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Kareropusi «MOJIOKO M MOJIOYHDBIE Ha-
NUTKW» SBISIETCA 3HAYMMOM 4YaCThIO pa-
nuoHa

poccmiickoro moTpebuTens u

ABJISAETCS TEeHEepaTOpoOM IIOTOKA, HJIH
destination-kaTreropueii (mespio BHU3UTA),
— J0oJId IOCETHUTEJEeld Mara3mHa, KOTOpbIE
B XOJI€ CBOETO BHU3UTA IPOXOAAT K IIOJKE C
3TOU MpoOJyKIMel 32 MOKYIIKOM, caMasi BbICO-
kasa. Hapany c kareropueil «Msaco» oHa CTHU-
MyJMPYET LieJeBble IOXO/bl B Mara3uH — Ji0-
IOJIHUTEIbHbIE 3aKYIIKU B T€UEHUE HeJeln
C HeGONBIIUM CIHMCKOM KAaTETOPHUIl B YEKe.
Bot mouemy TpeHIBI B MOTPEGICHUN MOJTOKA
U MOJIOYHBIX HAIIMTKOB SABJISAIOTCH JAKMYCO-
BO¥ GYMa’skKOI IIOKYIATEIbHOM’ CIIOCOGHOCTH
HaCeJeHUs.

KpaTkuii 0630p KII04EeBBIX TEHACHIIUI HA
PBIHKE MOJIOKA U MOJIOYHOM ITPOJYKIIUH ITI03BO-
JINT HOHATD, YEM CET'OJ[HS JKUBET CPEAHECTATU-
CTUYECKUH POCCUNMCKUN MTOKYIIATeab U HA 4TO
06paTUTb BHUMAaHHE IIPU Pa3BUTUH 3TOH KaTe-
TrOPHUHU B CBOEM MOPT(eJie NN ACCOPTUMEHTE B
HbIHEIIHEH 9KOHOMUYECKOI CUTyaluu.

K xareropum «MOJIOKO U MOJOYHBIE Ha-
nutkn» GfK oTHOCHT COGCTBEHHO MOJIOKO
(ynpTpanmacTepu3oBaHHOE U IACTEPU30BAH-
HOE), TPaJAUIMOHHBbIE KHCJIOMOJIOYHBIE Ha-
nNUTKH (Kedup, PAKEHKyY, HPOCTOKBAINY,
TOILJIEHOE MOJIOKO, BApEHEIl U [Pyrue), HUThe-
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0B530P POCCUUCKOI0 PbIHKA MOJIOKA Y MOJIOYHbIX HANUTKOB

BBIE HOTYpTHI U c1uBku. Kareropus asnsger-
Cs1 OfHOM 13 HanboJee CTaOUIBHBIX 10 CBOEH
crpykrype. Jlogu pa3HbIX HOAKATErOPUI Me-
HSAIOTCS BO BPEMEHHM HE3HAYUTEIbHO, 32 HC-
KJIOUYEHHUEM TOTO, YTO B IE€PBOM IOJYrOLHU
2015 roxa nmpomoKMIOCH NAJAEHUE IMOTpPe-
6JIeHUs] HeyIIaKOBAHHOI'O, TAK HAa3bIBAEMOTO
6eJI0ro, MOJIOKA, a TOTpebIeHNe YIIAKOBAHHO-
ro MOJIOKA BHOBb HadaJO pacTu. TeHaeHIns
6bl1a 3aMedeHa U paHbIle, HO B 2014 roxy ona
3aMeJUINIACh, U KAaKOe-TO BpeMs HabIoxal-
Csl POCT MOTPEGIEHUs PA3JIUBHOIO MOJIOKA.
Ananurtuku GfK cBsaseIiBasu 310 C TEM, YTO
CTaJIO MOSIBJAATHCS MHOTO PAa3JIUBHBIX aBTO-
MaToB. OHAKO ceifyac TPEHJ Ha CHUXKEHUE
IIOKYIIOK HEYIaKOBAHHOTO MOJIOKA IIPOJOJI-
skuIcA. JIoJIu oCcTaaIbHBIX IOAKATETOPUI B 06-
meM o6beMe IPOJAK MOJIOUYHBIX KATErOpHUU
OTHOCHUTENBHO CTaOUIbHBI.

