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B. Nepacumos:

Hobpoe yTpo! Mpowy Bac, paccaxunBantecb. HaumHaem Hawy paboTty. [Ans Hac
3TO nepBad ceccua Ha nutepckom Popyme, Tak YTO Mbl, MOXHO CKasaTb,
HauMHaem un paboty ®Popyma. HayHeM Hawy Ceccuio C KOPOTKOro BUAEO,
NOCBsILLLEHHOro Hawewn Teme. [Noxanyncra!

Ntak, Tema Hawen ceccum — «MeTtamopdo3bl POCCUNCKOro noTpedbutens
rmasammn npowussoautTeneny». [Hob6aent: He TONbKO NPOU3BOAUTENEWN, KaK Bbl
BMOUTE MO COCTaBy Hawen ceccuun. lNpegcrtaBnio Hawmx rocten. lNepen Bamu
AHaTtonunm AkcakoB, npeacepartens komuteta [ocygapctBeHHOWM [ymbl Mo
3KOHOMMWYECKOM nonnTuKke, WHHOBALMOHHOMY pa3BUTUIO n
npegnpuHuMaTtenscTBy; AHoepc bepuHr, Buue-npe3naeHT no BHELWHUM CBA3SIM
N  KOMMyHuKaumam, Carlsberg Group; Anekcen [puropbeB, rnaBa
npeactaesutensctea METRO AG B Poccun; KpuctnaH KaydpmaHH, cTapliee
AormkHOCTHoe nuuo Unilever no douHaHcoBon geatenbHocTn B Poccun, YkpanHe
n benapycu; [Omutpun KocTbirMH, npegcefartens coBeTa ANPEKTOPOB,
«KOnmapT»; Cotmpmnoc MapuHmnguc, suue-npe3vaeHT no BoctoyHon EBpone wu
LleHTpaneHon Asum Procter & Gamble; MaptanH [lenteps, napTHep,
KOHCYNbTaLUMOHHbIE YCIYrM KOMMaHUSAM CEKTopa PO3HMYHOW TOProBNMU WU
notpebutenbckmux TtoBapoB PwC; Cunbeuy [lonosud, npesngeHTt PepsiCo,
Poccna, YkpanHa wn CHI;, Wropb LexTtepmaH, rnaBHbIA WUCAOSTHUTENBbHbBIN
anpekTop, YneH npasneHus, X5 Retail Group; Banepun Wanos, npesangeHt OO0
«Mapc».

CoctaB Hawen nNaHenu nMo3BOMASET HaM  OXBaTUTb BCE  CTOPOHDI
NoTPeOMTENBLCKOrO pbiHKA, PacCMOTPETb BCE MNPOLECCHI, MaylwmMe cendac Ha
PblHKE, — a s Aymato, Mbl BCE MOHMMAaeM, HACKOMbKO BaXHO TO, YTO cenyac
NPOUCXOANT Ha PblHKE, NOTOMY YTO, MOKA HE BOCCTAHOBMUTCHA MOTPEOUTENbCKUN
CNpoC, He CTOUT XOaTb W pPOCTa POCCUMMACKOM 3KOHOMMKWU. [Moka yTo obGopoT
PO3HUYHOW TOProBMM CoOKpawlaeTcs ObicTpee, 4YeM [OoxoAdbl HaceneHus,

coxpaHsieTca aucbanaHc Mexay Npov3BOACTBOM, MO KpalHein mepe B 6a30BbiX



oTpacnsax, KoTopble 6onee wunn MeHee CcTabunNUanpoBanuCb BHYTPEHHUM
cnpocoMm. 3a BpeMs Kpuanca CYMMapHbIN BHYTPEHHWW CrpoOC COKpaTUncs
NpMMepHO B [Ba pas3a, eCcriv BepuTb CTaTUCTUKE, — TO €CTb CUIbHee, YeMm
cOBCTBEHHO NPOU3BOACTBO. MIMEHHO TOMY, Kak 4yBCTBYIT cebs notpebutenu,
Kak 4yBCTByeT cebsa Ou3Hec, 4YTO OHM AyMalT O MPOUCXOASLEM, 4YTO MX
OXmaaeT, MOCBALWEHO wuccregoBaHue komnaHum PricewaterhouseCoopers, o
KOTOpOM pacckaxeT MapTanH [NenTtepc.

MapTanH, noxanyncrta, Bam cnoso.

M. Peeters:

Thank you. This is the second year in a row that we have done this crisis survey,
interviewing a few thousand consumers across the country, twenty consumers in-
depth at their homes while they were shopping, plus around 70 managers and
CEOs of consumer companies and retailers, to really understand how consumers
perceive the current recession that we are in, how they are changing their
behaviours from different angles, and how companies are responding.

The first question is: how do consumers feel at the moment? Comparing this with
last year when we did exactly the same thing, we see that consumers have
become a lot more negative than twelve months ago. Twelve months ago, there
was a lot of hope that the recession was going to be relatively short. With this
extra year of recession in income, consumer perceptions have become more
negative. They feel that the crisis is real. In some of the in-depth interviews,
people said, “Okay, | have seen my neighbours or my friends being fired, and
now | understand it in a different way.” This is across segments. We have seen a
significant increase in the perception of higher income groups compared to last
year.

What we also see is that the future outlook has become different. Where, last
year, people expected a quick recovery, there is now an expectation that it will

take a longer period, but that also, after this recovery, there will not be that much



growth, and that has caused an increase in financial insecurity. In the in-depth
interviews, more people were talking about concerns about pensions, whether
they have enough savings, and whether they need to build up savings, and this
could also affect the recovery period. As we have seen in similar recessions that
are a bit longer with less growth afterwards, if consumer spending does not
increase afterwards, it will also dampen the recovery. We have seen this across
the population, across the country, and across income groups, with one
significant difference: that consumers in Moscow are actually relatively more
positive than consumers in medium-sized and smaller cities in other places. So
we see a bit of a divergence, while before this we actually saw all the medium-
sized cities catching up more with Moscow. That is important to take into
account.

How did consumer behaviour change with this increased pessimism and
negative views about the future? We see the change in three ways. It has
changed shopping behaviour. Eighty-five percent of consumers across income
categories said they have taken measures to spend less. This can be shopping
less, a higher percentage of people buying cheaper brands, buying private
labels, buying at cheaper retailers, and buying more on promotions. A lot of
consumers have started to apply one or more of these measures. Secondly, we
are seeing that consumers also, in their own words, have become more rational,
more conscious. They think longer before they buy something, they focus more
on the price, and they look more at the ingredients of the products. Thirdly,
interestingly, we saw that they have become more critical consumers. They act
on this critical behaviour, so if they are not happy with a product or service that
they have bought or received, they will complain sooner to the producer, the
retailer, or the service provider, and they will switch to a different brand sooner,
while before, they were more forgiving and did not think as much about what they

were buying and what they were receiving.



The big question is: is this going to be temporary or is this going to be lasting?
We think that a lot of these behaviours will stick. We have seen in other countries
after longer recessions where this was really an accelerator, for example, for
discounters to appear, or where it was more difficult for companies to stop
promotions, because consumers have become so sensitive to promotions. We
have also seen it with consumers themselves. The number of people who said
that they are planning to continue the behaviours that they have now, post-
recession, doubled compared to last year. It is quite logical, because the more
time you have, the more ingrained your habits become, and these habits are now
forming.

We also see that this is aligned with trends in other markets. For example, if you
compare Polish consumers with Russian consumers, there was a big difference
before. Russian consumers were much more luxury brand-oriented and much
higher spenders, but Russia was coming out of this consumer boom of one and a
half decades, while Poland has similar disposable income but had much more
moderate annual growth. Thus we expect to see more convergence of Russian
consumers with the behaviour that we have seen in Poland.

As we believe that the recession will probably turn into positive GDP growth
around next year, but that there will not be a lot of growth — we are talking about
a different growth path than in the last fifteen years — and as consumers are
significantly changing and have become more frugal, more rational, and more
critical, this requires consumer companies and retailers to change how they
interact with consumers, what they offer to them, and how they adapt their
business models, because it is going to be more about market share gains than

about rapid market growth in the future.

V. Gerasimov:

Thank you, Martijn.



A obpatun BHMMaHMe, 4TO, cornacHo wuccnegosaHuio PwC, Tonbko 45%
NOCTaBLUMKOB-NMPON3BOAUTENEN PACCUUTBIBAKOT, YTO B TeYyeHuMe roga MOXeT
NPON30NTN YIyYLLEHNE KOHBIOHKTYPBI.

A xoTten Obl BOCMOMb30BaTbCA TeM, YTO Yy HAC 34eCb CroXunacb MOYTU
cemerHaa aTtmocdepa. [lockorbky 30ecCb HaBepHAKa MNPUCYTCTBYIOT FOOM,
KOTOpble camMu paboTalT Ha pblHKE, S Obl XOTen MnoMnpoCUTb WX MNPOCTbIM
NOAHATUEM PYK OTBETUTb Ha BOMPOC: YyBCTBYyeTe NiM Bbl B Bawem OusHece, B
BalUMX KOMMAHUAX, HA BaLUMX CErMeHTax pblHKa XOTa Obl HeGoMbLINMe NPU3HAKK
OXMBreHust cnpoca? EcTb nu Takne npusHakm? Ecnn MOXHO, NOOHUMUTE PYKU
Te, KTO Takume npuaHakm BmauT. Tak, noHATHO. OCTPOBKM Hagexabl okasanucb
HebonbWKMK, 9 HacumMTan Bcero gBe pyku. Ho He Bygem TepAaTb onTMMU3MA.
MoroBopuM 06 3TOM YyTb MNO3XKE.

BTopasa Tema, 3annaHupoBaHHas B Hallel OUCKYCCUW, — 3TO perynmpoBaHue
pblHKA W Te npobnembl, Ha KOTOpble YKasbiBalOT W TOProBble CeTu, W
npounssoanTenu. [eicTBUTENbHO, XXyPHANUCTbl NMcanu B nocrneaHee Bpems n o
3akoHe o Toprosne, u o EFAUC, n o MN3T, n o ToproBom cbope. A HaBepHsika
YTO-TO 3abblIfl, MOCKONbKY HE 3aHMMalOCb 3TON TEMOW NOCTOsIHHO. HO BCe 37O Ha
CNyxy W HaBepHsAka co3gaeT npobrembl. Hackonbko 3TO MOXET OrpaHuyuTb
cnpoc? Hackonbko aT0 BOOOLWE BMSIET Ha KOHBIOHKTYpY? TakoB O6yaet mon
Bonpoc K AHaepcy bepuHry, npegcrtasutento Carlsberg.

AHpoepc, noxanyucta, Bam cnoso!

