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Market overview
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Total market dynamic in values LC (UAH)

Total market has still double digit growth in local currency, but 
slowdown considerably after Y2013

Source: SMD Retail+Tender+Centralized purchases. (all categories) 

Purchase price w/o VAT 

YTD July 2018 market –

38 BLN UAH

Growth  +10%

Latest estimations

FY 2018 – 61 BLN UAH

Growth +11%
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Total market dynamic in values USD

The market reached only half of its previous size of Y2013. Real 
growth can be supported by the state participation.

Source: SMD Retail+Tender+Centralized purchases. Purchase price w/o VAT 

YTD July 2018 market –

1,5 BLN USD

Growth  +11%

Latest estimations

FY 2018 – 2,3 BLN USD

Growth +9%
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Total market dynamic in values LC (UAH)

Volume market performance is negative for all market categories. 
Medicines perform better in units.

Source: SMD Retail+Tender+Centralized purchases. Purchase price w/o VAT 

YTD July 2018 market –

0,7 BLN UNITS

Drop -7%

Medicines – 3%

Latest estimations

FY 2018 – 1,2 BLN UNITS

Drop -7%

Medicines – 4%
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Market stays out-of-pocket. 
Participation of the state increased considerably

Source: SMD Retail+Tender+Centralized purchases. Purchase price w/o VAT 

Growth of retail segment 

+10%

Growth in the state 

purchase segment +33%

Hospital
5%

MOH 
Distributio

n
9%

Regional 
tenders

0%

Retail
86%



7Local companies lead in volume (68%) and set top market positions.
Foreign dominate in value (68%) and shown better performance

Y2017 YTD 07/2018 CORPORATIONS EI

1 1 FARMAK 91

2 2 ARTERIUM 94

3 3 SANOFI 88

8 4 NOVARTIS 118

4 5 MENARINI GROUP 90

5 6 DARNITSA 86

6 7 ZDOROVJE GROUP 87

9 8 TEVA 108

11 9 YURIA-PHARM 117

10 10 BAYER HEALTHCARE 109

7 11 GLAXOSMITHKLINE 96

15 12 KRKA 108

13 13 KIEV VITAMIN FACTORY 97

16 14 KUSUM HEALTHCARE 110

14 15 SERVIER GROUP 94

Main trends:

 Growth of Rx and food 

supplements categories

 Slowdown of OTC 

 Local grow due to the price, 

foreign due to volume increase



8Reimbursement and NEML*  new challenges of the market

* NEML – National Essential Drug List
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Reimbursement 

still small, but 

grew from 2,07% 

to 2,8% in 1 year

NEML became  

obligatory since 

this year.

Share of NEML 

increased from 

50% to 74% in 

state purchases



9Pharma chains are strong stakeholder and sometimes dictate rules 
of play. Top 2 make 20% of all market turnover, followers still small

Группа компаний Бренди мереж

1е 

півр 

2018

1е півр 

2017
Доля 2018 Доля 2017

Аптека низьких цін

Магнолія, АНЦ, Копійка, 

Благодія 1 1 14,92% 14,11%

Сіріус-95 Бажаємо Здоров'я 2 2 8,77% 6,18%

Осан

Гамма 55, 911, 1а Соціальна 

Аптека 3 4 2,36% 2,21%

Фармастор АДД, Фартоп, Біокон 4 3 2,32% 2,31%

І.К.ВЕЛ Менго, І.К.ВЕЛ 5 8 2,07% 1,22%

Соломія-Сервіс Подорожник 6 6 1,73% 1,29%

РУАН РУАН 7 7 1,37% 1,23%

Конекс Конекс 8 11 1,25% 1,03%

Титан Титан 9 9 1,15% 1,16%

Мед-Сервіс Мед-Сервіс 10 5 1,10% 1,33%

Медфарм 3І, Аптека Довіри 11 17 1,05% 0,73%

Вітамін Вітамін 12 13 0,94% 0,88%

Український аптечний 

холдинг

Здравиця, Добрі Ліки, Київфарм, 

Наша аптека (а+) 13 12 0,93% 0,94%

Здорова Родина Здорова Родина 14 10 0,93% 0,56%

Маркет Універсал D.S., Ваша Аптека 15 16 0,93% 0,81%



10What will effect the further market growth?
Some ideas..

