
I NTRODUCTION  

The dermato-cosmetic industry is an interdisciplinary 
field at the intersection of cosmetology, clinical dermatol-
ogy and pharmaceutical research [1]. It brings together 
products designed for both aesthetic care and the improve-
ment of minor skin conditions, through scientifically vali-
dated active ingredients such as hyaluronic acid, ceramides 
or retinoids, and rigorous in vitro, in vivo and ex vivo test-
ing protocols (cosmeceuticals) [1,2]. This solid scientific 
foundation has favored the emergence of iconic brands 
(developed in collaboration with dermatologists) which 
occupy a distinct position on the border between cosmetic 
and medical products, thus enjoying high credibility 
among both consumers and healthcare professionals [3].  

Although legally classified as cosmetics according to EC 
Regulation no. 1223/2009, dermato-cosmetics occupy a 
distinct intermediate status (superior to conventional cos-
metics, but without having the legal quality of a drug) 
which gives them both flexibility in marketing strategies 
and the obligation of rigorous standards of testing and sci-
entific validation [4]. At organizational level, companies 
in the sector adopt an operating model close to the phar-
maceutical one, investing in research and development 
departments, partnerships with dermatologists, and emerg-

ing technologies such as biotechnology, neurocosmetics, 
epigenetics, and bioferments, in order to obtain innovative, 
effective and well-tolerated formulas [5].  

In the last decade, Romania has registered a sustained in-
crease in imports of dermato-cosmetic products, the mar-
ket being dominated by international brands present 
through pharmacy networks, dermatological clinics, and e-
commerce channels. At the same time, relevant local initi-
atives have emerged in the natural and artisanal cosmetics 
segment, developed by independent pharmacies and start-
ups oriented towards sustainability and local brand identity 
[6]. One of the main challenges of the dermato-cosmetics 
industry is compliance with the European regulatory 
framework, established by Regulation EC no. 1223/2009, 
which imposes rigorous standards regarding product safe-
ty, labeling, composition, and traceability [4].  

The contemporary consumer shows a growing demand for 
personalized products, adapted to the skin type, genetic 
profile, and individual microbiome, a demand to which the 
industry responds by integrating facial analysis algorithms, 
artificial intelligence and DNA testing into the recommen-
dation process [7–9]. 

The rise of contract manufacturing and digital expansion 
enabled many new players to enter the market, leading to 
market over saturation, where meaningful differentiation is 
becoming increasingly difficult [10]. Shorter product life 
cycles, driven by social trends and the accelerated pace of 
launches on digital platforms transform innovation from a 
competitive advantage into a fundamental condition for 
organizational survival [11,12].  
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Purpose and objectives  

This research aims to analyze the perception of the influ-
ence of leadership on the development and implementa-
tion of successful strategies in the management of dermato
-cosmetic products in Romania, by analyzing the respons-
es of industry representatives in relation to five specific 
objectives: identifying the predominant leadership styles, 
evaluating how they contribute to managing current mar-
ket challenges, analyzing the relationship between leader-
ship and the performance of marketing and sales strate-
gies, and determining the importance of ethical and sus-
tainable leadership in decision-making processes. 

 

M ATERIALS AND METHODS  

Study design  

The study is a quantitative-descriptive research, with ex-
ploratory elements, being carried out by applying a struc-
tured questionnaire addressed to people with commercial 
responsibility functions within companies operating in the 
cosmeceutical field in Romania.  
 

Research period  

Data collection was carried out between March and May 
2025.  
 

Data collection  

The tool used for data collection was an online question-
naire [23], built in the Google Forms platform, designed 
based on the research objectives. The online format was 
preferred to allow accessibility, rapid distribution and au-
tomatic centralization of responses. The form consisted of 
23 closed and semi-open questions, grouped into the fol-
lowing sections:  

• Socio-professional data (function, experience, type of 
company);  

• Perception of current leadership in the organization;  

• Commercial strategies used;  

• Impact of leadership on motivation, innovation and 
performance;  

• The importance of sustainability and ethical values in 
managerial decisions.  

