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KPATKUM OB3OP PbIHKA CIELA

CoBpeMEeHHBDIH PBIHOK IIPUIIPAB, IIPSHOCTEH U
CTIeTuUii TPEICTABISET COGO MENYIo NATUTPY BKY- :
coB 1 apomaroB. Ha cerousmmuii ieb B CTPyKTY- |
pe POCCHIACKOTO PHIHKA CTITMIA, IPUIPAB U TIPS-
HOCTEN OCHOBHAS piley §: HpI/IXOZ[I/ITCH Ha criegquun
- 60%, ma npunpassl npuxoxurcs 35%, a Ha nps-

HoCcTH 1Umb 5%.

Jlis kraccudukanuu crienui U NpsHOCTEN,
HPEICTaBIEHHDIX CETOHA HA POCCUICKOM PBIHKE,
MO3KHO ITPUBECTH CJEAYIONIE OCHOBAHUS:

® IPSHOCTH IPHUJAIOT ONPEIEICHHBII apoMaT
U BKYC (3KTYYUIi, OIPSHBINA MM TOPHKHIA), K CAMO-

CTOSITEJIbHOI IINIIE HE OTHOCATCS;

® CHEenMM COOOIAIOT NMUIIE YETKUI BKYC: CO-
JIEHBIN, CJAJKUI, KUCIBIA, OCTPBIH, a TaKKe MO- :

TYT U3MEHSATH BKYC M KOHCUCTEHIINIO GIII0Aa;

® IPUIPABHI HPUAAIOT OOy OCHOBHOM BKYC,
MEHsIsl ApOMAT, HHOT/A CJIYXKAT CAMOCTOSTEIbHBIM
6J1I010M (HAIIpUMeEP, 3aIIPABKH U COYCBI).

ITo omenke cnenmamucros I'K Step by Step,

06beM poccuiickoro poiaka crenuit B 2011 roay

kosebaics B mpegenax $ 745,11-788,32 mun. B

GayKaiilmuye rofbl OXKUJAETCH YBEJIUYEHUE IIO- !
Tpe6ICHIs IPOAYKIIMY U IIOBBIIIECHIE CIPOCa Ha |
GoJee JOPOryIo MPOAYKLUI. B TO e Bpems aHa-

sutuku I'K Step by Step nonaraior, uro HaunHas

C HBIHEIITHETO I'0Jla TEMIIBI POCTA PBIHKA HAYHYT |
MOCTEIEeHHO 3aMeJISAThCS, 10 YpoBH:A B 10-12% B
roi, ogHako k 2015 rogy pbIHOK JOCTUTHET 3HaYe- :

Hust B $ 1088 Mt (puc. 1).
s peIHKa crienuii, Ipunpas U NPSAHOCTER

CBOWCTBEHHA CE30HHOCTDH HOTpC6JICHI/IH, Inpu4em

JUISL Ka)KJIOTO BHUJIa IPUIIPAB U IPSHOCTEH Xapak-

TEPHBI CBOM 0COOEHHOCTH. Tak, 1eTOM OJIb3YIOT- !
€ HAauOOJBIIUM CHPOCOM IPHUIIPABBI JJIS MAI-
JIBIKA ¥ OBOIIEH, IMMOHHASA KUCJIOTA, IPUIPABDI :

JJIA MapMHOBAHU S OTYPIIOB 1 TIOMU/JIOPOB; OCEHBIO

— IyIIUCTBIM Nepell U TBO3JAMKA; 3UMMOI — BaHUJIb- :
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HBIH caxap, KOpUIa, IPUIPaBhl K MACY U pribe.

Tax:ke B 3MMHUE MECSIIbI IOIYJISIPHBI CMECH CIEI-
W JIUISI IJIMHTBENMHA, XOJIO/[11; BECHOH, B ITACXaJIb-
HYIO HeJIeJO, B 60JIbIINX 00'beMaX HOTPEOIAIOTCS
Mak, KOKOCOBasI CTPY»KKa U u3ioM. B To xe Bpems

CIPOC HA TaKue IPUIPaBLI, KaK JaBPOBLIH JIUCT,

| YEPHBIA IEPEN, XMEIU-CYHENN, HE 3aBUCUT OT BpE- !
: MEHU rojia.

