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Abstract: The open and sincere orientation for solving client’s problems represents the key  
with the help of which the marketing opens the gate of success. In order to have success in  
attracting the consumers, the logical starting point for the enterprise is to identify what the 
clients desire and than to satisfy these requests with goods which have a high use value. For  
insuring the attractiveness of the goods placed on market, also need to be provided the other  
components  which  accompany  the  product.  There  are  necessary  promoting  activities,  
distribution activities, also activities of maintaining the quality during the whole path from the  
manufacturer to the final consumer. 
One of the factors which forms and contributes to the effective promotion of the product on  
market  are  the  consummative  properties.  The  consummative  properties  constitute  the 
landmark for goods’  marketing.  The consummative properties  characterize the efficacy of  
using  the  product,  as  an  object:  of  consume,  of  social  and  cultural  value,  of  practical  
utilization  and  aesthetic  development,  of  ergonomic  and inoffensive  requests  both for  the  
consumer and for the environment. For the consumer there are also important those specific  
properties of the product as consumer’s object, which precise the consummative properties  
and its quality.
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Introduction
The point of saturation level which was reached by some groups of goods and products, especially 
cosmetic products, which is one of the problems with which is being confronting the actual consumer. 
This problem has two sides: the first side creates difficulties in the process of taking the decision of 
purchase and the second side is worsening the concurrence situation, here the consumer has a more 
varied palette of products for choosing. Because of this cause, the requests regarding the quality, the 
insurance and inoffensiveness of the products has been increasing, especially for cosmetic products 
dedicated to the children. 

For  studying  the consummative  properties  of  the  shampoos destined for children,  as an object  of 
research has  been  taken  five  types  of  shampoos  for  children,  produced  by Joint  Stock  Company 
“Viorica-Cosmetic”. The researches took part in the expertise laboratory of non-alimentary goods of 
the Department  of merchandising, expertise and marketing of products of Cooperative-commercial 
University of Moldova. To the process of testing the shampoos there have participated 12 mothers 
with 16 children between the ages of 0,6 months till 6 years. 

Open and sincere orientation to solving the problems of customer is the key the marketing opens the 
gate  to  success.  In  business  there  are  only  two  ways  to  create  and  sustain  long-term  superior 
performance:  an exceptional customer care and a constant  innovation. A company that  adopts the 
concept  of  marketing  as  philosophy sees  in  the  client  the  main  ruling  force  behind  his  activity, 
considering that the business can resist only if business meets his needs. 

1. The Promotion of the Product
In the market economy, the buyers can choose what, when and where to buy or whether or not to buy a 
product [10]. Thus, in order to be successful in attracting customers, the logical starting point for the 
company is to identify what they want and then to meet these requirements with goods that have a 
rather higher usage. 
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The usage is a complex notion, which has a technical, economic, socio-human meaning, all of which 
are reported to the needs of the society. The products with high using values have the capacity to meet 
consumers' needs as much as possible.

The products possess the specific characteristics which determine their destination and commercial 
properties for which they are purchased and used (eaten). Goods as a result of the work, in addition to 
the physical, mechanical, chemical properties have consumable properties, which makes it known on 
the market and can be distinguished from the range of similar products. 

To ensure the attractiveness of the product on the market, there must be foreseen other components 
that  accompany the product.  There are needed promotional activities,  distribution, maintaining the 
quality of the entire path from the producer to the final consumer. 

The objectives of the strategy for promoting the cosmetics refer to [3, 68]:
- Informing the consumer about the company, about the type of products, etc.; 
- Providing information about: the product, its properties: the advantage of using; 
- Consumer satisfaction for the benefit of the product compared to similar products; 
- Formation of usage motivation; 
- Encouraging customers to buy products from a certain brand; 
- Ensure trust in quality, reliability, relevance, and other properties of the product etc.

One of the factors which form and contribute to the effective promotion of the product on the market 
are the consummative properties. They will constitute the reference for the marketing of goods. 

Consummative properties denote the effectiveness of using the properties of the product, as its object: 
of  consumption,  of  social  and cultural  values,  of  practical  and  aesthetic completion of ergonomic 
requirements and safety for the consumer and environment. 

For the consumer, of importance is consumption, which specifies the consummative properties and its 
quality.

Consummative properties are manifested in the process of consumption or use, but the social value 
depends on those needs, for which group of users are satisfied. 