 

Participants were selected based on the criterion of rele-
vant experience in the field, being contacted via email or 
professional networks (business platforms, industry asso-
ciations, LinkedIn).  
 

Research method  

The research was based on the questionnaire method as a 
quantitative survey instrument. It was applied anonymous-
ly, to ensure the objectivity and honesty of the responses 
and to protect the professional identity of the respondents. 
  

The sample  

Responses were recorded from 72 different people, in-
cluding: regional/zonal managers, medical or sales  

Sustainability has become a strategic priority for the der-
matological-cosmetics industry, with companies adopting 
specific actions such as packaging design, eliminating in-
gredients with high ecological impact and implementing 
sustainability audits along the production chain [13–15]. 
At the same time, climate change directly influences cos-
tumer behavior, increased UV exposure, urban pollution 
and seasonal instability are all generating increased de-
mand for products containing antioxidants, anti-pollution 
filters, and products labeled with a protection factor 
[16,17].  

Over-promises and discrepancies between marketing com-
munications and actual results have generated increased 
skepticism among consumers, who are now demanding 
public scientific validation and compliance with rigorous 
ethical standards [18].  

Dermato-cosmetic marketing is a complex strategic ap-
proach that combines evidence-based communication with 
medical education and digital personalization, simultane-
ously responding to the needs of healthcare professionals, 
end consumers, and the distribution chain. Traditional 
channels — dermatology congresses, pharmaceutical train-
ing, and specialist publications — coexist with advanced 
digital strategies, such as influencer marketing, artificial 
intelligence for personalized recommendations, and user-
generated content, thus strengthening the credibility and 
visibility of brands [19–21]. The European regulatory 
framework, established by Regulation 655/2013, imposes 
clear restrictions on efficacy claims and prohibits any sug-
gestion of a medicinal effect that is not clinically docu-
mented, which obliges marketing departments to collabo-
rate closely with legal and medical teams [4].  

In a sector characterized by high volatility, strict regula-
tions and increasing competitive pressures, leadership is a 
key factor in organizational performance, going beyond the 
traditional administration to become a driver of innovation, 
strategic cohesion, and social responsibility [22,23].  

Transformational leadership proves to be particularly rele-
vant where innovation constitutes an essential vector of 
competitive differentiation. Studies demonstrate that or-
ganizations promoting R&D team autonomy and a culture 
of continuous learning generate products with a signifi-
cantly higher rate of success and market retention [24]. In 
parallel, organizational agility — understood as the ability 
to quickly reconfigure strategic priorities, to reduce the 
cycle from concept to launch and to integrate market feed-
back in real time — becomes an essential condition for 
survival [25].  

The ethical dimension of leadership takes on particular 
importance in an industry directly connected to consumer 
health, with responsible leaders assuming transparency 
regarding the origin of ingredients, combating greenwash-
ing, and respecting the principles of inclusion in clinical 
testing [18,26]. At the same time, developing human capi-
tal—through values-based recruitment, continuous train-
ing, and building a participatory organizational culture—
represents a strategic responsibility of the leader, as coher-
ence between research, marketing, regulatory, and sales 
teams is the foundation for the sustainable success of any 

dermato-cosmetic brand [27–30]. 
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representatives, brand or market-
ing coordinators and other rele-
vant functions (regulatory affairs, 
training, R&D). The sample can-
not be considered statistically 
representative of the entire indus-
try, but it provides a solid basis 
for analyzing the prevailing per-
ceptions and trends in the sector.  
 

Data Analysis  

The collected data were analyzed 
using the form, exported to a 
Google Sheets document and 
subsequently downloaded and 
processed in the Microsoft Excel 
application. Descriptive statisti-
cal analyses were used for the 
following:  

• frequency and percentage 
distribution;  

• mean scores on items using 
Likert scales;  

• correlations between certain 
variables;  

• comparative analyses be-
tween certain categories of 
respondents. 

 

R ESULTS  

Demographic analysis of 
the group  

The distribution of respondents 
by gender was as follows: 47 
(65.28%) women and 25 
(34.72%) men. We analyzed the 
distribution of respondents by 
age groups: 18-25 years, 26-25 
years, 36-45 years, 46-55 years 
and over 55 years. The majority 
of respondents (42%) were in the 
26-35 age group (Figure 1). 

