low alcohol drinks

Mo HOBbIM flaHHbIM pa3BeaKu,

caMu ¢ cobou

Mbl 6opemMcs

0530P POCCMUCKOI 0 PbIHKA NUBA

Meps! 1o 60pb6e ¢ aJTKOTOJU3MOM, TIpEJ-
OPUHSATBIE POCCUHCKHM MPABUTEIbCTBOM,
CTaJd OCHOBHBIM (PAaKTOPOM BO3XEHCTBUA
Ha PBIHOK aJKOTOJbHOU mpoayknuu: B 2013
roay norpeéurenbckas nanenb GfK* sagux-
CHUpOBaJja 3HAYUTEIbHOE CHIDKEHHE 00 BEMOB
HOTpe6IeHUST aJKOTOJbHONU MPOAYKIMU IO
cpasHenuio ¢ 2012 rogom, KOTOpoe TakXke Ha-
6110/12J10Ch U B IHBape—oKTsa6pe 2014-ro.

[Iupo™* — onquH M3 caMbIX MONYJIAPHBIX Ha-
HMUTKOB B CTPaHe, IPUYEM B CO3HAHUU MHOTHUX
POCCHAH OHO HE BOCIPHHUMAETCA KaK «Ha-
crosAmMUil» ajakoroyub. IMeHHO 3TUM (akTOM
0ODBACHAETCA TO, YTO II0 TPEM OCHOBHBIM Xa-
PAaKTEPUCTUKAM MOTPEGIEHUS — 0OBEM B JIH-
Tpax, IEeHEeTPAIUa ¥ 4aCTOTa — IMBO 3aHUMAeT
MPOMEKYTOTHOE MOJOKEHHE MEXKy O6e3arKo-
rOJIbHBIMH HAIIUTKAMH (13 KOTOPBIX COIOCTA-
BUMBIMHU JI/IE HE'O KaTETOPHAMHM IO BBIIIEY-
Ka3aHHBIM XapaKTEPUCTHKAM SBASTIOTCA KBAC
U Jlajke ra3upOBAHHBIC HAIUTKU) U JPYTHMH
aJIKOTOJLHBIMH KaTErOpUAMH (BOJKA, KPEIKIIe
AJIKOTOJIbHBIE HAIIUTKU, IIAMIIAHCKOE, BUHO,
aJKOTOJbHBbIE KOKTeim). Hemumunm 6yger or-
METHUTH U TO, UTO 00BEM IOTPEOIEHU S INBA — B
JINTPAX — IPEBBINIAECT 0OHEMBI BCEX OCTATBHBIX
aJIKOTOJNLHBIX KATErOPUI BMECTE B3ATBIX.

* NHpopmaums NOATOTOBNEHA HA OCHOBE [JaHHbIX MaHENM J0-
MawHmx xo3ancte «[pK-Pycb». B HacToAwWwmMA MoMeHT 6onee
10 TbiCA4 AOMOX03ANCTB Ha BCEW Tepputopun PO npounssopat
perynapHoe CKaHNpoBaHMe CBOUX NOKYNOK, a 3aTEM 3TW JaHHble
NPOELMPYIOTCA HA BCE HACENEHNE CTPaHbI.

*% Kateropus «[MB0» He BK/HOYAET B CEOS NNUBHbIE KOKTEANN.
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Ho He Bce Tak 6€306J1a4HO B «[IMBHOM» Ka-
TErOpPUH, KaK MOXET IOKA3aThCs HA MEPBBIMA
B3ruax. HecmoTps Ha HeGOJIbIIOE CHMKEHME
06beMOB, KoTopoe Ha (poHe maJleHus APYTUX
AJIKOTOJIbHBIX KATETOPUM MOXKET Ka3aThCsl He-
KPUTUYHBIM, JOJTOCPOYHAA JUHAMUKA KOH-
CTAaTHPYET COKpaIllleHUE JYUCJIa MOKymaTexei
nupa. Takum 06pa3om, OCHOBHOM HeraTuUB-
HBIH BKJIaJ{ B CHIDKEHHE 00beMOB KaTeTOpHUH
NPUBHOCAT MMEHHO OTTOK IIOKyIaTexen.
C Zapyroit CTOpPOHBI, JOMOXO3ACTBA, IIO-
IpeKHEeMY IbIOIHE ITUBO, YBETUYUBAIOT CBOE
norpebjleHue, 4TO IMO3BOJIUIO KATETOPHU
YyBCTBOBATH C€0S OTHOCUTENBHO CTAOUILHO
B sHBape-oKTA6pe 2014 roga, 1o cpaBHEHUIO
¢ aHaJIOrU4YHbIM nepuoxom 2013-ro.

