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1 EXECUTIVE SUMMARY

The research originates from the discussion the author had with the head of Raisio Group
plc (a major Finnish food manufacturer) representative office in St. Petersburg, Russia. A
concern was raised on the company’s strategy in the Russian market, and more specifi-
cally, the question of with whom to do business in the perceptibly dynamic and changing
market. Knowledge on the trends and phenomena in the industry would potentially help
in the strategy development of the company. The need for a thorough assessment of the
industry was thus articulated, providing the author an opportunity to work on the matter.

The purpose of the study was to obtain a clear picture of the present state (as of Q4/03)
of the food retail industry in the Russian cities of Moscow and St. Petersburg. Therefore
the author set as his research goals the following: (1) to provide a framework for a holis-
tic analysis of the food retail industry through theory review, (2) to identify the prominent
trends, phenomena, and agents in the food retail industry, and (3) to describe the promi-
nent trends, phenomena and agents in the food retail industry. The author focused on the
retail chains (multiples) operating in the set geographical area, be they domestic or inter-
national in origin, in contrast to including all the incumbents of a fragmented industry.

The study is descriptive in nature, and it employs a qualitative research method (con-
tent analysis) in the analysis of the 330 retail oriented business newspaper articles from
various Russian language sources. Based on the theory framework (three level system
hierarchy) the articles were coded and analyzed by their content, and consequently results
were derived in numerical form and in summaries on the prominent topics.

Summaries on the system hierarchy elements were presented and company profiles
provided. It was apparent from the research results that (1) the share of retail chains of
the total retail turnover is growing in the urban areas of Russian Federation, at least in the
Moscow and St. Petersburg areas, (2) the retail chain organizations are becoming larger
in terms of turnover and market coverage. The chain organizations’ role as a strategic
group is thus increasing. In order to deal with retailer power and to gain access to the vast
market in Russia, two approaches are recommended for Raisio Group plc: (1) partner
with the industry winners, and (2) increase channel equity by enhancing brands and creat-

ing consumer demand through promotion.



2 INTRODUCTION

Russia has been an intriguing target of study for the author for some time. The author’s
interest towards the country was initiated by the two years spent in various parts of the
vast Russian Federation in the late 1990s. During this time first hand experience was
gained on the rapid changes taking place in the operating environment. The implications
of the 1998 crisis were surprisingly practical and concrete: skyrocketing prices, shortage
of products in stores, and riots in banks, were some of the effects felt by ordinary people.
The tension and disappointment could be felt in the air, as the hard earned wealth was in
some cases wiped out completely. Since then the Russian economy has recovered to
some degree, and the author considers it a privilege to be able to observe a developing
economy in its growth struggles with a contextual experience of one’s own. This experi-
ence has been useful in the author’s academic pursuits as well as in work.

It is now the author’s attempt to gain more insight into the Russian economy by study-
ing one of the most important industries in a modern economy, namely food retail indus-
try. The role of distribution in an economy is undisputedly important, retail function be-
ing an essential part of the distribution channel. In many ways the level of development
of the distribution and retail function in the economy portray the overall level of devel-
opment of the economy (Mallen 1977, 117). For example retail sales growth is a widely
observed variable in economic news, due to its contribution to GDP. Russia is a special
case due to its experiments with command economy (communism) in the not too distant
past, and thus interesting target of study in the area of distribution and retail (see e.g.
Ruohonen 1999, Lorentz 2002). It is hoped that the reader may benefit from this study by
gaining insight into the retail industry development in general and the Russian food retail
industry in particular.

In order to obtain a clear picture of the present state (as of Q4/03) of the food retail in-
dustry in the Russian cities of Moscow and St. Petersburg, and the chains’ role in it, the
author sets as his research goals the following: (1) fo provide a framework for a holistic
analysis of the food retail industry, (2) fo identify the prominent trends, phenomena, and
agents in the industry in question, and (3) fo describe the prominent trends, phenomena
and firms in the industry.

The study is descriptive in nature, employing qualitative and in limited scope also
quantitative research methods (content analysis) in the pursuit of providing answers to the
problem at hand. The author intends to focus on the retail chains (multiples) operating in

the set geographical area, be they domestic or international in origin, in contrast to in-



cluding all the industry incumbents from a small scale outdoor market fruit selling busi-
ness, to the multimillion and multimarket retail giant.

The study proceeds as follows: (1) the research framework will be provided through
theory review (chapter 2), (2) methodological background for the consequent study will
be reviewed (chapter 3), (3) the data (330 Russian language business newspaper articles
from 07/2002 to 10/2003) will be analyzed by the means of content analysis (chapter 4),
(4) results will be presented (chapter 5), and summary with conclusions will be provided
to conclude the research (chapter 6). And lastly the appendixes provide detailed informa-

tion on industry firms and research sources.



3 RESEARCH FRAMEWORK

3.1  Thesystem hierarchy in the framework

For the purposes of the study, a framework for the holistic review of the industry was
developed. The proposed framework is influenced by a number of scholars and their re-
search, and is a combination of theories that concentrate on the various levels of the mat-
ter in hand. The framework eventually helps in grasping the complex retail industry in
such a way that all the relevant issues can be considered and analyzed.

In their article, Roth and Klein (1993) attempt to provide a sophisticated theory of re-
tail change that is based on the general systems theory introduced by Von Bertalanfty
(1968). This theory regards the retail system to be an open system, since it is subject to
influence from the environment. It also lacks the regularity of a closed system, such as
phenomena explained by physical sciences, but involves complexity and variance even in
similar to each other environments. The complexity of the retail system results from three
facts: (1) many environments exist, (2) humans can introduce variation through their be-
havior and may also control it to certain extent, and (3) the outcome is the result of the
interaction of the former two. The open system approach thus allows multiple outcomes,
given the same environmental conditions. (Roth & Klein 1993, 173.)

The theory proposed by Roth and Klein (1993), recognizes the importance of envi-
ronment in determining organizational survival, but also underscores the influence of
decision makers in the evolutionary process. The open system of retailing interacts with
the environment (supersystem), and also includes subsystems, which in fact are the indi-
vidual stores or retail multiple organizations. The hierarchy of the proposed system can

be observed in Figure 1.
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Figure 1 The retail system hierarchy (adapted from Roth & Klein 1993)

The eventual framework also includes consumers and other actors (e.g. suppliers) on the
individual level and on aggregate level. It is assumed that no individual decision maker
can change the environment through any activity, but such control can be exerted through
collective behavior. Further, the environment sets the limits for the store or firm survival.
(Roth & Klein 1993, 175.)

All the components of the system, including supersystem and subsystem levels,
should be studied simultaneously and not separately, in order to develop insight into the
interrelationships of the system. Porter (1980, 184) explains the perspective needed in
order to understand changes in industries: “They do not change in a piecemeal fashion,
because an industry is an interrelated system. Change in one element of an industry’s
structure tends to trigger changes in other areas.” Furthermore to understand the dynam-
ics of the system that define the possible outcomes of change, an understanding of causal
relationships should be developed through research and study. It is important to note that
through causal relationships no exact outcome of change can be predicted, but a feasible
set of outcomes, leaving us better off than dealing ignorantly with all imaginable out-
comes possible or impossible alike. (Roth & Klein 1993, 178.)

In the following subchapters the system hierarchy levels of the framework will briefly
be discussed'. The elements under discussion can be found in the research framework

depicted in the Figure 2.

! For more comprehensive discussion on the theoretical base of the research framework, one may refer to
the original work on the theme by Lorentz (2003).
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Figure 2 System hierarchy and firms (adapted from Roth & Klein 1993, Arnold et

al. 1983, Porter 1980)

The three level system hierarchy can be observed in the Figure 2. It is important to no-
tice that the framework is developed from the hierarchial presentation of Figure 1. The

elements are derived from theoretical considerations of established scholars. Discussion

on the three levels follows.



3.2  The operating environment

Retailers are part of the larger environment that endows them with resources, provides
them with opportunities and impediments, and determines their success and survival.
Certain factors exist in this level, over which the individual decision maker has no direct
control, but can only take them as they are given, and adapt to the changes as one sees fit.
This macroenvironment encompasses such sources of change as (1) demographic, (2)
economic, (3) cultural and social, (4) political and legal, (5) technological, and (6) natural
factors as is presented in Figure 2 (Arnold, Capella & Smith 1983, 107). All these factors
(the sources of change) may influence the industry and its individual actors in significant
ways, and thus efforts should be made in order to understand the influences and the
trends that occur in the environment.

Roth and Klein (1993, 175-176) summarize the retail environment as follows: “...the
environment provides potential expenditure, distributed over geographic space... Poten-
tial sales volume is largely determined outside the retail system. The system itself can
increase volume to a limited extent by lowering the price per item or by other marketing
action, but only at a cost in gross margin. The total amount of dollars available depends
on the environment.”

While there are obvious variables that contribute to the dollar amount available, such
as disposable income, population density and so forth, all the above stated environmental
sources of change affect in some direct or indirect way to the available expenditure in the
supersystem. Some of these can of course be influenced by for example managerial ac-
tion (e.g. marketing activities affecting need preferences), thus making the study of inter-
action among different levels of the system (super-, sub-) relevant.

According to Porter (1980, 4) the industry structure and competition is defined by five
driving forces, namely (1) the threat of new entrants, (2) bargaining power of buyers, (3)
threat of substitute products or services, (4) bargaining power of suppliers, and (5) rivalry
among existing competitors (see Figure 2). The last one of the forces is considered by the
author to be an inside the industry (system) force and thus is a subject touched upon in
the next subchapter. The other four can be considered part of the supersystem, into which
the focus system is embedded. These forces determine the profitability of the retail indus-
try, i.e. the bargaining power of suppliers and buyers, and the threat of new entrants and

substitute products set the margin levels available to the retail firms.
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3.3  Theindustry

Industries can be organized in various ways. Factors such as the number of firms in the
industry, product differentiation, entry barriers, level of consolidation or fragmentation
etc. in practice define the industry structure. In economic theory the questions concerning
the industry structure are approached mainly from the point of view of number of com-
petitors in the industry and their size. The main models are as follows: perfect competi-
tion, monopoly, monopolistic competition, and oligopoly®. The models are idealized ver-
sions of the reality and are mainly concerned of the problems of industry price setting of
output.

The above listed economic models of industry fail to recognize the vast variety in
firms, i.e. the firms are examined as homogenous groups. Clearly firms vary in relation to
their characteristics or traits, and how firms conduct themselves or orientate strategically.
While the outside industry forces appear to be the same for all the companies in the in-
dustry, there evidently are firms that manage these forces more successfully than others,
or in other words, they manage to be more profitable than other companies. The firms in
the industry can thus be categorized into groups that are defined by certain variables. A
group consequently consists of firms that are along specified dimensions similar to each
other. This concept of finer groupings in an industry has received wide interest and atten-
tion in many scholarly writings (e.g. Porter 1979, 1980; McGee & Thomas 1986; Caves
& Porter 1977, 1978).

The concept of strategic groups has thus become familiar in management science.
The term was first used by Hunt in his doctoral dissertation on white goods industry (Por-
ter 1972, 215)’. The concept has been later applied to for example consumer goods indus-
try (Porter 1979), pharmaceutical industry (Cool & Dierickx 1993), and retail industry
(Lewis & Thomas 1990, Harrigan 1985).

The presence of several strategic groups generally speaking means that the competi-
tive forces are not equally faced by all the industry firms. Profitability thus varies in the

various strategic groups. The inside industry competitive rivalry corresponds with the

? For more detailed and technical definitions of the models one may refer to for example Dobbson et al.
(1995, 147).

? Original source: Hunt, Michael S. (1972) Competition in the Major Home Appliance Industry, 1960-1970,
unpublished Ph.D. dissertation, Business Economics Committee, Harvard University, USA.
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amount of strategic groups: variables such as price competition, advertising, service
levels and so forth tend to increase as the variety of competitive strategies increases.
(Porter 1980, 138.)

Porter (1980, 138-139) identifies four factors that set the level of strategic group
competitive rivalry for customers attention: (1) the level of target market overlap among
groups (market interdependence), (2) the achieved product differentiation in the industry,
(3) the number of strategic groups and their relative market shares, and (4) the strategic
distance between groups (the extent of non similarity in strategy).

The main themes defining rivalry in an industry are listed in the Figure 2. Through the
study of industry structure, strategic groups, and competitive moves an understanding of
the competitive rivalry in an industry can be developed (e.g. Porter 1980, 138-139). Con-
sequently one increases in the ability to analyze the industry in its present state. The
aforementioned elements in question are also graphically presented in the Figure 2. We

now proceed to review the next level in our system hierarchy, namely firms in the indus-

try.

3.4  Thefirms in the industry

In our analysis of system hierarchy we have come to the last, and the most focused level
of analysis. Modern business organizations are complex systems indeed, and in our per-
spective, since we are focused on the industry itself, we define the firms in the retail in-
dustry as subsystems.

Without going further into detail in the theory review, we conclude that firms aspire to
grow due to their management teams’ underlying utility function maximization tendency
(e.g. Williamson 1963, 241). Competition is thus part of the picture, making collusion
evident. As Marris (1963, 197-198) points out, games are played among the competitors,
in which individual competitors’ characteristics (skills, determination, resource endow-
ments) determine the outcome.

Marketing is a process that facilitates the exchange of buying and selling messages
among firms, institutions, and individuals, and the distribution and availability of prod-
ucts and services. Marketing thus makes the ownership transfer activity possible, contrib-
uting to the level of economic activity in significant ways. Retailing is essentially a mar-
keting activity, and has an important part in the formation of a distribution channel that
facilitates the flow of goods and services (Mallen 1977, 2). Retailers as specialized firms

perform vital functions at the very end of the channel, and consequently reduce the com-
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plexity in the economic system. Since consumers demonstrate a specific time, place
and product related demand, that demand must be met with a matching specific supply.
By solving the complex problems of serving the customers’ needs tied to location and
time, retailers justify their existence in the channel. Further, by performing the assorting
activity, the retailers match buyers’ heterogeneous demand with potentially similar sup-
ply. (Bowersox and Cooper 1992, 92.)

Betancourt and Gautschi (1988) provide important insight into the nature of the re-
tail firm, by following “the tradition started by Coase” (1937). They generally concur
with the above considerations, and state the function of the retail firm to be the offering
of a product at an observable market price to consumers, and providing services that re-
duce the distribution costs of the consumers if they were to deal directly with the produc-
ers. Thus the product offered is seen as the explicit product of the retail firm, while the
distribution services as implicit products. Indeed, the various retail institutions in the
industry can be characterized by the means of implicit product offering level.

Terms such as discount store, convenience store, supermarket, retail warehouse,
hypermarket, department store etc. are often used in the literature without any further
definition. The terms usually to some sufficient degree describe the format’s strategic
orientation towards pricing, distribution service, and size (breadth, depth, floor space).

Table 1 summarizes briefly some distinctive characteristics of some of the generic store

types.

Table 1 General store type definitions (e.g. Arnold et al. 1983, 19)
Store type Definition
Discount store Emphasis on “price below competition”, utilizes large quantity

procurement, low mark-ups
Convenience store  Emphasis on location close to customer and opening hours, “price
with/above competition”

Supermarket Large scale retailing, wide breadth, one-stop shopping, origins in
the US
Hypermarket Combination of discount store, supermarket, and warehouse op-

erations in one place, origins in Europe (France)

Retail warehouse = Large scale, low rent and isolated buildings, minimal services,
low price

Department store ~ Usually prime location emphasis, organized into departments by
merchandise
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Obviously the store format types presented in Table 1 apply mostly to markets with
certain level of economic development. In most parts of the world more down to earth
approaches to retailing exist side by side with the highly developed formats. For example
in Russia a wide variety of retail establishments exist, even though the economic devel-
opment experienced in the country will eventually narrow down the abundance in variety.

Particular interest is given to the subject of retail chains, due to the nature of this re-
search. One might define a retail chain or store network to be a group of stores or outlets
under the same authority of control. How many store units constitute a chain is also a
relevant question. According to Hawes and Crittenden (1984, 278) four or more stores
are commonly recognized to constitute a chain organization. Originated from a study of
the US fast food industry Cliquet (2000, 376)* presents findings that the management of a
store chain means taking up four challenges, namely (1) adding new units to the chain,
(2) maintaining uniformity throughout the chain, (3) responding locally if necessary, and
(4) adapting the entire chain in the face of rising threats and opportunities. The challenges
are influenced by the firm’s strategic orientation, its stage of development, and industry
dynamics. The challenges seem readily applicable also to food retailing.

How does one analyze the firms in an industry? Financial analysis is widely utilized in
a variety of contexts as is evident from number of business periodicals. Ratios based on
usually two pieces of financial data can be calculated for the benefit of the manager,
owner, or investor (Van Horne 1995, 759). For the analysis of a retail firm several mean-
ingful ratios could be identified, concerning for example profitability, efficiency, scope,
or inventory levels.

Instead of concentrating efforts on detailed financial analysis of a firm though, one
may focus on constructing a descriptive profile that would potentially have predictive
powers to at least a limited degree. The framework for industry grouping analysis has
already been explored, which helps in understanding competition and rivalry in the indus-
try. In fact it is may still be important to go deeper, and focus on the individual firm as a
unit of analysis. Competitive games are played out among the strategic group members,
while other firms in the industry may participate as well. In order to understand these
games and possibly even predict their occurrence or even outcome, we must concentrate
on understanding the firm and its relation to each of the competitors, making the competi-

tor analysis essentially a firm-specific analysis (Chen 1996, 103).

4 Original source: Bradach, J. L. (1998) Franchise Organizations, Harvard Business School Press, Boston,
MA.
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This study has been greatly influenced by the work of Porter (1980), which makes it
appropriate to present the framework for competitor analysis by the same author. Porter
(1980, 48) defines four diagnostic components which together make up the competitor
response profile.

The knowledge of the future goals of the competitor helps the analyzer to determine if
the focus firm is satisfied with its status, and what actions it may undertake in order to
reach its goals. Insight can also be gained on the way that the firm may react to competi-
tive moves by other firms.

Competitor assumptions fall in to two categories: about the competitor itself and about
the industry and the other competitors. How one perceives one’s position in the industry,
what effect do values have on one’s operations, what are the beliefs of future demand,
how are the competitors strategies perceived, are among the questions that make up the
focus firms assumptions, which in turn affect its response profile.

Current strategic orientation is a significantly important area in response profile de-
termination. It gives the analyzer a good idea of the firm’s attitudes towards various func-
tions and their importance for the firm.

Finally the analyzer must realistically assess the capabilities of the focus firm. The
goals, assumptions, and strategies will influence the probability, timing, nature, and in-
tensity of the focus firm’s reactions, while capabilities determine the ability to respond to
strategic maneuvers and changes taking place in the operating environment.

In the light of the created response profile, an analysis should be made of the probable
offensive moves that the firm might execute. On the other hand the firms defensive capa-
bility is also part of the analysis. Answers to the following four questions helps to grasp
the essentials of response profile: (1) is the competitor satisfied with its current position;
(2) what likely moves or strategy shifts will the competitor make; (3) where is the com-
petitor vulnerable; (4) what will provoke the greatest and most effective retaliation by the
competitor. (Porter 1980, 49.)

The main themes in the previous review touched upon the tendency of the firms to
grow, retail chain organizations in particular, and various retail store types. The concepts
of firm analysis were also elaborated on. (see Figure 2.) Utilizing these themes and points
of interest, the author intends to describe the trends and entities in the industry currently

under our focus.



15

4 METHODOLOGY OF THE STUDY

The purpose of the research was to study the food retail industry in Russia and gain a
holistic understanding of the trends and phenomena taking place in it. A part of the pic-
ture is naturally the companies that operate in the industry. The interest is focused on the
retail chain organizations, which can be defined as organizations operating in more than
one location (more than one outlet) and engaged in the retailing of food to some degree.
Due to our geographical focus only firms that have operations in Moscow or St. Peters-
burg (or both) are included. They might of course be expanding their operations in other
regions of the Russian Federation also.

The theoretical approach in the study required the use of systems approach, and in the
course of theory review a theoretical framework (Figure 2) was developed in order to

address the first research question, but also to aid in the later analysis of the industry

4.1  The research data and the choice of analysis method

The need to understand the food retailing industry in Russia brought out the need to find
information that would be relevant, accessible, and even possibly reliable. The time and
resource constraints also set limitations for the available data and research method. It was
expected by the author, based on own experience and scholarly writings (e.g. Liuhto
1999, 107), that it would turn out to be a difficult task indeed to gather primary data from
the Russian companies. The available financial information can be considered somewhat
unreliable, while some companies readily provide information, at least when it is posi-
tive.

As a result of a useful hint, it was determined by the author to base the study on read-
ily available information in the Internet web site (www.product.ru), in which a vast data-
base of business newspaper articles was available to any user. The site as a source is
elaborated on in Appendix 2. The articles were organized by general topics, of which
“retailing” (po3nuuHas Toprosisi) proved to be adequate indeed. The articles ranged from
the year 1999 until the present day. Included were all the topic related articles from vari-
ous Russian newspapers and news agencies. As the sample of articles should include only
relevant to the food retailing industry articles, a simple heuristic decision rule was de-
fined: if the article touches upon the themes that affect retail industry as a whole (super-
system), or describe the food retail industry as whole (system), or the organizations in it

(system), it should be included in the sample. The sample articles were chosen from the



period of 1.7.2002 to 31.10.2003 (16 months), and using the sample decision rule, 330

16

articles were included in the sample that were published in the above defined period. Fig-

ure 3 presents the time distribution of sample articles.
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Figure 3 Time distribution of sample articles

As can be observed in the Figure 3 at least 15 articles describe the monthly events, except
in January 03, when the small amount (7) articles may be explained by cultural reasons

(in Russia national holidays take a significant part of January). It was expected that a time

span exceeding at least one year would prove long enough to relay trends and phenomena
in the system. The original sample period of 12 months was extended to 16 months as the
research execution was prolonged due to author’s limited resource capacity. It was felt
that most up-to-date articles and information should be included in the study. Effectively

a 4 month delay in research process resulted in a 4 month increase in sample period,

which can be considered only positive from the point of view of research’s descriptive

power.

Table 2 lists the sources of articles in order of descending frequencies in the sample.
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Table 2 Sample article sources
Cumulative
Frequency Percent Percent

Vedomosti 182 55,2 55,2
RBK 33 10,0 65,2
Izvestija 10 3,0 68,2
Gazeta 10 3,0 71,2
Kompanija 10 3,0 74,2
Finansovie Izvestija 9 2,7 77,0
RIA"Novosti" 9 2,7 79,7
Regnum.ru 7 2,1 81,8
Kommersant 6 1,8 83,6
ABN 6 1,8 85,5
Praim-Tass 5 15 87,0
Product.ru 4 1,2 88,2
Vremja Novostei 4 1,2 89,4
Ruskii fokus 4 1,2 90,6
Interfaks 4 1,2 91,8
Regions.ru 3 9 92,7
Stolitsnaja vetsernaja ga 3 9 93,6
Vedomosti-Nizhnii Novgoro 2 6 94,2
Kommersant-Daily 2 6 94,8
AK&M 2 ,6 95,5
Ekspert 2 6 96,1
RBC Daily 2 ,6 96,7
Delovoi Peterburg 2 ,6 97,3
CKRIN"Emitent" 1 3 97,6
NEWSru.com 1 3 97,9
Agenstvo Finmarket 1 3 98,2
Kommersant-dengi 1 3 98,5
Novosti torgovli 1 3 98,8
Vedomosti-Spb 1 3 99,1
Vedomosti-Zapadnaja Sibir 1 3 99,4
Vremja MN 1 3 99,7
FIS 1 3 100,0
Total 330 100,0

Evidently the articles are from a number of different sources, which contributes to the
formation of unbiased view of the events in the industry. As can be observed in the Table

2, the daily business newspaper Vedomosti is the most significant source of the sample
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articles with the share of 55,2 percent of the total. Ten most significant sources make
85,5 percent of the sample articles. In order to provide a way to evaluate the reliability of
the sources, a brief description of the ten most significant sources is provided in the Ap-
pendix 2.

