
 

 

 

In 2007  the a

INFOLine  age

According  to 

insures the q

customers’ re

  

analytical materi

ency was  admitte

the  regulations 

uality of materia

equest 

Ru

F

 C

e

 C

 G

tr

 C

C

 

 

als of  INFOLine 

ed  to  ESOMAR, 

of  the associatio

als received by ou

ussi

Key 
Fore

Consumer

xpenditu

Current st

Growth dy

rends in R

Customer 

Cross-seg

information agen

the  consolidated

on, all materials 

ur customers and

RE

ian w

m

 tren
ecas

r market,

re structu

tate of fas

ynamics a

Russia  

segmen

gmentatio

ncy were worthi

d  association  of 

of  INFOLine age

d availability of a

 

 

EVIE

wom

arke

nds 
st t

 
 househo

ure 

shion reta

and key w

ntation i

on: age a

ily appraised by 

consulting  and 

ency are  certified

aftersale services

EW 

mens

et.   

 in 2
till 2

old incom

ail  

womensw

n wome

nd incom

the  leading Euro

marketing  agenc

d according  to Eu

s through additio

swea

013.
201

me and 

wear mark

enswear 

me 

opean  companie

cies  of  the world

urostandards;  th

onal consulting o

ar  

.  
5 

 

ket 

market. 

s. 

d. 

is 

on 



 
 

C

 
Fac

INF
adv
mo
than
con
mar
ope

The
Me
(M

ontent r

Introdu
 
Issue 1. 
 ............
1. The sta
2. Househ
3. Moneta
4. Breakd
5. Househ
 
Issue 2. 
 
Issue 3. 
forecast
1. Women
2. Market
2.1 Value
2.2 Middl
2.3 Premi
3. Market
4. Produc
5. Custom
определе
6. Importa
 
Conclus
 
 Issue 4.
определ
 Issue 5.
определ
 
 Inform

cts about INFO

FOLine inform
visory services t
re than 1000 c
n 5 000 MSM o

nducting variou
rket research, t
erating various 

e research repor
etro Cash&Carr
egapolis GC), f

review  

uction .........

 Consumer
...................
ate of consume
hold income a
ary policy and
down of popul
hold consump

 The curre

 Growth dy
t till 2015 ..
nswear marke
t structure by p
e price segmen
le price segme
ium and Luxu
t structure by r
ct mix analysis
mer segmentat
ена. 
ant aspects of 

sion ...........

. Russian r
лена. 
. Russian r
лена. 

mation prod

OLine informa

mation agency 
to commercial 

companies in R
on daily basis a

us desk researc
the Agency’s an
data flows.  

rts and surveys
ry, Lenta, O’Ke
financial (Urals

...................

r market, h
...................
er market in R

and expenditur
d consumer loa
lation by avera
tion expenditu

ent state of 

ynamics an
...................
et: main trends
price segment
nt ...................
ent .................

ury Price Segm
retail channel
s. Product cate
tion in the wom

f consumer beh

...................

retail chain

retail chain

ducts INFO

ation agency 

was establishe
organizations. T

Russia and worl
and carries out 
ches of the mar
nalysts make ex

 of INFOLine I
ey), producers
sib FC, MDM-B

...................

household in
...................
Russia ............
res .................
ans ................
age income pe
ure structure ..

fashion ret

nd key tren
...................
s in 2002-2015
ts ...................
......................
......................

ments .............
s ....................
egories and dr
menswear ma

havior in the w

...................

s of clothin

s of shoe (d

OLine ..........

ed in 1999, its
The agency ren
d-wide. INFOL
analytical resea
rkets both on c
xtensive use of

IA are used in t
 (Proсter&Gam
Bank) and serv

 

...................

ncome and
...................
......................
......................
......................
er capita ........
......................

tail .............

nds in wome
...................
5 ...................
......................
......................
......................
......................
......................
ress codes .....
arket. Cross-se

womenswear 

...................

ng (databas

database of

...................

s aim was to r
nders permanen
Line IA monito
arch related to 
customer’s requ
f the unique da

their activities b
mble, Coca-Col
vice companies 

 

.............. Ош

d expenditu
.............. Ош
......................
......................
......................
......................
......................

