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Ha poccuiickoM mpoOoOBOJBCTBEHHOM
pBIHKE TIpeACcTaBiIeH NOBOJbHO MIMPOKUN ac-
COPTUMEHT Kalll U KPYMSHBIX CMeceil OBICTPO-
ro ¥ MOMEHTAJIbHOTO MPUTOTOBIEHUS*. DTU
TOBAapbl BOCIIPUHUMAIOTCS MOTPEOUTENIMU
KakK JIOCTYIHbIE, HO B OTJIMYUE OT IPYTUX POA-
CTBEHHBIX MPONYKTOB — B YACTHOCTU JAMIIKN
U CyMOB — CUMTAIOTCS 00jee HATYPaJIbHBIMHU.
Bot nouemy xamu u cMecu ObBICTPOTO U MOMEH-
TaJIbHOTO MPUTOTOBJECHUS, BBIIIyCKaeMble OTe-
YEeCTBEHHBIMU U 3apYy0EXHBIMU MPOU3BOIUTE -
JISIMU, TOCTATOYHO BOCTPEOOBAHBI B CIOXHBIX
9KOHOMUYECKUX YCIOBUSIX. PBIHOK pa3BuBaeT-
csl, MIPOU3BOAUTENM BBIYCKAIOT HOBbIE BUIBI
MPONYKTOB, OPUEHTUPYSCHh Ha U3MEHEHUE 3a-
MPOCOB U BKYCOB MOTpeOUTENEI.

O630p POCCUIACKOTO PBIHKA Kalll MOMEH-
TaJbHOTO MPUTOTOBJIEHUS OCHOBAH HAa OTYETE
Key Accounts Index** 3a 2008 u 2009 roxsl.

CErMEHTAUUSA PblIHKA

K xamam MOMEHTalbHOTO MPUTOTOBJE-
HUS OTHOCST MPOAYKTHI, NPOU3BOAUMBIC Ha
OCHOBE 00pabOTaHHBIX 3EPHOBBIX KYJbTYp C

* Tlop, BbICTPLIM MPUrOTOBNEHNEM OBbIYHO MOHMMAIOT BapKy
NPOAyKTa B TEYEHME HECKOIbKNX MUHYT; MOMEHTa/IbHOE MPUro-
TOBJIEHVE MOAPAa3YMEBAET 3aSIMBKY NPOAYKTa KUMATKOM 1 OBe-
[eHvie ero A0 OKOHYaTEeNbHOV FOTOBHOCTU MyTEM HACTavBaHWS
B TeueHre 1-5 MuHyT.

** Key Account Index — oavH 13 noptdensi oT4eTOB, KOTOpbIE
NPEeACTaBSET KOMMaHWS «BU3HEC AHANMTUKa» CBOUM KIIMEHTaM.
Otuet 6asvpyeTcs Ha AaHHbIX MO HECKOJIbKUM ThiCS4aM Marasu-
HOB KPYMHEMLLIMX CETEBBLIX ONEepaTopoB Mo BCe CTpaHe, Npeno-
CTaB/SIOLLMX JaHHbIE O CBOVX MPOAAXKAX B 3NEKTPOHHOM BULE.
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OB30P POCCUMNCKOIO PbIHKA KALU MOMEHTAJNIGHOIO NPUIFOTORNEHWA

HaTypaJbHbBIMU H00aBKaMu. DTU NPOLYKTHI
He TpeOyIoT BapKu, a JOBOASTCS JO TOTOBHO-
CTU TMyTeM A00aBJieHUs] KUMITKa/MoJoKa U
HEeMpOMOJXKUTEIbHOTO HACTAMBAHUS — OT 2
no 5 MuHyT. B KauecTBe OCHOBBI AJIS Kalll MO-
MEHTAJIbHOTO MPUTOTOBJEHUS UCHOJb3YIOT
rPpEeYHEeBYI0, OBCSIHYIO, PUCOBYIO, KYKYPY3HYIO,
MUIEHUYHYIO0, SYMEHHYIO, MAHHYIO U MIIEHHYIO
KpYMbI, a TaKXe pa3JIUMYHbIe MUKCBI, TO €CTh
cMeCcH Kpyn — MIIeHHO-PUCOBYIO, MIIEHHO-
rpevyHeByl0 M npyrue. Pa3gensior kaiid U 1o
BUAaM 100aBOK — Hampumep, ¢ Mexom, ¢ppykra-
MU, opexaMu, sirogaMu uiu ciuBkamu. Cnpoc
Ha Kallu MOMEHTAJbHOTO NMPUTOTOBJIEHUS HE
MMeEeT IPKO BbIPaXeHHOW CE30HHOCTH, YTO MO-
3BOJISIET OTHECTHU UX, CKOPEe, K TOBCEAHEBHBIM

MPOAYKTAM, <«IPOAYKTaM MPUBBIUKU».

