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I0mua HEYAEBA, npextop oT/ie/1a CTpaTerndeckux nccefosanuit DSM Group

0630p IMpoIaK KOCMETUKI

B anTekax: urorm-2017

KocmMeTHKa CTada HEOTheMJIEMOH YaCThI0 ANTEYHOTO ACCOPTHMEHTA.
IIpou3BOAUTENH KOCMETHKH MTO3HIIHOHHPYIOT CBOXO MPOTYKIIMIO KAK YHH-
KAJTBHYI0, OTMEYas ee (e30macHOCTh, 3P (eKTHBHOCTD, JeYeOHBIE CBOM-
crBa. U TaHHAA MO3MIMA OMPABJAHHA, TAK KAK 00A3aTETBHBIM YCIOBHEM
NPHUCYTCTBHA KOCMETHKH HA ANTEYHON MOJIKE ABIACTCA HATHIHE CepTH(HU-
Kara 0€30MACHOCTH M MPOXOKIECHUE IPOLETYPHI PEIHCTPAIUH.

OCHOBOY IPOJBHKEHUA JJAHHON KaTe-
T'OpPUHU TIPOJYKIUHU HA PHIHKE SABIACTCH
IPAMOTHAA MApPKETHHIOBAS IIOJUTHKA.
[ToTpebuTenn CTaHOBATCA BCe 6onee
TpeOOBATEIPHBIMU K COCTAaBy U Kade-
crBy npopykuuu. Ilpm 3arom amrexa
BBICTYIIA€T TAPAHTOM KauecTBa. CeroHs
B aIITEKE MOKHO HAUTH KOCMETHYECKUE
CPEACTBA, KOTOPBIE HE TOJIBKO OTBEYa-
I0T 32 YXOJ ¥ KpacoTy, HO U 001aj1aioT
neye6HBIM 3¢ dexrom. Kocmeruxa
MOKET OBITh TIPEIHA3HAYEHA JIJIA JIUIIA,
BOJIOC, PYK U T.JI., OHA MOKET JIETUTHCS
Ha BO3pacTHble JUHUM. CeTaM U Ofu-
HOYHBIM TOYKAM HEOOXOJUMO CHCTe-

MAaTHYECKd H3y4aThb KOCMETHYECKHUE
OpeH/bl, HOAB/AIONINECS HA PBIHKE,
CIIeUTh 32 HOBMHKAMH, YTOOBI YIOB-
JIETBOPATb TOTPEOUTENbCKUI  CIPOC.
B 2017 1. B POCCHUACKUX aIITEYHBIX
cersx GbUTO mpejcraBneHo 1690 pas-
JUYHBIX OpEHOB KOCMETHKH, 0ojee
15 TBIC. HANMEHOBAHMH. ACCOPTUMEHT
anTeK IOMOJHUICS HOBUHKAMH —
nopsaaka 113 6peHioB ObLIN IPEIOKe-
HBI IIOTPEOUTEITIO.

B 2017 r. B antekax Poccun 66110 mpo-
nano 182,6 MJIH YIAKOBOK KOCMETH-
YeCKuX CpeicTs. D1o Ha 2,6% 6oiblie,
4eM B HpeABIIyIEeM rofly. B pybresom

PUCYHOK o [uvHamrKa npogax anTeuyHon
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MpuMeyaHmne: 06bembl NPOAAK NPUBEAEHBI B PO3HUUHBIX LieHax anTek ¢ HAC.

SKBUBAJIEHTE (B PO3HUYHBIX II€HAX)
POCCHVICKUIT PBIHOK aNTEYHON KOCMe-
TUKA 34 JIBEHAIaTh MecaneB 2017 T.
cocrasuin 44,5 myipy pyo., uro Ha 6,3%
BbIme, e B 2016 1. (puc. 1).

Ecm aHamsupoBarbh MECAYHYIO JHMHA-
MUKy TPOJaX alTeYHOH KOCMETH-
KH, TO MOXHO OTMETUTbH CTAOWMJIbHBIN
poct B pyossix oTHOCHTEnbHO 2016 T.
HauGonee yrayHpIMU MeCALAMU CTAIH
anpenb, HI0OAb U JEKaOpb: NPOJAKU
B CTOUMOCTHOM BBIPQKEHUH YBETUYH-
Juch 6omee yeM Ha 10%. Takasa guHa-
MHKa CBf3aHa C CE30HHOCIBIO CIIPOCa
Ha OIIpPEJENEHHBIE BU/JBI KOCMETH-
k. Tak, JeTOM BO3PACTAIOT IIPOAAKU
COJTHIIE3ANUTHBIX CPE/ICTB. A B JIeKabpe
IPOJLKU PACTYT U3-32 GOBLIOIO KOMH-
YeCTBa HOKYIIOK, CBA3AHHBIX C HOBOTO/I-
HUMH TIPA3JHUKAMUA — KOCMETHYECKOE
CPEJICTBO SBJIACTCSA XOPOIIMM MOJAPKOM.
Kocmernka GblBaeT pazHas — IO IiCHE,
0 Ha3HAYEHUIO, (opMe BBHIIYCKA.
Kommanua DSM Group mposena aHa-
JIM3 BCEX MO3UIUI U IPEJUIOKIIIA CBOIO
KJIaCcCU(PUKALMIO IAHHOM IPYIIIIBI TOBA-
poB. Bcio xocmeTuky, KoTopas npogja-
€TCA B ANTEYHBIX CETAX, MOKHO pasfie-
JIMTH HA 3 TPYIIIBL:

Kocmeruka mass-market — gocTymHas
0 IieHe, IPeJHA3HAYEHHAA I YXO/a
32 KOXKeH, BOJIOCAMU U HOITAMU U pea-
IU3yeMas HE TOJMBKO B ANTEYHBIX
YUPEKICHUAX, HO U B APYIHX TOPIro-
BBIX TOUKaX (Hampumep, Garnier, Nivea
H Ip.).

AKTHBHAA (JIe4eOHAA) KOCMETHKA
IpPUMEHAETCA I JI€YeHus U mpodu-
JIAKTUKU OIPEJEIEHHBIX 32001€BAHUM,
COJIEPKUT PA3TUYHBIE OHOTOTHYECKH

AKTUBHBIE  BemleCTBA  (HaIlpUMep,
KpeMbl U 0anb3aMbl «CO(bs», KPEMBI
«bopo IImoc» u gp.).

CenekTHBHAA (IIPEMHYM- H JIIOKC-
KJIACC) KOCMETHKA XaPaKTEPHU3YeTCH
HATUYHEM Y3KOCHEIMATU3UPOBAHHbIX
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PUCYHOK o CoOTHOLIEHMEe anTeYHbIX NPOAAX KOCMETUKMN B 3aBUCUMOCTM OT TMA KOCMETUYeCKOro Tosapa
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MpumeyaHue: o6bemMbl NPOAAK NPUBEAEHbI B PO3HMYHDIX LieHax anTek ¢ HAC.

PUCYHOK 9 CTpYKTypa KOCMETUKN MO MeCTy NpUMeHeHUs

CTPYKTYypa anTeuHbIX NPOAANK KOCMETUKM Mo Tunam cpeacTs (py6.)
+6,8%

+5,2%

+8,8%

+5,3%

W KocmeTuka Ans nuua B YHuBepcanbHble cpeacTsa O CpeacTsa Ans tena
[ CpeacTBa 4ns BONOC U KOXW ronosbl O CpeacTsa Ans MHTUMHOM rurvedbl B [lpyroe

CTPYKTYpa anTe4HbIX NPOAAK KOCMETUKM No TURam cpeacTs (ynax.)

-1,0%

+0,5%

+5,4%

+4,0%

W YHusepcanbHble cpeacTsa M Cpeactsa ans Tena O KocmeTuka Ana nuua
@ CpepncTBa Ansa BOMoC M Koxu ronosbl O Cpeactsa Ans Hor M [lpyroe

JIMHEEK, YETKO PA3IEIECHHBIX MEXKTY
co00I1 U NIPeJHA3HAYEHHBIX I OIIpe-
JEIEHHBIX COCTOSHUI KOXH WU BOJIOC,
JAHHBIN BUJ KOCMETHKU DEANTU3YETCH,
KAaK TIPAaBUJIO, YEPE3 ANITCUYHBIC YIPEK-
nenus (Hanpumep, Vichy, Avene, Uriage
u1p.).

