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OB30P POCCUNCKOIO PbIHKA BOAKM

HecMoTps Ha 3HAYUTEIbHOE CHUXEHUE
o6bemMa BbIycka BoAkM B Havaye 2011 roxa,
10 MHEHUIO AHAJIUTUKOB KoMItauuu AS Marke-
ting, TEMIIbI IPOU3BOJCTBA KOMIIEHCUPYIOTCS
U K KOHIY roja OyAyT paBHBI IIOKa3aTeJasM
2010 ropa.

TexHOIOTHA TPOU3BOACTBA BOAKH SBJISET-
€ MaKCUMaJIbHO IIPOCTOM, a cnenuduyueckue
TEXHOJIOTUYECKUE IIPUEMbl 1 OCOOEHHOCTH B
OCHOBHOM ABJISIOTCS JTUIIb MapPKETUHTOBBIMU
xogamu. IloaTomMy mpeanpuaTus — Npou3BO-
JAUTETN BOJKU IPEACTABJICHBI IPAKTHYECKU
B KaxjgoM peruoHe Poccuu. Bojka asasercs
HanboJIee MaCCOBBIM aJIKOTOJbHBIM HAIIUTKOM,
BBINIYCKAE€MBIM POCCUMCKONM BMHHO-BOJOYHOM
HPOMBINIJIEHHOCTBIO: OOBEMBI €€ ITPOU3BOJI-
CTBA 3HAYMTEJBHO IPEBBIAT OObEMBI BbI-
MyCKa JPYTUX aJKOTOJbHBIX HAIIUTKOB, B TOM
YuCcle BCEX BHJOB BHH CYMMapHO, BKJIOYas
urpuctele. Eme 6ojee 3HAYUTEIBHO JOMUHHU-
poBaHUE BOJKU B HPOU3BOJCTBEHHOHU CTPYK-
Type OTpacju B IepecdeTe Ha abCOJIOTHBIN
aJIKOTOJIb. B TO Xe BpemMs HaunHas ¢ CepeuHbI
2000-x rogoB HAOIIOAAETCS TEHAEHIMS K IOCTE-
IIEHHOMY YMEHBIIECHUIO IIPEBAJINPOBAHUS BOJ-
KU B IIPOU3BOJICTBEHHON CTPYKTYp€E OTPAC/IU.
ITO NPOUCXOAMIIO 32 CUET 6oJiee JUHAMUIHOTO
pocTa BBINYCKA BUH* — OCOOEHHO UTIPUCTHIX,
IPOU3BOJICTBO KOTOPHIX 32 JIeCATUIETHE YBe-
JMYUIOCh 60siee yeM BTpoe. COrslacHO JaHHBIM
OCI'C, B 2009 rony mpousBoACTBO BOAKU COCTA-

* Bes yyeta BUHOLEIbYECKOM MPOAYKLNN.
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hard liquors

BUJIO 92 MUIH JKJI, 4 IPOU3BOJCTBO BUHA — 73,7
MJIH JKJI 1). B 2010 roxy npousBoJCTBO
3THUX BUJ[OB AJIKOTOJISI BBIPOCJIO COOTBETCTBEH-
HO 10 95,4 1 80,4 MmaH AKI.

CornacHo opunuanpHbIM gaHHbIM PoccTa-
Ta, MAKCUMaIbHBIC O6bEMBI IPOU3BOJCTBA BOJ-
KU U JHKEePO-BOJOYHBIX uspenuil B Poccun —
6osiee 200 MUTH JKJI B TOJy — GBIIM JJOCTUTHYTHI
B coBeTckuil nepuoj, B 1980-e roxnl. B Teue-
Hue 1990-x ro0B 06’beM UX BBINYCKA CHU3UJI-
cs1. O6beM NPOM3BOJCTBA BOJKHU YBEINIHIICS

Pucynok 1. CTPYKTYPA NMPON3BOACTBA BOJIKU

Nno NPEANPUATUAM B 2010 rogy
B HaTypanbHOM BbIpaXeHuu, %
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jumsb B 2010 rogy — Ha 3,7% no oTHOUIEHUIO
k rmokasareaio 2009 roza.

