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The article considers the main trends in development of the cosmetic and beauty products market
in Ukraine over the past five years. The analysis of indicators of volumes of production, export and
import of cosmetic products in natural units and monetary terms has been also conducted. An impor-
tant aspect of this work is to determine the ratio of the volume and the structure of consumption of

cosmetic products.

Among the factors that form the cosmetic and beauty
products market of Ukraine, and determine its structural
changes and overall dynamics the most important are
such factors as the dynamics of change in the weighted
average cost of packs of cosmetic products of domes-
tic and foreign production; the purchasing power of the
population and the impact of the inflation component
on sales of cosmetic products; trends of changes in sa-
les of the product group under research by segments;
trends in development of the demographic situation in
Ukraine [1, 5].

The Ukrainian cosmetic and beauty products mar-
ket is the third largest market among the markets of
Eastern Europe after Poland and the Russian Federation
[4]. The share of sales of cosmetic and beauty products
produced in Ukraine in the turnover of the trading net-
work of enterprises (legal entities) in % in relation to
the product group of the consumer goods was 21% in
2014, and 20.5% in 2015 [3].

Therefore, to determine the features and trends of
consumption of cosmetic products by the population of
Ukraine the retrospective analysis of indicators of pro-
duction, export, import and sale of the products speci-
fied in natural units and monetary terms was carried out.

Materials and Methods

The study object was the results of officially pub-
lished statistical reports on the analysis of the modern
range of cosmetic products available in the domestic mar-
ket in natural units and monetary terms for 2011-2015.
During the study the retrospective, logical, statistical ma-
thematical and graphical methods were used.

Results and Discussion

The cosmetic and beauty products market in Ukraine
includes 3 main groups: cosmetic products, soaps, and
perfumery products. It should be noted that in 2015 the

share of cosmetic products in the total production of cos-
metic and beauty products was 53%. Today perfumery
products, which occupy only 1% of the cosmetic mar-
ket, are the least represented (Fig. 1).

In 2015, Ukraine produced 96.1 th. tonnes of cos-
metic and beauty products, among them perfumery pro-
ducts were 762 tonnes, cosmetic products — 43.9 th. ton-
nes, soaps — 51.4 th. tonnes (Tab. 1).

It should be noted that in 2015 the share of cosme-
tic products in the total production of cosmetic and beauty
products increased by 9.2% compared to 2011. The pro-
portion of the production volume of perfumery products
and soaps for the period studied, on the contrary, shows
the opposite trend. For example, a decrease of this indi-
cator is observed by 1.0 and 8.5%, respectively.

According to the analysis of production dynamics in
the group of cosmetic products it has been found that
every year their volume increases. Therefore, as of year-
end 2015 this indicator was 51.4 th. tonnes with gain in
production of 43.0% compared to 2011.

It is worth pointing out that there was a negative dy-
namics of decrease in production in 2015 for such groups
as perfumery products and soaps. Thus, the production
volumes of these groups of goods for 2015 were 762
tonnes and 51.4 th. tonnes. It indicates decrease in these
indicators by 50.2% and 1.3%, respectively, compared
to 2011.

The next stage of our study was the analysis of the
export volume of cosmetic and beauty products. It is
determined that cosmetic and beauty products of domes-
tic manufacturers are exported mainly to the CIS coun-
tries. The largest number of products is exported to
Russia, Belarus, Kazakhstan, and Moldova.

According to the results of analysis of the export dy-
namics of the product segment studied it was found that
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Fig. 1. Distribution of cosmetic and beauty products of the total
production in 2015.

every year the export volume of cosmetic and beauty
products increases. As of year-end 2015 this figure was
221.6 million USD per 49.6 th. tonnes of products with
gain in production of 85.4% in natural units compared
to 2011.

The similar positive tendency of increase in volumes
of export of goods in this segment is observed for both cos-
metic products and soaps. Thus, the number of tons of the
exported cosmetic products increased considerably in 2015
compared to the previous periods — from 19.4 tonnes in
2011 to 22.3 tonnes in 2015 (by 14.5%), soaps — from 19.8
tonnes in 2011 to 26.5 tonnes in 2015 (by 33.9%).

At the same time, there were significant negative chan-
ges in the dynamics of exports of perfumery products.
For example, for this group a decrease in the volume
of exported products in natural units by 45.5% in 2015
compared to 2011 was observed. The indicators of the

export volume of cosmetic and beauty products are given
in Fig. 2.

According to the results of the analysis of the data of
the State Statistics Service regarding the level of prices
for cosmetic products it can be argued that their wave-
like nature is observed. During 2013-2014 there was a
positive tendency towards their sustainable reduction,
and in 2015 their sharp increase was registered [2]. On
average, prices on cosmetic products increased by 27.4%
within the study period (Tab. 2.).

It is well known that most of the top-of-the-range
products are imported. Practically all international brands
belong to imported products — Avon, Beiersdorf, Henkel-
Schwarzkopf, Johnson & Johnson, L’Oreal, Oriflame,
Procter & Gamble, Unilever, Yves Rocher, etc.

Therefore, the next step was the analysis of import
volumes for cosmetic and beauty products. According
to the State Customs Service in 2015 Ukraine imported
152 th. tonnes of cosmetic and beauty products in the
amount of 826 million USD (Fig. 3, 4). In addition, the
volume of imported perfumery products in 2015 was
107.1 million USD per 4.8 th. tonnes of goods, while
the volume of cosmetic products was 108 th. tonnes with
the cost of 633 million USD, and soaps — 39.2 th. tonnes,
being 826.,4 million USD in monetary terms.