OCHOBHOI TIPUPOCT CETMEHTA B CTO-
HUMOCTHOM BBIDAKEHUHU OOECIIEUECH
YBEIUYCHUEM IPOJAX  CENEKTHB-
HOI KOCMETHKH (+7,9%). D10 1IpH-
BEJIO K YBEIMYCHUIO VAEIBHOTO BECa
MapOK JJAHHOU KaTErOPUH B PYOIAX
¢ 36,7% mo 37,2% (puc. 2). B yma-
KOBKaX BEC JAHHON TIPYIIBl 3aMeT-
HO HIKE — OKOno 11% (HO mpupoCT
TOXE HAOMoAancs — +2% 3a 2 roja).
Taxas JUHAMHKA obecredeHa B OOJIb-
mei Mepe OpenpoM Librederm xom-
MaHUK «3eNUC>, KOTOPBIA MOABHICA
HECKOJIBKO JIET HA3aJl U YCIEIHO KOH-
KYPHPYET CO CTAPOXWIAMU aNTEYHON
CEJIEKTUBHOM KocMeTuku — Vichy u La
Roche-Posay. ArpeccuBHas pexiaMHas
MOJUTUKA KOMIAHHU «3€IUC» TOMO-
raeT He TOJBKO MPOAAKAM ee OpeH/a,
HO U PA3BUTHIO BCETO CETMEHTA AITed-
HOW KOCMETHUKH B I€JIOM, HOCKONBKY
ABJAETCA JIOTIONHUTEIBHBIM HMHCTPY-
MEHTOM JUIsl IPUBJIEYEHHS IIOTpEOHTE-
Ji1 B AIITEKY.
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PUCYHOK o COOTHOLIEHME aNTeYHbIX NPoAaX KOCMETUKMN B 3aBUCMMOCTM OT TUMA KOCMETMYeCKoro Tosapa, 2017 roj

% pyb6.
CeneKTNBHas KOCMeTUKA

% ynak.

% pyb6.
NeyebHas KOCMeTUKa

% ynak.

B OTteyecTBeHHble B VMnopTHbie

% pyb6.
KocmeTuka mass-market

% ynak.

A BOT IPUPOCT IIPOJAK B HATYPATbHOM
BBIPA)KEHUH CBA3aH B OOJIBIIEN CTETIEHH
C YBEJIMYECHHEM DEANU3ALUU IIPOIYK-
TOB KaTETOPUU AKTUBHOU (JIECYEOHOTN)
KOCMETHKH. JJaHHAA Tpymma COCTaB-
Jser 6osee 56% BCEX KOCMETHYECKUX
CPEACTB, PEATU3YEMBIX B aIITEKE.
Kocmeruka mass-market orcraer
[0 TEMIAM Pa3BUTUA OT JPYIUX IPYIIL
371€Ch ITTaBHOU NIPUYUHON ABIAETCA TO,
YTO aNTeKa JUI JAHHOTO IMOJICETMEH-
T4 HE ABIAETCS OCHOBHBIM KaHAlIOM
NpoABIIKEHUA. IIpH 3TOM B 1OCIENH1E
TOfIbl ANTEKA MOCTOSHHO 3aHUMAETCH
ONITHUMU3AIHUEN CBOETO aACCOPTHMEH-
T4, U NO3ULMH, OTHOCAUIMECA K Mass-
market, B IIepByI0 O4€peab MONAAI0T
nop BeiBefeHue. Tak, B 2017 r. uepe3
ANTEYHYI0 CEThb MOXKHO OBUIO KYITUTb
850 paznuuHbIX OpEH/I0B KOCMETUKH
mass-market, © 3T0 Ha 3,5% MeEHbIIE,
yem B 2016 1.

AnTeka IpennaraeT  ImoTpebUTENIo
OTPOMHBIM  BBIOOp KOCMETHYECKUX
CPE/CTB, NPHUYEM PAa3HOOOPA3HBIMU
ABJIAIOTCS HE TONBKO MAPKH KOCMETHKY,
HO M (POPMBI BBHIYCKA U HA3HAYEHHUE
TakoH mpopykuuu (puc. 3). Hambomee
HOMY/SIPHBIMU Y HOTPEOUTEII SABIIOTCA
YVHUBEPCATBHBIE KOCMETHYECKUE CPEJ-
CTBA — HA WX OO npuxomurcs 36,2%
IPOJAK B HATYPAIBHOM BBIPAKEHUH.

A BOT GOJBIIE BCETO JAEHET MOKYIIATENb
OCTaBJIIET B AITEKE, IpHOOpeTas Cpei-
crBa I Mg, — 26%. DTO HeyquBH-
TENBHO, TAK KAK B CTPYKIYPE CPEJCTB
I JALA JTAAAPYIOT MApKH  CeJIEK-
TUBHOM KOCMETUKH, CpeHdAd IeHa
KoTopbIX 0K0s0 800 pybaeit. Ilprmuem
IPOM3BOJUTENN  BBIIYCKAIOT —Cpasy
LENBIC JTMHEHKA MPOAYKIHH, KOTO-
pbIE€ MOIYT YBJIAKHATb U IHTATh KOXKY,
UMEThb TUPTUHT-3GDERT U T. . laHHAsg
IPYIIa KOCMETUYECKUX CPEJCTB Jaa
OZMH U3 MAKCHMaJIbHBIX IPHUPOCTOB
B HATypaJbHOM BbIpaKeHUHn (+5,4%),
YTO IPHUBEJIO K YBEIUYEHUIO IONU KOC-
METHUKM [JII JHIA B o0meM oObeMe
Ha 0,7%.

CHIKEHHE NPOJAX IPOAEMOHCTPHU-
POBaJ TOJIBKO OMH CEIMEHT PBIHKA —
CPEACTBA 1A BOJIOC U KOXKU T'OJNOBBI
(=2,1% B pyossax u -4,7% B yIIAKOBKAX).
Kocmerunka OT pOCCHICKUX IPOU3BOJH-
Teselt 6osee BOCTpeOboBaHa oTpeduTe-
JeM, yeM 3apyOexHad. OTedecTBEeHHas
KOCMETHUKA COCTaBisieT 6oiee 71% Haty-
pambHOrO o6beMa mpojax. IIpu pac-
CMOTPEHUU CTOMMOCTHOI'O 00bEMa
HPOJAK MOKHO OTMETHUTD, YTO PBIHOK
NPAKTHYECKHU TIOAEIEH IIONONIAM, OflHA-
KO HA0JIOfIaeTCsl IepeBec B CTOPOHY
HUMIIOPTHOH KOCMETUKU (OKOJIO 54%
MIPOZIAK).

BHyTpH CEerMEHTOB HAOMIOAAETCA Pas3-
JIMYHOE COOTHONIECHUE OTEUECTBEHHOM
U 32pyOEKHON KOCMETHKH.

B 2017 1. mpogakd KOCMETUKH KIac-
ca MIPEMUYM U JIIOKC ObLIU obecreye-
HBl UMIIOPTHOHM NPOAYKIKEH Ha 75%
B pyossIX M Ha 52% B YIaKOBKaXx.
EAMHCTBEHHBIM OTEYECTBEHHBIN OPEH/
Librederm mpozpaeTcs B TOM e 06beMe,
YTO U OCTA/IbHAS OTCUECTBEHHAS CETICK-
TUBHAA KOCMeTHKa (9,8 MIIH yIak.).
CerMeHT JIeueOHOM KOCMETHKH, HA000-
pOT, NPEUMYIIECTBEHHO IIPEACTABICH
OTEYECTBEHHBIMU OPEHJAMH, KOTO-
pbl€ TUAUPYIOT KK IO CTOMMOCTHOMY
(61%), Taxk u 1O HATypaTbHOMY (70%)
06BpeMaM peanu3anu (puc. 4).

B cermenTe mass-market gons oreue-
CTBEHHOH KOCMETHKH BO3pPOC/IA OTHO-
CUTEIBHO TIPONLIOTO I'0fla B CTOMMOC-
THOM BBIDLKECHMU U COCTaBHIA 54%.
OCHOBHBIMH OTEUECTBEHHBIMU OpEH/Ia-
MU ABAIOTCA «JIeTCkui kpem» U «Moe
COJTHBIIIKO», COBOKYIIHAS JOJS KOTO-
PBIX 0KOJIO 20% PBIHKA B PYOJIAX.

CENEKTUBHAA KOCMETUKA

32 2017 1. B anrTexax ObUIO peEann3o-
BaHO 20,1 MJIH YIAKOBOK CEJEKTHB-
HBIX CPEJICTB Ha cymmy 16,6 Mapa pyo.
(B pO3HUYHBIX IIeHaX). B 2017 . TeMIIbI
NPUPOCTA TIPOJAAK KOCMETHKA KIACCA



OpeMUyM OBLIM 3HAYUTENIDHO HIUIKE,
gem B 2016 1., — 7,9% B py6sax u 4,1%
B VIAKOBKax mpoTuB 34,6% u 32,2%
B IIpeabiaymeM rogy. Ilpu atom auHa-
MHKA CIPOCA HA BXOJAIME B JAHHYIO
KATETOPUI0 KOCMETUYECKHE MAapKU
ObLIa JOBOJIILHO HEOZHOPOJHOM.
JIaHHBIN CEIMEHT 3aMETHO U3MEHMIICA
34 IOCJEHIE HECKOMIBKO JIET. Bemymein
MApKOWl Ha NPOTLKEHHU MHOIUX JIeT
asusacs Openp Vichy. Ilo wuroram
2017 1. 06’beM IIPOAAK ITOH MPORYKLIUH
cHu3mICK HA 16% B pyomsax, u GpeHn
CMECTHJICA HA BTOPOE MECTO B PEUTHH-
I, HECMOTPS Ha IIOCTOAHHOE IIOIOJIHE-
HHE aCCOPTUMEHTHBIX JHMHEEK. Bcero
B aNTEKAX IPEICTABICHO OKONIO 250
Pa3TMYHBIX HANMEHOBAHUI KOCMETHKH
Vichy npu cpegneit iene 1500 pyo.
[lo3unuio nujgepa B CEIMEHTE CeENek-
THBHON KOCMETHKH 3aBOEBANT OpeH[
Librederm, xoropsir B 2017 r. obecme-
YIJI OKOJIO 25% CTOMMOCTHOTO 00beMa
npopax cermenta (maoan. 1). IIpu arom
IIPOJAXKU MAPKU YBEIMYWINCh HA 10%
orHocurenbHo 2016 1. 3amerum,
4TO Ha JuHEHKy Librederm npuxoaunt-
cq 48% HaTypanbHOrO o6beMa. Takum
obpazoM, Librederm B Hacroammu
MOMEHT MOXKHO HA3BaTb CAMOH IIOIy-
JAPHON MAapKOH CENEKTHBHOM KOCMe-
TUKA. B nmHENKy BXxogur okomo 150
Pa3NUYHBIX HAMMEHOBAHUM, B OCHOB-
HOM 3TO CPEACTBA UL JINLIA.

