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АНОТАЦІЯ 

 

Лузя О.О. «Організація імпорту косметичних засобів з європейських 

країн» (на матеріалах ТОВ «Епіцентр К», м. Київ)». Рукопис. 

Випускна кваліфікаційна робота за спеціальністю «Менеджмент» 

спеціалізацією «Менеджмент зовнішньоекономічної діяльності». Київський 

національний торговельно-економічний університет, Київ, 2023. 

Випускну кваліфікаційну роботу присвячено практичним аспектам 

організації імпорту косметичних засобів, що передбачає: дослідження 

функціонування виробничо-господарської діяльності та фінансового стану ТОВ 

«Епіцентр К», як суб’єкта ЗЕД, аналіз імпортної діяльності, основних тенденції 

розвитку світового ринку косметичних засобів, дослідження ринку косметичних 

засобів в Україні, реалізацію управлінського рішення щодо імпорту ТОВ 

«Епіцентр К» косметичних засобів з європейських країн. 

Ключові слова: суб’єкт ЗЕД, імпорт, організаційне забезпечення, 

транспортування, косметичні засоби, Німеччина. 

 

SUMMARY 

 

Luzia Oleksandra “Organization of import of cosmetics from european 

countries” (based on the materials of LLC "Epicenter K"). Manuscript. 

Graduate qualification work in the specialty "Management", specialization 

"Management of foreign economic activity". Kyiv National University of Trade and 

Economics, Kyiv, 2023. 

The graduation qualification work is devoted to the practical aspects of 

organizing the import of cosmetics, which includes: research of the functioning of 

production and economic activities and the financial condition of Epicenter K LLC as 

a foreign economic entity, analysis of import activities, the main trends in the 

development of the world market for cosmetics, research of the cosmetics market in 

Ukraine, implementation of a management decision on the import of cosmetics from 
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European countries by Epicenter K LLC. 

Keywords: foreign economic activity entity, import, organizational support, 

transportation, cosmetics, Germany. 
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INTRODUCTION 

The relevance of the research problem. At present, the processes of integration 

and globalization of business relations are taking place with renewed vigor, the 

development of international cooperation is accompanied by the marketization of 

modern life and affect all spheres of human activity and cause the emergence of new 

and evolution of existing scientific and professional fields. An example of this is the 

rapid development of the beauty industry, which has become extremely widespread in 

the world at the beginning of the new millennium. Cosmetic products constitute a 

special group of pre-selected goods, without which it is now difficult to imagine one's 

life. In the Ukrainian consumer market, cosmetics rank fourth in terms of sales. They 

are everyday items and are in steady demand. Natural cosmetics are particularly 

popular today. Natural cosmetics contain 70% to 90% of natural ingredients. Buyers 

are increasingly paying attention to the composition of the product, they care about 

what they put on their face. They want to find something individual, something suitable 

for their skin type. Currently, there are many natural cosmetics brands on the cosmetics 

market that offer their products to consumers, meaning that the market is highly 

competitive. Under such conditions, enterprises, especially small shops, are actively 

looking for ways to maintain their competitive position, turning to modern strategies 

for promoting goods, taking into account the specifics of the target audience. 

The relevance of the problem under study, as well as the need to resolve certain 

contradictions, led to the choice of the topic of this paper: “Organization of import 

of cosmetics from european countries” (based on the materials of LLC "Epicenter 

K"). 

The purpose of the study is to analyze the import activity of LLC “Epicenter K” 

for the sale of cosmetics and to forecast the development and evaluate the effectiveness 

of the import of cosmetics from European countries by LLC “Epicenter K”. 

Objectives of the study:  

- to assess the production and economic activity, financial condition and total 

income of LLC “Epicenter K”; 

- to analyze the import activity of LLC “Epicenter K”; 
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- to identify the main trends in the development of the global cosmetics market; 

- to study the market of cosmetics in Ukraine; 

- to analyze the organizational support for the implementation of imports of 

"Epicenter K" LLC from European countries; 

- to forecast the assessment of the effectiveness of the import of cosmetics from 

European countries by Epicenter K LLC. 

The object of the study is the organization of imports from European countries 

to Epicenter K LLC. 

The subject of the study is the practical aspects of importing cosmetics from 

European countries. 

Research methods. The theoretical and methodological basis of the study is the 

dialectical method of scientific knowledge of economic phenomena and processes. In 

solving the tasks defined in the thesis, the following methods of detailed study of the 

object of research were used: analytical method in analyzing the financial condition of 

the enterprise and the environment in which the enterprise operates; monographic 

method in studying the latest scientific research on the topic of work; statistical and 

economic-mathematical method in calculating the performance indicators of the risk 

management system at the enterprise.  

Elements of scientific novelty. The paper proposes steps to improve import 

operations at the enterprise in connection with military operations on the territory of 

Ukraine. 

Practical significance. The results of the study and the proposals presented in 

the paper can be applied at Ukrainian enterprises with certain modifications taking into 

account the specifics of their activities. 

Information support. Resources used: Website https://epicentrk.ua/, distance 

learning and internship platform https://lms.epicentrk.ua/, word processor Microsoft 

Word. 

The total volume of the final qualification work is 68 pages, the main text is set 

out on 57 pages. The work contains 15 tables, 15 figures, 2 appendices. The list of 

references includes 24 titles.  
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CHAPTER 1. RESEARCH OF THE ACTIVITY OF THE SUBJECT OF 

FOREIGN ECONOMIC ACTIVITY OF LLC “EPICENTER K” 

 

1.1. Assessment of production and economic activity, financial condition 

and total income of LLC "Epicenter K" 

 

The history of Epicenter K began with a small 25-square-meter ceramic tile store 

on Petra Zaporozhets Street in Kyiv. The company is owned by a married couple, 

Halyna and Oleksandr Gerega. According to the Unified State Register of Legal 

Entities and Individual Entrepreneurs, in addition to Oleksandr Gerega (51.3%, the 

amount of contribution to the authorized capital is UAH 81,366,776.10), Halyna 

Gerega (47.97%, the amount of contribution to the authorized capital is UAH 

76,085,073.09), Tetiana Surzhyk (0.73%, the amount of contribution to the authorized 

capital is UAH 1,157,850.81) are also members of LLC “Epicenter K” [11]. 

Table 1.1 

Information card of LLC “Epicenter K” 

Name Characteristics 

Full title LLC “Epicenter K” 

Short title LLC “Epicenter K” 

Title in English LIMITED LIABILITY COMPANY EPICENTR K (LLC 

EPICENTR K) 

Legal entity status Not in the process of termination 

EDRPOU code 32490244 

Date of registration 27.08.2003 

The size of the authorized 

capital 

158 609 700,00 грн. 

Organizational and legal form LIMITED LIABILITY COMPANY 

Form of ownership Non-state property 

Type of activity (main) 47.78 Retail trade in other unused goods in specialized stores 

Types of activities (additional) 10.71 Production of bread and bakery products; production of 

flour confectionery, cakes and short-lived pastries 
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10.11 Meat production 

10.12 Production of poultry meat 

Source: compiled by the author based on company data 

 

The French chain Castorama became the prototype of Epicenter. In 2003, the 

first Ukrainian construction hypermarket Epicenter was opened at 11 Bratislavska 

Street in Kyiv. The first Epicenter outside the capital was a store in Lviv, then in 

Poltava. Currently, the company's retail facilities operate in 35 Ukrainian cities and 

towns. Most of them are in Kyiv (7), as well as Lviv, Odesa and Kharkiv (3 each). As 

of February 24, 2022, the chain has 80 Epicenter shopping centers and Nova Liniya 

hypermarkets in Ukraine [16]. The total retail area is more than 1.5 million square 

meters. 

Over 19 years, the Epicenter K chain has evolved from construction 

hypermarkets to construction and household stores and has grown into the largest 

shopping center chain in Ukraine. Epicenter has created its own unique format that has 

no analogues in the world. Departments in the company's shopping centers are 

presented in a shop-in-shop format. The European Business Association calls Epicenter 

K the shopping center of the future and notes its popularity in the retail market. Western 

European experts note the creativity and high technology, convenience and special 

atmosphere in the company. Continuous development, reformatting, new stores, and 

expansion of the range of goods and services have led to the company's undisputed 

leadership in the retail market. 

According to the financial statements for 2020 and its comparison with the 

results of 2019 (Annex A), the total income of Epicenter K fell from UAH 3,602,109 

thousand to UAH 3,171,204 thousand. However, the company demonstrates the 

development and increase in revenue from sales of products by about UAH 7,000,000 

thousand (from UAH 43,979,194 to UAH 50,382,425 thousand), although the increase 

in the cost of goods amounted to only about UAH 5,000,000 thousand (from UAH 

30,814,751 to UAH 35,593,670 thousand). According to this data, we can conclude 

that although the company is developing and selling more goods, it is losing profit and 
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therefore needs to be optimized. The largest new expenses in 2020 compared to 2019 

were other expenses (2270). These expenses include losses from the sale of financial 

investments; losses from non-operating exchange rate differences; losses from the 

impairment of financial investments and non-current assets; expenses of enterprises 

(except for those whose main activity is securities trading) from changes in the carrying 

amount of financial instruments measured at fair value; other expenses arising in the 

course of business (except for financial expenses) but not related to the operating 

activities of the enterprise. Since, according to the company, Epicenter K does not own 

shares in other companies and does not trade in securities, the reasons for such a sharp 

increase in expenses may be the markdown of goods and changes in the exchange rate. 

In the course of Ukraine's full-scale war with the Russian occupiers, three 

Epicenter shopping centers were destroyed - in Chernihiv, Mariupol and Bucha with a 

total area of 59,157 square meters. Two more shopping centers - in Kyiv and Kharkiv 

- were damaged. Nevertheless, the company continues to operate where it is safe for 

employees, and carries out trading activities and provides Ukrainians with the 

necessary goods. More than 20 million users visit epicentrk.ua every month. As of the 

end of March 2021, the number of sellers on the platform exceeded 1500. The 

marketplace offers more than 200,000 products in 1,300 Epicenter categories, 

including the Beauty and Health sections. According to the largest marketplace 

Prom.ua, e-commerce accounts for 7% of all retail sales in Ukraine. Cosmetics and 

other products account for significant categories of online sales [4].  