The distribution of respondents according to their position 
in the company was presented in Table 1 and is as follows: 
32% were medical/sales representatives. 31% were brand 
managers, 18% were regional managers and the remaining 
19% reported holding another position.  

25 of the respondents reported working in multinationals, 
24 in start-ups and 23 in companies with Romanian capi-
tal. As can be seen from this point of view, the distribution 
was approximately uniform. The experience of the re-
spondents was analyzed in terms of length of work in this 
field. Thus, the majority of 29% reported working in the 
industry for more than 7 years, while 21% have been 
working for less than a year (Figure 2). 

86% of them (62) operate in Romania and the other 14% 
(10) operate for the international market. Of those operat-
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ing in Romania: 35% operate nationally, 29% only in Bu-
charest, 23% only in the Center/North-West region and 
13% in the South/South-East region.  
 

Analysis of the perception of leadership style  

The respondents' perception of the leadership styles in the 
teams they are part of is as follows (Figure 3): most 
(29.2%) consider that the leadership they are dealing with 
is laissez-faire and 27.8% consider that their leaders exer-
cise transformational leadership. 22.2% consider that the 
leadership in their teams is participative and 20.8% con-
sider that their leaders are autocratic. 

Respondents rated leadership effectiveness on a Likert-
type scale from 1 (very poor) to 5 (excellent) as 
shown in the graph below (Figure 4). The  

 

Figure. 1 Distribution of respondents by age group 

 sales representa-
tives 

brand managers regional man-
agers 

other posi-
tions 

Number of 
respondents 

23 22 13 14 

Table 1. Distribution of respondents according to their position in the companies 
where they work 

Figure 2. Distribution of respondents according to experience in the field 
expressed as years of experience in this field 



overall mean score is 2.94, which is below the threshold of 
3, considered “good” or “acceptable”. In particular, the 
association of this perception with the predominance of the 
laissez-faire style may indicate the need for more active 
involvement from leaders, as well as a more clearly de-

fined vision and strategic direction. 

Results on commercial strate-
gies, communication and ethics 
in the organization  

The most frequently mentioned 
differentiation strategies were 
(Figure 5): competitive price – 
31% of respondents, product port-
folio innovation – 24% of re-
spondents, medical promotion 
network – 15% of respondents, 
perceived product quality – 12% 
of respondents and other promo-
tion strategies (e.g. sustainability 
statements, digital communica-
tion) – 18% of respondents. The 
results suggest that price contin-
ues to play a dominant role in 
commercial strategy, especially in 
competition with international 
brands or generic products. A sig-
nificant part of respondents also 
identified innovation and the pro-
fessional relationship with derma-
tologists as essential pillars for 
differentiation – which is in line 
with global industry trends 

When asked to what extent their 
organization adapts commercial 
strategies based on market feed-
back (Figure 6), 30.6% of re-
spondents said that this always 
happens, 13.9% – frequently, 
31.9% – sometimes and 23.6% 
believe that this never happens, 
results that suggest a fragmenta-
tion of the organizational culture 
regarding responsiveness to 
change. Less than half perceive the 
organization as having a good ca-
pacity for adaptation, and, natural-
ly, more than half report a low, 
inconsistent or absent level of stra-
tegic response, which can reduce 
the agility of the decision-making 
process and the ability to adjust 
products or campaigns in relation 
to consumer requirements. 

When asked about internal com-
munication: excellent, 29.2% con-
sider it excellent, 20.8% – accepta-
ble, and at the opposite pole, 
26.4% consider team communica-
tion weak and non-existent – 
23.6%, data that indicate a lack of 
coherence in vertical communica-

tion and in the integration of team feedback into the deci-
sion-making process. Over half of the respondents per-
ceive communication as deficient or non-existent.  