Bpenpi La Roche-Posay, 3anumaromui
TPETBIO CTPOYKY PEUTHHIA MapOK
CEJIEKTUBHOU KOCMETHKH, IPOJAEMOH-
CTPUPOBAT 15%-HBIA IPUPOCT MPOJAK
B 2017 1. Dra KOCMETMKa Ha OCHOBE
TepManbHO¥ BoAb La Roche-Posay pas-
pabarblBaeTcs CHELUaIbHO /I Ipo-
OI1€MHOH KOXH, II03TOMY OCHOBHYIO
JOMI0 B NPOAAXAX OPEHAA 3aHUMAIOT
muHerika Effaclar (cnenuanbHas cepus
OT IPBIIEH, YIPEN U AKHE) U CPEACTBA
Lipikar (mng iuia npoTUB pasapaxe-
HUI U 3y712).

B 2017 r. mo4ru Bce GPEHAB U3 TOI-
10 CeneKTUBHON KOCMETHKH HMMEIN
POCT NPOJAK B PyONAX, MCKIOYECHHU-
em cramu Vichy u Lierac. Ho pa3HoHa-
[IPABJICHHAA JUHAMHUKA IIOKA HE CKa-
3a7aCb HAa COCTaBE€ JHUJEPOB DPBIHKA.
BricoKue TeMIBI POCTA ZEMOHCTPUPYET
O6pena Mustela (KocMeTuKa Ui KOXH
MajJbpled U Oyaymmx mam) — +50%.
Ha Bropom Mecre 1o mpupocTaM Mapka

OB30P NMPOOAX KOCMETWUKW B ANTEKAX: UTOT'1-2017 m

TABnMuAc Ton-10 6peH0B CEeNEKTUBHOW KOCMETUKH, 2017 T.

Panr | Wamenetue Bpeta nﬂib:;né. B Kaﬁ'll'(e)’r‘:puu 201r;prl.nlp:(;::6 r.
1 1 Librederm 4093,2 24,7% 9,8%
2 -1 Vichy 3453,0 20,8% -16,2%
3 0 La Roche-Posay 32499 19,6% 14,6%
4 0 Avene 12772 7,7% 25,0%
5 0 Bioderma 1109,5 6,7% 31,0%
6 0 Uriage 782,4 4,7% 26,6%
7 2 Mustela 503,7 3,0% 50,0%
8 0 Filorga 413,3 2,5% 13,7%
9 2 Lierac 362,5 2,2% -12,2%
10 0 Klorane 2675 1,6% 20,2%

TAEI‘IIIILI,Ao Ton-10 6peHA0B aKTUBHOM (neyebHoOM) KOCMETUKM, 2017 T.

Panr | Usmenetme Bpena N(|316Hb:;n6,. B Kaﬂ:’r‘:puu 201|;P:'IP:;"|"6 r.
1 0 Qsﬁaa”””a” 1283, 6.0% 16,8%
2 0 AnepaHa 743,5 3,5% 20,5%
3 0 Lactacyd 644,8 3,0% 11,2%
4 0 Emolium 543,0 2,5% -1,0%
5 2 911 542,3 2,5% 9,6%
6 -1 Cothbst 5171 2,4% -4,8%
7 2 Bopo Mnioc 509,4 2,4% 18,9%
8 2 Dry Dry 500,8 2,3% -6,3%
9 2 Mwukocron 4079 1,9% 18,7%
10 2 Cnacarenb 383,7 1,8% 13,4%

Bioderma. O6beM Ipojiak JAHHOH KOC-
METHKH BBIPOC Ha 31% 32 CYeT yBeau-
yeHus JuHeHku Sensibio, mpegHasHa-
YEHHOH /UL ITAIJEHTOB C YyBCTBUTE/b-
HON KOXEH M TaKUMHU IIPO6IEMaMu,
KaK CeOOpEHHBII IEPMATUT U PO3a1iea.
CpefHsad IIeHA OJHOIO CPEACTBA —
or 1100 pyb.

NEYEBHAA KOCMETUKA

AKTHBHAA KOCMETHKA HE CIydan-
HO HMEET OIHO U3 AIBTEPHATUBHBIX
Ha3BaHUII - JedyeOHad. B orinune
OT CEJEKTHBHBIX MapOK, KOTOpPBHIE
0OJbIle HANPABIEHBI HA peElICHHE
JCTETHYECKHX 327124, JedeOHasd KOocC-
METHKa IIO3UIUOHUPYETCA, B TOM
YUCIe U KAK BCIOMOTATENbHOE CPE-
CTBO TIPH HEKOTOPBHIX 3200JI€BAHUAX.
IToaTOMy OCHOBHYIO OO B IIPOAA-

KaX JAHHON TPYNIBl aCCOPTHMEHTA
3aHUMAIOT MO3UIUY, HUCIOAb3yEMbIE
IpU PACTLKEHUAX, ymubax, BOCHa-
JIUTETBHBIX 3200J€BAHUAX CYCTABOB
(14%), pasnmUYHBIX HOBPEKIECHUAX
U 3a601€eBaHuAX Koxu (10%), Bpimazie-
HUH BOJIOC U 06JbIceHuH (7%).
KoHnjeHTpanysa B CErMEHTE aKTUBHOU
KOCMETHKH 3aMETHO HIKE, YEM B CEI-
MEHTE CEJIEKTUBHBIX Mapok. Tak,
Ha Tomn-10 GpeHsoB mpuxoxuTcsa 35%
IPOJAX KaTeropuu (IPOTUB IIOKA3a-
TENS CENIEKTUBHOU KOCMETUKU — 94%).
[Ipy 3TOM B amNTEKaX pealusyer-
¢ cepime 860 pasnMYHBIX OPEH/IOB
JIe4€0HOM KOCMETUKHL.

[lepoe MecTo Cpegu Mapok Jeded-
HOM KOCMETHKU COXPAaHWI OpeH]
Jlomagunag Cuina». OJHAKO IPOAA-
KU €r0 3HAYUTEIBHO COKPATHIUCDH
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B 2017 1. — 17%. OcHOBHOH 00bEM
IPOAAK MPOAYKIIUY T10]] JAHHOM Map-
KOU NIPUXOJUTCA HA CPEACTBA I TeIa,
4 TaKKe U1 BOJIOC U KOXKHU T'OTOBBI
(maon. 2).

Bpenp «Anepanar, CieUaTu3UPYIOIUH-
¢ B OCHOBHOM HA CPEAICTBAX JJIs1 BOJIOC,
3aHUMAET 2-10 CTPOYKY PpEUTHHTIA.
Yiepxarh JaHHYIO TO3ULUIO MTO3BOJIUII
IPUPOCT, IPEBBIMIAIONINI POCT IPYIIIIBI
B nenoM (+21%). Ha 1perbeM mecte
pacnonaraercs O6penp Lactacyd, koro-
PBIN IIPEACTABIEH B ANTEKAX CPECTBA-
MM 1 MHTUMHOI TUTHEHBI, IPUPOCT
MapKu cocrasu +11%.

Ha 2-1 no3unuu BBEPX IOJHATUCH
Mapku «Muxoctor» u «Cnacarenb».
W13 oTpUIATENbHBIX U3MEHEHUH OTME-
TUM CHWKCHUE HA 1 TO3UIUI0 MAPKU
«Cops». IIpogaku JaHHOTO CPEACTBA
COKpPATWIUCh HA 5% B CTOMMOCTHOM
BBIDAKCHHH. Takke HA 2 MO3ULIHH
BHU3 mepemectuiacs 6penp Dry Dry
(-6%).

Kpome TOro, 3a mpepennl «ecAT-
K> TIEPEMECTUINCh TAKHE MAaPKH,
KaK «MukosaH» (CpeicTBO OT rpubka
HOI'TEH), CICTUBIIMICA Ha 6 TTO3UIIAI
BHU3, U «[lapaHuT> (1e4eOHBIN 1aM-
IIyHb), OTCTYIMBIIUI HA 1 CTPOUKY.

