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NccneposaHue komnavun «F ®K-Pycb»

e QLS

Cratbs IIOATOTOBJIEHA HA OCHOBE JaHHDbIX

6opka cocrtasasger 10 TicAY gOMAIIHUX XO-

Poccun, Bkirouyas ceabckoe. Mertomom cbo- PucyHok 1. CTPYKTYPA MPOAN KALL

. BbICTPOI0 MPUrOTOBJIEHUA, FOTOBbIX
i 3ABTPAKOB U XJIOMbEB M0 CEMbAIM
CYMTBIBAIONUE ITPUX-KOA € KYIUIEHHOrO IIPO- !

pa uHGOpMAIMU O IMOKYIKAaX JOMAIIHUX XO-
3AMCTB ABJIAIOTCA CKAaHUPYIOIHUE YCTPOUCTBA,

JAYKTA WJIN U3 CIEIHaJbHONH KOZUPOBOUYHOM :

e Y | B 5-6 HeeD.

KHUTHY (JUISL TOBAPOB, IPOAAIONIUXCS Ha BEC).

CoOriacHO JaHHBIM MCCJICIOBAHMS, B Ie-
puox ¢ mapra 2014-ro o despass 2015 roxa !
06beM POCCHICKOTO PbIHKA XJIONbEB M Kaml :
GBHICTPOrO MPUTOTOBJIEHHS YBEIHIHICA Ha |
16,6% xax B IEHEXKHOM, TAK U B HATYPaJIbHOM
BBIPAKEHUU, 10 CpaBHEHMIO ¢ MapToM 2013-ro

- ¢epanem 2014 roza.

Bonee 88% cemeii B Poccun nokynanu pac-
CMaTPUBAEMBIEC KATETOPUH XOTS ObI pa3 B Map- :

* TlaHenb JOMALIHUX XO3AWCTB NPEACTABNAET COBOA OAMH :
N3 Hanbonee aPeKTUBHLIX METO0B NONY4YeHUA UH(OPMa- :
LUK 0 noTpe6uTEeNLCKOM NMOBEAEHUM HaceneHus. Metopuka :
nccnesoBaHns No3BONSET NONY4aTh peanbHble, a He Aekna- :
pUPYyeMble laHHbIE O MOKYMNKAX, a8 UMEHHO: KaKne TOBapHbIe :
KaTeropuu u 6peHabl ObINN KYyNNeHbl, B KAKOM KONU4YECTBE :
B HATYpPasibHOM 1 CTOMMOCTHOM BbIPaXXEHWW, NO KAKOI LEHe, :
B KaKiX TOProBbIX KaHanax u peteinepax, 6bina nn Nokynka :
COBEpLLIEHa N0 TPOMO-aKL i, Kpome TOro, naHenb No3BONAeT :
3aMepuTb COLMO-AEMOrpacuyeckmnii NPomUNL oNpefeneH- :
HbIX rpynn nokynateneir. Mogo6Haa MHOpMaLKs, B CBOK :
04epenb, [AeT BO3MOXHOCTb BbIIBUTb T WAN WHble U3Me- :
HEHNUA, MPOMCXOAALIME HA PbIHKE, OCHOBHbIE (DAKTOPbLI €ro :

pasBUTUA.
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0B30P POCCMMCKOI0 PbIHKA KALL BEbICTPOIO MPUFOTOBJIEHUA,
FOTOBbLIX 3ABTPAKOB U XJ10MNbEB

i te 2014-ro — ¢esparne 2015 roga, uro Ha 4%
norpe6urenbckoit manean «[K-Pycs»*. Bol- | 6osbine, yem rogom panee. Ilpu stom 88% us !
| HUX IPHOOPETATH IPOAYKTHI JAHHBIX KATEro-

3AWUCTB U PEnpe3eHTUPYET BCE HACCJICHUEC

puii 6o1ee OAHOrO pasa B rof.