KpynueiimuMu poccUiCKUMU PETHOHAMMU
10 IPOU3BOJCTBY BOAKH U INKEPO-BOJOYHBIX U3-
JleJINIA B IIOCJI€ JHUE TO/IbI, COTJIACHO JaHHbIM Poc-
crara, IBAsioTcss MockoBckast o61actb, MockBa,
Ka6apauno-banxapusa, Omckas obnactb, CaHKT-
Iletep6ypr, Tarapcran u bamkoprocTaH, a Tak-

PucyHok 2. CTPYKTYPA NOTPEBJIEHNA BOOKU

Nno ®EAEPAJIbHbIM OKPYTAM B 2010 roy
B HaTypanbHOM BbipaXeHuu, %
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Ta6nuua 1. AUHAMUWKA NPON3BOACTBA ANIKOr 0J1bHbIX HAMNTKOB

B 2009-2010 FOQAX, mau akn

BUbl ANIKOronsa é 2009roa N\ 2010rop A
Boaka u nuKepo-Bo04HbIE H3AENHUA 113 108%*
Bopka 92 95,4
KoHbsiku 12,6 9
Buua 73,7 80,4
Buna BUHOrpagHble U NN0J0BbLIE 54,3 58%
BuHa WwamnaHckue u UrpucTbie 19,4 22,4
NG U\ J

WeTounuk: ganHbie ®CIC, oueHka AS Marketing.

* OueHka AS Marketing.

xe Kemeposckast o6macts. B arux
pPeruoHax pacIooXeHbl KpynHeii-
urMe npoguIbHbIE TPEANPUATH-
HPOUBBOAMTENH, K YUCTY KOTOPBIX

otHOCcsaTcs 3A0 «JIB3 «Tomas»

(MockoBckas o6nacts), OAO «Mo- :
: HABOJKY ee ce6eCTOMMOCTH COCTAB-

ckoBckuit 3aBog «Kpucrawr, OO0
«OmckBuHIIpOM» (. Omck), OAO

«Tarcnuprnpom» (Pecy6imka Ta-
rapcran), OAO «Bamcnupt» (Pe-

cny6auka bamkoprocran) u OO0

«Tpapuiun kauecrsa» (Mocksa). Ha

TOP-10 npeanpuaTuil IpUXOAUTCS
IIOYTH IIOJOBUHA BBLIIYCKAEMOHU B

CTpaHe BOJKH, IPUYEM TPOHKe Ju- :
A€pOB IPUHAJICIKUT Y€TBEPTD BBI-

myckaemoro oobema (puc. I).

Hau6osnee «IbOMUMU» BOAKY
pernonamu ssisiorcs Pecniy6anka
Kapenus, Pecniy6iuka Komu, Uy- :

Bamckas Pecny6iuka, Tarapcran,

Trepckas, Apxanrenbckas, Kamn-

HUHTpajcKkas, JleHuHrpaackas u
IlckoBckast o6aactu. Camoe HU3KOE

cpesHeayleBoe NOTpebIeHHE BOJ-
KM XapaKTEPHO JUIsl GOJIBIINHCTBA |
| BOAKHM ABNAIOTCA YKkpauna, CIIIA

peruonos Cesepo-Kaskasckoro u
IOxHOrO (hepepanbHOro OKpPyros.

CrpykTypa noTpe6aeHns BOAKU HA
BHYTPEHHEM DBIHKE B paspese de- :
JepaJIbHBIX OKPYTOB IIPECTaBICHA
| HOCTABOK B HATYPAJbHOM U Gosiee

Ha pucynie 2.

Bo,zuca ABJSIETCA BECbMaA CIIEITU-

¢uaHBIM TOBAPOM C TOUKH 3pEHUS
I[eHOOOpa30BaHUs, HAa KOTOpPOeE

OCHOBHO€ BJIMAHHNE OKAa3bIBAIOT

HAJTOTOBO-PUCKAJbHAS TOJU-

THKa TOCYIapCTBa U PEKJIAMHO-
MapKeTHHIOBbIE YCUJIUS IIPOU3BO-
| HBIM HaIMTKOM Ha POCCHUUCKOM

/II/ITC]ICﬁ, a OTHIOAb HE KA4Y€CTBO
IIPpOAYKTAa U €ro ce6eCTOUMOCTbD.