MASS-MARKET-KOCMETUKA

Mass-market-KOCMETHKA B aNTEYHBIX
npopaxax Ha 40% IpeAcTaBIeHa YHH-
BEPCAIBHBIMH CPEJICTBAMU, B OCHOB-
HOM HPEJHA3HAYEHbIMH /I OUUIIEHUA
KOKH.

TASIWILI.AO Ton-10 6peHA0B KOCMeTUKI mass-market , 2017 r.
Panr Wismenenue Bpexa &?::6’. B Kae':::puu 201I-;prl.a/p;.(‘):‘.lr 6T

1 0 Johnsons baby 733,2 11,2% 0,4%

2 0 Kopa 330,9 51% -3,9%

3 0 YMHas amanb 310,8 4,8% 1,6%

4 0 Nivea 2651 41% -11,5%

5 0 ®nopecaH 2476 3,8% 8,0%

6 0 [leTcKni Kpem 236,1 3,6% 18,8%

7 1 Moe cofHbIWwKo 214,3 3,3% 11,7%
Neutrogena

8 -1 HopBexckas 193,2 3,0% -2,6%
®opmyna

9 0 Natura Siberica m,7 2,6% -71,4%

10 0 Nvagepm 142,7 2,2% -14,6%

W3MeHeHUN B pEUTHHIE KOCMe-  MaKCHMaJbHBI INPUPOCT MPOAAK

TUKA mass-market 3aMeTHO MEHb-
1€, 4Y€M B OCTAIbHBIX JBYX IDYIIIAX.
Jlupiepsl COXpAHWIN CBOU HO3UIMU.
Johnsons Baby ¢ 1eTcko# KOCMETHKOH,
HECMOTPS Ha CHIKCHUE TIPOAAK Ha 4%,
B /IBA pa3a OIIepPEKAeT 0 06bEMaM pea-
JU33IMH KOHKYPEHTOB M COXPAaHAET
HEPBYIO CTPOUKY (maon. 3).

BpeH/ibl, 3aHUMAIONIUE BEPXHUE TO3U-
[IUM PEUTHHIY, B LIEJIOM 32 TOJ IOKa-
31 OTPHLATEIbHYI0 JHUHAMHKY. Tak,
openy «Kopa» HpPOAEMOHCTPUPOBAT
B pyOmsax cHipkeHue Ha 8%. Tperbs
CTPOYKAa COXPAHWIACH 32 CPEACTBAMHU
VI HOI'TEN MapKH «YMHAasA 3Majb>.

(+14%) mposeMOHCTPUPOBAT OpeH]
«JJercku#t Kpem» (OCHOBHBIE IIPOM3BO-
auTenu «ABaHTa» u «CB000/I»).
OTMETHM CHHKECHHE TIPOJAK KOC-
MeTUYECKUX cpencts Nivea Ha 15%.
AnTeka He ABIAETCA OCHOBHBIM KaHa-
JIOM TPOAAXU I JAaHHOH MapKy,
U 3TO IPUBOJAUT K TOMY, YTO KOHKY-
PEHTOCIIOCOOHOCTh ANTEKH MaJIaeT.
AHQJIOTHYHAA CUTyalus CKIQJbIBA-
€rcd M Y TaKuX OpeHfioB, kKak Natura
Siberica, «Neutrogena Hopsexckas
Dopmynas.

2%

a



OB30P MPOOAX KOCMETUK

I B ANTEKAX: UTOT1-2017

BEPHOCTb MPUHUWNNMAM — 3AN0TI YCNEXA

bpenx JlubpujepM MOABHICA
B 20111, a B 2017 1. cTax Iugepom’
B CETMEHE CEJIEKTHMBHOHM amnTey-
HOI KocMeTHKH. «Hudero jmimHe-
I0, TOJBKO TO, YTO HY:KHO TBOEH
KOXKe» - JIeBU3 OpeH/a, KOTOPbIH
NOATBEPIKAAETCA BBICOKHM IIOTpe-
OHTETBCKHM CIIPOCOM.

BYEPA

bpenp Jlubpusepm yBEpEHHO Vaep-
JKUBAET IO3ULMIO JHJEPA B CETMEHTE
ANTEYHOU CEJEKTUBHOM KOCMETUKU.
B 2017 r. kxoMnaHug «3€aguc> OTKPHI-
M2 6 pupMeHHBIX GYTHKOB B MOCKBE,
Hwxuem Hosropoge, Kpacnopape,
Cankr-Ilerepbypre 1 Kypcke.
3amyneHo MEIUITMHCKOE IPOJIBIIKE-
HUE TPOJYKIUU CPEIHU JIEPMATOJIOTOB,
KOCMETOJIOTOB U IEAUATPOB — KOM-
NAHNUA YYACTBOBAIA B 7 MEJUIIMHCKUX
KOHrpeccax Poccurickoro oo6mectsa
JEPMATOBEHEPONIOTOB U KOCMETOJIO-
rop u B XX Kourpecce neaunarpos
Poccun. Jons mpopax IO HUTOraM
rofa B pyomax cocraBwia 25%, IO
B VIIAKOBKaxX 49%. JIubpujepM eI
OTPHIB OT 3apPYOEKHBIX KOHKYPEHTOB:
HPOJAKU B PYO/IAX BBIPOCIH Ha +10%,
B YIIAKOBKAX Ha +2% (puc. 1). IIpu aToM
OpeH/; IPOOJDKAET Pa3BUBATHCA.

CErofHs

Hoptdenb KOCMENEBTUIECKUX CPEICTB
JlubpuzepM IONIONHAETCA HOBBIMU
KojiekiuaMu — B 2018 r. BBIXOAUT
Kotekusa BABY mo yxopy 3a KoxeH
HOBOPOXKICHHBIX 1 l'ICpBQ_SI2 CIICH AT -
3UPOBAHHAA KOJUIEKIMA U1 MYXKYUH
Ha OCHOBE THATyPOHOBON KHCJIOTHI
HYALURONIC FOR MEN. 3HauuTeNbHO
PACHIUPUIACh COMHIE3AMUTHAS KOJ-
JAexkuus BpoH3uana - HOBAsA JUHUA
FULL SPECTRUM PROTECTION 3amu-
maer or 100% BHJOB COJHEYHOTO
uanyyenus: UVA, UVB, IR-usnydenus
Y BUJIUMOTO CBETA.

[Ipoxykuusa JubpusepM NPOU3BOAUT-
¢4 Ha 14 IomasgKkax B 8 CTpaHaxX MUpPa

PNCYHOK ° [IMHaMMnKa pO3HUYHbBIX NPoAaX 6penaa Nmbpuaepm 2015-2017 rr.

—E06beM npogax, TbiC. ynak.
W O6bem PO3HUYHbBIX MPOAAXK, MIH py6.

9583
+107%

3728
+192%

2015 2016

9752
+2%

2017

B Espomne, Asun u CHI. Komnanusa
HCIONb3yeT ChIPbE IMOCTABIIMKOB
u3 Opannuu, BenuxoOpurTaHUH,
Tepmanuy, CIIIA ¥ npuMeHseT CoBpe-
MEHHOE BBICOKOTOYHOE 00O0pYIOBa-
Hue. Kimnudyeckwe HCCIENOBAHUA
in vitro, in vivo ¥ eX VivOo IIPOBOAAT-
c1 B BEAYWIUX HAy4YHO-HCCIELOBA-
TEIbCKUX  YYPEKIECHHUAX  CTPAHBL:
TocygapcTBEHHOM HAyYHOM IIEHTpe
JAEPMATOJOTMH U KOCMETOIOIHUH,
ITeppoM MOCKOBCKOM T'OCYJapCTBEH-
HOM MEJULIMHCKOM YHHUBEPCHUTETE MM.
N.M. Ceuenosa (Ce4€HOBCKUI YHUBEP-
curer), HanyoHaIbHOM LEHTpe 370-
pOBbA JeTer U MeAMIIMHCKON aKaje-
muu Yrpasiaenus aenamu Ipesujgenra
Poccurickoit ®epgepannu. biaarogaps
MHOI'OYPOBHEBOI CHCTEME KOHTPO-
J1 Ka4€CTBA HA IIPOMU3BOACTBE OPEHJ
JInbpunepm IOCTAB/ISAET HA IPUIABKH
aNTeK HPOIYKTBI, COOTBETCTBYIOIIUE
crangapramMm GMP u ISO-9000.

3ABTPA
Jlubpusepm pacmupser Hoprdeb
KOCMEIEBTHYECKUX CPEJICTB, YCUIH-
BaeT KOHTPOJIb KA4€CTBA HA IIPOM3-
BOJCTBE ¥ MOBBIIIAECT Y3HABAEMOCTH
OpeHpa.

" Po3HUYHbIL aydum DSM Group (cezameHm cenekmugHoU KocMemuku) no umoaam 2017 2.