C PA3HbIM YPOBHEM [JOXOA B AeHeXXHOM
BblpaKeHuu, %

11%

12,9%

16,3%

16,2%

15,4%

16,5%

15%

Menee 7000 py6./4en. 1.1%
[ 7001-10 000 py6./en. 16,3%
I 10 001-14 000 py6./4en. 154%
[™ 14 001-19 000 py6./4en. 15%
19 001-27 000 py6./4en. 16,5%
I 27 001-45 000 py6./4en. 16,2%
bonee 45 000 py6./4en. 12,9%
|\ J

Kamu 651cTpOro npuroToBI€HUs , FOTOBbIC
3aBTPAKU U XJIONbA MOKynaioT cebiie 90% ce-

© meit ¢ rerbmu. Ostnaxo 60% genesxHOro 060po-
| Ta KATErOPUU BCE K€ CTAGUILHO MPUXOLUTCS
| Ha ceMeliHbIe apbl 6€3 feTel U Ha JOMAIHUE
| X03sCTBa, COCTOAIINE U3 OJHOTO YeIOBEKA.
. B cpesHeM OJHO JIOMOXO3AHCTBO B HCCIENy-
. emplit epuox Tpatuiao 615 pyGieil B rox Ha
| raEHbBIE KaTEeroOpuH, COBEpIas MOKYIKYy pa3

Pacnpenenenue o6beMa Npojaxk B Je-

| HEXXHOM BBIPAXKEHHMM MEX/Y CEMBSIMH C JIO-
i xozom ot 7000 1o 45 000 py6eit Ha yenOBEKa
| IPUMEPHO OJMHAKOBOE — OHO COCTaBJSAET
: 15-16,3% (puc. 1). HaumeHnee obecredeHHbIe
(menee 7000 pyGueit Ha YesOBEKa B MeECSIY)
 u mauGosee obecneuennnie (Goxee 45 000
{ pybaeil Ha 4YeNOBEKa) CEMbU BHOCST MEHb-
{ mwuit Bkiaz B mpogaxku karteropmii. Cpsi-
{ 3aHO 3TO C TEM, YTO JAHHDIE CJIOU HACEJE-
| HMA KOJMYECTBEHHO MEHBIIE, YeM Jpyrue
I‘pyHHbI. HpI/I 3TOM /:[pyrI/Ie KJIIOYEBBIE IIO-
| KaBaTeNM — YACTOTA MOKYNIKH, 0GHEM TpaT
JIOMANTHETO XO3AHCTBA Ha KATETOPHIO B T'OJ| —
| B 9THX KQTETOPUSIX IOKyIaTeJIeH CPAaBHUMBL

3HaueHnue cpe,zu—lef/’l IOEHbI 3a KNJOTPaMM

ncciexyemoit mpoaykunu (147 py6ieit B mapre
: 2014-ro — despare 2015 roga) u 3a YIaKOBKY
© (33,7 Ppy0sis) IpaKTUYECKH HE U3MEHUJIOCH 11O
CPaBHEHUIO C MPEABIAYIIUM IEePHOZOM. JTO



CBfI3aHO C Pa3HOHAIIPaBJEHHON JUHAMUKON !

LICH B PAa3JUYHBIX CETMEHTAX KATETOPUI: KYKy-

Py3HBIE MAJIOYKHU, GATOHYUKA MIOCIU U CYXHE
3aBTPAKU PACTYT B LIEHE, B TO BPEMs KaK IIEHbI |
Ha KYKypy3HbI€ XJIOIbs, NIAPUKH U OBCSHBIE

XJIOIIbS CTAOMJIbHbBI INOO CHUMKAIOTCS.

CaMbIM HONYJISPHBIM BUIOM IMPOAYKITHH
0 06beMy NMpPOJAXK B CTOMMOCTHOM BbIpA-
JKEHUM SBJSIIOTCS OBCSHBIE XJIOTbS — HA HUX
npuxogurcsa 19% peraka (puc. 2). HauGonee
AMHAMHMYHO PAa3BUBAETCA KATErOpPHUsA GATOH- :
YHMKOB MIOCJIN — €€ JoJsl Bbipocia Ha 2% B
mapre 2014-ro — gespae 2015 roga no cpas- :

HEHUIO C AHAJIOTUYHBIM IIEPUOIOM IIPEJbINY-
IETO TOJA.