3a mepuoj ¢ aHBaps Mo okTA6pb 2014 rozxa
6ouee 62% poccHUIICKUX JOMOXO3AMCTB KyIIHU-
1 TUBO XOTA ObI opuH pa3. I[lokynarenu c
HU3KOH U cpejiHell yacToTol mokynku (1-4 n
5-23 pasa) cOCTaBIAIOT B COBOKYIHOCTU OKO-
710 85% oT 061IEro YncIa MOKyIaTe el MIBa.
IIpu sTOM 05 caMOIl MaJIOYUCIEHHOH I'pyII-
bl (24 u 6osee pa3) B 06beMe MoTpedIeHN
OTepeKaeT CyMMY ABYX JPYTUX U COCTABIAET
54%. ITo cpaBHEHUIO C AHAJIOTHUYHBIM IIEPHU-
oxom B 2013 roay, BO Bcex rpynmnax 4ucJIeH-
HOCTB ITOKynaTteneit causuaack. Ho B rpynmax
C HU3KOH U BBICOKOH 4aCTOTOI MOTpEOICHUS
5TO CHUIKEHUE KOMIEHCUPOBAJIOCh yBeTUYe-
HHUEM NOTPebIeHUs CPEeJU TEKYIUX IOTPedu-
Teseil. Takum 06pa3oM, OCHOBHOE CHUKEHHE
NIPOM3ONLIO KAaK pa3 TAaKMU B TPYIIIE CO CpPeJ-

Hell 94acTOTOI NOTPeGJCeHU s, U UMEHHO JIaH-
Haf TpyIa cjeiajla HanOOJbITUI HeraTus-
HBIH BKJIaJ B OOIIYIO TUHAMUKY KAaTE€TOPHUH.

BrigendioT pasjumBHOE M yIaKOBaHHOE
IIIBO, KOTOPOE, B CBOIO OYEPE/b, MOAPa3/eas-
€TCS I10 TUIIAM YIAKOBKH (CTEKISHHAA Oy ThLI-
Ka, aJIOMUHHUEBO-KecTaHag Oanka, II19T —
mracTukoBad Tapa). OCHOBHYIO JOJIIO HA PBIH-
Ke 0XXHJaeMO 3aHMMAaET yIIaKOBAHHOE MHUBO:
42% mnpuxoaurcsa Ha nuso B II9T, a 24 u
18% — cooTBeTCTBEHHO, HA IUBO B CTEKJISH-
HOH OYyTBIIKE U )KeCTAHOU GaHKe. PasnusHoe
HUBO 3aHMMaeT He Gosnee 16% oGbema Bcei
KaTeropuu.

Ilonynapuocts ¢opmara II93T moxnO
OGBACHUTD €TO IIEHOBOH JOCTYIHOCTBIO — 32
paccMaTpuBaeMblil IePUOJ CpeJHA IeHa 3a
JUTP TAKOTr'O MUBa cocTaBuaa 59 pyoueit. Jas
CpaBHEHUS: Pa3IMBHOE IMBO, KOTOPOE TaKXKe
pasnuBaeTcsA B IJIACTUKOBYIO Tapy, 06Xoju-
10ch B 81 py6JIb 32 TUTP, HE CUIBLHO OTCTaBas
OT IMBA B XECTAHOI 6aHKE U CTEKJIAHHOI Oy-
TBITKE — CTOMMOCTH IMBA B 3TUX BUJAX TaPhl
COCTABUJIO, COOTBETCTBEHHO, 86 u 91 py6ab
32 JTUTP.

OCHOBHOI HEeraTUBHBINA BKJAaJ B JUHAMU-
Ky KaTErOpHHU ObLJI CJeJIaH Pa3JUBHBIM IIU-
BOM, B TO BpeMdA KaK 06beMbl yITaKOBAaHHOT'O
IUBA HE IOKA3aJU KAKUX-TO KPUTUYECKUX
nsMeHeHn#i. OJJHAKO ecaHu KOMHYTh TIy6Ke,
TO €AMHCTBEHHBIM (OPMATOM, IMOKA3ABIIUM
pocT, cTano 6aHOYHOE IIMBO, a BOT HOTpebIe-
nue nusa B [I19T u cTexkIaHHON 6y THITKE CHU-



3MJIOCH, [I0 CPABHEHUIO C AHAJOTUYHBIM IIe-
PHOZOM B IPOILIOM TOAY. 34eCh HEOOXOANMO
OTMETHTb, YTO POCT KATETOPUU GAHOYHOTIO
nuBa 6L 0OYCIOBJIEH POCTOM JOJU MYAbTH-
nakoB — 6€3 HUX AaHHBIA popmar HaAXOAWIT- |
cs 6B B CTArHUPYIOI(EM COCTOSIHUU (M faxe
¢ HeGOIBIION TEHJEHIMEN K CHIKEHHUIO). 32

paccMaTpuBaeMblil IEPUOJ OCHOBHOM POCT

HAGJI0AAJICSI B KATETOPUM IUBA B yIIAKOBKE
u3 4 6aHOK, 3aIyIEHHOTO B IIPOU3BOJICTBO B
2013 roay, 4TO BIOJHE OXUAAEMO, YUUTHIBAS
pasMep IOKYIIKU Ha OJHO JOMOXO3sCTBO (B

cpeaHeM 3 GaHKH).

