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"IN FACT, MOST CONSUMERS ARE NOT KEEN ON
CHANGING HABITS QUICKLY
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B | try new things seldom, | think, it
is better to know what you are
buying, rather than risk trying
something unknown

m Sometimes | buy new things, but
| usually buy my favourite brands
and products

m | like to try new things, | always

look for new brands and
ducts
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Base: All modern trade shoppers (2005 n=440, 2006 n=427, 2008 n=449, 2009 n=500, 2010 n=500, 2011 n=500, 2012 n=500, 2013 n=500, 2014 n=500) Ref: Q2600) Ref: Q26 3



OVER 30 NEW OR RENOVATED
AUTO MODELS ARE INTRODUCED
ON RUSSIAN MARKET
EACH YEAR



BUT OUR PREFERENCES STAYED THE SAME FOR 4Y

PURCHASE INTENT. TOTAL RUSSIA. TOP 2 BRANDS

A 4 Source: Nielsen Auto Omnibus




WHAT IS REALLY CHANGING DRAMATICALLY IS THE NUMBER OF
MEDIA TOUCH POINTS AMONG COMPANIES & CONSUMERS
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RUNNING FOR CONSUMER DATA COMPANIES HAS ALREADY CREATED
APPROACHES TO MEASURE DIFFERENT FRAGMENTED PIECES OF DATA
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BUT WHAT IS REALLY NEEDED FOR MAKING SENSE OF ALL DATA
POINTS IS A HOLISTIC MULTISOURCE INTEGRATED APPROACH
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MAPPING THE NEW CONSUMER JOURNEY FROM
THE IMMENSE MEDIA LANDSCAPE
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CHANGING THE WAY HOW WE CAN ACQUIRE,
ANALYZE & USE THE DATA
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FOLLOW US ON TWITTER:
@NIELSENRUSSIA




