the Ukrainian market one can pur-
chase medical cosmetics by manufacturers such as
BABE, Divination Simone, DeLuxe, PfC, Cosmetics
Sesderma (Spain); CAUDALIE, Algotherm, Labo-
ratoires SVR, Avéne, NUXE, RoC, A-Derma, Phyto,
Lierac, Filorga, Uriage, Bioderma, Ducray, Biorga
(France); Declare, Excipial, Swissclinical (Switzer-
land); Doliva, EUCERIN, Jean, d’Arcel, Placen For-
mula (Germany); Fresh Look, LEOREX, Premier by
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Table 1

INFORMATION ABOUT THE DISTRIBUTORS OF MEDICAL
AND COSMETIC PRODUCTS IN UKRAINE

Distributor Type of Distributor Brands
Cosmed, PJSC National Vichy (France)
Marko Pharm, LLC Exclusive Bioderma, Uriage, Avéne, A-Derma (France)
Cosmomedfarm, LLC Official CHI, CHI, Organics, Biosilk, SunGlitz (USA)
Fresh Beauty Boutique Exclusive PREMIER by Dead Sea, LEOREX (Israel)
e e

Dead Sea (Israel); Optima (Italy), Seaderm Labora-
toires (Belgium, France); SOLUTIONS (Netherlands),
Research and Production Association FitoBioTeh-
nologii, LLC, Research and Production Associa-
tion BIOCON, Research and Production Company
ECOTECH (Ukraine) and others.

Medical and cosmetic products get on the Uk-
rainian market by establishing exclusive distribu-
tion. Table 1 shows information about the distri-
butors of medical and cosmetic products that ope-
rate on the domestic pharmaceutical market.

Medical cosmetics products are promoted through
exclusive distribution. Most often, distributors supp-
ly the products to pharmacy networks.

It should be noted that over the past five years
the Ukrainian medical cosmetics market has chan-
ged not merely in quantitative terms, but also in
terms of structure. Thus, according to the research
[6], in 2011, 90 % of all medical cosmetics on sale
on the Ukrainian market were of foreign produc-
tion: 40% from France; 10 % from Germany; 11 %
from Italy; 7 % from Slovenia and Poland; the re-
maining 25 % from Spain, Scotland, Russia and
England. Accordingly, 10 % of the sales of medi-
cal cosmetics were products of domestic production.
The most popular brands of foreign production:
Vichy, Avene, RoC, Uriage, Lireac, Klorane. From
domestic production customers preferred products
by brands such as Hirudo Derm, Bishoff, Cosmed-
farm and Talita.

As of the beginning of 2016, the market struc-
ture has slightly changed: the relative share of me-
dical cosmetics from France has increased to 44 %
and from Russia to 4.2 % ; and that from Germany
has reduced to 7 % . Medical cosmetics from Israel
have become firmly established on the Ukrainian
market with a relative share of more than 7 % . The
relative share of Ukrainian manufacturers has re-
duced to 8.5 % .

Currently, Ukrainian preferences for choosing
imported products have somewhat changed due to
an increasing number of consumers of Israeli me-
dical cosmetics including some of the most well-
known brands such as Dead Sea, Ahava, Premier,

Sea of SPA, etc. Among domestic brands, as accor-
ding to a 2011 study, medical cosmetics by brands
such as Hirudo Derm (Medical Research and Pro-
duction Association BIOCON) and Bishoff (Research
and Production Company ECOTECH) are most in
demand. As of the beginning of 2016, Cosmomed-
farm, LLC is the official distributor for CHI, CHI
Organics, Biosilk, SunGlitz (USA) in Ukraine.
Over the period since 2011, no new domestic ma-
nufacturers of medical cosmetics have appeared in
Ukraine. Research and Production Association
FitoBioTehnologii, LLC (manufacture of cosmetic
products for treatment and prevention of coupero-
se and rosacea) is the only exception. Several ma-
nufacturers whose products have appeared on the
Ukrainian market in recent years are marketing
their products as medicinal cosmetics, but at the
same time they set out in the specification that these
take effect only in the upper layer of the epidermis.
These are companies such as Euro Plus, LLC and
Eliksir Ukraina, LLC.