Hanuuue

U3MEHEHHA B 00beMax NpPoJa)X KOMIAHUK- :
HPOU3BOJUTENEl U B UX PEKTAMHOH AKTUBHOCTH.
Taxum 06pasoM, HACTYIJICHHE CE30HA COMPO- :
{ BOXKJAETCS NOBBIIEHNEM PEKIAMHON JeATeNb-
HOCTH: 3aIyCKAIOTCS TEJEBU3MOHHDIE POJIUKH, B :
MecTax MpoJia’k HAYMHAIOTCA AKIIHI TI0 TIPOJIBH- |
{ JKEHHIO TOBapa. '
A INomMuMO ce30HHOCTU NOTPEGIEHNS BHIIESET-
© €S CeBOHHOCTD C6Opa, KOTOPAd, B CBOIO OUEPEab, :
| peryampyer LEHOBYIO CTOPOHY. B ¢Bs3u ¢ aTUM :
| IIpU IIMKe JOCTABKU Ha PbIHKE HAG/II0AETCH U3- :
GLITOK CHIPBS, A IEPe/; CGOPOM CIIEAYIOMETO YPO- |
. sas - ero Hegocrarok. Takum oGpasom, B onpe-
JICJICHHBI PO IPOMCXOAT KOJICGAHUS IIEH
13-3a U3MEHeHU! npejgnoxenus. Koneynas nexna
TOBApa B PO3HMIIE CKJIAABIBACTCH U3 OTIYCKHOM |
II€HbI HpeﬂHpI/IﬂTI/IH'HpOI/ISBOﬂI/ITeJIH 1 HAIECHKU
3BEHBEB COBITOBOH LEMOUKM (HALIEHKA ONTOBOH :
KOMITAHUH, HAIIEHKa PO3HUYHO# Toukn). Ho, Tem
HE€ MCEHEE, HECMOTPS Ha NEPEYUCJICHHDIC BbIIIC
© (pakTOpDI, KOHEUHAS 1]EHA HA CHENUU, TIPUIIPABDI
| M IIPSAHOCTH HA MOTPEGUTEIHCKOM PBIHKE BO MHO-
rOM 3aBUCUT UMEHHO OT 3aTPar, IpeiHa3HAYEeH- :
| HBIX JUISl IPOABUKEHUS IPOAYKI[UY HA PBIHOK.

CoBpeMeHHBIT POCCUHCKUH PBIHOK TpH- |
IpaB U MPSHOCTE(H 3ABUCHT OT UMIOPTHOTO ChI-

pbst. O6bem umnopra B 2011 roay cocrasui 76,1

| TBICSIYM TOHH B HATYPAJbHOM BBIPA)KEHHUU, A B
croumocTHOM — $ 152,4 maH. OCHOBHBIMU HAMIIOP-

CE30HHOCTH IOATBEPIKAAIOT

. Tepamu B Poccum crienuii ¥ npsAHOCTEN ABAAIOTCA

Kurait u Ungus, uybu goau coctasagior 31,54 n
22,52% B HaTypaJIbHOM BBIpAaXKeHUU. B mMmopr-
HBIX [IOCTaBKAX B OCHOBHOM IIP€00JIa/[aJIi OBOIII
cylIeHsle (Lesible, HApe3aHHbIe KYCKAMHU, JOMTHU-
KaMH, U3MeJIbYCHHBIE MJIH B BUJE [IOPOIIKA, HO
He TIO/[BEPTHYTHIE JaTbHEHe 06paboTKe) — UX

i moust BuMnopte cocrasuia 39,2% B HaTypaabHOM

BBIPAKEHUU.

BrIcOKyIO CTENeHb MPUCYTCTBUS MHOCTPAH-
HBIX UTPOKOB Ha PbIHKE MOKHO BBIJICJIUTDH B Kaye-
CTBE OCHOBHOW TEHJEHITNN B HAIIPABJIECHUU HM-
HOPTA U 3KCIOPTaA. B HacTosAmee BpeMs 6oIbIIyIo
YacTh phIHKA NpUIpas B Poccun 3aHMMaIOT 3apy-
GesxHBIe 6PEHIBI TAKMX KOMITAHUM, Kak Nestle SA,
Unilever, Podravka, Cykoria S.A., Gallina Blanca,
KaK UMIOPTHPOBAHHbIE, TAK U IPOU3BE/ICHHDIE B
Poccun.