CornacHo pe3yjbTaTaM HCCIENOBaHUS, B
2009 romy Ha OBCSIHBIE KallM MPUXOAUIOCH
75% mnpomax*** xam MOMEHTAJbHOTO MPUTO-
TOBJIEHUS B CTOMMOCTHOM BbIpaXeHuwu (puc. 1).
Bropoe MecTO 3aHUMAIOT «MUKCBI» — HUX JHOJS
coctaBuna 20%.

B o6bemHoM BbipaxeHuu B 2008 u 2009 ro-
laXx 0TMeYajoch CYLIECTBEHHOE MaAeHUue A0JU
OBCSIHBIX Kalll ¥ POCT MOMYJISIPHOCTU CETMEHTAa
«MUKCBI» (maba. 1).

BUA U NACCA YINTAKOBKMHU
B kaTeropumu «kaumu MOMEHTaJIbHOTO MpPU-

TOTOBJI€EHUA» BbIACAAKT CJHICAYIOIIUE CEI-

*** B po3HUYHbIX ceTsix. [lanee BCe OaHHble MPUBOAATCS MO
CEeTeBOM PO3HWYHOW TOProBe.

PucyHok 1
CTPYKTYPA NPOAAX KALI MOMEHTAIBHOIO

MPUIOTOBNEHKA B 2008 rogy,
B CTOMMOCTHOM BbIpaMeHuu, %

20%

Oscanasn 5%
«Mucbin 20%
- Ipeynesan 3%
. Lpyrue 2%

MEHTBI, B COOTBETCTBUM C BUIOM YMaKOBKU:
kamu B GONBTUPOBAHHBIX MaKeTax, Kallu B
KapTOHHBIX KOpOOKax, Kallu B APYTMX BUAAX
yIMaKOBKM — HalNpHUMED, B MJIACTUKOBBIX CTa
KaHax, TapeJikax, XecTssHbIX 0aHkax. Kak B
HATypajJlbHOM, TaK U B CTOUMOCTHOM BbIpaxc
HUU HA PBIHKE JTOMUHUPYIOT Kallu B GOJBI 1
POBAHHBIX MaKeTaX U B KAPTOHHBIX KOPOOKax
B nmpomenmiem roxy, B CpaBHEHUHU C aHAJOTUU
HbIM nieprogoM 2008-ro, Kaliu MOMEHTaJAbHOTO
MPUTOTOBJICHUS B KOPOOKAX yBEJIUUUIU CBOIO
IOJII0 B HATYPaJIbHOM BBIpaxXeHUU 6ojiee 4yeM
Ha 10%, B TO BpeMs KakK Kallud B MakKeTax HO



Tepsanu 5%. B pesynbTare B mociemnHeM pac-
CMaTpUBaeMOM MEePHOAe COBOKYITHAS M0JIs Kalll
B MakeTax U KopoOKax cocTaBusia okoyso 96 %
B HATypaJbHOM BbIpaXXeHUMU.

Cxoxast nuHamuka B 2009 romy Habawona-
Jlach U B pa3pe3e pblHKa M0 Macce YNaKOBKU:
JOJIsl Kall B ynakoBke MeHee 50 rpaMMOB CHU-
3ujach Ha 4 T.1. (maba. 2). DTO MOXHO 00BsIC-
HUTb TEM, UTO B YCJIOBMSAX KpU3HUCa MOKYyNnarTe-
M CcTajau 4Yalle nmpuobpeTaTh 6ojee moporue
MHOTOTMOPIIMOHHBIE YITAKOBKU ¢ 60Jiee HU3KOU
LIEHOU OTAENbHBIX MOPLUIA.

POCT LEEH U LEHOBOE
CErMEHTUPOBAHUE

PocT po3HUYHBIX LIEH B CerMeHTax Kalil
MOMEHTaJbHOTO npurotoBieHus B 2009 roay
MPOUCXOAUJI HepaBHOMEepPHO. B HauMeHbIe it
cTerneHu, 1o cpaBHeHMIO ¢ 2008 rogomM, BeIpOC-
JIM LIeHBI Ha TPeYHEBYIO Kamy — Ha 3,6% (puc. 2).
IleHBl Ha OBCAHYIO Kally M «MHKCBI» BBIPOCIH
cooTBeTcTBeHHO Ha 4,8 u 4,1%. Ipyrue cer-
MEHTbl — pUcOBasl, MIIEHUYHAs, MIIeHHas, a4-
MeHHasi, MaHHas, KyKypy3Hasl Kalla U Kallu ¢
nobaBKaMU — B CpeIHEM B COBOKYMHOCTH TO-
Ka3aJu pocCT LeH Oosiee yeM Ha 16%.