.............. Ош

enswear m
.............. Ош
......................
......................
......................
......................
......................
......................
......................

egmentation: a

market ..........

.............. Ош

se of compa

f companie

...................

render informa
nt information s
ors publications
80 subjects of R
uest and on the
ta support avai

by largest FMC
a, Pepsi, SABM
(GC Servis-plu

For addition
www.i

шибка! Зак

ures structu
шибка! Зак
......................
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З

шибка! Зак

arket in Ru
шибка! Зак
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З
.. Ошибка! З
age and incom

.. Ошибка! З

шибка! Зак

anies) ........ О

s) .............. О

...................

ation and 
upport to 

s in more 
RF economy. S
e Agency’s ow
lable to them a

CG retailers (X
Miller, Fazer, P
us, Wincor-Nixd

nal informatio
infoline.spb.ru

кладка не о

ure  
кладка не о
......................
Закладка не 
Закладка не 
Закладка не 
Закладка не 

кладка не о

ussia, 2005
кладка не о
Закладка не 
Закладка не 
Закладка не 
Закладка не 
Закладка не 
Закладка не 
Закладка не 
me Ошибка! З

Закладка не 

кладка не о

Ошибка! З

Ошибка! З

..................

Since 2003 INF
wn initiative. W
and their years-

X5 Retail Group
Philip Morris, M
dorf). 

on please visit o
u and www.adv

пределена.

пределена.
................... 4
определена.
определена.
определена.
определена.

пределена.

5-2012 and 
пределена.
определена.
определена.
определена.
определена.
определена.
определена.
определена.
Закладка не

определена.

пределена.

акладка не

акладка не

.............. 13

OLine IA has b
When working o
-long experienc

p, Magnit, Auc
Mars), distribu

our sites at 
vis.ru

2 

. 

. 
 
 
 
 
 

. 

. 
 
 
 
 
 
 
 
 

 

. 

е 

е 

3 

been 
on a 
ce of 

han, 
tors 



Review «Russian womenswear market.  
Key trends in 2013» Forecast till 2015. 

3 

Introduction 
In order to prepare the review “Russian womenswear market. Key trends in 2013. Forecast till 2015”, the experts of INFOline 

agency thoroughly studied and analyzed the current situation in consumer market, described the environment of CFA segments (clothes, 
footwear, apparel), appraised dynamics and indicated key trends in womenswear market. 

Fashion retail market remains one of the most attractive segments for development of contemporary retail formats in Russia thanks 
to the following characteristics: 

 The apparel market grows by 8-10% per year significantly outpacing the retail trade in general showing the annual dynamics of 4-
6%; 

 Although open-air markets still account for 40% of womenswear sales, they are conceding their share to retail chains that are 
expanding quickly in the regions; 

 There are preconditions for new retail openings. More than two thousand of modern shopping malls, with total area of more than 
30 mln sq.m. have been built in Russia over the last decade. 

 Effects of climate and specific mind-set make the Russians spend up to 10% of their income on apparel and footwear regardless of 
income level. 

It is worth mentioning that the INFOLine’s review “Russian womenswear market. Key trends in 2013. Forecast till 2015” also includes 
general analysis of Russian consumer market and household income and expenditure structure that comprises: 

1. The state of consumer market in Russia 
2. Household income and expenditure 
3. Monetary policy and consumer loans 
4. Breakdown of population by average income per capita 
5. Household consumption expenditure structure 

The review also covers current state of fashion retail in general, growth dynamics, volume of clothes, footwear and accessories 
market in 2005-2012 and forecast for 2013. Apart from that, the review includes the list of key retailers in clothes, footwear and sportswear 
market in Russia ranked by sales volume in 2009-2012. 

• The main part of review is devoted to womenswear segment accounting for about 60% of total sales. At the 
same time the womenswear is not only the largest segment but also the most mature one, saturated with players and characterized 
by tough competition. Growth dynamics and key trends in womenswear market in Russia, 2005-2012 and forecast till 2015 
includes: 

1. Womenswear market: main trends in 2002-2015. 
2. Market structure by price segments. 
3. Market structure by retail channels. 
4. Product mix analysis. Product categories and dress codes. 
5. Customer segmentation in womenswear market. Cross-segmentation: age and income. 
6. Important aspects of consumer behavior in womenswear market. 