A. Bering:

Thank you, and thank you also to Martijn and to PwC. We agreed Martijn would
bring all the bad news, so the rest of us would not have to do that. | take your
point, moderator, that while the consumer is part of the problem we are
discussing here today, the consumer is also part of the solution, because we
need consumption-driven growth to get the GDP growth back. We think,

therefore, that this is a very important issue to discuss today.



| have been asked to say a few words about the role of the regulator in that
process. | am tempted to say, as a business, that the first thing that comes to our
minds is for the regulator not to interfere with consumers' opportunities to create
growth in the market. But of course the issue is a bit more complex than that. Let
me dwell a little bit on that, because | think we have a good panel of colleagues
and partners here who can do things to bring the consumer-driven growth back
to Russia. One of the first things is to look at when we introduce regulation to the
market to ensure that it is growth-driving, not growth-inhibiting. | think that is the
key, fundamental part of that part of the discussion here today.

We have good examples from the past of regulation that inhibits growth. | could
name a few in our own sector, but you will all remember elements in yours as
well, | am sure, whether it is rapid increases in consumer-focused taxation or
regulation that restricts the opportunities for producers and consumers to
interact. | think the key part of the discussion here today is that we have become
even better at having that dialogue. | think we also have very good examples of
working closely together in an open dialogue with the members of the Duma and
all aspects of the business society out there.

| think one key ground rule for us to bring into that discussion is, first and
foremost, a kind of growth test. Number one: is it necessary to regulate? Number
two: if it is really needed, have we looked at the full impact of this regulation or
taxation? If | am to bring up an example of a very current topic for us, it is the
trade law which is being discussed. As my colleague here, Mr. Aksakov, also
knows, because we have had a very good dialogue in the process of this law,
this is one of the areas where we, as an industry, feel that we are not fully
convinced that the answer to the first question of that growth test — is it really
necessary to regulate? — is yes. We believe there are opportunities in the
industry to self-regulate or to come to an agreement in the industry across
producers and retailers. But should we come to the conclusion that it is

necessary to regulate, | think number two is then the relevant question to ask:



have we looked at the full impact of what this will mean for consumers, for
growth, for the industry, for jobs, etc.? In this current example, we feel that the
answer to both of those questions is not necessarily yes. Here we feel this is a
good example of where we can continue our dialogue to find a good solution

where regulation actually can help drive growth and not the opposite. Thank you.

B. Nepacumos:

Bonblwoe cnacubo! NTak, BOMPOC COCTOUT B TOM, YTO HYXXHO U YTO HE HYXHO
perynupoBaTb. A BOT MOM BONpoc K AHaTonuio ['eHHaaneBnyy AKCakoBY: B KAKOM
BMAe OyaeT MPUHAT 3aKOH O TOProBrie, COrMacHoO ero oXuaaHusaMm, 1 Kak byaoet
OpraHM3oBaHO CcaMOperynupoBaHue OoTpacnu, O KOTOPOM [Ofroe Bpems Linu

pasroBopbl? AHaTonui 'eHHaaneBuY, noxanyncra, Bam cnoso.

A. AKcakoB:

Cnacunb6o. [lJobpoe yTpo, yBaxaemble gambl 1 rocrnoaa!

A cunTalo, YTO NyYWMM PErynaTopomM noboro pbiHKa SABMSETCA PbIHOK, TO €CTb
PbIHOK CaM ornpeaensieT, 4To Nosib3yeTcs CNPOCOM, CKOMbKO AOSMKEH CTOUTb Ha
PblHKE TOT WNXU WHOM TOBap. B3aMMOOTHOWIEHMS Mexay MoCTaBLMKaMu,
NpoOn3BOAUTENSAMU W TOProBrien Toxe OyayT nyyvwe OpraHu3oBaHbl, €cnu
AENCTBYIOT PbIHOYHbIE 3aKOHbI, a HE agMWHUCTPaTMBHOE NpaBo. Bnpoyem, 6bin y
MEHS TakoW crny4an: 1 0TBE3 CBOI XXEHY B adporopT, OHa noexana otabixaTb. B
MarasuHbl 9 XOXYy OYeHb peaKko, 3TUM 3aHMMaeTCcs MOsl cynpyra. Yrnertasd, oHa
ckasana, Morsl, Y Hac B XonogurbHUKE NyCTO, MO3TOMY caM 3arfisiHu Kyga-Hmbyab
B MarasuH u Kynu, 4To HyxHo. 1o nyTn na asponopTa s 3aexan B OAWH MarasuH,
NOCMOTPEN Cpok peanusaummn ToBapa. Okasanocb, YTO CPOK UCTeKk. A noexan
aanbwe. [lymato, Kynnto HeobxogmMmble NpoAyKTbl B Cleayrowem mMmarasmHe, HO U
TaMm TOXEe WCTEeK CPOK peanu3auum ToBapa. B KoHUe KOHUOB s 3aexan B
N3BECTHbIN BpeHa, u Tam, cnasa 6ory, Hawen To, YTO MHe ObIfI0 HYXXHO, MU NOo

CpokaM peanusaumm Bce Obino B nopsiake. ATOT NpuMMep roBOPUT O TOM, YTO



perynupoBaHMe BCe Xe HeobxoguMmo, a «rocygapeBO  OKO»  OOSMKHO
BHAMATENbHO CneamTb 3a TeM, HacKOSIbKO NpaBuibHO, B COOTBETCTBUMU C
3aKoHOM paboTaloT npeactaBuTenn Toprosnu. BaxHo, 4Tobbl No BCen Lenodke
BCe paboTanun B COOTBETCTBUM C 3aKOHOM. B TO e Bpemsi, s yBepeH, 4To ntoboe
perynupoBaHue, nobon koHTponb PocnopTtebHagsopa, Poccenbxo3Haasopa,
NPOKypaTypbl, €Lle KaKuUx-TO CTPYKTYp He cMoXeT obecneunmtb B TOM 4ucne
cobniofeHne CpoOKOB peanusaumm TOBapoOB, KOTOpble fexaT Ha nofkax
MarasuHoB. Ha mon B3rnag, nyywmmM MexaHu3MOM HanaxuBaHua agekTMBHON
N B3aMMOBbLIFOOHOM paboTbl ABNAETCA CaMOpPErynMpoBaHUe: MOCTaBLUUKY,
TOProBns, MNPOM3BOAUTENM, KOTOpble HanpsMyk paboTaloT C TOpProsBbIMU
TOYKaMn, camum OOSKHbl OOroBapMBaTbCA M O KavyecTBe MNpoayKuuu, KoTopas
MOCTaBMAETCS B TOProBble TOYKU, M O CPOKaxX peanusauuu, U O cpokax onnarthbl
TOBapoB. HO ecnu oHM He OOroBOPUSIUCL — TaKoe TOXe MOXeT ObITb, MOTOMY
YTO MHTEPECHI Y HUX pa3sHble, — TO AOSMKHO BMELUMBATLCSA rOCy4apCTBO B NULE,
Hanpumep, AHTUMOHOMOSILHOM CrnyXObl, KOTOpOe [OfMKHO cKasaTb: «He
aoroBopunuck? Torga 6ygeTt BOT Tak — Kak 8 pewun unu pewimna gnsa Toro,
4YTOObl HANTN KaKOe-TO KOMMPOMWUCCHOE peLleHne B BO3HUKLLEM KOHGMMKTE». B
TeyeHne npolwlegwero roga Mbl NbiTanUCb peanun3oBaTb 3TO NPEASIOKEHUEe B
3aKOHOMPOEKTE C yCnoBHbIM Ha3BaHueM «O Toproeney». K coxaneHuo, HaMm He
yOanocb NpeanoXxuTb opuandeckune opMyMpoBKU, MNO3BOMSOWNE Mpexae
BCEro cooTBeTCTBOBAaTb M KOHCTUTYUUKN, N €OUHOMY NPaBOBOMY MPOCTPAHCTBY.
CdopmynumpoBaTb BCe 9TO OKasasniocb He Tak npocTto. OgHako cama naesa Hawna
nogaepXxky u B lNpaButensctee, n B AoMUHUCTpaummu lNpeasnaerTa, n B Nlocayme.
[MoaTOoMy Mbl OOroBOpPUIIUCbL BMECTE C HOPUCTaMU MOCTaBLUMKOB W TOProBnM,
4YTOObLI B OpraHM3aunmn camoperynmpoBaHus obssatenbHo 6biM 3a4encTBOBaHbI
n npeacrtaButenu notpedbutens. Mbl paccunTbiBaeM NOArOTOBUTH  TakKoW
3aKOHOMPOEKT K oceHu, 4ToObl [ocymapctBeHHas [yma ero yrteBepauna u
NO3BOSIMMA ydacTHMKaM pblHKa caMnMm goroBapmBaTbCs 06 ycrioBusix paboTbl Ha

HeM. OTO PbIHOYHbIV NOAX0A.



UTto e kacaeTcsa 3akoHa «O Toproene», KOTOPbIA LUMPOKO obCyxaaeTcd, ero
camas cnabas ctopoHa, Ha MOW B3rns4, 3akno4yaeTcd B TOM, YTO OH MNbITaeTcs
yperynumpoBaTb B3aMMOOTHOLLUEHNSA OBYX XO3SMCTBYHOLMX CTOPOH: MOCTaBLUNKOB
(3TO TOXE, KCTaTWM, B OCHOBHOM TOProBAsi — KpyMnHasi, onToBas TOProBens) u
PO3HUYHOM ToproBnu. Bce-takm Bce oOHM paboTaloT Ha notpebutens. B
NpUHUMNE, 3aKOH OOSMKEH Kak dwmnocodumio cogepxatb B cebe uHTepechl
noTpebutens — M N0 KayecTBy, M MO LeHe. 5 3TOro He BMXKY, U 3TO, HA MOWN
B3rnsag, cnabas ctopoHa, NOCKOSbKY Mbl CTapaeMcs Bfie3Tb B OTHOLUEHUS MexXay
X03gMCTBYOWMMN cybbekTamMn, a 3gecb Bcerga byoyT npoTUBOpeYMsi, NOTOMY
YTO WHTEpPEeCbl Yy HUX pasHble. TeM He MeHee 3aKOHOMPOEKT MOAroTOBSEH KO
BTOPOMY 4UTeHMIO U ewle obcyxaaeTtca. A gonyckalr, YTo naeun, kotopble byayT
03BY4YeHbl HAa POpyMe pasHbIMKM CTOPOHaMWM 3TOrO PblHKA, OyAyT YYTEeHbl, U Mbl
NOMyYMM WTOrOBbIM OOKYMEHT, KOTOPbIA B Creaylwui noHeaenbHuk byaet
paccmaTpmBaTbCAd B Hawem komuTteTe. 1o KpanvHenm Mepe, S HasHadun ero
paccMOTpPeHNEe B KOMUTETE Ha NoHederbHUK. COOTBETCTBEHHO, A paccyYnTbIBalo,
YTO BO BTOPOM M TPETbEM YTEHUAX Mbl NPUMEM ITOT 3aKOH YK€ Ha crneayroulen
Hegene. Hapgo noctaBuTb TOYKY B 3TOM Bornpoce, TeM 6orniee 41O €ecTb
nopyyeHue lpeamaeHTa, KOTOpbin 0603HaUUN Gornee paHHUE CPOKM MPUHATUS

3Toro gokymeHta. Cnacumbo.