Heo6xoanM0 OTMETUTH, YTO OT- :

HOCHUTEJbHBIC IEHbBI HAa BOAKY B

Poccuu mo-npesxHeMy CyIecTBeH-
Ho HuXe, yeM ounu 6bL1u B CCCP —
10 MAPUTETY HOKYNATEeJIbHOU CIIO-

COOGHOCTU HACEJEHUS.
Cornacuo pauaeim PCI'C,
3a nepuoz ¢ 2005-ro mo 2011 rog

(mepBbIe b MecAIeB rofa) MEeHbl HA

BOJIKY OOBIYHOI'O KadecTBa B PO

BBIPOCJIU HA 68%, uto He MpPEBBI-
maeT yposeHs Hquﬂm/m U 3Ha- . CTBOM M 0hULMaNbHBIMU PO3HUYHBIMU PO~
: Aaxamu, no gaHHeiM ®CIC: 8 2010 rogy odu-

YUTEJIbHO HHIKE€ JUHAMHKH IIE€CH
Ha IPOAOBOJIBCTBCHHBIC TOBAPBDI.

LleHbl HA IPEMUANBHYIO BOAKY 32
3TOT IepHoy BoIpocau Ha 52%, TO
€CTh, HECMOTPSI HA PETYJISPHOE IO~
BBIIIEHUE aKIIN30B, BOAKA JOPOKa-

€T B€CbMa YMCPCHHbBIMUA TEMIIAMU.

B cTpykType pO3HUYHON IEHBI

JISIET JINIIDb YE€ETBEPTh OT COBOKYII-

HOU BEJHMYUHBI BCEX cJ1araeMbIX,
IIpUYIEM pacXoJbl HA OCHOBHOEC CbI-

pb€ — CIIMPT — COCTABJIAIOT HEMHO-

rum 6osee 5%. OCHOBHYIO J0JIO B

| KOHEYHOH CTOMMOCTH BOJKHU CO-
{ CTABJIAIOT HAJOTH U aKITU3BI: TaK,

manpumep, B 2008 roaxy ma Hux
npuxoauiocs nopsiaka 43% B reHe

© BOZKH JUISl TOTPEGUTELSL.

Ha muposom prinke Bogxu Poc-
CUd TPAJUIMOHHO BBICTYIIAET B
Ka4eCTBE OJHOIO U3 TPEX BaKHEM-

X IIOCTABIIUKOB, ABJAACH, KaK

OpaBUJIO, HETTO-3KCIOPTEPOM.

. ITo odunuanbHBIM JAHHBIM BHEII-
{ HeToprosoii craructuku IOH-

KTA/, xpynHeAImumMu 3apy6esKHbl-
MH IIOKYIIATeIAMHI OTEYeCTBEHHOI

: 1 ApmeHu4.

I'TaBHBIM 9KCIIOPTEPOM BOJAKU B
Poccuio siBnserca Ykpauna, Ha KO-
Topyio npuxoauTcs noutu 90% Beex

60% — B CTOMMOCTHOM BBIPAKEHUI
(puc. 3). K anc1y OCHOBHBIX ITOCTAB-

| IMKOB TaK)Ke€ OTHOCATCS TPaJUIIU-

OHHBIC CTPAHbI — IIPOU3BOAUTECIN

Bojky — Punisanaus u Ppannus.

B 0603puMoii mepcrekTUBE BOA-
K2 OCTAHETCS «IIEPBBIM» aJTKOTOJIb-

| pbIHKE BUHHO-BOJOYHOM IPOAYK-

uu. B KpaTKoCpoYHO NEPCIeKTH-

{ Be JUIf JIETaIbHBIX IPON3BOAUTEICH

CUTYaIUsA MOXKET YIydIIUThCA HPU
AKTUBU3AIUU 6OPBOBI TOCYAAPCTBA
C HeJIETaIbHBIM AJKOI'OJIEM — OCO-

. 6enno u3 Cesepo-Kapkasckoro pe-
. ruoHa. ITo onenxam AS Marketing,
| HeJIETaJIbHBIN aJIKOTOJIb 3aHUMAET

35-40% poccuiickoro psiHKa™*,

#% [lonst HeNneranbHOro ankorons paccyuTaHa
13 pasHULbl MEX Y 0PULManbHBIM NPOU3BOA-