While preparing the review “Russian womenswear market. Key trends in 2013. Forecast till 2015”, the experts of INFOLine 
prepared the database of 100 key retailers operating in clothes and footwear market. The database includes valid contacts, number of stores 
and their regional distribution. 

 

   



 
 

Is
st
1.

-1

-1

1

1

2

2

ssue 1. C
tructure
 The stat

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

15

10

-5

0

5

10

15

20

25

1Q
 0

5

2Q
 0

5

3Q
 0

5

4Q
05

Consum
e  
te of con

4Q
 0

5

1Q
 0

6

2Q
 0

6

3Q
 0

6

4Q
 0

6

Major consu

Per

2006

2007

2008

2009

2010

2011

1Q2

2Q2

1HY2

3Q2

4Q2

2012

1Q2

April 

May 

June 

2Q2

1HY2

mer mar

nsumer m

thanks t
2012 th
106,3%
took ov

Re

The ret
2012. T
first hal
crisis of

limits. 
expendi

1Q
 0

7

2Q
 0

7

3Q
 0

7

4Q
 0

7

umer market in

iod 

6 год 

7 год 

8 год 

9 год 

0 год 

1 год 

2012 

2012 

2012 

2012 

2012 

2 год 

2013 

2013 

2013 

2013 

2013 

2013 

rket, ho

market in
 
The Russian

to active stim
e retail trade t
 as compared
er a leading p

 

etail trade tur

At the turn o
ail trade turn

This tendency 
f of the year. 
f 2008-2009. 

This slowdo
There is no 
itures keep g

1Q
 0

8

2Q
 0

8

3Q
 0

8

4Q
 0

8

1Q
09

ndikators in 20

ousehold

n Russia 

n consumer ma
mulation of hou

turnover in Ru
d to 2011. W
osition in con

rnover in Ru

Source: Fed

Source: Fed

of 2013-2014 
nover has bee

is likely to p
The food mar

own in consum
significant i

growing, e.g.

1Q
 0

9

2Q
 0

9

3Q
 0

9

4Q
 0

9

1Q
 1

0

005-2013, % to

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

d incom

 

arket has been
usehold incom
ussia was mor

While Europe h
nsumption on t

ussia, 2006-20

deral State Statis

deral State Statis

consumer ma
en slowing do
revail in 2013
rket recorded 

mption growt
increase in h
. housing ser

2Q
 1

0

3Q
 1

0

4Q
 1

0

20
10

o correspondin

me and e

n enjoying rap
me growth and
re than 660 bi
has been suff
the continent. 

13.  

stics Service, M

stics Service, M

arket moved to
own considera
3 as the indica
the growth ra

th is due to p
household inc
rvices and u

1Q
 1

1

2Q
 1

1

3Q
 1

1

4Q
 1

1

1Q
12

ng period of the

Inc

Inc

Inc

% to correspond

expend

pid growth ov
nd consumer l
illion USD wh
fering from st
  

Ministry of Econ

Ministry of Econ

o a new stage
ably since th
ator grew onl

ate of 1,8%, th

purchasing po
come while n
utilities, publi

1Q
 1

2

2Q
 1

2

3Q
 1

2

4Q
 2

01
2

1Q
 2

01
3

e previous yea

crease in retail turnover

crease in foodstuffs turn

crease in manufactured

ding period previo

113,9 

115,2 

113,0 

94,9 

106,4 

107,0 

107,9 

107,4 

107,7 

105,6 

104,9 

106,3 

104,0 

104,1 
102,9 

103,5 

103,5 

103,7 

itures 

er the last dec
oan programs
hich amounte
tagnation, Ru

nomic Developm

nomic Developm

e of developm
e second half
ly by 3,7% in 
he worst since

ower reaching
non-consumpt
ic transport 

A
pr

 2
01

3

M
ay

 2
01

3

Ju
n 

20
13

2Q
 2

01
3

r 

r

nover

goods

ous year 

4 

cade 
s. In 
d to 

ussia 

ment 

 
ment 

ment. 
f of 
the 

e the 

g its 
tion 
and 

1H
Y

 2
01

3



Review «Russian womenswear market.  
Key trends in 2013» Forecast till 2015. 