B. Nepacumos:

Ctopnpu13oB B NocregHeM 3aKoHOMNPOeKTe He ByaeT?

A. AKcakoB:

A Hagetocb, YTo ctopnpusbl ByayT NO3UTUBHBIMN.

B. lepacumos:

Bonblioe cnacmnbo, AHatonun N'eHHagnesny!



B nwobom cnyyae 3aTO oyepenHOe M3MEHEHME, KOTOpoe XAeT oTpachb, a
N3MEHEHUN 1 TaK Y)Ke MHOro — B MePBYI0 odepeab CBA3aHHbIX C NOTpebneHnem.
A xoTen 6bl CNPOCUTL BCEX YH4ACTHUKOB HaLLen naHesnn: Kakne metamopdosbl Bbl
BUANTE y notpebutenen? Yto meHsieTca? Kak Bbl MeHsieTe CBOM Mopenu
BusHeca, ucxogsa U3 aTUX U3AMEHeHNn? B TOM Ymcne ¢ y4eToM pasHbiX (pakTopoB
— He TOSNbKO BHYTPUIKOHOMMYECKUX, HO U MeXOYHapOAHbIX, 0OLLEMUPOBBIX
TeHOEHUUN.

A xoten 6bl HanoMHUTL O pernameHTe. [lpowy Bcex BbICTYyNAOLWMX
yKrnagblBaTbCs B YeTblpe MUHYTbIl. HayHeM ¢ npasoro ¢nadra. Banepwun Lanos,

s xoTen 6bl NpefocTaBuTb cnoso Bam. MNoxanyncral

B. WWanos.:

[obpbin geHb! Kak mMeHaeTca Haw noTpebutenb, Mbl BCe, HaBepHoe, 3HaeMm,
NOTOMY 4YTO M camMum siBNsiemcst notpebutenamu. PoccusiHe MMEKT LaBHIOW
Tpaguuuio oTknagbiBaTb HA YepHbIN AeHb. ECnn YepHbIn OeHb ANUTCA Aonblue,
4YyeM rog, TO, COOTBETCTBEHHO, KONMMYECTBO ITUX HAKOMMEHUM cokpawaetcs. H
CorfiaceH c TeM, YTO HaM CEroaHA rnokasbiBann Ha aKpaHe: NoTpedbuTenb MeHsIET
CBOE noBefeHne, HaumHaeT B6onblle 3KOHOMUTb, HaYMHAEeT CMOTPETL B Byayuiee
HECKOMbKO MO-ApYyromy, Yem Tpu-NaTb NET Ha3ag.

UTto npu aTom npoucxoamt ¢ 6usHecom? busHecy, HaBepHOe, Haao CTAaHOBUTbLCSA
bonee rmMbkmm. ECTb Takoe yXe HEMHOIO 3ae3XeHHOe aHrnmnckoe croso agility.
[Ons meHs 3TO cnocobHocTb 6Gu3Heca nNoHMMAaTb, YTO MPOUCXOOUT BOKPYT,
oT4yacTu NpefBOCXMLLATb 3TU U3MEHEHUSA U, CaMOe rnaBHoe, TpaHcopMMpoBaTb
cebs B COOTBETCTBMM C STUMM U3MEHEHUAMMU, YTO Mbl U MblTaemcsa genartb. B
NepBYyO o4Yepeab 3TO 3HAYUT obecneynTb JOCTYMHOCTb NPOAYKTa, OTBEYaloLLyHo
HOBbIM TEHAEHLUMSIM U HOBbIM YasiHUAM Hawero notpedbutens. Mmeetca B Buay,
BO-MEPBbLIX, pm3ndeckad OOCTYNMHOCTb — TO €CTb TOBap AOSMKEH fexaTb Ha
nosikax mMarasmHoB, OH AOSKeH ObiTb Tam, rae Haw noTpebuTenb MOXEeT €ero

KYNnTb. BO-BTOprX, nMMeeTca B BUMAOY AOOCTYNMHOCTb MeEHTalibHad, TO e€eCTb



COOTHOLWLEHME LeHbl W kKadecTBa B MO3ry notpebutensa [OomkHO ObiTb
NpaBUIIbHBbIM: YENOBEK OOMKEH NOKyNaTb TO, 3@ YTO rOTOB NNAaTUTb AEHbLIN.

Uto aTo TpebyeT oT 6usHeca? B nepByto odepenpb, ycunui no nokanmsaumm. Kak
«Mapc», Mbl MHOro genaem B nocnegHue rogbl, 4YTobbl nokanus3oBaTb HaLl
OusHec, u cenvac ctpoum gecatyo abpuky. Ho aTo nokanusaumsa He TONbKO
NPOU3BOACTBEHHbLIX MMOWAA0OK: S CcYMTalo, YTO 3TO  flokanusaumsa WU
4YenioBEYECKOro noTeHumana, Yemy Ball MOKOPHbIA criyra SIBMSIETCA NPUMEPOM:
«Mapc» — amepukaHckass KOMMNaHus, U nNpuM 3TOM BCE YMpaBfieHMe Yy Hac
COCTOMT U3 poccusiH. Kpome TOro, ato eulie u ovyeHb GonbluMe UHBECTULMM B
pas3BMTME NOTeHUMana ngen, Tex e camblX POCCUSIH, KOTOpble paboTaltoT Ha
Hawmx pabpukax. A cumTato, 4TO, C TOYKM 3peHus rocygapcrea, busHec — aTo
OYeHb HeXHasi W Xpyrnkas 3Kocuctema, U nwboe BmewaTenbCTBO B 3Ty
9KOCUCTEMY [OOSMKHO ObiTb KaKk MWHUMYM OCTOPOXHbIM, MPO3pPayHbIM U
CUCTEMHbIM, MNOTOMY 4YTO OHa cama ceba perynupyeT. A cornaceH ¢
npeablaywmMmm  BbICTyNawwWmMmMmM B TOM, 4YTO  perynupoBaHMe OT4yacTu
HeobXxoaAMMO, U Mbl €ro BUOMM, BUAMM [OaXe MNOJNOXUTENbHbIE NpUMEpbl —
nocrnegHve NpPUMepbl MOPaTOpPUS Ha OrpaHMYEeHME HarnoroBbIX MnaTexen. OTO
No3BONsIET BCEM HaMm ewe OGonblle MHBECTUPOBATb B OOCTYMHOCTb HalLero
npoekta. [loBToptoCcb, XxoTenocb Obl, 4TOGbLI  perynupoBaHue  6bINo

npeackasyemblM, JONTOCPOYHbIM U cUcTeMHbIM. Cnacnbo!

B. N'epacumos:

bonbwoe cnacnbo! Anekcen [puropbes, noxanyncrta, Bam cnoso.

A. l'puropbesB:

Cnacnbo 6onbwoe. O4yeHb xopowo, YTo Ha [leTepbyprckom hopyme Bce-Taku
Ha4yanu yaenstb GonblUue BHUMaHUS NOTPEOUTENBbCKOMY PbIHKY M TOMY, KaK OH
cebs 4yBCTBYET B HacTosllee BpeMsi. ATO CTOUT NPUBETCTBOBATb, NOTOMY 4YTO

Mbl BCE BpPEMsi FTOBOPUM O TaK Ha3blBAEMOM pearibHOM CEKTOPE 3KOHOMMWKM,



3abbiBasg O TOM, YTO eCTb O4YeHb OONbLUOW CEeKTOp MOTPEbUTENLCKOro pblHKA,
coctasnaowmnn 20% Hawero BBI1, n oH o cux nop ocraeTca 3a npenenamu
BHMMaHNA HalMX BracTen, MHOMMX Halux NapTHEpPOB B rocygapctee. A OYeHb
Hagelcb, YTo B Byayuien ctpatermm pasButusg, Kotopas OyaeT paccyuMTaHa Ha
nepmnog o 2030 roga, cektop NOTPEOMTENbCKOro pbliHKA, CEKTOP TOProsnu
3aMMeT [OCTOMHOE MEeCTO MNpu NfaHMPOBaHUM pPa3BUTUS Halleh CTpaHbl B
Leriom.

Tenepb — O TOM, YTO cenyac NpPoMcxoauT Ha pbiHKe. COBCTBEHHO roBOp4, YyXe
BCe CKa3aHO, Oo06aBUTb npakTuyeckn Hedero. lMoTpebutens LEeNCTBUTENBHO
yxoauT B Apyrve OpeHObl, OH yxoOuT B AOpyrne karteropuu Ttosapos. Ecnu
roBoputb O 6GU3Hece oOHOM W3 KOMMaHWW, KoTopas paboTaeT CO CTOPOHBbI
METRO B Poccun, — METRO Cash&Carry, — 710 910 pabota cC
npodeccuoHanbHbiMM  NOTpebUTENAMU, 3TO pecTopaHbl, Kade, roCTUHULbI,
PO3HWYHas TOproBnda. ATW NoTpedbuTtenu, Hawm nNpogeccnoHasnbHble KIUEeHTHI,
4yyBCTBYIOT cebs nnoxo. OHW owywaT AaBrneHne KOHEeYHOro nortpeburtens u
BUAAT, YTO €CTb YETKUIN KacCOBbIM pa3pbiB Mexay nageHnemM 4oX0L40B KOHEYHOro
notpebutens M TemMn LEHOBbIMU MPEeaSIOKEHNAMUN, KOTOpble MOXeT AaTb MM
TOpProBris BMeCTe C HaWwWuMMW  yBaxXaemblMM  MOCTaBlMKamu.  34ecb
AENCTBUTESNTIbHO NPOUCXOOMT CyLLeCTBEHHOE COKpalleHue cnpoca WU ero
pecTpyKkTypusaums.

