
ʆʉʅʆɺʅʓɽʊʈɽʅɼʓ 

ʈʓʅʂɸ ʇʀɺɸ

Å 13.09.2019



2C
o
p
y
r
i
g
h
t
 
É
 
2
0
1
9
 
T
h
e
 
N
i
e
l
s
e
n
 
C
o
m
p
a
n
y
 
(
U
S
)
,
 
L
L
C
.
 
C
o
n
f
i
d
e
n
t
i
a
l
 
a
n
d
 
p
r
o
p
r
i
e
t
a
r
y
.
 
D
o
 
n
o
t
 
d
i
s
t
r
i
b
u
t
e
.

ʅʘʯʘʣʦ ʨʘʟʚʠʪʠʷ 

ʩʦʚʨʝʤʝʥʥʦʛʦ 

ʨʠʪʝʡʣʘ ʚ ʈʦʩʩʠʠ. 

ɿʘʧʘʜʥʳʝ ʙʨʝʥʜʳ 

ʥʘʯʠʥʘʶʪ ʵʢʩʧʘʥʩʠʶ.

ɹʫʤ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʡ 

ʵʢʦʥʦʤʠʢʠ. ʈʘʟʚʠʚʘʶʪʩʷ 

ʣʘʨʴʢʠ, ʚ ʪʦʤ ʯʠʩʣʝ 

ʩʧʝʮʠʘʣʠʟʠʨʦʚʘʥʥʳʝ 

ʧʠʚʥʳʝ. 

ɺ 2013 ʛʦʜʫ ʚʚʦʜʠʪʩʷ 

ʟʘʧʨʝʪ ʥʘ ʧʨʦʜʘʞʫ ʧʠʚʘ 

ʚ ʣʘʨʴʢʘʭ. ʅʘʯʠʥʘʝʪʩʷ 

ʘʢʪʠʚʥʳʡ ʨʦʩʪ ʪʦʨʛʦʚʣʠ 

ʩʦʚʨʝʤʝʥʥʦʛʦ ʬʦʨʤʘʪʘ.

ʈʘʟʚʠʪʳʡ ʨʳʥʦʢ ʧʠʚʘ: 

ʧʦʪʨʝʙʠʪʝʣʷʤ ʜʦʩʪʫʧʝʥ 

ʰʠʨʦʢʠʡ ʘʩʩʦʨʪʠʤʝʥʪ, 

ʚʳʩʦʢʠʡ ʨʦʩʪ ʧʦʢʘʟʳʚʘʶʪ 

ʥʠʰʝʚʳʝʩʝʛʤʝʥʪʳ, 

ʧʦʧʫʣʷʨʥʳʤ ʩʪʘʥʦʚʠʪʩʷ 

ʨʘʟʣʠʚʥʦʝ ʠ ʢʨʘʬʪʦʚʦʝ

ʧʠʚʦ.
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ʀʅɼɽʂʉ ʇʆʊʈɽɹʀʊɽʃʔʉʂʆɻʆ ɼʆɺɽʈʀʗɺ ʈʆʉʉʀʀ ʂʆʊʆʈʓʁ ɻʆɼ 

ʉʅʀɾɸɽʊʉʗ. ɺʂʋʇɽ ʉ ʉʆʂʈɸʑɽʅʀɽʄ ʈɽɸʃʔʅʓʍ ɼʆʍʆɼʆɺ, ʕʊʆ 

ʅɽɻɸʊʀɺʅʆ ɺʃʀʗɽʊ ʅɸ ʇʆʊʈɽɹʀʊɽʃʔʉʂʀʁ ʉʇʈʆʉ

* ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19 ïʀʶʣʴô19)

ʀʩʪʦʯʥʠʢ: Nielsen and The Conference BoardÈ Global Consumer ConfidenceÊ Survey
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* ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19 ïʀʶʣʴô19)

ʀʩʪʦʯʥʠʢ: Nielsen and The Conference BoardÈ Global Consumer ConfidenceÊ Survey
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* ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19 ïʀʶʣʴô19)

