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O yeM nNoroBopuM:

1. Tekywmne TpeHAbl B NOTPEOUTENBCKNUX HACTPOEHUSIX.
2.KaHanbl npoda n nx BoaMoxHoctu/ puckn B 2015 T.
3.Bonpockl Ha noBecTke 2015 T,

O cebe:
« B FMCG 8 nert, B Unilever b ner.
* Cneuymnanusauma: Customer Development, Shopper Marketing, Merchandizing

* Cnukep ECR Russia, Adam Smith Retail, TB «PRO busHec», gp.



urning to cheaper
stores - discounters,
hypermarkets

Monitoring the pricesin
the stores and choosing
the best store to buy exact

switching to cheaper
brands, including
private brands

Buying by promo

Use purchase lists,
giving up spontaneous
purchases

Specific saving strategies within FMCG categories

Turning to
multifunctional /
universal solutions

Buying the stock or
bigger volume pack

Buying less (less
frequently, less
varieties)

Giving up some product
categories

Buying products tha
are seen as more
economic in use /
guaranteed qualit
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Prioritize the
entertainment in the
family [sending children
‘to the cinema without
parents]

onitor the discount
days / discounts in
general [e.g. in
QLodruzhka” store)

Use of various
coupons [for eating-
out places, beauty
salons,
entertainment)

Changing shopping path
within the store to avoid
spontaneous purchase of
products that are not on

the list

Some interesting observations on changing consumer behavior

Send husband to
shop to avoid
spontaneous extra
purchases

leaflets in the

' Get a habit of putting
down the purchase list
as well the list of

‘ expenses

layouts with promo
products

Using car less to save
on the gas




Kananbl npogax (Ha npumepe ULR)

1. ®epepanbHble Koyesble knneHTbl (ceTn KA)

2. JlokanbHble KfloYeBble KJIMeHTbl ([permoHanbHble cetu)

3. CeTn coBpeMeHHoI Toprosau (auctpmnbsioTopcknii modern trade)
4. OnT (aucTpubbioTopckunin wholesale)

5. TpaguumoHHas po3HuLa (anucTpubbioTopckuit traditional trade)



depepanbHble KnyeBbie KnueHTbl (cetn KA)

BonbLuoi pocT - 60nbLUMe BO3MOXXHOCTU/ PUCKHU




JlokanbHble KJloYeBble KJINEeHTbI (peFMOHaHbeIe CeTI/I]

VS

3aTOpMO)KeHHbIﬁ noTeHuuan _



CeTu coBpeMeHHOM TOProBJIX
(amucTpubbloTopckuit modern trade)
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OnT (aucTpubbIOTOPCKMIA Wholesale)

«0nrT: BO3BpalleHue...» @3
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Bonpocbl Ha noBecTKe AHS

1. Kak coxpaHuTb Map>XnHanbHOCTb b13Heca?

2. Kak coxpaHuTb NOSIbHOCTb MOKynaTens u notTpebutens K CyLecTBYOLWNM
bpeHmaM/ nuHekaM NpoayKLUmnn?

3. Kakne kaHanbl Meama npuopute3npoBaTb?

4. B Kakme KaHanbl npogax n ¢popmaThbl ceTen MHBeCTUpoBaThb bonblue?



Toprosbi¥ U NOKyNnaTeNIbCKUA MapKETUHT

MpuBneyeHne BHMMaHUA B3anMocBsizaHHble Jlyywimne npakTuku
[MOKYTMATEJIA B kntoueBbIx KaHanbl KOMMYHUMKaL MK MHTerpmpoBaHHoro Execution
TOYKaX KOMMYHMKaLNK (Omni-channel] MapKeTUHM-NPOoAaXK
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CO3,EI,aBaTb Ka4eCTBEHHO HOBbIN OMNbIT U UEHHOCTb A4 HOKyI'IaTeJ'I‘FI

(6peHa+marasunH)




Cnacubo! Bonpocbi?