These  kind  of  consummative  properties are  conditioned  on  one  hand  by  the  techno-industrial, 
morphological, dimensional, constructive properties, but on the other hand, by consumers' type and 
character [2]. 

The saturation point reached by some groups of goods and in particular cosmetics is faced by today’s 
consumer. This problem has two sides: the first creates difficulties in the decision-making process of 
purchasing and the second with the introduction of tougher competitive situation the consumer has a 
wider range of product choice. Because of this there increased the requirements for quality, safety and 
safety production and particularly for cosmetic products intended for children. 

Cleaning  and  skin  care  of  infants,  of  the  child  and  teenager  has  experienced  a  change  of  direct 
modification linked directly with the level of culture and generous offer of the market for cosmetic 
products. If until recently the mother took care of the new-born baby with laundry soap and food oil, 
the modern woman just from the first days of the infant uses the shampoo, soap, lotions, creams and 
powders designed for this age. The daily bath reflects the love and caring of parents towards child's 
health.  Parents  want  to  buy the  best  and the  safest  products for  their  child.  Research into child's 
cosmetology has broadened the assortment of offered products. 

The  shampoo  has  its  role  to  cleanse  the  hair  from  natural  fat  (sebum),  fragments  of  cheratina 
(dandruff) and from previously applied cosmetics residues. The shampoo for kids does not have to 
irritate the eyes, because the formula should include non-irritant ingredients for eyes and mucous (as 
alkyl sulfate ester surfactants), detoxifying agents, resins and salts for viscosity so that the shampoo 
can be easily applied without the risk of drain in the eyes, additives for preservation during the validity 
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in order to prevent contamination and degradation of the nominal owners, perfume and colouring to 
make the product more attractive. Baby shampoos are usually transparent. Special ingredients useful 
in Seborrhea Dermatitis, like tar, salicylic acid, selenium sylphlike, zinc pirition or other fashionable 
cosmetic additives can be added only to shampoos for teens and adults. The adverse effects are rare 
because the shampoos are diluted and applied in limited time. The dryness of the hair is due to the lack 
of fat additive in the shampoo (conditioner). Parents often leave their children to play in the bath too 
long, and genital mucous membranes may be irritated by contacting with surfactants in shampoo. Due 
to inappropriate use of a shampoo there may appear contact urinary or iritative Dermatitis [11].

Unfortunately parents do not have special literature about cosmetic products intended for children. In 
most  cases  the  only source  of  advertising  information  are  advertising  brochures  and  annotations. 
Cosmetic care of children culture is developing. Nowadays parents are limited to cosmetic use for new 
born like cosmetic crèmes against nappy arithema, shampoos and oils for massage. 

The qualities of a shampoo are not limited to a simple  cleaning; washing the hair must be beautiful, 
brilliant, soft to the touch, slim, easy styling, volume etc. There are also several situations depending 
on the nature of hair (dry, oily, normal), diseases of the scalp (dandruff, seborrhea Dermatitis, and 
psoriasis), hygiene habits, age, season, style of life which requires a special shampoo. [2]

2. Study Regarding the Local Product’s Strategies and Promotion
That is why the study of consummative properties of local production for children is very actual and 
important as a point in the development of product's strategies and promotion. 

Cosmetics for kids in total volume of marketed cosmetics by JSC Viorica Cosmetic hold a modest 
rate-10.5%. This group of products does not currently constitute one of the target segments of the 
enterprise. But at the same time we cannot talk about the lack of attention from the enterprise, since 
even from the first year of its activity, the enterprise has produced two types of shampoos "Victoraş" 
and "Victoriţa".

To study the consummative properties of shampoos for children, as a research object there have been 
taken: "Princess" shampoo 150 ml,  "Prinz" shampoo 150 ml,  "shampoo" Victoraş 190 ml,500 ml, 
shampoo "Victoriţa" 190 ml, 500 ml, shampoo "Alunel" 185 ml, shampoo "Hi-Hi" 150 ml. 

The purpose of the research was to assess the indices of consummative properties in order to establish 
the strategies of promotion.

Researches took place in the laboratory of non-food goods, of the Chair of Science of Commodities, 
Expertise and Marketing of goods at Trade Co-operative University of Moldova. The researches were 
carried out in two directions: evaluation of consummative properties indexes and testing of shampoos 
with the participation of 12 mothers with 16 children aged from 6 months to 6 years. The shampoos 
have been researched by the following indicators: research of the package; research of the product; the 
degree of tolerance of the scalp; the condition of the hair after washing; physical-chemical research. 