ʀʩʪʦʯʥʠʢ: Nielsen and The Conference BoardÈ Global Consumer ConfidenceÊ Survey

- ɼʠʥʘʤʠʢʘ FMCG ʠʥʜʝʢʩʘ ʚ ʈʦʩʩʠʠ ʚ ʥʘʪʫʨʘʣʴʥʦʤ ʚʳʨʘʞʝʥʠʠ (ʢ ʧʨʦʰʣʦʤʫ ʛʦʜʫ)
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ʀʅɼɽʂʉ ʇʆʊʈɽɹʀʊɽʃʔʉʂʆɻʆ ɼʆɺɽʈʀʗɺ ʈʆʉʉʀʀ ʂʆʊʆʈʓʁ ɻʆɼ 

ʉʅʀɾɸɽʊʉʗ. ɺʂʋʇɽ ʉ ʉʆʂʈɸʑɽʅʀɽʄ ʈɽɸʃʔʅʓʍ ɼʆʍʆɼʆɺ, ʕʊʆ 

ʅɽɻɸʊʀɺʅʆ ɺʃʀʗɽʊ ʅɸ ʇʆʊʈɽɹʀʊɽʃʔʉʂʀʁ ʉʇʈʆʉ

* ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19 ïʀʶʣʴô19)

ʀʩʪʦʯʥʠʢ: Nielsen and The Conference BoardÈ Global Consumer ConfidenceÊ Survey

- ɼʠʥʘʤʠʢʘ FMCG ʠʥʜʝʢʩʘ ʚ ʈʦʩʩʠʠ ʚ ʥʘʪʫʨʘʣʴʥʦʤ ʚʳʨʘʞʝʥʠʠ (ʢ ʧʨʦʰʣʦʤʫ ʛʦʜʫ)

-2,4% +3,5% -3,0% -0,7% +3,1%
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ʀʅɼɽʂʉ ʇʆʊʈɽɹʀʊɽʃʔʉʂʆɻʆ ɼʆɺɽʈʀʗɺ ʈʆʉʉʀʀ ʂʆʊʆʈʓʁ ɻʆɼ 

ʉʅʀɾɸɽʊʉʗ. ɺʂʋʇɽ ʉ ʉʆʂʈɸʑɽʅʀɽʄ ʈɽɸʃʔʅʓʍ ɼʆʍʆɼʆɺ, ʕʊʆ 

ʅɽɻɸʊʀɺʅʆ ɺʃʀʗɽʊ ʅɸ ʇʆʊʈɽɹʀʊɽʃʔʉʂʀʁ ʉʇʈʆʉ

* ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19 ïʀʶʣʴô19)

ʀʩʪʦʯʥʠʢ: Nielsen and The Conference BoardÈ Global Consumer ConfidenceÊ Survey

- ɼʠʥʘʤʠʢʘ FMCG ʠʥʜʝʢʩʘ ʚ ʈʦʩʩʠʠ ʚ ʥʘʪʫʨʘʣʴʥʦʤ ʚʳʨʘʞʝʥʠʠ (ʢ ʧʨʦʰʣʦʤʫ ʛʦʜʫ)

-2,4% +3,5% -3,0% -0,7% +3,1% -0,5%*
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ʀʩʪʦʯʥʠʢ: Nielsen RMS
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ʇʈʀ ʕʊʆʄ ʋɼʆɹʉʊɺʆ ʉʆɺɽʈʐɽʅʀʗ ʇʆʂʋʇʆʂ ʉʊɸʃʆ ʂʃʖʏɽɺʓʄ 

ʌɸʂʊʆʈʆʄ ɺʓɹʆʈɸ ʄɸɻɸɿʀʅɸ

ʀʩʪʦʯʥʠʢ: RU Shopper Trends Moscow | ɹʘʟʘ: ɺʩʝ ʧʦʢʫʧʘʪʝʣʠ ʢʘʥʘʣʦʚ ʄʊ| 2008 (n=449), 2013 (n=500), 2018 (n=503) 