There is horizontal product differentiation within
the segment of medical cosmetics. Table 2 provides
information on the number of lines of facial skin
care products by brands that are most in demand
in Ukraine.

Studies of the features of facial skin care lines
by brands that are most in demand in Ukraine sho-
wed the following. The total number of medical cos-
metic lines for facial skin care by only five men-
tioned brands amounts to 41 lines of 250 products.
In the context of highly differentiated product mar-
kets the issues related to effective product promotion
are likely to become a problem for manufacturers.

With dozens of products intended for the same
purpose (as for instance, sensitive skin care pro-
ducts, dehydrated skin care products, etc.) being
available on the market, the manufacturer is re-
quired to highlight, as far as possible, its very own
product.

‘Within this framework, it is the issue of effec-
tive use of modern marketing strategies and pro-
motion technologies for medical cosmetics that is
becoming particularly urgent.
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Table 2

INFORMATION ABOUT THE MEDICAL COSMETIC LINES FOR FACIAL SKIN CARE

Brand

Number of
product lines

Purpose

Vichy (France)

13

For problem and oily skin (5)*;

Cleansing line for any skin type (7);

Moisturization and nutrition (3);

Color defect correction line (12);

Dry skin line (8);

Products designed to combat the first mimic wrinkles (4);
Age-related wrinkle correction line (6);

Skin lifting and firming products (4);

Product line designed to increase tightness of fading skin (11);
Fading skin care line (9)

Avene
(France)

14

Basic care (7);

Sensitive skin care (5);

Eye contour care (2);

Supersensitive skin (4);

Dehydrated skin (4);

Skin redness: erythros, couperose (7);
Damaged skin (3);

Dry and very dry skin (5);

Atopic and dry skin (6);

Oily skin, problem-prone juvenile skin, acne skin (2);
Anti-aging products (4);

Special products for men (4);

Sunscreen products (2)

(France)

Uriage

Hyseac (12);
Thermal water (3)

Anti-age care Isofill, Peptilys (10);
Hypersensitive skin Peaux sensibles (11);
Depigmentation care Depiderm (2);

7 Daily care AquaPRECIS, Suppleance (12);
Dermatological care (16);

Lierac (France) 5

Total anti-age care (6);

Hirudo Derm (Ukraine)

Correction of the signs of hormonal aging (22);
Prevention and correction of the signs of skin aging (7);
Energy cocktail for tired skin (2);

Eye contour products (4);

[40]

Hirudo Derm
(Ukraine)

Care program for dry, very dry and dehydrated facial skin (5);

Care program for skin with age-related changes, prevention of wrinkles (4);

5 Care program for oily and combination skin, treatment and prevention of acne (7);
Care program for sensitive skin (5);

Against pigmented spots (3)

* —the number of products included in a single product line is given in parentheses

The research conducted has allowed to identify

the main features peculiar to the Ukrainian medi-
cal cosmetics market:

With the integration processes being developed,
the domestic medical cosmetics market becomes
more and more influenced by the world market
trends;

Over the past five years, the Ukrainian medical
cosmetics market has been narrowing; however,
it remains a very promising niche for domestic
manufacturers;

The medical cosmetics market exhibits strong
growth in innovation processes; the range of

medical cosmetic products that are available
on the domestic market continues to widen;

In the near term, the market for medical cos-
metics is heavily influenced (much more than
the market for medicines) by external factors,
including: level of income (budget constraints);
price increase; foreign exchange rates; credit
and deposit rates;

The domestic market for medical cosmetic pro-
ducts overlaps to a considerable extent with
the market for cosmetic products; as of today,
cosmetic products by more than 300 manufac-
turers are on sale in Ukrainian pharmacies;
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Table 3

EXAMPLES OF DISEASES FOR TREATMENT OF WHICH BOTH MEDICINES
AND MEDICAL COSMETIC PRODUCTS ARE USED

Disease Medicines Medical cosmetic products by brands
Eczema Laticort cream, Cortomycetin ointment, A-Derma, Avéne, Bioderma (France)
Psoriasis Hyoxysonum ointment; Beloderm ointment | Thermal waters Avéne, Uriage (France),