In considering the best way to process the data and analyze it, the author concluded on
the use of content analysis as the method of research. The method provides appropriate
tools for the analysis of great amount of varying in type data. Krippendorf (1980, 29-31)
lists the major benefits of using the method to be as follows: (1) content analysis is an
unobtrusive technique, (2) content analysis accepts unstructured material, (3) content
analysis is a context sensitive and thereby able to process symbolic forms, and (4) content
analysis can cope with large volumes of data. The author considers the use of vicarious
data as an unobtrusive method of research as useful in this particular case. The perceived
secretive Russian business culture may cause problems in obtaining accurate and reliable
primary data through interviews, as the researchers motivations for conducting the re-
search may be perceived suspicious by the interviewees. Of course other arguments sup-
port the choice made on data, as has been stated above. In the following the method of

content analysis is described in both general and contextual level.

4.2  Content analysis as a method of research

Content analysis can be generally defined as a combination of qualitative and quantitative
method for data analysis, through which one studies the form or content of written or
spoken word. The content of the sample documents can be described verbally or statisti-
cally, which an approach brings quantitative flavor to the method. One may focus on ana-
lyzing the actual content (meaning of data) or the form of the data (structure: location,
design, use of pictures etc.) in one’s research approach. (Essential features of content
analysis, 2003.) The data may be in the form of for example interview tapes (transcribed
into text), letters, advertisements, newspaper articles, memos, essays, and so forth. For
example Wahlroos (2003) conducted a qualitative content analysis on the EU’s pharma-
ceutical legislative documents in his doctoral dissertation.

The options in one’s research approach in content analysis are described in Figure 3.
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Content analysis

¥ °

Quantitative content analysis Qualitative content analysis
Theory based Systematic con- Data based
classification tent analysis classification
based on theory
and data

A 4
Results presented Results presented Grounded theory-
as statistics as concepts approach
Figure 3 Content analysis approaches (Quantitative or qualitative approach in con-

tent analysis, 2003)

In quantitative content analysis the frequencies of specified words or phrases are ana-
lyzed through methods of statistical research. Results naturally fall in the numeric format.
Classifications are usually selected beforehand and may not be changed in the course of
the research. The qualitative approach can be divided into three categories depending on
whether the content classification is based on (1) ex ante developed theory framework
and classifications, (2) the classifications are derived from data (Grounded theory- ap-
proach), or (3) the data classifications are derived from the interactions of theory and
data. The last option provides flexibility into the research, as the ex ante developed
framework can be supplemented as important aspects arise from the data. As is evident
from the Figure 3, it is possible to combine the quantitative and qualitative sides of the
method, and as a result convey a better picture of the data. (Quantitative or qualitative
approach in content analysis, 2003.) In this case we have an ex ante developed frame-
work, from which we derive classifications for the data. In other words the developed

framework is utilized in the holistic description of the focus industry.
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4.3  Conducting a qualitative content analysis

Four general steps can be distinguished in conducting qualitative content analysis: (1)
transforming data into text form, (2) developing a classification system and outlining a
classification structure, (3) defining the analysis unit and segmentation of data, and (4)
coding and reporting data. The first step is clear enough: if the data is for example on
tapes (e.g. interviews) it must be transcribed into text form. (Conducting a qualitative
content analysis 2003.%) The other steps are worthy of further attention, and are described
below. In each case we first provide some theoretical considerations and proceed further

by describing the actual research of this study.

4.3.1 Developing a classification system

The development of a classification structure has crucial implications, and should be
conducted carefully. The classification system should be based on the research questions
and possible theory framework. The data is read through several times, and classified or
coded in order to assign it to the defined classes for the purpose of further study. Often
new classes arise as one reads through the data. Memos may be written in the process,
which helps later to summarize the important themes. Classification rules, helping cate-
gorization along certain variables, should be drafted. (Developing a classification system
and outlining a classification structure, 2003.)

In order to provide answers to the second research question, namely the identification
of prominent trends, phenomena, and agents in the industry, a logic of measurement must
be established. The author attempts to follow the simple line of thought, which goes as
follows: the news relayed by the mass media will to some degree reflect the actual state
of the society of which it is a part of. Thus by studying the relevant sample of news, one
may obtain a picture of the society, industry, or phenomena of which one is interested of.
More so, if the news included in the sample come from a number of different sources,
perceived as reliable, thus relaying the unbiased view of number of writers, editors, and
experts. Intuitively such a collection of perspective and experience, should on average
relay a relatively correct and truthful reflection of the reality worthy of study and analy-

sis. The study is founded on this base of logic.

> Original source: Chi, M. (1997) Quantifying qualitative analyses of verbal data: A practical Guide. The
Journal of the Learning Sciences, Vol. 6, No. 3, 271-313.
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As one operationalizes the logic, the idea is to simply measure the frequencies cer-
tain topics appear in the data, and thus determine the particular topic’s or entity’s signifi-
cance in the industry. If for example a number of articles, paragraphs or sentences touch
upon the topic of retailer consolidation, it could be concluded that the bargaining power
of suppliers seem to be diminishing, i.e. channel power is shifting towards the retailers,
an important piece of information for one studying the industry. In this way we may de-
termine the prominent sources of change, forces, intensity of rivalry, and powerful agents
in the industry.

It is important to note that for example in the case of rivalry, we cannot by the means
of this method measure the actual intensity of it, but merely the frequency the topic of
industry rivalry is discussed in the material under scrutiny, i.e. the authors of the articles
perceive it to be important factor in the industry. Of course it may give us an idea of the
general level of rivalry, but still much depends on the interests and the perceptions of the
article authors. After all, our data is secondary in nature. Thus, in order to determine the
degree of rivalry, a closer look is needed. The idea is also to collect information and pro-
vide summaries on topics and profiles of companies that are perceived to be salient (a
number of hits in the content analysis) in the industry at this point in time.

In order to code and further segment the data, a classification system is needed. Based
on the research framework, certain categories, classes or topics can be identified, of
which we are interested in. By creating the classification system with rules or at least
guidelines, it is possible to assign the unit of analysis into a class, i.e. code it according to
its content. When the unit of analysis is labeled, it can be subjected to further analysis. In

the Table 3, the system hierarchy elements are provided, with classification guidelines.
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Table 3 Classification system

System hierarchy element /
Code

Operationalization / Classification guideline

Supersystem
Sources of change
Demographic (DEM)
Economic (ECO)

Cultural & Social (C&S)
Political & Legal (P&L)
Technological (TEC)
Natural (NAT)

Forces
New entrants (ENT)

Buyers (BUY)

Substitutes (SUB)

Suppliers (SUP)

System
Rivalry
Structure (STR)

Strategic groups (GRP)

Competitive moves (MOV)
Subsystems

Firm growth (GRO)

Retail chains (CHA)

Store types (TYP)

Firm specific information
(INF)

Population growth/decline, urbanization, age distribution.
Inflation, GDP, interest rates, exchange rates, increased retail
turnover, investment climate etc. (focus on the retail firms,
compare with System/Buyers).

Consumerism, time-poverty, socio-economic status.
Government regulation & restrictions, taxes, bureaucracy.
Computerized check-outs, barcodes, electronic point-of-sale
equipment, electronic fund transfer, inventory & logistics han-
dling, consumer mobility, communication, storage ability.
Energy costs, recycling, pollution, disasters, climate, contamina-
tion etc.

International entrants, domestic entrants. Entry obstacles:
economies of scale, product differentiation, capital require-
ments, access to distribution/supply channels, cost disadvan-
tages independent of scale, government policy, expected retalia-
tion.

Willingness to buy / ability to buy: national economic situation,
household finances, inflation, unemployment, a good time to
buy, saving conditions, ICS. Change in product preferences.
(focus on consumers, compare with Supersystem/Economic)
Old retail formats (e.g. markets, kiosks, street vendors) vs. New
retail formats (e.g. chain organizations, supermarkets, hyper-
markets, discount stores, deliveries, e-commerce etc.) related
discussion.

Consolidation / shifts in channel power: alliances, volume in
purchase, long-term relationship management, manufacturer‘s
brand vs. private label, promotional cost sharing, relationships.

Market shares and sizes of firms (monopoly, joint oligopoly,
equal oligopoly, fragmented structure).

Strategies: growth, selectivity, productivity, retailing mix (loca-
tion strategy, merchandise strategy, pricing strategy, communi-
cation strategy).

Entries, mergers, acquisitions, aggressive pricing, advertising
campaigns, geographical expansion, local store network expan-
sion, investments, cooperation initiatives brand launches etc.

Horizontal-, vertical-, integration, organic-, in turnover, in vol-
ume, etc.

Store networks, control: franchising vs. firm ownership, chain
maintenance.

Discount stores, convenience stores, supermarkets, hypermar-
kets, department stores etc. related analytic discussion.

Future plans & goals, current strategy, financial information,
market shares etc. Identification of individual retailers.
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Each of the elements has been assigned a three letter code (e.g. DEM, ECO), the use

of which is considered helpful in the coding process. The respective guidelines are at-
tempts to operationalize the system hierarchy elements. Their purpose is to give the au-
thor-analyzer guidelines that would help in the process of putting labels or assigning

codes to the each of the units of analysis.

4.3.2  Defining the unit of analysis

The third phase in the content analysis execution is the definition of the relevant unit of
analysis. The unit of analysis can be for example words, phrases, etc. that convey a mean-
ing, theme or an idea. Segmentation is partially determined by the unit of analysis, “and
the data is segmented into relevant pieces according to these units.” (Defining an analysis
unit and segmentation of a data, 2003.)

At this point, the unit of analysis is defined for our research purpose. It is clear that we
are studying individual articles that could naturally be perceived as feasible units of
analysis. However, one article may contain information on more than one topic or ele-
ment, and thus we must define as the unit of analysis a word, a phrase, or a paragraph that
conveys a distinctive enough meaning, that it can be assigned a code, such as was defined

in the Table 3 classification structure.

4.3.3  Coding and reporting in content analysis

The fourth phase in the method of content analysis is the activity of coding the data. This
in the context of content analysis means the process of writing memos or interpretations
of the text or the unit of analysis, or simply assigning labels for the units of analysis.
Coding can be extended to several different levels in the unit of analysis. For example in
a general level codes can be assigned to for example to individual newspaper articles, or
further to each paragraph, phrase or even word of the article. (Coding and reporting a
data, 2003)

In order to code the sample articles the author produced printed copies of the articles
from the source web page. The articles were placed in binders in a chronological order.
To help in the later analysis and data retrieval, a Microsoft Access -database was created,
each article forming a database record with a number of fields containing information on
the article. Table 4 lists the database fields.
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Table 4 Database fields and descriptions

Database field | Description of content

No An assigned serial number for the article

Date The publishing date of the article

Source The original source of the article

Theme 1-8 System element / theme in line with classification guideline identified

Company 1-5 Company name detected in article

Notes Notes on the article

Heading Article heading in Russian

The number of database fields in the case of themes (8) and companies (5) was predeter-
mined. Last ones of these particular fields were programmed to be able to contain more
information or codes, in case an article contained more than 8 themes. Each article was
assigned a serial number (1-330) for the purpose of exact identification and reference.
The publishing date and the original source were determined and recorded. The article
was read through once, and after second reading, was assigned codes according to the
classification guidelines defined in the Table 3. If the unit of analysis contained exact
words or expressions (their Russian equivalents), or seemed to relate to the element or
topic as defined in the guideline, the respective code could be assigned. All the detected
company names were also recorded in the database. Finally a short summary on the arti-
cle was written in the Notes section of the record, as it would enable later search of par-
ticularly interesting articles. The paper version of the article was marked the assigned
serial number and the theme codes, and the detected company names were underlined.
Other markings of free form were used to emphasize relevant parts or words from the

article text. Figure 4 illustrates the processing of a sample article.
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Jlenta HoBOCTEH Product.ru q' Page 1 of 1
AEHTE CHa Mau GRo ) «k
HOBOCTEL 1 : !

Rara Apxup  Paccrinka

Toproeas ceth "O-Keii" naanupyer k 2006 r
nocrponts B Cankr-Ilerep6ypre 10
FUTIEPMAPKETOB

ABH, 21 aBrycra 2003 r

Toprosas cets 0-Keiji" nnanupyer k 2006 r
nocrpouts B Cankt-[lerepdypre 10 runepMapkeTos
obieit croumocTbio okos10 80 miH nonn. Kak
cooOuim ceroans, 21 asrycra, Ha npecc-
KOH(epeHLINH aAMHUHHUCTPATHBHBIH AUPEKTOP
xomnauuy Brnaancnas Kyp6artos, yxe B ceHTs6pe Ha
yray yn. Tunanosa u rip. KocMOHaBTOB OyAeT OTKPBIT
TpeTuil runepmapkeT oduiei miowanso 12 Thic. KB.
METpos. Toproeas niolaib COCTABUT B ThIC KB M.
O6BbeM UHBECTHLIMI B KaX/Iblif HOBbI rHTIepMapKeT
ceTH cocraBnseT nopsaka 8 man aonn. B marasube
Oyzner npeacTaBjieHo nopsiaka 25 ThiC. HAaUMEHOBAHUH
npoaykuuu. B nansHeiiem Kmnaunpyﬂ
OTKPbIBATH 110 J1Ba HOBbIX rHIepMapkeTa B roa go 2006
r. 3acTpoiMKoM Mo MpoekTy BelcTynut 3A0
"Topunaa". Kpome toro, y cet "O-Keit" ectb miiaHbl
110 Co31aNMIO ceTi cynepmapketo. Ho o

MHBECTULIUHA B NPOEKT ¥ CPOKM €0 peajy3alum noxa
He pasrnamarorcsi. HanomuumM, uro cets "O-Keit"
co3nada B Cankr-TlerepOypre B mae 2002 r. B
SHacTosillee BPEMA B Topo/ie paboTaeT ABa
runepMapketa komnaHuu. KoHTpobHBIH nakeT akuuii
KOMIMaHWH MPUHAIJICIKHT KOMITAHUH

"Dorinda" (JTioxcem6ypr).

Figure 4 [lustration of sample article coding

The assigned serial number (275) is marked in the upper right corner of the document

with assigned codes marked underneath. The original source and the publishing date can

be identified below the article heading. Company names and important information are

marked as was discussed previously. Table 5 presents the information recorded in the

article database.
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Table 5 Example of Access database record content

Field name | Field content

No 275

Date 21.8.2003
Source ABN
Theme 1 CHA

Theme 2 MOV

Theme 3 GRO

Theme 4 INF

Company 1 | Okei

Notes “Spb hypermarket chain plans to open 10 hypermarkets in Spb by 2006,
investments $80 million. 3rd one will open in September 2003. Plans to
introduce a chain of supermarkets also. Company ownership discussed.”

Heading Toprosas cerp "O-Keit" mmanupyer k 2006 r moctpouts B CaHKT-

ITetepOypre 10 runepmMapkeToB

In the above describe manner, the sample of 330 articles were processed in a time period
of 16 days during October 2003. Although the analysis schedule may seem intense in-
deed, the author felt that an appropriate level of accuracy was maintained in the article
analysis and coding.

Finally, the reporting of the data can be done in several formats. As one can easily de-
rive quantitative data using content analysis, statistical calculations and methods such as
frequencies, cross-tabulations, and variance analysis can be utilized in the reports. Sam-
ples and quotations can be used to describe data and strengthen the reporting in verbal
form. Summaries may be drafted on classification topics or themes perceived important.
(Coding and reporting a data, 2003.) In this case, the author utilized computer software
(Microsoft Excel, SPSS) to extract quantitative results from the database. The created
Microsoft Access -database proved to be useful aid in data retrieval as the process of
summary writing was initiated. Query- and Find-functions ensured quick access to the
relevant records. Consequently quick reference could be made to the printed articles

themselves. The content analysis results are reported in the next chapter.
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4.4 Establishing research trustworthiness

It is the aim of every scholar to establish a level of trustworthiness in one’s research. In
simple terms one seeks to persuade the given audience that the presented results are
worth paying attention to, that the researcher has not been simply making merely subjec-
tive observations lacking scientific discipline what so ever. In the following, certain as-
pects, pertaining to the validity and reliability of this research, are elaborated on briefly,
in order to present sufficient arguments for the establishment of the required level of re-
search trustworthiness.

Some basic concepts have been established in the phraseology of research evaluation
discussion (see e.g. Hirsjirvi, Remes & Sajavaara 2001, 213-215; Eskola & Suoranta
1998, 214-215; Lincoln & Guba 1985, 398-399). The research reliability refers to the
ability of the used research method to reproduce sufficiently similar results from the same
data in some other point in time. The concept is readily applicable to quantitative meth-
ods, but can be determined in qualitative analysis methods also: for example two individ-
ual researchers may extract sets of results from the same data, which can be compared for
the purpose of determining reliability. Additionally we may assess a research through the
concept of validity. This refers to the research method’s or variable’s ability to measure
the intended phenomena. In the case of using inappropriate tools or data in order to
measure or study the occurring phenomena, strongly biased results may be obtained.
(Hirsjarvi et al. 2001, 213-214.)

Clearly in some cases the research reliability and validity can be hard to establish. The
lengthy procedure of qualitative data gathering and processing may not readily replicable,
at least not as easily as some computer aided quantitative analysis of data. Typically lim-
ited human cognitive resources may for example cause validity reducing misunderstand-
ings in an interview situation. According to Hirsjdrvi et al (2001, 214), the reliability and
validity of the research can be enhanced by reporting the research execution in detail.
This reporting should extend to all the phases of the research. The conditions, sources,
and locations are all practical and important information for the evaluator of results. Pos-
sible misunderstandings, false perceptions, and healthy self-criticism also have their place
in the report. By presenting the arguments from which the conclusions are drawn, the
researcher may further contribute to the trustworthiness of the research.

Krippendorff (1980, 21) defines content analysis as “a research technique for making
replicable and valid inferences from data to their context.” The quote has important im-
plications. As in any scientific research one does need tools in order to conduct research,

and while individual scientists may conduct research with the same data in different cir-
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cumstances and in different points in time, the results that surface from the data should
effectively be the same. Or in other words the research should be replicable. It is the same
with content analysis; it should be systematic and comprehensive as a method of re-
search. (Krippendorf 1980, 21.)

The author has attempted to report the research execution in sufficient detail. The re-
search is built on a sound base of theory, of which the presented theory review and the
derived framework (Figure 2) is a proof. In the end, the research will stand or fall with
the classification system presented in the Table 3, as the study and analysis of the data is
strongly based on it. It is clear that during the tedious analysis of the sample articles the
author was subject to possible omission of facts and incorrect coding. This is unfortu-
nately the nature of man. The effort was made to utilize computer as an aid in data proc-
essing in order to reduce the most blatant mistakes. The original sources of the articles
may be appraised by referring to the Appendix 2. Appendix 3 provides the references of
the articles used in the sample, thus providing an opportunity to replicate the research.
The number of articles in the sample (330) was considered sufficient in relaying a truthful
picture of the reality. It was felt that a sufficient amount of information was obtained as
the sample articles spanned a 16 month time period to the present (31.10.2003); all the
classification themes were covered to some degree, and no major events or phenomena in
the past (outside our sample period) were referred to in the sample articles.

Few words on making valid inferences from data. It is clear that much depends on the
abilities and experiences of the individual conducting the research how he will interpret
the data, or whether he distinguishes the possible symbolisms and hidden messages in the
data (Krippendorff 1980, 23). If one contemplates too much on one’s limited cognitive
resources and abilities to conduct objective research, the task may be perceived as impos-
sible indeed. Still some principles aid in at least partially fulfilling the scientific require-
ments. Gronfors (1982, 178) elaborates on the validity of the qualitative research and
states that practically the only way to prove the validity of the research is to describe the
research process in a detailed manner, thus giving the reader an opportunity to evaluate
for example the inferences made through a content analysis. The greater the amount of
detail of the research process, the greater the validity of the research (Gronfors 1982,
178).

The author’s ability to process a volume of Russian language newspaper articles may
clearly serve as a source of low reliability and validity in the research. Having spent two
years in the country and actively pursuing to master the language, and later participating

in the high standard Russian classes of Turku School of Economics and Business Ad-
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ministration, the author considers his acquired language profieciency sufficient for the
task.
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3) THE STATE OF RUSSIAN FOOD RETAILING IN Q4/03

As has been described earlier, codes have been assigned to the sample articles according
to their content. The total amount of codes assigned reached 1109. As we look into the
assigned code frequencies or percentage shares, we may draw conclusion of the overall
content of the sample articles, i.e. we may identify the prominent events, phenomena, and
themes in the Russian food retail industry that have been discussed in the media during
the 16 months of July 2002 to October 2003. Figure 5 presents the results in percentages
of total.
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Figure 5 Percentage share of code frequencies in the sample articles

From Figure 5 it is clear that some topics have been discussed more extensively than oth-
ers. The different system hierarchy levels have also been discussed to varying extent:
supersystem variables (Demographic, Economic, Cultural & Social, Political & Legal,
Technological, Natural, New entrants, Buyers, Substitutes, Suppliers) have a 19% share,
system variables (Structure, Strategic groups, Competitive moves) have 21% share, and
subsystem variables (Firm growth, Retail chains, Store types, Firm specific information)

a healthy 60% share of the total amount of assigned codes. Thus the subsystems, i.e. re-
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tail firms, have received more attention from the media during the focus time period.
Other system hierarchy levels, i.e. sources of change and forces in the environment, and
inside industry rivalry, have more or less equal shares.

In the following all the supersystem, system, and subsystem elements in the given re-
search context will be discussed in more detail. The extent of elaboration on specific
topic will be in somewhat direct relation to its percentage share, i.e. how extensively the
topic was discussed in the sample articles. Of the supersystem sources of change the eco-
nomic (2%), and the political and legal (5%) sources of change seem to stand out as sig-
nificant ones. In the case of supersystem forces the new entrants (4%) stands out as a
salient force. Buyers, substitutes, and suppliers have all a 2 percent share of the total. In
the system level we can perceive one major topic with 15 percent share. Competitive
moves can thus be perceived as a particularly important topic. Of the system variables
structure (3%) and strategic groups (4%) have a significantly lower share of the total.
Lastly in the subsystem level we have three major topics (firm growth 13%, retail chains
27%, firm specific information 18%) that seem to have the most significance. Store types
with a 2 percent share (a minor topic in subsystems) will be given attention due to per-
ceived Russian peculiarities. The author now proceeds to discuss the system hierarchy
topics in the research context. References will be made to the sample articles by using

their assigned serial numbers (see Appendix 3).

