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Introduction.

Under the seminar «Peculiarities of marketing in Russia» we’ve chosen the following theme for discussion: «Features of promotion of the Russian cosmetics ». In a context of the given theme we have divided existing problems into two aspects:

1. mistakes of advertising 

2. problems of promotion/distribution of cosmetics. 

In accordance with it we have organized the presentation and work with an audience.

Part 1. 

As it was planned before, a question «What irritates  you in advertising of the Russian cosmetics? » has set a direction for sharp discussion. As a result we determined the following problems together with an audience, supported them with a theoretical substantiation, and found the ways for their solution:

1. Russian advertisement of make-up doesn’t put the accent on the quality of goods and basically concentrate attention on price. But indeed in Russia people are looking forward goods of high quality.  It is the reason, why many of the  Russians prefer a foreign make-up. That happens only because the whole foreign advertisement make-up demonstrates a quality (quality of life for both goods and taken into account) are not researched. The estimation of existing values of the consumers and importance of this or that factor for making a decision to purchase promoted commodity is not carried out, realized

Solution of the problem 

It is necessary to concentrate on the quality of goods in the advertising propaganda

· 2. Most of video advertising does not reflect the essence of the advertising texts. For example, landscapes  are used frequently as a background for advertising Russian cosmetics, they as a rule are not coordinated with the text pronounced. Probably, the manufacturers had the idea to attract attention of the consumers to the natural components of cosmetics, but however for the consumer it is not understandable and remains not clear, and he/she can only guess, what the producer really meant. Thus, one more mistake is irrelevant video existing separately from the advertising texts, though we expect it provides a serious support for advertising. While the text is advertised addresses to consciousness of the consumer, making him understand and estimate appeal of the given product, the perception of the image occurs via associations. That allows the marketer to improve understanding of  a broadcasting idea to enforce the customer remember the key moments as well as to strengthen arising conclusions in consciousness of the buyer (for example, when we want the advertising movies of the company L’Oreal, we have no doubt that the skin of the women will be smooth, as an apple).
To solve the problem it is necessary to determine carefully the idea of an advertising movie and to slot together the image and the pronounced text.

3. The type of the potential buyer is determined not obviously. For example, in some advertising movies the same goods are offered both for young girls and for women of mature age The young girls using a wrinkle-smoothing cream looks even more ridiculous. Thus, one of the Russian marketers mistakes is the following
· the appropriate segment of the market on which the marketing program should be focused is not defined and investigated
· The specific target group of consumers is not determined.
Those are drawbacks to negative reaction of the potential buyers and as a result sales volume decrease. 

As a solution of the given problem it is necessary

1. To divide the existing market into particular segments according  to any attribute (age, typical problems, etc.)
2. To define properly the appropriate segment and choose such target group, the company, to satisfy the needs of which should have the most suitable product 
3. To develop the marketing program considering the peculiarities of the given group.
4. It is not clear for the customer, for what reason he should buy products of certain company. Let’s take L’Oreal company as an example. L’Oreal company promotes its cream on TV, the advertisement is stressed on vitamin C included in cream substance. At the same time watching Russian advertising movies it’s impossible to define the key component of a product, allowing people to distinguish it among others presented in the market. Thus, the mistake is that the peculiarities of the product, such  things as unique nature and preferability for the consumer are not determined, the commodity is not positioned at all, that leads to unknown goods for the customers and low sales volume.

As a solution of the mentioned problem it is considered to determine and develop the specific concrete unique characteristics of the commodity making the customer recognize it and finally decide to make a purchase.

5. Not very well considered slogans, plagiary of slogans from western advertisements. Not well committed titles to memory.   Universal slogans. 

The following issues were discussed:

· Russian people perfectly aware of western products promoted on a  Russian market, they are aware of slogans and titles. Sometimes russian advertisers take slogans from the advertising of western companies.

Russian producers offer their customers some timeless vital values. For example one of the russian producer of cosmetics offers the following slogan: “Cosmetics of success”.  Or one more slogan: “For those who want more”. The decision of such  a problem regarding slogans is that European standards should be correlated with the national peculiarities. The name: most of the producers do not thoroughly consider the title, name of the future product – they do not take into account how the customer will embrace the title.  It is great when the particular trademark has its own history (it is not common for Russia unfortunately).  Funny cases happen when different producers promote the product with the similar name: for example: Silver Line and Silver Dew. For most of customers it is the same things. Such a situation may be cancelled if the producers will be interested in researching the competitors market strategies.    