Thus, Epicenter K, even in the difficult conditions of the coronavirus pandemic 

and during the war in Ukraine, finds effective ways to sell goods and interact with 

consumers.  

For a better understanding of the company's performance, it is extremely 

important to analyze the activities of Epicenter K LLC based on its financial statements 

and analyze the production and economic activities and financial condition of the 

company for 3 years. 
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Table 1.2 

Dynamics of income, expenses and financial results LLC “Epicenter K” 

for 2018-2020, UAH thousand 

Indicators 

Year, 

UAH thousand 

Absolute deviation, 

UAH thousand 

Relative 

deviation,% 

2018 2019 2020 
2018-

2019 

2019-

2020 

2018-

2019 

2019-

2020 

(1) (2) (3) (4) (5) (6) (7) 

Net income 

from sales of 

products 

(goods, works, 

services) 

4140022

0 

4397919

4 

5038242

5 
2578974 6403231 6 15 

Cost of sales 

(goods, works, 

services) 

-

3040058

0 

-

3081475

1 

-

3559367

0 

-414171 -4778919 1 16 

Total profit 
1099964

0 

1316444

3 

1478875

5 
2164803 1624312 20 12 

Other operating 

income 
260235 530835 737243 270600 206408 104 39 

Administrative 

expenses 
-540040 -751814 -872759 -211 774 -120945 39 16 

Selling 

expenses 
-6623200 -7985945 -8648047 -1362745 -662102 21 8 

Other operating 

expenses 
-396373 -254271 -920408 142102 -666137 -36 262 

Financial 

result from 

operating 

activities: 

profit 

3700262 4703248 5084784 1002 986 381536 27 8 

Other expenses -210000 -363438 -1438592 -153438 -1075154 73 296 

Financial 

result before 

tax: profit 

3630712 4 423 784 4116186 793072 -307598 22 -7 

Income tax 

expense 

(income) 

-670000 -821675 -944982 -151675 -123307 23 15 

Net financial 

result: profit 
2960712 3602109 3171204 641397 -430905 22 -12 

Source: compiled by the author based on company data 

 

In 2018, LLC “Epicenter K” received net income of UAH 41,400,220. At the 
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end of the reporting period (2020), net income amounted to UAH 50,382,425, which 

is 21.7% more than at the beginning of the analyzed period. This indicates the 

company's ability to operate in difficult economic conditions, use its existing 

competitive advantages and meet the needs of its target market segment. 

The decrease in cost of sales for the entire period of 2018-2020 was mainly due 

to a reduction in administrative and selling expenses. Selling expenses include any 

costs incurred by the sales department. These expenses typically include: sales and 

administrative staff salaries and taxes; commissions; travel and entertainment; rent, 

utilities; advertising; depreciation.  

As of the end of 2020, the total profit of LLC “Epicenter K” increased to UAH 

14,788,755 compared to UAH 10,999,640 in 2018, which indicates efficient 

operational processes that allow the company to create added value in the daily 

activities of the workforce. This results in additional funds that can be used for 

management, marketing, and financial expenses.  

All management decisions made during the analyzed period, as well as external 

and internal processes, result in net profit. From 2018 to 2020, it was present, although 

much smaller (from 2019 to 2020). In 2019, the online store Epicentr.ua was created 

on the 27.ua technical platform with an assortment of about 1.5 million products; the 

company increased its own capacity by opening a fulfillment center on Polyarnyi Street 

in Kyiv (14 thousand square meters) and a powerful fulfillment center "Viscosa" with 

a total area of 30 thousand square meters, which process online customer orders with 

high accuracy and speed; due to the opening of new stores, the company's advertising 

costs increased and the COVID-19 pandemic affected every country. 

To better understand the company's ability to timely fulfill its obligations to 

suppliers, creditors, employees and other parties, it is important to study in more detail 

the liquidity, solvency and financial stability ratios in Table 1.3. 
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Table 1.3 

Analysis of liquidity, stability and solvency of "Epicenter K" LLC for 2018-2020 

Indicator 
Calculation 

formula 

At the end of the year Absolute deviation 

2018 2019 2020 
2018-

2019 
2019-2020 

Current liquidity 

ratio (coverage) Current assets / 

Current liabilities 
1.09 1.05 1.01 -0.04 -0.04 

Quick ratio (Cash + Current 

financial 

investments + 

Accounts 

receivable and 

payable) / Current 

liabilities 

0.29 0.34 0.3 0.05 -0.04 

Absolute 

liquidity ratio 

(Cash + Current 

financial 

investments) / 

Current liabilities 

0.04 0.05 0.03 0.01 -0.02 

Financial stability 

ratio 

Equity / 

Borrowings 

(short-term and 

long-term) 

0.71 0.66 0.67 -0.05 0.01 

Financial 

independence 

(autonomy) ratio 

Equity / Balance 

sheet summary 

0.41 0.4 0.4 -0.01 0 

Ratio of the 

company's 

dependence on 

long-term 

liabilities 

Long-term 

liabilities / Equity 

0.07 0.15 0.25 0.08 0.1 

Debt to equity 

ratio 

Borrowings (short 

and long term) / 

Equity 

1.42 1.51 1.49 0.09 -0.02 

Source: compiled by the author based on company data 

 

The total liquidity ratio increased during the reporting period and in 2020 

amounted to 0.782, UAH 0.78 of current assets per UAH of current liabilities.  

The value of the quick liquidity ratio for the reporting period decreased from 0.34 

to 0.30, but it does not meet the regulatory value, which means that the company cannot 

immediately pay off short-term liabilities even if it collects receivables.  

The absolute liquidity ratio decreased at the end of the reporting period, but it still 

remains very low compared to the regulatory level. 
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Thus, the analysis of the liquidity of the enterprise "Epicenter-K" LLC indicates 

the insufficiency of the working capital of the enterprise for timely and full 

implementation of the necessary settlements with counterparties. But despite this, the 

company operates stably, increases production volumes and, accordingly, increases its 

payment capabilities, as evidenced by the growth of liquidity ratios at the end of the 

reporting year. 

A number of other indicators are also used to analyze financial stability. Let's 

calculate the above indicators in Table 1.4. 

Table 1.4 

Calculation of financial sustainability indicators of LLC “Epicenter K” 

during 2018-2020 

Indicator 

As of 31.12. Deviations 

2020 до 2019 

р. 
2018  2019  2020  

Financial autonomy ratio 0,864 0,821 0,811 -0,01 

Financial dependence ratio (own working 

capital) 
0,771 0,723 0,692 -0,031 

Equity maneuverability ratio 0,581 0,562 0,544 -0,018 
Source: compiled by the author based on company data 

 

The financial autonomy (independence) ratio fell from 0.812 to 0.811 in the 

reporting period, so we can conclude that it is below the normative value. 

The financial dependence ratio is the inverse of the autonomy ratio, it shows how 

much of the total value of the company's property falls on one hryvnia of own funds. 

During the reporting period, the value of this ratio decreased from 0.662 to 0.692, 

which indicates an increase in the share of the company's own funds in the total amount 

of sources of financing assets. The equity maneuverability ratio increased in 2020. 

The analyzed indicators of financial stability indicate a decrease in the 

company's financial dependence on external creditors, although it still remains 

significant. Thus, we can conclude that Epicenter-K LLC began to form financial 

resources more efficiently during the analyzed period. 

The analysis of the profitability of LLC "Epicenter-K" is presented in Table 1.5. 
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Table 1.5 

Analysis of the profitability of Epicenter K LLC during 2018-2020 

Indicator  Calculation formula 

Year, % 
An absolute 

rejection, % 

2018 2019 2020 
2018 

-2019 

2019 

-2020 

Return on sales 
Gross profit / Net sales 

revenue 
26,6% 29,9% 29,4% 3,3% -0,5% 

Return on assets 
Net income / Total 

assets (annual average) 
10,1% 9,7% 7,1% -0,4 -2,6% 

Return on equity 
Net profit / Equity 

(annual average) 
30,1% 29,8% 21,6% -0,3% -8,2% 

Return on current 

assets 

Net profit / Total cost 

of current assets 

(annual average) 

16,2% 17,1% 14,2% 0,9% -2,9% 

Profitability of 

operating expenses 

Gross profit / Operating 

expenses 
146,6% 141,5% 141,6% -5,1% 0,1% 

Source: compiled by the author based on company data 

 

Return on assets of Epicenter K LLC decreased in 2020 compared to 2018. The 

return on sales increased, but in 2019 it was higher than in 2020: the reason for the 

decline in the return on sales may be the increase in the cost of production (sold 

products). In this situation, the company needs to focus its efforts on improving cost 

management. In particular, it is necessary to identify the most important components 

of the cost of production and determine possible ways to reduce them. For example, 

finding new (more profitable) suppliers of products, reducing energy costs by 

implementing energy-efficient technologies, etc. 

Let's consider the summary indicators of the company's activity, in particular, 

gross profit (loss), balance sheet currency and overall profitability of Epicenter K LLC. 

To do this, we present the data in the form of Fig. 1.6. 
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Table 1.6 

Summary indicators of the company's performance 

Indicator 2018 2019 2020 

Deviations 

2019/2018 2020/2019 

+/- % +/- % 

Gross profit (loss), 

UAH million 
10999640 13164443 14788755 2164803 19,7 1624312 12,4 

Balance sheet 

currency, UAH 

million 

28564151 30126522 36891621 1562371 5,5 6765099 22,4 

Overall profitability 

of the enterprise, % 
38,5 43,7 40,1 5,2 13,5 -3,6 -8,3 

Source: compiled by the author based on company data 

 

Assessing these indicators, we see that the company's gross profit in 2020 

increased by UAH 1624312 million. Compared to 2019, with an overall profitability 

of 40.1%, and a profitability of 38.5% compared to 2018, we see an increase of 1.6%. 