5.1  Supersystem elements in Russian food retailing

511 Demographic (DEM)

The demographic source of change refers to such topics as population growth, urbaniza-
tion rates, and age distribution. Only three articles in the sample made reference to the
topic, making it a minor source of change in the supersystem (environment) level. It
seems that no drastic events can be perceived that would threaten the food retailers or
create lucrative business opportunities. The article 237 elaborates on the Moscow’s poor,
invalids, and veterans, which according to some accounts make 22-23% of the capital’s
population. As will be discussed further, local authorities plan to establish a special store

chain to serve the needs of this segment of low purchasing power.
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In connection with regional expansion to other parts of Russia, the retail firms
evaluate cities along certain variables, including population. Commonly only cities with a
population of more than a million will qualify. Some analysts recommend cities with a
population of 500 000 — 1000 000 people, where competition is yet nonexistent and
population’s interest is guaranteed. (article 259.) One article referred to the share of urban
population in the Leningradskaja Oblast® as one retail firm was planning entry into the
regional centers (article 290). From the theoretical point of view it is sensible for the Rus-
sian retail chains to focus on the urban centers (starting from Moscow and St. Peters-
burg), as the high concentration of people in a geographical area makes retailing as dis-
tribution function more effective and consequently more profitable.

In addition to the information gathered from the sample articles, the author will pre-

sent basic demographic information pertaining to the focus area (Table 6).

Table 6 Demographics in the focus area in 2001 (Vendja — Baltia —tietokanta, Ti-

lastokeskus)

Russian Federation Moscow St. Petersburg

Population 144 million 8,54 million 4,60 million
Pop.growth/decline % | -0,6% 0,1% (2000)  -0,7% (2000)
Share of urban pop. 73% 100% 100%
Pop. / km® 8,5 318,8 73,2
Life expectancy M/W | 58,9/72,4 (2000) 60/72 (2000)  61,8/73,8 (2000)

Russia is a vast country with a 144 million population, of which a majority lives in the
cities or towns, Moscow and St. Petersburg being the major most populous by far. Total

population is on decline, with Moscow still holding on with 0,1% annual increase.

5.1.2 Economic (ECO)

The economic source of change refers to the such economic variables as inflation, GDP,
interest rates, exchange rates, investment climate etc., that have an impact on the retail

industry as a whole and also to the retail firms. Consumer purchasing power and willing-

6 oblast — area, administrative area (061acTh)
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ness fall under the topic of buyers (BUY). 17 sample articles made reference to the
topic with a 2% share of the total amount of assigned codes, making it the second most
important source of change in the Russian retail supersystem (Figure 5). Three major
themes dominated the economic environment related discussion in the sample articles:
(1) retail market potential and turnover, (2) Russia as an attractive retail market for inves-
tors, (3) inflation.

Market potential is perceived to be “huge” with lots of untapped sources of revenue.
In July 2002 the Moscow and St. Petersburg combined retail market potential was as-
sessed to be $16,5 billion (article 16). In January 2003 the volume of retail trade during
2002 was announced to have reached 3,72 trillion rubles, a 9,1 percent growth from pre-
vious year. Share of food retailing was 46,4 percent. (article 130.) The growth has been
steady throughout the sample period: in May 2003 the Goskomstat announced a healthy
8,9 percent growth in retail turnover during 1Q/03, the share of food retailing being
46,8% (article 209). And again the same source published 1-3Q/03 retail figures in Sep-
tember 2003 suggesting an 8,2 percent growth from last year. The share of food was 45,6
percent of the total of 3,193 trillion rubles. The strong growth is projected to continue in
the near future. (article 322.)

The second major theme touched upon the attractiveness of Russian retail trade
market for investors. Due to the strong growth in Russian retail turnover and poor eco-
nomic performance in other parts of the world, Russia is perceived by some as an attrac-
tive market for foreign investors (article 73). On the other hand for example European
retail firms may have to delay their entry to Russia and defend their market position in
the European home markets due to the worsened economic situation (article 76). Undis-
putedly the Russian retail market is perceived as lucrative. The GRDI (Global Retail De-
velopment Index) results were published again in July 2003, and this year Russia took the
first place as the most attractive retail market in the world. In 2002 Russia held the 4™
position. The improvement in position was largely due to the improved country risk. The
GRDI is published annually by A.T. Kearney, and it measures retail market attractiveness
through three variables: (1) country risk, (2) level of market saturation by modern retail
formats, and (3) time factor measuring the speed of market saturation by modern retail
formats. The massive entry of foreign retail chains into Russia is expected to happen in
the near future. (article 249.)

Third major economic theme in the media discussion was determined to be the infla-
tion in the economy. Prices for services and other inputs are rising. Consumers feel the
inflation in product prices. (article 258.) Quite exceptional is the August of 2003 devel-

opment in consumer good prices: prices went down for 0,4 percent on average due to an
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exceptionally good crop (article 284). Increased competition for location among the
chains raises prices of real estate in major urban centers (article 261). As was presented
earlier in theory review, inflation hinders the development of retail function by causing
uncertainty in the consuming public and raising retailer costs (consider for example the
raising prices on real estate in Moscow).

The economic outlook for Russian food retailing can thus be determined to be rela-
tively positive. The amount of available money in the supersystem is on the rise and for-
eign investment is flowing in due to the improved investment climate, which may of
course be soured by the recent Jukos incident. We proceed to provide some recent eco-
nomic data, since it is believed that such information may be useful in understanding the
state of the Russian retail system. The Russian macroeconomic indicators can be ob-

served in Table 7.

Table 7 Russian macroeconomic indicators (Russian Economy, The Month in Re-
view 10/2003; Vendjd — Baltia —tietokanta, Tilastokeskus; Main macro-

economic indicators 2002, Goskomstat)

1998 1999 2000 2001 2002 2003
GDP, % -5,3 6,4 10,0 5,0 4,3 7,0 H1/03
Industrial production, % -5,2 11,0 11,9 49 3,7 6,6 1-8/03
Retail trade, % -4,0 -7,0 9,0 10,8 - 9,0 H1/03
Inflation, % (con. goods) 84,4 36,5 20,2 18,6 15,1 10,3 1-9/03
Fixed investments, % -12,0 53 17.4 8,7 2,6 12,0 1-8/03

It is clear that the Russian economy has made strong progress since the 1998 crisis: all
the indicators in Table 7 show significant improvement. The government forecast for this
year’s GDP growth is 6 percent, a view that is shared by the IMF. The short term forecast
by the IMF for 2004 is 5 percent GDP growth, precondition being the slight decrease in
oil prices. The government also forecasts 5 percent growth for 2004, and 6 percent
growth for 2005. The forecast is based on Urals-grade crude oil prices staying in the
range of $22-23 a barrel. (Russian Economy, The Month in Review 9/2003; Idénta-
louksien viikko 44/2003.) The relation of oil prices to Russian GDP growth is considered
significant. According to a Bank of Finland study, “a 10% permanent increase (decrease)
in international oil prices is associated with a 2,2% growth (fall) in the level of Russian
GDP” (Rautava 2002, 5).
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The strongest industries contributing to the industrial production growth rate this
year have been the crude oil production (up 12%), metallurgy (up 9%), and machine
building (up 8%). Retail trade, freights, and construction also contributed to this year’s
GDP growth significantly. Inflation has been on the usual track: the Russian Central
Bank expects this year’s inflation to reach a level of 14-15 percent, which will exceed
government’s inflation goal of 12-14 percent. (Idéntalouksien Viikko 41, 43/2003.)

Investments also show strong increase this year, while the investment structure of
Russian companies shows some country specific peculiarity. In H1/03 a 47 percent share
of the companies fixed investments were financed by retained earnings, 18 percent share
by federal and regional budgets, and 14 percent share by parent companies and organiza-
tions. Much can be learned from the state of the Russian financial sector by looking into
the share of bank loans of the investments: a mere 5 percent. (Russian Economy, The
Month in Review 10/2003.) According to the Russian research institute Ekspert RA, the
underdeveloped Russian financial sector seriously hinders companies’ ability to develop
and grow (Idéntalouksien viikko 31/2003). The Russian investment climate has been en-
joying a boost due to Moody’s upgrade of Russian foreign currency bonds and notes into
Baa3, the lowest investment grade rating. (Russian Economy, The Month in Review
10/2003.) This may attract more foreign investors, which consequently may help Russian
firms to finance growth and invest.

It may be expected with reasonable certainty that the above described positive phe-
nomena in the Russian economy, such as GDP growth, will positively contribute to the
development of the retail function, as has been elaborated on earlier in the theory review.

Retail industry is also relatively independent of economic downturns.

5.1.3  Cultural and social (C&S)

The cultural and social source of change refers to such concepts as consumer culture,
socio-economic status, and other cultural factors. The sample included 12 articles with
reference to the topic, with 1 percent share of the total amount of the assigned codes
(Figure 5). As a source of change it may be considered moderate. Two major themes
could be perceived to be prominent in the sample articles: (1) consumer culture and (2)
corporate culture.

The consumer culture as habits and preferences were discussed in several articles (e.g.
articles 33, 44, 45, 65, 110, 229). The Russian consumers were described to be enthusias-

tic in trying out new products and preferring well known brands (article 33). In connec-
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tion with the discussion on new hypermarkets outside city limits, some analysts had
doubts on consumers’ willingness to change into “weekend shopping”, i.e. traveling to
the distant location and doing the week’s shopping once in an all inclusive hypermarket.
Consumers are used to shop in small neighborhood stores and close by outdoor markets
(punok / rinok). The relatively small amount of cars with the population (25 cars per 100
families), may also contribute to the slow adoption of European weekend shopping (arti-
cle 45). The increasing time poverty with consumers is contributing to the creation of so
called deluxe stores by one retail chain, with emphasis on saving the customers’ time
(article 65). The phenomenon of time-poverty, and its importance in the modern society
has been recognized in theory, and Russia does not seem to be left out from this global
trend. One cultural fact worthy of notice is also the holidays’ effect on retail turnover,
which doubles during the New Year holiday season (article 110).

Some articles referred to the Russian corporate culture (see e.g. articles 169, 194),
which makes it hard for foreigners to manage a local firm. Many of the big retail firms
have foreigners in the leadership positions to bring in experience from the European mar-
kets. The Russian corporate culture is somewhat secretive, and requiring western stan-
dard full financial disclosure is proving difficult in most of the cases, while the major

players are forced to renew their culture in hope of obtaining foreign finance.

5.1.4  Political and legal (P&L)

The political and legal source of change in the supersystem refers to the actions and regu-
lations of the government and authorities, which have significance from the point of view
of the retail industry and its incumbent firms. 53 sample articles made reference to such
themes, making it the most significant source of change in the environment. Its share of
the total amount of assigned codes was 5 percent (Figure 5). Again some major topics
could discerned in the media discussion during the focus period: (1) government bureauc-
racy, (2) authorities’ role in the retail development, and (3) taxes, laws, regulations, and
inspections.

Firstly, the government bureaucracy is perceived as an obstacle in operating effec-
tively in the Russian market. Some foreign companies, retailers included, prefer to work
with a local partner with connections and good relationships to the authorities in order to
overcome the effects of bureaucracy (e.g. articles 13, 54). There are also a number of
examples of regional city authorities blocking the entry of for example a Moscow chain

by refusing to provide real estate. The reasons are obviously protective in nature, benefit-
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ing the local chains’ market position. (e.g. article 196) According to the Transparency
International, Russia is currently on 86™ position in the country corruption index list
(Idantalouksien viikko 43/2003).

The second major theme demonstrates the authorities’ significant role in the retail de-
velopment, especially in Moscow. More or less all the activities in this field are initiated
by the authorities’ desire to renew and restructure the capital’s retail trade into more
“civilized” direction favoring retail chains (e.g. article 144). The old Soviet type formats
and the typical to the 1990s kiosks, pavilions, and rinoks are seen as unfit or uncivilized.
Kiosks and pavilions are filling up streets and metro stations in an unorganized manner,
and all this type of uncivilized trade is hard to control, inspect, and collect taxes from.
The Moscow authorities have initiated several programs in connection with the restruc-
turing. New shopping centers are planned to be built around the city (e.g. articles 84,
307), land use is directed carefully to make preference to civilized and modern retail
chain organizations (e.g. articles 18, 137), and a socially oriented convenience store chain
is planned to offer low priced necessities for the unprivileged of the city (e.g. articles 126,
164, 237, 296). For example in September 2003 the authorities announced of their plans
to have about 800 socially oriented stores in the capital by 2006. Companies to execute
the project will be chosen through a competition. A particularly interesting project is the
Utkonos store chain, which is in principle backed up by the local authorities. The project
includes the establishment of hundreds of trade points around the city for the product
order placement to serve the needs of the lower social class. The unique store concept
will be more extensively discussed later under the heading of substitute products (SUB).
The idea of establishing the socially oriented store chain is to offer a substitute to the re-
tail formats unattractive to the authorities. The authorities’ wish to develop the retail
function is understandable: it brings in more tax revenue and improves people’s daily
lives.

During the focus period, the Moscow government was quite active in introducing
regulations. New laws were passed, regulating the small scale retail business, requiring
licenses for operation, registry, and fulfillment of various criteria such as presentable ap-
pearance, friendly and professional staff, and sufficient sanitary conditions (e.g. articles
200, 248). The entrepreneurs regard the new legislature destructive on entrepreneurial
business, and that it is aimed to liquidate the retail formats in question. On a national
level the discussion in the media has been active on various topics. The insufficient law
against dumping is considered to enable foreign retail giants to wage price war at will,
and thus force domestic chains out of the market. The Russian Association of Retail

Trade Companies (AKOPT) has been actively lobbying for home market protection from
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foreign entry, and some authorities are considering restrictions. Insufficient govern-
ment support in the form of high taxes and administrative barriers is said to restrain the
domestic chain development. (e.g. article 121.) In connection with this a discussion was
initiated in the media in May 2003 on discontinuing the 5 percent sales tax from 1% of
January 2004. Consequently the major retail chains promise to lower taxes by full 5 per-
cent if the tax is discontinued. The Gosduma supports the tax and the matter is still open.
(articles 207, 208, 211.)

Other government activities include the more strict regulations on product safety and
sanitary inspections, and the introduction of markings indicating import status and the use
of genetic engineering, and on the other hand the use of natural growing methods. (e.g.
articles 19, 25, 281.) Additionally the federal government minister of agriculture called
for restraining of retailer appetites in the setting of margins in July 2003. Currently the
retailer margins are said to be too large (even 50%), and in the case of bread should be set
to a maximum of 10 percent. The minister called for government price regulations (article
251).

As the theory implies, the government regulation and activity affect both the supply
and demand side of the exchange process. As has been described above, Russian authori-
ties take an active role in regulating the retail industry, thus affecting for example retail
formats. Demand side is affected by the sales tax, which may for example reduce demand

and profits.

5.1.5 Technological (TEC)

The technological source of change refers to the new equipment and systems that would
improve or otherwise change retailers operations and methods. Only 10 articles in the
sample made reference to the related themes, giving it only a 1 percent share of the total
amount of assigned codes (Figure 5). The technological source of change in the supersys-
tem can thus be considered weak.

The majority of the sample articles with reference to technological topics, contained
news on retail chains introducing new checkout equipment and installing video and audio
systems in their stores for promotional purposes (e.g. articles 93, 271, 272, 301). Some
considered these technological advancement projects as ways to improve chains attrac-
tiveness and worth for potential investors (article 53). The Perekrestok supermarket chain
launched a retail management software package for sale, intended to be of use to small

retail establishments. The system was developed in cooperation with Columbus IT Part-
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ner. (article 38.) The planned order based chain Utkonos has plans to employ modern
technology (internet etc.) in order to establish an effective order and inventory handling
(article 164).

The most interesting reference to technology was made in articles 36 and 147, where
the role of technologically advanced logistics and inventory handling systems was con-
sidered as a source competitive advantage or even precondition for survival in the future.
This is especially important as the retail chains expand their store networks in the home
market and to other cities and regions. Currently many deliveries are not fulfilled and
consequently stores are forced to keep extra stocks that take up valuable store space, in

order to ensure product availability to the customers.

5.1.6  Natural (NAT)

The natural sources of change include all the related themes that concern the interaction
of retail system with its natural environment. Such topics were hard to find in the sample
articles; only two articles contained relevant to the topic information. The natural source
of change can thus be considered almost insignificant in the retail system.

One of the articles referred to the hot summer of 2002 and the spread of disease and
food poisoning through contaminated food (article 25). Authorities recommended to the
population to shop in stores with better refrigeration equipment. Unfortunately in some
cases also stores sold spoiled food.

The popularity of naturally grown or produced food is growing, and the authorities
have introduced a logo to be used on such products (article 281). The significance of such
foods may be increasing in the future, and as a result the natural source of change may

increase in significance.

5.1.7  New entrants (ENT)

The suspersystem force of the threat of new entrants includes such themes as interna-
tional and domestic industry entrants, and entry obstacles that may hinder or block their
entry. The sample articles from the focus period contained 43 articles with reference to
the topic. The share of the total assigned codes was 4 percent, making the threat of entry
the most significant supersystem force (Figure 5). We proceed to elaborate on the identi-

fied themes more closely in order to determine the nature of the force in more detail.
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As has been discussed before, Russia is perceived from the point of view of foreign
retailers and domestic investors as a highly lucrative market with great potential. The
entry related discussion in the sample articles was characterized by the continuous specu-
lation of foreign retailers’ entry. In some cases the rumors were of particular companies
and in others, a massive invasion of foreign retail giants was forecasted to take place in
the near future. For example in April 2003 Auchan forecasted foreign chains’ share of the
Moscow retail market to be 30 percent by 2005 (article 178). The reality of foreign entry
was considered a major trend of the year 2002 by the media (article 114). In connection
with this, the July of 2002 saw the retailer association’s (AKOPT) active lobbying for
home market protection, i.e. government restrictions on foreign retailer entry, as has been
discussed earlier (e.g. articles 3, 19, 121). The call for protection resurfaced in December
2002. Representatives of foreign companies considered it strange to wish for a controlled
market, as the benefits of free market are visible to all (article 12). Otherwise the Russian
retail market is open for foreign entry, with no perceived entry obstacles. The market has
room for entrants, and usually the foreigners have the sufficient financial resources at
their disposal, which is generally not the case with the domestic chains (e.g. articles 36,
48). Domestic chains are drafting plans to deal with the issue of finances; some plan for
IPOs, others issue bonds or seek investors from the affluent group of oil companies,
metallurgy conglomerates, or banks (e.g. articles 1, 53, 82, 189, 218, 325).

Interesting discussion in the sample articles concerned possible entry strategies of for-
eign retail firms. The German company Metro AG (entry in November 2001) is famous
for firstly introducing cash & carry wholesale operations in countries with underdevel-
oped retail function, selling to for example small retailers, restaurants, and hotels, i.e.
only to legal entities. This provides a useful opportunity to study the market, and as the
time matures, full scale consumer retail operations are launched. Currently Metro is doing
just that in Russia: cash & carry has proven very successful and consequently the intro-
duction of hypermarket brand Real has been planned since September 2002, and the first
store may open this year. (articles 57, 202.)

The world’s largest retail chain, the American Wal-Mart, prefers to enter in full scale
and go straight to market leader position. According to rumors, Wal-Mart plans to coop-
erate with Metro by buying the Real chain after it has gained a proper foothold in the
market. Some analysts consider it possible for Wal-Mart to buy a local chain, and in
some cases there might be willingness from the Russian side to sell. The target of acquisi-
tion should have at least 20 hypermarkets and unfortunately such a chain is currently
nonexistent in Russia. (articles 36, 94, 101.) In July 2003 Wal-Mart announced of its
plans to finally enter the market in the spring of 2004 (article 241). Other foreign entrants
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have preferred a more cautious approach: the French Auchan (entry in August 2002)
and German Marktkauf (entry in February 2003) entered by building one hypermarket in
order to study the profitability of the possible future expansion. The Netherlands chain
Spar is operating by the means of franchising (e.g. article 220). Russian retail chains ac-
cuse foreigners of using destructive entry strategies of dumping and price war. Backed by
abundant resources, the foreign chains may sell goods at loss to gain market share, con-
sequently driving out domestic competitors from the market (e.g. article 20).

The company PricewaterhouseCoopers published its own views on the matter. Foreign
retailers prefer to make greenfield investments when entering Russia. They will be
unlikely to buy or acquire Russian chains. The preferred segment of entry is the hyper-
market business. PwC considers domestic chains competitive enough in order to with-
stand the competitive pressures from foreigners. (article 292.) To find out more on poten-
tial or rumored foreign entrants, please refer to Table 11 in the later subsystem section.

The activities of international entrants have interesting connections to the theory.
European retailers, especially the French and the Germans, seem to be more active in
Russia, in comparison with retailers from other continents. This may be due to the some-
what more close geographic and cultural proximity of the Western European countries to
Russia. According to previous research the French are also perceived as having a more
aggressive attitude on retailer expansion.

During the focus period, 7 domestic retail chain companies, plus 1 Ukrainian turned
Russian company, planned for, or actually entered the Moscow or St. Petersburg food
retail market. The convenience store chain Magnolija started operations in September
2002 (article 52). Ice-cream manufacturer Ramzai planned for a convenience store chain
in the same month (article 58). The earlier discussed order based, socially oriented store
chain Utkonos, started planning for entry in October 2002 (article 75). The major super-
market chain Sedmoi Kontinent and developer Gipertsentr initiated the planning process
for Mosmart hypermarket chain in November 2002 (articles 88, 92). Ukrainian super-
market chain Silpo entered Moscow in December 2002 with high hopes (article 118), but
was later forced to withdraw from the Russian capital. The remaining operations were
taken over by new Russian owners, launching the Semen Semenits brand in August 2003
(article 270). Better known as prestige apartment brand, the Alie Parusa will also enter
the high-end retail market with deluxe type stores adjacent to its apartment complexes
(article 234). Due to high market saturation (90%), chains from Kaliningrad also planned
on entry to the capital. Two other chains from the Baltic Sea coastal city already have a
foothold in Moscow (Viktorija and Deshevo). (article 161.) And finally in October 2003
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a new cash & carry hypermarket chain Riomag started operating in St. Petersburg (ar-
ticle 317).

Other interesting news on market entry related themes include the trend of regional
chains entering Moscow (article 161), the interest of Lithuanian chains towards the Mos-
cow market (article 166), and the possibility of Chinese and South-Korean retail invasion
to the Russian Far-East (article 143).

5.1.8 Buyers (BUY)

The supersystem force of the bargaining power of buyers includes such themes as con-
sumers’ ability to buy, consumers’ willingness to buy, and the changes in consumers’
product preferences. It is important to note that some obvious economic indicators such
as disposable income belong to this category and not under ECO. The sample articles
contained 26 references to the buyers and their bargaining power in relation with the food
retail industry. Its share of the total amount of the assigned codes was 2 percent, making
it a moderate force in the supersystem (Figure 5).