ʀʟʤʝʥʝʥʠʝ ʟʥʘʯʠʤʦʩʪʠ ʬʘʢʪʦʨʦʚ ʚʳʙʦʨʘ ʤʘʛʘʟʠʥʘ

ʍʆʈʆʐɽɽ ʉʆʆʊʅʆʐɽʅʀɽ ʎɽʅʓ ʀ 

ʂɸʏɽʉʊɺɸ 

ʅʋɾʅʓɽ ʊʆɺɸʈʓ ɺʉɽɻɼɸ ɽʉʊʔ ɺ 

ʅɸʃʀʏʀʀ

2018

ʍʆʈʆʐɽɽ ʉʆʆʊʅʆʐɽʅʀɽ ʎɽʅʓ ʀ 

ʂɸʏɽʉʊɺɸ

ʅʋɾʅʓɽ ʊʆɺɸʈʓ ɺʉɽɻɼɸ ɽʉʊʔ ɺ 

ʅɸʃʀʏʀʀ

2013

ɸʊʈʀɹʋʊ 10

ɸʊʈʀɹʋʊ 9

ɸʪʨʠʙʫʪ 8

ɸʊʈʀɹʋʊ 7

ʅʋɾʅʓɽ ʊʆɺɸʈʓ ɺʉɽɻɼɸ ɽʉʊʔ ɺ 

ʅɸʃʀʏʀʀ

ɸʊʈʀɹʋʊ 3

ɸʊʈʀɹʋʊ 6

ɸʊʈʀɹʋʊ 4

ɸʪʨʠʙʫʪ 2

ʍʆʈʆʐɽɽ ʉʆʆʊʅʆʐɽʅʀɽ ʎɽʅʓ ʀ 

ʂɸʏɽʉʊɺɸ
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ɸʊʈʀɹʋʊ 4

ɸʊʈʀɹʋʊ 1

ɸʪʨʠʙʫʪ 3
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ʐʀʈʆʂʀʁ ɺʓɹʆʈ ʉɺɽɾɽɻʆ ʄʗʉɸ ʀ 

ʈʓɹʓ

ʐʀʈʆʂʀʁ ɺʓɹʆʈ ʉɺɽɾɽɻʆ ʄʗʉɸ ʀ 

ʈʓɹʓ

ʋɼʆɹʅʆ 
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ɹɽɿɸʃʂʆɻʆʃʔʅʆɽ ʇʀɺʆ ɺʅʆɺʔ ʅɸɹʀʈɸɽʊ ʇʆʇʋʃʗʈʅʆʉʊʔ. 

ʈɸɿɺʀɺɸʖʊʉʗ ɸʃʖʄʀʅʀɽɺʓɽ ɹɸʅʂʀ ʀ ʂɽɻʀ.

ʀʩʪʦʯʥʠʢ: Nielsen RMS | ʈʳʥʦʢ: ɻʦʨʦʜʩʢʘʷ ʈʦʩʩʠʷ| 100% ʧʨʦʜʫʢʪ ïʇʠʚʦ | ʇʝʨʠʦʜʳ: 2008, 2012, 2018 
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Ó6%
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ɼʨʫʛʦʝ

ɸʣʶʤʠʥʠʝʚʘʷ ʙʘʥʢʘ 
0,4-0,5 ʣ

ʉʪʝʢʣʷʥʥʘʷ ʙʫʪʳʣʢʘ 
0,4-0,5 ʣ

ʇʣʘʩʪʠʢʦʚʘʷ ʙʫʪʳʣʢʘ 
1,3-1,5 ʣ

ʇʣʘʩʪʠʢʦʚʘʷ ʙʫʪʳʣʢʘ 
2-2,5 ʣ

1,9

YTD

ɼʦʣʷ ʨʳʥʢʘ, ʣ, % ɼʦʣʷ ʨʳʥʢʘ, ʣ, %

ʉʆɼɽʈɾɸʅʀɽ ɸʃʂʆɻʆʃʗ ʊʀʇ ʋʇɸʂʆɺʂʀ
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ɹʆʃʔʐʆɽ ʂʆʃʀʏɽʉʊɺʆ ʅʆɺʓʍ ʀɻʈʆʂʆɺ

