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CraTbs MOATOTOBJIEHA HAa OCHOBE JaHHBIX
naHeau goManmHux xo3siicts GfK — uccaeno-
BAaHUM, HPOBOASIIEMCS HA IOCTOSHHON OC-
"HoBe ¢ 1996 roxa. Jlinsa crarbu UCIIosb30BaHa
BBIOOPKA HanuoHaAbHOM Poccum, xoropas
cocrasiasgeT 8916 gomamuux xos3saucrs. Me-
TOJUKA HCCJIEJOBAHUS MO3BOJNSAET IOJydaTh
peaybHble, a He AeKJapUpyeMble TAHHBIE O
IOKYIIKaX: 4YTO OBLJIO KYIJIEHO, B KaKOM KO-
JNYeCcTBe, TJe, 10 KaKOU IeHe U KeM. Takum
06pa3oM, MOXET OBbITh IpPENOCTAaBJIEHA UH-
¢popmanma 06 o6beMax pbIHKA, JOJIAX IPO-
U3BOJUTENEH M MApOK, conuo-gemorpadu-
YeCKOM npoduie HOoKynaTelei, 1eJoM psje
mokaszaTeneil, XapaKTepU3YIOmMUX MOKyHa-
TeJbCKOE MOBeJeHUe, — IPOLEHTE MOKYIaTe-
JIeil, 9acToTe NMOKYIOK, 06'beMe IMOKYIKHU Ha
OJHOT'O MOKYHATEes U JPYTHUX.

Pucynok 1. AUHAMUKA NOTPEBJIEHUA

MACOKOJIBACHbIX U3EJINU & 2011-2014 ropax,
ThbIC. T, MAPA pY6.
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Msacuas racTpoHOMHus (KOJOGAacHBIE H3Je-
JIUsI, COCUCKU,/CapAenbKu,/MIUKAIKN, MACHbIE
J€JIMKATEChl M 3€JbIbI/JIUBEPDI/TAlITETHI)
SIBJAETCS TPAJUIMOHHBIM IIPOJAYKTOM B MEHIO
poccuiickux cemeit. Cpennuii o6beM norpebdie-
HUS MICHOM TaCTPOHOMUU COCTABJISET MOPSAKA
31 xuyorpaMma Ha JJOMOXO3AICTBO B TOJ, NpHU
9TOM B CPELHEM JOMOXO3SICTBA IOKYIAIOT KaTe-
ropuio nopsajka 40 pas B rox. Haunnas c 2012
rojja poCCUICKHN HOTPEOUTENbCKUI PBIHOK
MSICHOI racTPOHOMUU JI€MOHCTPUPYET HETraTUB-
HbIl Tpeug. B mpomeamem 2014 roxy, mo cpas-
HEHHIO C IPEAbIAYIIUM rOJOM, 06bEM MOTpe-
GieHHsl 5TOU npoAyKuu cokparuics Ha 4,4%
B HAaTypaJbHOM BbipaxkeHuu (puc. I). Ilpu arom
HAGJII0AAJICS HEGOIBIION POCT B CTOMMOCTHOM
BIpakeHnH (+1,7%), 4TO IPOU3OLLIO UCKIIOYH-
TEJIBHO 34 CYET POCTA I[€H HA IPOAYKIIHIO.

Pucynok 2. AMHAMUKA OB bEMOB PbIHKA
MACOKOJIBACHbIX U3OEJINA & 2011-2014 ropax, T
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IIpuanHaAMHU CHIKEHUSI 00BEMOB ITOTpebJIe-
HUSA MHCHOﬁ I‘aCTpOHOMI/II/I HOCJIY}KI/I]II/I yMeHb'
HIEHHE YaCTOTHI MOKYIIOK U IIePEKJIYEHUE 110~
KynaTeJel ¢ MACHOH TacCTPOHOMUM Ha Jpyrue
HPOAYKTBI — B OCHOBHOM Ha M$fCO HTHIIBI (KaK
HATypaJbHOE, TaK U I01y(PabpUKAThI U3 HETO).
CTOUT OTMETHUTB, YTO YMEHBIIECHUE TTOTPedIe-
HHUSA U IEpeKJII0YEeHUE Ha JAPyrue KaTeropuu
CBS3aHO B IIEPBYIO OYEPEJDb CO CHMKEHUEM IIO-
KyIaTeJIbHOU CIOCOOHOCTHU HaceleHus. MacHas
racCTPOHOMHSA CTAHOBUTCS HE IO KapMaHY MHO-
TUM POCCHUSIHAM, M OHU IEPEeXOoRsT Ha 6oee Je-
IIEBYIO GEJIKOBYIO ITHIIY.