When considering the active part of the balance sheet, we can conclude that for 

the period 2019-2021, the share of non-current assets in the balance sheet structure 

averaged 2.56% of the balance sheet assets.  

The growth rate for 2020-2021 was 144.74% and 382.24%, respectively. 

In general, we can note a positive increase in the value of fixed assets at the 

enterprise due to the expansion of the structural units of Epicenter K LLC, namely its 

network, an increase in office and warehouse space and, accordingly, the purchase of 

furniture, office equipment, etc. This is a very typical trend for a developing company. 

Next, it is necessary to analyze the dynamics of revenue of LLC "Epicenter K" 

(Table 1.6). 
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Table 1.6 

Revenue dynamics of LLC “Epicenter K”, UAH thousand 

Source: compiled by the author based on company data 

 

From Table 1.6, we can conclude that net revenue from sales of products (goods, 

works, services) in 2020 increased by 8% compared to 2019. Operating income of 

Epicenter K LLC in 2019 increased by 7% compared to 2018, and in 2020 increased 

by another 15%. Such revenue dynamics is mainly due to an increase in net sales 

revenue (Table 1.6). 

According to Table 1.7, we can conclude that expenses increased significantly, 

by 5% in 2019 and by 18% in 2020. The increase in costs is reflected in all categories 

of expenses, but other operating expenses have grown especially sharply, almost 

tripling in 2020. This may indicate suboptimal costs, as expenses are growing faster 

than income. 

 

 

 

 

Indicator 

Year Deviations 

2018 2019 2020 
2018/2019 2019/2020 

+/-  %  +/-  %  

Net income from 

sales of products 

(goods, works, 

services) 

41400220 43979194 50382425 2578974 6 6403231 14 

Other operating 

income 
260 235 530 835 737243 270,600 103 206408 38 

Other financial 

income 
180000 3851 211555 

-

176,149 
-97,8 207704 539 

Other income 52000 354733 554085 302733 582 199352 56 

Total income 41892455 44868613 51885308 2976158 7 7016695 15 
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Table 1.7 

Dynamics of the cost price of LLC “Epicenter K”, UAH thousand 

Indicator 

Year Deviations 

2018  2019  2020 
2018/2019 2019/2020  

+/-  %  +/-  %  

Cost of sales of 

products (goods, 

works and services) 

products (goods, 

works, 

services) 

30 400 

580 

30 814 

751 

35 593 

670 
414171 +1 

-

4778919 
+15 

Administrative 

expenses 540 040 751 814 872 759 211774 +39 120945 +16 

Selling expenses 6 623 200 7 985 945 8 648 047 1362745 +20 662102 +8 

Other operating 

expenses 
396373 254 271 920 408 -142102 -36 666137 +261 

Financial expenses 91 550 250 094 295 646 158544 +173 45552 +18 

Other expenses 210 000 363 438 1 438 592 153438 +73 1075154 +295 

Total expenses 38261743 40420313 47769122 2158570 +5 7348809 +18 

Source: compiled by the author based on company data 

 

Thus, after analyzing the production and economic activities, financial condition 

and total income of Epicenter K LLC, we can conclude that it is necessary to increase 

the capacity and technical level of the main equipment, improve the quality of goods 

produced and sold in bulk, and reduce the cost of resources for production. 

 

1.2. Analysis of import activities of LLC “Epicenter K” 

 

LLC “Epicenter-K” always makes every effort to ensure that its customers 

receive only high-quality products with a consistently high level of service. The 

company is constantly investing in expanding its product range, increasing its own 

inventory, quality control, raising the level of knowledge of our specialists and 

improving customer service. 
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Table 1.8 

Dynamics of income from foreign economic activity of LLC “Epicenter K” 

during 2018-2020 

Indicator 

Year 

2018 2019 2020 

in
 f

ac
t 

in
 f

ac
t 

g
ro

w
th

 r
at

e,
 

%
 

in
 f

ac
t 

g
ro

w
th

 r
at

e,
 

%
 

Net income (revenue) from sales 

of products (goods, works, 

services), UAH thousand 

41400220,0 43979194,0 6,2 50382425,0 14,6 

Net income from sales of 

imported products 
    

  

  

  

- amount, UAH thousand 103500,6 153927,2 48,7 211606,2 37,5 

- share, % of revenue 0,25 0,35 40,0 0,42 20,0 

Source: compiled by the author based on company data 

 

The purpose of this study is to analyze the import operations of importing goods 

for sale in the domestic market of Ukraine, so it is worth identifying which countries 

and regions are the company's main importers in 2018-2021. This analysis is presented 

in the table below 1.9. 

Table 1.9 

Geographical structure of imports of products to LLC “Epicenter-K” for 

2018-2021, UAH 

2017 2018 

Country Import volume Country Import volume 

China 
450 000 000 - 

500 000 000 
Poland 

650 000 000 -  

700 000 000 

Spain 
100 000 000 -  

150 000 000 
China 

550 000 000 -  

600 000 000 

Germany 
55 000 000 -  

60 000 000 
European Union 

150 000 000 -  

200 000 000 

Poland 
35 000 000 -  

40 000 000 
Germany 

100 000 000 -  

150 000 000 

Hong Kong 
15 000 000 -  

20 000 000 
Spain 

65 000 000 -  

70 000 000 

Turkey 
10 000 000 -  

15 000 000 
Italy 

55 000 000 -  

60 000 000 
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Italy 
9 000 000 -  

9 500 000 
Hong Kong 

40 000 000 -  

45 000 000 

Russian Federation 
8 500 000 -  

9 000 000 
Czech Republic 

40 000 000 -  

45 000 000 

South Korea 
5 500 000 -  

6 000 000 
Taiwan 

10 000 000 -  

15 000 000 

2019 2020 

Country Import volume Country Import volume 

China 
1 000 000 000 -  

1 500 000 000 
China 

850 000 000 -  

900 000 000 

Poland 
900 000 000 -  

950 000 000 
Poland 

500 000 000 -  

550 000 000 

Hong Kong 
300 000 000 -  

350 000 000 
Germany 

250 000 000 -  
300 000 000 

Italy 
150 000 000 -  

200 000 000 
Spain 

85 000 000 -  

90 000 000 

Spain 
150 000 000 -  

200 000 000 
Russian Federation 

35 000 000 -  

40 000 000 

Netherlands 
100 000 000 -  

150 000 000 
Taiwan 

25 000 000 -  

30 000 000 

Czech Republic 
90 000 000 -  

95 000 000 
Czech Republic 

15 000 000 -  

20 000 000 

Germany 
65 000 000 -  

70 000 000 
Turkey 

15 000 000 -  

20 000 000 

Russian Federation 
55 000 000 -  

60 000 000 
Italy 

10 000 000 -  

15 000 000 

Source: compiled by the author based [5] 

 

Table 1.9 shows that the largest importers for Epicenter K LLC are European 

countries and China. Interestingly, Poland is almost always in the lead among European 

countries. The reason for this is that Poland is a neighboring country to Ukraine and 

buying goods from Polish suppliers is not so expensive, as transportation costs are low. 

Epicenter K LLC imported products from the Russian Federation, in 2023 this situation 

changed significantly, but for the period 2018-2021 the share did not exceed 3% of 

total imports. 

It is worth presenting the external factors that affect the activities of Epicenter-

K LLC in the form of Fig. 1.1. 
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Fig. 1.1. Elements of the external environment of LLC Epicenter-K, 2020. 

Source: Developed by the author 

 

Using the method of compiling a profile of the macro-environment and the 

immediate environment, we will assess the significance of individual environmental 

factors for Epicenter-K LLC. The matrix of the external environment profile includes 

individual environmental factors, each of which is expertly assessed by employees 

(experts are employees of the marketing department who conduct market research, 

market competition, analyze demand for products, pricing policies of competitors, etc.; 

the department includes such employees who work by dividing the country's territory 

into regions: western, eastern and southern, northern and foreign markets) of LLC 

“Epicenter-K”. 

•Living conditions and standards - Decrease in living standards and quality of life 
in Ukraine in recent years has negatively affected the number of consumers and 
purchases, average cost per purchase

•Local government, etc. - Impact on certain taxes and use of resources

Public

• Impact on certain types of taxes and resource use - Positive impact on reduction 
of material consumption and use of energy-saving technologies through STP 
achievements

Scientific and 
technical

•Business rights - Influence on the choice of activities and methods of their 
implementation

•Human rights - Guarantees of quality of the researched enterprise's products 
increase consumer loyalty and increase their number

•Stability of legislation - Instability of domestic legislation has a negative impact 
on the company's activities, limiting the freedom of choice of activities, 
payments and foreign trade

Law
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Further, by multiplying the expert assessments, we obtain a general integral 

assessment that shows the degree of importance of a particular factor for the 

organization (Table 1.10). 

Table 10 

Environmental profile matrix for LLC Epicenter-K, 2021 

№ 

з/п. 

Environmental 

factors 

Importance 

for the 

industry 

Impact on the 

company 

Focus of 

influence 

Degree of 

importance 

1 Economic 3 2 -1 -6 

2 Political 2 2 -1 -4 

3 Market 3 3 +1 +9 

4 Technology 3 2 +1 +6 

5 Competitive 3 3 +1 +9 

6 International 2 2 +1 + 4 

7 Social 1 1 +1 + 1 
Source: Developed by the author 

 

According to the environmental profile, the biggest threat to Epicenter-K LLC 

is market and international factors. At the same time, technological, economic and 

competitive environmental factors provide the company with great opportunities 

(Table 1.9). 