1.  Packaging  research.  Use  of  GOST  R-89  Cosmetic  goods  28303.  Packaging,  marking, 
transportation and storing [5]. The research was carried out in three directions: a-information on the 
packaging; b-convenience package; c-the attractiveness of packaging. 

According to SM-197 "Information for consumers of non-food products" the marking must contain 15 
compulsory elements for every product.  On the packaging of  investigated samples all the marking 
elements were present. 

The visibility of the information on the pack is influenced by the size and colour of signs, the number 
of primary and complementary colours, the way of its combining, the texture of fund and the level of 
used fund. 

Cosmetic products intended for children aged up to three years is characterized by a design that uses 
as  packaging  toys  forms  of  styling.  Despite  a  rather  wide  assortment,  children  do  not  use  these 
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products  for  themselves.  The  packaging  for  this  group  of  products  must  take  into  account  the 
convenience and safety for mothers. Do not use glass, small details that young children would like to 
place in the mouth. 

At least by three significant peculiarities there should be characterized the bottle for the shampoo: to 
be handled in one hand; the system type to be used must eject the product directly on the skin of the 
child, without forming foam in hands; consummative properties should be improved because of the 
use of a surface exposed to wield with safe packaging. [1] 

After  the  research  of  baby shampoos  I  noticed  the  following:  product  type,  name,  destination  is 
highlighted clearly and visibly enough, while the rest of the information is hard to be read because the 
signs were very small. This phenomenon may be explained by the fact that on a limited package are 
there  is  the  need to  present  the  entire  information about  the  product.  But  at  the  same time,  it  is 
necessary to mention that on the packaging of "Princess" shampoo, the purple background and black 
text color of information causes difficulties for consumers in familiarizing with information.

The research and evaluation of packaging involved a very important indicator as a convenience in use. 
The people were not satisfied by the packaging of "Victoraş" and "Victoriţa" shampoos because they 
were equipped with plate dispensers with threaded lid. Shampoos from this series were developed in 
2001, so the shape of the container and the lid is old. 

All samples of shampoos for children which were tested, had a lack of information about the age of 
the child. 

The majority of  companies  producing cosmetics  for  children produce for  children older than two 
years. We believe that these companies are afraid to take responsibility, because cosmetics for children 
less than two years is much more strictly supervised clinically, when cosmetics for children older than 
two years do not differ much from that for adults.

2.  Product  research  involves  investigation  of  organoleptic  layout,  colour  and  consistency  in 
accordance with  GOST R 29188.  0-91 "Perfumed-cosmetics  goods".  Acceptance sampling  Rules, 
organoleptic test methods. [6] 

The  determination  of  the  aspect,  colour  and  homogeneity  of  the  product.  These  indices  are 
characterized as having the appearance of gelatin substances, the colour of the corresponding product. 
Deviations were not observed. Determination of odor. The imposed requirements to consummative 
properties and functional properties introduced changes in the character of adoring the shampoos. The 
initial significance of the adoring was completed with such functions as: flavouring, maintaining the 
hair smell for a longer period and individualizing each type of shampoo smell. 

The smell of most shampoos influences their appreciation and purchase. Also, odoring is a distinctive 
feature  of  shampoos,  which  can  serve  as  a  means  of  highlighting  from the  crowd  of  analogue 
shampoos or the enterprise can use it for a line of shampoos assortment. 

For shampoos  odorant substances depend on the type of smell which are very varied. The general 
trend is characterized by the predominance of natural floral notes-grass, fruits, with smell of grass or 
freshness. The popularity of certain types of changes on a regular basis. Now in odorizing shampoos 
for children there prevails the smell of flowers, fruits, caramel, honey etc.

The smell was determined based on coded samples. The type of smell was easily determined and was 
well pronounced. 