Kak u GOJBIIMHCTBO KAaTEropwil CBEXUX
HPOAYKTOB, MsCHAsA racTpoHomMus B Poccuu B
GoJIbIIEld CTENEHH IPOJAETCH Ha BEC — Ha JIOJIIO0
BECOBOU NPOAYKINU puxoanTcs nmopsaka 80%.
YnakoBaHHasl MPOAYKIUSA € (PUKCUPOBAHHBIM
BECOM, IPOMAapKUPOBAHHAA KOJIOM IIPOU3BOAN-
TeJis, 3AaHUMAET JIMIIb HATYIO 9aCTh BCETO 06b-
ema pbpIHKa. IHTEepecHo OTMETUTD, YTO B OTJIH-
4YH€e OT CETMEHTA MACHOU TaCTPOHOMUU, UAYIIEN
Ha BEC, CErMEHT yIaKOBAaHHOU MACHOH NPOAYK-
UM ¢ PUKCUPOBAHHBIM BECOM JIEMOHCTPUPYET
YBEPEHHYIO IIOJOXHUTENbHYIO JuHaMuKky. Tak, B
2014 roxy npupoCT JaHHOTO CEIMEHTA, IO CPaB-
Henuio ¢ 2013 roxgom, cocrasun 36% (puc. 2).
JlaHHas TeHAEHLHs OIIpeleJeHHBIM 06pazoM
CBI3aHA C POCTOM JIOJIM KaHAJIOB COBPEMEHHOM
TOpFOB]II/I, rae ypOBeHb 3HAYUMOCTU HpO,Z[yKL[I/II/I
B (PUKCHPOBAaHHOM Bece 6oJiee BBICOK, YEM B Tpa-
JUIMOHHOM Toprosie (puc. 3). B coBpeMeHHOI
PO3HUIIE IPU OILIATE TOBAPA UCIONb3YIOTCS CO-



BpEMEHHbIE KAaCCOBbIE AMIAPATBhI,
CYHUTBHIBAIOIME BCIO MHMOPMAIUIO
O HPOAYKTE HEMOCPEJCTBEHHO CO
HMITPUX-KOJA ymakoBku. Jns Tpa-
JAIMOHHON K€ TOPrOBJM Xapak-
TepHa peajlu3alus ToBapa depes
HpUJIABOK, ¥, COOTBETCTBEHHO,
(penr-kareropun — TaKue, KaK coIp,
MsICHASI TACTPOHOMUS U JIpyrue, —
9acTO UAYT HA BEC.

CTpyKTypa OTEYECTBEHHOIO
PbIHKA MSACHOII TacTPOHOMHH 32
MOCJIeJHUE TOABI MPAKTUICCKH HE
Mmenstach. Konbacuble usgenns u
COCHCKH/Cap/ieIbKU,/MIUKaIKU
TPAAUIUOHHO OBLIU U OCTAIOTCSH
HauboJjIee IOMYJIAPHBIMU IPOIYK-
TamMu — B 2014 rony Ha ROMIO 3TUX
KaTeropuil IpUXOAIIOCh, COOTBET-
crBenno, 50 u 31% pbinka B HaTy-
paabHOM BhIpaxkeHuH (puc. 4). Jons
MSACHBIX JE€JIUKATECOB COCTaBUJIA
14%, a xaTeropus «3enbiibl/IuBEpP,/
[MaNITEThl» 3aHUMaeT He 6oaee b%
PBIHKA B HATYPAJIbHOM BBIPAXKECHUM.

Kakx mokaspIBAIOT pe3yJabTaThI
uccaegosanuil, HaunHasd ¢ 2012 roxa
BCE CETMEHTBHI PBIHKA MACHOW ra-
CTPOHOMUHU, 32 UCKJTIOUEHUEM 3€JIb-
I[E€BOI TPYNIIBI, AEMOHCTPHPOBAIN
OTpI/IL[aTeJII)HyIO Z[I/IHaMI/IKy B HaTy—
panbHOM BeIpakeHuu. B 2014 roxy
HaunbOoJblIee NaJeHne ObLJIO OTMeYe-

HO B CETMEHTAX MACHBIX JIETMKATECOB
U COCHCOK/capjesek/MINKadex —
COOTBETCTBEHHO, Ha 12 1 7%.