GoJbLICHI CTENEHH OTAABATH IPEAINOYTECHUE |
KamaMm ObICTPOrO NPUIOTOBJIEHUS C PPYK- |

ToBpIMU BKycamu. Kamr ¢ abpukocom, nepcu-

KOM, 0JIOKOM M 3K30THYECKUMH (PPYKTAMU |
HPUOGPETAETCH B IIOJITOPA Pas3a GOJIbIIE, YEM |

roj Has3a.

B TO 5xe BpeMs B KaTerOpUH Kalll, He TPeoy- :
IOIUX BapPKHU, IIPEJIIOYTCHUS CTAIA CMEIaTh-

Csl B CTOPOHY Kalll ¢ CyXOppyKTaMu (Kyparoit,

YCPHOCINUBOM, I/IBIOMOM) — UX CTaJ1 IIOKYyIIaTb

oyt B 2,5 pasa 6oJbliie, 4eM rOLOM paHee.

B xaTeropuu roToBbIX 3aBTPAKOB CAMbIM :
6GBICTPOPA3BUBAIOIUMCS CETMEHTOM CTAJ Cer- !

MEHT GATOHYMKOB MIOCJIU. B HEM Takke JIN -

PYIOT (PPYKTOBBIEC U ATOAHBIEC BKYCHI: MIOCIH C
YEPHUKOI, 1610Kk0M, GaHAHOM, (peHXeIeM CcTa- :

JIN JINIEPpaMM POCTA 9TOTO CEerMeHTaA.

Pa3BUTUA B CETMEHTE 0ATOHYUKOB MIOCJIH,

HUIO C IPE/bIIYIIIM I'OJIOM.

HanGosee BaXXHBIM, C TOUKU 3PEHUS 00D~
eMa IPOAa’X B JE€HEKHOM BBIPAXKEHHUU, JJIS
KaKJ0OH U3 pacCMAaTPUBAEMbIX KaTEropuii sB-
nsetca LleHTpanbHBI (efepaNlbHbIl OKPYr
- Ha ero jouo npuxogurcs 30-38% (puc. 3).
BTOpBIM 10 3HAYUMOCTH SIBJASIETCST BOKCKMiA
@O c onsmu 18-20%, npuuem ero BaxxKHOCTD :
s KaTETrOPUil B paCCMaTPUBAEMbIE II€ PUOJBI
PoccusHe 3a mociaegHU roj CTaaim B '

pacrer.

Boaee 71% o6beMa KaTeropuu B JEHEX-
HOM BBIPQ)KEHUU IPOXOAUT dYepe3 KaHabl :
COBPEMEHHOI TOProBJIM — AMCKAyHTEPSI, TH-
HepMapKeThl, CYyIePMapKeThl 1 MUHUMApKeE- :
Tol. Toprosoie cetu «Maraut», «Ilarepouka»,
| «Aman» u «JleHTa» SIBJIIOTCS JUJepaMu B pe-
QJIN3AINI JAHHBIX KATETOPUI, ZEMOHCTPUPYS
JIMHAMUYIHBIA POCT — COOTBETCTBEHHO, +32%,
+29%, +26% u + 41% B Mapre 2014-ro deBpa- :
e 2015 roga Mo CpaBHEHUIO C MPELIAYIIIM - o
{ mepuosoM.

YacrTuble MapKu ceTell B JaHHDBIX KaTEro-
PHUSIX UTPAIOT BAKHYIO POJb M AMHAMHIHO
¢ passuBaiorcs — ¢ 11% no 13% B neHeKHOM BbI-
Pa’KEHHH B pacCMaTpPUBAEMBIH ITepuo. JTo
OJ\MIH M3 CAMBIX BBICOKMX IIOKa3aTesIei cpeu
: FMCG-kareropuii.