Demography: migration, aging

work migration of young and middle age population. Approximately 3 to 5 million during 2018.

They bring money back to the country, but they do not use medicines locally. This factor strongly effect the 

market growth 

Economy and Currency: fluctuation
Fluctuation in currency exchange rate will effect negatively purchasing power of population and market
growth

Internal and Geo politic aspect: Coming elections and undeclared war 

Instable geo-political situation, undeclared war in the East resulted to 16% of GDP loss (Cabinet of 

Ministers) and will effect to economic growth further.
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Category overview

Nootropic drugs
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Категория Ноотропы – 928 
млн гривен, рост +22%

2013Y 2014Y 2015Y 2016Y 2017Y 2018 MAT

БАДы занимают 4%

ОТС – 36%

Rx – 60%

В категории 311 SKU, 142 бренда

56% таблетированные формы

A Oral Solid 
Ordinary

56%

D Oral Liquid 
Ordinary

4%

F Parenteral 
Ordinary

39%

Q Nasal 
Topical

1%

117 производителей играют в 

категории ноотропов

Category at a glance
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2017Y/S

1

2018Y/

S1
Leading corporations, 1H 

2018

MM LC 

(UAH)
LC(%)

LC(+-

%)

Selected Mrkt 496 100,0% 16%

1 1 ARTERIUM 59 11,9% 3%

2 2 ACINO PHARMA AG 57 11,6% 33%

6 3 OLAYNFARM 29 5,8% 22%

29 4 BELMEDPREPARATI 27 5,5% 890%

5 5 FARMAK 25 5,1% 5%

3 6 GEROFARM OOO 25 5,0% -5%

4 7 TAKEDA 21 4,2% -16%

8 8 FERRER INTERNATIONAL 18 3,7% 10%

7 9 POLISAN 17 3,5% -1%

10 10 ACTAVIS 16 3,2% 34%

 Высокая концентрация

среди лидеров – Артериум

и Асино – 30% рынка

 Производители выходят с 

линейкой продуктов. 

Например Артериум 4 

бренда, Асино 3, Олайн 3, 

Белмед 3, Фармак 4

 Наилучший рост  Асино за 

счет Бифрена, Актавис

вернулся Фезам, 

Белмедпрепараты -

Церегин

Category at a glance  Manufacturers 



14Category at a glance  Brands

2017Y/S

1

2018Y/S

1
MM LC 

(UAH)
LC(%)

LC(+-

%)