2 Cpedu Konnekyul 6peHda /lubpudepm

Po3HWUHbIN ayauT DSM Group

KoMmmanusa Hapamusaer 6a3y KIMHH-
YECKUX HCCAEJOBAHUM, YTO ITO3BOJIHT
BHE/JIPUTh VHHUKAJIbHBIE HWHHOBAIIUU
B KATETOPHAX NOJIePKUBAIOIIEH Tepa-
MU 2KHE, AHTHBO3PACTHOTO YXO7a
1 yXO7ia 32 ATONMYHON KOKEIL
OTKpBITHE HOBOTO 32BOfIA B IIO/IMO-
CKOBHOM T. JlyOHE TTOMOJKET TIOBBICUTB
KOHTPOJb HAJ, TEXHOJIOTMYECKUMU
HPOIECCAMH, 4 TAKKE OPraHU30BATh
HUMIIOPTO3AMEIEHE BHYTPU KOMIIA-
HUHL. DTO JJAET BO3MOXKHOCTb CO31ABATh
KOCMEIEBTHYECKUE CPEICTBA, COOT-
BETCTBYIONIME MHPOBBIM CTAHAPTAM
IO BBIT'O/JHBIM /IS TOTPEGUTEIA IIEHAM.
KiioueBble  TIPOAYKTBI  IIPOJIOJIKAT
BBIITYCKATBCA B (DUPMEHHO YIIAKOBKE
CBOEH IIPECC-(POPMBI, UTO 3aIIUIIAET
OT HOJJIETIOK M YCHIUBAET JIOBEpHUE
HOKYIATe/IEH, 4 3HAYUT — elle GOIbLIe
MPUB/IEKAET UX B ANITEKH.

AKTUBHO  pa3BUBafACbh,  OpeH]
JInbpuaepM OCTAeTCA BEPHBIM IVIAB-
HOMY HPHHIIUIY — CO3/aBaTh HMEH-
HO Ty IPOJYKIHIO, KOTOPAs OTBEYAET
HOTPEGHOCTAM TOKYIATENEH M BBICO-
KHM OXHM/IAHUAM NapTHEPOB. Tak ObL10
BYEPA, TAK €CTh CEMYAC M TaK Oyjer
3aBTPA.

HcrouHuKH
1. Caitr 6penpa Librederm: https://librederm.
ru. Jlata oopamenust: 16.04.2018
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CETAPHIL® — YCNELIHbIW BPEHA
B CETMEHTE KOCMOLLEBTUKW

B nocnegHue rogbl aKTMBHOE pa3BUTUE MNONYYMIO HanpaBneHue, Haxopslleecs Ha
CTbIKE MeXay KOCMeTosorueil u hapMaueBTMKON, NonyymBLIee Ha3BaHNe KKOCMOLEB-
TUKa». OfHOI U3 AMHAMUYHO PAa3BUBAIOLUMXCA IMHUIM B 3TOM CErMeHTe CTanu CpeAcTBa
TepaneBTUUYECKOro YX0Aa ANA YYBCTBUTENIbHOM KOXU. B 3Ty KaTeropuio BXoauT 6osnbluoe
pa3Hoo6pa3ve NPOAYKTOB OT pasnuyHbIx npoussoputenein [1], oco6oe mecto cpeau
KOTOPbIX 3aHUMAET 3KCNepT B 061acTu epMaToKOCMETMKN — KoMnauua Galderma.

ornacHo pAaHHbiM DSM Group, no uTtoram

2017 r. 06bEM anNTEYHOrO PblHKA KOCMOLIEB-

TUKM pocTur 1,96 Mapp py6. B LieHax 3aKynky,
4TO 3KBMBANEHTHO 3,4 MAH ynakoBok. lpu 3ToM
NPUPOCT NPOAAXK AAHHOTO CErMeHTa No CpaBHe-
Hu0 ¢ 2016 r. coctaBun 13,3% B CTOMMOCTHOM
BblpaXkeHnn n 11,5% B HaTypasbHOM.
Ha poccuiicKom pblHKe Kto4eBOW MpoayKuueit
B KaTeropuum KOCMOLEBTUKM ABNAETCA NWHelKa
Cetaphil’, paspabortanHas weeiLapcKoit Komna-
Hueit Galderma. B 2017 r. B anTeyHOM cermeHTe
6biN0 peanusoBaHo 289,3 ThiC. YNAKOBOK 3TUX
CpencTB Ha cymMy 174,2 mnH py6. B LieHax 3akyn-
k1. HemanoBaxHo, 4To 0Gbem Npoaak NpoayKuum
3TOV KOMNAaHUM AEMOHCTPUPYET CaMblil BHyLU-
TesbHbIA MPUPOCT NPOAAXK MO CPABHEHMIO C MPO-
WwibIM rofom cpeau Ton-5 nupepos. OH coctasun
42,1% B pybnax u 31,7% B ynakoskax (puc.).
[laHHbIi (aKT CBUAETENBCTBYET O TOM, YTO MpO-
aykuus Cetaphil® He TONbKO NONOXUTENbHO BAUS-
€T Ha CErMeHT KOCMOLEBTUKM, HO U CnocobCTByeT
€ro AMHaMU4YHOMY Pa3BUTHIO.
Bbpenp Cetaphil® npeactaBneH Ha poccuit-
CKOM pbIHKE Tpems rammamu cpeacts (Tabn.),
npeaHasHauyeHHbIX ans eXefHeBHOrO0
(Cetaphil® ExepHeBHbIl YXOA) W cneumanbHo-
ro yxoga (Cetaphil® Dermacontrol™ u Cetaphil®
Restoraderm™).
Basosas nuHeiika Cetaphil® ExxeHeBHbIN Yxop, pas-
paboTaHHas COBMECTHO C AepMartonoramu, npefHa-
3HayeHa [yIA YyBCTBUTENBHON KOXM, BOCNPUMMYM-
BOVl K PA3ApaXuTensM, COAEPHALUMMCA B 0ObIYHbIX
KOCMETUYECKMX cpefcTBax. bnarogaps markoit op-
Mynie CPeACTB, KOXa ouuliaetcs 6e3 noBpexaeHus

3awWuTHOro Gapbepa M nepecylnBaHus. JInHeiika
npeAcTaBneHa Ha POCCUICKOM pbIHKE TPeMms npo-
pyktamu. Cetaphil® ®usnonoruyeckuit Ouunwarowmit
JI0CbOH BepexHo, HO 3dEKTUBHO YaANSET C YyB-
CTBUTENbHOW W /UNKW Pa3apaXeHHOI KOXK 3arpss-
HEHWs, He MOBPEXKAan 3awWuTHbIA 6apbep. Mo faH-
HbIM KJIMHUYECKUX WMCCNeA0BaHUMi, NPOBEAEHHbIX
Ha 4 302 naumeHtax, 95% notpeGuTeneit oxapak-
TEpU30BaNM OYMLIAIOLYI0 CMOCOBHOCTb MPOAYKTA
«BEJIMKONENHOMY. [INs KMPHOM M KOMOUHMPOBAH-
HOM YyBCTBUTENbHOW KOXW NOAOMAET HOBWUHKA
2017 r. - Cetaphil® My6oko Ounwatowmii reas, npu-
ATHAA reneeas TEKCTypa KOTOPOrO OCTABASET OLLy-
leHre KoMopTa, YNCTOM W KCKPUNALLENA» KOXU.
Ewe opHa HoBuHKa npowepwero roga — Cetaphil®
YBRXHAWWMIA 3aLMTHBIA KPEM COAEPXUT CONHLEe-
3alUMTHbIE KOMMOHEHTbI U PEKOMEH/O0BaH K npume-
HEHWIO B KayecTBe OCHOBHOTO yXoAa [2].

[Opyras nuHeiika npopykumn Cetaphil® ot kom-
navuu Galderma - Dermacontrol™ o6ecneun-
BaeT NpodeccuoHanbHblil YXoA 3a NpobaemHoit
KOXel, CHuxas nobouHble 3dheKTsl ucnonbaye-
MbIX CPeACTB 1 MoBblWas 3(HEKTUBHOCTL Tepa-
nun akHe. OHa BKJIIOYAET MaTUpYIOLYIO MeHKY
AN YMbIBAHWA, UCMONb3yeMyl0 B KayecTBe nep-
BOTO WWara B yX0o4e 3a YyBCTBUTENbHON Npobnem-
HO KOXeil, u cebGoperynupylowmi yBRaXHA0-
WMt Kpem. Matupylowas neHka s yMblBaHUS
C (u3nonornyHeiM ypoBHeM pH penukatHo ypaa-
NAeT BCe BUAbl 3arpa3HeHuit. LMHK, BxopAwmii
B ee cocTaB, obecneyusaer ceboperynupyioLmii
3ddekT, a Markas Gopmyna ¢ HeBeCOMOW ynbTpa-
NIerKoii TEeKCTYPOI Nerko HaHOCUTCA U CMbIBAETCS,
OCTaB/IAis OlLylieHNe cBeXecTU U komdopTta [2].