CermMeHT KOJOACHBIX U3AEeaUi
3aHUMAET JUIUPYIOIHE ITO3UIIU
Ha PBIHKE MSCHON TaCTPOHOMUU.
Ilpn sToM oTMeuaeTcsi HE3HAUH-
TEeJbHOE NaJIEHUE TTOKa3aTeel cer-
MEHTa 110 00beMy B HATYpPaJbHOM
BeipaxkeHnn (-2%). JlanHoe cHMXKe-
HUE OTMEYEHO B I'PYIIIIE BAPEHBIX U
KOIYeHbIX Kobac. Kak B mesiom Ha
OTE€YE€CTBECHHOM prHKe MHCHOﬁ ra-
CTPOHOMUMU, TAK U B CETMEHTE KOJI-
6GaCHBIX M3J[€JIHi{, OCHOBHOI IpUYH-
HOM MaJieHnst 06’beMa MOTPeOIeHI S
SABJSIETCSA CHUKEHHUE YaCTOTBI I10-
Kynku Kateropuu. Poccuiickue ce-
MbH II0KA HE OTKa3bIBAIOTCS IIOJIHO-
CTBIO OT TOBAPOB HTOI KATETOPHH,
OJHAKO BCE PEKe U PeKe O3B0
10T ce6e TAKYIO IOKYIIKY.

B npopmaxax KOHMUEHBIX KOJI-
6ac IpaKTUYECKU [IOJIOBHHY BCETO
o0beMa 3aHMMAeT CErMEHT Bape-
HO-KOITYEHBIX KOJ6AC — Ha HEro
npuxoxaarca 48%. Jlanee cienyior
MOJYKOITYeHbIE KOJIGACHI C HOJeH
37%. Ocransubie 15% npoxax npu-
XOJISITCSL HA CBIPOKOITYEHBIE,/ CHIPO-
BsiJIeHble Kou6achl. JIormuHO ObLIO
6bl IPEJIIOIOXHUTh, YTO HajeHUe
MOXKHO OXHJATh BO BCEX I'PYIIIAX

Pucynok 3. CTPYKTYPA MPOOAK
MACOKOJIBACHbIX U3OENUN

Nno ®OPMATAM TOPIrOBJ1IU
B8 2011-2014 ropax B HaTypanbHOM BbIpaXeHuH, %

% 1007]

907]
80]
707
60]
507]
407
307

20

- o el -
- - - -
=] (=] o =]
N o~ o~ N

. CoBpeMeHHas TOProBif, ynakoBaHHas NPOAYKUMA

[ | CoBpemenHas TOprogis, pasBecHas npoayKums
[ | TpanuuMoHHan TOProBNs, yNakoBaHHas NpogyKuvs
[ | TpaauuMoHHas TOproBns, pa3secHas NPoAyKuusa

KOJIGACHBIX U3JENUil, U YK TOYHO
B CAaMOM JIOPOT'OM CETMEHTE — B Ka-
TErOPUHU CBIPOKOIIYEHBIX KOJIOAC.
OnHAaKO B pEaJbHOCTH CHUTyaLHs
cnoxuaach nHade. OCHOBHBIM ipaii-
BEPOM CHIKEHUSI HOTPeOIeHUs KOJI-
GACHBIX U3JIE/IMI BBICTYIINIA IPYIIIIA

Pucyrok 4. CTPYKTYPA PbIHKA
MACOKOJIBACHbIX VIBJJ,EJ'IVIVI

Mo BUOAM . 2011-2014 rogax
B HaTypanbHOM BblpaXeHuu, %
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M Kon6achbie usnenns

. Cocucku/capaenbKu/IWnnKaykm
. MsicHble fenukarechbl
. 3enbl/nusep/nawreTbl

CPEJHEr0 ILIEHOBOTO CETMEHTA, a
MMEHHO — ITOJYKOITIEHbIE KOTOACHI.

Poccuiickuii pplHOK KoJIbac-
HBIX U3JI€JIUH, TaK )K€ KaK U PbIHOK
MACHOI racCTPOHOMMU B II€JIOM, B
GosblIell CTENEeHU IpEeACTaBJICH
passecnoi npoayknueid. CooTHo-
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HIEHHe MEXJAy NpoAyKIuel, ujaymeil Ha Bec, u
YIIAKOBAHHOM NPOJAYKIMENH COCTaBJISAET, COOT-
BeTCTBEHHO, 78 u 22%.

Curyanus B CerMEHTE YIIaKOBAHHBIX KOJ06AC-
HBIX U3JIeJINI IOBTOPSET TMHAMUKY IpPOJaX B
CerMeHTe yMaKOBAHHOM MSCHOH racTpOHOMMU
B 1iesiom: B 2014 roay, no cpasnenuio ¢ 2013-m,
npupoct coctaBui 47%. YTo kacaeTcst cerMeHTa
KOJI6ACHOM IIPOAYKIINH, pEAJIN3YEMO Ha pa3Bec,
TO OH JIEMOHCTPHUPYET OTPULATETbHYIO TEHJEH-
I[UIO — €ro IaJieHre cocTasuio nopsaaxa 10%.