IIpoananuauposas JOJITOCPOYHBINA TPEH],  Pucynok 2. CTPYKTYPA MPOJIAX KALL

: BbICTPOI0 NPUOTOBJIEHUA, FOTOBbIX
i 3ABTPAKOB W XJIOMNbEB M0 BUAAM

MOJKHO YBUJAETDH, uTO ¢ Havasa 2014 roxa ator
YRHACTD, 2 A { B CTOMMOCTHOM BbIpaXKeHuu, %

OPOAYKT 3aHSIT ycTOﬁ‘{PIBYIO IMO3UIINIO B IIOPT- - N
(ZIZ)CJIC IIOKYIIOK POCCHAH — KOJIMYECTBO ITOKYIIa-

© TeJsell yBEIMUNIIOCH [TOUTH B 2 pasa 110 CpaBHe-
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|| OBcaHbie xnonba

[ | Cyxue 3aBTpaku

I Kykypys3tible nanovkm

[ Kykypyaubie xnonbs

[ miocm

I satonumkn mocnm
Lliapuky U3 3nakoB

" Rpyrve

Poccuiickuil ppIHOK Kall GBICTPOro MpPH-
TOTOBJICHU S, TOTOBBIX 3aBTPAKOB U XJIOIbEB,
He Tpebyoomux Bapku, Ha 84% cocrour us
IIPOAYKIMH POCCUUCKOro npousBoxcTaa. Jlu-
JiepaMu CpeAu UMIIOPTEPOB B pacCMaTpHBa-
eMmblii nepuoy craau Punirsaaus, [oapma u

: T'epmaHus ¢ ZOJAMU, COOTBETCTBEHHO, 4, 3,6 1
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Pucytok 3. CTPYKTYPA MPOOAK KALL
BbICTPOI0 MPUIOTOBJIEHUA, TOTOBbLIX
3ABTPAKOB U XJ10MbEB M0 PETMUOHAM
B CTOMMOCTHOM BbIpaXKeHuH, %
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loToBbIE Kawm Xnonbs

3aBTpaku  GbicTporo
NPUrOTOBNEHUS

. NlanbHeBocTo4HbIH 0
Ypanbckuit ®0
Cesepo-3anagHblii ®0

B tOxHbiit ©0

B cu6npekuii ©0
Mpusonxckuit @O

. LlenTpanbHbin ®0

1,6%. Ewe 6,8% pblHKa paclpereseHbl MEKIY

20 ApyruMHU HUMIIOPTEPAMH.

B cermenTe rorosbIx 3aBTpakos ToI-10
BeAyIUX IpousBoauTteneii B mapre 2014-ro
— ¢espaie 2015 roxa 3anumaior 64% pbiHKa
B J€HEKHOM BpIpakeHHH. CTOMT OTMETHTD, !
4TO BTO 3HAYEHUE CHUZUIOCH 110 CPABHEHUIO
¢ npepymuM rosiom. [epsas naTepka tuje- : :
POB B 3TOM CErMEHTE B OO’beMaX IPOAAXK B JIe- — :
: Research of the Company “GFK Rus”
o6pasom: OOO «Hectie Poccus» (Mocksa), :

OO0O «Kemnnorr Pyc» (r. Boponex), OOO «PK ReVieW Of RMSSia" Market

- of Instant/Fast Cooking

HbIE TOProsble Mapku cetu «Maraut» u OOO

: Cereals, Breakfast Cereals
MU MapKaMM B TdHHOM KAaTCTrOPHUHU SABJISIOTCA : and Flakes

«JIro6aroso» («Kemrorr Pyc»), «OrO!» («PK
EBponpecrux»), Nesquik («<Hectie Poccusi»), :