PUCYHOK ° MpupocTbl MpoAax Ton-5 6peHA0B KOCMOLEBTUKN B 2017 T.
Nno cpaBHeHMto € 2016 T.
421%
[ pyé. D%ynak‘
31,7% 31,8%
26.0% 34,99
21,6%
0,5%
| | | | J
-0,2%
-13,2%
-19,6%
Cetaphil La Roche-Posay Bioderma Emolium Noko6ewn3

WNCTouHMK: PO3HUUHbIN ayauT DSM Group

lpuMeHeHWe Kpema, B CBOKO OYEpefib, OKa3blBa-
€T VBNAXHAIOWMIA, MAaTUPYIOWMIA 1 ycnokausalo-
WHUIA YyBCTBUTENbHYIO KOXY 3deKT. Bxopawmii
B €r0 COCTaB Kepamii-5 BOCCTaHaBANBAET NoBpe-
MAEHHbIA KOXHbIA 6apbep W yaepxuBaeT Bnary
B 3NMWUAEPMUCE, @ TaKKe YCTpaHseT LenylieHne
M CNocobCTBYET 3aXMWBNEHWIO MOTPECKaBLIMXCA
y4acTkoB Koxu. Ceboperyaupyiowmii Komniekc
KpPeMa, BKIOYAIOWMIA LMHK, ABYOKUCH KPeMHWA
1 MONUMETWUA MeTaKpunaT, HOpManusyeT Bblpa-
6OTKY KOXHOrO cana u MaTUpyeT KOXy, a NoKab-
HOe MNpOTMBOBOCMANUTENbHOE AeiCTBUE LMHKA
CNoco6CTBYET NPeOTBPALLEHWIO NOABNEHNSA aKHE.
B cBol0 04epepb, 01€0COMHas TexHonorus obecne-
unBaeT 3heKTUBHYIO JOCTABKY aKTUBHBIX KOMMO-
HeHTOB B rnybokue cnou anuaepmuca. MNpustHas
KpemoBas TeKCTypa CpefcTBa ObICTPO BNUTHIBAET-
Csl, He 0CTaBNAA OLLYLIEHUs MIEHKM Ha Koxe [3].
[ins naumMeHToB C CyXOW M aTONWYHOI KOXeWl, B
TOM YMuC/e C aTOMUYeCcKUM [epMaTUToM, crieuua-
nucTbl komnavum Galderma paspa6ortanu nuHeit-
Ky Cetaphil® Restoraderm™: kpem-renb gns pywa
W VBNAXKHALWMIA NOCbOH Ans Tena. MpopykTbl
3TOi cepuu, Gnaropaps CoOAEPKaHWIO yBAAX-
HAKWMUX KOMMNOHEHTOB W MOLLHOMY COYETAHMUIO
NPOU3BOAHBIX uUnarrpuHa c npekepamupamu
1 BUTaMUHOM B3, BbICTPO BOCCTaHABNMBAIOT KOX-
Hblit Gapbep, 3anyckas BHYTPeHHWe npoLecc
€CTECTBEHHOTO YBNAXHEHUA KOXKU, YMEHbLIAs ee
CYXOCTb W YyBCTBUTENIbHOCTb.

BaxHO, 4TO CpeAcTBa [AaHHON NIMHEWKWU NoA-
XOLAT [OAs B3POCNbIX U JeTell ¢ poxpeHus [3].
YBnaxHstowmit  nockoH ans Tena Cetaphil®
Restoraderm™ xopolwwo nepeHocuTcs U upeansb-
HO NOAXOAMT AN EXe[HEBHOro YX0Aa 3a KoXei
npy NIeYeHUM aTOMUYecKoro AepMaTuTa, Hesa-
BUCMMO OT CTEeNeHu TAXKECTU 3aboneBaHus.
YcnokauBalowmin  Kpem-renb AR Ayla HeXHo
1 MAMKO OYMLLAET Pa3ApaXKEHHYIO 3yAALLYI0 KOXY,
yCnoKanBasa ee W Hacoblwas Bnaroii. bnaropaps
BXOAALMM B COCTaB KOMMOHEHTAM W 3anaTeHTo-
BaHHOI TexHonoruu Miracare® obecneuusaercs
paBHOMEPHOE pacnpocTpaHeHe NPOAYKTOB B TeK-
CType MATKOM NeHbl, N03BoNAA U36exaTb UCnonb-
30BaHMA MbiNa B COCTaBe NpoaykTa. B pesynbrarte
NPOUCXOAUT BOCCTAHOBJIEHME €CTECTBEHHOTO KOX-
Horo 6apbepa 6e3 OLLyLLEHNs XNUPHOI NNeHKM [2].
Bor yxe 6onee 70 ner Cetaphil® cosmectHo
C BefyLMMM iepMaTonoramMm Miupa cospaer npo-
OYKTbl ANS YyBCTBUTENbHOM KOXM, KOTOpble 0Ge-
CMeyYmnBalOT AeNMKATHBIA U MATKWUIA YXOA C AOKa-
3aHHbIM pe3ynbTaToM. Ycnex GpeHpa nopkpe-
NAAETCA XOpoLel AMHAMUKO NPOAaK Ha pbiHKe
1 NPU3HAHWMEM Cpeay CreLnanucToB [4].
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Julia NECHAEVA, Director, Strategic Research Department, DSM Group

Review of cosmetics sales
in pharmacies: 2017 results

Cosmetics became an integral part of the pharmacy range. Manufacturers
of cosmetics position their products as unique, advertising its safety,
effectiveness, and medicinal properties. And this position is justified,
as the presence of a safety certificate and the marketing authorization
clearance is a mandatory condition for the cosmetics to be placed on the

pharmacy shelves.

A competent marketing policy is the
basis for promoting this category of
products on the market. Consumers
are becoming more demanding of
the composition and quality of prod-
ucts. In this case, the pharmacy acts
as a guarantor of quality. Today you
can find cosmetics that are not only
responsible for care and beauty, but
also have a curative effect, in the
pharmacy. Cosmetics can be designed
for the face, hair, hands, etc., it can
be divided into age lines. Networks
and single points need to system-
atically study the cosmetic brands

that appear on the market, watch
out for new products to satisfy con-
sumer demand. In 2017, 1,690 dif-
ferent brands of cosmetics were pre-
sented more than 15,000 items in the
Russian pharmacy chains. The assort-
ment of pharmacies was replenished
with novelties — about 113 brands
were offered to the consumer.

In 2017, 182.6 mil. packs of cosmetic
products were sold in the Russian
pharmacies. This is 2.6% more than
in the previous year.

In the ruble equivalent (in retail pric-
es), the Russian market of pharmacy

FIGURE 0 Dynamics of pharmacy cosmetics sales in Russia

2015

W Volume, RUB bil..

x R
o ™
=]

2017
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Note: the sales volumes are provided at retail prices inclusive VAT.

cosmetics amounted to RUB 44.5 bil.
for the twelve months of 2017, which
is 6.3% higher than in 2016 (Figure 1).
If we analyze the monthly dynamics
of pharmacy cosmetics sales, we can
note a stable growth in rubles relative
to 2016. The most successful months
were April, July and December: sales
in value terms increased by more
than 10%. Such dynamics are associ-
ated with seasonality of demand for
certain types of cosmetics. So, sales of
sun-protection agents increase in the
summer. And in December, sales are
growing because of the large number
of purchases associated with the New
Year holidays - a cosmetic product
is a good gift. Cosmetics can differ
by a price, a purpose, a form of pre-
sentation. DSM Group conducted an
analysis of all its positions and pro-
posed its classification of this group
of products.

All cosmetics, which are sold in phar-
macy chains, can be divided into
3 groups:

Mass-market cosmetics is affordable
products, designed to care for skin,
hair and nails, and is sold not only in
pharmacies, but also in other trade
outlets (for example, Garnier, Nivea,
etc.).

Active (therapeutic) cosmetics are
used to treat and prevent specific
diseases, contains various biologi-
cally active substances (for example,
Sofya creams and balsams, Boro Plus
creams, etc.).

Selective (premium and luxury class)
cosmetics is characterized by the
presence of highly specialized rulers,
clearly separated among themselves
and intended for certain conditions
of the skin or hair, this kind of cos-
metics is realized, as a rule, through
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FIGURE o Ratio of pharmacy sales of cosmetics depending on the type of a cosmetic product
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pharmacies (for example, Vichy,
FIGURE o Cosmetics pattern by application site Avene, Uriage and others).
The main increase in the segment in
terms of value was provided by an
increase in sales of selective cosmet-
ics (+7.9%). This led to an increase in
the share of brands in this category in
rubles from 36.7% to 37.2% (Figure 2).
In packages, the weight of this group
is noticeably lower — about 11% (but
the gain was also observed — + 2%
over 2 years). Such dynamics is pro-
vided, to a large extent, by the Zeldis
company’s Librederm brand, which
M Facial costmetics M Universal cosmetics O Body cosmetics appeared several years ago and suc-
@ Hair and head skin cosmetics O Intimate hygiene cosmetics B Others cessfully competes with old-timers
of pharmacy selective cosmetics
Vichy and La Roche-Posay. Aggressive
advertising policy of Zeldis helps not
only sales of its brand, but also the
development of the entire segment
of chemist’s cosmetics in general, as
it is an additional tool for attracting
consumers to the pharmacy.
But the increase in sales in physical
terms is mainly due to the increase
in the sales of products of the cat-
egory of active (curative) cosmetics.
This group constitutes more than 56%
of all cosmetic products sold in the
pharmacy.