The common denominator in the sample articles with reference to the bargaining
power of buyers was the increasing purchasing power of the Russian consumer, i.e. the
consumers’ increasing ability to buy. The phenomenon was considered as one of the ma-
jor trends of the year 2002 (article 114). Economic growth and increasing foreign direct
investment are contributing heavily to the improving income levels, while the total Rus-
sian retail turnover is still far behind the western European levels (Russia $102,9 billion,
Germany $615 billion, UK $368 billion, France $327 billion). There are of course some
regional differences in the income level development; Moscow has naturally the highest
income levels (during 1H/03 real income up 29,9%), while St. Petersburg area (7300
RUB/month), the Volga area (Samara, 7300 RUB/month), and Urals (Yekaterinburg 12
000 RUB/month) show good levels also. Most of the regional capitals (e.g. Novosibirsk)
are also experiencing increasing purchasing power. (e.g. articles 123, 238, 242, 258.) In
preparing to enter a city, the retail chains use as one of the entry criteria the city’s income
level (article 259). The range of income levels in Russia is quite wide. For example of the
Moscow chains, some target the middle class, while some target the unprivileged with
socially oriented operation method, and some chains launch stores serving the rich and
the famous with wide and pricey product assortment with abundance of services. (e.g.

164, 197.) Table 8 provides past personal income related figures for further study.
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Table 8 Income development in Russia (Venéja — Baltia —tietokanta, Tilastoke-
skus)
1998 1999 2000 2001 2002
Real disposable income change, % | -16 -14 9 6 na
Average wage/month (RUB) 1051,5 1522,6 22234 3282 na
Real average wage change , % -13.3 -22.0 21,0 20,6 na

While it is obvious from the above considerations that the Russians’ ability to buy is
on the rise, we can also recognize their willingness to purchase goods. According to esti-
mates, the Moscow population spends 85 percent of income in stores, and 50% of income
on food (articles 156, 178). People are willing to try new products and favor well known
brands (article 33). Russian brands are closing the quality and image gap to international
brands (especially during 2002), and many Russians perceive the local brands to be of
good value for money, and more suitable to the Russian taste. The post 1998-crisis in-
crease in wealth also enables people to consume the prestigious foreign brands with rec-
ognized reputation. (Belkina 2003.)

Based on theory and empirical findings, it can be concluded that the Russian consumer
trends will continue to change, as the consumer power is increasing and purchasing ac-
tivities expand. Increased competition expands the choices available to the consumer and
consequently his bargaining power. Increased consumer income raises the demand of
more sophisticated products with added characteristics, providing opportunities for both

the retailer and the manufacturer.

5.1.9  Substitutes (SUB)

Themes such as comparisons of old retail formats (uncivilized: street trade, kiosks, ri-
noks) versus new formats (civilized: modern stores), and description of innovative retail
formats fall under the heading of supersystem force of the threat of substitutes. The terms
civilized and uncivilized are adopted for use, since the terms are widely used in Russian
language sample articles. The uncivilized retail formats are clearly part of the industry,
but our focus on the chains treats them as a strategic group of substitutes to the other stra-
tegic group of civilized retail. The threat of substitutes can be considered weak to modern

chain organizations as the share of uncivilized trade is diminishing, for example as a re-
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sult of government action, as has been discussed earlier. It must be admitted though,
that uncivilized trade still has the largest share of the market. 22 sample articles made
reference to the above described themes, with a share of 2 percent of the total amount of
assigned codes, indicating relatively minor interest of the media (Figure 5).

The major discernible themes in the sample articles included (1) discussion on Mos-
cow authorities’ plans to “civilize” the retail function in the capital, (2) description of
chain stores’ upper hand against the rinoks and kiosks, and (3) description of new innova-
tive retail formats as substitutes to more common stores. We have already elaborated on
the pressures that the street traders, kiosks and rinoks are experiencing from the Moscow
government. The authorities’ plans include the closing down of rinoks (firstly privatizing
them), closing down 100 000 trading points around the capital, and requiring licenses of
operation from the entrepreneurs. All this is made possible through new laws and regula-
tions. The authorities admit that the restructuring must be made gradually, keeping in
mind the low purchasing power of many Moscow citizens. (e.g. articles 81, 141, 182,
200, 257.) One of the reasons that the uncivilized trade has fallen into such unfavor, is
that it fails to generate tax revenue for the government. It thus hinders the development of
effective modern retailing having “illegal” competitive edge on the tax paying chain or-
ganizations. (article 121.)

The increasing consumer wealth and the actions of authorities contribute to the suc-
cess of modern retail chain stores. In many ways the year 2002 saw Moscow moving to-
wards civilized retailing. The share of self-service retail outlets reached 12 percent, while
the respective figure is only 2 percent for Russia as a whole (article 123). In the current
market situation the competition is largely between the two often referred to retail for-
mats: the civilized and the uncivilized (article 132). There are even comments from the
domestic chains, welcoming the entry of foreign retailers, as they will help drive out the
uncivilized trade with their low price level hypermarkets. Russian chains are currently
not too strong in the hypermarket segment, letting the foreigners fight the war with ri-
noks. Foreign chains admit that in fact they see rinoks as their main competitors instead
of the Russian chains. (article 36, 108, 260.) The development of different retail formats

in 25 biggest Russian cities can be observed in Table 9.
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Table 9 Market shares of retail formats in 25 biggest Russian cities in 2001-
2002 (article 119)

2001 1-9/2002

Rinoks 15,1% 15%
Small stores 21,8% 21,6%
Universams 6,9% 8,3%
Supermarkets | 3,8% 4%
Hypermarkets | 0,1% 0,3%

The share of rinoks is still significant, while civilized trade is to some degree gaining
share. Other estimates say the current share of formats in Russia in December 2002 was
as follows: rinoks 50 percent share, kiosks and pavilions 33 percent share, chains and
independent stores 17 percent share (article 114). In Moscow the figures look quite dif-
ferent: in 1Q/03 74,8 percent of retail turnover came from organizations of various type
(9,1% growth from last year), while rinoks generated 25,2 percent of the retail turnover
(4,1% growth from last year). Food sales grew 6,6%. (article 226.)

According to the analysts, the dominating trend is clear. BBPG Consulting analyst
thinks the future of retailing is not in rinoks but in retail chains (article 29). Bizne-
sAnalitika confirmed that the shopping centers share of the market will grow (article
119). In October 2003 Goskomstat came forward with facts indicating strong growth in
Russian/Moscow civilized retail trade share (article 322). The Moscow chains’ share is
highly speculative: some present figures indicating 10-12 percent of the capital’s retail
market, while others bet on shares more like 5-7 percent (articles 45, 73). In St. Peters-
burg the worth of food market is about $3 billion, of which the chains take about 7-8 per-
cent (article 135). In Kaliningrad the chains have been exceptionally successful in taking
control of the market: in March 2003 they generated 90 percent of the local market’s re-
tail turnover (article 161).

Recently most of the major chains have launched e-commerce services that enable
customers to order food items via the internet. The concept is seen as more of a market-
ing tool and image enhancing service targeting the narrow segment of affluent and inno-
vative consumers, than as a serious source of revenue. (article 37.)

Quite interesting is the often mentioned concept of Zelenograd chain Utkonos, which
is planning to establish a strong presence in the Moscow market, after receiving an invita-

tion from local authorities. The Soviet time inspired concept has originally evolved
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around desks where orders for goods took place. The goods could be picked up the

next day. The authorities’ new plan (it is still unclear if Utkonos is the company execut-
ing this Moscow authorities’ project) includes order-delivery-payment processes utilizing
computerized order points spread around the city (metro stations, post offices, shopping
centers) to collect orders from the consumers. The orders will be processed by the means
of advanced logistics systems, and delivered to pick-up locations or straight to the cus-
tomers doors, where payment will take place. The customer may decline in accepting the
goods without further discussion. The low prices (10-15% lower) are supposedly made

possible by not having to rent locations and maintain large inventories. (article 164.)

5.1.10 Suppliers (SUP)

The bargaining power of suppliers is the remaining supersystem force in our analysis.
Such themes as consolidation, shifts in channel power, and manufacturer-distributor-
retailer relationships fall under the topic. This force is of particular importance for the
author and the parties involved in this research. Raisio Group plc, as a manufacturer of
food products, is clearly affected by the power shifts in the distribution channel.

The sample articles contained 22 references to the topic of supplier relationships, with
a 2 percent share of the total amount of assigned codes (Figure 5). Its importance in the
system is thus recognized in the system by the media, while not many articles touch upon
topic. The main discernible trends in the sample articles with reference to the topic were
as follows: (1) supplier relationships, (2) development of more effective distribution and
logistics systems, (3) private labels.

A number of articles described the relationships between the retailer and the supplier
(wholesaler or manufacturer). The big retail chain organizations are in increasing fre-
quency reforming the supplier contracts to achieve more favorable terms, sometimes in a
quite unilateral way. Retailers require shelf rents from manufacturers, insist on having
considerable volume discounts, require the sharing of promotional costs and payment of
fines in case of incomplete deliveries (e.g. articles 5, 6, 12, 67, 134, 145). For example
the discount store chain Pjaterotska sent an ultimatum to all of its suppliers in August
2002, requiring 10 percent cuts on purchase prices. When Procter & Gamble refused to
grant the discount, Pjaterotska discontinued its relationship with the multinational manu-
facturer of well known brands (article 29). German Metro is notorious for its tough atti-

tude towards suppliers. It is tired of incomplete deliveries, and plans to introduce consid-
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erable sanctions and fines for underperforming suppliers (article 145). Some chains
attempt to form strategic partnerships with suppliers and manufacturers (article 134).

The modern retail trade has great needs for effective logistics and reliable deliveries.
Currently the deliveries are in many cases quite unreliable, which make large inventories
mandatory in every store, taking up valuable store space (even 40-50%). According to
some accounts, approximately 70 percent of the deliveries are complete, while during
holiday seasons the figure goes down to 50 percent. A retail chain organization may be
working with 100-200 suppliers, and at the same time its own store network is expanding
at an increasing rate over a considerable geographical area. Taking all these facts into
consideration, it is obvious that a shorter distribution channel is required with fewer mid-
dlemen and with more effective logistics. (article 147.)

This requirement has given rise to the trend of building distribution centers or termi-
nals by both retailers and manufacturers alike (articles 147, 152). These warehouses are
designed to perform much of the wholesaler function (manufacturers integrate forward
and retailers integrate backward). A distribution center is said to be necessary for an or-
ganization that operates a chain with 50 or more stores (article 147). Wholesalers are in
increasing degree forced out of the channel, as retailers and manufacturers prefer to deal
with each other directly in their pursuit to make the distribution channel shorter. For ex-
ample in Pjaterotska, 60 percent of products are manufacturer supplied and the number is
said to be increasing (article 244). Wholesalers are consequently seeking to integrate ei-
ther backwards (becoming manufacturers or holders of own brands) or forward, by estab-
lishing for example own retail chains from yet independent small stores. Others seek
ways to justify their existence in the channel by for example making transport operations
more effective. Currently the wholesaler margin is squeezed to mere 1-2 percent. (article
111.)

Private labels are becoming increasingly popular among Russian and foreign retail
chain companies (article 68). Retailers consider the positive effects to affect both retailers
and the manufacturers. Retailers enjoy the lower purchase prices, while manufacturers
enjoy higher volumes. While many manufacturers doubt the logic, the retailers’ bargain-
ing power is demonstrated by the increasing amount of private labels in the market. (arti-
cle 187.)

Through the analysis of the sample articles, the author was left an impression that the
supplier bargaining power is diminishing, as consolidation takes place among retailers
and the balance of power is consequently shifting to the very end of the channel. The
theoretical cycle of retail concentration presented by Brown and McDonald (1994, 126)

well describes the development of the Russian food retailing. Empirical evidence has
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been presented in support of perceived retailer strength, resulting in volume discounts
from the manufacturers, which consequently provides opportunities for retailers to de-

velop and invest, as profits increase.

5.2  System elements in Russian food retailing

5.2.1  Structure (STR)

The system element of industry structure refers to such themes as company and retail
format market shares, company sizes in relation to other competitors, and firm numbers
in the industry. Understanding industry structure may contribute to our understanding of
the degree of rivalry in the industry together with other variables. Of the sample articles,
32 made reference to the industry structure related themes. The share of the total amount
of the assigned codes was 3 percent making it a minor source of information in under-
standing industry rivalry (Figure 5).

According to the relevant sample articles it is clear that the food retail industry is di-
vided into several segments, or strategic groups. Rinoks with kiosks and pavilions have a
major share of the market, while various formats of stores also have a significant share.
Chains’ share of the total is still minor but growing. Currently the competition is mainly
felt between the strategic groups of civilized and the uncivilized retailing. This study fo-
cuses on the modern retail chains and the structure in that particular strategic group. Later
the strategies inside the strategic group of civilized retailing will be examined. The
prominent themes in the sample articles were perceived to include the following: (1) con-
siderations on the degree of competition, (2) market saturation / expansion possibilities,
and (3) companies current and planned market shares.

Generally there seems to be great variation in the degree of competition depending on
location and store type segment / strategic group. The common perception about the mar-
ket is that there is still plenty of room in the market, i.e. expansion of industry incum-
bents and the entries of new companies will hardly cause any major collusions or destruc-
tive competitive moves (e.g. articles 45, 73). For example Auchan representatives say
that competitors will start noticing each other, and feeling the impacts of each others’

moves when chains’ share of the market will reach 40 percent (article 45).
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In December 2003 analysts considered the Moscow retail market open for expan-
sion for at least for two more years (article 123). The hypermarket segment was only re-
cently created with the entry of Auchan, and has great potential for growth and no serious
competition (articles 45, 107). The other undeveloped store type segment is the conven-
ience store business, which has received a lot of attention lately (article 270). Discount
stores have been in the market for some time now, and the St. Petersburg segment of the
type is considered full and competed. Still it must be said that the competition is defi-
nitely increasing, especially for favorable locations as the chains strive to expand and
fulfill their ambitious plans for getting a major share of the market (e.g. articles 20, 53,
114).

Some articles (e.g. articles 33, 36) referred to companies’ market shares and market
leadership positions. It probably is reasonable to say that currently the market is some-
what fragmented with many firms competing for the consumers’ ruble on more or less
equal terms. Depending on location (city, suburb), a particular chain may enjoy strong
leadership position; for example Pjaterotska enjoys a strong position in St. Petersburg
discount store market (e.g. article 168). According to market research company Roland
Berger, the total revenue of leading Russian retail chains was divided as follows (August
2002): Perekrestok 20%, Ramstor 17%, Sedmoi kontinent 16%, Megamart 13%, Pjaterot-
ska 12%, Kopeika 8%, Prodmak 7%, Lenta 4%, and Diksi 3% share (article 33). In Mos-
cow the leading pair was considered to be Perekrestok and Ramstor, while runner ups
Pjaterotska and Sedmoi kontinent are coming close (article 36). The situation has been
developing since then and still no company has a clear upper hand in the game. More

information on particular companies will be given in later sections.

5.2.2  Strategic groups (GRP)

The system element of strategic groups refers to the themes that elaborate on various
company strategies detected in the focus industry. The identification of strategies helps us
to define industry strategic groups and understand inside industry rivalry. Of the 330
sample articles 43 had reference to the topic, with a 4 percent share of the total amount of
assigned codes (Figure 5).

In general, a good indication of the retail company’s employed strategy is the firms
dominant store format. There is a clear connection of store type (discount store, conven-

ience store, supermarket, hypermarket etc.) and various retail mix strategies, namely lo-
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cation strategy, merchandise strategy, pricing strategy, communication strategy. The
store type theory was discussed earlier and contextual information on the subject will be
given later under the topic of store types (TYP). We proceed to elaborate on the other
strategic considerations discerned in the sample articles.

The common perceptions on the elements of a successful retailer strategy in the Rus-
sian market were elaborated on in the article 36. The successful development of the chain
in the environment of ever increasing competition requires minimization of costs, quality
maintenance, low price level, and wide assortment. Successful strategy also includes ef-
fective logistics with properly functioning distribution centers. While this generic strat-
egy may really prove successful, many employ specialization strategies targeting for ex-
ample affluent people with above average income.

In fact one of the major discernible trends in the focus period was diversification, as
chains introduced new store formats and targeted various consumer segments especially
during 2003 (e.g. articles 49, 168, 177, 201, 214, 288). It is admitted that in order to get a
large share of the market, one has to employ many store types and formats in order to
attract a large segment of the population (article 45), and consequently achieve sufficient
volumes. As incomes increase, discount stores are becoming increasingly unattractive, as
people seek to satisfy needs with products and services that are more rich in characteris-
tics (implicit product), forcing for example Pjaterotska to diversify into hypermarkets
(article 191). Sedmoi kontinent (7" continent), as an active supermarket operator, is plan-
ning to launch new brands and store formats to attract different consumer segments. For
example the new convenience store chain will be named “7 Shagov” (7 steps). Further,
Perekrestok’s (originally supermarket operator) new convenience store project will be
named “Rjadom” (nearby). (articles 214, 296.)

As has been laid out earlier, the threat of increasing foreign entry is imminent. In order
to prepare for the increasing competition, the chains have been implementing strategies
designed to strengthen market position. These include such measures as extensive
growth, market segmentation, and service improvement. (article 45.) In the sample arti-
cles, the companies desire to grow was clearly discernible, and various growth strategies
were actively implemented. Companies’ growth goals and plans were openly discussed in
the media. In order to expand geographically some entered alliances with developers op-
erating around the country, some concentrated on attracting investors in order to finance
growth, and some relied on franchising as the driver to expand brand locally and into the
regions. (e.g. articles 27, 242, 254, 300, 328.)

In conclusion it can be said that the major strategic trends among the Russian food re-

tail chains are (1) focused implementation of store format through retail mix, (2) diversi-
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fication in to many store formats, and (3) growth locally and regionally to gain market

share in the face of increasing competition. As the theory implies the level of competition
increases as strategies vary in the industry. Russian chains employ different strategies in
attracting customers and generating revenue, which heats up the competition, while the

unsaturated market decreases the collision of interests.

5.2.3  Competitive moves (MOV)

The system element of competitive moves is designed to measure the competitive activity
in the industry. It may also enlighten one’s understanding on the intensity of rivalry in the
system. Competitive moves include for example such firm activities as mergers, acquisi-
tions, aggressive pricing, advertising campaigns, geographical expansion, local store
network expansion, investments, and cooperation initiatives. Of the 330 sample articles
163 made reference to competitive moves as described above. The topic’s share of the
total amount of assigned codes was 15 percent, making it major indicator of competition
and rivalry in the system (Figure 5). It seems that the media is active in describing the
particular topic, and/or the competitors in the dynamic industry are active in developing
their firms. If the sample article contained information on executed or planned competi-
tive move, it qualified as worthy of the code MOV.

The competitive activity during the focus period is characterized by strong orientation
for growth. The majority of the qualified articles describe expansion of store networks
both locally (home market) and regionally (e.g. articles 2, 27, 30, 55, 192). Planned and
actualized investments in new outlets were commonly covered by the sample articles
(e.g. articles 13, 55, 113, 165). 13 articles referred to mergers and acquisitions: big Mos-
cow and St. Petersburg chains acquired other home market chain organizations, or facili-
tated entry into regional capitals by acquiring a local chain (e.g. articles 36, 87, 95, 282,
298). The largest acquisition since 2001 when Petrovskii (then BIN) acquired a chain of
six Magnolija stores, was the Spar-brand subfranchisee Marta’s acquisition of Moscow
chain Stolitsa (Capital), increasing the number of Spar stores by six. The new stores will
start operating under the Spar brand on 1* of January 2004. (article 282.)

The expansion into the regions is seen as imperative, and all major chains have been
expanding outside home markets. The phenomenon is considered as one of the character-
izing trends of 2002. (article 114.) The company specific competitive moves and rates of

growth will be covered in a later subsystem section with company information.
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Other prominent competitive move categories discerned in the sample articles were
price wars, and cooperation initiatives. A major series of aggressive price cuts were initi-
ated by the entry of Auchan into Moscow (e.g. article 65). Auchan’s prices are set to
equal the rinok price level. Cooperation was initiated by several companies.

The Moscow discount chain Kopeika, has a tradition with strategic investors. Shortly
after the break-up with Jukos in September 2003 (article 300), the retailer found a willing
investor from NIKoil (major financial corporation) in October 2003 (article 303). The
now outdated plan to include Kopeika stores by Jukos service stations is now being re-
considered with NIKoil. Paterson, the Moscow supermarket operator with a priority on
regional expansion, has been entering into cooperative agreements with several entities

including Korston, the hotel developer.

5.3  Subsystem elements in Russian food retailing

5.3.1 Firmgrowth (GRO)

The subsystem element of firm growth was designed to measure the industry incumbents’
tendency and rate of growth. A noteworthy amount of 141 sample articles made reference
to firm growth, making it a significant phenomenon and trend in the industry, with a 13
percent share of the total amount of the assigned codes (Figure 5).

As has been discussed earlier the market has a lot of room for growth, both locally
(Moscow and St. Petersburg) and regionally. Growth is perceived as an imperative or
even as an precondition for survival among retail chain firms. The growth and expansion
must be achieved while the time is right, i.e. no particular firm has a dominative share of
the market and the massive invasion of foreign retail giants has not become reality yet. It
is in the firm’s nature to grow, as was argued in the theoretical section of this study, and
this characteristic to firms phenomenon can be considered a salient one indeed among the
industry incumbents. Companies’ plans for growth are discussed in the media exten-
sively, while some of the plans lack accuracy and the prospect of succeeding. In fact ana-
lysts are becoming annoyed by the ever changing plans of the companies (article 51).
Still the extent of media coverage on planned growth or actual growth indicates the drive

and dynamism in the industry. We proceed to discuss the characteristics of growth in



53

more detail. Individual company growth histories and prospects will be provided later.
The main characteristics of growth among industry firms are (1) horizontal chain expan-
sion, (2) geographic expansion, and (3) turnover growth (e.g. article 114).

It is recognized that the home market position must be strengthened, and thus the firms
strive to add more outlets to their existing network, i.e. they expand horizontally (article
48). New already built store locations were acquired or rented, and new buildings erected.
In relation to this, companies had varying location strategies, some preferring to own the
sites (Perekrestok), some rent for example old soviet time sites (Pjaterotska), while some
preferred to build their own (foreign retailers). (e.g. articles 30, 44, 171, 292.) In some
cases other chains were acquired or mergers negotiated in order to increase the number of
outlets rapidly. For example in April 2003 the Moscow discounter Kopeika simultane-
ously negotiated the acquisition of two Moscow chains and two regional chains from
Yekaterinburg and Samara (article 172).

The second characteristic of growth among industry incumbents is the aspiration to ul-
timately achieve the status of a national chain by expanding operations across Russian
Federation. Due to the enormous size of the country the task is an ambitious one indeed.
The year 2003 saw many retail chain organizations expanding to regional capitals
(Nizhniy Novgorod, Yekaterinburg, Samara, Krasnoyarsk, Novosibirsk etc.). For St. Pe-
tersburg chains the first target of geographic expansion was usually Moscow and vice
versa. (e.g. 2, 9, 23, 26, 44, 233, 273.) The issues of chain maintenance and expansion
tools will be elaborated on further under the topic of retail chains (CHA).