TpebGieHnss NPUXOAUTCSA Ha TPHU peruoHa:

IIpusomxbe, lenrpanbueiit u I0xuBIH de-

A€paJjibHbI€ OKpyra — COOTBETCTBEHHO, 22,

3HAYUTEJIbHBIN BKJIa/l B HCTATUBHYIO TMHAMM-

Ky Kareropuu Ha Teppurtopuu Poccun. Oxgna-
KO caMoOe 3HAaYMUTeJIbHOE CHIXXEHHE IoTpe-
61enus 6p110 orMedeHo B Cubupckom PO,

pPETHOHOB TEH/IEHIIUU OTTOKA TOKyNaTesel
TakKXKe HabIIoxaloCh 3HAYUTENbHOE CHUXKE-
HUe [oKasaTeseil cpeju TeKymuX norpedu-
teneit. [To3nTUBHAS AUHAMMKA HAGIIOAAIACD
B Vpanbckom ®O. Takxe HEGOMBIMONR POCT
norpe6aenus 661 orMeuen B Cepepo-3amaj- -

noM u llenTpanbHOM OKpyrax.

MNMUBO 3aHUMACT 3HAYUTCIAbHYIO 9aCTh PbIHKA,

HO CUTyanusl Pa3HUTCA OT PErMOHa K peruo-

kareropuu B I0xnom n Cubupckom oxpyrax
JNOCTUTaeT TPETH, B TO BpeMs Kak B Mockse
oHa cocrasaser 5%, a B Caukr-IlerepGypre —
Bcero 2,7%. Crepyer 3aMETHTD, UTO MOAOOG-
Hasl CUTyalUsi CJIOKUJIACh OTYACTH U3-3a pas3- |
Hunpl B 1iege. Tak, B Mockse JIUTp pas3jauBHO-
ro nuBa B cpepHeM oboiigerca B 116 py6reit, :
a B Cauxr-IlerepGypre — B 112 py6ueit. B to
xe Bpemsa B Cubupckom ®O neHa coCTaBUT
oxoso 70 py6ueii, a B IOxuOM PO — oxono 78
. pyoaeii.
Bonee moJgoBUHBI 06mero o6bemMa MO- : PacTeT BaXHOCTb KAHAJIOB COBPEMEHHOH
| TOPTOBJIM JJIf peanusanuu nusa. [Ipu aToMm
MIPOUCXOANT MAJEHHUE JOTN KAaHATIOB TPAJU-
_ IOHHO# TOPTOBJIN — OCHOBHOE CHIKEHUE -
20 u 14% (puc. 1). llpusomxse u FOr cTpansr :
CTaJIU peruoHaMu, IPUBHECIIUMU Hauboxee

06bEMOB KaTErOPUM TMPUXOAUTCA MMEHHO
Ha HUX (puc. 2). ITO XapaKTEPHO IS BCETO
poika FMCG, HO KOHKPETHO AJIsl KATETOPUU
| IMBA CATyallMs C TPAAUIIMOHHOU TOPTOBIEN !
| ycyry6uaach BHEJpEHHEM TOCYAapCTBEHHBIX
. 3ampeToB (3ampeT Ha MPOJAXKY MUBA B KHO-
rJie TOMUMO HAGIIOZAEeMO B GOJNBITMHCTBE — CKAX M JAPbKAX, A TAKXKE OTPAHHUYECHUE TIPO-
Naxu 1o spemenu). B to sxe spems neo6xo-

AUMO OTMETUTH POCT JOJU THCKAYHTEPOB B .

o61emM o6beMe TPOAAXK MHUBA.