Cosmetics sales pattern by product types (RUB)
+6,8%

+5,2%

+8,8%

+5,3%

Cosmetics sales pattern by product types (packs)

-1,0%

+0,5%

+5,4%

+4,0%

W Universal cosmetics B Body cosmetics O Facial costmetics
@ Hair and head skin cosmetics O Feet cosmetics M Others
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FIGURE e The ratio of cosmetics pharmacy sales depending on the cosmetics type, 2017
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Cosmetics mass-market lags behind
the pace of development from other
groups. Here, the main reason is that
the pharmacy for this sub-segment
is not the main promotion channel.
At the same time, in recent years,
the pharmacy has been constantly
engaged in the optimization of its
assortment, and the positions relat-
ing to the mass market are primar-
ily targeted for breeding. So, in 2017,
through the pharmacy chain, you
could buy 850 different cosmetics
brands mass-market, and this is 3.5%
less than in 2016.

The pharmacy offers the consumer a
huge selection of cosmetic products,
and not only cosmetics brands are
different, but also the release forms
and purpose of such products (Figure
3). The most popular among consum-
ers are universal cosmetic means -
they account for 36.2% of sales in
physical terms.

But the buyer pays most of the money
in the pharmacy, purchasing the
products for the face - 26%. This is
not surprising, since in the structure
of the means for the face, the brands
of selective cosmetics are leading,
the average price of which is about
800 rubles. Moreover, manufacturers

produce a whole range of products
at once, which can moisturize and
nourish the skin, have a lifting effect,
etc. This group of cosmetics gave one
of the maximum increases in physical
terms (+5.4%), which increased the
share of cosmetology for the person
in the total volume by 0.7%.

The decline in sales was demonstrat-
ed by only one segment of the market:
hair and scalp products (-2.1% in
rubles and -4.7% in packs). Cosmetics
from Russian manufacturers are more
in demand by the consumer than
foreign ones. Domestic cosmetics
accounts for more than 71% of total
sales. When considering the value of
sales, it can be noted that the market
is almost divided in half, but there is
a preponderance towards imported
cosmetics (about 54% of sales).

A different ratio of domestic and for-
eign cosmetics is observed inside the
segments.

In 2017, import products accounted
for 75% of sales of premium and
luxury cosmetics in terms of rubles
and by 52% in terms of packs. The
only domestic brand Librederm is
sold in the same volume as the rest
of the domestic selective cosmetics
(9.8 mil. packs).

The segment of medical cosmetics, on
the contrary, is mainly represented by
domestic brands, which are leading
both in value (61%) and in natural
(76%) sales volumes (Figure 4).

In the mass-market segment, the
share of domestic cosmetics increased
relative to the previous year in terms
of value and amounted to 54%. The
main domestic brands are «Children’s
Cream» and «My Sun», the cumulative
share of which is about 20% of the
market in rubles.

SELECTIVE COSMETICS

In 2017, pharmacies sold 20.1 mil
packs of selective means for the
amount of RUB 16.6 bil. (at retail
prices). In 2017, the growth rate of
premium class cosmetics sales was
significantly lower than in 2016, 7.9%
in terms of rubles and 4.1% in terms
of packs, compared to 34.6% and
32.2% in the previous year. At the
same time, the dynamics of demand
for the cosmetic brands included in
this category was rather heteroge-
neous.

This segment has significantly
changed over the past few years.
Vichy brand was the leading brand
for many years. At the end of 2017, the



sales of these products declined by
16% in rubles, and the brand moved
to second place in the rating, despite
the constant replenishment of prod-
uct lines. In total, pharmacies present
about 250 different names of Vichy
cosmetics at an average price of 1,500
rubles.

The position of the leader in the
segment of selective cosmetics was
won by the brand Librederm, which
provided about 25% of the value of
sales of the segment in 2017 (Table
I). At the same time, the brand’s sales
increased by 10% compared to 2016.
Note that the Librederm line accounts
for 48% of the volume. Thus, at the
moment Librederm can be called the
most popular brand of selective cos-
metology. The line includes about 150
different names, mainly for face.

The brand La Roche-Posay, which
occupies the third line of the rating
of selective cosmetics brands, demon-
strated a 15% increase in sales in 2017.
This cosmetics based on the thermal
water of La Roche-Posay is developed
specifically for the problem skin, the
Effaclar line (special series for acne,
acne and acne) and Lipikar products
(for the face against irritation and
itching) occupy the brand’s sales.

In 2017, almost all brands from the
top 10 selective cosmetics had sales
growth in rubles, excluding the
Vichy and Lierac steel. But the mixed
dynamics did not affect the compo-
sition of the market leaders. High
growth rate demonstrates the brand
Mustela (cosmetics for skin of babies
and expectant mothers) - + 50%. In
second place on the increment of
brand Bioderma. The volume of sales
of this cosmetic grew by 31% due to
the increase in the Sensibio range,
intended for patients with sensitive
skin and such problems as seborrheic
dermatitis and rosacea. The average
price of a single product is from RUB
1,100 rubles.

MEDICAL COSMETICS

Active cosmetics do not accidentally
have one of the alternative names -
medical. Unlike selective brands,
which are more aimed at solving aes-
thetic problems, therapeutic cosme-

REVIEW OF COSMETICS SALES IN PHARMACIES: 2017 RESULTS m

TABLE 0 The top-10 selective cosmetics brands, 2017
Rk | change | mand | th | SR | somiao.

1 1 Librederm 4 093,2 24,7% 9,8%

2 -1 Vichy 3453,0 20,8% -16,2%
3 0 La Roche-Posay 32499 19,6% 14,6%
4 0 Avene 12772 7,7% 25,0%
5 0 Bioderma 1109,5 6,7% 31,0%
6 0 Uriage 782,4 4,7% 26,6%
7 2 Mustela 503,7 3,0% 50,0%
8 0 Filorga 413,3 2,5% 13,7%
9 -2 Lierac 362,5 2,2% -12,2%
10 0 Klorane 267,5 1,6% 20,2%

TABLE e The top-10 active (medical) cosmetics brands, 2017
Rank | Change Brand le:r:uﬁ' fa:ltaergeolrl; 201G77I;;16.

1 0 ;iolzhad'”aya 12832 6,0% 16,8%
2 0 Alerana 743,5 3,5% 20,5%
3 0 Lactacyd 644,8 3,0% 11,2%
4 0 Emolium 543,0 2,5% -1,0%
5 2 911 542,3 2,5% 9,6%

6 -1 Sofya 5171 2,4% -4,8%
7 2 Boro Plus 509,4 2,t% 18,9%
8 2 Dry Dry 500,8 2,3% -6,3%
9 2 Micostop 407,9 1,9% 18,7%
10 2 Spasatel 383,7 1,8% 13,4%

tology is positioned also as an aux-
iliary method to treat some diseases.
Therefore, the products used for
stretching, bruising, inflammatory
joint diseases (14%), various injuries
and skin diseases (10%), hair loss and
alopecia (7%) account for the main
share in the sales of this assortment
group.

Concentrationin the segment of active
cosmetics is noticeably lower than in
the segment of selective brands. Thus,
the top 10 brands account for 35% of
sales of the category (against the indi-
cator of selective cosmetics — 94%).
At the same time, pharmacies sell
over 860 different brands of medical
cosmetics.

The Horse Power brand was the first
among the brands of medical cosmet-
ics. However, its sales declined signif-
icantly in 2017-17%. The bulk of sales
of products under this brand account
for funds for the body, as well as for
hair and skin are ready (Table 2).

The Alerana brand, which specializes
mainly in hair products, hold the 2nd
line of the rating. To maintain this
position allowed growth, exceeding
the growth of the group as a whole
(+21%). The brand Lactacyd, which is
represented in pharmacies by prod-
ucts for intimate hygiene holds the
third place, the brand gain was + 11%.
The Micostop and Spasatel brands
moved up to rank two. From the
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negative changes, we note a decrease
by 1 position of the Sophia brand.
Sales of this money decreased by 5%
in value terms. The Dry Dry brand
(-6%) also moved 2 places down.

In addition, such brands as Micozan (a
remedy for nail fungus), moved down
6 positions downward, and Paranit
(therapeutic champagne), retreated
to 1 line, moved beyond the «ten».

MASS-MARKET-COSMETICS

Mass-market-cosmetics are 40% rep-
resented in pharmacy sales by univer-
sal means, mainly intended for skin
cleansing.

Changes in the rating of cosmetic
mass-market are noticeably less than
in the other two groups. Leaders
retained their positions. Johnsons
Baby with baby cosmetics, despite a
4% decrease in sales, is twice as fast
as the competitors’ sales volumes and
retains the first line (Table 3).
Brands that occupy the top positions
of the rating, as a whole, showed
negative dynamics for the year. So,
the Cora brand demonstrated a ruble
decrease of 8%. The third line was

TABLE e The top-10 active (medical) cosmetics brands, 2017
Rank Change Brand Volume, mil. :ahtae:}oirr; 2 037?; 16.

1 0 Johnsons baby 733,2 11,2% 0,4%

2 0 Cora 330,9 51% -3,9%

3 0 Umnaya Emal 310,8 4,8% 1,6%

4 0 Nivea 2651 41% -11,5%

5 0 Floresan 2476 3,8% 8,0%

6 0 Detsky Krem 236,1 3,6% 18,8%

7 1 Moe Solnyshko 214,3 33% 11,7%
Neutrogena

8 -1 Norwegian 193,2 3,0% -2,6%
Formula

9 0 Natura Siberica 1717 2,6% -74%

10 0 Diaderm 142,7 2,2% -14,6%

preserved for the means for nails of
the Umnaya Emal brand.