Naturally the drive to increase the number of outlets in the store network both locally
and geographically is based on the company’s aspiration to increase the chain’s total
volume and turnover, as was discussed in theory. During the focus period the chains’
achievements in this respect have been impressive indeed. The year 2002 saw many
chains growing 1,5-2 times in turnover (article 114). The chains rely on future success
also; many plan for the growth rate to continue for the next few years. For example in
August 2003 Pjaterotska published company projection for growth to be 300-400 percent
in the next two years (article 273). It is clear that the reader must carefully evaluate the
published company growth forecasts, and not accept them on face value only, as compa-

nies tend to overemphasize the positive growth prospects.
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5.3.2 Retail chains (CHA)

The subsystem element of retail chains was designed to measure the extent of retail chain
organization related discussion in the sample articles. If the article contained reference to
the chain organization related issues, it qualified for the code CHA. In all, 294 articles of
330 made reference to the topic, making it the single most prominent topic of discussion
in the sample articles during the focus period with a share of 27 percent of the total
amount of assigned codes (Figure 5). Chains’ significance in the industry is thus quite
significant (at least according to the media), although their share of the market is still
minor. Apparently the industry analysts and the media consider them a major future
power in the Russian food retail industry worthy of extensive media coverage.

We have already discussed the chain organizations’ aspirations to grow and the ten-
dency to expand store networks. As the theory implies, the chain organization’s strengths
lay in its increased volume and consequent bargaining power in relation to for example
suppliers, leading to cost reductions. It is clear that independent stores lack that particular
power, wherein lays their weakness as compared to the chains. Furthermore chains enjoy
yet other economies of scale, and costs and risks can be spread over a large amount of
operations. What are the vehicles of expansion for the Russian chains? Many chains, for
example Paterson, seem to prefer company run stores if only possible. But of lately, some
companies are introducing franchising programs in order to continue the expansion, espe-
cially into the regions (Pjaterotska), but also in Moscow (Kopeika and Perekrestok). (e.g.
articles 26, 196, 220, 232, 266, 311.) It is common knowledge that Russian companies
lack the financing to introduce overnight establishment of presence all over Russia, al-
though some of the biggest retailers are now backed by major foreign or domestic inves-
tors (EBRD, Templeton strategic emerging markets fund, NIKoil, etc.). The inadequacy
of the financial sector has been touched upon earlier, and thus companies such as
Pjaterotska, Kopeika, and Sedmoi kontinent have relied on franchising outlets. Pjaterot-
ska is especially active in this field, employing aggressive methods in order to gain pres-
ence in the regions. Its Voronezh franchise operation, opened in October 2002, was the
first one in Russia (article 72), apart from Spar’s operations, which are solely based on
franchising.

The other reason for the dawning popularity of franchising, apart from the financial
one, is the harnessing of local partners’ knowledge and relationships in to the advance-
ment of regional expansion. In many cases the Moscow retailers’ knowledge of the re-
gional markets is limited, and the local partner helps to minimize the local bureaucracy

originating threats to successful entry. For example Pjaterotska’s entry to Yekaterinburg
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was blocked for many years, until the discounter found a local chain prepared to enter
into franchising contract. Pjaterotska’s path in the Ural region capital will be paved by
the franchisee’s good relationships with the local authorities. It is suspected that Pjaterot-
ska plans to buy the franchised outlets in a couple of years. (article 196.) In some cases a
well known Moscow retail brand has been hijacked by regional entrepreneurs. For Ex-
ample the famous Sedmoi kontinent brand is in use without the consent of the Moscow
chain in such cities as Barnaul, Taganroge, and Lipetsk (article 174.)

In April 2003, Kopeika led negotiations with three Moscow chains in order to strike a
franchising deal with them. The size of franchising fees had been somewhat reduced from
the previous level and now were as follows: 1,5-3% of turnover in discount stores, and 4-
5% in supermarkets. The price for the brand Kopeika-Mini reached $25 000-30 000. The
store equipment may be leased from Kopeika. (articles 180, 184.) Pjaterotska has more
strict terms for its franchising deals: the price was raised from $350 000-400 000 to $750
000 for ten years contract period and the franchising fee is set on 1,5-2% of turnover.
Analysts doubt the success of the program with such terms. Pjaterotska also employes
equipment lease services. (articles 184, 196, 320.)

According to Sedmoi kontinent, the management of brand quality is seen as problem-
atic in the case of expansion in to the regions by the means of franchising. Assortments,
products, and premises may deteriorate as the control of quality issues cannot be main-
tained properly in far away regions. (article 78.)

The amount of wide chains (with many stores/outlets) is still quite small. For example
in Moscow some sources have identified 35 different chain organizations, while the
number of chains with more than 10-12 stores is only ten (article 270). The currently
(September 2003) largest chain in store numbers and in turnover, is the St. Petersburg
discounter Pjaterotska, with 203 stores spread around the country, generating a $512 mil-
lion turnover (article 288).

In conclusion it can be said that Russian retail chains are seen by the media as a grow-
ing power in the industry. The chain organizations’ main problems are connected with
facilitation and strategy of growth, for example with such issues as finance, partners,

franchising or company control, and sustaining of quality as the chains expand rapidly.

5.3.3  Store types (TYP)

The subsystem element of store types was designed to measure the interest of the media

towards the topic, and the topic’s significance for the industry. It seems that the topics
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importance in relation to other themes is minor with only 27 articles making reference

to the topic. The share of the total amount of the assigned codes was only 2 percent (Fig-
ure 5). The article qualified for the code TYP, if it contained store type related discussion,
deeper than merely a mention of some store type or format.

The introduction of the variety of modern store types in the Russian market has been
gradual. The increasing consumer purchasing power, and especially its unequal develop-
ment by consumer segment, together with the authorities strive to disband uncivilized
retailing has contributed to the introduction of new types of stores. From the start of new
millennium to this date the discount stores have been quite popular in the Moscow and St.
Petersburg markets. The low price level, relatively wide assortment, and self service
made it appealing to the middle class, who consider normal supermarkets too expensive
and targeting more affluent people. The high-end status supermarkets have been in exis-
tence for most of the nineties. The discount stores have also been enjoying the favor of
the authorities (e.g. article 18). The discount stores still have their place, which is proven
by the success of the leading discounter Pjaterotska (article 288).

The rising incomes have contributed to the population’s aspiration for wider assort-
ments, initiating the diversification of for example discounters to the supermarket and
new hypermarket segment. A Moscow supermarket operator is planning on launching a
national chain of hypermarkets, with first Mosmart (in region Rosmart) opening in June
2003 (article 123, 223). St. Petersburg hypermarket chain Okei has been operating since
mid 2003, and Pjaterotska will launch a hypermarket construction this year in St. Peters-
burg and next year in Moscow (articles 315, 288). The year 2002 was the year that
Auchan come to Moscow, which more or less started the hypermarket segment develop-
ment (article 45). According to some estimates, Moscow will have more than 300 hyper-
markets in the near future (article 60). Hypermarkets are characterized by an extensive
retail floor space with a wide assortment of products, and with adjoining services (restau-
rants, cleaners etc.) under the same roof.

The new rising trend in store types is the convenience store, which according to some
fits well into the Russian impulsive shopping culture (article 58). This store type has suc-
ceeded to draw the favorable attention of the Moscow authorities, who see the type as
subsitute for the annoying uncivilized kiosk and pavilion trade. (e.g. articles 159, 160.)
The convenience stores, with their favorable locations and sufficient assortments are
competing for the popularity with discount stores, which according to some are losing
ground (article 263). The increasing purchasing power makes the convenience stores’

slightly higher price level possible.
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The developments in the Russian retail trade connected with store types seem to be
in line with the theoretical point of view, which implies that the level of development of
the retail function reflects the overall development of the whole economy. As the econ-
omy develops and consumers increase in wealth, retail function becomes more sophisti-

cated with various types of operation and offering.

5.3.4  Firm specific information (INF)

The subsystem element of company information refers to themes that relay specific in-
formation about food retail chain organizations. Such information categories as future
plans and goals, current strategy, financial information, and market shares qualified an
article for the code INF. 197 articles referred to the identified themes, with an 18 percent
share of the total amount of assigned codes, making it the second most frequent topic in
the sample articles. Based on the information in the articles, the author will provide in-
formation and profiles (Appendix 1) on the most important companies in the industry.

The chosen group of companies is presented in Figure 6.
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Figure 6 Some company frequencies in sample articles
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The content of the group of important companies chosen for further investigation is
based on the frequency of appearance (above average, >8) in the sample articles. It is
thought that important actors in the industry receive relatively more coverage in the me-
dia. Some are added to the group based on the author’s subjective judgment of the com-
pany’s importance. For example some late entrants have not been able to enjoy long term
media coverage, but are still perceived as potential industry success stories. The reader
should note that successful retailers may arise from outside this group also. The compa-
nies chosen for further examination are divided into (1) industry incumbents, and (2) po-
tential entrants (Figure 6).

In the following the current industry incumbents are elaborated on briefly. For further
information on the companies one may turn to Appendix 1. Table 10 presents some basic

facts on the above identified retail chain organizations.
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Table 10 Information on prominent industry incumbents
Company Home market  Store type (in Russia)  Cities with operations Number
of stores
in Russia
Auchan France hypermarket Moscow 3
Diksi Moscow discount store St.Petersburg, Moscow, Mos- 66
cow oblast, Tula, Tselyabinsk
Kopeika Moscow discount store Moscow 40
Lenta St. Petersburg  cash&carry St. Petersburg 4
Magnit Krasnodar discount store Krasnodar, Rostov-na-Danu, 250
Sotshi, Saratov, St. Petersburg,
Voronezh, Moscow
Marktkauf Germany hypermarket Moscow |
Metro Germany cash&carry Moscow, St. Petersburg 6
Mosmart/Rosmart | Moscow hypermarket Moscow 1
OKei St. Petersburg  hypermarket St. Petersburg 3
Paterson Moscow supermarket St.  Petersburg, Moscow, >20
Kazan, Tver, Samara,
Ljubertsi,
Perekrestok Moscow supermarket Moscow, St.  Petersburg, 46
Samara, Toljatti
Petrovskii Moscow supermarket / con- Moscow 17
venience store
Pjaterotska St. Petersburg  discount store St. Petersburg, Leningradskaja 215
Oblast, Moscow, Voronezh,
Tseljabinsk, Ufa, Perm
Planeta group Podmoskov discount store Moscow 70
Ramstor Turkey supermarket Moscow, Krasnoyarsk, Kazan ~ >20
hypermarket
Riomag St. Petersburg  cash&carry St. Petersburg 2
Sedmoi kontinent | Moscow supermarket Moscow 41
Spar Netherlands supermarket / con- Moscow 11
venience store
Stockmann Finland department store Moscow, St. Petersburg 4
supermarket
Utkonos Zelenograd “order table” Zelenograd, Mendeleev 5

Each industry incumbent company is presented with information on home market,

typical store type, cities with operations, and current level of turnover. Sample article
references on the provided information can be found in the company profiles (Appendix
1). Seven of the prominent companies are Moscow based while four are based in St. Pe-
tersburg. Only two chains originate from the areas other than Moscow or St. Petersburg
(Magnit, Utkonos), and six are foreign in origin.

The most popular store type seems to be the supermarket format with seven companies
employing that particular strategy. Discount stores are operated by five chains, hyper-
markets by four, and cash & carry type operations by three chains. (Table 10.) As has

been elaborated on previously, the current trend is towards diversification in store types,
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and therefore companies may soon launch operations in other than typical to them
store types.

Nine of the prominent industry chains have operations outside their home market, of
which seven have operation in cities other than Moscow and St. Petersburg (Table 10).
The group of chains with potential for becoming a national retailer is thus quite narrow.
Of course many promising chains are currently planning expansion, making the predic-
tion of industry winners difficult. For example by obtaining the right strategic investor or
partner, practically any retailer may expand rapidly, provided that the chain is supplied
by sufficient funds, market knowledge, and relationships.

The chain width (number of outlets) varies greatly among the chains chosen for closer
examination. Some have just started operations, or are otherwise employing careful or
restricted expansion strategy, and thus have a narrow chain. The chain width is of course
in correlation with employed store type: for example one hypermarket can satisfy demand
in a geographic area with a certain amount of population, where one should erect several
smaller outlets (discount store, convenience store) to do the same. A more suitable vari-
able for company comparison would be the total employed retail floor space.

In order to obtain a better picture of the scale and effectiveness of domestic retailer

operations, Figure 7 is provided with turnover information on the companies.
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Figure 7 Domestic chains’ turnover

Only domestic chains with available information are included in Figure 7. The reader
should also note the different years of turnover information, which makes the direct com-
parison of companies somewhat difficult. Three chains can be identified with distinc-
tively large turnover in comparison with the others, namely Sedmoi kontinent ($300,5
million), Pjaterotska ($500 million), and Perekrestok ($333 million). Still others are not
far behind, and as was considered earlier, rapid growth of turnover for a chain organiza-
tion is matter of sufficient resources. Foreign industry incumbents are backed by seem-
ingly abundant financial resources. For example Metro AG’s turnover in 1999 was $44
113,6 million, and Marktkauf’s $4530,2 million in 1999. In Table 11, the potential for-
eign entrant retail firms are presented with relevant information. The Finnish Kesko is
included in the table as a point of measurement and reference, as the author presumes that

the operational scale of Kesko might be familiar for the reader.



Table 11

Potential foreign entrants (McGurr 2002; e.g. articles 36, 169, 224, 228, 229, 241, 249, 253, 255, 280, 292;

www.ahold.com; www.carrefour.com; www.rewe.de; www.kesko.fi; www.tesco.com; )

Company Country Sales (mil- Net profit (million Areas with op- Number of Company in Russia
lion $) $) (vear) erations stores
Ahold Netherlands 33 810,6 757,7 (1999) Europe, USA, 6846 Marta’s possible new franchisor, has not
Latin America, published plans on Russia.
Asia-Pacific
Carrefour France 37621,9 760,5 (1999) Europe, Latin- 5828 Has been aggressive in Eastern Europe
America, Asia (e.g. Poland). No published plans. Rumors
of entry.
Casino France 15747,7 296,6 (1999) na Rumors of possible entry.
Kesko Finland 6 153,5 85,5 (1999) Finland, Estonia, 1177 No plans for Russia.
Latvia
Real (Metro) Germany 44 113,6 367,1 (1999) 26 (Metro) 2300 First hypermarket in Moscow in 2004, and
(Metro) by the end of 2005, 4-5. Metro AG’s next
step in Russia, chain may be later sold to
Wal-Mart.
Rewe Germany 60 billion na Germany 11 196 Planned to enter with c&c in 2002. Plans to
euros open Penny discount supermarkets in
Podmoskove soon.
Sainsbury UK 25 680,5 550,8 (2000) No published plans
Tesco UK 29 665,7 1063,8 (2000) UK, Europe, Asia 2443 No published plans
Wal-Mart USA 166 809,0 5377,0 (2000) US, Asia, Latin- 4600 Hypermarket operator. Will enter in spring
America, Europe 2004, may buy a local chain, analysts
doubt: will make Greenfield investment.

Tt
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As can be observed in Table 11, the sales volumes (turnover) of international retail gi-
ants are of quite larger size as compared to the Russian retail chains’ respective figures.
Their investment power is quite significant, and their threat to the domestic chains in
Russia is real, in case they seriously decide to compete for market share.

As the reader may be interested in particular companies, an index of companies is pro-

vided in Appendix 4, which facilitates easy access to company specific information.



64

6 SUMMARY WITH CONCLUSIONS

6.1 Summary

The purpose of this study was to provide insight into the Russian food retail industry and
its state in Q4/03. A holistic approach was needed in order to include all the relevant in-
formation pertaining to the theme. The results should be pragmatic in nature and help in
the strategic decision making of the commissioning party. Three research objectives were
set by the author: (1) to provide a theory based framework for the holistic analysis of the
food retail industry, (2) to identify the prominent trends, phenomena, and firms in the
food retail industry, and (3) to describe the prominent trends, phenomena, and firms in
the food retail industry. The focus of the research was on the chain organizations of the
focus industry.

A three level system hierarchy framework was developed for the purpose of industry
review. The industry is considered an open system, which is subject to influences from
outside. This “outside” is the industry environment or supersystem, where several sources
of change (demographic, economic, cultural and social, political and legal, technological,
natural), and forces (threat of new entrants, bargaining power of buyers, threat of substi-
tutes, bargaining power of suppliers) influence and form the industry. Additionally we
can identify inside industry subsystems, i.e. industry incumbent firms, which operate and
compete in the industry. Firms have a natural tendency to grow and pursue profits. This
competition defines the degree of rivalry that can be considered an inside industry force.
Ways to describe the system, include industry structure, strategic groups, and the already
mentioned rivalry or competitive moves. The thus derived framework is considered to
include all the possible elements that affect and define an industry, making it an appropri-
ate tool for industry review and analysis.

A sample of 330 Russian language business newspaper articles with reference to Rus-
sian food retailing, or Russian retailing in general, was analyzed, by utilizing the method
of content analysis. The sample articles were assigned codes according to their content.
The codes were based on a classification system, which in turn originated from the re-
search framework. Code frequencies were calculated, and consequently salient topics
during the focus period (July 2002 — October 2003) were identified. Frequencies of the
firms appearances in the sample articles were also calculated. Thus the second research

objective was duly addressed.
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Elaboration and additional information has been provided by presenting summaries
on all the system hierarchy elements of Russian food retailing. Some attention has been
directed to the industry firms as well as to possible foreign entrants. Detailed company
profiles have been provided in Appendix 1.

In conclusion it can be stated that in order to address the stated research objectives, the
author has (1) presented a framework (Figure 2) for the analysis of the Russian retail in-
dustry, (2) identified the prominent trends, phenomena and firms in the industry, and (3)
described the identified trends, phenomena, and firms in a compact form, by presenting
summaries and company profiles. In the empirical work a method of content analysis has
been utilized, as has been described previously. It is now the author’s intention to present
the research results and findings in the framework, thus bringing it to the context of the

research. The combination of framework and results can be observed in Figure 8.
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Supersystem (Environment) -

New entrants:

-Association of retail trade companies
lobby: home market protection
-massive foreign entry expected (into
hypermarkets, Wal-Mart next), potential
entrants in Table 38.

-regional chains coming to Moscow

A}
AY
N
N
N
~

Suppliers:
retailers’ in-
creased power
(greater vol-
umes, consoli-
dation), devel-
opment of more
effective distri-
bution and lo-
gistics systems
(shorter chan-
nels), increasing
popularity of
private labels
(sign of a re-
tailer power)

-

- -

Environmental sources of

change: Economic: huge poten-
tial in the retail market, Russia is

an attractive market for investors,

high inflation; Political & legal:
government bureaucracy, authori-

ties have a major role in the retail
development, 5% sales tax, laws,
regulations and inspections on

small scale & uncivilized retail. !

System (Retail industry)

Rivalry:

-Structure: plenty of room in the market,
competition between unciv. & civ. groups,
fragmented industry.

-Strategic groups: uncivilized & civilized
strategic groups; civilized group: focused
implementation of retail mix, diversifica-
tion of store types, growth locally and
regionally to gain market share and to
strengthen position.

-Competitive moves: extensive pursuit for
growth, expansion outside home market
(to regions), cooperation initiatives, price

Buyers:

-steadily increas-
ing purchasing
power of consum-
ers

-consumer seg-
ment and regional
differences in
purchasing power
development
-willingness to try
new products and
make choices

Substitutes to chains: Moscow authorities to “civilize”
the retail function in the capital, chain stores have the
advantage against the rinoks and kiosks, new retail for-
mats. (insignificant threat)

Subsystems (Individ-

ual firms)

-Firm growth: horizontal
chain expansion, geographic
expansion, turnover growth
-Retail chains: chains’ role in
the future is significant,
franchising vs. ownership,
brand maintenance

-Store types: gradual appear-
ance of modern store types
(discount store-> hypermar-
ket-> convenience store)
-Firm specific information:
company profiles (see Ap-
pendix 1)

Figure 8

Theory framework in the research context with results
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All the relevant system hierarchy elements are described in the research context
(Figure 8). In order to receive more insight to each of the elements one may refer to the
respective element description in the State of Russian food retailing in Q4/03 -chapter. As
the research has been conducted along sound principles (that is the author’s perception at
least), the author now deems it safe to make the following summary on the importance of
the system hierarchy elements.

The most salient sources of change in the supersystem are the economic, and political
and legal ones. The Russian economy is growing, making positive contribution to the
retail market. Investment climate is becoming increasingly positive, and it is hoped the
development will continue on. The retail industry is becoming an increasingly attractive
target for foreign companies. Inflation among other potential problems in the economy,
continue to hinder this positive development.

Of the supersystem forces the threat of entrants is the most significant one. The inva-
sion of European and American retail giants is widely expected in the industry. The size
difference of the foreign and domestic chains is a major concern for the Russian chains. It
must also be taken into consideration that the consumers are becoming more affluent, but
also more sensitive to the possibilities in the consumer goods market. With increasing
purchasing power comes the demand for additional services and product characteristics.
Retailers are also becoming stronger in their bargaining power towards suppliers. In-
creased firm size and volumes gives the retailer the power to negotiate volume discounts,
more favorable delivery terms, and the sharing of promotional costs. Private label pro-
duction can be negotiated more often.

The system is characterized by two major strategic groups, namely civilized and un-
civilized. They are still unequal in terms of market share to, but the civilized group’s
share is increasing due to its effectiveness, appeal to the consumer, and favorable attitude
of the authorities, especially in Moscow. The market has room for more chains, expan-
sion and growth, and the rivalry level can be considered low. As the market shares in-
crease, the industry incumbents are more likely to collide and have overlapping interests.
Major strategies in the industry are growth and diversification of store types, since a ma-
jor market share is only achievable through diverse offering of store concepts for the con-
sumer. Chains also aim to strengthen their market position in the home market and in the
regions. Supply chains are becoming shorter and more effective with backward integra-
tion and more effective logistics. The industry is quite dynamic with a lot of activity
along the previously mentioned dimensions.

The rate of growth among some of the industry incumbents is phenomenal, finance

and local market knowledge being the major obstacles for growth. Growth is mostly or-
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ganic, but M&A activity is also taking place. Expansion inside the vast Russian fed-

eration is the imperative for most of the chains. Many have implemented franchising pro-
grams, while some prefer the company ownership of stores. Store types are introduced
gradually as the consumer demands change and purchasing power increases. The industry
is fragmented (especially the uncivilized strategic group), while some companies seem to
be more successful than others. Their growth strategies are more aggressive, and they

enjoy the access to resources such as finance and regional market knowledge.

6.2  Conclusions with managerial implications

The conclusions and implications are considered from the point of view of a food manu-
facturer. The choice of perspective is due to the interest and stake of Raisio Group plc in
the research. The research objective has been to provide useful information for the basis
of strategic decision making.

It is apparent from the research results that (1) the share of retail chains of the total re-
tail turnover is growing in the urban areas of Russian Federation, at least in the Moscow
and St. Petersburg areas, and (2) the retail chain organizations are becoming larger in
terms of turnover and market coverage. In the past it has been a challenge to gain access
to a distribution channel that would be effective in the distribution of for example food
products in large volumes around a number of Russian cities or even regions. It seems
that major city wide chains have appeared, and that chains with national or multiregional
coverage are emerging. This provides opportunities for the manufacturer in terms of ef-
fective product distribution. While the chains’ share of the total of Russian turnover may
be considered small, great volumes can be achieved even in Moscow alone, by tapping
into an effective channel with a wide chain of outlets at the very end. It is thus considered
important by the author to invest into the acquisition of major chains (possible industry
winners) as customers and partners in the distribution channel, thus preparing for the fu-
ture. At the same time it is also challenging to deal with apparent industry consolidation.
The cycle of retail concentration (Figure 4) well describes the recent developments in
Russia, and implies for disproportionally large discounts from manufacturers. The con-
textual examples have been presented previously.