As can be seen from Fig. 4, the cost of imported
cosmetic and beauty products steadily grew and on the
whole in 2015 increased by 32.5% compared to 2011.
Moreover, the growth of cosmetic and beauty products
in monetary terms in 2012 was the largest (36.4%).

To determine the features and trends of consumption
of cosmetic and beauty products by the population of
Ukraine the analysis of sales indicators for the products
mentioned in natural units was carried out [6]. It was

Table 1
Dynamics of production of cosmetic and beauty products in 2011-2015
Cosmetic and beauty The volume of production, tonnes Gaini duction. o
ain in production, %
products 2011 2012 2013 2014 2015 P
Perfumery products 1530 1375 1185 946 762 -50.2
Cosmetic products 30958 30459 35046 41326 43970 43.0
Soaps 52091 51065 53388 57363 51390 -1.3
In total 84786 82899 89620 99636 96122 134
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Fig. 2. The export dynamics of cosmetics and beauty products in natural units in 2011-2015.
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Table 2
Dynamics of export prices for cosmetic products in
2011-2015
Years 2011 2012| 2013|2014 | 2015

Average price, USD/kg | 3.51 | 3.69 | 3.55 | 3.37 | 4.47
The rate of growth, % 52 | -39 | -49 | 326
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Fig. 3. Dynamics of imports for cosmetic and beauty products in
natural units in 2011-2015.
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Fig. 4. Dynamics of imports for cosmetic and beauty products in
monetary terms in 2011-2015.

determined that for this market segment fluctuations in
the rate of the volume of sales was inherent from the
maximum value of +10.1% in 2014 to the minimum
value of -11.9% in 2013, and the average growth of the
volume of sales in natural units was +3.4%. The biggest
figures of sales for cosmetic and beauty products were
registered in 2012 (Fig. 5).

The next stage of the analysis conducted was the
study of the structure of consumption of cosmetic and
beauty products in 2015. The ratio of the volume of sales
for certain types of cosmetic and beauty products as-
sessed in natural units is presented in Fig. 6.

As can be seen from the data presented, cosmetic
products provide a prevailing volume of sales in natu-
ral units in this segment, their share of sales is 66% of
the total capacity of the cosmetic and beauty products
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Fig. 5. Dynamics of the volume of sales for cosmetic and beauty
products in natural units for the period of 2011-2015.
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Fig. 6. The structure of consumption of cosmetic and beauty
products (%) in 2015.

market (127823 tonnes), and it can be explained by the
widest range of these products at the Ukrainian market.

The subgroup of soaps also shows the positive de-
mand. For example, the capacity of the market of these
products is 60187.7 tonnes. At the same time, the seg-
ment of perfumery products is characterized by small
sales figures in natural units compared to other groups,
which are 4551 tonnes.

CONCLUSIONS

Therefore, taking into account the modern trends in
development of the market of cosmetic products, as well
as the factors forming this market the marketing rese-
arch allows the manufacturer to optimize the product
range to fully meet the needs of different groups of the
population at minimum cost both in terms of crisis and
in conditions of the economic growth.
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OLIIHKA OCHOBHUX TEHAEHUIA PO3BUTKY PUHKY NIHOMUMAHUX 3ACOEIB B YKPAIHI
J1.C.lMlempoecbka

Knroyoei crioea: napghymepHo-kocmMemuyHUl pUHOK YKpaiHu, KocMemuy4Hi 3acobu; obcsie
supobHuumea, obcsie npodaxis; iMropm

LlocnidxxeHi 0CHO8HI meHOeHUii po38UMKY napghyMepHO-KOCMEeMUYHO20 PUHKY 8 YKpaiHi 3a ocmaHHI
m’smb pokig. Takox rposedeHO aHari3 rokasHukie obcsieis supobHuUYymMea, ekcriopmy ma imMrnopmy
KocmMemuy4HuUX 3acobie y HamyparbHOMY ma 2poWo8oMy 8uMipi. Baxnusum acrnekmom pobomu €
BU3HaYeHHS Crig8IOHOWEHHSI 0b6Csi2ie | CmpPyKmMypu CrioXXuaHHs1 KOCMemu4HOI rnpoOyKuii.

OLIEHKA OCHOBHbIX TEHAEHLUWA PA3BUTUA PbIHKA NEHOMOIOLLKUX CPEACTB

B YKPAUHE

J1.C.[lNlempoeckas

Knroueenie cnioea: napghromMepHO-KOCMemu4ecKul pbIHOK YKpauHbl; KocMemu4yeckue cpedcmea;
obbem rpoudsodcmea; 06beM rpodax; UMrnopm

PaccmompeHbl 0CHOBHbIe meHOeHUUU pa3sumusi napghroMePHO-KOCMEemMUYeCK020 pPbiHKa 8 YKpauHe
3a rnocnedHue nsme nem. Takxe rnpoeedeH aHanu3 riokazamernel 06bemMos rpoussodcmea, akcriopma
U umMropma KocMemu4ecKkux cpedcme 8 HamypasbHOM U OEHEXHOM 8blpaKeHuu. BaxHbIM acrek-
mowm pabomsi sigrisemcsi oripedesieHUe COOMHOWeHUs1 06bemMos8 U cmpykmypbi nompebrieHuUsi Koc-
MemuyeckoU rpodyKyuu.