Cpenn oTe4eCTBEHHBIX IIPOU3BOAUTEIEH BbI-
gensioTcs caexyiomue urpoku: 'K «Apuxon»,
3AO «IlIpokcuma», I'K «@apcuc», I'K «Aiiguro»,
OO0 «Apomasom».

IIpoussoguTenn coenuil OCymeCTBASIOT 10~
CTaBKM Y€pe3 CBOU CTPYKTYPHbBIE IO PA3ACICHUS
UJTH TIOJIBb3YIOTCS YCIYyIaMU ONTOBBIX KOMITAHMH.
KpynueimuMu oTeuyeCcTBEHHBIMU JUCTPUOBIO-
topamu gsasgiorca OO0 «baxrummnopt», OO0
«Kamuc-mpunpaser», OO0 «®Papror», OO0
«[TomapTuc».

3a mocieHEE BpeMs IPOM3ONLIN HEKOTOPhIE
M3MEHEHUS B OGJIACTU ACCOPTUMEHTA IpejJarae-
MBIX IIPOJYKTOB, OBbLITH N306PETEHBI HOBbIEC BH/BI
CTenuii, HAIPUMEpP CIIOCOOGCTBYIOMMUX ITIOHU3UTD
XOJIECTEPHH, 3AMEHUTD COJIb M CTaTh CPEJCTBOM
JULS TIOXY/I€HU .

B mactoamee BpeMsa B COBITOBOI CTPYKType
PBIHKA OTMEYaIoTCA cileAyonie Tenaenuu. [po-
U3BOJUTENN OTAAIOT IPEJIIOUTEHNE CETEBOM PO3-



HUIE, CYUTAS 3TOT KaHAJ HE TOJHKO OCHOBHBIM
HCTOYHUKOM COBITA, HO M XOPOIIUM CIOCOO0M
pexsaMbl cBoero 6penga. CeTeBast po3HHIIA BOC-
IPUHUMAET CIIELIUHY B OCHOBHOM KaK COIYTCTBYIO-
U TPOAYKT, HO, KAK CYUTAIOT IPOU3BOAUTEINN,

CeETAMU IHI/IpOKI/IfI ACCOPTUMEHT CHCI.II/IfI ABJIACTCA

JIONOJNHUTEIbHBIM KOHKYPEHTHBIM IpEUuMYyIle-
CTBOM W TIO3BOJSET yBEJUUUTH TOBAPOOGOPOT
OCHOBHBIX TPOJYKTOB.

ITo MHeHUIO TPOU3BOAUTEIEH, TpobIeMa HA
PBIHKE CIIeNUH, TPUIIPAB U NPSHOCTEN 3aKII0Ya-
€TCs B TOM, YTO CIELUU — 3TO HPOAYKT C HUBKUMU
060pOTaMU IO CPABHEHUIO C IPYTUMU KATETOPHU -
M1 ToBapos. IToaTomy He y Bcex mpousBoguTeei
€CTb JIEHbI'M HAa COOTBETCTBYIOIMIYIO PEKJAMHYIO

noazepxky. HanGoree mpoGreMaTudHbIM st
: tion of poppy seed, coconut chips and raisins.
Seasonality determines changes in sales volumes :

IIPpOMU3BOAUTEIIA SABJIACTCSA y6C,Z[I/ITI) 3aKylnIinuKa

BBICTABUTH Ha MOJIKU IIOJHBII ACCOPTUMEHT IIPO-
- and advertising activities of manufacturers. As sea- :

u3BoAuMOH npoayknun. HecmoTps Ha TpyaHOCTH
Ha JJAHHOM pbIHKE, PBIHOK CHENUH, IIPUIIPAB U
HPAHOCTEH B 1[€JIOM OTKPBIT JIJIs HOBBIX UI'DOKOB

" SABJICTCA INPHUBJIEKATEJIbHbIM 34 CYCT cBoei

PEHTAGENLHOCTH.

Anacmacus ITmyxa, npedcedamens cosema dupexmopos

Tameana Mepsaaxosa, PR-menedscep
I'pynna xomnanuii Step by Step

|
Review of the Market

of Spices, Seasonings

and Condiments

Today the market of spices, seasonings and con-
diments offers a wide choice of flavors. Russian mar-

ket splits the following way: spices provide 60% of :
¢ not processed) - 39.2% of import volume.

sales, condiments — 35% and seasonings —just 5%.