Eciu roBOpUTh O KaTErOPUU «MOJOKO U
MOJIOYHBIC HAIIUTKW» B II€JIOM, TO, HeCMOTpH
Ha poct neH (+10% B nepsom noayrogun 2015
roga), 3Ta KaTeropusl pacTeT IO odobeMaM
(+2%). B Texymeil cUTyalMu 3TO SIBIAETCS
ckopee uckmodenuem Ha peinke FMCG, Bean
BIIEpBBIE 32 goJjroe Bpems Habmoxenuit GFK
IIPOAa’KH Ha PBIHKE TOBAPOB IOBCEJHEBHO-
ro Cpoca HadyaJId IaJaTh B HATypPaJbHOM
BBIPAKEHUM.

WccnepoBaHuna
KOMMaHuu
«DK-Pycb»

MHorune nogkKaTeropuu pacTyT B JEHEX-
HOM BBIPa)X€HUU, XOTA U MEJJCHHEE HH-
¢asanuu. CpaBHUTENbHOE GIATONOJNYyYHE U
YCTOHYUBOCTD KATETOPUU OOBSICHSAECTCS TEM,
YTO B KPU3UCHBIE BpPEMEHA IOTPeOUTETHN
MPEeJAINOYUTAIOT NUTATHCA JOMa, a2 MOJOKO
U MOJIOYHBIE HANUTKU SBJISIOTCS Ba>XHbBIM
KOMIIOHEHTOM JloOMallHel KyXxHU B Poccum.
ITOT TpEHJ HAGII0JAJICSI U paHbIIe — B IIpe-
JAbIAyIIUE KPHU3UCHI, KOTJAA 3KOHOMUKY JIH-
XOpaAuIO, KJIIOYEBON MHOTPEeOUTENbCKUI
TPEH] «€JIUM JIOMa» MOAAEPXKUBAJ MIPOJAKU
monoka. M ckopee Bcero, moka cuTyanus B
9KOHOMMKE HE YIYy4YIIUTCSH, JOMALIHEE IIO-
TpebIeHre MOJIOKA U MOJOYHBIX KaTErOpHii
HPOJOJKUT PACTU. XOTS, KOHEYHO, K 006b-
eMaM HOTpeGJeHUs] MOJIOKA, B TOM 4YHCJIE
pasJIMBHOIO, MIPUXOAUBIIETOCS Ha JAyIIy Ha-
cenenust B Coserckom Corose, Mbl BpsJ JHU
BepHeMcs. CymecTBeHHO 60J1€e BBICOKOE 110~
TpebIeHue B TO BpeMs OObsACHIAIOCh OTCYT-
CTBUEM pa3HOOOpPa3Us NPOJOBOJIbCTBEHHOMI
OPOJAYKIMH, a TAKXe CIa0bIM pa3BUTUEM
PBIHKA HAIIUTKOB.

B moaxaTeropum ymakOBaHHOT'O MOJIOKA
PaBHOMEpPHO PacTyT 06a CErMEHTa — yIAbTpa-
ITACTEPU30BAHHOI'O U MACTEPU30BAHHOTO MO-
Jloka. B 1iesioM passurtue npozpax 6e1oro Mo-
JIOKA IPOUCXOJUT 3a CYET JIEIEBOr0 MOJIOKA,



MapOK 3KOHOMHYHOIO KJaccCa,
JIOKAJIBHBIX MapPOK, 2 TAK)KE 4aCT-
HBIX Mapok. Eme oxuH BakxHBII
HCTOYHUK POCTA MOJIOYHBIX KaTe-
ropuii — npomo. Ilo peayabraTam
OIpOCa PECHOHJEHTOB IMaHEeJIU
nomoxosaiicte GfK, ceituac 60-
snee 10% o6beMOB ITOKyIaeTcs 1o
IIpoMO-aKIuAM™.