UTto B aTOM cuMTyauum MOXHO genatb? Hago, KOHEeYHO, 3aHMMaTbCA TeM, O YeM
30eCb YyXe roBopumnoch: nosblwaTbh 3GEEKTUBHOCTbL COOBCTBEHHOro ©GusHeca.
CokpawaTb pacxogbl. C gpyron cTopoHbl, no nuHum METRO Cash&Carry mbl
cenyvac ctapaemcs elle 1 nogaepxaTb Hawmx NnpodpeccuoHanbHbIX KNMEHTOB (B
OCHOBHOM 3TO NpeanpuaATUS Marnoro u cpegHero 6musHeca) B TOM, YTOObI OHU
TOXe noBbILLanu 3P PEKTUBHOCTb CcBOeWn paboThbl n CBOIO
KOHKYPEHTOCNOCOOHOCTb. Mbl  BbICTpaMBaeM HOBble LEHOBble  MOMUTUKN,
pasBMBaeM [AOMNOSIHUTESbHbIE CEPBUCHI, B TOM 4UCNE CEPBUCHI [LOCTaBKM,

OHJTANHOBBIX npoaax M TaK Aariee, KOTopble ObiNMM He O4YeHb CBOWCTBEHHbI



MernkoonToBon Toproene. Cenvyac Mbl OT 3TOrO yXOOMM WU y4YnuMm ux paboTtaTtb C
HOBbLIMW MPOAYKTaMU, KOTOpble MOSABNSAKTCA B pe3ynbTaTe UMNopTo3amMeLleHns
N POCCUNCKNX OTBETHbIX MEP, KOTOPbIE Orpaaunsin Haw pPbIHOK OT LEeNoro psiga
NPUBbLIYHBLIX NPOAYKTOB. B 9TOM OTHOLLUEHUM Mbl, OENCTBUTENbLHO, CTapaeMcs
nogaep)KaTb Hawero KnueHTa, 4ToObl Manbii U cpeaHuin BGU3HeC, KOTOpbI B
NPUHUKUNE [OOSMKEH CoCcTaBnsaATb XxpebeT Hawen I3KOHOMWUKW, B TOM 4ucne
NoTPeBMTENBLCKOro pbiHKA, COBCEM HE nponan.

30ecb 8 BblHYXOeH CHoBa 06paTuUTbCA K BONpocaM perynimpoBaHunsi, NoOTOMy 4TO
perynmpoBaHme, K COXarleHUIo, CKasblBaeTCsl Ha Hac OYeHb cunbHO. Mbl Bce
BpeEMSI FOBOPMM O perynupoBaHuu, a AHaTonun [eHHagueBuy 3HaeT MO
MNO3NLMI0O — 4YTO Ha CaMOM [ene Hago roBOpUTb O AEPErynuMpoBaHUMU pbliHKa.
Ham Hago o4yeHb BHMMATENbHO MOCMOTPETb Ha BCK Ty MacCy HOPM, KoTopas
CKOBbIBaeT HallM OBWXKEHUS N AaenaeT Haw 6usHec HeadpekTuBHbIM. [JaBante
MOCMOTPUM, B pe3yrnbTaTe KakMx HOPM, Kakmx NPOBEPOK CKOSIbKO BPEMEHU Mbl
3aTpayMBaeM Ha HeENPoOM3BOAUTENbHbIE MPOLECCH B HAWKUX KOMMAHUSX.
Ckonbko nwgen 'y Hac pabotaetr! Y  HemMueB  eCTb  MNOHATUE
Arbeitsbeschaffungsmassnahmen, T0 eCcTb Mepbl MO  NPEOAOSIEHMIO
6e3paboTtuubl. OgHako ecnn Mbl XOTMM AdaBaTb MNOTPEOUTEN0 KayecCTBEHHbIN
TOBap, — a OH He OTKasblBaeTCsl OT CBOMX TpeboBaHMM K KadecTBy, HO MO
AOCTYMNHbIM 1 BoNee HMU3KUM LieHaM, — HaM BCEM HaAo nogymaTb O TOM, YTOObI
HaLl perynatop noMor Ham caenartb Haw 6usHec 6onee apPekTUBHbIM. A UMero
B BMOY BOMNPOCHI afKOrofilbHOro perynupoBaHusi, BONPOChl KOHTPOSTbHO-KaCCOBOW
TeXHUKN. 3akoH «O ToproBrie» MOXeT CYLEeCTBEHHO NepeBepHyTb BCIO CUCTEMY
B3aMMOOTHOLLUEHU Mexay TOProsren v nocTaBlMKaMU, a MeXAYyHapOOHbIN
ONbIT MOKa3blBaeT, YTO roCydapCTBEHHOE peErynupoBaHME He CrpaBnseTcs C
BO3JIO)KEHHOW Ha Hero 3agjaden. Ecnu Xe B pe3dynbTaTe HOBOro perynmpoBaHus
Mbl MEepexogMM Ha Tak HasblBaemMyld (OPOHT-MapXy, TO BbIMbIBAOTCA MeESKue

npoussoauTenn. Taknum obpasom, LeNb MOAAEPKKM MENKOro OTe4YeCTBEHHOro



Npou3BoaUTENS HEe [OOCTUraeTcsl, MOryT MOBbICUTLCA LEHbI, COKPaTUTbLCS
aCCOPTUMEHT.

KTo gomuHupyet cenyac B EBpone? XXecTkne guckayHTepbl. YTO Takoe XXeCTKUK
ANcKayHTep? 3TO TbICAYM apTUKYSIOB B accopTumeHte. Cenyac Mbl MOXEM
npegnaraTb HaweMy notpebutento 35 000 apTuKynoB. XOTMM NN Mbl OTKa3aTbCs
OT 3TOro pasHoobpasnd, KOTOpPOE CyLeCTBEHHO BblaensdeT v oboraiwiaeT Hall
noTpebuTenbCckuin puIHOK? A gymato, Bpsa nu. Hag Bcem 3TMM Hago CEPbE3HO
3agymatbcs. MHe KaxeTcs, cerMyac camoe Bpemsi, B TOM 4YUCre B CBS3U C
anckyccnmen no 3akoHy «O ToproBney», MNOCMOTPETb Ha 3T npobremsl
KOUTUYECKM W MOrOBOPUTb HE CTOSMbKO O perynupoBaHuM, CKOMbKO O
rocygapCTBEHHOM  OeperynuvpoBaHMM KW 006 yxode Halero pblHKa B
camoperynmpoBaHue. 1 OenCTBUTENbHO BEPKO B CaMOpPErynMpoBaHME M O4YEHb
OOKCb, YTO CUNbHOE WHTPY3MBHOE rOCYapCTBEHHOE perynmpoBaHue MOXeT

HapyLWMXTb 3TOT Xpynkuun npouecc. Cnacnbo!

B. lepacumos:

Cnacubo 6onbwoe! Kpuctnan KaydpmanH, Bam crnoso, noxanyicra.

C. Kaufmann:

Good morning. Let me start with something. My son asked me, "Daddy, how was
the Internet when you were young?"

| looked at him and said, "Well, what do you mean?"

"Yes, how was it?"

| looked at him and said, "What do you think it was when | was young?"

Then he said, "Black and white?"

For him, there is no way that there was or is a world without the Internet. What |
would like to point out is that there is another channel developing, and maybe
accelerating, as we come out of the crisis or situation we are in, and that is e-

commerce.



Internet penetration is very high in Russia, more than 90%. E-commerce is
growing 20% across all markets. Within fast-moving consumer companies like
ours, Unilever, e-commerce is really small because people probably tend to
prefer to buy shoes on the Internet than to buy their food and their drink. But it is
changing. Growth rates are around 60-70% in that space in e-commerce.
Interestingly, the growth in Russia is outside Moscow. There is much higher
growth in the rural areas in Siberia and the Far East, where we have
extraordinary Internet penetration as well.

| think that is a call for us also that the consumer wants to do that. Consumers
are changing their behaviour. There are networks where a lot of elderly people
are also communicating. They are starting to operate on the Internet as well. We
see that people move away from searching on the Internet and buying on the
Internet to searching on the Internet and buying wherever they want. We call it
“brick and click”.

There is movement happening which | think that we, as businesses, have to pick
up as well to be able to serve wherever the consumer wants to find us. That is
something we are trying to do. We have started a partnership with AliIExpress
here for Russia, and we are exploring how we can develop that further because
we see real potential in that bit of the market. Obviously that can only work when
the final mile will work — that the products can be delivered, that when people
order something online, that it arrives. Again, that is something that needs to be
developed further, because that is not as good as it could be at this stage. But |
believe there is a lot of potential here in developing e-commerce into a channel
which comes alongside of other developments that we have seen in Europe.
Alexey has talked about discounters and so on, but e-commerce is coming as

well.

V. Gerasimov:

Thank you very much.



Mepepato cnoso Uropto LLextepmany.

U. lWexTepmaH:

Mpexae Bcero, s xoten Obl cornacutbesa ¢ Anekceem [puropeesbiM n3 METRO:
TOproBne, putenrny Ha atom dopyme MOCBALLEHO AOCTAaTOYHO 3HAYUTESbHOE
BPEMSA, U 3TO XOpPOLMK 3HaK. CMOTpUTE: TONMBbKO CErogHs HEeCKONbKO CeCCUM,
naHenem nocesileHbl Toprosne. Henb3sa 3abbiBaTb, 4TO TOProBnsa — 3TO
AsuraTtenb Npon3BoACTBa. B Hawen cTpaHe Jaxe B TEeKyLUen cutyaummn aTo ogHa
N3 HEeMHOrmx oTpacrien, MoKasbiBalwLWmMX AONHAMUYHBIA POCT W BCe elle
NpMBNeKarLWmMx NHBECTOPOB. JTa OTpacslb — TpeTbdA MO ynrate Hanoros nocre
TONSIMBHO-3HEPreTUYECKOro KoMMreKkca u Metannypro. B aTon oTpacnn TOnbKo
B (begepanbHbIX ceTax paboTaloT OKOMO YeTbipex MUMMOHOB YenoBek. Ecnn
BEPHYTbCA K TpeHdam, TO 4 MOSIHOCTbK COrfiaceH CO MHOMMMU Tesncamu,
N3NoxeHHbIMN B nccnegosaHum PwC. bbeinu onpoweHbl okono 2 000 yenosek.
Mbl Habnogaem 3Ty TpeHObl Ha ypOBHE CEMU MUISIMOHOB NoOKynaTtenien B AeHb,
KOTOpble MNPUXOASAT B HaAlWM MarasuHbl; COOTBETCTBEHHO, 3TO 2,5 mnpAa
nokynarteneun B rog.

Kakne TpeHabl Mbl Habnwogaem? [pexge Bcero, POCCUNCKUMA MOKynaTerb
CerofHa He roToB OTKasaTbCHA OT AOKPU3UCHOIO YpOBHA noTpebneHus. Emy
BaXXHO KayecTBO, €My BaXeH acCOpTUMEHT, Ho, 6e3ycrnoBHO, BCe 3TO — MO
onTuManbHOW uUeHe. [Mokynatenn nepexogdatr ot 6onee gopornx OGpeHOoB K
bonee geweBbiM B TOW ke kaTeropun. Mbl Habntogaem TpU OCHOBHbIX YepThbl
noBefleHNss poccurcKoro nokynatens. lNepBas — aTo, Kak s yXe ckasan, yxoq B
bonee pewesble OpeHabl. Btopas — 310 Gonbliee KONMYECTBO MOKYMOK MO
npomo-akumsam. U TpeTba — nokynaTernb CerogHa He roToB MOKynaTb BMPOK.
HasepHoe, MOXHO caenaTtb BblBOA, YTO MOKynaTenun cerogHs npuobpeTtatroT He
OpeHabl, a Kanopuu. 3OTO CTAHOBUTCA BaXHbIM (PAKTOPOM pPOCCUNCKON

OKOHOMMUKN.