Figure 7 highlights the respondents' perception of leader-
ship involvement in supporting digital marketing strate-
gies. Approximately 25–30% of respondents indicate  24 
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Figure 3. Distribution of respondents' perceptions about the type of lea-
dership in the teams they are part of 

Figure 4. Respondents' score on perceived leadership effectiveness 

Figure 5. Commercial strategies addressed in the teams of which the res-
pondents are part 
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the existence of constant support for digital initiatives, 
which suggests that the digitalization process is still in a 
stage of strategic consolidation. At the same time, most 
respondents perceive partial, reduced or non-existent sup-
port, the "Weak" category reflecting a minimal level of 
involvement in the development of digital initiatives with-
in some organizations. This result highlights the fact that, 
despite the acceleration of digital transformation in the 
dermato-cosmetic sector, leadership does not yet uniformly 
prioritize the digital component, which may affect the visi-
bility and competitiveness of brands. 

On the last question regarding the ethical dimension of 
leadership: over half of the respondents consider ethics to 
be “very important” (25%) or “important” (27.8%) in the 
decision-making process. However, approximately 15.3% 
of respondents rate ethics as not very important and 31.9% 
consider it irrelevant to their work – results that could re-
flect the lack of explicit policies or real practices that sup-
port sustainability, inclusion or transparency. Correlation 
between professional experience and perception of leader-
ship effectiveness We analyzed the relationship between 
professional experience (expressed in years of activity in 
the field) and the score given on leadership effectiveness, 
using the Pearson correlation coefficient. The calculated 
correlation coefficient was r = -0.038, which indicates a 
very weak and negative, but statistically insignificant 

(p>0.05) correlation between the 
two variables. This suggests that 
the level of experience of the 
respondents does not influence 
the perception of leadership ef-
fectiveness. Both newer employ-
ees and those with over 7 years of 
experience evaluated leadership 
independently of their seniority 
in the industry.  

 

D ISCUSSIONS  

Our study obtained, after 
applying the questionnaire to a 
group of 72 professionals from 

the cosmeceutical industry in Ro-
mania, a complex but heterogene-
ous picture of how leadership and 
its effectiveness are perceived in 
the management process in this 
industry. Laissez-faire leadership 
is the most frequently encountered 
style in the companies in the 
group (29.2%), followed by trans-
formational (27.8%) and partici-
pative (22.2%). Although of these, 
transformational and participative 
styles have been associated in the 
literature with organizational per-
formance, innovation and in-
creased motivation [10,24], the 
predominance of the laissez-faire 
style in our group indicates a lack 
of clear direction and active in-
volvement of leaders in decision-

making processes, which may negatively affect organiza-
tional culture. Looking at perceived leadership effective-
ness, the average of 2.94/5 suggests a moderate to low 
level of satisfaction, which is consistent with other studies 
in the literature [31,32] showing that employees' percep-
tion of leadership in these industries is often influenced by 
rigid hierarchies, lack of communication and pressure to 
perform. Study participants reported that market differenti-
ation strategies include competitive pricing (30.6%) and 
portfolio innovation (23.6%). In the context of a market 
that tends to be saturated, brands need to differentiate 
themselves [33]. Differentiation is often achieved either 
through superior perceived value (innovation) or through 
strategic price positioning, the two main axes of competi-
tive advantage identified by Porter (1985) [34] and empiri-
cally confirmed in the context of consumer brands by 
Davcik and Sharma (2015) [35]. These strategies have also 
been reported in other studies [2,6]. Of the responses col-
lected, only one third of the companies demonstrate fast 
and consistent reactions to market feedback, indicating a 
deficit in the capacity for strategic adaptation. Adapting 
strategies and portfolios within a certain time window is 
critical in an industry where product life cycles are short 
and consumer demands are rapidly evolving [25]. Only a 
minority of respondents (approximately 25%) perceive 
leadership support for digital marketing as  

Figure 6. Respondents' perception of the extent to which their organizati-
on adapts to market feedback 

Figure 7. Respondents' perception of the support they receive from lea-
ders in digital marketing efforts 
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constant. In the literature, digitalization is perceived as a 
major growth vector in the cosmeceutical industry [7,36], 
an aspect in contrast to the results of our study. Positively, 
ethics and sustainability are perceived as important values 
for leaders’ decisions by over 60% of respondents. This 
perception is aligned with other studies indicating that 
younger generations of consumers prefer brands that pro-
mote ethical values, transparency and social responsibility 
[27–29]. The coefficient r = -0.038, indicating the absence 
of a statistically significant correlation between seniority in 
the profession and the perception of leadership in their 
organization. This result suggests that perceptions of lead-
ership style and quality are relatively homogeneously dis-
tributed across the entire group. Similar results have been 
observed in other studies applied to professionals in the 
field, where the perception of leadership was not signifi-
cantly influenced by the seniority of employees, but rather 
by the quality of the leader–subordinate relationship 
[23,24,30]. 