Selected Mrkt 496 100% 16%

1 1 BIFREN 56 12,3% 35%

2 2 CERAXON 35 6,70% -5%

3 3 TIOCETAM 32 6,48% 5%

41 4 CEREGIN 27 6,09% 1371%

5 5 NEUROXON 26 5,85% 5%

4 6 CORTEXIN 24 5,07% -6%

6 7 NOOPHEN 23 4,63% 24%

7 8 CYTOFLAVIN 17 3,61% -1%

9 9 GLIATON 16 3,56% 8%

11 10 PHEZAM 16 2,84% 34%

Рост долей некоторых брендов 

3,54%

0,00%

6,91%

0,09%

9,80%

0,43%

11,34%

5,47%

0,00%

2,00%

4,00%

6,00%

8,00%

10,00%

12,00%

BIFREN CEREGIN
2015Y/S1 2016Y/S1 2017Y/S1 2018Y/S1



15Category at a glance  INNs vs brands

Доля в гривне 2016Y 2017Y 2018Y

ЦИТИКОЛИН 24,67% 22,70% 20,88%

ФЕНИБУТ 18,06% 19,48% 20,86%

ГИДРОЛИЗАТ МОЗГА КРУПНОГО 

РОГАТОГО СКОТА 6,48% 7,41% 10,94%

ХОЛИНА АЛЬФОСЦЕРАТ 7,47% 10,54% 10,71%

ПИРАЦЕТАМ+ТИОТРИАЗОЛИН 6,84% 7,05% 6,54%

ПИРАЦЕТАМ+ЦИННАРИЗИН 5,65% 5,02% 5,12%

ГИНКГО БИЛОБА 5,80% 5,31% 5,06%

ЯНТАРН.К-

ТА+ИНОЗИН+НИКОТИНАМИД+РИБОФЛА

ВИН 4,52% 3,59% 3,57%

ПИРАЦЕТАМ 5,26% 3,92% 3,21%

ГЛИЦИН 3,46% 3,30% 2,29%

ГОПАНТЕНОВАЯ К-ТА 2,37% 2,55% 2,26%

ГИДРОЛИЗАТ МОЗГА ЭМБРИОНОВ 

КРУПНОГО РОГАТОГО СКОТА 1,66% 1,67% 1,61%

ГАММА-АМИНОМАСЛЯНАЯ КИСЛОТА 0,50% 0,40% 0,35%

18,06%
19,48%

20,86%

15,00%

20,00%

25,00%

2016Y 2017Y 2018Y

2016Y 2017Y 2018Y

БИФРЕН 44,37% 55,02% 56,47%

НООФЕН 30,35% 24,19% 23,19%

НООБУТ IC 12,13% 10,13% 10,20%

ФЕНИБУТ 9,94% 8,73% 8,93%

КВАТТРЕКС 3,21% 1,93% 1,21%

44,37%
55,02% 56,47%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2016Y 2017Y 2018Y

БИФРЕН НООФЕН НООБУТ IC

ФЕНИБУТ КВАТТРЕКС



16Category at a glance  numeric distribution
Leader reached wonderful distribution vs competitors
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Leaders media 

activity
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29,4%

32%
FOR 29% PRICE IS 

THE KEY FACTOR IN 

CHOOSING DRUGS

Source: MMI Ukraine 2018/1+2018/2, TA: All 18-65, 50K+

BUT…
CONSUMERS MAKE CHOICE  AMONG THE 

BRAND WHICH THEY KNOW / HEAR

FROM….

PREVIOUS 

EXPERIENCE

DOCTOR’S 

RECOMMENDATIONS

PHARMACIST’S 

RECOMMENDATIONS

11,1%
13,3%

ADVICE OF 

ACQUAINTANCES

INTERNET 

RESOURCES

&

ADVERTISING
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Название оси

BIFREN

A

B

Since 2016 the category has grown by 1,6%*
Bifren showed 82%* volume increase, taking the leading position 
both in volume and in value

*Sales, pcs - H1 2018 vs H12016

** 2018 VS 2016

BIFREN 

#3 
PRICE 

BIFREN

CATEGORY

B

+38,5%

+11,7%

A +201,8%

-57,2%

-8,7%

+82%

+24,8%

BIFREN 

#1
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LATEST MEDIA ACTIVITY 
WAS IN 2014 

SALES

GROWTH*

*Sales, pcs - H1 2018 vs H12016

THE MAIN OPPORTUNITY FOR THE BRAND IS TO BE TOP OF MIND –
BRANDS NEED TO BE “ON AIR” ALL THE TIME

A B

ALWAYS “ON THE AIR”
LATEST MEDIA ACTIVITY 

WAS IN 2016 
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BIFREN

227K
162K

81K

2799 TRP – 227K pcs

H1 2018

TV Activity

Price

Distribution

TAKING INTO ACCOUNT THE CURRENT PRICE LEVEL 

AND DISTRIBUTION, BIFREN IN ADDITION SOLD 227K

PACKAGES DUE TO MEDIA ACTIVITY IN H1 2018

Source: SMD data, Communication Alliance, AdverTrack, 

Nielsen Ukraine, razom estimation. TA: All 18-54,50 K+
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Bifren: media communication

Media: TV
The only sedative that is working with category barriers. Has strong 

message and effective communication that helps Bifren to become a leader 

in category

Territory: Sedative effects without becoming a vegetable

Key message: «Calms nerves, stimulates memory and mental activity»

ToV: understanding, fun, supporting

Creative optimizations: Framing (woman in first seconds), Traditional 

story Arch, humorous component
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TV activity Digital Activity Sales, pcs

TENOTEN

5,5K
6,6K

15,3K

793 TRP – 5,5K pcs

Q4 2016

Media Activity

Price

Distribution

THE LACK OF ADVERTISING ACTIVITY IN CATEGORY 

DIRECTLY LEADS TO A DROP IN SALES

NNON-MEDIA 

ACTIVITY, 

DISTRIBUTION 

GROWTH

Source: SMD data, Communication Alliance, AdverTrack, 

Nielsen Ukraine, razom estimation. TA: All 18-54,50 K+
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Tenoten : media communication

Media: TV, Internet
Talk directly about problem with calmness. Promoted two categories of 

Tenoten: for children (helps them to concentrate on studying) and for adults 

(compared problems “with the head” and “inside the head”). Underline safety 

of Tenoten via promotion of children’s SKU .   