Kak Mbl cTapaemcs nogaepxatb Hawero nokynatens? [llpexae Bcero 3To
pa3BuUTME COBCTBEHHbLIX TOProBbIX MapoK. TO ONTUMM3aUNA LEenodYek NoCTaBoOK
BMeCTe C Hawummu npoussoautenamu. U, 6e3ycrnoBHO, BaXXHbIM 31IEMEHTOM Ha
CErofdHAHEM pblHKE 4€BMNSEeTCA MPOMO-akuMdA: Kak ee rmybuHa, Tak W
pasHoobpasne accopTUMeHTa.

Mbl TYT CErogHs y>ke roBopunu o 3akoHogaTtenbHbIX MHULMaTMBaX. S cornaceH c
AHaTtonuem [eHHagueBM4YEM: OYEHb BaXXHO MMETb «OKO rocydapeBo», HO Mpu
3TOM BaXXHO COXpPaHATb onpedesfieHHbln GanaHc, NOTOMY YTO CerogHa NnpoMmo-
akuun ans nokanbHbIX MPOM3BOAUTENEN — 3TO BO3MOXHOCTb MPOABMKEHUS
TOBapa, NPOABWMXEHUS HOBMHOK B CeTsIX. 3anagHble ceTu B MOMEHT Kpuauca B
bonblien cTeneHn npoasuraldT cBom ToBap in-store. COOTBETCTBEHHO,
OrpaHN4YeHNs, KOTopble HOBbIE 3aKOHOAATENbHbIE MHULNATUBbLI MOTYT HANOXUTb
Ha MapKeTUHroBble YCMYyrM W Ha peknamy, B KPaATKOCPOYHOW nepcnekTnsee
©e3ycnoBHO NpuBeayT K MCHE3HOBEHMIO HOBbIX TOBAPOB M3 HALLUMX MarasuHoB, a
B [OMrOCPOYHON MEepcrnekTMBe 3TO MNpMBEAET K yBENMYEHUIO cebecTommocTu
NpoaYKUUM W, COOTBETCTBEHHO, K ewe 6onee 3aMeTHOMY COKpaLlEHWUHo
KOnmM4yecTBa HOBMHOK Ha NOJIKaX.

Ewe oanH TpeHa u3 Tex, Yto Mbl Habnogaem, — 310 pocT Tpaduka. MoxHO
caenaTtb BbiBOA4 O TOM, YTO B J@HHOW KPU3MCHOW CUTyauumn nokynaTtenu otaatoT
npeanoyvteHve degepanbHbIM CETAM, NOTOMY YTO 34€Cb OHWM MOrYT MOMYyYUTb
NPOAYKLUMIO MO pasyMHbIM LieHaM, HEOBXOOMMbIN aCCOPTUMEHT, HEOBXOAMMOro
KayecTBa.

Ecnn pgenatb BbIBOOLI O TOM, KakMe TpeHAbl Mbl OXugaem, — B Gnvkanwee
BPEMSA Mbl HE OXWOAeM yrnyylleHUs CO CTOPOHbI Halwmx nokynatenen. Mel
BMAWM, NOA KakuUM [aBrieHMeM OHM HaxoaAatcs. OCHOBHOW TpeH, KOTOPbIN Mbl

Habniogaem, — 3TO paunoHanusaumsa 3atpart. Cnacubo!

A. AKCakoB:

Bnagumunp, n3BmHK, A ToXe XoTen BbickasaTb CBOe 6eCNoKOMCTBO.



A cornaceH ¢ Wropem B TOM, YTO WMCYE3HOBEHWE MPOMO-aKUMA U3 KPYMHbIX
degeparnbHbiX CETEN MOXET OKasaTbCsA SABMIEHMEM onacHbIM. MeHs 3TO TOXe
©ecnokouT, MNOTOMY YTO celyac MpPOMO-aKkuMM BbIMOMHSAKT HE TOSMbKO
MapKEeTUHIOBYIO, HO W couunanbHylo ¢yHKumMo. MHOrMe Hawum rpaxpaHe,
ocobeHHO ManoobecneyeHHble, OyKBanbHO OXOTATCA 3a MNPOMO-aKUUAMMU,
cnegaT 3a HUMK, 4YTOObI KynuTb TOoBapbl gewesne. OTOT BONPOC Heobxoammo

PELNTb NPY PACCMOTPEHMM 3aKOHa.

B. l'epacumos:

Cnacubo! A nepegato crnoso Cunbsuy Nonosuyy. MNMoxanyncral

S. Popovich:

| will try not to repeat what was said about the Russian consumer. One way to
look at how the consumer is adjusting to the new reality is we are seeing that real
disposable income is down. People are travelling less, both abroad and in the
country. They go out less, so the HORECA | think is down around 5%, so people
are saving practically on different things just to have more money for essentials.
Even with essentials, | think there is an adjustment. The total for the beverage
market is down in volume 3% year on year in the first quarter, and it was down
again one year ago. But the pricing is up 15%, so practically speaking, they
consume slightly less, but they have to pay more. They are also changing where
they buy, so, happily for Igor, they go and buy in proximity. They move from the
big farmers, the big hypermarkets where you go once per week or once every
two weeks and buy a big basket, and instead you go two or three times to your
store near your house. This is a shift in the consumer buying pattern. With this,
we see also the decline of TT channels, or traditional produkty that are continuing
the trend over the years and maybe accelerating with the expansion of modern

trade.



As was said already, the consumer is looking for value, and | think obviously
promotions are the easiest way that both the retailers and suppliers offer value
by cutting the price. | think value is offered by different companies in different
ways also, such as upsizing or downsizing, offering a free product, or using the
size of the packaging to capture a certain price point. These are all different ways
of value for consumers, and | think that these will continue and the consumer will
continue to look for more value. Today, with technology, there is a lot of
transparency. There is an app on your mobile phone where you can see all the
promotions from the stores near your house, which is something that did not exist
before. Now consumers can go and choose exactly which store has the best
offer in a certain category.

| have one more point to make about the difference between consumer reactions
in the 2008 crisis versus now. Even most of the more resilient categories are now
changing dynamics: baby food, for example. One would expect that this is the
least elastic category because we will always look for money for baby food, but
even in this category, we saw the volumes of the category going down.
Practically, people are looking for price and value even in baby food, which is a
new reality that | guess all the players in the market will adjust to.

Going forward, | think we are more for a slow recovery and not a fast recovery
like we had in 2008, which means that both suppliers and retailers should adjust
and try to keep the consumer with them in the bad times, so they will buy their

products in the good times.

V. Gerasimov:

Thank you, Silviu. | would now like to give the floor to Sotirios Marinidis.

S. Marinidis:
Thank you. | am also going to try not to repeat. The consumer environment is

changing very fast. Russia is always going to be a key consumer market given



the population and the size, so, as a consumer goods company, we need to
change very fast.

| am going to take you through three trends over the next ten to fifteen years that
| believe will shape the consumer environment in Europe and in Russia. The first
one: people like me, age 50+. Age 50+ households in Europe today are roughly
50%. They control 80% of the wealth. In fifteen years, in 2030, two thirds of all
the sales of fast-moving consumer goods companies in Europe will be controlled
by age 50+ households.

Now let's talk about Russia. In Europe, that market is growing 20% year on year.
In Russia, it is growing around 10%. In 13 years, 50% of the population in Russia
IS going to be age 50+. That is the size, roughly, of Germany. Now you might
say, “So what? They will not control 80% percent of the wealth.” They will not, but
they will be 50% of the population. What does that mean for your assortment?
What does that mean for the basket size? What will it mean for channel
development, pharma, or drug stores? A lot of changes. And it is happening. If
you open the TV or Internet today, you see people like me doing advertising,
being models. The industry has realized that we feel young, we have power, and
we have money to spend, and they are targeting us.

The second trend is big cities. Today, 70% of the population lives in big cities in
Europe. In Russia, this is already 75% and growing. What does that mean for the
size of your product? Apartments have become smaller. Where do you keep the
product? How much space do you have to store it? If you imagine city life, how
many people shop how many times at big firms or plant purchase versus using
proximity stores or neighbourhood stores for their everyday or weekly needs? If
you ask a young guy today, sometimes he will tell you, “l live in Moscow” or
sometimes he will tell you, “I live in district XYZ.” So city life is going to change
the purchasing behaviours of consumers a lot, and firms, of course, are also

going to compete with internet purchase. Today you can order something in



Moscow and within one day, you have whatever you want. What you do not
want, you send back the same day.

The third one is what Mr. Kaufmann was talking about: digital. | am going to try
and build on that. Essentially, what is happening with digital — and remember, for
Russia it might not be here today. It is only 3% today, but Russia is growing very
fast and it is catching up. What has happened over the last two years in the
classical retail environment took 20-30 years to happen in Europe.

The key change on digital for us is what we call “the path to purchase”. The path
to purchase is not linear anymore. What does that mean? | will take an example
from my son. He studies in Madrid. He called me and said, "Daddy, we have this
new professor. He is an anatomy professor, and he is doing a multiple-choice
test. Can you help me?" What did | do? | took the name of his professor, |
googled him online, | found that the guy used to teach in the US, | found a book
that he published in the US on multiple-choice anatomy, | ordered it at midnight
from Moscow from an online chain in the US, and two days later my son had the
book in a small village in Madrid. Think about the path of purchase. It has
changed.

If you connect these three things, what is a higher chance to purchase? Let's say
my son marries, has a child, and | become a grandad. Is it easier and better for a
director of consumer communications to go and target my son and ask him to
buy Pampers, or is the chance higher to send me an online message and say,
"Mr. Marinidis, would you like us to send one pack of Pampers every week to
your son? Could you please give me your credit card details?" What do you think
is the higher chance of purchase? | would say it is better to call me.

If you summarize this, it is basically a new area. In the 1980s, we had the age of
the suppliers. You do a consumer understanding, you have a product, you go to
the retailer, you push it, first moment of truth, you pull it through advertising, and
here you go. Then in the 1990-2000s, you had the age of the retailers.

Expansion, format growth, assortment growth. Fast-moving consumer goods



companies had to adapt to basically better understand their shopper behaviour,
what we call the first moment of truth, with essentially leadership presence of
your product in the store. You spent a lot of money to make sure you were
present and you had promotions.

Now there is a new age. It is the age of the consumer. We call it the zero
moment of truth, because the consumer essentially can buy anything, anytime,
anywhere. If you are not going to be close to that — if you are not going to adapt
your offering, your communication, your consumer research, your consumer
understanding, your agility, your supply network — you are not going to be
competitive, and therefore you are not going to have the business you want to

have. Thank you.

B. N'epacumos:
Cnacnbo 6onbwoe. [llepegato cnoso [Omutpuio KocTtbirmHy. [loxanyincta,

Omutpun!

. KocTbIrnH:

A kakown Bonpoc unu tema? lNoBTopuTe, NoXxanyncra, ewe pas: g 3abbin.