Ha pblHKe Kalml MOMEHTaJbHOTO MPUTO-
TOBJIEHUS OBIIM BBIJEJEHB TPU LEHOBBIX
CerMeHTa: 9KOHOMUYHBIN — 1m0 150 pyOneii 3a
KujgorpaMm, cpeaHuit — 150-300 py6Gaeit 3a Ku-
JIorpaMM U ImpeMuaibHbIil — cBoile 300 py6ieit
3a kujgorpamm. ITo utoram 2009 roma camMbiMu
MnpoaaBaeMbIMU B HaTypaJbHOM BbIpaXeHUHU
SIBJISIIOTCSI Kalld CPEeJHEro LeHOBOro Juamna3o-
Ha — JI0JISI 3TOTO CeTMEHTa COCTaBJsIET OKOJIO
56%. Hu3kuii IeHOBOI CETMEHT 3aHUMAET 0KO-
10 35% pblHKa, a IpeMualbHbIil — 9%.

JINOEPbLI KATEFTOPUN™****

B 2009 rony Ha poccuiicKOM pbIHKE Kalll
MOMEHTaJbHOTO MPUTOTOBJICHUS ObLJIa Mpea-
cTaBjieHa poayKuus 6onee 30 mpousBoguTe-
Jieid, Ipu 3TOM CPEIHUU aCCOPTUMEHT Kalll B
Mara3uHaXx COBPEMEHHBIX PO3HUYHBIX hopma-

PucyHoK 2,
NPRPOCT POIHW4YHLIX LEH HA KALLIN
MOMEHTANDBHOID MPUrOTOBIIEHWA B 2009 TOY, %

OscAKan 48
MuKchi 41

Tpeynesan 36
foyrwe 162

%0 4 8 12 16 20
TOB cocTaBui 13 HaumeHoBaHuit. B 2009 rogy
MepBbie BA PEUTUHTOBBIX MECTa IO Mpoaaxam
B CTOMMOCTHOM BBIpaXXCHMU 3aHUMAJIHU KOMIIa-
Hus Nestle SA (IlBeitnapus) u OAO «Iletep-
OyprCKMil MEeJIbHUYHBIM KOMOMHAT», CyMMap-
Hasi oJsl KOTopbhiXx mpeBbimana 40% peiHKa
(ma6.1. 3 . U3 natepku nunepos B 2009 rony
BeIOBITO OOO «AbGacko» (r. Psg3anp), MecTo
koTtoporo 3aHsnao0 OO0 <«Apuena-Ilpomykr»
(Boarorpanckas o6iacTh), cepbe3Ho — Ha 4
M.II. — yBeJIUYMBIIee 00beMbl MPOAAXK.
Haubonpmuit nHTEpeC MpeacTaBaAsieT pac-
npeaejieHue pedTUHTOBBIX MECT Cpelu MOIMy-
JIAPHBIX MapoK B cCaMOM KPYMHOM CETMEHTe
pbIHKa — «OBCsIHAsl Kalua». 3eCh TakKXe OT-
MeUYeHbl UBMEHEHMSI B COCTaBe JUIEPOB peii-
TuHra. U3 narepku nugepos cermeHTa B 2009
roay, Tak Xe Kak U B peUTUHTEe KOMMAHUIN,
BbIObITIa MapKka «A0acko» OJHOMMEHHOTO MpPo-
u3BoauTesi. JIUAUPYIOIUIYIO MO3UILIMIO 3aHsIa
TM «bricTpoe» or komnanuu Nestle (maoa. 4).
Ha BTOpoe MecTo Bhimen 6peHna «AcHo coi-
Hblmko» («Iletepbyprckuit MK»). CoBokyI-
Hasl 10Jis Tpex HauboJsiee MOMYyaSIpPHBIX MapoK
B 2009 rony coctaBuna 6osee 50% pbiHKa OBCSI-
HBIX Kalll B CTOMMOCTHOM BBIPaXKeHUHU.