The maximum increase in sales
(+14%) was demonstrated by the
Children’s cream brand (the main
producers of Avanta and Freedom).
We note a decrease in sales of Nivea
cosmetic products by 15%. The phar-

macy is not the main sales channel
for this brand, and this leads to the
fact that the competitiveness of the
pharmacy falls. A similar situation
develops in such brands as Natura
Siberica, Neutrogena Norwegian

Formula.
@
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COMMITMENT TO PRINCIPLES
IS THE KEY TO SUCCESS

Librederm brand was launched in
2011, and became the leaderl of
the segment of pharmacy selective
cosmetics in 2017. The motto
of the brand confirmed by high
consumer demand is «Nothing
extra, just what your skin needs».

YESTERDAY

The Librederm brand firmly holds
the position of the leader in the seg-
ment of pharmacy selective cosmetics.
Zeldis opened six brand boutiques in
Moscow, Nizhny Novgorod, Krasnodar,
St. Petersburg and Kursk in 2017.

The medical promotion of products
was launched among dermatolo-
gists, cosmetologists and pediatri-
cians: the company participated in
7 medical congresses of the Russian
Society of Dermatovenerologists
and Cosmetologists and in the 10®
Pediatric Congress in Russia. At the
end of the year, the share of sales in
terms of rubles accounted for 25% and
the share of sales in terms of packs -
49%. Librederm has strengthened its
breakaway from foreign competitors:
its sales grew by 10% in terms of rubles
and by 2% in terms of packs (Figure 1).
At the same time, the brand continued
to develop.

TODAY

The Librederm portfolio of cosme-
ceuticals is being added to with new
collections - BABY collection for the
care of newborn skin and the first?
specialized collection for men based
on hyaluronic acid HYALURONIC FOR
MEN is launched in 2018. Bronziada
sun-protection collection has signifi-
cantly expanded - the new line FULL
SPECTRUM PROTECTION protects
from 100% types of solar radiation:
UVA, UVB, IR radiation and visible light.

FIGURE ° Dynamics of retail sales of Librederm brand 2015-2017

- Sales, packs th.
B Retail sales, RUB mil.

9583
+107%

3728
+192%

2015 2016

9752
+2%

2017

Librederm products are produced at 14
manufacturing sites in 8 countries, in
Europe, Asia and the CIS. The company
uses raw materials from suppliers in
France, Great Britain, Germany, the
USA and operates the modern high-
precision equipment.

Clinical studies in vitro, in vivo and
ex vivo are conducted in the country’s
leading research institutions: the State
Scientific Center for Dermatology and
Cosmetology, Sechenov First Moscow
State Medical University (Sechenov
University), the National Children’s
Health Center and the Medical Academy
of the Presidential Administration of
the Russian Federation. Due to the
multi-level quality control system in
production, the Librederm brand deliv-
ers products that meet the GMP and
1SO-9000 standards to the pharmacies.

TOMORROW

Librederm expands the portfolio of
cosmeceuticals, improves quality con-
trol in production and enhances brand
recognition. The company is building

" DSM Group retail audit (segment of selective cosmetics) following the results of 2017.

2 Among the Librederm collections

DSM Group retail audit

up a clinical research base that will
make it possible to introduce unique
innovations in the following categories:
acne therapy maintenance, anti-aging
care and atopic skin care.

The opening of a new plant in Dubna,
Moscow, will help to increase control
over technological processes, as well as
to arrange import substitution within
the company. This makes it possible
to create cosmeceuticals meeting the
world’s requirements at favorable pric-
es for consumers. The key products will
continue to be produced in the propri-
etary mold packaging, which protects
against counterfeits and enhances the
confidence of customers, which means
they will be even more attracted to the
pharmacies.

Actively developing, Librederm brand
remains committed to the main prin-
ciple: to create products that meet the
needs of customers and the high expec-
tations of partners. So it was yesterday,
so it is now and so it will be tomorrow.

REFERENCES
1. Librederm brand website: https: // libre-
derm.ru. Accessed date: 04/16/2018
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CETAPHIL": A SUCCESSFUL BRAND
IN THE COSMECEUTICALS SEGMENT

The trend located at the junction between cosmetology and pharmaceuticals has been

actively developed in recent years. The therapeutic care products for sensitive skin are

one of the dynamically developing lines in this segment. This category includes a wide

variety of products from different manufacturers [1]. Galderma, an expert in the field

of dermatocosmetics holds a unique position among this manufactures.

results of 2017, the pharmacy market

of cosmeceuticals reached RUB 1.96
bil. at purchase prices, which is equivalent
to 3.4 mil. packs. At the same time, the sales
growth of this segment accounted for 13.3%
in value terms and 11.5% in physical terms as
compared to 2016.
Cetaphil® line developed by the Switzerland-
based Galderma is the key product in the
category of cosmeceuticals In the Russian
market. 289.3 th. packs of these products
were sold for a total of RUB 174.2 mil. in
the pharmacy segment in 2017. at purchase
prices. It is important that the sales of this
company's products demonstrated the most
impressive increase in sales among the top
5 products as compared to the last year.
The increase amounted to 42.1% in terms of
rubles and 31.7% in terms of packs (Figure).
This fact indicates that Cetaphil® products do
not only positively affect the cosmeceuticals
segment, but also contributes to its dynamic
development.
The Cetaphil® brand is represented by three
product gammas (table) intended for daily
(Cetaphil® Daily Skin Care) and special
care (Cetaphil® Dermacontrol & Cetphil
Restoraderm) on the Russian market.
The basic line Cetaphil® Daily Skin
Care developed in collaboration with
dermatologists is designed for sensitive skin
that is susceptible to irritants contained in
the conventional cosmetics. Due to the soft

Q ccording to DSM Group, following the

formula of the products, the skin is cleaned
without damaging the protective barrier
and over-drying. Three products represented
this line on the Russian market. Cetaphil®
Physiological Cleansing Lotion removes
dirt gently but effectively from sensitive
and/or irritated skin without damaging
the protective barrier. The clinical studies
conducted in 4,302 patients showed that 95%
of consumers characterized the cleansing
ability of the product «as excellent». The
2017 novelty Cetaphil® Deep Cleansing Gel is
suitable for oily and combination sensitive
skin. Its pleasant gel texture leaves a
feeling of comfort, clean and creaking skin.
Another novelty of the past year — Cetaphil®
Moisturizing Protective Cream - contains
sunscreen components and is recommended
for use as a basic care [2].

Another Cetaphil® product line from Galderma
Dermatocontrol™ provides a professional
care for problem skin, reducing the side
effects of the agents used and increasing the
effectiveness of acne therapy. It includes a
mattifying facial wash used as a first step
in the care for sensitive problem skin and
a sebo-regulating moisturizer. Mattifying
facial wash with a physiological pH level
delicately removes all kinds of contaminants.
Zinc contained in the wash provides a sebo-
requlating effect, and a soft formula with
a weightless ultra-light texture is easily
applied and washed away, leaving a feeling of
freshness and comfort [2].

2016.

FIGURE ° Sales growth of the top 5 cosmeceuticals brands in 2017 as compared with
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In its turn, application of the cream has a
moisturizing, matting and soothing effect
on the skin. The ceramide-5 included into
its composition restores the damaged skin
barrier and retains moisture in the epidermis,
and also eliminates skin scaling and assists
in healing of cracked skin areas. The sebo-
regulating complex of the cream including
zing, silicon dioxide and polymethyl
methacrylate normalizes production of the
skin fat, and the local anti-inflammatory
effect of zinc helps prevent acne. On top
of that, oleosomal technology provides an
efficient delivery of active components
into the deep layers of the epidermis. The
pleasant creamy texture of the product is
quickly absorbed, leaving no sensation of the
film on the skin [3].

The Galderma's specialists developed the
Cetaphil® Restoraderm™ line: a cream-shower
gel and a moisturizing body lotion for
patients with dry and atypical skin, including
those with atopic dermatitis. Due to the
moisturizing components and a powerful
combination of filaggrin derivatives with
pre-ceramides and vitamin B3 products of
this series quickly restore the skin barrier,
launching the internal processes of natural
skin moisturizing, reducing its dryness and
sensitivity.

It is important that this line products are
suitable for adults from birth [3]. Cetaphil®
Restoraderm™ Moisturizing Body Lotion is
well tolerated and is ideal for daily skin
care to treat atopic dermatitis, regardless
of the severity of the disease. The soothing
cream shower gel gently cleanses irritated,
itchy skin, soothing and saturating it with
moisture. Thanks to the components and
patented Miracare® technology, the products
are spread evenly in the soft foam texture,
which makes it possible to avoide the use of
soap in the product. As a result, the natural
skin barrier is restored without the sensation
of a greasy film [2]. Cetaphil® together
with the world's leading dermatologists,
has been creating products for sensitive
skin that provide delicate, well-known
care with a proven result for more than 70
years. The brand’s success is supported by
a good dynamics of sales in the market and
recognition among the specialists [4].
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