5 

gasoline, taxes etc. In the mid-term it may result in stagnation or in case of negative 
scenario for macroeconomic development even in downsize of retail market.  

Thousands of modern shopping malls, with total area of more than 30 mln sq.m., 
have been built in Russia over the last decade. Most retail segments are quite mature and 
some of them are even characterized by stiff competition. Under these circumstances retail 
chains got priority in business development strategy, as operating one or several stores 
becomes unprofitable. Retail chains have spread in all regions. Such companies as 
“Sportmaster”, “Euroset”, “Svyaznoy”, just to name a few, operate a thousand stores each, 
while the leaders (Magnit, X5 Retail Group, DIXI) already manage several thousand stores.  

In 2013 the companies included in INFOLine Retail Russia TOP 100 rating 
(listing 100 major retail chains in Russia) generated a total of 200 bln USD in earnings 
which represents more than a quarter of retail trade turnover. The growth of relevant 
segments and successful replacement of outdated open-air markets and independent stores 
with retail chains enabled these companies to maintain surpassing growth rate compared to 
the market in general.  

The Russian economy has exhausted its sources of consumer market growth and 
further market development will follow a new pattern.  

 

2. Household income and expenditures 
Analysis of trends in salaries and wages and average income per capita, 2000 to 

2012 (except for 2009) indicates that payroll growth rates surpassed those of real average 
income per capita due to lower income generated by entrepreneurial activity and continuing 
trend of salaries and wages growth outpacing the productivity. However after significant 
fall in real household incomes in 2008-2009, salaries and wages growth considerably 
slowed during the post-crisis years. In April 2013 the Ministry of Economic Development 
downgraded its payroll growth forecast to 4,5% from previously expected 8%. Officials 
forecast salaries and wages to increase by 5,2% in 2014, 6% in 2015 and 6,2% in 2016.  

 

 
Source: Federal State Statistics Service, Ministry of Economic Development  

 
In the first half of 2013, the growth rates of real household income were 4,4%, 

those of real salaries and wages – 5,5%. At the beginning of the second half of the year 
nominal average monthly salary rose by 13,3% year-on-year to about 1000 USD. 
According to the forecast published in April 2013 by the Ministry of Economic 
Development, nominal accrued salary will reach 996 USD in 2013, 1103 USD in 2014, 
1230 USD in 2015, 1373 USD in 2016.  
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Source: Federal State Statistics Service, Ministry of Economic Development  

By the second half of 2013 an average salary rose by 13,3% to 1040 USD as 
compared to the corresponding period of 2012. Considerable differentiation in the salary 
and income levels from region to region should be taken into account. 1 

 
Structure of household disposable income by Russian regions 

 
Disposable income (average per 

household member monthly, 
roubles 

Of them, % 

Gross 
income 

incl. money 
income 

Value of food consumed 
in natural form 

Value of manufactured 
goods and services 

consumed in natural 
form 

Value of earnings 
and expenditure 

Moscow       
Murmansk Oblast       
Saint-Petersburg       
Komi Republic       

Arkhangelsk Oblast       
Lipetsk Oblast       
Oryol Oblast       

Russian Federation       
Source: Federal State Statistics Service, Ministry of Economic Development 

The regional differentiation of financial resources defines uneven structure of retail 
trade turnover in Russia. Thus, in the first half of 2013 11 regions (Moscow, Moscow 
region, Saint-Petersburg, Sverdlovsk, Krasnodar, Samara, Tatarstan, Bashkortostan, 
Tyumen, Chelyabinsk, Rostov regions) accounted for 50,9% of retail turnover, which is by 
0,14 percentage points lower than in January-June, 2012.  

 

5. Household consumption expenditure structure  

   

                                                            
1 Assessment based on selective household budget research and macroeconomic indicator of average income per capita. The indicators for 2005-2010 are 
calculated based on population census of 2010.  

2 2007 – over 27000,0 roubles. 

3 Gini coefficient is a measure of statistical dispersion intended to demonstrate population inequality by some indicator.  
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