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Market of Baltic cosmetics
YANG Yan
Collage of Taiyuan Mingde, Taiyuan, Shanxi 030023, China
Abstract  This paper introduces us the development of cosmetics & toiletries industry in the Baltic States (Estonia, Latvia, and Lithuania) after
the hardest hit by the global financial crisis and its resulting recession. Baltic cosmetics have suffered locally but are thriving abroad. Although
there is international pressure which comes from the big international brand, Baltic States cosmetic firms have found success in selling organic
and natural products regionally.
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