It is still unclear who will be the winners of the race to become a national chain. Many
contenders are in the race and some insight into them may be gained through the provided

company profiles in Appendix 1, or through further study. It is considered helpful to fol-
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low the advice of Fein and Jap (1999, 64) for dealing with industry consolidation, pre-
sented already in the theory review of this study. In this case it would probably prove
fruitful to partner with the winners, by seeking the position of a key supplier for some
major chain, which has prospects in the race for market shares and position in the Russian
market. Relationships may be nurtured with a long-term perspective, by providing for the
demands of the retailer by (1) maintaining quality in produce and delivery (advanced lo-
gistics, efficient customer response), (2) supporting in promotion, and (3) offering vol-
ume discounts. The positive effects of this kind of relationship could potentially be felt by
both the retailer and the manufacturer.

The other potential perspective in dealing with industry consolidation and the bargain-
ing power of the retailer is the process of increasing channel equity (Fein & Jap 1999,
64). The manufacturer may strengthen its brands by suitable marketing methods and thus
increase the demand from consumers, thereby creating a pull effect from the consumer
market. Consequently the manufacturer increases in bargaining power towards the re-
tailer, as the retailer is pressured to offer certain branded products that enjoy consumer
preference and a high level of demand.

Will the described trend of retail chain growth continue in the future? Will it be
worthwhile to concentrate marketing and sales efforts on the chain organizations and not
on the traditional or the “uncivilized” retailing? It seems that the positive outlook of the
Russian economy will result in investments and in increased purchasing power of the
consumer, as has been the case before, which consequently boosts the growth of retail
chains. So how will the Russian economy do in the future?

The question would require a profound review of studies and statistics in order to sat-
isfy the reader completely. The dependence of the Russian economy on raw material
prices (e.g. oil) has already been mentioned. At this point it is sufficient to say that there
does not seem to be a similar to the 1998 crisis in sight, and that while Russia faces a
number of challenges (such as badly needed legal and political reforms, more efficient
financial sector, unequal distribution of wealth etc.) that must be properly addressed in
order to remain in the growth trend, it is likely that Russia will experience growth due to
its strong fiscal position and balance-of-payments. The bank of Finland long-term scenar-
i0s of Russian GDP growth are as follows (if the investment climate stays more or less
the same): (1) pessimistic (low investment): +2,0%, (2) baseline (status quo investment):
+3,0%, and optimistic (high investment): +4,7%. (Komulainen, Korhonen, Korhonen,
Rautava & Sutela 2003, 5-6, 14-15.) In this light the above mentioned strategy outlines

seem reasonably safe in terms of economic growth.
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6.3 Future research on the subject

The subject offers interesting opportunities for further study. It was originally planned by
the author to study the future of the industry by utilizing multiple scenario method. The
industry is in a dynamic state of development, and the potential rapid changes may con-
tinue to take place in the future, having major implications for a company such as Raisio
Group plc, or any manufacturer willing to conduct successful business operations in the
area. This study offers a good starting point and basis for the study of the industry’s fu-
ture.

Another interesting area of research might be the definition of industry strategic
groups among the food retail chains. The kind of study would follow in the footsteps of
for example Hawes and Crittenden (1984) and Harrigan (1985). More information on the
companies would be collected along certain strategy defining variables, and a study
utilizing multivariate cluster analysis might be consequently conducted, in order to define
the strategic groups and their performance. Forecasts could be drafted in order to

determine the potential “winners” of the industry.
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APPENDIX 1 COMPANY PROFILES

The presented company profiles follow a certain predesigned and regular form. Informa-
tion is relayed along certain variables such as (1) retail store brand name, (2) frequency of
appearance in the sample articles, (3) internet site, (4) home market (city, country), (5)
turnover/sales, (6) number of stores (in Russia), (7) geographical coverage, (8) typical
store type and floor space, (9) typical assortment, (10) notes (history, strategy, ownership
structure, finance, franchising, main competitors etc.), and (11) references. In some cases
the relevant information may not be available. Again the author reminds the reader not to
take company forecasts and projections as absolute truth. In the case of foreign compa-
nies the chosen variables may slightly vary.

The industry incumbent company profiles are presented in alphabetical order, with fol-
lowing companies included: Auchan, Diksi, Kopeika, Lenta, Magnit, Marktkauf, Metro,
Mosmart, OKei, Paterson, Perekrestok, Petrovskii, Planeta Group (Ekonom, Pjatatsok,

Kompas), Pjaterotska, Ramstor, Riomag, Sedmoi kontinent, Spar, Stockmann, Utkonos.

Company / Retail brand Auchan (Awan)

Frequency in articles 48

Internet site www.auchan.com

Home market France

Turnover/sales ($/year) 27 600 million euros

Number of stores in Russia 3

Geographic coverage (planned) Moscow (St. Petersburg, Kazan)

Typical store type, floor space (m?) Hypermarket-discounter, 16 000

Typical assortment 40 000

Notes First hypermarket opened in Moscow on August 2002, sec-

ond in December 2002, and third in June 2003. Started the
hypermarket segment in Russia, and initiated changes with
entry. Plans to extend operations to Spb (2005) and to re-
gional capitals. Prices set on low rinok level (10-15% lower
than in other chains) and considers rinoks as main competi-
tors. Has been accused of dumping. Supermarket chain Atac
is planned for Moscow suburbs.

References e.g. articles 35, 39, 40, 45, 59, 113, 123, 146, 179, 227,
www.auchan.com
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Company / Retail brand

Diksi ([luxcu)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

10

Moscow

$180 million / 2002

66

St. Petersburg, Moscow, Moscow Oblast, Tula, Tselyabinsk
discount store

a few thousand

Moscow share of chains’ turnover: 3%. Company owner
Junilend with 25% share (big holding company, distributor,
wholesaler) was looking for a strategic investor in 2002.
German Tengelmann showed interest in 2000. Published
plans to build a distribution center in Moscow in February
2003. Competes with other discounters.

e.g. articles 33,42, 238, 78, 126, 147

Company / Retail brand

Kopeika (Konetixa)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

42

Moscow

$182 million / 2002

40

Moscow, (Samara, Tver, Yekaterinburg, Toljatti)

Discount store, 800

4000

In operation since 1998. Currently 5" biggest chain in Mos-
cow. Oil company JUKOS used to own 50,5% of shares.
Kopeika was planned to be part of JUKOS’s AZS service
stations. 50% of shares were sold to NIKoil in September
2003. Managers have 50%, and founder Samonov and part-
ners 0,5%. Other chains maybe interested in buying Kopeika.
Service station plans continue with the new owner, seen as a
way to expand to the regions. Chain is considered to have a
competent management. Member of AKOPT. Planned to
enter Samara and Yekaterinburg through acquisitions of local
chains. Has franchise operation in Moscow and in the re-
gions (Kopeika-Mini). Consideres expansion in Moscow
possible only through franchising, share of turnover from
franchisees may reach 15% this year. The average operative
margin of the company was 18%, projected investments in
2003, $40 million. Pjaterotska is considered the most impor-
tant competitor. Plans to expand to Podmoskov (June 2003).
Plans for IPO in 1,5-2,5 years. In 3Q/04 organization
changes from ZAO to OAO. During 2H/04 plans to issue
RUB bonds.

e.g. articles 5, 33, 51, 53, 69, 103, 163, 173, 177, 180, 228,
259, 300, 303, 316, 325
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Company / Retail brand

Lenta (/lenma)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

17

St. Petersburg

4

St. Petersburg

cash&carry hypermarket, 12 000
8000

Notes In operation since 2001, owner OOO”Pioner”. Construction
of 5™ and 6™ hypermarkets during 2003 in Spb (6™ will open
in December 2003). Plans to have 10 in 2 years, and invest
$100 million. Strained relationships with Metro over person-
nel issues (January 2003). Company’s stores are open 24
hours a day, club cards, good parking. Successful strategy
based on (1) timing, (2) assortment, (3) price and quality, (4)
adequate management. Plans to expand to Leningradskii
Oblast.

Refrences e.g. articles 55, 86, 129, 153, 204, 269, 288, 319

Company / Retail brand Magnit (Maenum)

Frequency in articles 7

Internet site -

Home market Krasnodar

Turnover/sales ($/year) $110 million / 2001

Number of stores in Russia at least 250

Geographic coverage (planned)
Typical store type, floor space (m?)

Typical assortment
Notes

References

Krasnodar, Rostov-na-Danu, Sotshi, Saratov, St. Petersburg,
Voronezh, Moscow (Samara, Toljatti)

discount store, 200-300

3000

Came to Mosocw in 2002, example of regional chain’s ex-
pansion to the capital. May be the biggest Russian chain in
store numbers (October 2002).The chain is owned by Kras-
nodar wholesaler Tander (in operation since 1994). Currently
operates 7 stores in Spb. In Moscow operates 15 stores under
brand Nesterovskiy. Plans to enter Samara and Toljatti by the
end of 2003. Stores smaller than for example Pjaterotska’s.
e.g. articles 20, 33, 78, 123, 161, 238, 243, 259
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Company / Retail brand Marktkauf (AVA AG)
Frequency in articles 6

Internet site www.marktkauf.de
Home market Germany

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

$4530,2 million / 1999 (AVA AG)
1

Moscow

Hypermarket

First hypermarket was opened in February 2003 in Kotelniki,
Podmoskov. Cooperation of German owner AVA AG and
Russian Avtogarant Grupp. Planned on serious competition
against other hypermarkets. Marktkauf differs from others
with especially wide assortment of fruit, vegetables and fresh
meat. Well accepted by Moscow consumers. Three more
stores planned, first will open in fall 2004, total investment
worth 150 million euros. Weekly turnover of the one operat-
ing store is 1,5 milion euros.

e.g. articles 123, 133, 260, McGurr 2002

Company / Retail brand

Metro

Frequency in articles
Internet site

Home market
Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)

Typical store type, floor space (m?)

Typical assortment
Notes

References

67

www.metro-kauthof-bkk.de

Germany

$44 113,6 million / 1999 (Metro AG), in Russia 287 million
euros / 2002

4 in Moscow, 2 in Spb

Moscow, St. Petersburg (Yeakaterinburg, Nizhniy Novgorod,
Kazan, Rostov-na-Danu)

Cashé&carry hypermarkets, 10 000

20 000

Trademark of German retailer giant Metro AG (largest in
Europe), in Russia since the fall of 2001. Plans to have 50
stores in Russia in the future. March 2004 will see project
launch in Yekaterinburg. During 2004 plans to build two
outlets in Nizhniy Novgorod in September, one in Kazan in
August, and one in Rostov-na-Danu in Sepetember. Each
will require an investment of 17-20 million euros. Moscow
stores cost 40-50 million euros. In June company representa-
tives promised to invest $1 billion in Russia during 4-5 years,
of which 60% to Metro cash&carry, and 40% to Real. Main
competitor is the French Auchan. Company favors local
suppliers and private labels. Tough attitude towards suppli-
ers, with sanction for incomplete deliveries. In 2002 was
under investigation by authorities of selling to private per-
sons instead of wholly to legal entities (cash&carry format).
Local competitors started rumors on the company’s miscon-
duct.

e.g. articles 117, 145, 187, 224, 279, 280, 308, 319, McGurr
2002
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Company / Retail brand

Mosmart / Rosmart (Mocmapm / Pocmapm)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

17

www.mosmart.ru

Moscow

$50 million / 2003 (forecast)

1

Moscow

hypermarket, 16 500

Originally a cooperation of Sedmoi kontinent (supermarket
operator) and Gipertsentr (developer) to have a first Russian
hypermarket chain with national coverage: Mosmart in Mos-
cow, Rosmart in the regions. Planning started in December
2002. First store opened in June 2003, $30 million invest-
ment. Second planned to open by the end of the year, third in
the beginning of 2004. Pricing: “a kopeika lower than Au-
chan”. The joint-venture was disbanded in September 2003
due to differences in views on development of chain and
financial issues (different business cultures). Mikhail Bezel-
janskiy will continue to manage the now independent future
chain. Sedmoi kontinent out of the project, Gipertsentr will
remain as an owner. Previously the plans included the open-
ing of 100 hypermarkets in Russia during next 10 years, and
forecasted turnover in 2004 $200 million, in 2005 $500 mil-
lion. To help in the project an ex-Carrefour manager was
hired with experience from Poland. Due to the disbanding of
join-venture the plans may drastically change. Was/Is seen as
the only serious domestic hypermarket operator.

e.g. articles 230, 294, 295

Company / Retail brand

OKei (OKeui)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

6

St. Petersburg

3

St. Petersburg (Moscow, Rostov)

hypermarket, 15 000

25 000-32 000

Owner ZAO”Dorinda” operates the relatively new domestic
Spb based hypermarket chain. First hypermarket opened in
Spb in May 2002 (11 000m?, assortment 25 000), second in
May 2003 (15 000 m?), third in October 2003. By the end of
2004 will open hypermarkets in Moscow, Rostov (invest-
ment $36,6 million). The total of new stores opened in 2004
is projected to be 5, and by 2006 10. By 2006 the market
share of the chain is projected to be 12-14%, with $1 billion
turnover. Company’s hypermarkets have a variety of adjoin-
ing services and advanced technology, with a 2500 car park-
ing lot. Plans to diversify and launch a chain of supermar-
kets.

e.g. articles 275, 215, 321
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Company / Retail brand

Paterson ([lamepcon)

Frequency in articles
Internet site

Home market
Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)

Typical store type, floor space (m?)

Typical assortment
Notes

References

40

www.paterson.ru

Moscow

$34 million / 2001, $85 million / 2002, $140 million / 2003
(forecast), $270 million / 2004 (forecast)

At least 20 (15 in Moscow, 2 in Spb)

St. Petersburg, Moscow, Kazan, Tver, Samara, Ljubertsi
(Nizhnii Novgorod, Sotshi, Astrakhan, Voronezh, Lipetsk)
supermarket, 1600

12 000 — 30 000

One of the biggest in Moscow has been operating since 1998.
Has an aspiration to change from 2™ class Moscow super-
market operator to 1% class regional supermarket retailer;
feels the pressure to expand out of Moscow. Is becoming an
attractive target of acquisition due to its ambitious expansion,
second only to Pjaterotska. Was second to open store in Ka-
zan (October 2003), a $1 million investment. 3 more to fol-
low in Kazan. Company prefers to own the stores instead of
franchising. In October 2003 company published plans to
invest $10 million dollars in Spb, in order to open 10 super-
markets by the end of 2004. Principles: standardized assort-
ment in every store, own preparation of ready meals, open
24h, consistent price policy, check out technology. Owner:
OOO”Firma  Omega-97”  with  strategic  partner
ZAO”Adamant” (provides long term rental locations). Util-
izes strategic alliances (with Detskii Mir, Eldorado, Ada-
mant, Korston the hotel developer) as a tool for regional
expansion. Is planning for an IPO.

e.g. articles 254, 266, 277, 289, 301, 304, 311, 324
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Company / Retail brand

Perekrestok (Ilepexpecmorx)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)
Number of stores in Russia
Geographic coverage (planned)

Typical store type, floor space (m?)

Typical assortment
Notes

References

88

www.perekriostok.ru

Moscow

$333 million / 2002

46

Moscow, St. Petersburg, Samara, Toljatti, (Yekaterinburg,
Volgograd)

Supermarket, 8000

ZAO”Torgoviy dom Perekrestok™ is a market leader in Mos-
cow, considered a prestige chain with more expensive prod-
ucts, also deluxe stores. Part of Alfa Group. A quality con-
scious company has been awarded with several prices: e.g.
The best chain in the Central Region. Owns food delivery
service Sluzhba 77. Has diversified into convenience store
segment with the brand Rjadom. Has been taking audits to
prepare for foreign investors. Opened stores in Samara and
Toljatti in September 2003, with $12 million investment. Is
engaged in an office-shopping center construction as a de-
veloper. Operates a store in affluent Rublevka area and a
VIP-store in Gorki-2, Moscow. Strategic partnership since
July 2003 with developer Vremja will help in regional ex-
pansion. Company mentioned as possible target of acquisi-
tion by Wal-Mart. Plans for an [PO during 2005-2007. Tem-
pleton Strategic Emerging Markets Fund owns 7,7% of
shares, consideres the worth of the company $200 million.
Templeton ownership helps to finance the planned construc-
tion of bigger stores. During 2003 company plans to open 20
stores, most of which are in Moscow. Negotiates the acquisi-
tion of both Moscow and regional chains.

e.g. articles 124, 176, 189, 197, 210, 241, 242, 259, 277, 278,
285, 292, 296, 306, 310
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Company / Retail brand

Petrovskii (Ilempoesckuii)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

20

www.petrovski.ru

Moscow

$120 million / 2002

17

Moscow

supermarkets/convenience stores, 600-1800

In operation since 1997, among the “six big” retailers in
Moscow. Originally operated under the brand BIN, but was
too closely associated with a bank with similar brand. The
bank and the retailer belong to the same holding company
PFK”BIN” (owner is Gosduma representative Sait Gut-
seriev). Changed brand into Petrovskiy in March 2003, a
costly operation. Made one of the largest acquisitions in the
industry in the fall of 2001, by acquiring a chain of six Mag-
nolija stores. Price level targets middle-class. By the end of
2004 plans to open 14 supermarkets. Plans to increase the
share of Russian products in assortment, launches private
labels of fish and meat products. Petrovskiy shopping centers
planned for 2004.

e.g. articles 149, 234, 263, 282, 296
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Company / Retail brand

Pjaterotska (IIamepouxa)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)
Number of stores in Russia
Geographic coverage (planned)

Typical store type, floor space (m?)

Typical assortment
Notes

References

75

www.e5.ru

St. Petersburg

$500 million / 2002, $630 million / 2003 (forecast)

215

St. Petersburg, Leningradskaja Oblast, Moscow, Voronezh,
Tseljabinsk, Ufa, Perm, (Uljanovsk, Yekaterinburg)

discount stores, 1000-1200

3500

Established in January 1999. A successful and rapidly grow-
ing St. Petersburg discount chain. This year’s investments
will reach $70 million. Opened 70 stores in the first 9 months
of 2003 (30 in Moscow, 6 in Spb, 7 in Voronezh, 13 in Tsel-
jabinsk, 7 in Perm, and 8 in Ufa). By the end of 2005 plans to
open 10 shopping centers and 46 stores in Spb alone. With
an investment of $110 million, the Spb project is the biggest
project among Russian food retailers. Will open stores in
Uljanovsk and Yekaterinburg by the end of 2003, in total 10-
15 stores in the big cities of Russia. Plans for national cover-
age of chain, by the end of 2005 plans to open 50 stores in
Sverdlovskaja Oblast, and 30 in Volgogradskaja Oblast.
Plans for taking the Leningradskaja Oblast market. Each new
store is a $400 000 investment. First of the big chains to start
a massive expansion into the regions. Expansion based on
franchising, on terms of: initial payment $750 000, roy-
alty/fee 1,5-2% of turnover. Ownership structure: EBRD
(European Bank for Reconstruction and Development) with
majority share, OOO”Argotorg” in Spb, OOO”Agroaspekt”
in Moscow, and OOO”’Ekonomtorg-Pjaterotska” in Yekater-
inburg, and additionally 2 unknown Netherlands companies.
Price level 10-15% lower than in normal stores. Is notorious
for controversial ad campaigns. Some cases of bad quality
products sold are known to have taken place. Had trouble in
getting into Yekaterinburg for 2 years. In its desire to diver-
sify into other store types, cash&carry type Karusel was
launched, later proved unsuccessful. Now plans to enter the
hypermarket segment with a new brand. Construction starts
this year in Spb, and plans include 10 stores in Moscow, and
10 in Spb. Each will require an investment of $12-15 million
(the project a $240 million in total), and has a floor space of
8000-12 000 m?, and an assortment of 12 000-15 000 prod-
ucts. Pjaterotska brand knowledge in Moscow was 87,6%
and in Spb 99,7%. Goal to get a share of 15-18% of the Rus-
sian food retail market in 10 years

e.g. articles 177, 289, 293, 310, 311, 320, 326, 327
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Company / Retail brand

Ekonom (Oxonom), Pjatatsok (Ilamauok), Kompas
(Komnac), (Planeta group)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)
Number of stores in Russia
Geographic coverage (planned)

Typical store type, floor space (m?)