ODKOHOMHOE IMOBEJEHHUE POC-
CUSIH CKa3bIBAE€TCS Ha JUHAMUKE
oTAeNbHbIX KaTeropuii. Ecau ka-
TEropuu TPaJUIUOHHBIX KHCJIO-
MOJIOYHBIX IPOJYKTOB BBIPOCJIH,
TO IMUTHEBBIE OTYPTHI OTEPSIN
B 0G'beMe — UX JJOJISI «IIepPeTeKIa»
B MOJIOKO.

B »To#t cBA3M uHMHTepecHO
IIOCMOTPETh Ha POCT IMPOAAXK
B OTHOCUTEJbHO HOBOU U ITOKa
HeOOJIBIION KATETOPUU APOMATH-
3UPOBAHHOTO MOJIOKa. Poccusine
HAYMHAIOT BKJIIOYAThL 3Ty HPO-
JAYKIIAIO B CBOUM PAIlMOH, PacTyT
IeHeTpanus U HoTpebieHue.
OTyacTH POCT KaTeropuu oode-
CcIleyeH ee HOBU3HOM, a TaKXkKe
cTpeMJeHHueM IoTpeburesns B
YCJIOBHUSAX SKOHOMUH I10GAIOBATH
ce6s, KOrJa X04eTcs «BKyca». Tak
4TO OTYACTU ApOMATU3UPOBAH-
HOE MOJIOKO UTPAET POJIb IIUThE-
BOTO HorypTa.

Eme oxna moakareropus, Ha
KOTOPYIO CTOUT OOPATUTHL BHU-
MaHMUE, — CJIUBKU. DTO HeOOJIb-
IION CErMEHT, KOTOPBIA CTOUT
HECKOJIbKO OCOOHAKOM B KaTe-
TOPUU «MOJIOKO M MOJIOYHBIE Ha-
nuTku». OH MEHbIIE y4acTBYET
BO B3auMoOOOMeHe oObeMaMU, B
OTJIMYUE OT KATETOPHUI MOJIOKA U
KHUCJIOMOJIOYHBIX IIPOAYKTOB, — Y
HUX JPyTHE «UCTOPUSA» U POJb B
panuose.

Jons moakaTeropum «CauB-
K1» B 001eM oO0beMe KaTeropuu
HeBeJIUKa, HO oHa pacTeT. Cxo-
pee BCEro, ee IMOJOKUTEIbHAs
JAMHAMUKA MOJKET OBbITH CBs3aHa
c poctoM mnpojax koge. Mox-
HO IPEAIOJOXKHUTH, UYTO 3TO €Iie
OZHO IOATBEPKACHUE IOIYJIsIp-
HOCTHU TPEHJAA «€JUM JOMa»: JaH-
HbI€ BCEPOCCUHCKOTO OMHHUOYyCa
GfK nokaspIBaioT, 4TO OTpe6U-
TeJIb CTAJl PEXKE XOAUTD B Kade u
pecTOpaHBbL.

# [laHHble 0 [0Me NPOMO-aKuMil CO6paHbl B
naHenu AOMOX03AiCTB. Mocne ckaHWpoBaHus
Ka)X,0ro Npuo6peTeHHOro ToBapa PecnoHAeH-
TaMm npeanaraetcs ykasatb, KynieH nu ToBap
no npomo-akumu. PecnoHpeHTbl He Bcerpa
MOryT CO06LWNTb, BbIN U KynaeH ToBap no
NPOMO-aKLML.