 

C ONCLUSIONS  

The research results highlight a dermato-cosmetic 
industry in continuous expansion, but in which competitive 
pressures are not accompanied by a proportionate manage-
rial response. The predominant leadership style identified 
is the laissez-faire one, characterized by a reduced involve-
ment in strategic and operational decisions, while the 
transformational and participative styles, although present, 
do not have a sufficient weight to generate sustained or-
ganizational efficiency. This reality is reflected in the mod-
erate average score of the perception of managerial effi-
ciency (2.94), indicating the absence of a clear leadership 
direction. The companies analyzed are mainly oriented 
towards strategies based on competitive prices and product 
innovation, confirming the market's sensitivity to value 

and functional differentiation. However, less than half of 
the respondents claim that their organizations demonstrate 
real strategic adaptability to market signals, and the sup-
port given to digital marketing remains insufficient com-
pared to the importance of this channel. Internal communi-
cation is deficient in almost half of the companies. Alt-
hough ethics and sustainable values are recognized as rele-
vant in the managerial decision-making process, their ap-
plicability is not universal.  

 

F UTURE PERSPECTIVES  

Further research could aim to extend the approach 
internationally, by applying a similar instrument in multi-
national companies in the European space, in order to vali-
date the results and identify cultural differences in the ex-
ercise of leadership. At the same time, the integration of 
qualitative methods — such as semi-structured interviews 
or focus groups — would allow a deeper understanding of 
leadership dynamics and hierarchical relationships. A 
complementary direction is the evaluation of organization-
al performance correlated with leadership style, through 
measurable indicators such as customer satisfaction, em-
ployee retention or innovation rate.  

 

L IMITATIONS  

Like any applied study, this research presents a series 
of limitations that must be taken into account: the statisti-
cally unrepresentative group (only 72 respondents, mostly 
from Romania), the research instrument (online question-
naire – does not allow for verification of the consistency of 
the responses or in-depth evaluation of the attitudes and 
motivations of the participants) and possible subjective 
responses (influenced by direct relationships with the 
team). 

LEADERSHIP Management in health 
XXIX/4/2025; pp. 21-27 

 
References 

1. Dréno B, Araviiskaia E, Berardesca E, Gontijo G, Sanchez Viera M, Xiang LF, et al. Microbiome in healthy skin, update 
for dermatologists. Journal of the European Academy of Dermatology and Venereology. 2016 Dec 13;30(12):2038–47. 
doi:10.1111/jdv.13965 

2. Grand View Research. Cosmeceutical Market (2025 - 2030) [Internet]. 2024 [cited 2025 Aug 30]. Available from: https://
www.grandviewresearch.com/industry-analysis/cosmeceutical-market 

3. Statista. Revenue of the skin care market worldwide 2018–2025. [Internet]. 2024 [cited 2025 Jun 15]. Available from: 
https://www.statista.com 

4. THE EUROPEAN PARLIAMENT AND THE COUNCIL OF THE EUROPEAN UNION. Regulation (EC) No 
1223/2009 of the European Parliament and of the Council of 30 November 2009 on cosmetic products [Internet]. L 
342/59. 2009 Nov 30. p. 59–209. Available from: http://data.europa.eu/eli/reg/2009/1223/oj 

5. Klinngam W, Chaiwichien A, Osotprasit S, Ruktanonchai U, Kanlayavattanakul M, Lourith N, et al. Longevity cosmece-
uticals as the next frontier in cosmetic innovation: a scientific framework for substantiating product claims. Frontiers in 
Aging. 2025 May 22;6. doi:10.3389/fragi.2025.1586999 

6. Kotler P, Keller K. Marketing Management. 5th ed. Pearson Education; 2015. 
7. De Veirman M, Cauberghe V, Hudders L. Marketing through Instagram influencers: the impact of number of followers 

and product divergence on brand attitude. Int J Advert. 2017 Sep 3;36(5):798–828. doi:10.1080/02650487.2017.1348035 
8. Rostkowska E, Poleszak E, Wojciechowska K, Dos Santos Szewczyk K. Dermatological Management of Aged Skin. 