B. N'epacumos:

Mbl 06Ccyxgaem U3MeHeHUs1 Ha pbiHKE, B TOM YMCIE Te, KOTOpble NPOMUCXOONAT B
mMoaenun Bawero 6usHeca B CBSA3M C UBMEHEHNAMW B NOBEAEHUN NOTPebuTenen,
— BKIIOYas MexayHapogHble TeHO4EHUUKM, NOCKoMbKy B Bawwem 6usHece oHu, S

Aymaro, 0COOGEHHO 3aMeTHbI.

0. KocTbIrnu:
Ecnn roBoputb 06 n3ameHeHnsax B consumer behavior, 1 He CKNOHEH XanoBaTbCcA
(mnoTomy 4TO 9TO caMoe nerkoe) No nosoAy cnadoro pybnsd, cuneHoro pybn4, no

noBoay napalwWux UM pacTylumx OoxoAdoB. Bceroa ecTb MPOAYKT, KOTOPbIN



BMOJSIHE NPOJAETCs, U HAQO ero uckaTb. bbiBalOT pe3kme U3MEHEHUs1 Ha pbIHKE:
OHW ObIBalOT M B MUPHOE BpeMS, U B KpuaucHoe. K aTomy Hago ObiTb roTOBbIM.
EcTb Takon KpacuBblIl TEPMWH: «CLEHApHOE NnaHupoBaHue». S BOBMNEYEH B
HEeCKONbKO Ou3HecoB: M B MPOM3BOLCTBO MPOAYKTOB MUTaHUsS (CEerogHst Mbl,
HaBepHOe, HoMmep oauH B Poccum Mo OBCAHOMY MeYeHbio), U B MPOU3BOACTBO
ogexabl B Poccun 1 B YKpanHe, a B «KOnmapTe» Mbl U KOMMbIOTEPLI COBMpaeM.
B obwem, Mbl BUOMM B NPOM3BOLCTBE HECKOSIbKO CErMEHTOB, U 1 MOry cKasaTb,
YTO B MULLEBOM MNPOM3BOACTBE MHOrME YyBCTBYOT cebA BMOMHE NPUIIMYHO —
BCe nydwe 1 nyyuwe. YTo KacaeTcs ogexabl, Mory ckasaTtb, YTO NPaKTUYECKM BCE
POCCUICKME CeTn ofexay MMNopTUpoBanu, Mano KTo NPOM3BOAUI, U HUKTO NpO
CUEeHapHOe NnaHuMpoBaHWe He aymarn. HUKTO M3 Tex, O KOM S 3Halo, He XOoTen
pasmMeLlaTb npom3BoacTBo B Poccun, ncxogs ua Toro, 4to B Kntae Bce paBHO
Aewesne. Ha aprymeHT «A BOpyr Tam byaeTr gopoxe?» oTsBedanu: «Het, He
OyneTt». A cenyac Bpoae Kak KpuM3uc, XOTa BMNOSIHE MOXHO Oblno ero nsbexarsb.
To eCTb C TOYKM 3pEHUS CLIEHAPHOro MfaHMpOBaHUSA BCe [LOSMKHO ObITb
NPUBLINBHO, XOTA Bbl HE YObITOYHO — 3TO YXKE XOpOoLWo, a TyT BAPYr nageHue
pyona nnmn 4to-To ewe. NMNo3aToMy Hago UcKkaTb NPOAYKTbI, FOTOBUTLCS K pasHbIM
BpemeHam. B Poccum 6bin nepuoa ykpenneHust pyons, XoTa cenvac 3To KaxeTcs
ManoBeposTHbIM. 31O 66110 ¢ 2001 roga, no-moemy, n pybnb ¢ 34 3a gonnap
ykpenuncsa go 23 pybnen 3a gonnap. OTO ANMAOCb HECKOSbKO NeT. OT0 Obin
OYEeHb BaXHbIA MOMEHT: KakK puTennepbl, Mbl €My pagoBanucCb, a Kak
npounssoauTenM — HaobopoT, Tak ckasaTtb, rpyctunu. Cenyac pybnb ocnab, u
Mbl Kak npousBoguTenu pagyemcs. Kak putennepam Ham, ObiTb MOXET, cTano
HECKOmnbKO crnoxHee. Bnpoyem, ecnu 6patb «KOnmapTt», Mbl BUOAMM, YTO paHbLle
XOpOLLO NpogaBanucb, YCIOBHO rOBOPS, MMNaHLWETbl U N3NTOMNbl, MOTOM XUTamu
HOMEep OOWH CTanu napoBapku, a cenyac OTNAMYHO wnayT Berocunegbl u
rmpockyTepbl. CTOUT NN NEHATb Ha TO, YTO NapOBapKM Tak Nerko yxe He 6epyTt?

Hano nckatb rmpockyTepbl.



Tenepb napa 3amedaHuit NO NOBOAY TOro, YTO MPOUCXOAMMNO B NPOLUIIOM roay B
Poccun. B atom nnaHe Ttepputopusa okorio [lynkoBckoro aspornopTa OYeHb
nokasaTternbHa. B npownom rogy B oktabpe tam oTkpbinica Outlet Village — 5 Tak
NOHWMalo, ero Kypupyet komnaHma Hines. MHe kaxeTtcd, 4yto gnsa Poccuu aTto
OOnbLION 3HaK, NMOCKOMbKY Npexae MUX He CTpounu. TO eCTb He 6biNo BHOBb
MOCTPOEHHbIX ayTneToB U Taknmx obpasoBaHui, a He nepedopmaTUPOBaAHHbLIX
AVCKOHT-LLEHTPOB, BHOBb C(OKYCMPOBAHHbLIX Ha pacrnpoga)XHOW WHOYCTPUN.
Takon ueHTp B [luTepe nocTpounu Bnepsble. Hackonbko s NoHMMar, Ha
TannunHckom wocce cobupaetcsa ctpouTtbes Fashion House. Ha mon B3rnsag ato
nokasblBaeT, 4TO pacnpogaxHaa wuHayctpus B Poccum  NOSTHOLEHHO
cchopmmpoBanacb uU Tenepb OyaeT passuBaTbCcsa. Kpome TOro, npaktuyecku
HanpotuB Autlet Village oTtkpeinca noykoctep «Pagbl», 3710 aHanor
amepukaHckon komnaHum Costco. [Mpn a3tom B  MockBe npakTUyecku
OAHOBPEMEHHO OTKpbIinacb kKomMmnaHus «[al» — HacKonbKo 4 MNOHMMALO,
noapasaeneHve komnaHun «O’KEN», noykoctep B He6onbLIom hopmate, 6rimxe
K Aldi n Lidl. Ha 6nwkanwune Heckonbko net, BuanmMo, 6yaeT cOOTBETCTBYIOLLNM
TpeHA: JNOYKOCTEPbl Havanu MeHATb CTPYKTYpY PblHKA, W BCEM Buaam
pUTENNEpOB NPMOETCA aganTUpoBaTbCa K 3TOMY (PeHOMEHY.

Tpetun EHOMEH COCTOMT B TOM, 4YTO BCE 9IKCNEPUMEHTbI, KOTOpble
NPOUCXOANNN B POCCUNCKOM MHTEpHeTe 3a nocnegHue 25 net, — M KOMMNaHUs
Ozon, u Enter, n Mbl 1 Tak ganee, — MNPULLNN K HEKOEMY PELLEHWNIO, KOTOpOe
Takke nNposiBUNOCb B paunoHe [lynkoBO: Mbl HasblBaeM 3TO MNPUrOpOAHLIM
LEeHTPOM WCMNOSIHEHNA 3aka3oB HoBOro nokonenuss mnu MNUA3om. Ero Toxe
MOXHO paccMOTpeTb. OTO TpuM OOMbLINX MHTEPECHbIX TpeHda WMMEHHO Ans
Poccun n nmeHHo Ha Gnuxanwme apa-tpu roga. C mMoen TOYKU 3peHus, 3To
noykocTtepbl B OonbwomM 1 Manom copmarte, 3TO OHMaWH-MarasmHbl HOBOIO
MOKONEHUs, KpamHe BbICOKOI((EKTUBHbLIE, M pacnpoaxHas WHOYCTpUS B

XOPOLLIO CTPYKTYPUPOBAHHOM BUJE.



B. Nepacumos:

Bonbwoe cnacnbo.

Konnern, HaunHaeTca camasi MHTepecHas 4acTb Halleln naHenn — Baluu
Bonpockl. [lymato, y Bac OHM ecTb. bonbwasa npocbba yTOYHATb, KOMY Bbl UX
agpecyerTe.

Moxanyncrta, Baw Bonpoc. NpeacraeBnanteck, noxanyncra.

M. CanyHuoBa:

Hobpbin aeHb, cnacmbo 3a WHTepecHble BbICTynneHus. MeHs 3o0ByT Mapwus
CanyHuoBa, s npeacTtaenso PockavyecTso.

CerogHsa yxe MHOro pas roBopuriocb O TOM, 4YTO noTpebutens ctan Gonee
pauuoHanbHbIM.  HaBepHoe, paunoHanbHOCTbL BblpaXxaeTcd B TOM, 4TO
noTpebutenb Xo4yeT nMOKynaTb KayeCTBEHHble ToBapbl 3a pasyMHble,
COOTBETCTBYIOLLIME KayecTBY [JeHbrn. B CBA3M C 3TUM BOMPOC Yy MeEHs
cnegyrowmn. Kak 60nbLWLIMHCTBO M3 Bac 3HaAKOT (CO MHOTMMW N3 NPUCYTCTBYIOLLNX
30eCcb CNUKEPOB W rOCTENM Mbl YyXe paboTtaem), PockayecTBO Obiflo co3gaHo
NPUMEpPHO rod Hasagd pacrnopshkeHnem [NpaBuTenbCcTBa U 3aHUMAETCS BEEPHbIM
nccnegoBaHueM KayecTtBa ToBapa. B cBoen OesaTenbHOCTU Mbl OPUEHTUPYEMCS
Ha MexayHapoaHble opraHusauun, Takme kak Stiftung Warentest B NepmaHuu,
Consumer Reports B CLLUA n Ttak ganee. Mbl Bugum n obpaTHoe ABWXeHWE B
Hawy CTOPOHY — Kak OT puTennepoB, Tak W OT noTpedbutenen, m oT
npoussoauntenen. Hanpumep, komnaHms METRO o4yeHb BHUMAaTESIbHO
OTHOCUTCA K KayecCcTBY CBOMX TOBApOB W O4YeHb OrnepaTuMBHO pearvpyeT Ha
pesynbTaTbl HaWMx uccriegosaHui. C X5 Mbl yxxe BejeM akTUBHbIE NeperosBopbl
no NoOBOAY NPOMO-TOBApPOB CO 3HAKOM KayecTBa.