ʀʩʪʦʯʥʠʢ: Nielsen RMS | ʈʳʥʦʢ: ɻʦʨʦʜʩʢʘʷ ʈʦʩʩʠʷ| 100% ʧʨʦʜʫʢʪ ïʇʠʚʦ | ʇʝʨʠʦʜʳ: 2008, 2012, 2018 

ɼʦʣʷ ʨʳʥʢʘ, ʣ, %

65 9641

2008 2012 2018ʉʨʝʜʥʷʷ ʮʝʥʘ, ʨʫʙ/ʣ

76,2

ytd 2019



ʅʆɺɽʁʐʀɽ ʊʈɽʅɼʓ



17C
o
p
y
r
i
g
h
t
 
É
 
2
0
1
9
 
T
h
e
 
N
i
e
l
s
e
n
 
C
o
m
p
a
n
y
 
(
U
S
)
,
 
L
L
C
.
 
C
o
n
f
i
d
e
n
t
i
a
l
 
a
n
d
 
p
r
o
p
r
i
e
t
a
r
y
.
 
D
o
 
n
o
t
 
d
i
s
t
r
i
b
u
t
e
.

14.6

8.7

11.2

11.5

54.1

14.9

8.7

11.5

11.3

53.9

ʈʓʅʆʂ FMCG ʇʈʆɼʆʃɾɸɽʊ ʈʆʉʊ, ɺ ʆʉʅʆɺʅʆʄ, ɿɸ ʉʏɽʊ ʀʅʌʃʗʎʀʀ

4.8   

6.8   

5.0   

5.5   

2.8   

4.5   

FMCG

˿͙͎͔͊ͪͭ·

˽͙͍ͦ

ˢ͎ͦͦ͟͡͡Έ

˹͔͍ͨͪͦ͒ͦͦ͡Έ͍͔ͫͭͤͤ·͔ ͍ͭͦ͊ͪ·

˽͍ͪͦ͒ͦͦ͡Έ͍͔ͫͭͤͤ·͔ ͍ͭͦ͊ͪ·

ʉʪʨʫʢʪʫʨʘ FMCG, ʨʫʙ, % ʀʟʤʝʥʝʥʠʝ ʧʨʦʜʘʞ ʷʥʚʘʨʴ-ʠʶʣʴ 2019* vs 2018*, %

2019*

2018*

ʚʜʝʥʝʞʥʦʤ 

ʚʳʨʘʞʝʥʠʠ

ʀʩʪʦʯʥʠʢ: Nielsen RMS | ʈʳʥʦʢ: ɻʦʨʦʜʩʢʘʷ ʈʦʩʩʠʷ

* ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19ïʀʶʣôɹ19), 2018 (ʗʥʚʘʨʴô18 ïʀʶʣôɹ18), 2017 (ʗʥʚʘʨʴô17 ïʀʶʣôɹ17)



18C
o
p
y
r
i
g
h
t
 
É
 
2
0
1
9
 
T
h
e
 
N
i
e
l
s
e
n
 
C
o
m
p
a
n
y
 
(
U
S
)
,
 
L
L
C
.
 
C
o
n
f
i
d
e
n
t
i
a
l
 
a
n
d
 
p
r
o
p
r
i
e
t
a
r
y
.
 
D
o
 
n
o
t
 
d
i
s
t
r
i
b
u
t
e
.

  

2019* ʠʟʤʝʥʝʥʠʷ ʢ ʛʦʜʫ 

ʥʘʟʘʜ,%

ɺ ʨʫʙʣʷʭɺ ʣʠʪʨʘʭʉʨ. ʮʝʥʘ / ʣ

+5,0

+2,0
+2,9

ʂɸʊɽɻʆʈʀʗ ʇʀɺɸ ʇʈʆɼʆʃɾɸɽʊ ʈɸɿɺʀɺɸʊʔʉʗ ʀ ʉʊɸʅʆɺʀʊʉʗ 

ɼʆʈʆɾɽ ɿɸ ʉʏɽʊ ʈʆʉʊɸ ɹʆʃɽɽ ɼʆʈʆɻʀʍ ʉɽɻʄɽʅʊʆɺ. 