Cosmetics. 2023 Mar 27;10(2):55. doi:10.3390/cosmetics10020055 
9. Joshi M, Korrapati NH, Reji F, Hasan A, Kurudamannil RA. The Impact of Social Media on Skin Care: A Narrative Re-

view. Lviv clinical bulletin. 2022 Jun 23;(1-2(37-38)):85–96. doi:10.25040/lkv2022.01-02.085 
10. Choi SB, Kim K, Ullah SME, Kang SW. How transformational leadership facilitates innovative behavior of Korean wor-

kers Examining mediating and moderating processes. Personnel Review [Internet]. 2016;45:459–79. Available from: 
https://api.semanticscholar.org/CorpusID:282878658 
 

References continues on the next page 26 
 



LEADERSHIP Management in health 
XXIX/4/2025; pp. 21-27 

 
 

References continues from the previous page  
 

11. Garrido-Moreno A, Martín-Rojas R, García-Morales VJ. The key role of innovation and organizational resilience in im-
proving business performance: A mixed-methods approach. Int J Inf Manage. 2024 Aug;77:102777. doi:10.1016/
j.ijinfomgt.2024.102777 

12. Ahmed A, Bhatti SH, Gölgeci I, Arslan A. Digital platform capability and organizational agility of emerging market ma-
nufacturing SMEs: The mediating role of intellectual capital and the moderating role of environmental dynamism. Tec-
hnol Forecast Soc Change. 2022 Apr;177:121513. doi:10.1016/j.techfore.2022.121513 

13. Zeugner-Roth KP, Fischer PM, Hessel IM. Authentic Brand Ethicality: Conceptualization, Measurement, and Validation 
in the Fashion Industry. Journal of Business Ethics. 2025 Feb 27;196(4):883–915. doi:10.1007/s10551-024-05873-y 

14. Henninger CE, Alevizou PJ, Oates CJ. What is sustainable fashion? Journal of Fashion Marketing and Management: An 
International Journal. 2016 Oct 3;20(4):400–16. doi:10.1108/JFMM-07-2015-0052 

15. Maak T, Pless NM. Responsible Leadership in a Stakeholder Society – A Relational Perspective. Journal of Business Et-
hics. 2006 Jun 23;66(1):99–115. doi:10.1007/s10551-006-9047-z 

16. Shanbhag S, Nayak A, Narayan R, Nayak UY. Anti-aging and Sunscreens: Paradigm Shift in Cosmetics. Adv Pharm Bull. 
2019 Aug 1;9(3):348–59. doi:10.15171/apb.2019.042 

17. Portugal-Cohen M, Oron M, Cohen D, Ma’or Z. Antipollution skin protection - a new paradigm and its demonstration on 
two active compounds. Clin Cosmet Investig Dermatol. 2017 May;Volume 10:185–93. doi:10.2147/CCID.S129437 

18. Persakis A, Nikolopoulos T, Negkakis IC, Pavlopoulos A. Greenwashing in marketing: a systematic literature review and 
bibliometric analysis. International Review on Public and Nonprofit Marketing. 2025 Dec 13;22(4):957–92. doi:10.1007/
s12208-025-00452-x 

19. Saura JR. Using Data Sciences in Digital Marketing: Framework, methods, and performance metrics. Journal of Innovati-
on & Knowledge. 2021 Apr;6(2):92–102. doi:10.1016/j.jik.2020.08.001 

20. Hong T, Choi JA, Lim K, Kim P. Enhancing Personalized Ads Using Interest Category Classification of SNS Users Based 
on Deep Neural Networks. Sensors. 2020 Dec 30;21(1):199. doi:10.3390/s21010199 

