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3AKOH CIMNMPOCA U TNMPEOJTOXEHUA

3aKOH cnpoca 1 npeasioXkeHNs — OObLEKTUBHbLIN 9KOHOMUYECKUIA 3aKOH,
yCTaHaBnMBalLWmn 3aBMCUMOCTb BENTMYMHBLI CRIpOca 1 npeasioXXeHnsa ToBapoB
Ha pbIHKe OT UX LeH. [1py Nnpo4vnx paBHbIX YCITIOBUAX, YEM LileHa Ha TOBap HUXe,
TeMm Oonblue BeENMYMHa cnpoca (roTOBHOCTb NOKyNaTb) M TEM MeHbLUe
BenMymnHa npeannoXxeHus (rOTOBHOCTL NpoaaBaTh)
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[MNOHATUE N CYLLHOCTb MAPKETUHIA
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PA3PABOKMU
4 A
FMCG
KOMMNMAHUA

5.-

T
——

MAPKETUHI

NHOOPMA-
YMNPABJIEHUE

LIWOHHbIE
TEXHONOINH

=

NEPCOHAJIOM SURARES

e

522
e

2o

s

-
LR
.."
S
o
e =

S

222
222

o
222

L

2222

o2
-

v
32

MapKeTVIHI' — 9TO €4MHbIV KOMMJIEeKC opraHun3aunm npon3BoacTBa n cbbiTa
TOBapa (ycnyrm), Hal'lpaBJ'IeHHbIﬁ Ha BbisABJIeHUe N yaoBJrieTBopeHune

nNoTpebHOCTEN KOHKPETHOW rpynnbl NOTpeduTenemn ¢ uesnbto Nony4vyeHus
NpUobINK
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OYHKUNN MAPKETUHIA

aHarnusa pblHKOB, NOTPedbuTENen, cnpoca, KOHKYPEHTOB

npon3BoacTBO HOBOIO TOBApa, CHabxeHune n yripasiieHne Ka4eCTBoOM

« AHAJTN3

« [TIPON3BOO-CTBO

. SEEEBJ'IEHI/IE TOBapoaBWXeHWe, CepBUC, (OPMUPOBaHKNE cripoca, CObIT,
- KOHTPOMb TOBapHas 1 LieHoBas NonuMTuKa

cTpaTterns u nnaHnpoBaHue, MHPOPMaLIMOHHOE ynpaBreHue,
opraHu3aumns KOMMyHUKaLMIA

KOHTPOIb BbINOSIHEHNS MEPOMNPUATUA U X Pe3ynbLTaToB




AHATIMTUHECKAA oYHKUNA MAPKETUHIA

MapkeTuHroBasa nHcdopmaumsa — OCHoBa A5 NPUHATUA BU3HeC-peLLeHNI

NCTOYHUKU Tunbl
NHpopmaLmu nccrieaoBaHumn
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SHAYMMOCTb TUNOB NCCNEQOBAHUNM

B KonnyecTtBeHHbIE
B KayecTBEeHHbIe
B [1poyne

Source: ESOMAR Global Market Research 2014 (covering 2013)



MAPKETUHIOBbIV AHANINS

*  AHanus BHewHen cpeabl npeanpuatus. Knaccndukaymio nokynatenemn
*  AHanuns BHyTpeHHemn cpebl npeanpusatus. AHanna npogax, ueH v 3atpart

e SWOT - aHanu3. Ctparterndeckue paktopsbl ycnexa. OueHka noteHumnana
dmpmbl. OLEeHKa KOHKYPEHTOCNOCOBHOCTH

BHYTpeHHSA

eStrength
A e CUIbHbIE CTOPOHBI
cpena eWeakness
e Cnabble CTOPOHBI
®Opportunities
e Bo3aMOXHOCTU
BHeluHsA ®Threats
o * Yrpo3bl

cpena



TOBAP

Bce, 4To MOXeT ObITb NPEAJIOKEHO Ha PbIHKE: Kak ToBap (MpOou3BOACTBEHHOIO

Ha3Ha4YeHus1, NOBCEeQHEBHOMO cnpoca uta.), Tak u ycnyra (bbitoBas,
NPOM3BOACTBEHHAA U UTA.)

Nio6on Toeap npoxoant XXUSHEHHbIU LIUKII:

3penocb
npoaykTta
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PocT l npomax
» OBbeM A N3BECTHOCT
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AN UNCOMMON SENSE OF THE CONSUMER™




MPOLEHT POCCUNCKMX MOTPEBUTENEW,
YKEJTAKOLMX MOMNPOBOBATH HOBbIV TOBAP?




MO JAHHbLIM OINPOCOB BO BPEMA
KPUSNCATIOTPEBUTEIIN B NEPBYIO
OUEPEOb OTKA3bIBAOTCA OT...

/
Chocolate




AN UNCOMMON SENSE OF THE CONSUMER™

ABOUT NIELSEN




Arthur C. Nielsen, Sr.
conducted audience
measurement research
using paper diaries

Developed concept of
market share

Began measuring
television audiences

First surveyed
global Internet
users
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Pioneered retail
measurement of

First measured audio audience

Introduced scanning of
UPCs (Universal Product

consumer packaged
goods — drug / food

Codes) to measure retail

\/’/! _ sales
AUDIMETER

128

“UPC Barcode
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What was the first item scanned by UPC Code to record a
price for a retail transaction?