Table 1.9 

Analysis of the efficiency of Epicenter-K LLC's import activities in 2018-

2020 

№ Indicator 

Year 

2018 2019 2020 

In
 f

ac
t 

In
 f

ac
t 

G
ro

w
th

 r
at

e,
%

 

In
 f

ac
t 

G
ro

w
th

 r
at

e,
 %

 

1. Net income from sales of imported products 331201,0 373823,0 112,9 463518,0 124,0 

2. Cost of goods sold 241560,0 249300,0 103,2 258250,0 103,6 

3. Gross profit 89641,0 124523,0 138,9 205268,0 164,8 

5. Net profit 73505,6 102108,9 138,9 168319,8 164,8 

6. Efficiency of import activities 

6.1. Revenue profitability,% 22,2 27,3 123,1 36,3 132,9 

6.2. Cost-effectiveness, % 30,4 41,0 134,6 65,2 159,1 

Source: Developed by the author 
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This graph shows that export revenues have gone up, what share of the revenue 

from the sale of products is occupied by funds received from foreign economic activity 

in 2020, we have a large decline in revenue due to the epidemic and since the supply 

of goods has been reduced, it is clear that losses will be incurred (Fig. 1.2). 

Thus, we have found that Epicenter-K LLC is a powerful network of shopping 

centers and holds a leading position in the Ukrainian market, and is engaged not only 

in importing goods but also in exporting abroad as it has its own production facilities. 

Therefore, we see a steady growth in asset dynamics, and Epicenter is financially sound 

and has a high level of financial stability. 
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CHAPTER 2. ORGANIZATION OF IMPORT OF COSMETICS FROM 

EUROPEAN COUNTRIES 

 

2.1. Identification of the main trends in the development of the world 

market of cosmetics from European countries 

Cosmetics make up a special group of non-food products, without which it is 

difficult to imagine a full life of a modern person. Perfumes and cosmetics currently 

rank fourth in the Ukrainian consumer market in terms of sales. They are everyday 

items and are in steady demand. Without professional knowledge of the consumer 

properties, assortment, peculiarities of determining the quality, safety, storage, and 

label recognition of perfumery and cosmetics products, it is impossible to ensure their 

promotion and sales, to predict the formation of demand; to conduct market research 

in search of high-quality, competitive products, and to distribute them through logistics 

channels. 

The market of perfumery and cosmetic products has been growing dynamically 

in recent years and already occupies a significant share of the Ukrainian commodity 

market. 

Scientists identify the following main trends and directions of development of 

perfumery and cosmetic products: an increase in the share of synthetic raw materials 

in production; new ingredients, packaging and packaging of goods, solving 

environmental problems; information technology and communications - mobility of 

society and the Internet; globalization of specificity and growing competition in trade 

and production. 

The Ukrainian perfume and cosmetics market is the third largest among the 

Eastern European markets, after Poland and Russia. At the same time, the Ukrainian 

market is also unsaturated. Over the past few years, the perfumery and cosmetics 

market has demonstrated steady growth: an average of about 20% in quantitative terms 

and at least 25% annually in monetary terms. The share of domestic products in the 

Ukrainian perfumery market is quite low. The state of the economy has significantly 
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affected this industry. Foreign perfumery holds leading positions in terms of both 

quantity and quality. 

Domestic producers, due to outdated technologies, are not yet able to compete 

with world-famous brands. In addition, this business is unprofitable due to rising excise 

taxes on alcohol, which accounts for 80% of production. Taking into account the costs 

of denaturing and delivering alcohol, purchasing a perfume composition, bottle, etc., 

the retail price of domestically produced perfumes is UAH 100-150 per 100 ml.  

The production of "low" mass market products becomes unprofitable, and the 

low purchasing power of Ukrainian consumers prevents producers from reaching a 

higher level. The decline in domestic production of perfumes, which has been observed 

since 2008, continues to this day. Manufacturers see a way out of the situation either 

in the production of high-cost products (e.g., perfumes) or in the use of excise-free raw 

materials, as the global market is developing technologies for alcohol-free production 

of cosmetics. 

In the total exports of cosmetics, almost half of the supplies were re-exports of 

products by AvonCosmeticsUkraine and L'Oréal Ukraine.   

Deliveries were made to Georgia, Kazakhstan, Belarus, Uzbekistan, Azerbaijan, 

etc. Among the largest Ukrainian manufacturers and exporters of perfumery products 

are Aromat LLC, Galterra LLC, First Perfumery Company LLC, and Effect PrJSC. In 

2019, the main importing countries of Ukrainian cosmetics were Estonia (30% of total 

exports), Latvia (25.6%), Belarus (23%), and Georgia (21.4% of Ukrainian exports). 

In small volumes, products were supplied to Germany, which is a major breakthrough 

for domestic cosmetics, as it opens up export opportunities for our products through 

German representatives to other EU countries. 

The largest importers of cosmetics to Ukraine are Poland, Germany, France and 

China. Import activity by directselling companies has increased. 

The largest exporters of cosmetics to the EU are the USA, Switzerland, Korea, 

Japan, China, and Turkey. 

The largest categories of cosmetics in terms of sales in European countries as of 

2021 
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- skin care products - 21 billion euros 

- detergents and hygiene products - 19 billion euros 

- hair care products - 14 billion euros 

- perfumes - 11 billion euros 

- decorative cosmetics - 10 billion euros. 

 

Fig.2.1. Categories of EU cosmetics imports, mln. euros 

Source: compiled by the author on the basis of datе [6] 

 

Gradual recovery of the market after the decline in sales due to the COVID-19 

pandemic, driven by the two largest categories: 

- skin care products 

- detergents and hygiene products; 

Global manufacturers dominate the EU market: 

- L'Oreal 

- Beiersdorf 

- Unilever 

- Procter & Gamble. 

11,9

5,6

4,1 4,1
3,7

1,8
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and makeup
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products,

deodorants

3305 Hair care

products

3401 Soap and

detergents
3306 Засоби для 

гігієни рота та 

зубів



26 

In addition, the Trade Map website [4] provides in-depth information in the form 

of tables, graphs, and maps, including exports, international demand, alternative and 

competitive markets, and a directory of importing and exporting companies. 

Trade Map covers 220 countries and territories and 5,300 Harmonized System 

products. Monthly, quarterly and annual trade flows are provided from the most 

aggregated level to the tariff line level. It is advisable to analyze this platform and 

identify the largest importers (Fig.2.2). 

 

Fig. 2.2Trade Map data on imports of cosmetics 

Source: compiled by the author on the basis of datе [5] 

 

As can be seen from Fig. 2.2, one of the largest importers of cosmetics is the 

United States, followed by China, Germany, Canada, Australia, etc.  Of course, not all 

products of global manufacturers are represented on the Ukrainian market, but many 

names are well known to domestic consumers.  
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Fig. 2.3. Growth dynamics of national supply and international demand 

for products exported by Ukraine in 2018-2022 

Source: compiled by the author on the basis of datе [5] 

 

Thus, the production of cosmetics is developing very dynamically. This industry 

is actively using the latest developments to meet the increased demands of consumers. 

The formulation of cosmetics is rapidly updated, as the component content ensures the 

consumer and functional properties of the product. Production is mainly based on the 

use of artificial compounds. It should be noted that such rapid development is difficult 

to control at the legislative level. Today, the Ukrainian cosmetics industry not only 

fails to meet the requirements of European directives on the quality and safety of 

cosmetic products and causes consumer distrust, but also lacks modern regulatory and 

technical support, which provokes a lack of proper control and stagnation of 

development. In view of this, the fight against counterfeiting remains relevant. The 

level of development of the Ukrainian market and the lack of transparency of trade 

rules in the perfume and cosmetics industry contribute to the chaotic spread of any 

brand. 
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2.2 Research of the Ukrainian cosmetics market 

The Ukrainian cosmetics market is a dynamic industry with rapid growth. This 

is due to the emergence of many products from Western Europe and America in recent 

years. The well-established cooperation between these countries in terms of logistics 

has given impetus to the entry of professional and premium cosmetics for different ages 

and needs into the Ukrainian market. Although Ukraine is not the most developed 

country, the perfumery and cosmetics market is far ahead of the global and European 

markets in terms of annual growth. According to the analysis, it was found that foreign 

manufacturers dominate in all segments of this market. As Ukrainian cosmetic brands 

use outdated production technologies, they cannot compete with imported goods. 

Perfumes and cosmetics currently rank fourth in the Ukrainian consumer market 

in terms of sales and are in steady demand among everyday goods. 

Bathing and hair and body care products together account for almost 2/3 of the 

market. The "Other" category includes the following products: shaving products, hand 

and foot care, oral care, facial care, intimate hygiene products, decorative cosmetics, 

and tanning products (Fig. 2.4) 

 

Fig. 2.4. Segmentation of the cosmetics market in volume terms in 2022 

Source: compiled by the author on the basis of datе [6] 
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In addition, there has been an increase in the number of more expensive 

cosmetics recently, as consumer demands for product quality are growing and B2B 

consumption, which requires professional expensive cosmetics, is developing. 

Therefore, in the cosmetics market, 40% of the market is occupied by inexpensive 

cosmetics (mass market), 45% by cosmetics of the middle price category (natural, mid-

market, organic), and 15% by expensive professional cosmetics (professional, elite, 

niche) (Fig. 2.5). 

 

Fig. 2.5. Market structure by price segment 

Source: compiled by the author on the basis of datе [6] 

 

To study the cosmetics market, it is also interesting to analyze the market 

structure by brands represented. Today, Epicenter K LLC offers products of all well-

known brands. As we can see, the first steps are taken by Yves Rocher, LaRochePosay, 

Vichi, Irene Bukur, EcoLife, Weleda and Lash and others (Fig. 2.6). 

