
August 2017. Ipsos Comcon publishes the 
data on the media consump on from the  
quarterly RusIndex survey, studying 
lifestyle, consump on and media 
preferences of Russians aged 10‐75 living in 
ci es with a popula on over 100 thousand 
people.  

The vast majority of TV viewers s ll use TV 
set to view a television content. Despite the 
high spread of computers/laptops (71%), 
smartphones (62%) and tablets (16%) 

among the popula on, viewing the televi‐
sion content on digital devices is not so 
popular. 
 
Even though 28% of smartphone owners 
use their devices for watching movies and 
videos, "digital audience" does not seek to 
watch a TV content using smartphones and 
tablets. However, it is interes ng to note a 
significantly higher percentage of tablet 
owners over the age of 50 who watch tele‐
vision content on their tablets – 4%.  

 

 Russians use digital devices for reading newspapers and 
listening radio more o en than for watching TV content 
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Those who have a smartphone, a tablet 
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Devices to watch TV 

Source: Ipsos Comcon, the RusIndex 1Q’2017 survey  
Sample: Russians aged 10‐75, ci es with 100,000 + popula on, weekly audience 
of the television viewers 
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 On newspapers, 
magazines websites 

 Via the smartphone 
app 

 Other way 

Russians 10+ 

 On paper 

 On newspapers, 
magazines websites 

 Via the smartphone 
app 

 Other way 

Those who have  
a smartphone, a tablet 

Source: Ipsos Comcon, the RusIndex 1Q’2017 survey  
Sample: Russians aged 10‐75, ci es with 100,000 + popula on,  
weekly audience of the press readers (newspapers and magazines) 

Ways of reading the press  

Weekly audience  
of the press readers  

It can be assumed that even though they 
have a tablet, they don’t have a habit of 
watching new modern formats of content, 
so this age audience uses them as an alter‐
na ve to the usual TV viewing.  
 
Unlike TV viewers, the weekly audience of 
the press is more likely to perceive this for‐
mat of content on digital media. Thus, every 
tenth of the urban ci zens aged 10‐75 reads 
the press on the newspapers’ and maga‐
zines’ websites. Among smartphones/
tablets owners every fi h of the respond‐
ents chooses this method of reading the 
press; every tenth uses special installed 
apps on their devices to read the press.  
 
Genera on Z reads the press via mobile de‐
vices most o en ‐ 23% of young people 
aged 10‐20 read the press this way. In the 
age group of 21‐40 (genera on Y) ‐ 10%.  
 
Among the weekly radio audience, the vast 
majority (92%) listen to the radio in FM 

range. Slightly less than a quarter of the re‐
spondents listens to the radio online.  
 
According to the 1Q’2017 RusIndex survey 
the propor on of radio listeners in FM 
range via the phone receiver is not too 
different in the groups “Russians 10+” and 
“Russian smartphones/tablets owners 10+” 
– 13% and 15% respec vely. Listening to the 
radio via mobile phone is most typical for 
members of genera on Z (age 10‐20).  

However, mobile devices owners listen to 
the radio in FM range in the cars more o en 
than the weekly audience of radio listeners 
10+ (45% vs. 39% respec vely). Only a third 
of mobile devices owners chooses listening 
to the radio on sta onary receivers, it's 
characteris c of Baby Boomers over the age 
of 50 to listen to the radio this way (58%).  
 
Among Russians who listen to the radio 
online at least once a week more than a 
half prefer to do this through the websites 
of radio sta ons.  
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About the research 

RusIndex Na onal Survey is the largest quarterly syndicated 
study of the lifestyle and consump on of goods and services in 
Russia. 
 
RusIndex allows to solve a whole complex of strategic marke ng 
tasks, such as: search, selec on and descrip on of target groups, 
segmenta on, selec on of communica on channels, es ma on 
of the size and volume of markets, compe ve analysis, analysis 
of the product‐brand por olio. 

 
The study covers Russians 10‐75 years old from Russian ci es 
with a popula on of 100 thousand inhabitants. The annual sam‐
ple size is 24,900 respondents (13,600 households).  

About the company 

Ipsos Comcon is a part of the interna onal Ipsos Group, which is 
one of the three global leaders on the volume of market research 
conducted and has offices in 88 countries around the world. 
  
Ipsos Comcon in Russia provides a full range of marke ng services 
in the field of ad tes ng, innova on and brand research, shopper 
research, customer rela onships research. 
  
In Russia, Ipsos Comcon has a large por olio of ready studies that 
describe lifestyle, consump on, purchase and media preferences 
of Russians.  

 Via the sta onary receiver 

 Via the car receiver 

 Via the phone receiver 

 Other 

 Via the sta onary receiver 

 Via the car receiver 

 Via the phone receiver 

 Other 

Source: Ipsos Comcon, the RusIndex 1Q’2017 survey  
Sample: Russians aged 10‐75, ci es with 100,000 + popula on, 
weekly audience of the radio listeners 
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smartphone or tablet  
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Ways of listening to the radio 

Listen  
in the FM range 

Listen online 

The radio aggregators websites are nor pop‐
ular, the propor on of its’ users is only 4%.  
 
However, one in five of the respondents lis‐

ten to the radio online via smartphone app 

of the radio sta on. This way is the most 

popular among the group of Baby Boomers, 

owning a smartphone (41%). Approximately 

one in ten online listeners use the other 

smartphone app for doing so.  

% 
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