B Tpoiiky qugepoB cerMeHTa yIaKOBAaHHBIX
KOJIOACHBIX U3JIE€THI BXOJAT TaKU€e POU3BOJUTE-
s, xak ABI Product (r. Bragumup), OAO «Octan-
KMHCKHUI MsconepepadaThIBAIONUN KOMOMHAT»
u OAO «I'pynna Yepxusoso» (Mocksa), — COBO-
KyIIHasi 10JIsl 9TUX KOMIIaHui cocrasiuser 21% B
HATypaJbHOM BBIPaKEHHU. BaskHO OTMETHUTB,
YTO B IIOCJIEZHUE HECKOJIBKO JIET CETEBAS TOPTOB-
JISL IOBOJIBHO CEPBE3HO PA3BUBAET COOCTBEHHBIE
TOProOBbIE MAPKU BO MHOTUX KATE€TOPHAX TOBAPOB
HOBCEHEBHOrO crpoca. B 3Toil cBsA3M HabII0a-
€TCA UX aKTUBHOCTD U B KATETOPUH KOJOACHBIX
nagenuit. Tak, B mocjsegHeM OTYETHOM Ilepuoje
JOJISI COOCTBEHHBIX TOPIOBBIX MAPOK B KATETOPHH
BBIPOCJIA U JOCTUIIA TOpsifKa 6%.

B nesjoM Ha poccuiickOM pBIHKE IIPOCJIEKH-
BAETCS ONpeAeIeHHAA TEHACHIIUS K CHIKEHUIO
00 bEMOB NOTPEOICHUS MACHOH IaCTPOHOMUU.
OCHOBHOII NPpUYMHOHN CHUKEHUS ABJILETCH Iie-
HOBOM (pakTop. Kpome Toro, HameTuicsa nepe-
X0J MOTpebuTeeil Ha Gosee «3LOPOBbIe» KaTe-
rOpPUU-3aMEHHUTENN, HAIPUMEP Ha HATypaJbHOE
MSICO IITUIBL.

Bsenenue B aBrycre 2014 roga caHknuii Ha
BBO3 IPOJAYKTOB U cbipbda u3 crpad EC, CIIA,
Hopserun, Ascrpasun u Kananpl, Bkaoyas
roBA/IMHY, CBUHUHY M MSACO ITHUIBI, B KOHEY-
HOM UTOT€ IIPUBEJIO K YIOPOKAHUIO IIPOAYKTOB
nepepaboTKU, HOCKOJBKY C€6€eCTONMOCTb U3-
TOTOBJIEHUS CTaja JOpoxe. DTO MPOU3OILIO
3a CYET TOrO, YTO IOBBICUJINCDH LICHBI HA ChIPbe
CO CTOPOHBI «HE3APEMIEHHDIX» IIOCTABIIMKOB,
BKJIIOYA s JIOKAJIbHBIX. KpoMe Toro, 3Ha4UTEIHHO
YBEJIMYMIIACh CTOUMOCTD B Py6JIEBOM 3KBUBAJICH-
T€ UMIIOPTHON COCTABJISAIONIEH MACHOTO IPOU3-
BOJICTBA — MHTPEJIUEHTOB.

Taxum o6pa3oM, HECMOTPS Ha TPaAUIIOH-
HOCTb HOTPEOGJECHUS MSACHOU TaCTPOHOMHUH B
Poccun, B Tekymeil 53kOHOMUYECKON CUTYAIUH,
KOTJIa MaJaloT JOXObl HACEeJIEHUs, OKUATh 3Ha-
YUMOTO YBEJIMYEHH S 0ObeMa IOTPEOICHHS KaTe-
rOpUM BPs/J| JIX IPUXOJUTCSH.

HOaus boxoesa,
SKCNEPM No PoiHKy MACHbIX u30eaul,
KoHcyavmanm omdeaa nompedumensckou naneau GfK

Research of the Company “GfK Rus”

Review of Russian Market
of Sausage and Processed
Meat Products

This review is based on measurements of GfK
Rus Household Panel regularly held since 1996;
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sample representing population of Russia includ-
ed 8916 households. The method provides real
and not declared information about purchases:
what, in what quantity, where, at what price and
by who was bought. Respectively the researcher
can get the information about the market: mar-
ket size, shares of manufacturers and brands,
consumers’ social and demographic portrait as
well as data on purchase habits like share of buy-
ers, purchase frequency, purchase size per family
member and so on.