(cream) Premier by Dead Sea (Israel)
Keratosis Fluorouracil cream, Fluoroplex and Carac | Uriage (France)

By value, the Ukrainian medical cosmetics mar-
ket is dominated by products from foreign ma-
nufacturers (70 % of the market); by volume,
it is dominated by products from domestic ma-
nufacturers (60 % of the market);

The cost of domestic medical cosmetics is 3.5 to
4 times lower than that of imported products;
Over recent years, the share of medical cosme-
tics being on sale in domestic pharmacies has
amounted on an average to 5 % by value and 3 %
by volume;

The maximum sales are registered for the group
of medical cosmetics “Facial skin care products”
and “Hair care products”;

There is a clear tendency to reduce the average
age of consumers of medical cosmetics;
‘Women are the main consumers of medical cos-
metics in Ukraine; however, there is a steady
trend of increasing demand for cosmetics for
men, for mobile medical cosmetics (that is sui-
table for use on on business trips, travels, holi-
days);

There is a growing interest of consumers for me-
dical cosmetics which allows professional treat-
ment procedures to be provided at home;

The average margin on medical cosmetics is
higher than that on medicines and amounts, on
an average, to 100 %, while that on medicines
is 25 t0 30 %;

The average marginality for medical cosmetics
is higher by 6 to 9 % compared to conventional
cosmetic products;

Among the product groups that are available in
domestic pharmacies medical cosmetics tradi-
tionally rank 2" or 3" in terms of profitability;
In pharmacies, innovative positioning know-
hows for medical cosmetic products are not suf-
ficiently used; the level of consulting and dia-
gnostic services for these products is inadequate;
Not enough attention is paid to the problem of
training and re-training of pharmaceutists in
terms of effective promotion and sales of med-
ical cosmetics;

The costs for medical cosmetics promotion are
continuously rising due to increased competi-
tion;

There exists uneven regional distribution of me-

dical cosmetics; the pharmacies located in the

regions with a high consumer purchasing power
such as Kyiv, Kyiv region, Odessa, Dnipro,

Kharkiv show significantly larger sales volumes

of this product range;

- The legal and regulatory framework relating
to medical cosmetics in Ukraine requires seri-
ous improvement.

As noted above, the medical cosmetics market
features a high level of competition, which accord-
ing to expert opinion, will continue to grow in the
future. To choose a reasonable strategy to promote
medical cosmetic products it is important to study
the specific features of competitive struggle on the
given market and its main parameters.

M. Porter’s model of competitive forces descri-
bes the three parameters that must be considered in
the analysis of competition on the industry market:
the level of threat from substitute products; the le-
vel of intra-industry and industry competition; the
threat of entry of new competitors [7].

By definition, a substitute product is a product
which meets the same needs as the specific product
[7]. The purpose of using medical cosmetic products
is to prevent and treat dermatological problems of the
skin. Medicines are used with the same end in view.
The examples of diseases for treatment of which
both medicines and medical cosmetic products are
used are given in Table 3.

Hence, medical cosmetic products have substi-
tute products on the pharmaceutical market.
Moreover, based on the results of the conducted re-
search, consumer confidence of medicines is much
higher than of medical cosmetic products. The main
reasons are as follows:

+  Medical and cosmetic products are less traditional
when used for treatment — 21 % of those surveyed;

+ Attitude towards medical and cosmetic pro-
ducts is as towards cosmetics only (no treat-
ment effect) — 17 % of those surveyed;

+  High price of medical cosmetic products with
uncertainty about the effect of their use — 16 %
of those surveyed.

Therefore, to reduce the competition intensity
from substitute products, manufacturers and dis-
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tributors of medical cosmetics should conduct an
active outreach campaign on the peculiarities and
benefits of using in certain cases just medical and
cosmetic products.