Territory: solution of those problems that you can not solve by yourself

Key message: «Order in the head»

ToV: calmness, critical, helpful, rescuer

Creative optimizations: Contrast, Framing (faces in first seconds), High 

start (the most interesting for viewer is in the beginning)

To improve: Digital video is the same as TV. There is no brand in first 

seconds, Heartbeat model will work better, cut forms will increase 

effectiveness
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Summary



EVEN IN HEALTH ISSUES, PROMO IS ONE OF THE KEY 

FACTORS OF BRAND CHOICES

PROMOTION PRICE
DOCTORS AND 

PHARMACISTS
Ave influence on sales 

18-35%
Important factor of choice 

for 29% 
Important factor of choice for 

37% 

Cheaper brands shown 

upward trends in sales in 

compare with more 

expensive competitors

Strong sales force service 

has higher influence to 

brand sales

Media support is one of the 

key factors for successful 

sales. Right advertising 

campaign helps to achieve 

main goals for brand 

$

MAIN INFLUENCE ON BRAND CHOICES:

OWN EXPERIENCE
Important factor of choice for 32% 

Source: TNS 2018/1+2, TA: 18-65, 50K+, razom analytics
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RESEARCH SYMPTOMS

ASK FRIENDS AND FAMILY

SYMPTOMS

CONSULT WITH 

DOCTOR

BUY MEDICATIONS 

THROUGH OWN 

EXPERIENCE OR 

ADVICE
CONSULT WITH 

PHARMACIST

ASK FRIENDS AND FAMILY 

ABOUT THE DOCTOR’S 

PRESCRIPTIONS

SEARCH INFORMATION AND 

MORE CHEAPER ANALOG IN 

THE INTERNET

BUY 

MEDICATIONS

CONSULT WITH 

PHARMACIST ABOUT THE 

DOCTOR’S 

PRESCRIPTIONS

PHARMACY CONSUMER JOURNEY

Criteria for which media support has influence. Patients often search information about symptoms or doctor’s prescriptions in the Internet. Also some 

consumer experience is formed under the influence of advertising

Discover | 

Awareness

POST-BUY 

EXPERIENCE

HEALTHY

Inspire, Explore Experience
Share, 

Advocate
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RESEARCH SYMPTOMS

ASK FRIENDS AND FAMILY

CONSULT WITH 

DOCTOR

BUY MEDICATIONS 

THROUGH OWN 

EXPERIENCE OR 

ADVICE
CONSULT WITH 

PHARMACIST

ASK FRIENDS AND FAMILY 

ABOUT THE DOCTOR’S 

PRESCRIPTIONS

SEARCH INFORMATION AND 

MORE CHEAPER ANALOG IN 

THE INTERNET

BUY 

MEDICATIONS

CONSULT WITH 

PHARMACIST ABOUT THE 

DOCTOR’S 

PRESCRIPTIONS

Criteria for which media support has influence. Patients often search information about symptoms or doctor’s prescriptions in the Internet. Also some consumer experience is 

formed under the influence of advertising

POST-BUY 

EXPERIENCE

Experience Share, AdvocateInspire, Explore
Discover | 

Awareness

SYMPTOMSHEALTHY Most campaigns in pharma are concentrated on 

this stage

We build awareness about medications,

but we do not accompany 

prospect further on the consumer

journey

PHARMACY CONSUMER JOURNEY
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TV drives consumers to the web across all brands

500%+
HIGHER SEARCH 
VOLUME IN FEW  
MINUTES AFTER  

TV SPOT

2018 | Google Trends | 2018/04/01 – 2018/04/30 | 100 Spots
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1. Add tagline for main 

TV ad

2. Max context on 

flight activity

3. Use TV Sync
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Now we do not cover effectively current demand, do not 

help our customers with product choosing and 

consumption

82% make any research 51% make Online research

49% compared

products/ prices/ futures

44% looked for 

opinions/ reviews/ advice 

24% discovered

relevant brands online

27% checked where  

to buy

Source: Consumer barometer, UA, Vitamins & OTC remedies 
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RESEARCH SYMPTOMS