Hawubospmue 1oau B 06beMe MPOAAX Ka-
TETOpUH 3aHUMAIOT ceTu «Maruut» u «[la- :
Tepouka». Takke KPyIHBIMHU IIPOJaBLIAMU
" uBa SABJISIOTCH «Aman», «/lukcu» n «Jlen- :
Panee 6bIIO0 OTMEYEHO, YTO yIAKOBAHHOE | Ta». MHTepecHas CUTyanus HabII04aeTCsI U C

POCTOM IIPOJAK B MarasmHax «I[I/IKCI/I». Ta}c, npoJaixa aJIKOTrOJbHbIX HAIIMTKOB. Cama naeda

: Pucyrok 1. CTPYKTYPA MOTPEBJIEHUA NMUBA
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B 2014 rogy muBO CTaJI0 Ba)KHOI KaTeropu-
el 1 moceTUuTeNed peTeiinepa, B TO BpeMs
kak B 2013-M OHO CHUJIBHO OTCTaBaJO OT JIPy-

| I'MX QJIKOTOJIBHBIX KATETOPHIi, peajn3yeMbIxX

B MarasmHax CETHU. B 1[eJIoM NpaKkTU4eCKu BO
BCEX KPYIHBIX peTeiljepax HabIIoAaICcsa POCT
npozgax. OTAeIbHOrO BHUMAHUSA 3aCTYXKH-
BaeT poct guckaynrepa «Kpacunoe u benoe»,
KJIIOYEBLIM IMPOJYKTOM KOTOPOIO fABISAETCS

3A0 «KPOMOTKUHCKUU 3ABOA MUCCI»

BELYLLEE POCCMUCKOE NPEANPUATUE, CNELMATIU3UPYIOLLEECA HA U3rOTOBNEHUM:
% obopynoBaHuA, NpegHasHa4yeHHoro anA Bbigysa M3T-Tapsbl, ot 700 go 12 000 6yT./yac,

~. npecc-¢opm,

» IMHUA pO3NMBa,
% 3KCTPY3MOHHO-BbIOYBHbIX MALUVH.

IIpedocmasasem capanmuiinoe, nocmeapanmuiinoe,
cepeucroe oocaysicusanue.

ot | i
P b D L]
. e || |-

i v =

—

—

I'H
- - -
i

I -

Mbl OCYLLUECTBJIAEM NOCTABKY:
KoMmrsieKca o6opyaoBaHuUA OT BbiAyBa [0 YNAKOBKM,
obopynoBaHuUA ANA BbigyBa M po3/iMBa MOPAYNX HAMMUTKOB,
obopynoBaHuA anA BbigyBa 19- n 30-nutpoBbix M3T-Ker,
o6bopyaoBaHUA ANA KOHAUTEPCKON NPOMBILLIEHHOCTH.

3A0 «KponoTkuHckui 3aBog MuCCIl»
Ten. 8 800 200-9298 — MHOroKaHasbHbIN
(3BOHOK Mo Poccum 6ecnnatHbIn)

TeHp Ha 22-1 MeayHapoaHON BbICTaBKe

aeM noceTuTb Haul C
fpurnau A ONA UX Npon3BoAcCTBa «I'lponaucno-zm 5»,

MPOAYKTOB NUTaHMUA, HAMUTKOB U Cblpb
KoTopaA npoinaeT ¢ 9 no 13 despans.

WWW.missp.ru
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Pucynok 2. OB bEMbI MPOOAX NMUBA
MO0 KAHAJIAM TOPIOBJIU, %
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Pucynok 3. CTPYKTYPA NMPOOAX NMUBA YACTHbIX
MAPOK N0 TOPIOBbIM KAHAJIAM, %
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IPOJAXXU UCKIIOUUTETLHO aJKOTOJbHBIX Ha-
HUTKOB ¥ COIYTCTBYIOMUX UM IIPOJyKTOB HE
HOBa, HO uMeHHO «Kpacnoe u benoe» crano
HanboJIee MaCCOBBIM U YCIICUIHBIM MPE/ I PU-
THeM 32 mocaefHue roanl. CTOIb CTpEeMHUTENb-
HBI POCT KaHaja Y3KOW HAIlpaBJIEHHOCTH
BIIOJTHE MOJKET IOJIOKUTDb HA4aJI0 TEHACHI[UH
AJIKOTOJIBHBIX JUCKAYHTEPOB Y IOMA.
AHaJII/IBI/IpyH Opoga’Xu IIMBA B Pa3HbIX
TOPTOBBIX KaHaJaX, HEJb3s HE YIOMAHYTH O
YaCTHBIX MapKaX. HCCMOTpf{ Ha TO, 4TO HUX
Z0JIg B 001eM 06'beMe KaTETOPUM COCTABIAET
Bcero 2%, OHU JEMOHCTPUPOBATH CTAOUIb-
HBIl pocT B auBape-oKkTaope 2014 roga, mo
CPaBHEHUIO C AHAJOTUYHBIM nepuozgoMm B 2013
FO/IY. HpI/I 93TOM B HeKOTOprX CE€TAX YaCTHBIC
MapKH MABA 3aHUMAIOT 3HAYUTEIBHYIO OO
OT O6GIMUX ITPOJaX KaTeTOPUHU 3).
T'oBops 0 NUBHOII KATETOPUU TAKKE HEOO-
XOJMMO OTMETHUTH U TOT (PAKT, YTO OHA ABJIA-
€TCA O,E[Hoﬁ 13 CaMbIX <<HpOMOyTI/IpyeMLIX>> Ha
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low alcohol drinks