 

Low

40%
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Високий

15%
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Fig. 2.6 The product range is presented by LLC “Epicenter K”  

Source: compiled by the author on the basis of datе [6] 

 

It is advisable to analyze the trends of the product line of Epicenter K LLC as of 

2022(fig. 2.7-2.10).  
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Fig. 2.7. A line of facial skin care products 

Source: compiled by the author on the basis of datе [6] 

 

 

Fig. 2.8. Shower gel 

Source: compiled by the author on the basis of datе [6] 
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Fig. 2.9. A line of hand and nail care products 

Source: compiled by the author on the basis of datе [6] 

 

 

Fig. 2.10. Toothpastes 

Source: compiled by the author on the basis of datе [6] 
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It is worth noting that due to the decline in economic activity due to the lockdown 

in the spring of 2020 and the full-scale invasion of Russia, and a decrease in 

consumption, in particular in the segment of decorative cosmetics, due to staying at 

home more often and partial transition to remote work, we are seeing a decrease in the 

capacity of the cosmetics market (Fig. 2.11). 

 

Fig. 2.11. Market capacity, thousand tons 

Source: compiled by the author on the basis of datе [6] 

 

It is important to note that imported products account for a larger share of the 

Ukrainian cosmetics market (63%) than Ukrainian products (37%). 

  

Fig. 2.12. Structure of the cosmetics 
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Fig. 2.13 Structure of the cosmetics 

market in 2021 
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Fig 2.14. TOP-5 by geography of cosmetics imports in the world 

Source: compiled by the author on the basis of datе [5] 

 

It is advisable to analyze the Top 5 brands of imported cosmetics to Ukraine in 

2021 by type, in physical terms (Table 2.1). 

Table. 2.1 

Brands of imported cosmetics to Ukraine in 2021 by type, in physical terms 

For hair For children For the body Intimate hygiene 

L'Oreal Paris Colgate Avon Lactacyd 

Garnier Lacalut Nivea Nivea 

Head&Shoulders La Roche Posay Yves Rocher Durex 

Pantene Pro-V Невська Косметика Garnier Petite Maison 

Estel Splat Dove Venus 

For bathing Decorative cosmetics For the face For tanning 

Nivea Avon Garnier Oriflame 

Avon Glambee L'Oreal Paris Collistar 

Dove LCF Nivea Yves Rocher 

Palmolive Eveline Cosmetics Via Beauty Uriage 
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Duru Maybelline Lirene Nivea 

For the oral cavity For hands For shaving For legs 

Colgate Nivea Nivea Oriflame 

Listerine Avon Gillette Garnier 

Blend-A-Med Faberlic Arko Pedibaehr 

Splat Dove Eveline Cosmetics Enprani 

Aquafresh Вітекс L'Oreal Paris Esthe 

Source: compiled by the author on the basis of datе [6] 

 

In addition, hair care products and bathing products account for the largest share 

of cosmetics imports (Fig. 2.15). 

 

Fig. 2.15. Structure of imports in physical terms, % 

 

Thus, it is advisable to highlight the main trends in the cosmetics market in 

Ukraine: 

1. Growth of the online sales segment. Ukrainian consumers continue to buy 

cosmetics and hygiene products in specialized stores, supermarkets, etc., but recently 

it has become popular to buy these products online. Some services (e.g., MakeUp) 

provide free courier delivery to the address, and the prices of goods are usually slightly 
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lower than in offline stores. In the context of quarantine restrictions, minimizing 

contacts with sellers and other customers in real stores has a positive impact on the 

online sales segment. 35% of consumers globally and 42% in Ukraine buy cosmetics 

and personal care products online. 

However, this sales channel has certain disadvantages, which are especially felt 

in the segment of decorative cosmetics, as the texture, color, and aroma cannot be 

evaluated when ordering online. 

2. Development of the beauty services market. Recently, such types of beauty 

services as makeup, manicure, eyebrow styling, hair removal, massage, and many 

others have been actively developing, not only in specialized institutions - mainly 

beauty salons - but also at the expense of individual entrepreneurs: many 

representatives of professions related to the beauty industry complete courses in these 

areas to provide themselves with additional income. At the same time, such services 

have become more common among consumers than they used to be. In addition, the 

beauty industry is developing not only among women, as evidenced by the growing 

number of barbershops in the country. In general, this trend provokes an increase in 

demand for cosmetics. 

3. Growth in the market share of Korean cosmetics. Globally, Korean cosmetics 

have an image of high quality, made from natural ingredients. In general, this is due to 

the trend for naturalness and proximity to naturalness. Therefore, many retail chains 

have increased the range of Korean cosmetics, some of them highlight these products 

on separate shelves to draw additional attention to them. Also, separate Korean 

cosmetics stores (Isei beauty market) and global Asian retail chains that distribute 

cosmetics, household items, etc. (Miniso, Usupso, etc.) have appeared in Ukraine. 

4. Ecotrend in the field of beauty. Health fashion is also present in the cosmetics 

market. Such manufacturers of "healthy" dietary supplements as Herbalife, Duolife and 

others, in addition to food additives, also produce healthy cosmetics, the demand for 

which is growing. 

5. Expanding the target market audience. In the era of digital technologies and 

the popularity of social networks such as Instagram and TikTok among young people, 
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where one of the most popular types of content is video tutorials on makeup, test drives 

of various cosmetic products, this factor affects the demand for cosmetics among 

teenagers and even children. Thus, the average consumer is getting younger over time. 

In addition, the target audience continues to expand due to the transition of the "well-

groomed" category into a necessity, both for women and men, regardless of age, as 

well as the expansion of the range of cosmetic products, so that a person who does not 

seem to belong to the target audience also becomes part of it. 

6. Changes in the composition of cosmetics. The development of the chemical 

industry leads to an increase in consumer demand for the composition of purchased 

products, as the consumer does not want cosmetics to harm his/her body in any way. 

For example, such global brands as L`Oreal, Chanel and Revlon are gradually 

abandoning the use of talc in their products. 

7. Reducing the consumption of decorative cosmetics due to quarantine (relevant 

from spring 2020). In the absence of the need/opportunity to leave the home, as well 

as the need to wear a mask that covers a significant part of the face, many consumers, 

mostly women, have reduced the use of makeup, which cannot but affect sales. In 

addition, cosmetics distributors note that due to the quarantine, they did not observe a 

decrease in sales of cosmetics in general, as the decrease in sales of decorative 

cosmetics was offset by an increase in sales of skin care products (creams, masks, 

lotions, etc.). 

8. Savings. Due to the desire of consumers to minimize costs, including for 

cosmetics, economical (large packaging) is in demand. In addition, when buying care 

products, about half of consumers are actively looking for promotions and discounts 

on desired items. 

9. Despite the decline in the birth rate in Ukraine in recent years, this did not 

affect the sales of baby care products, as the concept of "body care" is gaining 

momentum and affects different ages, including infants and preschool children. Parents 

share recommendations, advertisements offer various products, including eco-friendly 

ones, and the emphasis on this has increased. Accordingly, the market for baby care 
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cosmetics is developing in line with demand, with an increasing variety of products, 

types of products, packaging forms, choice of fragrances, etc. 

10. The predominance of imports in the cosmetics market remains. 

11. Seasonality persists: sales growth in the period before the holidays, in the 

cold season - an increase in demand for nourishing, protective, moisturizing creams, in 

the warm season - for suntan products, deodorants. 
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CHAPTER 3. IMPLEMENTATION OF THE MANAGEMENT 

DECISION TO IMPORT COSMETICS FROM EUROPEAN COUNTRIES 

 

3.1. Organizational support for the import of LLC “Epicenter K” from 

European countries 

 

Business efficiency can be measured by the return on equity, which makes it 

possible to compare the profitability of an organization's investment in production 

and/or various financial transactions. Domestic and international analysts believe that 

the domestic market has entered a stage where the lack of a developed strategy to 

improve the competitiveness of the enterprise hinders its effective development.  

To ensure effective organizational support for the implementation of imports of 

Epicenter K LLC in the existing conditions of management of foreign economic 

activity (FEA) of the enterprise, a management structure has been formed, which is 

determined primarily by the goals and objectives that it is designed to solve during 

import operations. 

The proposed approach to managing the competitiveness of Epicenter-K LLC is 

based on the main categories of Western management, such as mission, values, vision 

and strategy of the company. 

The company's mission is a clearly formulated, internal document that explains 

the purpose of the organization and its main tasks. The mission is what the company 

brings to the world. For LLC Epicenter-K, the following option is proposed: "The 

mission of Epicenter-K LLC is to provide high-quality products in the required quantity 

and assortment for the effective and intensive development of customers." 

The organizational structure of Epicenter K LLC can be seen in Fig. 3.1. 
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Fig. 3.1. Organizational structure of LLC “Epicenter K” 

Source: [16] 

 

LLC “Epicenter K” reports directly to the Director appointed by the General 

Director. Epicenter K is a legal entity, a payer of pension funds, social insurance funds 

related to accrued and paid salaries of employees, and a payer of certain taxes to the 

relevant tax authorities. The analysis of demand and its determinants is the basis of 

market research, where the purpose of the analysis is to quantify the market potential 

(capacity) and the actual level of primary demand. 

The commodity demand of LLC “Epicentr-K” is a part of the market demand 

that corresponds to the market share of the company (brand) in the basic commodity 

market in the process of market monitoring, demand analysis and forecasting of the 

company's products. To estimate the size of the market, it is necessary to estimate the 
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companies. The most common methods of collecting original information are 

observation, experimentation and research. In Epicenter-K LLC, the marketing 

department is constantly monitored by the marketing department, which reports to the 

commercial director. 

The scope of LLC “Epicenter-K” activities almost completely corresponds to the 

structure of demand. As an element of the economy, inventories play an important role 

and are inextricably linked to many aspects of the business activities of commercial 

enterprises. The lack of essential goods negatively affects the fulfillment of the 

turnover plan, which is one of the main indicators of every business. The size of the 

inventory is the most important benchmark in business operations. 

If inventories decrease and fall below the standard, it is a signal that commercial 

enterprises are increasing imports of related goods. An increase in inventories that 

exceeds the normal level indicates that the reasons for this situation should be carefully 

studied and measures should be taken to place further orders for goods. Analysis of the 

enterprise's provision with commodity resources, contract performance, unity of goods, 

general assessment of resource efficiency and an important part of its elements during 

the preliminary planning period - inventory is a necessary initial stage of the plan of 

the enterprise's need for commodity resources. 