YACTHbLIE NMAPKMUA

B maraszuHax ceTeBOW TOPTOBJM B aCCOPTU-
MEHTE MCCJIEeNYeMOil KaTeropuu MpPUCYTCTBYIOT
yacTHBIE MapKu. Pa3zHula B ieHax Ha OpeHIbI
npou3BoauTeNed U yacTHbie Mapku B 2009
rofy yBeJIM4YMIACh Ha 6 I.II. U COCTABMUJIA OKO-
10 60% B monb3y mociaeagHux. TeM He MeHee, IO
*% %% Be3 yuacTyist YACTHBIX MAPOK U MX 3aKA3YKKOB.
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utoram 2009 roga, coBoKymHas A0JSI YaCTHBIX
MapoK B Mpojaxax Kall ObICTPOTO MPUTOTOB-
JIeHUs] CHU3MWIACch Ha 2% W cOCTaBUJIA OKOJIO
32% B HAaTYypaJbHOM BBIpaXXEeHUM, YTO MOXHO
O0BSICHUTbH POCTOM TUCTPUOBIOLIUU B CETEBBIX
MarazmHax OpeHAMPOBAHHOUN MPOAYKUMHU.

SAKJIOHEHUE

B uenom mo xateropuu «Kaumu MOMEHTasb-
Horo mpurotoBieHus» B 2009 romy mo oTHO-
meHno K 2008-My Habgomancs pocT Mpoaax,
KOTOPBIM COCTaBUJI 0KOJIO 1% B HaTypaJibHOM
BbIpaXXe€HUU. 3HAYUTEJNbHBIN BKJIAL B POCT
npoaax BHECAM TOPTOBbIe CeTU, paboTarouiue
B (popmare «IMCKayHTEpP».

B 2009 rogy, mo cpaBHEHUIO C MPEAbIAYIIUM
rojioM, oTMeyvajcsi TOBOJbHO 3HAYUTEIbHBIN
OPUPOCT AOJU CEerMeHTa «MUKChl» — Ha 28 1.1
B CTOMMOCTHOM BbipaxXeHuu. [Ipupoct npo-
MCXOIMJ B OCHOBHOM 3a CUET CHUXKEHUS 10JIU
CerMeHTa «OBCSHbIE Kallh», OJHAKO B LIEJIOM
3TO HE MPUBEJO K U3MEHEHUIO B peUTUHTE
CerMeHTOB.



Tabnwua 3.

PEWTHHI BEAYILWX NPOM3BOAWTENEN KALL MOMEHTANLHOTOD NPUTQTOBIEHNS & croAMocTHOM BEIDAXEHHN
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PEWTWHI HAWBOJIEE NONYNSAPHbIX MAPOK OBCAHBIX KALL 8 croumacThoM Bhipaxenin
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IMMpousonin MO3MLMOHHBIE W3MEHEHUS B
MmITepKe KOMIMaHU — 1umepoB peiHKa: B 2009
roay B uejsoMm no Poccum mx cymmapHasi noJs
B PO3HUYHOI TOPrOBJie COBPEeMEHHBIX opma-
TOB OblJIa HEMHOTMM Bbile 65% B CTOMMOCT-
HOM BBIpaXeHUU.

Review of Russian instant
Cereals Market

Russian food market supplies a wide range of in-
stant and fast-cooking cereals and grain products*.
This category is perceived by consumers as affordable
but unlike similar products - instant noodles and
soups - is considered to be more natural and thus
healthier. That is why instant cereals and grain mixes
of domestic and foreign manufacturers enjoy rather
high popularity even during the recession. The mar-

ket performs quite healthy;, manufacturers introduce
new products in accord with the changing consumer
demands and preferences.
This review of Russian instant cereals market is
based on 2008 and 2009 Key Accounts Index** Re-

ports of "Business Analytica”.

MARKET SEGMENTS

The review category includes mixes of specially
processed grains with natural additives and flavors.
Instant cereals require no cooking; all you need is add
some boiled water or hot milk and let the cereal sit for
2 to 5 minutes. Grains used for instant cereals are
buckwheat, oats, rice, corn, wheat, barley, semolina,
and millet. Instant cereals can be mono-grain and
multi-grain, i.e. it can be a mix ofgrains like mil-
Cereals are

-for

or cream.

let and rice, wheat and buckwheat, etc.

also  classified according to additives/flavors

instance, with honey, fruit, nuts, berries,

Demand for instant cereals demonstrates no obvious
seasonality which makes them everyday products or
"habitual food".

* Fast-cooking implies cooking during several minutes, while

instant cooking means that a product is poured by boiling water
and it is ready after 1-5 minutes.