3. The degree of scalp's tolerance - the purpose of the research was to detect adverse reactions such as: 
effects of prurita, drying skin, dandruff, unpleasant sensations. Due to the fact that the child's skin has 
different properties and characteristics, so it is necessary to use shampoos specifically to the age of the 
child. For example: the newborn's skin is soft, supple, pink-red, lacks pigment and covered unevenly 
with soft fat (vernix caseosa). The hair of the child who was born is replaced by a more vigorous and 
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seems more  harshly.  Although the  skin of  newborn has  a  weak acid pH of  4.5  to  5.6,  so called 
"protective acid mantle", microbial colonization begins immediately after the birth in the head and 
spreads all over the body. The germs which are most often met are stafilococul coagulazonegativ and 
steptococul nehemolitic. Infant skin is very delicate and sensitive to external stress and environmental 
factors. In the childhood there appear congenital dermatosis, nevii or moles, but under the influence of 
environmental  factors,  of  joint  habitat  kindergartens,  lack  of  hygiene,  internal  unrest  or  due  to 
gastrointestinal or endocrine deviations there often appear often appear parazitoze, pyoderma, mycosis 
and other dermatosis. 

Teenaging brings development of genitals and changes associated with secondary sexual characters: 
increasing of the sebaceous secretion, changing pilozities. In puberty there appear acnes, appear most 
moles and at the level of sweat glands there may be produced infections (hidrosadenita). [11] 

All the studied products had the marking of dermatologically tested and none of the adverse reactions 
were mentioned. 

4. The condition of the hair after washing – is assured by additives introduced in the composition of 
shampoos to achieve the following objectives:

- remove hair static electrisation; 
- levelling and kerning of portions of damaged hair; 
- easy combing of wet and dry hair; 
- getting a shiny and silky hair; 
- ensuring the protection from thermal and mechanical actions; 
- moisturize the hair; 
- formation of the volume and mass of hair; 
- regeneration of damaged hair, etc.

These substances will refer to various oils, fatty alcohols, esters, compounds of glycols and humidants 
and derivatives of proteins. In shampoos with fluid and creamy consistency: lanoline, soluble lanolin 
oil  and  soluble  derivatives  of  lanoline.  An important  component  is  the  acrylic  copolymer,  which 
ensures easy combing of wet hair and neutralizes static electrisation. 

During  the  practical  research  the  people  alone  appreciated  their  children  hair  after  washing. The 
condition of the hair after washing was determined according to the following criteria: feeling hair 
volume, hair flexibility, combing, fluffiness, gloss, removal of static electrisation of hair, persistence 
of  smell  (hours).  The opinions  of  people  were  shown in the  Card-questionnaire  for  each type  of 
shampoo (Table 1). 

Table no 1
The results of consumers’ opinions about children shampoo

Indices
Shampoo 
Princess  

50 ml

Shampoo
Lunch 
150 ml

Shampoo
Victoraş
190 ml,  
500 ml

Shampoo
Victoriţa
190 ml,  
500 ml

Shampoo 
Alunel  
185 ml.

Shampoo
„Hi-Hi”
150 ml

1.  The  volume  of  information  placed 
don the packaging

8,8 7,8 8,2 8,2 9,9 6,5

2. Convenience of packaging 7,8 8,9 5,4 5,4 8,7 7,1
3. Attractiveness of packaging 8,2 8,8 8,3 8,3 100 8,6
4. Visibility of information 6,1 6,2 5,9 5,9 9,0 5,4
5. Readability of information 5,9 6,0 5,7 5,7 7,5 4,3
6. Characteristics of product’s aspect 8,7 8,9 9,1 9,1 7,6 9,2
7. Characteristics of product’s colour 9,9 9,7 9,8 9,8 9,2 9,8
8. Homogeneity 9.9 9,8 9,9 9,9 8,2 9,9
9. Capacity of foaming 9,1 8,9 8,7 8,7 6,4 8,6
10. Degree of skins’ tolerance 100 100 100 100 8,3 100
11. Feeling of hair’s volume 9,6 9,4 9,0 9,5 5,9 9,2
12. Flexibility of hair at combing 7,9 7,7 7,5 7,5 5,7 7,3
13. Fluffiness 8,2 7,9 7,6 7,6 9,1 8,1
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Indices
Shampoo 
Princess  

50 ml

Shampoo
Lunch 
150 ml

Shampoo
Victoraş
190 ml,  
500 ml

Shampoo
Victoriţa
190 ml,  
500 ml

Shampoo 
Alunel  
185 ml.

Shampoo
„Hi-Hi”
150 ml

14. Removing of static electrisation 9,4 9,6 9,2 9,2 9,8 9,2
15. Smell persistency 7,7 8,1 7,5 7,6 9,9 8,3
16. Easiness to arrange the hair 7,3 6,9 7,0 7,0 9,7 7,5
Total 13,46 13,48 12,62 12,66 12,77 13,15

After the testing, seven probators have noted that in the nearest future they will buy shampoo "Hi-Hi", 
"Princess" and "Lunch" because these types have accumulated most points from the convenience of 
packaging and complex index of hair after washing. 