HEKXHOM BBIPDAKEHHUHN BBITIAAUT CJICAYIOIMNUM

EsponpecTtuk» (MockoBckast 06.1.), COGCTBEH-

«PycckapT» (Mockosckasg 061.). Kiouesnr-

«[Ipaspuuk caacrensl» (OOO «HoBble TeXHO-

Poccusi»)**,

B cermenTe Kam GLICTPOro HPUTOTOBJIE- :

HUsI Ha AECATKY HpOHSBOﬂHTeHCﬁ-ﬂHHCpOB

npuxoaurcs 6onee 78% pblHKA, M 3TO 3HA- |
YeHUe MPAKTUIECKH He U3MEHHJIOCh B pac-
cMaTpuBaeMbIX epuoaax. Ilepsas nsarepka B |
5TOM CerMeHTe B 06beMax NPOAaK B JEHEK- :
HOM BBIPA’KEHUU BBLITJISIIUT CJIEAYIONUM 06-
pazom: ITAO «IleTepGypreKuii METbHUYHBIH
koM6uHaT», Raisio Group, Komnanus «Ysei-
ka» (OOO «Pecypc», Henabunckas o6..),
OAO «Pycckmit mpoaykr» (Mocksa) u OAO
«Cowsnumenpom» (Yeasbunckas o6a.). B !

#% 31eCh 1 Janee MapKn pacnonoxXeHbl B COOTBETCTBUM C [LONS-

MW pbIHKA@ B CTOUMOCTHOM BbIpaXeHUK.
18 rRrapm  www.rus-fdm.com
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| YHCJTe OCHOBHBIX MAPOK Kalll GBICTPOTO HPH-
. roroBieHus — «fcHo comnpbimko» («Ilerep- :
OyprcKuii METbHUYHBIN KOMOUHAT»), «lapb»
i («Corosnumenpom»), «Lepkyrec» («Pycckmii :
| mpoaykT»), «YBeaka» («Pecypc») m Nordic :
¢ (Raisio Group).

¢ xu, Ton-10 mpouspoguTeneil 3aHUMaeT 6oee

: paHee. B mepByio msTepky JUAEPOB O OGB-
i eMaM NPOAAXK XJOIbEB B IEHEKHOM BbIPaKe-
uuu Bxoaar: «Hectine Poccusi», OAO «I1K «Bo-

. cetn «Maruut», OO0 «Muctpanns Tpeiiaunr»
{ (MockBa) u «YBeaka» («Pecypc»). K Bexymum
| MapKaMm B 5TOM cermenTte oTHocsTcs «Uyaec- |
HbIil kpail» (CTM «Maraut»), «Pycckas xama» :
£ (OO0 «IIK «Arpomnpoaykr», Kypckas o6i.),

i mytka» (IIK «Bosoronckuii») um «beicTpoB» !
¢ («Hectne Poccus»).

{ TOBApOB MOBCEJHEBHOTO CIIPOCA, KATErOPHUs
{ Kaum OGBICTPOTO IPUTOTOBJIEHUS, TOTOBBIX :
| 3aBTPAKOB U XJIONbEB B KPU3UCHBIH HEPUO]

| T CTaGUJIBHOE MOJONKEHUE B MOTPEGUTETD-
¢ kot kopsuHe poccusit. Ilorpe6urenn craamn
| qamie OTAABATH HpeJIouTeHre paHee He pac-
: mpocTpaneHHbIM B Poccun cermenTam - Ha-
npuMep, 3JaKOBBIM OGaToHumkaMm. OpHako
| oAAaBJsIONEE GOJBUIMHCTBO BCE KE IOKY-
Nal0T TPAaAMIUOHHBIE TOBAPbI POCCHIICKOTO |
: per kg (147 rubles in March 2014 - February

| IPOU3BOACTBA.
Hava Bunxaep,
cmapuuii oncyssmanm
omdea npoodasic u 06CAYHCUBAHUA KAUECHMOB
ucc.ae008anua nomp ABCKUX naHeell
«GFK-Pycv»

¢ lation of Russia both urban and rural. Infor- :
mation on purchases is collected with the help :
i of bar-code reader and a special bar-code book

(for unpacked products sold by weight).