ASK FRIENDS AND FAMILY

SYMPTOMS

CONSULT 

WITH 

DOCTOR

BUY MEDICATIONS 

THROUGH OWN 

EXPERIENCE OR 

ADVICE

CONSULT WITH 

PHARMACIST

ASK FRIENDS AND FAMILY 

ABOUT THE DOCTOR’S 

PRESCRIPTIONS

SEARCH INFORMATION AND 

MORE CHEAPER ANALOG IN 

THE INTERNET

BUY 

MEDICATIONS

CONSULT WITH 

PHARMACIST ABOUT 

THE DOCTOR’S 

PRESCRIPTIONS

Extra digital influence on experts

Criteria for which media support has influence. Patients often search information about symptoms or doctor’s prescriptions in the Internet. Also 

some consumer experience is formed under the influence of advertising

Discover | 

Awareness

POST-BUY 

EXPERIENCE

HEALTHY

Inspire, Explore Experience Share, Advocate

These experts are also 

influenced by online 

media, e.g.:

• Promoted expert content

• Ads on thematic resources 

• Searching for more 

information
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RESEARCH 

SYMPTOMS

ASK FRIENDS AND 

FAMILY

SYMPTOMS

CONSULT WITH 

DOCTOR

BUY MEDICATIONS 

THROUGH OWN 

EXPERIENCE OR 

ADVICE
CONSULT WITH 

PHARMACIST

ASK FRIENDS AND FAMILY 

ABOUT THE DOCTOR’S 

PRESCRIPTIONS

SEARCH INFORMATION 

AND MORE CHEAPER 

ANALOG IN THE INTERNET

BUY 

MEDICATIONS

CONSULT WITH 

PHARMACIST ABOUT THE 

DOCTOR’S 

PRESCRIPTIONS

MAIN MEDIA INFLUENCE ON PATIENT DESIGION

Criteria for which media support has influence. Patients often search information about symptoms or doctor’s prescriptions in the Internet. 

Also some consumer experience is formed under the influence of advertising

Discover | 

Awareness

POST-BUY 

EXPERIENCE

HEALTHY

Inspire, Explore Experience Share, Advocate

Offline Online Offline Online Offline Online

TV Internet, WOM WOM, InternetDirect deals Internet, WOM Direct deals, TV
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TV activity Digital Activity Sales, pcs

TENOTEN: TV+Digital shows higher effectiveness

Q4 2016

BRAND SHOWS HIGHER 

GROWTHS IN 4Q 2016 DUE 

TO ADDING DIGITAL IN MEDIA 

SPLIT 
TV attribution 12%

Digital attribution 6%

Resource: SMD data, Communication Alliance, AdverTrack, 

Nielsen Ukraine, razom estimation. TA: All 18-54,50 K+
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Multichannel 

communication 
TV+Internet planning with PC focused 

communication; adaptation of creatives for 

different media;

Digital educational 

projects
Videos/banners/landings with clear and simple 

message and mechanics that leads to 

understanding specifications of category/brand;

that explain TA about how to choose, consume, 

etc. our brand

Situational and content 

bound
It could be connection to weather or medicine 

articles, etc.

Conversion oriented 

tools as must
We must be present when they search specific 

information to be ToM

DIGITAL APPROACHES THAT YOU CAN USE FOR 

OLDER TAs, RATIONAL CONSUMERS 
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Multichannel communication
With adaptation of creatives for different media with Mobile focus

Digital special projects
Landings with involving mechanics, educational projects that 

explain TA about how to choose, consume, etc. our brand

Situational bound
It could be connection to weather or places like policlinics, etc.

Chat-bots
To involve more young TA, automate process of Q&A, help TA to 

consume correctly

Programmatic & 

3rd party data
Targeting on specific categories such as pregnant; opportunity to 

divide TA into categories and create for each category different 

creatives

TV Sync
To be present “on air” online when our competitors are on TV

DIGITAL APPROACHES THAT YOU CAN USE FOR 

YOUNGER TAs, EMOTIONAL CONSUMERS
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Thank you