In addition, Epicenter-K LLC has clearly recorded the fulfillment of the goods 

supply contract in terms of quantity and completeness of terms. In addition, compliance 

with the terms of delivery and uniformity of delivery is very important for trading 

companies, as it guarantees the uninterrupted sale of goods and does not require 

additional inventory in the form of an insurance stock so that sales are not interrupted 

without interruption. Delivery and uneven delivery. 

Given the above, the effectiveness of the organizational structure is determined 

by the following rules:  

1. Any function implemented by the company is assigned to a specific service. 

Otherwise, some functions will remain unused, which will eventually lead to a rush. It 

is worth using a simple rule: for a task to be performed, someone specific must be 

responsible for it. 
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2. Avoid assigning one task to several services. This leads to duplication of work, 

which ultimately leads to unproductive costs and inevitable management errors. 

3. It is important to maintain the hierarchy of services with moderate 

subordination, which will have a positive impact on positive relations between 

employees [12].  

At the same time, as practice has shown, it is necessary to continuously monitor 

the structure, periodically make a kind of "snapshot" of the organization's structure and 

employee loyalty. During the practical exercises, the pros and cons of the management 

system in the organization were identified (Fig. 3.2). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 3.2. Pros and cons of the management system in LLC “Epicenter K” 

Source: developed by the author on the basis of [11] 

 

Thus, the activities of Epicenter-K LLC are not only efficient and profitable, but 

also have high growth rates. The plan for organizing the supply of the hypermarket of 

"Epicenter-K" LLC is satisfactory, which is a well-thought-out and rational strategy 

for effective work. The comprehensive services provided to the customers of 

"Epicenter-K" LLC can be considered satisfactory. The organic continuation of the 

Pros. 

- speed of decision-making and 

communication processes, 

which appeals to employees; 

- close business relations 

between the employer and the 

staff, which makes it easier to 

solve problems; 

- the ability of employees to 

participate in the decision-

making process; 

- recognition of employees' 

achievements and prompt 

remuneration. 

Cons 

- Lack of a training system that 

corresponds to the levels of the 

organizational structure. This 

leads to an increase in staff 

turnover, which negatively 

affects the organization's 

performance; 

- Lack of career or financial 

prospects. This leads the staff to 

misunderstand further 

development within the 

organization, career as an 

expansion and complication of 

functional responsibilities, and 

salary increases. 

Pros and cons of a management system in an organization 
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hypermarket's trade and technological process is the provision of various services to 

customers. These services are divided into three types: related to the purchase of goods; 

related to assisting customers in using the purchased goods; related to creating an 

environment favorable for visiting the store. 

 

 

3.2. Forecast assessment of the effectiveness of imports of cosmetics from 

European countries by LLC “Epicenter K” 

For LLC “Epicenter K”, it is advisable to choose the direct method of importing. 

This allows for additional financial benefits, as it reduces the cost of commission fees 

to the intermediary. It also reduces the risk and dependence of business results on the 

possible unfairness or lack of competence of the intermediary organization. The direct 

method allows you to constantly be in the market, take into account its changes and 

respond to them in a timely manner. Epicenter K LLC carries out import activities 

through its foreign economic relations department. 

The method of establishing contact with a German partner is to send a request 

for offer.  

Justification of the basic terms of delivery. 

Since the previous import transaction was carried out on the CPT delivery terms, 

under which the seller bore the costs of delivery to the main transport, loading, export 

formalities and payment for the main vehicle. For an alternative transaction, it would 

be appropriate to apply CIP (Cost of insurance paid to) delivery terms. Thus, the above 

delivery terms are the most favorable for LLC.Epicenter-K  

Rationale for choosing a vehicle for foreign trade operations.  

When choosing a vehicle for the delivery of goods, attention should be paid 

primarily to the specifics and practice of transportation of patient monitors. Given this, 

it would be advisable to choose road transport for this import operation. It is affordable 

and the fastest among other modes of transportation, and it is also the most suitable for 

the specifications of this product and the potential partner country. And this is a key 
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factor for making quick orders. An analysis of the modes of transportation is described 

in Table 3.1. 

Table 3.1 

Assessment of transport modes according to the criteria of large shippers of 

Ukraine  

Mode of 

transportation 

Speed Reliability Carrying 

capacity 

Availability Cost 

Car 4 4 3 5 3 

Railway 5 2 4 4 1 

Source: compiled by the author 

 

As can be seen from Table 3.2, no other modes of transportation were considered 

for this transaction, as they do not meet all the conditions of the transaction mechanism.  

As for the choice of the company that will provide transportation services, it is 

worth choosing Kuehne+Nagel, with which Epicenter-K LLC actively cooperates, and 

therefore, its reliability is confirmed. 

Justification for choosing an insurer. 

An insurance company must be selected for the chosen delivery condition. Let's 

take 3 insurance companies for comparison: PZU, TAC, Brokbusiness. Table 3.3 

shows a comparison of the selected insurers. 

Table 3.2 

Valuation of Ukrainian insurance companies 

 Criteria PZU ТАС Brokbusiness 

1 Reliability 5 3 4 

2 Level of 

payments 

4 5 3 

3 Financial 

sustainability 

4 5 3 

4 Type of service 

provision 

4 5 3 

5 Frequency of 

complaints 

5 3 4 

Source: compiled by the author 
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Based on the evaluation of the criteria, it is proposed to choose the insurance 

company PZU (Powszechny Zaklad Ubezpieczen) based on the total score (22). This 

is a Polish insurance company with a representative office in Ukraine. 

Justification of currency and financial terms of the contract. 

The currency terms of a foreign trade contract include: 

- price currency; 

- currency of payment; 

- the rate of conversion of the price currency into the payment currency if they 

do not match; 

- protective currency clauses against the risk of currency losses in the event of 

changes in the exchange rate. 

The financial terms of a foreign trade contract include: 

- Type of payment (immediate payment, credit, combined payment, credit with 

an immediate payment option); 

- Form of payment (bank transfer, letter of credit, collection, open account); 

- Means of payment (bill of exchange, check). 

The price currency is usually the freely convertible currency of countries with 

developed economies, so it is advisable for Epicenter-K LLC to choose the US dollar 

(USD) for the import transaction, which will be beneficial for both parties. 

We choose collection as the form of payment for the future transaction. In 

Ukraine, it is recommended by law to use collection for import contracts. For 

Epicenter-K LLC, the collection form of payment is beneficial because it guarantees 

timely payment for goods, flexibility in terms of payment, international legal reliability 

and widespread use in world practice.  

Economic efficiency is calculated by comparing the economic result (effect) 

achieved with the cost of resources used to obtain this effect. At the enterprise level, 

the economic efficiency of foreign trade operations is understood as the degree of 

increase in income from these operations. The criterion of economic efficiency is profit 

as the main measure of efficiency. 
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Table 3.3  

Terms of the contract for import of goods to Ukraine from Germany 

UKTZED code 3304990000 

Product name Cosmetic or make-up preparations and skin care 

preparations, other than medicinal preparations, 

including sunscreen or tanning preparations; 

manicure and pedicure preparations: 

- other: 

- other 

Basic unit of measurement: kg (code 166) 

Additional unit of measurement: no 

Country of origin Germany 

Quantity. 20000 

Price per unit, EXW 0,22 USD 

Terms of delivery CIР 

NBU exchange rate 1 USD/37.65 UAH 

Import duty rate 0% - EU 

2,6 % - Israel 

Excise tax rate UAH 59.82 per 1 position 100% 

VAT 20%  

Source: compiled by the author 

 

The table below shows the costs according to the Incoterms 2020 rules, which 

we use to calculate the contract price for the import of cosmetics (table 3.4). 

Table 3.4 

Initial conditions for calculating the contract price  "Import of goods to 

Ukraine from Germany" 

Sea transportation 

costs 

To the border 

(including 

loading and 

unloading costs) 

 3200 USA  

In Ukraine  11250 UAN 
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Consignment insurance (% of the contract 

value at the EXW price) 

12%  

Source: compiled by the author 

 

The advantage of Incoterms 2020 is that the importer and exporter can settle all 

delivery issues by already well-founded rules that do not allow for changes to the 

foreign trade contract, but can significantly reduce and modify it. They only fix the 

distribution of obligations and financial costs between the parties to the sale 

transaction, such as payment of taxes and duties, insurance, and the transfer of risks in 

case of consumption and possible damage to the goods. 

Table 3.5 

Initial conditions for calculating the efficiency of the operation "Import of 

goods to Ukraine from Germany" 

№  Indicator. Fact/plan 

1 Sales price in Ukraine, UAH/pl 65 

2 Cost of delivery to the border, dollar USD 3200 

3 Delivery cost in Ukraine, UAH. 11250  

4 Additional overhead costs of the importer 

(conditional on the contract price under CIP), %. 

21 

5 Expenses of Epicenter-K LLC related to the sale of 

imported products (conditional on the contract price 

under CIR), %. 

8 

Calculation of the import price of the contract 

 Invoice value 8128 

 Customs value, UAH 306019,2 

 Customs payments:   

 Duty 0 

 Excise tax 598200 

 VAT 180843,84 

 Total amount of customs payments 779043,84 
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 Import price of the contract 1185058,608 

Calculating the effectiveness of an import contract 

 Revenue from sales of imported products, UAH 1300000,00 

 Net profit from imports, UAH 114941,39 

 Efficiency of the import operation 1,10 

 Revenue margin, %. 8,84 

 Return on cost, %. 9,70 

Source: compiled by the author 

 

Thus, this import operation is effective since the value is greater than 1 and the 

import of cosmetics (3304990000) will be profitable for the company. Epicenter-K 

LLC has great potential and opportunities to expand its product range and attract new 

customers. 
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CONCLUSIONS AND RECOMMENDATIONS 

 

Based on the study, the following conclusions can be drawn: 

The field of activity of Epicenter-K LLC almost completely corresponds to the 

structure of demand and inventories play an important role related to various aspects 

of business activities of commercial enterprises. The availability of essential goods has 

a decisive impact on the achievement of the turnover plan, which is one of the key 

indicators in every business. 