* Household Panel is one of the most effective methods to :
gather information on consumer behavior. The method provides :
realand_notdeclared informationaboutpurchases:whatprodqct segment.
categories and brands were purchased, what was purchase size :
and value, what was the price, what was the distribution channel, :
was or wasn’t the purchase inspired by promo event. Besides, :
Household Panel gives social and demographic portraits of :
certain consumer groups. All this information helps to reveal :
the changes going on the review market and to trace its major :
¢ of consumers over previous year.

development trends.

saw 16.6% growth both in value and volume
over March 2013 - February 2014.

More than 88% of Russian households
purchased the review product categories at
least once during March 2014 - February

i 2015, by 4% more than a year before. In this
B cermenre XJ0IbeB, He TPEGYIOMUX Bap-

group 88% of households purchased the re-

i view categories more frequently than once
: 71% pseiaka, uro Ha 4%, Gosblle, YEM TOAOM !

per year.
Fast cooking/instant cereals, breakfast

cereals and flakes are purchased by more
¢ than 90% of households with children. How-
| JIOTOACKWi1», COGCTBEHHDBIE TOPrOBbIE MAPKH :

ever, 60% of sales value in the category is

i provided by families without children and

one-person households. During the review
period an average household made 1 pur-

¢ chase of fast cooking/instant, breakfast ce-
i reals and flakes in 5-6 weeks and spent 615
¢ «Mucrpaab» («Muctpaib Tpeiinunr»), «Mp- :

rubles annually.
Shares in sales value provided by house-

: holds with incomes of 7,000 to 45,000 rubles
B orMume oT MHOTUX ApYrUX Kareropuii

per family member are approximately equal,

: 15-16.3%. The least wealthy (income per

family member less than 7,000 rubles) and

: the most wealthy (more than 45,000 rubles
| IOKa3bpIBA€T AMHAMHUYHBLIH POCT U 3aHUMA- :

per family member) make the smallest con-

. tribution to sales because these groups are

far smaller in comparison to other income

groups. Meanwhile other important indi-

ces like purchase frequency and annual ex-
penditure in these consumer groups are
comparable.

The average price of the review products

2015) and per package (33.7 rubles) saw prac-
tically no year-to-year changes. This is related
to multidirectional price dynamics in differ-

© ent market segments: corn sticks, muesli bars

and breakfast cereals are getting more expen-
sive while prices for corn flakes, crisps and oat

i cereals are either settled or decline.

The largest market segment in terms of

sales value is oat cereals with 19%. Meanwhile
: the most vibrant category is muesli bars, dur-
: ing March 2014 — February 2015 its share in
: sales value increased by 2% over the same pe-
: riod previous year.

In recent 12 months Russians showed in-

creasing preference for fast cooking cereals
: This review is based on measurements of
¢ “GFK Rus” Household Panel*. Sample includes
jgorum», 1. Kpacnogap) n «Xpyrka» («Hectie :

with fruit flavors; sales of cereals with apricot,

peach, apple and exotic fruits saw 1.5 times in-
10 thousand households and represents popu-

crease over previous year.
Meanwhile in segment of instant cereals
consumer preferences started to shift to offer-

© ings with dried fruits (dried apricot, prunes,
raisins), sales increased almost by 2.5 times

According to Household Panel measure-
ment, during March 2014 - February 2015 Rus- :
sian market of fast cooking and instant cereals :

over previous year.

In segment of breakfast cereals most vi-
brant category was muesli bars; offerings fla-
vored with fruits and berries (blueberries,
apple, banana, fennel) are leading in this

Analysis of long term development trend of
muesli bars showed that since the beginning of
2014 this category settled in shopping trays of
Russians with almost 2 times numeric increase
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Excellence is our Passion

In terms of sales value the largest consum-

er of the review categories is Central Federal
District (30-38%). Second large consumer is
Volzhsky FD with 18-20%; importance of this :
territory in sales was increasing during the re- :

view period.