ʀʅʊɽʅʉʀɺʅʆʉʊʔ ʇʈʆʄʆ-ɼɸɺʃɽʅʀʗ ʉʃɽɻʂɸ ʉʅʀɿʀʃɸʉʔ

ʀʩʪʦʯʥʠʢ: Nielsen RMS; ɻʦʨʦʜʩʢʘʷ ʈʦʩʩʠʷ, ʂʘʪʝʛʦʨʠʷ ʇʠʚʦ 

*ʇʝʨʠʦʜ: 2019 (ʗʥʚʘʨʴô19ïʀʶʣôɹ19)

98
ͪͯκ͋͡
2019

ʀʩʪʦʯʥʠʢ: Nielsen Promo Scantrack, ʢʘʪʝʛʦʨʠʷ ʇʠʚʦ 

* 2019 (ʗʥʚʘʨʴô19ïʀʶʣôɹ19)

48.8 51.9 51.3

2017 2018 2019

ɼʦʣʷ ʧʨʦʤʦ-ʧʨʦʜʘʞ ʚ ʥʘʪʫʨʘʣʴʥʦʤ 

ʚʳʨʘʞʝʥʠʠ, %

ʉʨʝʜʥʷʷ ʚʟʚʝʰʝʥʥʘʷ ʩʢʠʜʢʘ, %

23 23 21

2017 2018 2019*

ʇʈʆʄʆ ɺ ʉʆɺʈɽʄɽʅʅʆʁ ʊʆʈɻʆɺʃɽɼʀʅɸʄʀʂɸ ʂɸʊɽɻʆʈʀʀ ɺ ʎɽʃʆʄ

ʌʘʢʪʦʨʳ ʨʦʩʪʘ ʮʝʥʳ ʟʘ ʣʠʪʨ

ʈʦʩʪ ʙʦʣʝʝ ʜʦʨʦʛʠʭ ʩʝʛʤʝʥʪʦʚ 

(ʥʝʬʠʣʴʪʨʦʚʘʥʥʦʝ ʧʠʚʦ, ʠʤʧʦʨʪ)

ʈʦʩʪ ʜʦʣʠ ʤʘʣʳʭ ʫʧʘʢʦʚʦʢ 

*
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ʀʖʃʔ ɺʓɼɸʃʉʗ ʍʆʃʆɼʅʓʄéʆɼʅɸʂʆ, ɺ ʉʈɸɺʅɽʅʀʀ ʉ ɼʈʋɻʀʄʀ 

ʂɸʊɽɻʆʈʀʗʄʀ ʅɸʇʀʊʂʆɺ, ʇʀɺʆ ʉʋʄɽʃʆ ʋɼɽʈɾɸʊʔ ʇʆɿʀʎʀʀ

ʀʩʪʦʯʥʠʢNielsen RMS | ʈʳʥʦʢ: ɻʦʨʦʜʩʢʘʷ ʈʦʩʩʠʷ | ʂʘʪʝʛʦʨʠʠ: ʇʠʚʦ, ʂʚʘʩ, ɺʦʜʘ, ɹʝʟʘʣʢʦʛʦʣʴʥʳʝ ʛʘʟʠʨʦʚʘʥʥʳʝ ʥʘʧʠʪʢʠ | % ʧʨʦʜʘʞ ʚ ʥʘʪʫʨʘʣʴʥʦʤ ʚʳʨʘʞʝʥʠʠ ïʚ ʣʠʪʨʘʭ

17%

19%

18%

19%

17%

17%

ɼʦʣʷ ʠʶʣʷ ʦʪ ʚʩʝʭ ʤʝʩʷʮʝʚ ʩ ʥʘʯʘʣʘ ʛʦʜʘ (ʷʥʚ-ʠʶʣ), %, ʣʠʪʨʳ, ɻʦʨʦʜʩʢʘʷ ʈʦʩʩʠʷ

- % ʧʨʦʜʘʞ ʠʶʣʦ̫ʪ ʚʩʝʭ ʧʝʨʠʦʜʦʚ ʩ ʥʘʯʘʣʘ ʛʦʜʘ (ʩ ʷʥʚʘʨʷ ʧʦ ʠʶʣʴ)



ɸʉʉʆʈʊʀʄɽʅʊ