During the study period, the value of corporate property increased by 32.47% in 

2018-2019 and by 9.1% in 2019-2020. This growth is due to an increase in non-current 

assets by 25.74% in 2019 and 9.45% in 2020, as well as an increase in current assets 

by 65.97% in 2019 and 7.82% in 2020. 

The growth rate of current assets exceeds the growth rate of non-current assets, 

which indicates an increase in the percentage of current assets in the total structure of 

the company's property. This may indicate an improvement in the liquidity of assets 

and acceleration of their turnover. When analyzing the structure of current assets, it 

was found that the increase in 2019 was mainly due to an increase in accounts 

receivable by 114.91%, as well as an increase in inventories by 68.05% in 2020. 

Compared to 2019, the increase in current assets in 2020 was lower, and accounts 

receivable decreased by 26.33%. 

It was found that the asset turnover rate decreased by 0.13 in 2018 and by 0.09 

in 2020, which indicates that within 2 years of using assets for 1 hryvnia, the company 

began to reduce revenue by 0.22 hryvnia. The inventory and fixed assets turnover ratio 

also decreased over the two years, indicating a decrease in production profitability. The 

return on assets has halved over 2 years, but the company remains profitable, and the 

profitability of the retail industry is normal. It is established that the activities of 

Epicenter-K LLC are not only efficient and profitable, but also have high growth rates. 

The plan for organizing the supply of the hypermarket LLC "Epicenter-K" is 

satisfactory, which is a well-thought-out and rational strategy for effective work. The 
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comprehensive services provided to the customers of LLC "Epicenter-K" can be 

considered satisfactory. 

The largest importers of cosmetics to Ukraine are Poland, Germany, France and 

China. Import activity by directselling companies has increased. The largest exporters 

of cosmetics to the EU are the USA, Switzerland, Korea, Japan, China, and Turkey. 

The largest categories of cosmetics in terms of sales in European countries as of 2021 

are: skin care products - €21 billion; detergents and hygiene products - €19 billion; hair 

care products - €14 billion; perfumes - €11 billion; decorative cosmetics - €10 billion. 

It is advisable to highlight the main trends in the cosmetics market in Ukraine: 

growth of the online sales segment, development of the beauty services market, growth 

of the Korean cosmetics market share; eco-trend in the beauty sector, expansion of the 

target market audience, changes in the composition of cosmetics, reduction in the 

consumption of decorative cosmetics due to quarantine (relevant since spring 2020), 

savings, continued prevalence of imports in the cosmetics market, and seasonality. 

It is established that the effectiveness of the organizational structure is 

determined by the following rules: Any function performed by the company is assigned 

to a specific service. Otherwise, some functions will remain unused, which will 

eventually lead to a rush. You should use a simple rule: for a task to be performed, 

someone specific must be responsible for it. Avoid assigning one task to several 

services. This leads to duplication of work, which ultimately leads to unproductive 

costs and inevitable management errors.  It is important to maintain a hierarchy of 

services with moderate subordination, which will have a positive effect on positive 

relationships between employees. 

This import operation is effective because the value is greater than 1 and the 

import of cosmetics will be profitable for the company. Epicenter-K LLC has great 

potential and opportunities to expand its product range and attract new customers. 

The Ukrainian cosmetics market is considered the second largest in the world 

after China in terms of sales of counterfeit products; experts believe that this figure 

reaches 60% of the domestic market for these products. Since cosmetic products are a 

specific category of goods, the issue of their sale only in specialized stores, paying 
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special attention to sanitary and hygienic safety, arises. Such stores will be able to enter 

into appropriate advertising agreements with suppliers, use branded storage equipment, 

and provide quality customer service and advice. Specialized stores are easier to 

control. It is important that the authorized executive authorities take all necessary 

measures to ensure that only those cosmetic products that meet the established 

requirements are circulated. However, Ukraine currently lacks a comprehensive system 

of technical regulation for the cosmetics industry. 
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APPENDICES 

Appendices А 

 

ТОВ «ЕПІЦЕНТР-К»    

Фінансова звітність за рік, що закінчився 31 грудня 2020 року  

 

Баланс (Звіт про фінансовий стан) 

На 31 грудня 2020 року 

Форма №1 

 

Актив Код На початок 

року, тис.грн. 
На кінець 

року, 

тис.грн. 

І.Необоротні активи    

Нематеріальні активи 1000 12 543 32 720 

  первісна вартість 1001 44 846 73 004 

  накопичена амортизація 1002 32 303 40 284 

Незавершені капітальні інвестиції 1005 1 869 460 3 692 

156 

Основні засоби 1010 12 304 

648 
15 231 

712 

  первісна вартість 1011 17 210 

534 
21 335 

058 

  знос 1012 4 905 886 6 103 

346 

  Інвестиційна нерухомість 1015 0 0 

  Довгострокові біологічні активи 1020 0 0 

  Довгострокові фінансові інвестиції: 

які обліковуються за методом участі в капіталі інших підприємств 
1030 0 0 

  інші фінансові інвестиції 1035 1 755 267 3 129 

633 

  Довгострокова дебіторська заборгованість 1040 0 0 

Відстрочені податкові активи 1045 68 629 23 116 

Інші необоротні активи 1090 0 0 

Усього за розділом 1 1095 16 010 

547 
22 109 

337 

ІІ. Оборотні активи    

Запаси 1100 13 885 

925 
15 389 

033 

Поточні біологічні активи 1110 0 0 

Дебіторська заборгованість за продукцію, товари, роботи, послуги 1125 1 467 824 2 182 

479 

Дебіторська заборгованість за розрахунками:    
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   за виданими авансами 1130 0 0 

   з бюджетом 1135 0 1 

   у тому числі з податку на прибуток 1136 0 0 

Інша поточна дебіторська заборгованість 1155 4 381 455 3 859 

491 

Поточні фінансові інвестиції 1160 0 0 

Гроші та їх еквіваленти 1165 921 054 642 802 

Витрати майбутніх періодів 1170 7 322 5 399 

Інші оборотні активи 1190 217 473 336 837 

Усього за розділом ІІ 1195 20 881 

053 
22 416 

054 

ІІІ. Необоротні активи, утримувані для продажу, та групи 

вибуття 
1200 21 0 

Баланс 1300 36 891 621 44 525 

391 

Пасив Код 
На початок 

року, тис.грн. 

На кінець 

року, 

тис.грн. 

І. Власний капітал    

Зареєстрований (пайовий) капітал 1400 158 610 158 610 

Капітал у дооцінках 1405 0 0 

Додатковий капітал 1410 0 0 

Резервний капітал 1415 0 0 

Нерозподілений прибуток (непокритий збиток) 1420 14 542 267 17 688 086 

Неоплачений капітал 1425 0 0 

Вилучений капітал 1430 0 0 

Усього за розділом І 1495 14 700 877 17 846 696 

ІІ. Довгострокові зобов’язання і забезпечення    

Відстрочені податкові зобов’язання 1500 0 0 

Довгострокові кредити банків 1510 2 008 688 4 142 910 

Інші довгострокові зобов’язання 1515 256 738 312 170 

Довгострокові забезпечення 1520 0 0 

Цільове фінансування 1525 0 0 

Усього за розділом ІІ 1595 2 265 426 4 455 080 

ІІІ. Поточні зобов’язання і забезпечення    

Короткострокові кредити банків 1600 0 0 

Поточна кредиторська заборгованість за:    
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  довгостроковими зобов’язаннями 1610 776 000 767 497 

  товари, роботи, послуги 1615 14 514 081 16 290 054 

  розрахунками з бюджетом 1620 273 257 326 833 

  у тому числі з податку на прибуток 1621 215 457 244 727 

  розрахунками зі страхування 1625 24 716 17 379 

  розрахунками з оплати праці 1630 160 208 137 988 

Поточні забезпечення 1660 509 245 539 038 

Доходи майбутніх періодів 1665 0 0 

Інші поточні зобов’язання 1690 3 667 811 4 144 753 

Усього за розділом ІІІ 1695 19 925 318 22 223 615 

ІV.Зобов’язання,  пов’язані з необоротними активами, 

утримуваними для продажу, та групами вибуття 
1700 0 0 

Баланс 1900 36 891 621 44 525 391 

 

 

ТОВ «ЕПІЦЕНТР-К»    

Фінансова звітність за рік, що закінчився 31 грудня 2019 року  

Баланс (Звіт про фінансовий стан) 

Форма №1 

Актив Код 

На початок 

року, тис.грн. 

На 

кінець 

року, 

тис.грн

. 

І.Необоротні активи    

Нематеріальні активи 1000 4 870 12 543 

  первісна вартість 1001 32 540 44 846 

  накопичена амортизація 1002 27 670 32 303 

Незавершені капітальні інвестиції 1005 1 500 430 1 869 

460 

Основні засоби 1010 8 568 122 12 304 

648 

  первісна вартість 1011 11 500 

250 
17 210 

534 

  знос 1012 2 932 128 4 905 

886 

  Інвестиційна нерухомість 1015 0 0 

  Довгострокові біологічні активи 1020 0 0 

  Довгострокові фінансові інвестиції: 

які обліковуються за методом участі в капіталі інших підприємств 
1030 0 0 

  Інші фінансові інвестиції 1035 1 750 200 1 755 

267 
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  Довгострокова дебіторська заборгованість 1040 0 0 

Відстрочені податкові активи 1045 0 68 629 

Інші необоротні активи 1090 0 0 

Усього за розділом 1 1095 11 823 

622  
16 010 

547 

ІІ. Оборотні активи    

Запаси 1100 13 250 

000 
13 885 

925 

Поточні біологічні активи 1110 0 0 

Дебіторська заборгованість за продукцію, товари, роботи, послуги 1125 770 000 1 467 

824 

Дебіторська заборгованість за розрахунками:    

   за виданими авансами 1130  0 

   з бюджетом 1135  0 

   у тому числі з податку на прибуток 1136  0 

Інша поточна дебіторська заборгованість 1155 3 320 100 4 381 

455 

Поточні фінансові інвестиції 1160  0 

Гроші та їх еквіваленти 1165 690 000 921 054 

Витрати майбутніх періодів 1170 2 800 7 322 

Інші оборотні активи 1190 270 000 217 473 

Усього за розділом ІІ 1195 18 302 

900 
20 881 

053 

ІІІ. Необоротні активи, утримувані для продажу, та групи 

вибуття 
1200 0 21 

Баланс 1300 30 126 522 36 891 

621 

 

 

Пасив Код На початок року, 

тис.грн. 
На кінець року, 

тис.грн. 