Mon BOMpoC KacaeTca MexOyHapOAHOro onbiTa W agpecoBaH B 4aCTHOCTU
rocnoguHy MapuHngucy wn  rocnoguHy bepuHry. B Bawmx 3apybexHbix
nogpasgeneHnax — Kakum obpasomM Bbl B3aUMOAEWNCTBYeTE C OpraHu3auusimu,

3aHnMarLwmnmMmncAa I'IOTpe6VITeJ'IbCKVIM TECTUPOBAHNEM, TECTUPOBAHNEM



I'IOTpe6VITeJ'IbCKMX TOBapOB? N ecrnin no pe3ylibTaTaM nccnegoBaHum
BbIABNAKTCA KakKme-TO HapyLlleHUA, KakuM o6pa30M Bbl UX YYUTbIBA€TE B

npounsBoacTee? Cnacubo.

A. Bering:

| can start. Thank you for the question. | think actually one of the benefits of
having an international and a local business is when you find a good way to get
those two things integrated. Quality is exactly one of the areas that you can
sincerely improve. The way we work with it is that everywhere we are present in
the world, we bring our production and our products up to the same quality
standards. We do that through our central research centre in Europe, which is
one of the most impressive research centres in the category globally. We send
products to our own taste panel and quality panel in Copenhagen, as well as
bringing up the production standards to the same ISO-certified levels everywhere
globally. That is a process we bring with us everywhere. We have an internal
process focused on this and we work with external laboratories also to product

test our products.

S. Marinidis:

To build on this, we use the three plants we have. In Novomoskovsk, the laundry
plant is the second biggest for Procter & Gamble in the world. The Gillette plant
in St. Petersburg produces exactly the same razor you can buy in the US, and
just to mention, it has been producing the latest innovation; 86% of the premium
razors were sold in Russia in that category.

Now there are two elements. On the one hand, of course we have the same
standards and production quality. If you walk into Novo or into Ohio or Michigan,
it is exactly the same plant and the same safety, and sometimes we pay a
premium in order to implement this. When it comes to testing, there are two

things: first, our own test methods that are acknowledged internationally, and



there is zero change in quality. Then of course, in some countries and also in
Russia, you have country-specific regulation and test methods, and of course we
apply these protocols. Otherwise we would not be able to sell legally in Russia.
Using the opportunity to address the forum, here we have an opportunity as well
because some of the methods that Russia is requesting are, | would say, not up
to the latest development and technology. They lag a bit behind, and more
importantly, within the Eurasian community, they are not aligned with each other.
So | think if we work together to align regulations and quality standards, that

would be a big help.

B. l'epacumos:

Cnacubo. lNoxanyncrta, BONpoCbl — 34€eCb, B NEPBOM psay.

P. CUMOHSIH:

[obpbin aeHb. Y MeHsa Bonpoc K rocnoguHy LlextepmaHny. MeHs 3oByT PybeH
CumoHaH, komnaHust «beHTyc nabopatopun», 6peHg Sanitelle. CkaxuTe,
noXanymncra, Kak Bbl AymaeTe, Ha Kakoe OTHOLleHMe CO CTOPOHbI ceTer MOoryT
paccynTbiBaTb MECTHble POCCUIMCKME MPOU3BOAUTENU B CUTyaUMUAX, KOrga OHU
npeanaraloT NpoAaykuuio, abComTHO He YCTynawLwylo nAyyYwmM MUPOBbIM
aHanoram, — npPOAYKUMIO, KOTOpas MMeeT JyuYlnin aCCOPTUMEHT U Fy4dLlyto
LueHy? Begb 4acTo B UTOre Mbl NpourpbiBaem, 4OMycTUM, rnobanbHOMY UIrpoky,
KOTOpbIM npeanaraeT npoaykumio Gornee [OpOoryto, MeHbLUEro acCopTUMEHTA,
MOXeT ObITb, XyAwero Kkadectsa, HO C 6OMbWMM MapPKETUHIOBLIM OHOXKETOM.

BoT kak ObITb poccunckomMy nponssoanTesnto B Takom cnyyae? Cnacumbo.

U. WexTepmaH:
Cnacnbo 3a Bonpoc. A He MOry Cc BaMum COrfnacuTbCA B TOM, 4YTO CErogHsi
POCCUNCKNIA NPON3BOANTESIb COBCEM MPOUrpbIBaET 3anagHbiM NPOM3BOAUTENAM.

Bo-nepBbIX, B Halwen ceTu B nocriegHue Ba-Tpu roga KOnMnM4yecTtBO POCCUNCKUX



npounsBoanTenen pacteT. Bo-BTOpbIX, Kak s yXe roBOpWI, CEerogHsi OYeHb
BaXXHbIM (pakTopoM SABMsieTCA nNpomMo U rnybuHa npomo. COOTBETCTBEHHO,
POCCUCKNE MPOM3BOAUTENN MMEIOT BO3MOXHOCTb NpoABUraTb CBOK NPOOYKLMIO
B TOM YMCIE N Yepe3 COBMECTHbIE aKLuK C CETAMU, rA€ Mbl BMECTE JAEM CKUOKW
M Ha rnybuHy, n Ha accopTUMeHT. COOTBETCTBEHHO, €CNMU CO CTOPOHbI
rocygapctBa npou3ongeT OrpaHUYeHWe YCryr Ha peknamy, MapKeTUHrOBbIX
ycnyr, KOTOpble MNOMOralT npexae BCEero pPOCCUMUCKOMY MNPOM3BOAUTENMIO
npogBurate CBOK MPOAYKUMIO B ceTax, To, ©6esycnoBHOo, 310 Oygert
ANCKPUMMHALNA OTEYECTBEHHbIX MPON3BOANTENEN MO CPABHEHMUIO C 3anagHbIMU,
y KOTOpbIX Gonblive GromxkeTbl Ha peknamy. A cumtar, YTO B AAaHHOM cryvae
BOMPOC CaMOpPErynMpoBaHnst U 3akOHOAATENbHbIX WHULMATMB OYEHb BaXkeH. A
Hagelcb, 4TO denyTaTbl NPUMMYT Mydpoe, 3apaBoe W cbanaHcupoBaHHOE

peLleHue.

B. N'epacumos:

Cnacubo. lNoxanyncTa, Bawwm BONpPOCHI.

Bonpoc, KoTopbIi y MeHs1 MOSIBUACS, OTYaACTU TOXE CBA3aH C UCCregoBaHUEM,
npoBegeHHbIM PricewaterhouseCoopers. CyliecTByeT M ONacHOCTb TOro, YTO
notpebutenn BoobLle nepecTtaHyT MOKynaTb YTO-NMOO 6e3 CKMAOK, MOCKOSbKY
CKMUOKMN CTAHOBATCS MOCTOSAHHBIM HEWU3DEXHbIM CMYTHUKOM Haluen xun3Hnu? EcTb
NN ONacHOCTb, YTO 6e3 CKMOoK ToOproensa BoodOLe He cMoXeT paboTaTb? MoxeT
ObITb, ropb oTBETUT NepBbiM? ECTb N Takas npobnema, 4to nokynartenb yxe

HEe XO4eT MNoKynaTtb TOBap 6e3 ckngok?

U. WexTepmaH:

Kak 51 yXe ckasarn, CerogHsIlUHMI MNoKynaTenb MMEEeT HECKOSIbKO XapaKTepPHbIX
yepT. [lpexage Bcero, OH BblbMpaeT OpeHabl 6Gonee pgeweBble B CBOWUX
KaTeropusix, OH He roTOB MOKynaTb BMpOK. Be3ycrnoBHO, OCHOBHblE NpoLaXu

cerogH4a npouncxoadaTt Ha npomMo-akuunax. K coxaneHnutio, B npoLwsiomMm rogy Obino



camoe Gonblloe NageHne pearibHOro A4oXo4a HaceneHusl, 3To, KOHEeYHO, AaBuUT
Ha noTpebuTens, n Tenepb OH BblbMpaeT ueHbl. Bonpoc, HaBepHO, He B CKMAKaX,

a B KOHKpeTHOW LieHe. OH BbIOMpaeT onTMMarnbHbIi TOBap Mo pasyMHOW LieHe.

B. l'epacumos:

Anekcen, ectb N Takas npobnema 8 METRO?

A. l'puropbesB:

KoHeuHOo, npodeccnoHanbHble KNUEHTbI TOXE, YTO Ha3blBaeTCsl, OXOTATCA 3a
NpOMoO-akumMamMn. ATO NOHATHO. Ho s 6Gbl nocMoTpen Ha 3TOT BOMPOC HEMHOrO
wupe. OxoTa 3a nNPOMO-akUMAMW BO3HMKAET M3-3a TOrO, 4YTO Yy Hac
AENCTBUTENbLHO MNajaeT YpPoOBEHb [OOXOAOB noTpebutenen. Toraa 970
AENCTBUTENbHO XapakTepHoe CBOMCTBO: Koraa y notpedbutens MeHblue AeHer B
KOLLENbKe, OH HAa4YMHAEeT CMOTPETb Ha LiEHbl MU BOCNPMHMMATL TOBaAp Kak ToBap,
TOrga Kak COBpPEeMEHHasi TOProBnsi MNPUXOAUT MOTMXOHbKY K TOMYy, 4TOObI
npegnaraTb NokKynatento u notpebutento He ToBap, a YCMyry, KOMMMEKCHbIE
ycnyrn. Mbl roBopMM O [JocTaBke ToBapa B HY)XHOE BpeMsi, B HYXXHOM
KONUYecTBE, B HY)XHOM aCCOPTUMEHTE, B HYXXHOM KayecTBe. TO eCTb BCE 3TU
YHKLUNKN BbIMOMHAKTCA TOProBren. 3To yXKe He NPOCTO «Kynun 1 nepenpoaan»,
3a 3TUM CTOUT OYEHb CIIOXHbIN MEXaHU3M, 3agada, KOTOPYK TOProBns pellaeT B
TOM 4ucne B MHTepecax noTpedbutens wn npousBoauTensda. B cBoen
cTpaTermyeckon OpueHTauum Mbl OOIKHbI HE CTOSIbKO OPMEHTUPOBATLCS Ha
COXpaHeHne  MNpPOMO-akUuMih U OXOTbl 3@  HU3KMMM  LEHaMu,  3a
crneunpeanoXeHmsMm (XoTd 3TO Bcerga BaXHO), CKOSMbKO NoAgepXuBaTb
NPUHATME Mep MO MOBbILWEHUIO O0X0A40B notpebutenen. A npomo-akumm —
HopManbHoe siBreHne. Ecnun Bbl nocMoTpuTe, Hanpumep, Ha 'epmaHuio, oTkyaa
NPOUCXOANT Halwla KoMnaHud, TO TaM NeT ABaguaTtb Hasag Obinn aBa YeTKux
ce3oHa pacnpogax: oauH B SiHBape, oAuH B utone. A 4To cenyac? Pacnpogaxu

nayT nMnpakTU4ecku prl'ﬂbll7l rogq, To eCTb 4YEeTKMX CEe30HOB YXe& HeT. 310



CTAHOBUTCH OYEHb BaXHbIM MapKETMHIOBbIM XO4OM W Ana noTtpebutens,
KOTOpPbI MMeeT 6Goree TONMCTbIN KOLIENEK, YeM, K COXaNeHu, CEroaHsLLHNN

POCCUNCKMIA NOTpebunTens.