Processed meat products (sausage, short and
long Vienna sausage, spikachki, meat delicacy, as-
pics, salcesons, head cheese, liver sausage, paste)
is a traditional food category for Russians. Annu-
ally every household consumes 31 kg of processed
meat products on the average; purchase frequen-
cy for this category is about 40 times per year.

Since 2012 consumer market of processed
meat products in Russia has been demonstrat-
ing negative trend. In 2014 consumption of the
review category saw 4.4% year-to-year decline in
volume with some growth in value (+1.7%) driven
only by increased unit prices.

Decline of consumption of processed meat
products was driven by reduced purchase fre-
quency and switch of consumers from the re-
view categories to other products — mainly to
chicken (whole and processed into ready-to-cook
products). It should be mentioned that declined
consumption and switch to other categories was
to a great extent caused by reduced purchasing
power of consumers. Processed meat products
became too expensive for many Russians, so they
search for cheaper sources of protein.

Like the majority of other food categories
with a short shelf life, Russian market of pro-
cessed meat products offers mainly products
sold be weight (this group constitutes about
80%). Products packed by manufacturer (with
a set weight and manufacturer’s barcode) con-
stitute only one fifth of the review market. In-
terestingly, unlike segment of processed meat
products sold by weight segment of packed
products demonstrate robust growth. In 2014
this segment grew by 36% over 2013. This
trend among other factors is determined by
growing importance of retail chains where
packed products are more welcome than in tra-
ditional retail.

Structure of the review market remains un-
changed for many years already. Sausage and
short / long Vienna sausage / spikachki tradi-
tionally are and always were the most popular
categories; in 2014 these two categories provided
respectively 50 and 31% of market volume. Share
of meat delicacy constituted 14% while the group
“aspics, salcesons, head cheese, liver sausage, pa-
tés” had no more than 5% of market volume.

According to market researches, all pro-
cessed meat categories except the group of as-
pics, salcesons, head cheese, liver sausage and
patés demonstrated negative dynamics in volume
since 2012. In 2014 most impressive decline was
registered in the categories of meat delicacy and
short / long Vienna sausage / spikachki — re-
spectively by 12 and 7%.

meat

Sausage is the largest segment of the review
market; however, it shows some decline in volume
(2%). This decline was observed in the categories
of boiled sausage and smoked sausage. Decline of
segment of sausage as well as of Russian market
of processed meat products is mainly driven by
reduced purchase frequency. Households in Rus-
sia do not cease to consume the review product
categories but can allow it less and less frequently.

Almost half of sales in segment of smoked
sausage is provided by the group of boiled-and-
smoked sausage (48% in volume). Next popular
group is semi-smoked sausage (37%). The rest
15% of sales is provides by fresh smoked and dry
sausage. It would be logical to expect decline of
sales in all product groups of sausage segment
and especially in the most expensive group of
fresh smocked sausage. However reality differs
from expectations. Decline of sausage segment
is mainly driven by standard price offerings, ex-
actly — by semi-smoked sausage.

Russian sausage market is dominated by
products sold by weight just like the market of
processed meat products in general. The seg-
ment distributes between unpacked and packed
products like 78% to 22%.

The group of packed sausage has the same dy-
namics as the category of packed processed meat
products: in 2014 it grew by 47% over 2013. As for
sausage sold be weight it shows negative dynamics
with about 10% decline during the same period.

The largest players in segment of packed sau-
sage are “ABI Product” (Vladimir), “Ostankinsky
MPK (Ostankino Meat Processing Complex)”
OJSC, "Cherkizovo Group” OJSC (Moscow); ag-
gregately they control 21% of segment in volume.
It is important to mention that during several
recent years retail chains have been developing
their own private labels in many FMCG catego-
ries. Same is true for sausage market. During the
review period share of retailers’ private labels on
sausage market increased to reach 6%.

Ban laid in August 2014 upon import from
EU, USA, Norway, Australia and Canada of dif-
ferent foods and raw materials including beef,
pork and poultry resulted in increased unit pric-
es due to higher production costs caused by in-
creased prices for raw materials and ingredients
from “permitted” suppliers including local ones.
Besides, cost of imported ingredients in terms of
rubles increased because of changes in exchange
rates.

Thus, despite long tradition of consumption
of processed meat products in Russia significant
increase of consumption volume in this category
can hardly be expected in current situation of de-
clining incomes of consumers.

Julia Bokova
Meat Market Expert
Consultant for “GfK Rus” Household Panel Department
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www.gfk.ru
www.gfk.com