Segments of the review market are defined bas- :
. market is the major trend of import and export.

ing on the following product peculiarities:

* Seasonings provide certain flavor (hot, spicy
or bitter) and cannot be an independent meal;

* Spices provide definite taste and can change
taste and consistency of the meal;

¢ Condiments give basic taste to meals chang-

ing taste and flavor; sometimes served as indepen- :

dent meal (for instance, dressings, sauces).
According to estimations of “Step by Step”

Group, in 2011 value of Russian market of spices,

seasonings and condiments constituted $ 745.11 -

“Step by Step’s A
. market growth will start to slow down to annual 10— :

B yCJIOBHSAX OCTPON KOHKYPEHTHOM GOPBOLI MEK Y 12%; by 2015 sales value will reach $ 1,088 million.

© $788.32 million. Growth of consumption volume :
¢ and increased demand for more expensive prod- :
© uctsis expected in short term perspective. However, “Kamis-Pripravy (Spices)” LLC, “Fargot” LLC,

experts think that since this year

5.9

Seasonality is typical for the review market;

: moreover, every kind of spice and herb has its own :
: seasonal peculiarities. For instance, in summer :
© most popular products of the review categories are
seasonings for vegetables and shashlik, citric acid,
seasonings and spices for pickling of tomatoes and
cucumbers; in autumn - allspice and cloves; in win-
© ter - vanilla sugar, cinnamon, seasonings for meat :
: and fish. Besides, in winter people frequently buy :
© spice mixes for mulled wine, for meat jelly; spring, : are rather accompanying products, but, accord-
especially Easter season brings increased consump-
crowded competitive landscape wide choice of the

© son starts advertising gets more active with more :
¢ promo videos on TV and promo events in retail.
Besides seasonality of consumption, market :
performance is under the influence of harvesting
seasons — this factor determines prices. During har-
vesting season the market faces oversupply of raw
: materials, on the eve of harvesting season manufac- :
© turers suffer undersupply. Thus, changes in offer de- :
: termine price fluctuations during certain periods. : profitability.
: Russian market of spices, seasonings and con- :

. diments depends on import of raw materials. In

2011 import constituted 76.1 thousand tons in

volume and $ 152.4 million in value. Key suppliers

: of spices and herbs to Russia are China and India
: with 81.54% and 22.52% of import volume respec-
 tively. Import was mainly driven by dried vegetables

(whole, in pieces, slices, ground or powdered but

High presence of foreign players on the review

¢ Currently Russian market of spices, seasonings
: and condiments is controlled by brands of foreign
: companies like “Nestle SA”, “Unilever”, “Podravka”,
“Cykoria S.A.”, “Gallina Blanca” - imported or pro-
© duced in Russia.

The group of the largest Russian manufacturers

includes “Arikon” Group, “Proxima” CJSC, “Farsis”
: Group, “Aidigo” Group, “Aromadom” LLC.

Manufacturers of spices, seasonings and con-

: diments distribute their products via distribution

departments of their companies or via wholesalers.
The largest distributors are “Baltimport” LLC,

“Polartis” LLC.
Some changes were observed in the range of

. market offer; for instance, innovative kinds of
© spices, seasonings and condiments were launched,

they target certain tasks like decrease of cholesterol
level, substitution of salt or help in weight loss or
control.

The following trends are traced in distribution
channels of the review market. Manufacturers ob-
viously prefer retail chains because they provide a
good distribution channel and a good way to pro-
mote brands. Spices, seasonings and condiments

ing to manufacturers’ opinion, in the context of
review products is an extra competitive advantage

stimulating sales of major product categories.
According to manufacturers, the challenge of

¢ the review category is low turnover in comparison

to other product categories, so not all manufactur-
ers have enough funds for adequate promo sup-
port. The hardest task is to persuade retailer to put
the full range of products on shelf. Despite certain
challenges, the market of spices, seasonings and
condiments is open for new players and offers good

Anastasia Ptukha,

Chairman of the Board of Directors
“Step by Step” Group

Tatiana Merzlyakova, PR Manager

MAPKETUHIOBOE AFEHTCTBO

%2 STEP BY STEP

* MapKeTUHroBOE KOHCYJIbTUpPOBaHue
* MapKeTUHroBble uccnegoBaHus

e [oTOBbIE UCCNeaoBaHUsA

* UccnepoBaHusa cermeHTa HoReCa
e BpeHauHr .
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(495) 912-4817
dakc (495) 250-6358
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