More than 71% of sales value on the review '
market goes via contemporary retail formats :
(discounters, hypermarkets, supermarkets :

categories and demonstrate vibrant growth,

riod previous year.

Retailers’ private labels (RPL) play an im- :
portant role in sales of the review categories :
and demonstrate impressive growth, from 11%

to 13% in value during the analyzed period.

categories.

Russian market of instant/fast cooking :

nated by domestic products (84%). The largest :
importers of these categories during the re- :
©ing cereals are “Yasno Solnishko (Bright :
Sun)” (“PMK?”), “Tsar” (“Soyuzpisheprom”),
“Gerkules (Hercules)” (“Russky Produkt”),
“Uvelka” (“Resurs”) and “Nordic” (“Raisio

In segment of breakfast cereals top 10 :

view period were Finland (4% of the market),

Poland (3.6%) and Germany (1.6%). The rest
6.8% of the market is distributed between 20 :

other importing countries.

manufacturers controlled 64% of sales value ¢ sx Hereafter brands are ranked according to the share in

: market value.

in March 2014 - February 2015. Interestingly,

i in comparison to previous year this index de- :
clined. The group of top five players (in terms
of share in sales value) includes the following
companies: “Nestle Russia” LLC (Moscow),
“Kellogg Rus” LLC (Voronezh), “Evroprestizh
{ RK” LLC (Moscow Region), RPL of “Magnet” :
retail chain and “Russkart” LLC (Moscow Re- '
gion). Key brands in the review product group !
are “Lyubyatovo” (“Kellogg Rus”), “OGO!”
and minimarkets). Retail chains “Magnet”, (“Evroprestizh RK”), “Nesquik” (“Nestle
“Pyaterochka (Five)”, “Auchan” and “Lenta :
(Ribbon)” are the leaders in sales of the review :

Russia”), “Prazdnik Slasteny (Feast for Sweet :
Tooth)” (“Novie Tekhnologii (New Technolo- :
gies)” LLC, Krasnodar) and “Khrutka” (“Nes-
respectively +32%, +29%, +26% and + 41% in ! :
March 2014 - February 2015 over the same pe-
est players control more than 78% of sales and

tle Russia”)**,

In segment of fast cooking cereals ten larg-

this index saw practically no change during

the review period.

Top five operators of this segment in :
: terms of share in sales value are: “PMK (Saint :
This dynamics is one of the best among FMCG | Petersburg Mill Complex)” PAO, '
. Group”, Company “Uvelka” (“Resurs (Re- :
* source)” LLC, Chelyabinsk Region), “Russky
cereals, breakfast cereals and flakes is domi- : Produkt (Russian Product)” OJSC (Moscow) :
: and “Soyuzpisheprom” OJSC (Chelyabinsk :
Region). Most important brands of fast cook- :

Group”).

“Raisio

In segment of instant cereals top 10 manu-
facturers control more than 71% of sales, by
4% more than a year before. Top five compa-
nies of this category in terms of sales value
are “Nestle Russia”, “Vologodsky PK” OJSC,
RPL “Magnet”, “Mistral Trading” LLC (Mos-
cow) and “Uvelka” (“Resurs”). Most important
brands of this category are “Chudesny Krai
(Miraculous Land)” (RPL “Magnet”), “Russka-
ya Kasha (Russian Kasha)” (“Agroprodukt PK”
LLC, Kursk Region), “Mistral” (“Mistral Trad-
ing”), “Minutka (Minute)” (“Vologodsky PK”)
and “Bystrov” (“Nestle Russia”).

Unlike many other FMCG categories fast
cooking/instant cereals and breakfast cereals
demonstrate vibrant growth during current re-
cession and are an important part of Russians’

i consumer basket. Consumers increasingly pre-

fer formerly rare for Russia product categories

like grain bars. However, the great majority of

consumers choose traditional cereal products
of Russian manufacturers.
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