LManbHoe NpoOM3BOACTBO cOCTaBnno 94,5 MnH

[IKI1, @ pO3HNYHbIe npofaxu — 130,8 MAH akn.
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Kperkue ajkoroJjibHble HarnnTku /

Pucyrok 3. CTPYKTYPA JKCIMOPTA N UMINOPTA BOKI B 2010 FO1Y B natypanbHom Bbipaxexuu, %
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U B CJIy4ae yCIexa ero HUIIA MOXKET HEePEHTH K
JeranbHBIM IpoxyneHTaM. Ho xaxe mpu ycu- :
JIEHUM TEHJEHITMU K CHIKEHUIO TIOTPE6ICHUS
Bosiku B Poccuu mmeeTcs moTennuan pocra ee
IPOU3BOACTBA JIErAJIbHBIMU IPOU3BOAUTENAMU

Ha 20-25%.

Tosnbko cMeHa MOKOJIEHUH U COOTBETCTBYIO-
IUX MOTPEOGUTENLCKUX IPEAIOUTEHUH B cpe-
p€ 2JIKOrOJIbHBIX HAIUTKOB B HEGIM3KOM OyAy-
IeM MOXXET IPUBECTHU K yTPATEe BOAKOU CBOUX
MO3UIMI Ha poccUiickoM pbiHKe. Tem He MeHee
Ha4yaJIoO TAaKOH TEHJEHIUHU YK€ HauMHAEeT Ipo-
CJI€XMBATHCS: BUHA, UT'PUCTBIE HAIIUTKY, IUBO,
Apyrue aJKOTOJIbHbIE HANUTKHU MOCTEINEHHO
Pa3MBIBAIOT aGCOJIOTHBIA NPHOPUTET BOAKU
Ha OTE€YECTBEHHOM pbIHKe. OO'beKTHUBHAS TEH-
JeHIus K JuBepcuduKanuu norpebaeHns a-
KOT'OJIbHBIX HAIIUTKOB C POCTOM 61ar0COCTOS-
HUS U KYJIbTYPHO-06pPa30BaTENbLHOIO YPOBHS

KUTENEH CTPaHbI 6y/IeT yKPEIIAThCA.

Review of Russian Vodka
Market

Despite significant decline of vodka produc-
tion in early 2011 this decline will be balanced to
make 2011 bottom line equal to 2010, according :

to “AS Marketing”.

Vodka distilling technology is extremely
simple, while the advertised technological pe-
culiarities and special properties are nothing

but promotion tricks. That’s why vodka distill-

of Russia.

tion volume significantly exceeds aggregate :
production volume of all other alcohol drinks :
: this process is determined rather by state tax-

including all kinds of wine (still and sparkling).

On pure alcohol basis share of vodka in alcohol
production is even larger. However, since mid :
2000s dominance of vodka in production vol- :
ume of alcohol industry started to decline. This
trend was mainly driven by vibrant growth of
wine production®, especially of sparkling ones —
in this category production volume saw more
than 3 times increase during the recent decade.
According to Federal State Statistics Service :
" increased by 68% which does not exceed infla-

* Wine products are not taken into account.
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egories constituted respectively 95.4 and 80.4
. proved for legal manufacturers provided the
According to Rosstat, vodka and liquors :

million dal.

market saw maximum production volumes — :

over 200 million dal annually — in Soviet times,

3.7% in 2010.

liquors, according to Rosstat, are registered in
. to fight for.
Omsk Region, Saint Petersburg, Tatarstan and

Moscow Region, Moscow, Kabardino-Balkaria,

Bashkortostan, and also in Kemerovo Region.
Production volume in the named regions is
driven by facilities of the largest manufacturers :
~ located there, like “LVZ “Topaz” CJSC (Moscow
. Region), “Moskovsky Zavod (Moscow Plant)
“Crystal” OJSC, “Omskvinprom” LLC, “Tatspirt-
- prom” OJSC (Republic of Tatarstan), “Bashspirt”
- OJSC (Republic of Bashkortostan) and “Traditsii
" Kachestva (Traditions of Quality)” LLC (Mos- :
cow). Top-10 companies provide almost half of
vodka production in the country with top four
manufacturers controlling a quarter of produc- -
© tion volume. :