perake FMCG. Oxono 11% ob6miero o6beMa B
JI€HEXXHOM BBIPAXKEHUU HPUXOAUTCS UMEHHO
Ha NPOJYKIHIO, IPOJAHHYIO BO BPEMS IIPOMO-
aknui. Jlnsg cpaBHEHHUS: B AHAJOTUYHOM IIe-
puoze 2012 roga ata uugpa cocrasiusiaa 8%,
a B 2013 roxgy — 10%. Cpeauss neHa nusa mno
IIPOMO-aKIIUU COCTaBAdgEeT 69 py6iei 3a 1uTp,
B TO BpeMs KaK CpeAHsSs LleHa JJIsA KaTero-
puu — 77 py6aeii. 3gech Takke HEOGXOLUMO
YYHUTBIBATh TOT (PAKT, UTO LIEHOBOI pa3dbpoc
B KaTETOPUM KpalHe BBICOK, M, KaK IpaBH-
JIO, cCaMO€ 3aMETHOe CHIXXKeHHEe IPOUCXOAUT
KaK pa3 y NpeMHaJbHbIX OPEHJJOB, 1 UMEHHO
JUISL HUX HAan6o0JIee XapaKTePHA BBICOKAS OIS
IIPOMO B IPOJAXKAX.

Cabuna 3daposa

Research of the Company “GfK Rus”

Review of Russian Beer
Marlket

Anti-alcohol campaign held by Russian
government was the most important factor
influencing performance of Russian alcohol
market: in 2013 GfK Rus Consumer Panel*
registered significant decline of alcohol con-
sumption in comparison to 2012. This trend
continued in January-October 2014.

Beer**is one of the most popular beverag-
es in Russia; many consumers do not perceive
it as “real” alcohol. Exactly this fact explains
why three basic consumption measurements —
consumption volume in liters, penetration
and frequency — put beer between soft drinks
(where comparable categories for beer are
kvass and even carbonated drinks) and other
alcohol categories (vodka, hard spirits, cham-
pagne, wine, alcohol cocktails). It should be
also mentioned that consumption of beer in
liters exceeds cumulative consumption in li-
ters of all other alcohol categories.

But beer is not such a “happy” category as
it might seem at the first sight. Though de-
cline of consumption volume does not look
too impressive in comparison to other alcohol
categories analysis of long term dynamics re-
veals reduction of consumer base. Thus, ex-
actly consumer withdrawal has major negative
impact upon market volume. On the other
hand, households still buying beer increase
consumption volume which brought relative
stability to the review category in January-Oc-
tober 2014 in comparison to the same period
of 2013.

During January-October 2014 more than
62% of Russian households purchased beer at
least once. Consumers with low and medium
purchase frequency (1-4 and 5-23 times) ag-
gregately constitute about 85% of all beer
buyers. Meanwhile the smallest group of

* Review is based on measurements of GfK Rus Consumer Panel.
Currently more than 10 thousand households all over Russia par-
ticipate in regular registry of their purchases. Collected data is
extrapolated to population of Russia.

#% The category of beer does not include malt cocktails.

heavy consumers (24 and more purchases)
provides practically half of consumption vol-
ume (54%). In comparison to the same period
of 2013 all three groups saw reduction of con-
sumers in number; however, in groups with
low and high consumption frequency this de-
cline was balanced with increased consump-
tion volume. Thus, general decline of con-
sumption was mainly driven by the group with
medium consumption frequency and exactly
this group mainly drove negative dynamics of
beer category.

Marketers split the review category into
unpacked and bottled beer which in its turn
splits into groups by package format (glass
bottle, aluminum or tin can, PET). Quite ex-
pectedly, bottled beer dominates the market:
42% of market volume is provided by beer in
PET containers, 24% — by beer in glass bottles
and 18% — in aluminum/tin cans. Unpacked
beer provides no more than 16% of Russian
beer market in volume.

Popularity of PET packaging can be ex-
plained with its affordability — during the
review period the average price of one liter
of beer in PET constituted 59 rubles. Com-
pare: the average price of one liter of keg beer
bottled in store into PET was 81 rubles being
close to the average price of beer in cans and
glass bottles — respectively 86 rubles and 91
rubles per liter.