B. l'epacumos:

Cnacubo!

C. Haywmos:

MoxxHO s oTBeYy Ha 3aToT Bonpoc? CtaHucnas Haymos, X5 Retail Group N. V. A
Xo4vy gononHuTb oTeBeT Uropsa Ha Baw Bonpoc. ECTb nporpammbl agpecHom
NPOOOBONIbCTBEHHOM MOMOLLM, 3NEKTPOHHbLINM coumanbHbin cepTudukaT. Ha mon
B3rNsi4, 9TO CUCTEMHbIA OTBET Ha TO, O YeM rosopun AHatonun 'eHHagneBwu:
3TO He TOSIbKO MapKeTUHroBasd NonmuTuKa, HO U coumanbHasa. 1 aTo He npocTo
rmnoTtesa, o KOTopon MUHUCTEPCTBO MPOMBILIIEHHOCTU WU TOProBSiM MblTaeTcs
porogoputbcsl ¢ MwuHucTepctBom  puHaHcoB. [lpaButensctBo  MoOCKBbI
HEeCKOSIbKO neT peanudyeT 3Ty nporpammy. Bo Bcex marasmHax, yHMBepcamax
LIaroBoM OOCTYMHOCTU neHcuoHepbl MocCKBbI, MHOrogeTHble ceMbn MOCKBbI Mo
coumanbHOM KapTe MOCKBMYA MONy4valT MOSHbIA aCCOPTUMEHT MPOLYKTOB,
BXOASLLMX B NepeyeHb couunanbHO 3Ha4YMMbIX TOBApOB. JTO XopoLlasa cxema ans
paboTbl B TOM 4uUCNe C OTEYECTBEHHbIM MPOU3BOAUTENEM, OTEYECTBEHHbIM
noctaswmkom. B lNMNeTepOypre ectb nporpamma «[eTckasi kapTay», U Konnern u3
komnaHun «Jlenta», «O’KEW» Toxe B Hel yvacTByloT. [03TOMy MHe KaxeTcs,
YTO OL4HOW U3 peKoMeHAaunn CerogHsILLHEN NaHesIbHOM AUCKYCCUM MOXET ObITb
He TOnbKO OOCYy)XOEeHMe NpPpoMOo-aKkuMh, HO W noxenaHume 6onee akTUBHO
ncnonb3oBaTb CPeaCcTBa, KOTOpPble caMn KOMMNaHMM BMECTE C BfiacTsiMm 60nbLumx

ropoaoB yxXe UCnoJib3yroT B 3TOW nporpamMmme.

B. Nepacumos:



A xoten 6bl 3agatb Omutputo KocTbirMHYy TOT ke BOMpoc 06 onacHoCTU
NpuBbIKAHNA K ckuakam. ECTb nu BooOLle Takasi OnacHOCTb — MpuBbIKaHWE
noTpebuTens K NOCTOAHHbIM U HEN3BEXHBIM CKMaKaMm, korga 6e3 cKMaok HU4ero
He noKynawT? HeT nn onacHOCTU, YTO 3TO CTaHET HeU3beXHbIM ChyTHUKOM
Hawemn Xun3Hn? MoxeT BbiTb, 9TO M XOPOLIO — S He 3Hako, HO KakoBo Balwe

MHEHWNE Mo 3TOMY I'IOBOLly?

O. KocTbIrnH:

A cumTtalo, 4TO Hapoa NeperpyXxarT ATUMU KTEPPUTOPUAMUN HUIKUX LIEH», KHUXKE
He HangeTe», «gonnatum, ecnu Hamgete Hmxke» U npoymm. PokycupoBaHue
TONbLKO Ha UeHe — Ha MOW B3rnsg, Takoh NpuMUTMBHBLIN Meccex! Ha mon

B3rNs4, OH Y)Xe NnoxoBaTo paboTaeT, HY)KHO YTO-TO ApYyroe.

B. l'epacumos:

Cnacubo. Konnerun, kakne y Bac eCTb BONpOCHI?

A 6bl Bce-Takm ewe pa3 cnpocun y Bac, AHatonui [eHHagueBud, npo
camoperynupoBaHue. MoxeT ObITb, Bbl pacckaxeTe, kakum obpasom aTa
cuctema morna 6bl pabotatb Ha npakTuke? Hackonbko oTpacrnb BooOLle, Ha
Baw B3rnag, rotoBa k camoperynuposaHuio? Bce-Takm komnaHum, paboTtaroime
B HEW, KOHKYPUPYIOT OpYyr C APYroM 1 NpeacTaBnstoT cO60N 0YeHb pasHble TUMbl,

«HaLNOHANbHOCTMY.

A. AkcakoB:

Bce-Ttakm nydwe 6bl 06 3TOM pacckasann CaMn y4aCTHUKWU pbiHKA. Y Hac ecTb
MEXOTpacneBOW JKCMEPTHbIN COBET, B KOTOPbIA BXOAAT W MOCTaBLUMKN,
npoussoanTenu, n putenn. Tam oHM goroBapuBatoTcs 06 yCnoBUAX B3aMMHOM
paboTbl. MNpuyem 80% y4yaCTHMKOB 3TOro coBeta cobnogatoT AOrOBOPEHHOCTM,
20% He cobniogatoTr. B npuHuMne, pe-akto camoperyriupoBaHue  yxe

cthbopmmpoBanocb. OgHako OHO elle He WHCTUTYUMOHaNM3upoBaHO, W 3Ty



cuTyaumio  Heobxoammo yTBepAUTb 3akOHOM. Korga «rocygapeBO  OKO»
npyHUMaeT pelleHne, obasatenbHoe ans Tex 20%, koTtopble He cobntogatoT
npaBunia camMmoperynupoBaHud, TO, Ha MOW B3rMnsid, OYeHb MHOrMe BOMPOCHI
cHumatotcs. OTnagaeTt HyxXaa BHOCUTb U3MeHeHUs B 3akoH «O Toproeney». Y Hac
eCTb €lle W 3HepreTM4yeckMm pblHOK, Ha KOTOPOM Kak pa3 [gencteyeT
MeXoTpacneBoe camoperynimpoBaHue, N OHO 3aKpensieHo 3aKoHOM. Mbl JOMKHbI
Mcnonb3oBaTb 3TOT OMbIT ANA pblHKA, rae paboTalT pUTENST U MNOCTaBLUUKM

TOpProBbIX ceTeun.

B. l'epacumos:
Xo4yeT nNu KTo-HMByab M3 YYaCTHUKOB NaHenun 4to-nnbo gobaBuTb No Teme

camoperynmpoBaHua? EcTb nn kommeHTapun? MNMoxanyncral

A. NpuropbeB:

A cuunTato, YTO camoperynupoBaHue — S yxxe rosopusn od 3ToM B camoOM Havarne
— 9TO eOWHCTBEHHbIK  MaructTparnbHbli  NYyTb  pPa3BUTUA  pPblHKA W
B3aMMOOTHOLLUEHUN MeXay WUrpokamm Ha pblHKe. [loHATHO, 4YTO 34ecb
HeoOxoAuMMO OTOMTM OT npuBbIMHOM Ans  Poccun  mogenun  BOCMPUATUS
camMmoperynmpoBaHusa, Kak caMOoperynupoBaHuUsa oTpacneBoro. Y Hac OOSTHKHO
ObITb CamoperynMpoBaHue pbIHOYHOE, KOTOPOE OXBaTblBaeT Kak TOProBble CETH,
Tak M npou3BoAUTENEn WU, BO3MOXHO, noTpedbutenen. 3O0eCb HaAAO HaWTU
OpraHmM3auuoHHbIn cnocob npaBunbHO 06bEAMHUTL BCE 3TU MHTEPECHI W,
BO3MOXHO, NpMBSA3aTb K 3TOMY caMoperynmpoBaHUIO rocy4apcTBo, HO Npu 3TOM
OCTaBUTb camMoperynmpoBaHne MMEHHO PbIHOYHbIM. VIHBIMX crioBamMu, y4aCTHUKU
PbIHKA OOMKHbI HAXOAUTb NPaBUISTbHbIE MYTU B CBOMX B3aMMOOTHOLLEHUSX. O Yyem
Mbl Cenyac roBopuM B CBSI3W C TrOCYy4apCTBEHHbIM perynupoBaHnem? Mol
rOBOPMM O MNOMbITKE OTPEryniMpoBaTb B3aMMOOTHOLWEHNSA B nyywem cnyvae 50%
pblHKA TOProBfiM C MacCoW MoCTaBWMUKOB. [1ATbOECAT MPOLEHTOB pPbIHKA

TOpProBnu BOOOLLE OCTalTCcA 3a npedenaMmu 3TOro perynupoBaHus. B 1o xe



BpeEMSA, B camMoperynmpoBaHun [EeUCTBUTENbHO MOXHO HaWTu OTBeTbl Ha
BOMPOCHI, CBSA3aHHble C B3aWMOOTHOLUEHUSMWU KPYMHbIX TOProBbIX CeTen U
KPYMHbIX MOCTaBLUMKOB, KPYMHbIX TOProBbIX ceTern U HebomnbLnX NOCTaBLUUKOB,
HebOoNbLUMX TOProBbIX CETEN U CPEeAHUX, MESKUX UMW KPYMHbIX NOCTaBLLUKOB,
HeopraHn3oBaHHOW TOProBnuM W nbbiIX nocTtaBwmkoB. MHe KaxeTcs, 4TO
€ONHCTBEHHbIN cnocob HanTN NpaBurbHble OTBETHI HA BONPOCHI, BO3HUKAKOLLME B
CBSI3W CO BCeM MHOroobpasmem B3aMMOOTHOLLUEHMIA Ha PblHKE, — 3TO MMEHHO
camoperynupoBaHue. Kpome TOro, Hago y4yutbiBaTb, YTO OHO AOSMKHO ObITb
CerMeHTUpoBaHO, MOTOMY YTO NPOAOBOSIbCTBEHHbIN PbIHOK OTNIMYaETCs OT pbiHKa
ANIEKTPOHUKN U OT pblHKaA OAEeXAbl, KaK M OT pblHKA OBEMPHbBIX U3Oenun,
napgomMepun n gpyrux. I ansa kaxgoro n3 pbiHKOB, AN KaX4OoW U3 KaTeropum
HagJo HaxoouTb CBOM OTBETbl B pamMKax camoperynupoBaHus. [ymato, 3910

BMoJiIHE BO3MO>XHO.

B. N'epacumos:

Cnacunbo 6onbLuoe!

YBaxaemble konneru, Hawe Bpems wuctekno. Cnacmbo Bam Oonbloe 3a
BOMpocCkl, 1 6onbLuioe cnacubo HawKUM rocTaAM 3a OYeHb MHTEPECHbIN pasroBop.

bnarogapto Bac!
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