Typical assortment
Notes

References

9

Podmoskov / Nizhniy Novgord

$200 million / 2002

about 70

Moscow, (Nizhniy Novgorod, Yekaterinburg, Krasnoyarsk,
Samara, Omsk)

discount store

The Planeta Group (close to owners of Sibneft) shook the
retail industry in July 2003, by announcing plans of ambi-
tious expansion in retail sector. Has a major foothold in food
manufacturing business. By 2007 the group will manage 500
stores, generating $1,5 billion in turnover. The information
was part of Planeta Finans prospectus. OOO”Planeta me-
nedzment” operates the chains Ekonom, Pjatatsok, and
Kompas. The “global chain” is planned to be expanded to
Nizhniy Novgorod, Yekaterinburg, Krasnoyarsk, Samara,
and Omsk. Previously growth has been slow. Ekonom
opened 14 stores in 2 years. Almost 50 stores were included
through the acquisition of Aljans in 2002. Now plans to take
number 1 or 2 position in the industry.

e.g. articles 245, 247
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Company / Retail brand

Ramstor (Pamcmop)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)
Number of stores in Russia
Geographic coverage (planned)

Typical store type, floor space (m?)
Typical assortment
Notes

References

61

WwWw.ramstore.ru

Turkey

$300 million / 2002, $400 million / 2003 (forecast)

At least 20 (5 hypermarkets, 15 supermarkets)

Moscow, Krasnoyarsk, Kazan, (St. Petersburg, Nizhniy
Novgorod, Novosibirsk, Rostov-na-Danu, Ufa, Irkutsk,
Omsk, Volgograd)

supermarket and hypermarket, 650-6000

40 000

The Ramstor chain 1is operated by the company
00O”Ramenka” (since 1997), which has 100% Turkish
owners: Enka Holding (construction company) and KOC
holding (huge Turkish industrial-trade-financial conglomer-
ate). Mainly operates in Moscow (strong position, well-
known brand), opened 2 hypermarkets in Krasnoyarsk in
March 2003, and in Kazan in April 2003. First store in Spb
will open in March 2004, 2 more will follow later during the
year (may be late in getting to Spb). Nizhniy Novgorod will
see one in the beginning of 2004 also. Projected growth for
turnover in 2003 will be 50%. Will be main retailer in new
Novosibirsk hypermarket “Levoberezhniy”. Stores have
modern technology, good parking etc. Prices above average.
Has a strategic alliance deal with the developer MIG, who
will build sites for the regional expansion projects. Invest-
ments in 2002 were $100 million, same amount forecasted
for 2003. Since 1997 the total investments have been $250
million. Builds also shopping centers, the latest investment in
Podolsk $10 million.

e.g. articles 132, 135, 205, 233, 250, 266, 297, 312, 330

Company / Retail brand

Riomag (Puomae)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

2

St. Petersburg

$50 million / 2002

2

St. Petersburg

cash&carry hypermarket, 7000

8000

Operated by ZAO”RBD” (Rossiisko-Bavarskii torgovii dom,
since 1995). Originally a store of a same name in Pushkin.
Was changed to the new format and brand Riomag. New
store was opened in October 2003 (a $4 million investment).
Plans to bring the number of Spb stores to 4 in two years.
Prices 14% lower (cash&carry -> no sales tax). Format very
popular in Spb.

e.g. articles 317, 319
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Company / Retail brand

Sedmoi kontinent (Ceomoti koumurnenm)

Frequency in articles
Internet site

Home market
Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

95

www.7cont.ru

Moscow

$300,5 million / 2002, $420 million / 2003 (forecast), $650
million / 2004 (forecast)

41

Moscow

Supermarket

15 000-25 000

Considered as one of the leading food retail chains in Russia
and as one of the market leaders in Moscow. Considered the
“most expensive supermarket chain in Moscow”. Owners:
ZAO”7K Invest-holding” and OAO”Stolitsnie gastronomi”.
Plans to open more than 20 stores during 2004. During the
first 9 months of 2003 opened 10 stores in Moscow. 8 more
planned by the end of the year. Investments during 2003 will
reach $70 million. Due to chain development costs have
increased 32,79% during 2Q/03 as compared to 2Q/02. Dur-
ing 2004 company plans to open 20-22 stores. Has a quality
assurance program. Is diversifying into other store types:
convenience stores “7 shagov” (target segment: people with
>$400/month income, margin 25%), and deluxe stores “5
zvezd” (target segment: people with >$1500/month income,
margin 50%). Supermarkets target people with incomes
between $400 and $1400, with 40% margin. Company’s
plans for hypermarkets were postponed after the disband-
ment of joint-venture with Gipertsentr (Mosmart) in Septem-
ber 2003, plans to introduce a new hypermarket project.
Company’s regional expansion plans has been so far limited
to the Mosmart/Rosmart project. In order to attract larger
segments of consumers, a new program of “one price sec-
tion” will be introduced (everything will cost for example 33
RUB). Has a loan from OAO “AKB Rosbank” worth of 350
million RUB, plus $20 million. Company has been named in
connection with Wal-Mart’s possible entry. In connection
with trying to attract investors, the company plans to renew
ownership structure and management. ZAO”7K-invest” is
currently owned by a Cyprus off-shore company Admona,
additionally complicated cross ownership of different enti-
ties. Founder is Mosgorduma member Vladimir Grusdev.
Through the improved transparency, company plans for an
IPO and attracting long term strategic investors in 1-2 years.
Company is known for issuing RUB bonds in order to fi-
nance operations (3 year bonds in MMVB, total 1,5 billion
RUB, during fall 2003).

e.g. articles 212, 214, 218, 221, 234, 241, 259, 267, 283, 291,
294, 295, 296, 310, 314
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Company / Retail brand

Spar

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

28

www.spar.at; www.deltacap.ru; www.marta.ru

Netherlands

$100 million / 2003 (forecast)

11

Moscow, (St. Petersburg, Tatarstan, Yoshkar-Ola)
supermarket/convenience store, 3000

The Netherlands brand’s recent history in Russia is
characterized by disputes between the main franchise holder
in Russia/Moscow, Spar Retail (owned by investment group
Delta Capital), and its subfranchisee Marta (also in the con-
struction and polymer packaging materials manufacturing
business). Delta Capital also owns the Spar-Srednjaja Volga.
Delta Capital receives funds from US pension funds. In Au-
gust 2003, the two published plans of a merger, result of
which would have been Spar Moscow Holding, with exclu-
sive rights to the brand Spar in Russia. Marta’s share was to
be 79%, while Delta Capital would have got 21%. In Sep-
tember Delta Capital suddenly informed of change in the
merger plans. The merger would not take place, since a new
unnamed partner was found. Marta has been more active in
developing the chain in Russia, and has been willing to get
the full rights to the brand from the Netherlands headquar-
ters. Marta is getting an $8,5 million loan from a syndicate of
banks (organized by IMPEKSBANK). The international
brand grows mainly by franchising. First store in Russia was
opened in 2001. Two of the 11 stores operating in Moscow
are operated by Delta Capital and 9 by Marta. In August
2003 Marta acquired the chain Stolitsa (6 stores, $37 million
tyurnover) from Northern Moscow with $20 million (biggest
acquisition in the Russian retail industry), and plans to in-
crease its store numbers in Moscow to 20 by the end of 2003.
Stolitsa stores will come under Spar brand in 1.1.2004. Deal
takes Spar in the group of ten biggest retailers in Moscow by
turnover. Projected investments by Marta during 2003-2004
are about $150 million. Marta plans to open 20-30 supermar-
kets by 2006. Hurries to establish strong position in the mar-
ket.

e.g. articles 282, 296, 298, 305, 309, 318
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Company / Retail brand

Kalinka-Stockmann (Stockmann)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

6

www.stockmann.fi

Finland

1 582,3 Million euros (concern total)
4 (2 in Moscow, 2 in Spb)

Moscow, St. Petersburg

department store; supermarket, 1800

Subsidiary of the Finnish department store chain

Notes
ZAO”Kalinka-Stokmann” opened another delicates gastro-
nom in shopping center Mega in Moscow (July 2003). Tar-
gets the elite customers with high purchasing power. Oper-
ates one department store in Moscow, and 3 specialty food
stores in Mosocw (1) and St. Petersburg (2).

References e.g. articles 253, 255

Company / Retail brand Utkonos (Ymxkonoc)

Frequency in articles

Internet site

Home market

Turnover/sales ($/year)

Number of stores in Russia
Geographic coverage (planned)
Typical store type, floor space (m?)
Typical assortment

Notes

References

10

www.utkonos.ru

Zelenograd

Every trade point $4000 per day

5

Zelenograd, Mendeleev (Podmoskov), (Moscow)

“Order table”

Narrow

The Utkonos chain is the inheritor of Soviet style pre order
system of food retailing. The customer leaves an order for
products and collects them later with payment. No need for
large premises, utilizes effective order handling and logistics
systems, and own central warehouses. Moscow authorities
invited the somewhat reluctant chain to come to Moscow to
solve the problem of lack of stores for the low income popu-
lace, as the authorities plan to bring down the uncivilized
retail in the capital. The government supported chain plans
(September 2003) to open 440 trade points in the near future.
Owners include the managers of Severstal Group. Chain is
operated by OAO”Noviy impuls”. Prices 15-20% below the
average.

e.g. articles 286, 127
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APPENDIX 2  SAMPLE ARTICLE SOURCES

Product.ru (the main source of sample articles)

This commercial and independent Russian site is directed to users involved with the food
industry in general. Information is provided on manufacturing, trade, equipment, packag-
ing, and transport services. The site maintains a register of companies, a bulletin board, a
database of newspaper articles on various topics with significance to the industry, and a
register of trade shows. The newspaper article database is updated daily with 15 to 20
new articles that are retrieved from Russian business newspapers and information agen-
cies with national coverage. The use of the database is free, while the full service package
is provided against a yearly payment.

(www.product.ru)

Vedomosti

Founded in 1999. A joint venture of Dow Jones, Pearson PLC and Independent Media.
Vedomosti (The Record) is an independent Russian business newspaper, cooperation
with The Financial Times and The Wall Street Journal. Achieved profitability in 2002,
ahead of schedule. Circulation: 33,000.

(www.vedomosti.ru, Dow Jones & Company 2002 Annual report)

RBC (RosBusinessConsulting)

RosBusinessConsulting (RBC) is Russia’s leading Internet holding company. Founded in
1993, and currently is one of the major information providers in Russia, the internet site
has more that 200 000 hits daily. Company cooperates with such news and information
agencies as Bridge Telerate, Tenfore, Reuters Business Briefing, CQG and AFX News.
Relays volumes of Russian business and financial news. Partners: London City Brokers,
The Moscow Times etc.

(www.rbc.ru)
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Izvestija

A major Moscow based newspaper, with national coverage. Circulation is 234 500, pub-
lished daily. Covers both politics, society, and business news.

(www.izvestija.ru)

Gazeta.ru

Major on-line news site since 1999. Founded by professional journalists. Covers both
political and business news. The site has received several awards for quality work (e.g.
international NetMediaAward 2002). Daily hits of site 88 100.

(www.gazeta.ru)

Kompanija

A weekly business news publication based in Moscow. Publisher 3AO "U3narenbckuit
oM "Kypsep".

(www.ko.ru)

Finansovie Izvestija

A subsidiary of Izvestija with focus on economics, industry reviews, and markets.

(www.finiz.ru)

RIA"Novosti"

Russian Information Agency Novosti has been operating since 1991. It is the state news
and analytical agency of the Russian Federation. Offers a range of periodicals, press and
photo services. Covers political, business, scientific, and financial news daily.

(Www.rian.ru)
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Regnum.ru

Regnum.ru is a Moscow based information agency, with national coverage. Has several
subsidiaries in major Russian cities and correspondents in most. Special emphasis on
business and politics.

(Www.regnum.ru)

Kommersant

The company 1/] "KOMMEPCAHTB" publishes a variety of magazines and news publi-
cations. Kommersant is a daily business newspaper since 1992. Other well known com-
pany publications are the weekly Kommersant Dengi and Kommersant Vlast.

(www.kommersant.ru)

ABN

ABNews.ru is the leading business news agency in St. Petersburg and North-Western
Russia. The site has 14 000-15 000 hits daily.

(www.abnews.ru)
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No Date

1
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Source
3.7.2002 Vedomosti

4.7.2002 Vedomosti
8.7.2002 Vedomosti
9.7.2002 Vedomosti
9.7.2002 Kompanija
10.7.2002 Vedomosti
11.7.2002 Vedomosti
15.7.2002 Vedomosti
15.7.2002 Vedomosti
15.7.2002 Interfaks
16.7.2002 Vedomosti
16.7.2002 Vedomosti
16.7.2002 Izvestija
23.7.2002 Vedomosti
23.7.2002 Izvestija
23.7.2002 ABN
24.7.2002 Vedomosti
25.7.2002 Vedomosti

SAMPLE ARTICLE REFERENCES (source: www.product.ru)

Heading

"CenpMOl KOHTUHEHT' BEIITyCKAaeT OOIHrayu

MockoBcKkUM yHUBepcamaM TecHO. CTOMUYHBIC CYIIEPMapKEThl BEIXOIAT Ha TUTEPCKUN PHIHOK
Po3ununoe 1006u. Poccuiickne puTeinopbl 3aHUMaOT 000POHHUTENBHbIE TO3UIUN

"Pamauka" Boxut B [lerepOypre $60 miu

ILI/IKTaTypa PO3HHUIBL: IPOU3BOAUTEIN U POSHUYHBIC CETU MBITAIOTCA A0Ka3aTh APYT APYTrYy, KTO I'IaBHEC
Hecsth mynkToB "CenpbMOro KOHTHHEHTa"

JIrokc ¢ conmanbHbIM YKIOHOM

"T'Bo3ap 2" copaiics ¢ "saxops". OCHOBHBIM apeHIaTOpOM KoMiLiekca craneT "[lepexpectok"
"PamcTopy" TecHo B [letepOypre. He xBaTaer miomaxok moj 3aCTporKy

"Tepexpectok" mianupyet B 2002 roay yBeInIuTh 00beM mpoaax 10 $310 miu
Cynepmapker Ha cBasx. [loctpout AGpaMoBHY B CBOEH CTOJHIIE

WuTepsrio: Tomac Xio0Hep, mpeacenaTens npasieHus Metro cash & carry

ITatpux Jlanre, reHepanbpHbIi AupekTop Auchan B Poccuu: "Hac 3mech He xnanmn"

OO6muii JUPEKTOP

JleHbru B aBOCbKy

ExemecsaHbIil 00beM Mpoak MOCKOBCKO# cetu "[IsTepouka" goctur 12 MitH 10711

Pycckwmii Auchan roToBUTCS K OTKPBITHIO

216 "Ilarepouex". MoxeT mosBUTHECS B MOCKBe



No Date

19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38

Source
29.7.2002 Vedomosti

29.7.2002 Vedomosti
31.7.2002 Vedomosti
31.7.2002 AK&M
31.7.2002 Regions.ru
1.8.2002 Izvestija
1.8.2002 Gazeta
1.8.2002 Praim-Tass
2.8.2002 Vedomosti
7.8.2002 Vedomosti
8.8.2002 Vedomosti
12.8.2002 Vedomosti
12.8.2002 ABN
13.8.2002 Vedomosti
13.8.2002 Vremja MN
13.8.2002 Interfaks
14.8.2002 Vedomosti
14.8.2002 Gazeta
19.8.2002 Vedomosti
23.8.2002 Vedomosti

Heading

93

Metro orounacs or MAIla. Tenepb poccuiickue TOProBIbI HAJICIOTCS, YTO MOOEUTH KOHKYPEHTa UM MOMOT'YT HAJIOTOBHKH

butBa nuckayntepoB. PazBopaunBaercs Ha 6eperax Hesbl

"Pamcrop" B3sics 3a KuHO. TpexMepHoe

Uwucras npudsuts Metro AG Bo 11 xBaprane ynama Ha 13% m0 58,8 mMiH eBp
Hwxeropozckytro 00nacTb ¢ qenoBbiM Bu3utoM nocerurt aeneranus "METRO Cash & Carry"
OTkpBITEIN MaTepuK. "CenbMOil KOHTHHEHT'" X0UeT MPOAaThCs HHOCTpa

[Mox npunenom. OxaxyTcss MOCKOBCKHE Mara3uHBI

CenpMOi KOHTHHEHT" TUTAaHUPYET YBEITHYUTH TOPTOBBIA 000POT

"CenpMoii KOHTUHEHT' coOpajcs B IPOBUHIINIO

Camnmaaanzop He y3HaeT. Cronpko "mumm @pankeHmTeitHa" mpogaercs B Poccun
"ITarepouka" pasomuiack ¢ Unilever

"Cenpmotii koHTHHEHT'" Ky mapy "[lepekpecTkoB"

Metro moctposr B paiione "PxeBka — [Topoxorie"

Metro moroapuBaetrcsi ¢ Hmxeropoackoit o01acTero

I'pomioBkie cetn

Metro n Huxeropozckast 061acTh IOIHMCAIN IPOTOKOJ O COTPYTHUYECTBE

Auchan coOpaiicst B pOCCHHCKUE PETHOHBI

Cetu paccraBieHbl

CynepmapkeTs! oty B Cetb. 3a oOecriedeHHBIMU KIIMEHTaMU

"ITepexpecTok" BHICOKMX TeXHOJOTHH. CeTh CynepMapKeTOB IPUTOPTOBBIBAET IIPOrPAaMMHBIM 00eCIIeUeHHEM



No Date

39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58

Source
27.8.2002 Vedomosti

28.8.2002 Vedomosti
28.8.2002 RBK
29.8.2002 Vedomosti
3.9.2002 Vedomosti
3.9.2002 Vedomosti
3.9.2002 Ekspert
4.9.2002 Vedomosti
6.9.2002 Vedomosti
10.9.2002 Izvestija
10.9.2002 Kompanija
11.9.2002 Vedomosti
16.9.2002 Vedomosti
17.9.2002 Vedomosti
17.9.2002 Kompanija
19.9.2002 Vedomosti
20.9.2002 Vedomosti
23.9.2002 Vedomosti
24.9.2002 Ruskii fokus
25.9.2002 Vedomosti
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Heading

Auchan oTkpbiBaeTcs

Auchan Hanucascs KUpHILTULEH

Poznuanas cets "Pamcrop" 3amycTrina HOBYI0 MapKETHHIOBYIO aKITHIO

"FOHmmHA" uiieT nHBecTOpa

Touka nmepenoma peiHKa. TOPTOBIIs AEPKUTCS 32 "IKOPH"

Touka nepenoma peIHKa. ANbTEpHATHBA: CTATHALMS WIIH CIaJ LieH

"T'unepmapkeT ¢ runepcepBucoM”

Pureitnopsr noxyunin 3emiro B [letepOypre

B [NomMockoBee mpuzet Atac. O6macTs Beaemnia 50 y9acTKOB 1O HOBBIE TOPTTICHTPEI

Jenbru Ha monkax. "CeapbMO KOHTHHEHT" pa3MeliaeT oOIurauu

"[Mnatu u yaocu"

"PamcTop" BEIXOAWT B pernoHbl. CeTs Mara3uHoB npoTsHeTcs oT Kanmanarpana no KpacHosipcka
"Po3ruma - ato xmonotHe 6m3nHec". Cetn "[Ipoamax"” u "Cromuma-CeBep" BHICTaBICHBI Ha IPOJAXKY
Marnonus" cHoBa paciBeraeT. MeHemkeps! "[IuKoit opxumen” co3al0T CeTh MHHHA-MapPKETOB
"Komneiika" momrap Gepexer: po3HUYHAS CeTh HE CIEIINT TPaTUTh AeHbrH, ooemanubie FOKOCom
UYurupunckuii npusen Real. YtoOs! ctpouts 20 runepMapkeToB

Hogsie cash & carry IlerepOypra

"Isanro Banro" 30ByT B I'epmanuto. Metro xoueT mpoaaBaTh Hall XpeH

JIy>KKOB HE NPOTHB HEMEIKHUX TMIIEpMapKETOB

"Pam3ail" co3naeT HOBYIO PO3HUYHYIO CETh



No Date Source

59
60
61
62
63
64
65
66
67

26.9.2002 Vedomosti
26.9.2002 RIA"Novosti"
27.9.2002 Interfaks
27.9.2002 Vedomosti
27.9.2002 Praim-Tass
30.9.2002 Vedomosti
30.9.2002 Izvestija
1.10.2002 Kommersant
9.10.2002 Vedomosti

6810.10.2002 Vedomosti
6911.10.2002 Kommersant
7014.10.2002 Vedomosti
7118.10.2002 Vedomosti
7218.10.2002 ABN
7321.10.2002 Product.ru
7421.10.2002 RBK
7522.10.2002 Vedomosti
7622.10.2002 Izvestija
7723.10.2002 Vedomosti
7829.10.2002 Vedomosti

Heading

Puteiinops arakytor Auchan

B Gmmxaiimue roast B Mockse 6yzaeT noctpoeHo 300 HOBBIX THIIEPMAPKETOB

"Cenpmoii koHTHHEHT" B0k B 2002 T B pa3BUTHE TOProBoi cetu 6osee $45 mirH
Otkpsuics eme onuH "Pamctop"

Toprossrit oM "Ilepexpectok" manupyet B Ommkaiimue 3 roga oTkpeITs 10 Marasunos B Cankt-IletepOypre
"Kamuran 'pyn" 3aHsu1ach TOprueHTpaMu

Mopa Ha cynepmMapKeThl

I'eopruii [TonTaBY4EHKO YXOAUT B TOPrOBIIO

Metro yxectodaeTr ycaoBHs

VY "Ilepekpectka" OyaeT cBOE MTUBO

TspKeINbli ONBIT MEJIKOTO ONTa

Bbanx MocKBBI B3s1ICs 32 TaCTPOHOM

CenpMolt KOHTHHEHT"' Hallle)l HHBECTOpa

T'omosoit 06opot kommanun "[Isrepouka” cocraBmi 407 MITH JOIIT

Mara3rHOB He XBaTaeT Jaxe OoraThiM

Toprosas ceTs "PamcTop" mpomoikaeT MapKETHHIOBYIO aKIUIO [10 CHUXKEHUIO LIEH
YTroHOC" nBHKETCS HA MOCKBY

[Toxon Ha BocTok oTknampiBaeTcs. Y TUTaHTOB PUTEIIa CIUIIKOM MHOTO Iipodiem B EBpore
EBPP npokpenuryet "[Isarepouxy" Ha $30 Min

"ITsaTepouka" onepenuna Bcex. KoMnanus mpumiia B peruoHbl paHblle KPYMHEHINX CTOIUYHBIX CeTel
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No Date Source
7929.10.2002 RIA"Novosti"

8031.10.2002 Vedomosti
81 4.11.2002 Vedomosti
82 5.11.2002 Vedomosti
83 5.11.2002 Vedomosti

84 5.11.2002 RIA"Novosti"

85 6.11.2002 Vedomosti
86 6.11.2002 RBK

8713.11.2002 Vedomosti
8814.11.2002 Vedomosti
8915.11.2002 Vedomosti
9018.11.2002 Vedomosti
9118.11.2002 Vedomosti
9220.11.2002 Vedomosti
9320.11.2002 Vedomosti

9420.11.2002 Kommersant

9521.11.2002 Vedomosti
9625.11.2002 Gazeta.ru

9726.11.2002 Regnum.ru
9826.11.2002 Regnum.ru
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Heading

Eme tpu marasuna "METPO Koam sux Keppu" BoiiayT B cTpoit B Mockse B 2003 rony

"Ilepexpectok” uaer B Pocto-Ha-/lony

ToproBues roHsT 3a "KpacHyIO JIHHUIO"

"Ilepexpectox" rotosar k [PO. [l Hawana 5% axkuuii TOProBOro 1oMa IpeaiokaT HHOCTPAHHBIM HHBECTOPAM
Hauanocs crpoutensctBo "[Imanerst Hentyn". 3akoHUNTCS M OHO, 3aBHCUT OT TOPTOBIIEB

B paitone MKA/I 1 TpeThero TpaHCIOPTHOT'O KOJbI{a [UIAHUPYETCS Ha4aTh CTPOUTEIBCTBO KPYITHBIX TOPTOBBIX KOMIIJIEKCOB
"Ilepexpectox" 3amen B 'YM. Pureitnop xynmi 10% akiuii caMoro 3HaMeHUTOTO YHUBEpMara

Cynepmapker "Jlenta" Ha [TynkoBckoM mocce OKynurTcs aepes 4 roga

[epexpectok" kynut ciryx0y goctaBku. K koTopoii mpucMaTpuBaics "CenpMolt KOHTHHEHT"

l'umepmapxets! Ha gBoux. Co3manyT "Cenpmoit koHTHHEHT" U ObIBIIWIA T1aBa "IlepekpecTka"

I'masa "Tlepekpectka" obocHoBaics B 'YMe. Ha mpaBax 3amreHanpexTopa

CenpMoit KOHTHHEHT" BCTymaet B 60pp0y. 3a akmuu ['YMa

WnTepsrio: JIeB Xacuc, npencenartens coeta qupekropos TJ1 "[lepekpectok”

Co6epbank kpeautyet "I'unepuestp"

"ITaTepouka" 3apaboTaeT Ha peKiiame

Wal-Mart Bbe3xaer B Poccuro Ha Metro

"[TnareTa" cOnmxkaer cetu

O6opot pozunuHo# Toprosiu B Poccuu 3a 10 mecseB 2002 rona Beipoc Ha 9%

"ITaTepouka” pacmupseT TOProBule mIomanu B Mockse

TJ1 "[lepekpecTok" OTKpBLI HOBBIN TOProBbIif EHTP B MockBe



No Date Source
9926.11.2002 Gazeta.ru

10027.11.2002 Vedomosti
10127.11.2002 Kompanija
10229.11.2002 Vedomosti
103 2.12.2002 Vedomosti
104 3.12.2002 Vedomosti
105 3.12.2002 Vedomosti
106 3.12.2002 RBK

107 5.12.2002 Vedomosti
108 5.12.2002 Izvestija
10910.12.2002 Vedomosti
11011.12.2002 Vedomosti
11111.12.2002 Kompanija
11216.12.2002 Vedomosti