Hrak, cutyanusa Ha poccuii-
CKOM PBIHKE MOJIOKA ¥ MOJIOYHBIX
HAIUTKOB YKa3bIBAE€T HA TO, YTO
noTpebuTenb aKTHBHO 3KOHO-
MuT. TeHeHnusa nepexjaodeHn s
norpebéuresnsa Ha 6ojee xpeme-
BbI€ CEIMEHTBI KOCHYJIACh JaxKke
TAaKOl 6a30BOIl KAaTE€ropuu, Kak
Mosoko. Cutyanus Ha PyKy pe-
TNOHAJBbHBIM 6peH/1aM U 49acT-
HbIM MapkaMm. Ocob6eHHO y4u-
TBIBASA, YTO B HACTOAIEE BpEMs
KPyIHBIE UTPOKH, paboTalolue
B (pexepasbHOM MacmTabe, Ipo-
JIOJKAIOT paboTy IO ONTHUMH3A-
nuu csoux noprdeneit. Ho Bpsan
JIM CHYKE€HUE COBOKYITHOW JOJIU
KPYIHBIX UTPOKOB — 3TO JIOJTO-
cpounsbrii Tpera. Ckopee Bcero,
IIOCJIE TOTO, KaK HopTdenu 6yayT
ONTUMUBHPOBAHBI, «(egepaabl»
6pOCAT BCE CUJIBI HA HOAJEPIKKY
CBOHUX OCHOBHBIX MapOK, nu €CTb
BBICOKAA BEPOATHOCTD, YTO OHH
«OTBITpPAIOT» cBOIO jouio. Iloka
JK€ Y PErMOHAJIbHBIX MapOK €CTh
BpeMs YCHJIUTDL CBOM IO3UIUU,
noka d¢eaepajbHble OpEeHJbI
HeperpynmnupyoTcs.

C ueM deneparbHBIM MapKaM
TOYHO IPHUJETCSH CUUTATHCHA, TAK
9TO C POCTOM AOJH YAaCTHBIX Ma-
pox. B mMoyoke ona BeIpOCTA 10
6onee yem 11% B HaTypasbHOM
BRIPAXE€HHUH, IO Pe3yabTaTaM
nepsoro noayrogus 2015 roza, ¢
9%, OTMEYEHHBIX B IIEPBOM I1O-
ayroauun 2013-ro. YcnemnocTh
YaCTHBIX MapOK 3aBUCUT OT Mac-
mTaba ceT, a TaKXKe OT OTHOIIe-
HUA noTpe6uTeneil. A naHHBIE
uccaegosanul GfK mokaspiBa-
0T, YTO INEHETPALUs YaCTHBIX
MapoOK TOJBKO pacTeT: ¢ 24,5% B
nepsoMm noxyroguu 2014 roga xo
30% B nmepsom noxyrogun 2015-
ro — CTOJbKO POCCUMCKHUX JAO-
MOXO3SAHCTB MOKyHaJH YaCTHBIE
MapKH B MOJOYHOU KaTerOpHH.

C yueToM HBIHEITHEN TEHJIeH-
MU MOXHO IIPEAIIOJIOXKHUTD, ITO
POCT YaCTHBIX MAPOK IPOAOJIKHUT-
ca. OcoGeHHO 3TO KacaeTcs MapoK
JUCKAyHTEPOB U T'UIIEPMapKETOB
— TO KaHaJIbI TOProOBJIM, KOTOPbIE
BBIATPBIBAIOT OT MEPEKJIOYCHU
HOTpe6HTeﬂef/’I, WIIYIUX BBITOJ-
HbIE l'IOKyl'IKI/I7 Ha 39KOHOMHWYHbIC
KaHaJIbIl TOPTOBJIN.

Andpeii Coiues,

dupexmop no pabome c xauenmamu
omdena uccaedosanuii
nompedbumescroli naneau
womnanuu GfK
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Research of the Company “GFK Rus”

Review of Russian Market
of Milk and Dairy Drinks

The category “milk and dairy drinks” is a
very important part of Russians’ diet, for re-
tailers it is a destination category with the larg-
est share of consumers coming to shelves with
the review products during shopping. Togeth-
er with meat the review category stimulates tar-
geted shopping, i.e. extra visits to stores with a
short list of product categories in a check. This
is why trends of milk and dairy drinks con-
sumption precisely reflect purchasing power
of population.

Brief review of key trends on the market of
milk and dairy products helps to understand
what is important for consumers today and
what should be considered when developing
this category in product portfolio in the con-
text of current economic environment.

“GfK” includes into the category “milk and
dairy drinks” the following products: milk (ul-
tra pasteurized and pasteurized), traditional
fermented milk drinks (kefir, ryazhenka,
soured milk, baked milk, stewler and others),
drinking yogurt and cream. The category has
quite settled structure, shares of subcategories
change insignificantly. The only important
change here is that in H1 2015 consumption of
unpacked drinking milk continued to decline
on the background of increasing consumption
of packed milk. This is not actually a new trend
but in 2014 it slowed down and for some time
consumption of unpacked milk was growing.
“GfK” refers this to increasing number of retail
bottling machines for such milk. However, now
the trend of declining purchases of unpacked
milk returned. Shares of other subcategories
in total sales of milk and dairy drinks are rela-
tively settled.