According to CIDESCO classification developed
by the International Committee of Aesthetics and
Cosmetology, medical and cosmetic products and
cosmetic products are included in the same group
of skin care products. According to this classifica-
tion, cosmetic products are divided into the follo-
wing segments: mass market, middle market, luxu-
ry, pro and cosmeceuticals (medical and cosmetic
products) [3]. However, cosmetic products are not
substitute products for medical cosmetics. The pur-
pose of using cosmetic products is to meet consumer
needs for hygiene skin care; that of using medical
cosmetic products to prevent and treat dermatolo-
gical problems of the skin.

Despite the different purpose of use of medical
cosmetics and cosmetic products, consumers perceive
them as substitute products. This is particularly so
with the organic cosmetics segment.

The map was created based on the results of
the expert survey of consumers in Kharkiv, Kyiv,
Lviv regions; the number of respondents was 278.

The analysis of the perception of the above pro-
ducts showed the following:

As the main differential characteristics of the

products used for skin care, the study group

of consumers chose “purpose of the product —
price”;

To address skin problems consumers prefer to

take medicines, while medical cosmetics are per-

ceived as cosmetic products;

Organic and natural cosmetic products are per-

ceived by consumers as medical and cosmetic

products;

“Luxury” and “Pro” cosmetics are identical to

medical cosmetics according to the consumers.

The research on consumer characteristics of skin
care products has shown that such perception of
these products is false.

1. Medicines and medical and cosmetic products
differ in a number of features such as scope and
purpose of exposure, API concentration, type of
action, level of exposure and other characteristics;
therefore, their stereotyped identification is in-
correct.

2. The identification of medical and cosmetic
products and organic cosmetics is also incorrect.
Consumers perceive the organicity of a product as
therapeutic effect. In the consumers’ mind the as-
sociation “natural = healthy = effective” [4] is con-
sistently formed. However, this perception is not
truth. The organicity of products means organic
principles used for its production; so, organic cos-

metics must include at least 95 % of ingredients
of natural origin; plants that are part of cosmetics
are grown by organic farming; certified manufac-
turers of organic cosmetics deliberately abandoned
the use of chemical components that are typical
ingredients of the classical cosmetic products [5].
Hence, the organicity of products does not guaran-
tee any therapeutic effect. For instance, according
to the description of organic products by brands
ArgalLine Lab. KosmoPharm (Morocco), BIOselect
(Greece), Canaan Minerals & Herbs, Herbs of Ke-
dem (Israel), Eco Cosmetics (Eco Cosmetics), Lavera,
Logona (Germany), Green Energy Organics (Italy),
Retsepty babushky Ahaf’y (Russia), Madara (Lat-
via), Vigor Cosmetique Naturelle (Ukraine), Bio-
screen Paris (France) and others, they protect, re-
generate, tone, soothe, soften, increase elasticity,
restores the hydrolipidic layer of skin, protecting
it against dryness and irritation, heal wounds,
cracks. That is to say, they do not penetrate deeper
than the epidermis, unlike medical and cosmetic
products that penetrate all layers of the skin.

3. The research conducted has shown that 42-
45 % of the female population of Ukraine use medi-
cal cosmetic products. The main parameters by which
they choose products are: efficacy, safety, brand re-
cognition, ease of use. Only 6 % of those surveyed
mentioned the price as a parameter of the selection
of a product. For consumers who do not use any me-
dical cosmetics, the price parameter was the most
important with 35 % of those surveyed. Therefore,
67 % of those surveyed use organic cosmetic pro-
ducts, mistakenly believing that they get therapeutic
effect at a lower cost; 33 % use medicines, taking into
account an average lower cost of a product package.

4. “Luxury” cosmetics are perceived by consu-
mers as being close in characteristics to medical cos-
metics due to their high price. However, according
to the characteristics, the latter performs only hy-
gienic, preventive and aesthetic functions. The high
price is due to the safer composition of these prod-
ucts and high level of technology used. “Pro” cos-
metics are perceived by consumers as being medi-
cal, due to the fact that these are used by cosme-
tologists in beauty salons, and they provide quick
aesthetic effect.

