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CID_I—I/ Periodicity

2008 — Nov, Dec
2009 — monthly
2010 - quarterly

Consumption behavior 2011 =none
2012 - semiannual

monitoring 013 mone
has been conducted 2014 - quarterly

since November 2008 2015 - monthly
2016 — monthly

2017 — quarterly
2018 — quarterly
2019 - quarterly
2020 - monthly
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Questions of interest

Important
socio-economic
events

Dynamics of How do Crisis perception
KPIs vs. other and level of
periods people interest
respond to
hew
reality?

ana ‘o—o-
Difficulties Consumption
personally behavior

faced changes
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Geography, target audience and methodoloc

On-line test

, o o
o Cities s

-1 min+

\ 25 minutes
) =) interview
starting April v/ length

1000 interviews per wave
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Interview flow

Screening

Opinion about financial crisis
« Awareness of events, their importance for people
« Economic crisis: awareness and involvement (do people care or not?)
» How crisis affected respondents and their colleagues, relatives, friends
 Change of financial behavior

Behavior patterns
® Durable products
 Other goods and services
* FMCG (Food and Non-food products)
* Pharmaceuticals

Demographics
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Timing and cost

TIMING

FW

Report
(Eng. version)

March

March 9-13

March 24

April

April 6-10

April 20

May

May 12-16

May 25

June

June 8-12

June 22

September

September 7-11

September 21

December
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November 30 —
December 4

December 14

DATA SUBMISSION FORMAT

Power Point report in Russian and English

Excel tables including wave dynamics, subgroup analysis

(by gender, age, region, income)
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Durable goods list

Small equipment for kitchen

Small HH appliances for personal care BEHAVIOR PATTERNS

Large HH appliances

rejected the purchase (completely or partly) or put it off

Large audio-video appl./electr. (excl. TV-set)
Small audio-video appliances/electronics began to buy/bought less expensive brands/options

sold already existent
TV-set y

thing has ch d
Mobile phone/smartphone nothing has change

invested in purchase/purchased for the future, earlier
Tablet

than planned

Computer appliances began to buy/bought more expensive brands/options

Furniture

Real estate
Car

GAME CHANGERS
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Other goods and services list

BEHAVIOR PATTERNS
Petrol

Traveling
Sports, hobby rejected to spend/use/buy (completely)

Eating out began to spend less money, cut expenses, began to
Repairs (DIY) save money

Outings (theatre, exhibitions, etc.)

FTTB Internet

nothing has changed

began to spend more money

Mobile communications and internet

Cinema
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FMCG Food list

* Milk

* Dairy products
Kefir, ryazhenka
Sour-cream
Cottage cheese
Yogurts, milk desserts
Baby dairy food
Baby food (not dairy)
Cheese

Grocery

Breakfast cereals
Seasonings in packets
Bouillon cubes
Meat

Fish

Sausages

Frozen semi-cooked
products
Mayonnaise
Ketchup

Soy sauce

Other sauces
Instant lunches
Porridges

Chips
Crisp bread
Savory snacks

Coffee
Tea

* Cacao

Chocolate bars

Chocolate tablets

Chocolate in boxes

Loose / bulk chocolate candies
Confectionery (non-chocolate)
Pastries

Ice cream

Chewing gum

Chewing marmalade

Caramel, sweet candy

Beer
Wine/champagne/vermouth
Vodka

Strong alcoholic drinks

Carbonated drinks
Juices, nectars
Bottled water
Kvass

Ice tea

Energy drinks
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BEHAVIOR PATTERNS

began to buy less than usually

began to buy less often

began to buy less expensive brands

began to buy at places with cheaper prices

nothing has changed

bought for the future, in store (more than usually)

began to buy more than usually
began to buy more often
began to buy more expensive brands

began to buy at places with high prices
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FMCG Non-food list

Shampoo Hand cream
Hair care Face care

Hair styling Make-up products
Female hygiene products BEHAVIOR PATTERNS
Toothpaste&mouthcare Toilet paper

Tooth brush Condoms * began to buy less than usually
Soap Baby care

Liquid soap Baby diapers * began to buy less often
Soap in bars

* began to buy less expensive brands

Pharmaceuticals
Shower gel Cigarettes began to buy at places with cheaper prices

Deodorants Contact lenses )
Body care Perfume nothing has changed

Detergent powder Pet (cat/dog) food bought for the future, in store (more than usually)

Home cleansers began to buy more than usually
Razors (males/females)