Talking about general performance of the
category “milk and dairy drinks” it should be
mentioned that despite increase of prices (the
average +10% in H1 2015) this category still
grows in volume (+2%). In current economic
30 rrepM - www.rus-fdm.com
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environment this performance is not typi-
cal for FMCG market: for the first time since
“GfK” started to monitor FMCG market sales
started to decline in volume.

Some segments of the review market grow
in value though slower than inflation rate. Rel-
ative stability and positive dynamics of the re-
view category is determined by new consumer
habits: during recession people prefer to eat at
home and milk and dairy drinks are important
in home meals in Russia. This was already seen
before, during previous recessions key con-
sumer trend “eating at home” underpinned
sales of milk. Most probably, home consump-
tion of milk and dairy categories will continue
to grow until economic situation improves. Of
course, Russia will hardly return to per capita
consumption of milk (including unpacked
milk) typical for Soviet times when high con-
sumption rate was related to low diversity of
food products in retail and underdevelopment
of the market of beverages.

In segment of packed milk both varieties,
UP and pasteurized, demonstrate growth. In-
crease of sales of drinking milk is mainly driv-
en by inexpensive milk, economy brands, local
brands and retailers’ private labels (RPL).

Promo offers is another important driver
of sales of milk and dairy categories. Accord-
ing to findings of “GfK” consumer panel, more
than 10% of purchases in volume are made us-
ing promo offers*.

Frugal consumer habits of Russians deter-
mine dynamics of some segments of the review
market. Traditional dairy categories grew but
drinking yogurt declined yielding market
share to milk. In this context dynamics of rela-
tively new and small category of flavored milk
is quite interesting: Russians started to buy fla-
vored milk, consumption and penetration of
this category grows. The category is new and to
some extent it drives increase of sales; another
driver is consumers’ desire to indulge spend-

* Data on share of promo offers in total volume of purchases was
collected in the frames of consumer panel measurements. After
product barcode is read respondents are asked if the product had
been bought using promo offer. Sometimes respondents cannot
tell if there was any promo offer on the product.

dairy products

ing not too much. Looks like flavored milk in a
way substitutes drinking yogurt.

Cream is another segment worth special at-
tention. This segment is small and stands some-
how apart from other segments of the market
of milk and dairy drinks; it is less involved into
“exchange of sales volumes” between segments
of the review market.

Share of cream in total volume of the cat-
egory “milk and dairy drinks” is small but
it grows. Most probably its positive dynam-
ics is related to increasing sales of coffee. It
might be another side of the trend “eating at
home”: consumers reduced visits to coffee
houses and restaurants, according to findings
of all-Russia omnibus survey held by “GfK”.

Performance of Russian market of milk
and dairy products shows that consumers get
increasingly frugal. Consumer trend of switch-
ing to less expensive products affected even
such staple as milk. Local brands and RPL
can benefit from this situation; besides, large
market players currently are too busy optimiz-
ing their product portfolios. However, decline
of cumulative share of large players in sales is
hardly a lasting trend. As soon as product port-
folios are optimized federal players will throw
all the forces to support their flagman brands
and they will most probably win back every-
thing they lost. But now local brands have time
to improve their positions while federal players
regroup.

Growth of RPL is the trend federal players
will have to consider. In segment of milk share
of RPL increased to exceed 11% in volume in
HI1 2015 as compared to 9% registered in H1
2013. Success of RPL is determined by the size
of retail chain and how consumers accept RPL.
“GfK” findings show that penetration of RPL
grows, from 24.5% (share of households buy-
ing RPL in dairy category) in H1 2014 to 30%
in H1 2015.

Considering current performance of the
review market it can be assumed that RPL will
continue to grow, especially in discounters and
hypermarkets as they benefit from switch of
consumers to economy retail formats in search
for better prices.

Andrey Sychev,
Account Director
Research Department of “GfK” Consumer Panel
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