By physical-chemical research there were determined the following indicators: pH, foaming, content 
of dried substance and stability of foam. Determining the рН index. 

It  is known that  the normal  index of the pH of the skin is  approximately 5.5.  But  there are also 
contrary opinions. The surface of the skin is made up of keratinocyte  cells,  which then turns into 
corneocyte and then die, taking out from the surface of the skin. Namely the acidity of corneocyte 
cells corresponds to pH 5.5. 

The action of the products including shampoos and cosmetics for children is directed to the nutrition 
of keratinocyte cells but not to corneocyte cells more because this layer constitutes less than 1% of the 
total thickness of the skin. Below this layer is the living cells, which normally works only in neutral 
environment, when the pH is close to 7,0 [4, 29] 

As an argument for this theory there can serve that from the thousands of culture for animal cells is not 
the one with the lowest pH than 6.7. If the pH is lower then the cell division occurs hardly diminishing 
the speed of synthesis of proteins and nucleic acids [4, 29]. 

Regardless of the views (for and against) the normal pH in the new shampoos, we determined the pH 
shown on package index. PH index was determined in an aqueous solution with a mass of 20% of the 
product [7].

The foaming ability and stability of foam. According to GOST R 52345-2005 Р Cosmetic, hygiene, 
cleaning products. General technical conditions, foaming capacity will be not less than 100 mm and 
the stability of foam not less than 0,8 [9]. 

At  the  moment  there  are  no longer  appropriate  requirements  relating  to  the  formation  of  a  large 
capacity  of  foam shampoos,  the  main  thing  is  that  foam is  formed  to  have  a  good capacity  for 
removing. But still, in the perception of consumers, quality shampoos should form abundant foam, 
with creamy texture, fine dispersion, stable structure that does not allow sliding from the face. The last 
feature is very important for shampoos for children. 

The index of foaming capacity and stability of foam. As a result of the determinations it was proved to 
be according to the standard. The content of dry mass, as a result of determinations of the obtained 
indexes higher than 6,0%. (Table 2 [8]) 

Table no 2
The results of determining physical-chemical indexes

Analyzed indexes
Shampoo 

„Princess” 
150 ml

Shampoo 
„Lunch” 
150 ml

Şampon 
„Victoraş” 
190 ml, 500 

ml

Şampon 
„Victoriţa” 
190 ml, 500 

ml

Şampon 
„Alunel” 
185 ml.

Şampon 
„Hi-Hi” 

(Gălbenele)  
150 ml

pH Indexes 5,6 5,5 5,7 5,4 5,5 5,5
Level of foaming, mm 110 115 110 105 109 110
Foam stability 0,9 0,9 0,8 0,8 0,7 0,8
The content of dry mass, %

6,013 6,008 6,102 6,102 6,004 6,112
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Conclusions
As a result of assessing the consummative properties I mentioned the following: 

− Shampoos "Princess" and "Lunch", are relatively new on the market, it was noticed a special 
interest because of their marketing in association with the foam bath, Shampoo "Hi-Hi", is a new 
product, recently presented on the market,  it is marketed in an assortment  consisting of five 
varieties with the smell of Chamomile, mouse tail, Rosa canina, mint and Marigold, which give 
the consumers the option of choosing the shampoo depending on personal preferences;

− Shampoo "Alunel" with a new formula of the composition, the product was packed in traditional 
packaging of the enterprise, which positioned the product with a long life cycle;

− "Shampoos "Victoraş and "Victoriţa" – after all physical-chemical parameters, the products can 
successfully compete with the new shampoos,  but due to the new packaging it  is no longer 
attractive for consumers. 

In  the  strategy  of  promoting  the  children's  shampoos  produced  by  JSC  "Viorica-Cosmetic"  we 
recommend the following:

− to use the information about the consumable properties of analyzed products; 
− to organize advertising events of cosmetic products for children; 
− to distribute information leaflets not only to commercial enterprises, but also to pre-schools and 

schools to familiarize more consumers; 
− to expand the assortment of new cosmetics for babies, children and teenagers; 
− to modify packaging shampoos "Victoriţa", "Alunel" and "Victoraş"; 
− to indicate the age of the children for whom the shampoo is intended.
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