Therefore, in an effort to change the consu-
mer’s perception about medical cosmetics, a rea-
sonable strategy of their repositioning is required.

CONCLUSIONS
1. The analysis of product sales volumes on the
Ukrainian medical cosmetics market has shown
a steady trend for its growth. Over the period
under examination the market has changed not
only in quantitative terms, but also in terms
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of structure (based on manufacturers and con-
sumers). The share of domestic products re-
mains virtually unchanged on the medical cos-
metics market.

The medical cosmetics market has a high level
of competition. Products by more than 50 fo-
reign and domestic manufacturers are on sale
on the market.

The Ukrainian medical cosmetics market is a
highly differentiated product market. It ren-
ders difficult the task for manufacturers to iso-
late their own products in a number of similar
products. Under these conditions, especially re-
levant is the problem of effective use of mo-
dern marketing strategies and promotion tech-
nologies for medical cosmetics.

Medical cosmetic products are used by 42-45 %
of women in Ukraine. The study of perception
of these products by consumers that do not
use has revealed that this perception is false.
Therefore, in order to improve the promotion
of medical cosmetic products a reasonable stra-
tegy of repositioning is required.

As noted above, the domestic medical cosme-
tics market is highly competitive and constant-
ly updated with new foreign and domestic par-
ticipants, and features quite a high potential
for growth. All this makes it possible to draw
a conclusion on need of using modern scienti-
fic approaches and advanced marketing techno-
logies for the successful promotion of these pro-
ducts and improving of the competitive posi-

tions of domestic manufacturers of medical and
cosmetic products.
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O. ITocunkina, B. Kotasaposa, 0. YeuoTka

AHAJII3 OCOBJINBOCTEM PO3BUTKY PUHKY JIKYBAJBHOI KOCMETHKHI B YKPATHI
PuHoOK sikyBaabHOI KOCMETUKY Y KpaiHU, HEAUBJIAYNCH HA JesIKe CIIOBiIbHEHHA 3a Iepiof
kpusu 2008-2009 pp., Mae cTifiky TeHIeHI[iI0 10 3pocTaHHA. Ha Tenepimuii uac Ha dap-
MAaIleBTUYHOMY PUHKY IpeacTaBeHi 3acobu mouan 100 3aKOpJOHHUX Ta BITUMBHAHUX BU-
pobHUKIB y cruiBBigHomenHi 93:7. HalimonyaapHIINMY TOPTOBUMHI MapKaMU iMIIOPTHOTO
BupobHuITBa €: Vichy, Avene, RoC, Uriage, Lireac, Klorane. Cepes npoaykiii BiTunsus-
HOI'0 BUPOOHUIITBA CIIOXKMBAUi BifmaBaiu mepesary sacodbam roprosoi mapku Hirudo Derm.
Ha punok VKpaiHu JiKyBaJIbHO-KOCMETUYHI 3aC00M MOTPAILIAIOTD IIJIAX0M HAJIaTOIKEeHHS
eKCKJII03UBHOI qucTpudyIiii. [ITpoBemeHi qoc/rimKeHHA JO3BOJIUIN BUSHAYNTY I'OJIOBHI pucH,
IpUTaMaHHiI PUHKY JiKYBaJIbHOI KOCMETUKY B YKpaiHi. PUHOK JiKyBaJIbHOI KOCMETUKY Xapak-
TepU3yeThCSA BUCOKUM DPiBHEM KOHKYPeHIIil, aKuii 6yae B MOJaJbIIIOMY 3pOCTaTh. Bucoka
iHTEHCUBHICTh KOHKYPEHIIii cliocTepiraeTbecd AK 3 60Ky BUPOOHUKIB JIIKYyBaJIbHO-KOCMETHY-
HUX 3acobiB, K1 JaBHO IIpeJCTaBJeHI HA PUHKY, TaK i 3 00Ky ToBapiB-cyoCcTUTYTiB. AK 1M0-
KasaB MPOBeJeHUM aHai3, CUPUAHATTSA CIOKMUBAYaAMU JiKyBaJbHO-KOCMETUUYHUX 3aC00iB
ChOT'OJIHI € TOMUJIKOBUM. 3 METOI0 3MiHU CIIOKMUBAILKOTO CIIPUAHATTS II0L0 3aC00iB JIKY-
BaJIbHOI KOCMETUKHU HEoOXiHa 00T PYHTOBAHA CTPATETiA IX PEIIO3UIlIOHYBaHHA.
Kawuvosi ciosa: TiKyBaJIbHO-KOCMETHUYHI 3ac001; CTPYKTYpa PUHKY JiKyBaJIbHOI KOCMETH-
KU; TOPTOBi MapKu JiKyBaJIbHOI KOCMETUKU