A) Coca-Cola Soda
B) Juicy Fruit Gum

C) Hershey Chocolate Bar

D) Skippy Peanut Butter
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What was the first item scanned by UPC Code to record a
price for a retail transaction?

B) Juicy Fruit Gum
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WHERE IS NIELSEN NOW?

Located in over 100 Countries:
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WHERE DO WE PLAY?

BUY
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AN UNCOMMON SENSE OF THE CONSUMER™

NIELSEN SERVICES




THE CONSUMER’S WORLD

Every action is a data point
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FROM DATA TO INFORMATION

Simplifying the complex

COMPUTER

SOCIAL MEDIA

IN-STORE
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“The trouble with market research is that

people don’t think how they feel, they
don’t say what they think and they don’t
do what they say.”

David Ogilvy
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PRACTICES PORTFOLIO: RUSSIA

INNOVATION MARKETING EFFECTIVENESS & SALES EFFECTIVENESS
How to develcj)p, price anFI How to convert How to execute What does
promote products attractive Consumer to Shopper? effectively in the shop? really work?
for consumers?
S
Online interview Neuro Lab In-store interview
_ Online interview In-store
Online tests observation
Online Raw data f
In-hall interviews observation In-store data aw data from
collection chains
Focus groups Phone/Door-to _
Door interviews Assisted shopper
trips, Shopper
Focus groups Technology
® BASES e Neuro ° Shopper |ns|ght * Promo Pressure
* Concept tests e TVBE e |n-Store audit * Price & Promo

Custom Analytics
Mix Modelling 24

| | * Consumer Insight Price & Digital Path2Purchase ¢ Merchandising services
Portfolio Services e Cl




AN UNCOMMON SENSE OF THE CONSUMER™

RETAIL AUDIT




RUSSIA

~1400 FTE 200+ 150+ CONTRACT
CATEGORIES BASED CLIENTS



WHAT IS RETAIL AUDIT?

RESEARCH

MARKET
RESEARCH

QUANTITATIVE

SAMPLE BASED

REGULAR
(ONGOING)

IN RETAIL
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WHAT IS RETAIL AUDIT?

O

WHAT? HOW MANY?

s

WHERE? AT WHAT PRICE?
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CLIENTS ASK... AND WE ANSWER

What is the category
size? Does it grow or
decline?

How does my brand
stand compared with
the competition?

What questions could Retail Measurement Data answer?

How is our innovation
performing in the first
6 months of launch?

Are there any
opportunities for my
brand to grow share?

Did price increase
affect sales of my
brand?

What segments are
driving category
performance?
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HOW DO MANUFACTURERS USE RMS?

Senior Management Marketing Trade Marketing / Sales

e Review top line company ® Observe performance of internal and e Examine performance of promotions
performance competitive brands » Monitor distribution/ product

e Establishing and monitoring KPls ¢ |dentify opportunities for growth or availability

e Setting strategic direction NPD e Develop channel strategy

* Brand Planning
e Forecasting

Insights team

e Planning e Budgeting e Monthly trends help plan production

e Reporting more accurately

30



Marketing

e Tracking promotions /
pricing

e House brand / Own

brand development and

tracking

Merchandising /

Buyer

® Ranging
e Product Assortment

HOW DO RETAILERS USE RMS?

Space planning

e Managing shelf space

Supply chain

e Demand forecasting
e Stock management




5 STEPS TO THE TOP

Analysis&
Interpretation

Data Projection
From panel to universe

Data Collection

Establish best system of data capture

Panel Design
How many of each store type do we need to represent the
Universe universe with a given margin of standard error?

i
Nl Establishment

) i:, Define store types and gain information on shop numbers & turnover



4 INF*ACT DATA BASE DIMENSIONS
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AN UNCOMMON SENSE OF THE CONSUMER™

DATA ANALYSIS AND INTERPRETATION
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EXAMPLE: TOP LARGEST CATEGORIES SHARE YEAR

ENDING AUG’14

VALUE

ITEMS

I DETERGENTS

M DIAPERS

M SHAMPOO

M SANITARY PROTECTION
B TOOTHPASTE

I TOILET PAPER

[ DEODORANTS

M TOILET SOAPS

M BLADES

HuAID FAINADANTC

Av Growth rates

B TOILET PAPER

I TOILET SOAPS

M DETERGENTS

M SANITARY PROTECTION

M TOOTHPASTE

M sHAMPOO

[ HAND DISHWASHING PRODUCTS
M MOIST TISSUE

¥l DEODORANTS
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CROSS-CATEGORY ANALYSES

VALUE SHARE OUT OF TOTAL FMCG, %

M UNILEVER

OBYEDINY ONNYE

KONDITERY

COCA COLA

W PROCTER & GAMBLE

NESTLE

= DANONE

N MARS

m BALTIKA

® PRIVATE LABEL

W PEPSICO

»TOP 10

IMPACT OF PLAYERS IN TOTAL FMCG VALUE DEVELOPMENT

CHANGES IN VALUE / UNITS CHANGE, %
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AN UNCOMMON SENSE OF THE CONSUMER™

PRACTICE




QUESTIONS

* Why it’s important to explain reasons of sales/share change?

* What is better: higher price and smaller market share or lower price and bigger
market share?

* Which product is cheaper?
Product 1: volume share > value share
Product 2: volume share < value share

* |f manufacturer’s sales increased, does it mean its share in category also increased?
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