Unpacked beer drove negative dynam-
ics of the review category while bottled beer
showed no drastic changes. However, if we
look deeper we’ll see that growth was seen
only by beer in cans while consumption of
beer in PET and glass declined in comparison
to the same period of 2013. It should be men-
tioned that growth of beer in cans was mainly
driven by increased sales of multipacks; with-
out them segment of cans would stagnate with
a decline tendency. During the review period
most impressive growth was demonstrated
by 4 cans multipacks launched in 2013; this
growth was quite natural with consideration
of an average purchase size per household (3
cans on the average).

More than half of beer consumption vol-
ume was provided by three Federal Districts —
Povolzhye, Central FD and Southern FD (re-
spectively 22, 20 and 14%). Povolzhye and
Southern FD were the regions mainly driving
negative dynamics of beer category in Russia.
However, most impressive decline of beer con-
sumption was registered in Siberian FD where
both consumer withdrawal and decline of per
capita consumption among beer buyers was
observed. Positive dynamics was seen in the
Urals. Slight increase of beer consumption was
also seen by Northwest FD and Central FD.

It has been mentioned above that bot-
tled beer constitutes a significant part of
the review market but split between un-
packed and bottled beer differs by regions.
Share of unpacked beer in Southern FD
and Siberian FD reaches one third of mar-
ket volume while in Moscow it constitutes



just 5% and in Saint Petersburg — 2.79%. [

«ABTOKOMTEexHoNnoO4Xu»:

Mbl XOTVM BHECTW BKRJTIAQ B PA3BUTUE MNPOMbILLJIEHHOCTA

Among other factors this situation is deter-
mined by price difference. For instance,
in Moscow one liter of keg beer costs 116
rubles on the average, in Saint Petersburg —
112 rubles. Meanwhile in Siberian FD the av-
erage price of keg beer is about 70 rubles/li-
ter, in Southern FD — about 78 rubles/liter.

Importance of contemporary retail for-
mats in beer distribution increases on the
background of declining share of tradition
retail — decline of sales volume is seen exactly
there. This is a general trend observed in all
FMCG categories but in case of beer this trend
developed faster due to limitations applied to
alcohol sales (banned sales in street kiosks and
pavilions, banned sales at night hours). At the
same time we should highlight increased share
of discounters in beer sales volume.

The largest shares in beer sales volume are
controlled by retail chains “Magnet” and “Py-
aterochka (Five)”. Important beer distributors
are also chains “Auchan”, “Dixie” and “Lenta
(Ribbon)”. Dynamics of beer sales in “Dixie”
is interesting. In 2014 beer became an im-
portant category for the chain’s clients while
in 2013 sales of beer in this chain were far
behind other alcohol categories. In general,
practically all large retail chains saw increase
of sales. Success of discounter chain “Krasnoe
I Beloe (Red and White)” specializing in sales
of alcohol deserves special attention. Idea of
specializing in sales of alcohol and accom-
panying products is not new but “Krasnoe I
Beloe” saw most impressive success in recent
years. Vibrant growth of a specialized distri-
bution channel can start development of con-
venience alcohol discounters in Russia.

Speaking about distribution channels we
cannot but mention retailers’ private labels
(RPL); even though share of RPL in beer sales
volume was just about 2% this group dem-
onstrated stability in January-October 2014
against same period of 2013. In some retail
chains RPL provide a significant share in
beer sales.

It should be also mentioned that beer
is one of the most promoted categories on
FMCG market. About 11% of sales value falls
on beer sold during promo events or at promo
prices. Compare: in January-October 2012
this share was 8%, in 2013 — already 10%. The
average promo price of beer is 69 rubles/liter
while the average regular price in the category
is 77 rubles/liter. Here we should remember
about wide dispersion of prices in the review
category; most impressive promo discounts
are usually offered by premium brands and
exactly they have a large share of promo sales.

Sabina Zdarova

Ten. +7 (495) 937-7222
www.gfk.ru
www.gfk.com

CoO6BITH OC/IEAHET0 BpeMeH ! BBIABUHYIN I'0-
CYIapCTBEHHYIO IIPOTPaMMy MMIOPTO3aMelleHNs
Ha nepemgHuit mnaH. Kak B aT0i1 cuTyanum 4yBCTBY-
10T ce6s oTedyeCTBEHHBIE IPOU3BONUTENN, YAAETCA
M MM TIPUAEP>KUBATBCA ITOOANBHOI CcTpaTermm?
9TH U Apyrue Bompochl KoppecnonaeHT RF&DM
sagan mnpepcraButeniMm OOO «AprokomTexHo-
JIOI>XW», POCCUIICKOTO MPOU3BOAUTENA M MOCTaB-
IIVKa KOMIUIEKTYOIINX A TMHUI PO3NINBa, — Py-
KOBOAUTeNIo oTAena npoaax I0muu lllanoanoBoit
U TeXHM49ecKoMy gupexTopy Vropro Kyueposy.