Large accessories for home Blades (males/females) began to buy more often

cleaning

Small accessories for home

cleaning began to buy at places with high prices

began to buy more expensive brands
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Pharmaceuticals

Nasal drugs (drops, sprays, etc.)
Anti-cough drugs

Anti-cold drugs, antipyretic drugs BEHAVIOR PATTERNS
Anti-virus drugs

* began to buy less than usually

Anti-sore throat drugs
Antispasmodics, Anti-abdominal pain drugs * began to buy less often

Analgesics, anesthetics * began to buy less expensive brands
Vitamins began to buy at places with cheaper prices
Depressants, sedatives drugs
Antibiotics )
Drugs against indigestion and digestive problems bought for the future, in store (more than usually)

Antacids, anti-heartburn drugs
Antiulcer drugs began to buy more than usually

Enzyme drugs
Hepatoprotectors, drugs for the treatment of liver

Antihistamines, anti-allergic drugs began to buy more expensive brands

Eye drops and ointments began to buy at places with high prices
Dermatological cosmetics

nothing has changed

began to buy more often
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Category (1)

Consumption behavior patterns

Nov'16 Q1'09 Oct'l6 Dynamics (total)
: Began to save money on (p. 1-3), %

November'l6

Began to save money on (p. 1-3), %

+2 SR Mos (a) SPb (b) )
<15th.(d) 15-30th.(e) >30th. ()*

M A f‘ﬁ%ﬂi?ﬁ%'lﬂérhggﬂgél'°wer Y 70ef 55 : 50 5

ab Significantly higher than in column

Significantly higher/lower

21 5 | than average category

marked with this letter
*Income per capita, rub.
Q: Thinking of the last month, did you change the purchases of the following categories? MULTIPLE ANSWER GAME CHANGERS

%: base — category purchasers
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Category (2)

Consumption behavior patterns

'‘Began to save on’ dynamics

58 58 59 58 6059 59

60
2656° " 54 55 54

50
470495049
44

20

G000 0 0 0000 o —a——t—t—a ot T 4
1112 010203040506 070809101112 03 06 09 1011 12 01 02 03 04 05 06 07 08 09 10 11 12 01 02 03 04 05 06 07 08 09 10 11

2008 2009 2014 2015 2016

Q: Thinking of the last month, did you change the purchases of the following categories? MULTIPLE ANSWER
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—eo—NET Began to save money
(p- 1-3)

—=—Put off or gave up the idea of
purchasing

—e—Began to buy less expensive
brands

—o—Sold
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Category (3)

Consumption behavior patterns

November 2016: Consumption behavior patterns by subgroups, %

Gender Age Income per capita Region

TOTAL
Male Female 18-25 26-35 36-45 <15 th. 15-30 th. >30 th. Moscow SPb

A b [ d

Began to save on (p. 1-3)

14

38

4

10

No change 40

Base (category purchasers) © 320 87 131 | 102 | 69* 126 | 132 | 5%

T | Significantly higher vs. TOTAL ab Significantly higher than in column «* Please. consider small base
t  Significantly lower vs. TOTAL marked with this letter !

Q: Thinking of the last month, did you change the purchases of the following categories? MULTIPLE ANSWER GAME CHANGERS &
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YOU ACT BETTER
WHEN YOU ARE SURE




ABOUT IPSOS

0 =

Ipsos is the world’s third largest market research company,
present in 90 markets and employing more than 18,000
people.

Our passionately curious research professionals, analysts and
scientists have built uniqgue multi-specialist capabilities that
provide true understanding and powerful insights into the
actions, opinions and motivations of citizens, consumers,
patients, customers or employees. We serve more than 5000
clients across the world with 75 business solutions.

Founded in France in 1975, Ipsos is listed on the Euronext
Paris since July 1st, 1999. The company is part of the SBF
120 and the Mid-60 index and is eligible for the Deferred
Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg
IPS:FP
WWW.ipsos.com
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In our world of rapid change, the need for reliable information
to make confident decisions has never been greater.

At Ipsos we believe our clients need more than a data
supplier, they need a partner who can produce accurate and
relevant information and turn it into actionable truth.

This is why our passionately curious experts not only provide
the most precise measurement, but shape it to provide True
Understanding of Society, Markets and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity,
speed and substance to everything we do.

So that our clients can act faster, smarter and bolder.

Ultimately, success comes down to a simple truth:
You act better when you are sure.
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