** Key Account Index is one of the reports offered by "Business
Analytica”. This report is based on digital data on sales provided
by the largest food retail chains countrywide which provides data
on several thousand of outlets.
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2009

of instant cereals sales

According to  "Business Analytica”, in
oat cereals provided 75%
value***  Second large category was

mixes with 20%.

instant grain
Meanwhile in volume terms oat cereals demon-
strated impressive decline in 2008 and 2009 on the
background of grain  mixes' growing popularity.
PACKAGE TYPES AND SIZES

The following package types are used for instant
and other
package types like plastic cups, plates, Both
dominated by foiled

cereals: foiled sachets, cardboard boxes,
tin cans.
market volume and value is
Cardboard boxes dem-
onstrated volume growth by more than 10% in HI
2009 over HI of 2008. Meanwhile sachets lost 5%

of market volume during the same period. The last

sachets and cardboard boxes.

review period revealed that aggregately sachets and
96%

Similar dynamics was observed with package sizes

boxes provide of market volume.

in 2009: one-serving packages under 50 g lost 4% of
markets volume. Most probably the crises influenced
people to shift towards more expensive multi-serving

packs offering lower cost per serving.

PRICEGROWTHAND PRICE CATEGORIES
In 2009 unit prices were growing unevenly in

different market segments. The lowest price growth

was demonstrated by buckwheat cereals - by 3.6%. In

segments of oat cereals and instant grain mixes prices

increased respectively by 4.8% and 4.1%. Other seg-
ments - rice, wheat, millet, barley, semolina, corn,
and cereals with additives/flavors - demonstrated

unit price growth by more than 16% on the average.

Instant cereals market splits into three main price
categories: economy - maximum 150 Rb/kg, standard -
150-300 Rb/kg,
2009 standard category was the largest providing about
56%

some 35%, and premium -9% of sales volume.

and premium - over 300 Rb/kg. In

of market volume. Economy category provided

MARKET LEADERS****
More

on Russian

than 30 manufacturing were operating

instant cereals market in 2009; on the

*** Retail chains are implied. Further on all the data refers to
retail chains.

**** Private labels not included.

average chained stores had 13 SKU in the review
category. The leader of 2009 sales
"Nestle SA" (Switzerland) and "Peterburgsky
Melnichny Kombinat (Saint
Mill)" OJSC with aggregate 40%
"Abasco” LLC (Ryazan) quit the top-five
in 2009 to give way to "Archeda-Product” LLC (Vol-
its 4%

value rating
were
Petersburg Integrated
of market value.
Meanwhile

gograd Region) with sales increase.

Leaders of the largest market segment - oat cere-
als - are worth special mention. Certain changes of
"Abasco”

brand of cognominal manufacturer quit the group of

top-five arefound in this category as well:

segment’s leaders in 2009. Meanwhile the segment
was headed by brand "Bystrov” ("Nestle”). The sec-
ond position was taken by the brand "Yasno Solny-
shko (Sunshine)” of "Peterburgsky MK". Aggregately
three most popular brands provided more than 50%

of sales value in 2009.

PRIVATE LABELS
Aggregate

cereals market

share of private labels on instant
in 2009 constituted about 32% in
volume which was by 2% less against previous year.
Though unit price difference between private labels
and branded products increased in 2009 by 6% to
reach 60%c.

private labels

However in 2009 aggregate share of
in sales of instant cereals decreased
by 2%o0 and came to 32% in volume, that could be
explained by

increase of distribution in food retail

chains of labeled products.
SUMMARY
Russian  instant cereals market demonstrated

some increase of sales in 2009 - by 1% in volume
over 2008. Sales dynamics was mainly driven by
discounters.

The segment of instant grain mixes showed sig-
nificant growth of'share in market value - by 28 %o
in 2009 over previous year. The segment was main-
ly growing on the decline of oat cereals. However,
these changes had no serious impact upon segments’
rating.

Some changes were observed in the group of
market leaders; in 2009 aggregate share of top-five
manufacturers

little above 65 %o.

in sales value of retail chains was a

Henuc Kyzvmun,

AHAAUMUK 2pYnnbl pa3eumus HOBbLX NPOEeKmoe

Komnanms
«BM3HEC AHAJIUTUKA»

115533, Mockea, np. AHaponosa, 22,
HaratmHekmii Branec-ueHTp
Ten. +7 (495) 233-3393
Dakc +7 (495) 233-3394
E-mail: ba@businessanalytica.ru
www.businessanalytica.ru