Kopp.: Pacckaxume, noxanyticma, o eauetl Kom-
naMuu u ee MUCCUU HA PbIHKe.

10. III.: Komnanua «ABrokomTexHoNmomxm» pa-
6oTaer ¢ 2008 roma M MOABUMACH [Id CO3JAHUA
peanbHOl KOHKYPEHLMM eBPOINeiCKUM IIPOM3BO-
urensM. Mbpl M3Ha4YaJIbHO CTaBUIN Ilepef coboil
K/II0YeBYIO 33a/jady — 3aMEHMTb Ha OTeYeCTBEHHOM
PBIHKe 3apy0e)XHOro IPOM3BOLUTENS, YTOOBI IN-
[eBble MPefIPUATHA, C KOTOPHIMU MbI paboTaem,
He ObIIN 3aBUCUMBI OT €BPOIEICKMX IIOCTABI[IKOB.
Ha ceropHANIHMIT JIeHb MBI ABNAEMCH eIMHCTBEH-
HOJI KOMIIaHMEN, KOTOPas MpefijlaraeT KOMIIJIEKCHOE
cHabXeHMe 000pyTOBaHNA 3aITYaCTAMIM.

Kopp.: [Jasatime ocmanosumcs nodpobHee Ha
cnexmpe npeonazaemoti 6amu nPoOyKUUU.

M. K.: OCHOBHBIM HAIIMM «IOKOMOTMBOM» AB-
NeTCA MPOM3BOACTBO PE3MHOTEXHUYECKUX U3Je-
JIniL, M3EeNNit U3 IIacTUKa U MeTata. Kpome Toro,
«ABTOKOMTeXHONMOMKM» ABNATCA ODUILMATLHBIM
npepcraBuTenaM Komnanun Kroma LTD, mocrasns-
€T TOpLeBble YIVIOTHEHM A /1 MUMIIOPTHBIX HACOCOB.

Kopp.: Bt paspabamviéaeme u3denus no uHoueu-
dyanvHoim 3axasam. Imo umenHo v moxeme npeo-
JIOHUMb C60UM KTUEHMAM 8 IMoti 06nacmu?

1. K.: ], B nepByto ouepeab «ABTOKOM TexHOMON-
SKI» ABJIACTCA IPOU3BOANTENeM. MBI M3TOTAaBIMBaEM
KOMIUIEKTYIOIIIMe 10 o6paslaM U 4YepTeskaM 3aKas-
YMKa; TaK)Ke MBI OCYILIECTB/IseM IOLOOPKY MaTepu-
aJia MoJ yC/IOBMA, B KOTOPBIX paboTaeT Ta M/IM MHAA
3aI14aCTh, TEM CAMBIM YBEIMYMBasA €e CPOK IKCITY-
aTanum.

Kopp.: Kakosvl mexHuueckue 603MOHHOCMU 6a-
weeo npeonpusmus?

WM. K.: B Hameil koMIaHUM pabGOTalT MUCKIIIO-
YUTENbHO NPOdECCUOHANDI, TeXHUYECKUe CIIel-
QJINCTBI — BBIXOALIBI C MMIIEBBIX NpeanpuATit. OHu
3HAKOMBI ¢ 060py/JOBaHMEM, KOTOPOE MCIIONIb3YeTCA
B 3TOII OTPAC/IN, 3HAIOT CHeUNPUKY pabOTH ¢ HUM.
Mbl ocymiecTB/IseM Bble3JIbl Ha NpPEeANpUATUA 3a-
Ka34VKOB C IIe/IbI0 IPOBeNeHN s ayiuTa INHUI PO3-
nuBa. [IpemaraeM TeXHMYeCKIE PelleHNA IPo6IeM.
Hama mnpousBoicTBeHHas IUIOMIaika OCHAIleHa
BBICOKOTEXHOJIOTMYHBIM 060py/lOBaHMEM, KOTOpOE
I03BOJIsIET HAaM JOCTUYb HAMTYYILIero KayecTBa pu
U3rOTOBJIEHVM HAllleil TPOJyKIVM.

Kopp.: [ns omeuecmeennvix npeonpusmuii ece
Goree aKmyanvHvIMU CIAHOBAMCA 60NPOCHL NPOXOXH -
Oenust cepmuurayuu. Kax vt ux peutaeme?