Solution for the companies: to develop individual brand and to divide it into groups/sets with special brand names to avoid the influence of other goods on particular product line

6. Unknown people appear in advertising movies, while the Russians react more on the advertisement, in which famous personalities appear. This is connected with the Russian history, when millions of  people worshipped one person and  followed his theory. That’s why according to psychological reasons there’s a tendency for most of people to trust (as they think) the authoritative opinion or comments of well-known people.
The solution can be achieved by means of attracting some famous known actors  and other celebrities for conducting and participation in advertising movies.
7. Deviation in creating the image for product from the russain and western point of view: the beauty – is a bestowal for women (Russian mentality), beauty – is a hard work of women on their own image (western mentality). 

The following issues were discussed:

The authors of the advertising consider a very simple approach while promoting the cosmetic: the women are passive and not included into social life. The beauty is a bestowal of women. Advertisement influences the people’s  impression.  Such peculiarity differs our advertisement of cosmetics from the western one. In cosmetic promotion the following values dominate: health, action, long and constantly continuous work on your own image and beauty, understanding of appearance as a social factor not the natural one. 

Solution: When creating the image of cosmetics and utilization of it by a woman. 

to focus on understanding of cosmetics as an instrument for self-perfection 
Part 2. 
With the help of the following question «Why many people do not buy the Russian cosmetics?» we turned the discussion to another area trying to find the reasons of uneffective sales of Russian cosmetics, and the given results of the discussion are:

1. There is a strict complex which comes from the former Soviet Union: « Western products are symbols of prestige, prosperity, authority», on the one hand. And on the other hand the common stereotype: «products made in Russia are of bad quality, and it is risky to buy it» exists 
on the other hand. The highlighted problem is a reflection of inefficient marketing campaigns implementation as well as the result of absence of proper work of Public Relations department. The necessary favourable image is not developed for the Russian manufacturers and offered goods. 
Solution: it is necessary for marketers:

· to apply to Russian leading cosmetologists’ opinion and other experts’ comments to explain the consumers the present situation in the given market sector and to ensure positive effect on goods quality
·  to inform and educate a client in the field of cosmetics’ innovations. 

· The buyer’s lack of information  about Russian make-up, its value and advantages over the foreign make-up. Indeed Russia’s make-up has all chances to be competitable with the foreign products. Chemical industry is well developed, in the country.  There is a great amount of specialists, professionals and scientific labs capable to make researches  and serious developments in this field.

Solution for the problem

· It is necessary to conduct seminars among professionals and among clients of make-up saloons, tell the Russians about  the value of make-up 

· To advertise goods on the eve of holidays, offer different discounts to the  customers and to give posters of  the product, where  all the advantages of using a make-up, recommendations and forecasts of specialists and etc  will be described in a popular form. 

· Publish articles in journals, newspapers, conduct television issues, interview with make-up representatives.

· Direct marketing implementation

2. Service and sales stimulation do not exist. Having a look at the counter of make-up shop, any one of us will hardly notice or will turn its attention to the Russian make-up. Russian companies, still take care about the production only. While the most important moment when a person decides to buy one or another product occurs in the shop. Foreign companies have understood this long ago and so many Russian people buy an expensive foreign make-up, only because  sellers of a product have a pretty smile, friendly talk to him, offers, advises, are keen on buyers’ personalities. Many foreign companies use test samples that give a buyer  possibility to feel a real influence of make-up on the skin.  Having its own character and image  every foreign firm  try to  make its counter   which corresponds to the  style of the whole firm, which attracts the clients’ attention  at a glance.

Solution for the problem

Creation  of a unique image and style in decorating the counters in body-shops 

· Creation of communication image with the buyer

· Spreading the test samples 

· Selling goods with discounts during holidays 

· Advertising souvenirs

4. Not very informative package. Russian producers should understand the necessity of developing good sound marketing technologies for promoting their products. The cosmetic market – it is the market where the image is to be sold. A great number of quality tests prove the fact that the effect of using the cosmetic is strongly individual. Thus the advertisement fully determine the success of the product. If for example lotion of high quality  does not promise to make the women looking better  this lotion will never become popular with the woman target audience. The cosmetic market fully depends on the  high quality advertising.

Typical  mistakes are the following:  

1. The package does not inform the customer about the status of the product (for example expensive and cheap cosmetics packed in the same way and within the same design).  

2. The package is inconvenient in use, it is broken very quickly or  becomes dirty. 

The information on the package in not understandable for the customer.

Solution: to develop an attractive package which influences the consumer’s behavior.
Conclusion.

· In the discussion process within the given seminar we covered the investigated themes. Moreover lots of interesting and actual problems were highlighted during work with audience original suggestions to solve difficulties and contradictions  were found.  The efficiency of performed work proves to be true by the given above list of covered questions and arisen ideas. The goal was achieved during the  seminar, we  estimate it as a positive result.