І. Власний капітал    

Зареєстрований (пайовий) капітал 1400 158 610 158 610 

Капітал у дооцінках 1405 0 0 

Додатковий капітал 1410 0 0 

Резервний капітал 1415 0 0 

Нерозподілений прибуток (непокритий збиток) 1420 12 300 000 14 542 267 

Неоплачений капітал 1425  0 
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Вилучений капітал 1430  0 

Усього за розділом І 1495 12458 610 14 700 877 

ІІ. Довгострокові зобов’язання і забезпечення    

Відстрочені податкові зобов’язання 1500 0 0 

Довгострокові кредити банків 1510 910 000 2 008 688 

Інші довгострокові зобов’язання 1515 0 256 738 

Довгострокові забезпечення 1520 0 0 

Цільове фінансування 1525 0 0 

Усього за розділом ІІ 1595 910 000 2 265 426 

ІІІ. Поточні зобов’язання і забезпечення    

Короткострокові кредити банків 1600 0 0 

Поточна кредиторська заборгованість за:    

  довгостроковими зобов’язаннями 1610 776 000 776 000 

  товари, роботи, послуги 1615 13 454 053 14 514 081 

  розрахунками з бюджетом 1620 180 545 273 257 

  у тому числі з податку на прибуток 1621 130 000 215 457 

  розрахунками зі страхування 1625 62528 24 716 

  розрахунками з оплати праці 1630 140 000 160 208 

Поточні забезпечення 1660 250 620 509 245 

Доходи майбутніх періодів 1665 0 0 

Інші поточні зобов’язання 1690 1891166 3 667 811 

Усього за розділом ІІІ 1695 16 754 912 19 925 318 

ІV.Зобов’язання,  пов’язані з необоротними активами, 

утримуваними для продажу, та групами вибуття 
1700  0 

Баланс 1900 30 126 522 36 891 621 

 

 

 

 

 

 

 

 

 

Звіт про фінансові результати  

(Звіт про сукупний дохід) 

за 2020 рік 
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Форма 2 

І.ФІНАНСОВІ РЕЗУЛЬТАТИ 

 

Стаття Код 
За звітний період, 

тис.грн. 

За аналогічний 

період 

попереднього 

року, тис.грн. 

Чистий дохід від реалізації продукції (товарів, робіт, 

послуг) 
2000 50 382 425 43 979 194 

Чисті зароблені страхові премії 2010 0 0 

Собівартість реалізованої продукції (товарів, робіт, 

послуг) 
2050 35 593 670 30 814 751 

Чисті понесені збитки за страховими виплатами 2070 0 0 

Валовий    

  прибуток 2090 14 788 755 13 164 443 

  збиток 2095 0 0 

Інші операційні доходи 2120 737 243 530 835 

Адміністративні витрати 2130 872 759 751 814 

Витрати на збут 2150 8 648 047 7 985 945 

Інші операційні витрати 2180 920 408 254 271 

Фінансовий результат від операційної діяльності    

  прибуток 2190 5 084 784 4 703 248 

  збиток 2195 0 0 

Дохід від участі в капіталі 2200 0 0 

Інші фінансові доходи 2220 211 555 3 851 

Інші доходи 2240 554 085 354 733 

Фінансові витрати 2250 295 646 250 094 

Втрати від участі в капіталі 2255 0 24 516 

Інші витрати 2270 1 438 592 363 438 

Фінансовий результат до оподаткування    

  прибуток 2290 4 116 186 4 423 784 

  збиток 2295 0 0 

Витрати (дохід) з податку на прибуток 2300 -944 982 -821 675 

Прибуток (збиток) від припиненої діяльності після 

оподаткування 
2305 0 0 

Чистий фінансовий результат    

прибуток 2350 3 171 204 3 602 109 

збиток 2355 0 0 
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ІІ. СУКУПНИЙ ДОХІД 

Дооцінка (уцінка) необоротних активів 2400 0 0 

Дооцінка (уцінка) фінансових інструментів 2405 0 0 

Накопичені курсові різниці 2410 0 0 

Частка іншого сукупного доходу асоційованих та спільних 

підприємств 
2415 0 0 

Інший сукупний дохід 2445 0 0 

Інший сукупний дохід до оподаткування 2450 0 0 

Податок на прибуток, пов’язаний з іншими сукупним 

доходом 
2455 0 0 

Інший сукупний дохід після оподаткування 2460 0 0 

Сукупний дохід (сума рядків 2350, 2355, 2460) 2465 3 171 204 3 602 109 

 

 

ІІІ. ЕЛЕМЕНТИ ОПЕРАЦІЙНИХ ВИТРАТ 

Матеріальні затрати 2500 1 254 935 887 499 

Витрати на оплату праці 2505 5 208 532 4 711 766 

Відрахування на соціальні заходи 2510 1 056 667 952 162 

Амортизація 2515 1 667 998 1 096 995 

Інші операційні витрати 2520 3 465 135 2 581 842 

Разом 2550 12 653 267 10 230 264 

 

IV. РОЗРАХУНОК ПОКАЗНИКІВ ПРИБУТКОВОСТІ АКЦІЙ 

Середньорічна кількість простих акцій 2600 0 0 

Скоригована середньорічна кількість простих акцій 2605 0 0 

Чистий прибуток (збиток) на одну просту акцію 2610 0 0 

Скоригований чистий прибуток (збиток) на одну 

просту акцію 
2615 0 0 

Дивіденди на одну просту акцію 2650 0 0 

 

 

Звіт про фінансові результати  

(Звіт про сукупний дохід) 

за 2019 рік 

Форма 2 

І.ФІНАНСОВІ РЕЗУЛЬТАТИ 

 

Стаття Код За звітний період,  

тис.грн. 
За аналогічний 

період 

попереднього 

року, тис.грн. 
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Чистий дохід від реалізації продукції (товарів, робіт, 

послуг) 
2000 43 979 194 41 400 220 

Чисті зароблені страхові премії 2010 0 0 

Собівартість реалізованої продукції (товарів, робіт, послуг) 2050 30 814 751 30 400 580 

Чисті понесені збитки за страховими виплатами 2070 0 0 

Валовий    

  прибуток 2090 13 164 443 10 999 640 

  збиток 2095 0  

Інші операційні доходи 2120 530 835 260 235 

Адміністративні витрати 2130 751 814 540 040 

Витрати на збут 2150 7 985 945 6 623 200 

Інші операційні витрати 2180 254 271 396373 

Фінансовий результат від операційної діяльності    

  прибуток 2190 4 703 248 3 700 262 

  збиток 2195 0 0  

Дохід від участі в капіталі 2200 0 0 

Інші фінансові доходи 2220 3 851 180 000 

Інші доходи 2240 354 733 52 000 

Фінансові витрати 2250 250 094 91 550 

Втрати від участі в капіталі 2255 24 516 0 

Інші витрати 2270 363 438 210 000 

Фінансовий результат до оподаткування    

  прибуток 2290 4 423 784 3630712 

  збиток 2295 0  

Витрати (дохід) з податку на прибуток 2300 -821 675 -670 000 

Прибуток (збиток) від припиненої діяльності після 

оподаткування 
2305 0  

Чистий фінансовий результат    

прибуток 2350 3 602 109 2 960 712 

збиток 2355 0 0 

 

 

 

 

ІІ. СУКУПНИЙ ДОХІД 

Дооцінка (уцінка) необоротних активів 2400 0 0 

Дооцінка (уцінка) фінансових інструментів 2405 0 0 
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Накопичені курсові різниці 2410 0 0 

Частка іншого сукупного доходу асоційованих та спільних 

підприємств 
2415 0 0 

Інший сукупний дохід 2445 0 0 

Інший сукупний дохід до оподаткування 2450 0 0 

Податок на прибуток, пов’язаний з іншими сукупним 

доходом 
2455 0 0 

Інший сукупний дохід після оподаткування 2460 0 0 

Сукупний дохід (сума рядків 2350, 2355, 2460) 2465 3 602 109 2 960 712 

 

 

ІІІ. ЕЛЕМЕНТИ ОПЕРАЦІЙНИХ ВИТРАТ 

Матеріальні затрати 2500 887 499 750 000 

Витрати на оплату праці 2505 4 711 766 3 950 230 

Відрахування на соціальні заходи 2510 952 162 805 124 

Амортизація 2515 1 096 995 602 365 

Інші операційні витрати 2520 2 581 842 1 806 236 

Разом 2550 10 230 264 7 913 955 

 

 

IV. РОЗРАХУНОК ПОКАЗНИКІВ ПРИБУТКОВОСТІ АКЦІЙ 

Середньорічна кількість простих акцій 2600 0 0 

Скоригована середньорічна кількість простих акцій 2605 0 0 

Чистий прибуток (збиток) на одну просту акцію 2610 0 0 

Скоригований чистий прибуток (збиток) на одну просту 

акцію 
2615 0 0 

Дивіденди на одну просту акцію 2650 0 0 
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APPENDICES B 

Довідка по товару УКТЗЕД 
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