0. IIL.: MBI paboTaeM C MUIeBHIMYU IPEATPUATH-
AMM, TOITOMY IIOHMMAaeM BCIO OTBETCTBEHHOCTb,
KOTOpYI0 HeceM. Besib mpousBefieHHbIe HAMU KOM-

IUIeKTYIolye B OOBIIMHCTBE CBOEM OYAYT MMeETh
KOHTAaKT C IMMNIIEBbIM HpOI[YKTOM. Mpbr IpefnpuHn-
MaeM Bce HeOOXOAMMbIe MepbI, 1 TI09TOMY Ka4eCTBO
Y BOSMOXHOCTb IPUMEHEHU HaIem HpOI[yKI_U/II/I B
MNIEeBOJ IPOMBIIITIEHHOCTU TOATBepXXeHbl Cep-
tudukarom coorserctsuss I'OCT P, akcmepTHBIM
sakmoyeHneM ®BY3 «lleHTp rurneHsr u snupeMu-
OIorUm» u CepT]/I(l)I/[KaTOM CHUCTEeMbI MEHEIPKMEHTAa
kavyectBa ISO 9001:2014.

Kopp.: Budume nu 6vi 0ns ce6s 803MONHOCHD
80CNONL308AMBCS HbIHEWHell cumyayueti 01 co6-
CMBeHH020 pa3eumus?

10. III.: Besycnosro. CerogHa Mbl HOMTy4YaeM
6osblile BO3SMOXKHOCTEN /Il PACIIMPEHUsI HALIETO
aCCOPTMMEHTA, OCBayBaeM HOBbIE Ji/Isl HAC HaIllpaB-
JeHMsA. Y>ke HauMHas ¢ HOBOTO rOfia K HaM CTalo
obpararbcs 60blle 3aKa34MKOB, KOTOpbIe ITOCTpa-
Aann U3-3a 3aBUCUMOCTU OT MMIIOpTA. MBI TOTOBBI
COTPYJAHUYATb CO BCEMM NUIIEBBIMU HpeIpUATH-
samu Poccun n He Tonmbko. Cefi9ac MBI pacuIupsieM
CBOM TeppUTOpMaTIbHbIE BOSMOXXHOCTY ¥ HAYMHAEM
HaTaXMBaTh COTPYAHMYECTBO co cTpaHamu CHI n
TaMoxxeHHOTO coM03a.

Kopp.: Kmo séngemcsa samum Knaouesvbim KaueH-
mom?

10. III.: [Tt Hac KaXK[blit KIMEHT BakeH, BbIfie-
NATH KOro-mn6o Het cMbica. Cpely HAIIMX 3aKas-
YUMKOB €CTb H€ TOJ/IIbKO prl'IHI)Ie NpefnpusATuA, HO
U cpefiHue, 1 HeGoMbluMe 3aBOoAbI. MBI paboTaeM o
Bceit Poccun - ot Kanuaunnrpaga o KamuaTtkum.

Bce HammM KaMeHTHI NONYYalOT KadeCTBEHHBIN
cepTH(UUMPOBAHHBII MPOAYKT IO IIPUEMIIEMOIT
LieHe, KBaIM(UIMPOBAHHYIO IIOMOIb HEePBOK/IAC-
CHBIX CIIEMANVICTOB M HAEKHOTO IIapTHEpPaA B MNIE
Hallleyl KOMIIaHUMU.

Kopp.: Kakosvt nnanv komnanuu «AsmoxomTex-
HOLOONHU» 8 teriom?

0. III.: Ha camoM fene IJIaHBI IPaHANO3HbBIE. DTO
pacupeHne 1 yBeludeHye BO3MOXXHOCTeN, OTKPbI-
THe (UINAIOB IO CTPaHe BO MHOTHUX KPYIIHBIX TOPO-
7laX, OCBOEHIE HOBBIX TEXHOJIOTMII, HOBBIX HaIlpaB-
neHnit. Mpl XOTUM IIOKa3aThb, 4T0 B Poccum moryr
BBINYCKAaTh KaueCTBEHHYI0 IPOAYKLMIO, MOAXOAUTH
Cepbe3HO ¥ C MOTHOM YBEPEHHOCTDBIO K PEIIeHNI0 T0-
CTaB/IeHHbIX 3a/jady. MbI XOTUM BHECTM BKJaJ| B pas-
BUTHe IpoMbIIIIeHHOCTH. [IycTh OH GymeT He6OMb-
IIOJ1, TIO MMPOBBIM MaclITabaM, HO /ISl Hac — KaK s
TIaTPUOTOB CBOEIL CTPAHBI — 3TO KpaliHe BaXKHO.

Kopp.: Om umenu Hawiux uumameneti noxenar
8aM ycnexos.

10. I1I., . K.: Cniacu6o.
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