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p O YEM MOTOBOPUM?

= Kak MeHdaeTcs pblHOK BbbITOBOU XMMUKX BO BPEMS KPU3UCOB
= Bce nu kateropuun npupactatot 3a cdet CTM?

= Jlokanusaums MMpoBbIx OpeHaoB




P HENKEL — LAB INDUSTRIES B POCCIM
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p MHOOPMALA N AHAJING — K/TKOY K YCTIEXY
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D BbITOBAA XMMUA — KATEFTOPWA MEPBOV
HEOBXOANMOCTN

[OTOBHOCTb OTKa3aTbCA OT MOKYMNKW KaTeropum

Cpeau nokynareneit kateropui

Romir
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P KATETOPUA EITOBOWV XMMIA APKO PEATVIPYET
HA BHELHIOKO CMTYAUWNIO

= Mol oM — MOSi KPenoCTb = CKynown nnaTuT ABaxkAbl
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p MEPEK/THOYEHWA B KPN3NC GFK
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I. Bcero notepb
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PASBUTNE LUIEHOBBIX CETMEHTOB KATE[TOPKIA
CTHNPKA B POCCI

NIELSEN MT, 2012-2022-2023(1-3), PYb

2015 | 2016 | 2017 2018 2019 | 2020 | 2021 |[2022 2023

H [lpemnym B Megnym JKOHOM Apyrue

= B cpeacTBax Ans CTUPKW BO BPEMA KPU3NCOB pacTeT MeanyM CerMeHT

" LLeHHOCTb CpeacTB npeMmnymM CerMeHTa 414 rnoJib30BaTesid BbICOKa



p OCHOBHBbIE MMPNYMHBI TTEPEXOAA HA CTM

= [I3MeHeHne TOBAapHOro HanoaHeHns = CHUXXEHWE peanbHbIX JOXOA0B U
PbIHKa 1 yxoa 6peHAoB naaTeXxecnocobHOCTM NoKynaTenemn



p HEPCIHEKTVIBbI POCTA CTM B POCCHN SHAYWTE/IbHbI

Oona CTM B aeHeXHbIX NpoAaaXax Ha pblIHKax pa3nU4YHbIX cTpaH, %
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p KATETOPUN FMCG: CTM PASBVMBAETCAH [1O-PASHOMY

Ton-10 kKateropuu no aAuHamuke gonu CTM B odpnamH-KaHane
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p LOJIA CTM B KATETOPUI bbITOBAH XIMINA

NIELSEN NATIONAL, 2023 VS 2022, PYb.
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= [ona CTM B bbITOBOM XMMWNM 3HAUUTENBHO HUXE, YEM B CPEAHEM Ha PbIHKE

= [lokynaTenb CKNOHEH BblbMpaTb HaZeXHble CPEACTBA, rapaHTMpyroL e pesyabTaTt

Source: AC Nielsen



p B YUEM NMPUYINHBI?

ﬂaa(a .

ARIGL l .

= BbicOknM ypoBeHb foBepua bpeHagam = KOHLEHTPUPOBAHHOCTb PbIHKA

= Bblcokme TpeboBaHUs K pe3ynbTaTy =  CNOXHOEe NPOM3BOACTBO



Romir

p MOKYMATE/Ib PAA BO3BPALLEHIKO BPEHAOB B BX

B KAKUX KATEFOPUAX POCCUAHE XAOYT BPEHAbl OBPATHO
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BbITOBaA TEXHMKA AsTomobunu HenpopoBonbcTBeHHble Kocmetuka Opexpa
W 3NeKTPOHMKa ToBapbl w napgromepun u obysb

57% 53% 48% 47% 47%

= 3%

Tosapel Ana Aoma MpoaykTbl Kpenkuii Toukmn Muso
u mebenb NUTAHKUA ankorons NUTaHKWA

40% 36% 30% 29% 27%

Bonpoc: «XoTen bel, 4ToBbl 3TH MHOCTPAHHBIE MAPKW U NPOW3BOJWTENU BEPHYNMCE HO POCCMIACKMIA PBIHOK KOK MOXHO CKOpeen
MecTounmie M-Mynec, EfMHas naHens AaxHelx Pomup, 2022, Poccma 10+



p 1014 PYCCKMX BPEHAOB B BX HEBEJIMKA

Home Care, %

CpeactBa gns CTUpKn
CpeacrBa ana UnNcTkm
BymaxkHasa npoaykuma
MbITbe nocyAbl
Personal Care, %
CpeactBa gns Tena
CpeactBa gna aviua

CpeactBa gna BoiOC

3ybHas nacta

)KeHckasa rurneHa

[Jannepcobl




p HALLW BPEH/DI
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p bPEH/bBI BE3 M3MEHEHWA JTOTOTHTA




p bPEH/DBI C NMEPEXOLAOM HA KNPWJTANLY B T LA
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p KAK CTPOVTb BM3HEC B MEHAKOWEMCA MIIPE?

=  MakcMmanbHO NoaPOHHO 3HATL CBOEro
nokynaTens

= JleTafbHO aHaNM3NPOBATb KAaTErOPUHO

= Mcnonb3oBaTb OMbIT NPeAbIAYLLNX KPU3MCOB
=  BbITb MakcMManbHO rMbKMMM

= TecHO B3anMMOJAENCTBOBAaTb C KAMEHTaMu




CHACKBO 3A BHVMAHWE! YAHN!
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