21. Arsel Z, Zanette MC, da Rocha Melo C. Sponsored Content as an Epistemic Market Object: How Platformization of 
Brand–Creator Partnerships Disrupts Valuation, Coproduction, and the Relationship Between Market Actors. J Mark. 
2025 Nov 11;89(6):57–76. doi:10.1177/00222429241296459 

22. Choi SB, Kim K, Ullah SME, Kang SW. How transformational leadership facilitates innovative behavior of Korean wor-
kers. Personnel Review. 2016 Apr 4;45(3):459–79. doi:10.1108/PR-03-2014-0058 

23. ANTON BD, ABRUDAN D. LEADERSHIP ȘI STRATEGII DE SUCCES ÎN MANAGEMENTUL PRODUSELOR 
DERMATO-COSMETICE [MASTER DEGREE]. [Timișoara]: UNIVERSITATEA DE MEDICINĂ ŞI FARMACIE 
„VICTOR BABEŞ” ; 2025. 

24. Bass BM, Riggio RE. Transformational Leadership. 2nd ed. New York: Psychology Press; 2006. 
doi:10.4324/9781410617095 

25. Denning S. The age of agile : how smart companies are transforming the way work gets done [Internet]. New York 
(State), United States: New York : AMACOM; 2018. Available from: https://searchworks.stanford.edu/view/13215615 

26. Lee SH, Jeong GY. The Effect of Corporate Social Responsibility Compatibility and Authenticity on Brand Trust and 
Corporate Sustainability Management: For Korean Cosmetics Companies. Front Psychol. 2022 May 12;13. doi:10.3389/
fpsyg.2022.895823 

27. Shim J, Woo J, Yeo H, Kang S, Kwon B, Jung Lee E, et al. The Clean Beauty Trend Among Millennial and Generation Z 
Consumers: Assessing the Safety, Ethicality, and Sustainability Attributes of Cosmetic Products. Sage Open. 2024 Apr 
27;14(2). doi:10.1177/21582440241255430 

28. Sheresheva M, Golub D, Pavlov D. Cosmetic brands perception by Generation Z through the prism of conscious con-
sumption. In: XXI International May Conference on Strategic Management – IMCSM25 Proceedings - zbornik radova. 
University of Belgrade - Technical Faculty in Bor, Bor; 2025. p. 307–14. doi:10.5937/IMCSM25307S 

29. Kaur B, Gangwar VP, Dash G. Green Marketing Strategies, Environmental Attitude, and Green Buying Intention: A 
Multi-Group Analysis in an Emerging Economy Context. Sustainability. 2022 May 17;14(10):6107. doi:10.3390/
su14106107 

30. Northouse PG. Leadership : theory and practice. 9th ed. Sage Publications; 2021. 
31. Brittain Leslie J, Palmisano K. The Leadership Challenge in the Pharmaceutical Sector What Critical Capabilities are Mis-

sing in Leadership Talent and How Can They be Developed? 2014. 
32. Rasheed R, Rashid A, Tunio MN, Amirah NA. Measuring the impact of leadership attributes on employee engagement 

through psychological empowerment: a study from the pharmaceutical industry. Evidence-based HRM: a Global Forum 
for Empirical Scholarship. 2026 Feb 10;14(1):154–70. doi:10.1108/EBHRM-08-2024-0307 

33. Barrena R, Sánchez M. Using emotional benefits as a differentiation strategy in saturated markets. Psychol Mark. 2009 
Nov 7;26(11):1002–30. doi:10.1002/mar.20310 

34. Gartner WB, Porter ME. Competitive Strategy. The Academy of Management Review. 1985 Oct;10(4):873. 
doi:10.2307/258056 

35. Davcik NS, Sharma P. Impact of product differentiation, marketing investments and brand equity on pricing strategies. 
Eur J Mark. 2015 May 11;49(5/6):760–81. doi:10.1108/EJM-03-2014-0150 

36. Almeman A. The digital transformation in pharmacy: embracing online platforms and the cosmeceutical paradigm 
shift. J Health Popul Nutr. 2024 May 8;43(1):60. doi:10.1186/s41043-024-00550-2 27 