YK 616.12.687.55.339.138

O. ITocsinkuna, B. Kotaaposa, E. YeuoTka

AHAJIN3 OCOBEHHOCTEW PA3BUTHA PIHKA JJEUEBHOM KOCMETHKHU B YKEPAUHE
PrIHOK J1eue0HOIT KOCMETUKU Y KpauHbl, HECMOTPSA HAa HEKOTOPOe 3aMe/IeHre 3a IIePUO KPU-
suca 2008-2009 rr., uMeeT CTOMKYIO TeHJEHIIUIO yBeJimueHusA. B HacTosAIee BpeMda Ha Gap-
MalleBTUUYECKOM PBIHKE IIPeLCTaBJIeHbI cpefcTBa cBhile 50 3apy0eKHBIX 1 OT€UEeCTBeHHBIX
npousBonuTesiei B cootHomrenuu 93:7. Haubosiee monyaaspHBIMU TOPTOBBIMU MapKaMU M-
IIOPTHOTO IPOU3BOCTBA ABIAoTCcA: Vichy, Avene, RoC, Uriage, Lireac, Klorane. Cpegu mipo-
IYKIMYA OTeYEeCTBEHHOIO IPOU3BOACTBA IIOTPEOUTEN OTAAIOT IIPENMYIIIECTBO CPEACTBAM TOP-
rosoit mapku Hirudo Derm. ITpoBemeHHbIe uCCIeL0BAHNSA TO3BOJIMIN OIIPEIEINTE IJIaBHbIE
YepThl, IPUCYIE PLIHKY JIeueOHO KOCMETUKY B YKpanHe. PLIHOK JieueOHOM KOCMETUKU
XapaKkTepu3yeTcs BHICOKUM YPOBHEM KOHKYPEHI[MN, KOTOPHIA OyAeT B AaJbHelIeM PacTH.
BrIcoKkas HHTEHCUBHOCTL KOHKYPEHIINYN HAOGII0JaeTCs KAK CO CTOPOHBI IIPOU3BOIUTEIEH JIe-
4eOHO-KOCMETUUYECKUX CPELCTB, KOTOPhIE JaBHO IIPEACTABJIEHbI HA PLIHKE, TAK 1 CO CTOPO-
HBI TOBAPOB-CYOCTUTYTOB. KaK IIoKas3aj IpoBeleHHbINA aHAIN3, BOCIIPUATHE IOTPEOUTEIIMU
JIeueOHO-KOCMEeTHUYECKUX CPEICTB CerOJHs ABJIAETCI OMMN00UYHbIM. C 1e/IbI0 N3MEeHe U I10-
TPeOUTEIbCKOI'0 BOCIIPUATIA OTHOCUTEIBHO CPEICTB JieueOHOM KOCMEeTHKY Heo0X0o1umMa 000-
CHOBAHHASA CTPATEIUA UX PEIO3UIIMOHNPOBAHMS.
Kawuesvle crosa: 1euedHO-KOCMETHUECKIE CPEICTBA; CTPYKTYPaA PhIHKA JIeUueOHOM KOCMeTH-
KU; TOProBble MapKu JIeueOHOM KOCMeTUKHI

Adpeca 0ns aucmysanna: Hagiiaa go pegakmii 10.10.2016 p.
61140, m. Xapkis, ByJ. O. HescsKkoro, 18.

Ten. (057) 771-81-47.

E-mail: kaf.yep@nuph.edu.ua.
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