served in Republic of Karelia, Komi Republic,

: Chuvash Republic, Tatarstan, Tver Region, i
- Arkhangelsk Region, Kaliningrad Region, Len-
eries can be found practically in every region :

ingrad Region and Pskov Region. The lowest per

© capita consumption of vodka is typical for the
Vodka is the mass alcohol drink: its produc-

majority of regions in the North Caucasian and
the Southern Federal Districts.
Pricing on vodka market is quite specific;

ing/fiscal policy and promotional effort of
manufacturers than by product quality and ac-
tual production costs. It should be mentioned
that relative prices for vodka (in parity to pur-
chasing power of population) in Russia are still
significantly lower than they used to be in So-
viet times.

According to FSGS during 2005 — first five
month of 2011 price for standard vodka in Russia

: North Caucasus. According to “AS Marketing’s
in 1980s. In 1990s production of vodka and li-
quors declined. Vodka again saw year-to-year
increase of production volume just once — by

tion rate and is far behind price increase for food
: products. Price for premium vodka increased
© by 52% during the same period — as we see, de-
© spite regular increase of excise taxes vodka price
- grows at quite moderate rate.

Production expenses constitute just a quarter

of vodka unit price, with basic raw material —
ethanol — accounting for a little more than 5%.
: Major shares in ready vodka unit price belong to
© taxes and excise payments; in 2008 these compo-
: nents had as much as 43% of consumer price.

On global vodka market Russia is one of the

three largest suppliers, as a rule playing the role
. of net exporter.

Meanwhile the largest exporter of vodka to

Russia is Ukraine with almost 90% of supplies in
tant suppliers of vodka to Russia are Finland and
(FSGS), in 2009 Russia produced 92 million
dal of vodka and 73.7 million dal of wine. In
2010 production volumes of the said alcohol cat- :

volume and over 60% — in value. Other impor-

France — also traditional vodka producers.

In the nearest future vodka will remain
“number one” spirit of Russian alcohol market.
In short term perspective situation can get im-

state takes more efficient measures to fight un-
accounted alcohol coming first of all from the
estimations, unaccounted alcohol has 35-40%
of Russian alcohol market**, and in case of
successful fight the dent will be filled by legal

© manufacturers. Even in case vodka consumption
The largest production volumes of vodka and

in Russia continues the descending trend, legal
manufacturers have some 20-25% of the market

Only change of generations and respective
change of habits for alcohol consumption can
make vodka loose its positions on alcohol mar-
ket. However, first traces of this trend can be
seen already: wine, sparkling alcohol, beer and

- other alcohol drinks gradually “erode” absolute

dominance of vodka on Russian alcohol market.
Consumption of alcohol drinks will be naturally
diversified along with improvement of consum-
ers’ affluence, culture and education.

Tumyp Kasanyes,
dupexmop xomnanuu AS Marketing

The highest consumption of vodka is ob- Share of unaccounted alcohol was calculated as difference be

. tween official production volume and official retail sales volume,
. according to FSGS: in 2010 official production volume was 94.5

million dal, official volume of retail sales — 130.8 million dal.

AS MARKETING

KomnaHus ocHoBaHa B 1994 roay
1 creymanmanpyetca Ha KOMNIeKCHOM
MapKeTuHre 1 CTpaTernyeckoM KOHCanTuHre.
B akTuBe KoMnaHuu:
- 6onee 200 ycnewHbIX MPOEKTOB,
peanunsoBaHHbIX Ha TeppuTopumn Poccun,
B CTpaHax 6ivKHero n ganbHero 3apy6exbs;
* nprnobpeTeH HeOLeHVMbIV OMbIT aHann3a

pa3nnyHbIX pbiHKOB, Kak FMCG,
TaK 1 oTpacneBsblX;

- komnaHum AS MARKETING poBepstoT
6onee 450 KAneHTOB.

Cneuuanuctbl KomnaHum 6narogapsa
6oratomy onbITy, npodeccmoHan3my

1 BbICOKOWN KBaﬂI/I(bI/IKaLI,VIVI nomMoryTt sam
HauUTun npaBuibHoOe pelueHune.

+7 (495) 638-5559 - www.asmarketing.ru