Heading

IFC nomorna koMnanuu "Pamatka" moxyduTh maket 3aiimMoB Ha $70 Mt
"[TaTepouka" Ha Ypaine

Conomxka i Wal-Mart

Yuusepcamsl 30ByT B "Coro3"

"Kometika" B Camape

HJIMK 3ansica po3Hn4HOM Toprosieit. [loutn ciaywaiiHo

"ITepekpecTok" OTIPABISAETCS B PETHOHBI

"[IaTepouka”, ceTb yHUBEPCaMOB SKOHOMKIIacca, OTKpbuia B Mockse 50-bIii Mara3ux
Konkypent miis Auchan mosiBUTCS 4epe3 JOpPOry OT HEro

Poccutickuit runepmapr. "CeapMoii KOHTHHEHT" OOBSBHIII O CO3IaHIH HOBOM CETH THIIEPMapPKETOB
"Mera" BcTpedaeT mokynarenen

Cy066oTHuK 115t maptHepa. Y ctpomn "CeapMoii KOHTHHEHT"

bec nmocpenankos. Ilepen TOproBeIMyU KOMIIAHUSIMA OCTPO BCTAJI BOIPOC BBDKUBAHUS

Orbit ocraercs 6e3 "Komeiiku". Ee moxyuut Dirol

11317.12.2002 Vremja Novostei"Aman" npogomkaeT OUTH M0 IeHaM

11417.12.2002 Novosti torgovli 'ox 3a aBa. Ha poccuiickoM po3HHYHOM PHIHKE

11519.12.2002 Vedomosti
11620.12.2002 ABN

11723.12.2002 Vedomosti
11823.12.2002 Vedomosti

Eme B 1Byx ropoaax otkpororcs "PamcTopsr”
Cetp ynusepcamoB "[latapcon" (Mocksa) nuectupyet B pazsurue B 2003  15-17 miuH gonn
Metro BkaajpiBaet B Poccuto $600 miH. 1 mpHBBIKaeT K HAJIOTOBBIM MPOBEPKaM

B Mockse nosiriiocs "Cinbmo"

97



No Date
11923.12.2002 Izvestija

12024.12.2002
12125.12.2002
12225.12.2002
12325.12.2002
12426.12.2002

125
126
127
128
129
130
131
132
133
134
135
136
137
138

10.1.2002
14.1.2002
15.1.2002
15.1.2002
23.1.2002
24.1.2002
30.1.2002
3.2.2003
3.2.2003
4.2.2003
4.2.2003
4.2.2003
4.2.2003
5.2.2003

Source

Vedomosti
Vedomosti
Vedomosti
Ruskii fokus
Regnum.ru
RBK
Vedomosti
Vedomosti
Vedomosti
Vedomosti
AK&M
RBK
Izvestija
Kommersant-
Vedomosti
Vedomosti
Product.ru
Ruskii fokus
RBK
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Heading

Hamm monu B 6ynounoit. Onuebe-2003 omsATh OyAyT MOKYNaTh Ha PhIHKAX

LlenTpanbHOMY pBIHKY He Be3eT. Ero BiajenbleB NpocsT MOAEIUThCS

Pozuuunseiii narprotnsm. MOPT pa3pabarbiBaeT KOHIEHINIO Pa3BUTHS BHYTPEHHEH TOPTOBIH
"MBI BBIHYKICHBI IIEPEUTH K dTary HHBeCTHpoBaHus'" - "Pamcrop"

[{uBunn30BaHHast TOPrOBIISI HACTYHAET

TJI "TlepekpecTok" MOABOIUT MPEABAPUTENBHBIE UTOTH T'OJIa

Poct npoxax kommnannu Metro AG B 2002 1 cocTaBmit 4% BMECTO 0KHIAEMBIX 5%
"YTKOHOCA" 30BYT B CTOJIHILY

"YTroHOC" Hamien 3amuTy oT MAIla. B mume FOpus Jlyxkosa

"CenpMOIl KOHTHHEHT' OTYHTAJICS

Metro et cede cotpynaukos B CankT-IlerepOypre. [lerepOyprckue TOproBIbl 0OUYeHb OOMKAFOTCS
O6opot pozunuHoi Toprosiau B P® B 2002 roay Beipoc Ha 9,1% 1o 3,72 TpnH py6

Komnanus "PaMdHKa" OTKPBIBAET HOBBIN CymiepMapKeT B 3elIeHOTpaie

Toprosiust yxoauT u3 MOCKBBI

B MockBe nosiBUTCSI HEMELIKHI THIIEPMAPKET

"ITsarepouka” TpeOyeT >kepTB. OT CBOMX JIYYIIHX ITOCTABIINKOB

"Pamcrop" criotkHycs. OTKpbITHE €ro Mara3uHoB B [leTepOypre oTkiagpBaeTcs

CoObITHE: MexTyHapo bl (popyM "Poccuiicknii ppIHOK PO3HUYHON TOProBiIn"

MockBa B TOProBOM KOJIbLIE

CynepMapKeTLI " PBIHKH MoCKBBI TOPTYIOT HCKAa4YC€CTBCHHBIMU MMPOAYKTaMU



No Date

139
140
141
142
143
144
145
146
147
148
149
150
151
152
153
154
155
156
157
158

5.2.2003
7.2.2003
12.2.2003
13.2.2003
13.2.2003
14.2.2003
14.2.2003
18.2.2003
19.2.2003
26.2.2003
3.3.2003
3.3.2003
5.3.2003
5.3.2003
6.3.2003
6.3.2003
6.3.2003
13.3.2003
13.3.2003
14.3.2003

Source

Regnum.ru
Regions.ru
Vedomosti
Vedomosti
FIS
Vedomosti
Kommersant
Finansovie
RBK
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Product.ru
Finansovie
RIA"Novosti"
RIA"Novosti"

Vedomosti
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Heading

T'octopruncnekus MockBel He UMeeT npeTeHsuii k "I[lepexpecTky”

K 2005 rony B Ka3anu nosiBATCs 11€CTh THIIEPMapKETOB

MOCKOBCKHE PBIHKH IPUBATU3UPYIOT

"Pam3aii" mocTpouT pacipeaenuTeNbHbIN EHTP

CeTH KOMNaHUI PO3HMYHOI TOPrOBJIM I0r0-BOCTOYHOW A3MU MOTYT Hadath paboty B [IpuMopckoM Kpae paHblie
Cropripu3 A7t JapeyHUKOB FOTOBSIT B CTOJIMYHOM MPABUTENBCT

ITocTaBmmkoB npokaTuiv B "MeTpo". 3a HEIOTIOCTaBKH TOBApOB MPHUIETCS TUIATUTH TOTOTHUTEIHHO
Kommnanun Ramenka, Ikea, Auchan, Metro Cash&Carry otkpotoT B Kazanu runepmapkersl

Toprossie ceTn HAYMHAIOT Pa3BUBATh JOTHUCTHKY

Metro BbIroHsieT MepyaHaai3epoB. HaHsB criennanbHOE areHTCTBO

"BH" menser et u Ha3BaHue. CeTh nmepenmeroBaHa B "[leTpoBckuit"”

"IaTapcon" nmomen B [TonMockoBbe

"TlepekpecTok" meITaeTCA CTaTh YAOOHBIM. KoMIaHMs OTKpBIBaeT Mara3uHbI HOBOH KOHIICTIIIHN
"YepxuzoBckuii" ctpout TepmuHan B [letepOypre

"Jlenra" pacrer

TJ1 "[lepexkpecTok" ONTUMU3UPYET ACCOPTUMEHT B CEKTOPE COEBBIX MPOLYKTOB

Pamcrop no6pancs no Kpacnosipcka

MoOCKBHUY TpaTUT Ha MOKYIKH B MarasuHax BJIBOE OOJIbIe CPEACTB, YeM kutelb [Iparu mim Bapmasst
MarbIIKOB: peopraHu3anysi CTOJINYHBIX PHIHKOB MIET LIEIeHaIpaBIeHHO

Hosoe xuno "Ilepekpectka": puTeHaop U ero NOCTaBIIMKKA CHUMAIOT MBUIBHYIO ONEpY



No Date

159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178

14.3.2003
20.3.2003
20.3.2003
20.3.2003
25.3.2003
25.3.2003
26.3.2003
27.3.2003
27.3.2003
28.3.2003
1.4.2003
1.4.2003
1.4.2003
1.4.2003
3.4.2003
4.4.2003
4.4.2003
7.4.2003
8.4.2003
8.4.2003
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Source Heading
RBK MockBa 0TKa3bIBaeTCsl OT CYIIEpMapKETOB
Vedomosti IIpaBurensctBO MockBbl HaMepeHo OTKPhITh 2000 - 2500 "Mara3uHoB Ha yrity"
Vedomosti Kanuauarpag mogkuaeT Mockse "AnTbH"
CKRIN"Emitent" 28 anpens 2003 r B Cankt-IlerepOypre oTkpoercs eHTp MeakoonToBoi Toprosiu 3A0 "Merpo"
Vedomosti "Kometika" u "Tlatapcon" aensat TBepb. ['0poa cTaHOBUTCSI TOJTMTOHOM JJIsI CETEBBIX PUTEHIOPOB
Finansovie B MockBe nosiBATCS aBTOMAaTH3UPOBAHHBIE Mara3uHbl PEBAPUTEILHBIX 3aKa30B
RBK YV "Tlatapcona" GombIve MIaHbl
Vedomosti B Poccuto uayT JIMTOBCKHE PUTEHIIOPHI: TiepBonpoxoieM crana Norfa, 3a Heit MoxeT nociezoBarh Vilniaus Prekyba
ABN Certp yauBepcamoB "[laTapcon” Hadama MacmTabHYIO PECTPYKTYPH3AIHIO
Vedomosti VY "[Iarepoukn” mosieutcs tunepmapket. B Cankrt-IletepOypre
Vedomosti "Crmap putaitn" ocrasucs 6e3 reHIupeKTopa. A MOXKET OCTaThcs U 0€3 Mara3uHOB
Vedomosti "[TaTepouka” oTunTaIach

Vremja Novostei "IlsTepouka” Bcex odomna. ['acTpoHOMBI 5KOHOM-KJIacca OepyT pIHOK 00beMaMH, a He CEPBUCOM

Finansovie
Vedomosti
Vedomosti
Vedomosti
Ekspert

Kompanija

Ruskii fokus

"Komneiika" mpruoOpeTeT 2 MOCKOBCKHE U 2 PETHOHANBHBIE TOPTOBBIE CETH

"Komneiika" Ha mBelHON (hadbpuke

"Cenpmolt kKoHTUHEHT" fouien 10 Bnagusocroka. Ho cam B 3TOM He 70 KOHLIA YBEpPEH

"Ilepexpectok” mponucancs B Camape

Toproseiii nom "[epekpectok" B 2003 r miaHupyeT HHBECTHPOBaTh $50 MIIH B pa3BUTHE CETH Mara3uHOB
Boprba nporuBononoxkuocreil. [louemy Tak arpeccuBHa cetb «IlsTepoukay

HG,HO,HGHCHHaSI TOPTOBJIA. OTedecTBEHHEIE U HWHOCTpPAaHHBIC pHTeﬁJ’IepLI IIOACIINUIIMCH B3I JaMU



No Date

179
180
181
182
183
184
185
186
187
188
189
190
191
192
193
194
195
196
197
198

9.4.2003
11.4.2003
14.4.2003
16.4.2003
16.4.2003
18.4.2003
18.4.2003
21.4.2003
22.4.2003
23.4.2003
24.4.2003
24.4.2003
28.4.2003
28.4.2003
28.4.2003
29.4.2003
29.4.2003
13.5.2003
14.5.2003
14.5.2003

Source
Vedomosti

Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Gazeta.ru
Vedomosti
Kommersant
Vedomosti
Vedomosti
RBK
Vedomosti
RBK
Vedomosti
Vedomosti

Vedomosti
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Heading

Auchan B "Kocmoce". [1epBsIii runepmapkeT (ppaHIy3ckoii ceTi MoXeT OTKpbIThes B [TetepOypre B 2005 T.
ITo "Komeiike". Topropas cetb pa3padboTaia HOBYIO porpamMmy (paHuaiizuHra

Cropnpus ains "Ilepexpectka”. [Ipurorosun B Camape "Pycckuii cysennp"

[ocnennss peopranuzamst. OXugaeT METKUX MOCKOBCKHAX TOPTOBIIEB

Honras nopora B [Tutep. [Ipuxon "CeapmMoro KOHTHHEHTA" B CEBEPHYIO CTOJIHITY OTKJIAABIBACTCS
"ITstepouka” momoporkana. CeTb MOIHsIIA CTOMMOCTD CBOSH (PPAHIIN3bI BABOE

"Cinmpno" B pOCCHICKOI CTOJIHIIE HE MPIKIIIOCh. Y KpanHCKast PO3HUYHAS CETh MOXKET YUTH u3 MOCKBBI
Templeton Beien Ha "[lepexpectok". MexayHapoAHBIH HHBECTOP KYIMI aKI[MK HaIIeH POSHUYHON KOMITAHHA
Metro nmopenmnacek OpsHIoM. Pycckue OpbeiH3a, Aiilla 1 MaifoHe3 Telepb Ha3bIBalOTCS Aro

Spar mocTpouT TOproBeIii IeHTp B Mapwuii O

"Iepexpectok" oueneH B $240 mun. Templeton kymui 7,7% akuuii cetu

Kpectpsre criacyT ropojackue Mara3usl. Eci OymayT B HUX 3aKynaTbest

"ITaTepouke” cTaHOBUTCS TECHO B TUCKayHTepaX. OHA TOTOBUTCS CTPOHUTH TUIIEPMAPKETHI

B I[NetepOypre oTKphIICS MEepBHIi Marasue Metro

"Metpo Kam a1 Keppu'" oTKpBLUTO MIepBHIi HEHTp MENKOONTOBOH ToproBiu B CankT-IletepOypre

I'm6xas apenna. ToproBble IEHTPHI HAYT HAa YCTYIKHU KIHEHTaM

O6wem nponax xommanuu Metro Cash&Carry GmbH B 2002 T npeBbicui 23,9 Miipa eBpo

"ITsrepouka” npopsainack B ExarepunOypr

Toprosugs! genst Pyonesky. Ha npectimxaom mocce nosiButes "[lepexpectox”

HOI[MOCKOBHBIX TOPTOBLEB MMOCUYUTAIOT



No Date

199
200
201
202
203
204
205
206
207
208
209
210
211
212
213
214
215
216
217
218

16.5.2003
19.5.2003
20.5.2003
21.5.2003
21.5.2003
21.5.2003
22.5.2003
22.5.2003
22.5.2003
23.5.2003
23.5.2003
26.5.2003
26.5.2003
27.5.2003
27.5.2003
27.5.2003
27.5.2003
27.5.2003
28.5.2003
29.5.2003

Source
Vedomosti

RBK
Kommersant
Vedomosti
Vedomosti
RBK
Vedomosti
RBK

RBK
Vedomosti
Gazeta
Vedomosti
Vedomosti
RBK
Vedomosti
Vedomosti
RIA"Novosti"
Gazeta.ru
Vedomosti

Vedomosti
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Menemxepos "Cinbro" Tpynoycrpowin. OHU 3aiiMyTCs CO3IaHHEM HOBOM TOPrOBOM CETH

C 2004 r mecTa Ayt pa3MelleHns: 00beKTOB MEJIKOPO3HUYHON TOPTOBIIHM B CTOJIUIIE OYIyT pactpeAeNsThCs TOIbBKO Ha
"IIsarepouke" TecHO B MarazuHax. OHa XOYET CTPOUTH THIIEPMAPKETHI

Real nosiButcst B OTpagHOM. YYacTKH MOJ] THIIEPMApKEThl CeTH OYIyT BBIIEJICHbI B TEYCHUE Mecsla

Crmop "Koneek" MOkeT BO30OHOBHTHCS

B nexabpe 2003 r B IlerepOypre oTkpoeTcst HOBBIN Mara3uH cetr "Jlenra"

MUI pemmn o6veanHuTh yeunus ¢ "Pamcropom". UToOBI OCBanBaTh pErHOHBI

B crpontensctBo runepmapketa "Oxeit" B KpacHocensckom paiione Cankt-IletepOypra BnoxkeHo okono 10 Mt gomn
ToproBsie ceTn CHU3AT LIEHBI, €CII OTMEHSAT HAJIOT C IPOJax

Putelinopsr obematot cknaky B 5%. Ecnu He coxpaHUTCS HAJIOT ¢ TIpOJax

OO60poT pO3HUYHOM TOPTOBIH B sIHBape-arpene Beipoc Ha 8,9%

"TlepekpecToK" OTIaKUBACT yIIPABIICHHIE

Pureitnopsr oopartmics k Cene3HeBy

"CenpMoi KOHTHHEHT ' 3aliMeT OceHbIo 1,5 Muipa pyo

Metro obemiaer $1 miupa. PoccuiickuM YMHOBHUKAM

Hossie ¢popmarst "Cenpmoro”

B Mockse oTkpoercst uerBepToe "Merpo"

Po3un4HBIE ceTH MpeAcKa3bIBalOT POCT PO3HUYHOrO ToBapoobopoTa B 2004 roxy Ha 10-15%
Metro npoJomKaeT neperoBopsl

"CenpMoOl KOHTHHEHT" cTal Ipo3padHee. Biaaenbibl po3HUYHOM ceTr 0(OpMIIIIOT Ha ce0st aKIMU ITOKOHTPOIBHBIX



No Date

219
220
221
222
223
224
225
226
227
228
229
230
231
232
233
234
235
236
237
238

30.5.2003
4.6.2003
4.6.2003
9.6.2003
9.6.2003

11.6.2003

11.6.2003

16.6.2003

16.6.2003

18.6.2003

20.6.2003

20.6.2003

24.6.2003

26.6.2003

26.6.2003

27.6.2003

30.6.2003
1.7.2003
2.7.2003
3.7.2003

Source
Vedomosti

Vedomosti
Kompanija
Vedomosti
Gazeta.ru

Vedomosti
Vedomosti
Vedomosti
Finansovie
Vedomosti

Vedomosti

Heading

"Tlepekpectok" 00pen kojeca: ero naptaepom crana "Cuyxoa 77"

Spar B Kazanu. Ctpour "Maprta"

"Konturent" yxoaut ¢ Kumpa: Bnafenblbl pO3HUYHOHN CETH OTKa3BIBAIOTCS OT 0(IIOpa U MEPEKPECTHBIX CXEM
[Tourn "Mera-2"

11 urorst Auchan oTKpoeT cBO# TpeTHi rUIIEPMapPKET

Metro He HOCKYIHUTCS] HA MHBECTUIIMH B HAIly PO3HUYHYIO TOPTOBIIIO
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Toprosues 6epyT Ha ucnyr. Himkeropoackas agMUHUCTpanys o0emaeT BEICTaBUTh Ha KOHKYPC 16 TOProBBIX IUIOMIAI0K

MocKoBCKasi pO3HHUIIA PAaCTET
3amnaHbIe TOPTrOBBIE CETH OTKPHIBAIOT B MOCKBE OIMH CyNepMapKeT 3a APYTUM
Hewmmpst mog Mocksoit. ['pynmia REWE MokeT mocTpouTh ceTh JUCKayHTEPOB B OOIACTH

"MocwMmaprt" Hayuntcs y Carrefour. OcBanBaTh pernoHbI

Vremja Novostei Koreeunas paszauma. V "Amana" mosBuiics poccuiCKuii KOHKypeHT - "Mocmapt"

Vedomosti
Vedomosti
RBK

RBC Daily
Vedomosti
Finansovie
Gazeta.ru

Vedomosti

Metro nosiButcs B [leuarnukax. OCBOO0KAATh TEPPUTOPHUIO TIPUIAETCS JECATH NPEATIPUATHIM
[To neanucKUM MecTaMm. "[IaTepodka’ BEIXOAUT HA PHIHOK Y IETHOBCKA

"Pamauka" 27 utoHs oTKpoeT B MockBe HOBEIH cymepmapkeT "Pamcrop”

"Anble napyca" npeBpaTATCs B AUTHBIN cynepMapKeT

Al

"EnnceeBckuii" mepexouT Ha CaMOOOCTy KIBaHUE. SHAMEHUTHIN Mara3uH CTaHET CylepMapKeTOM
CTrou4HBIC BIACTH HAMEPEHBI 3aIPETUTH IEPENPOPIITUPOBAHNE TIPOYKTOBBIX Mara3MHOB B IICHTPE
MarasuHoB Juist OeTHBIX He OyneT

Puteiinopos notsiayno Ha Boary. Camapckast 00:1acTh CTaHOBUTCSI TEPPUTOPHEN 0)KECTOUCHHON KOHKYPEHIMN
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No Date Source Heading
239 3.7.2003 Regnum.ru B cromuue 1o 2006 rona nosiBsatcs 1107 HOBBIX MarasuHoOB
240 3.7.2003 Delovoi OO0beM MHBECTHIIUH B CTPOUTEIbCTBO B [leTepOypre Tpex yHuBepcamos cetu "[lstepouka” cocrarmnser 70,5 M pyo

241 10.7.2003 Vedomosti Wal-Mart npuzger 8 2004-m
242 10.7.2003 Vedomosti Haneperonku. BynyT ocBanBats pernons! "Pamcrop” u "[lepexkpectox"
243 10.7.2003 Vedomosti Cronuiibl 0OMEHHUBAIOTCS CETSIMH. B3anMHast SKCTIaHCHS TPOXOIUT OYSHb MEIJICHHO

244 10.7.2003 Vedomosti-Spb DBooLHs ONTOBUKOB

245 11.7.2003 Vedomosti "[TnaneTa" moTpscia pureitnopos. PexmaMupys cBon obmurammm, rpymmna moodemana oTkpsITh S00 marasunos 10 2007 r
246 14.7.2003 Interfaks C6epbaHK IaHUpyeT BIOKHUTH 60iiee $100 MITH B CTPOMTENBCTBO HAIIMOHAIBHON CETH TOPTOBBIX IIEHTPOB
247 16.7.2003 Vedomosti WnTepsrio: Aunpeii becxmensauIKIi, reHaupexTop rpynnsl "[hranera”

248 16.7.2003 RIA"Novosti  Pa3memieHne Touek MENTKOPO3HIYHON TOPTOBIH B CTOJIHUIIE OYAET PEryInpOBaTHCS HOBBIM 3aKOHOM

249 17.7.2003 Vedomosti Poccus - Meura puteitnopos, eciu BepuTh HoBoMY Hccienoanuio A.T.Kearney

250 18.7.2003 Vedomosti B HoBocubupcke mraHupyeTcs: CTpOUTENBCTBO THIlepMapkeTa 1uromansio 30 000 kB M

251 21.7.2003 Praim-Tass lopreeB npemraraer orpaHUYUTh TOPTOBYIO HAIleHKY Ha XJied 10 mpoueHTaMu

252 21.7.2003 Finansovie Brsmmit menemkep Ford HazHaven ¢urancoBbM qupektopoM T/ "Tlepekpectox”

253 23.7.2003 Vedomosti "Dmpropano" 3aKpeIBaeTCS. DIUTHBINA CyIIepMapKeT He CMOT KOHKYPHUPOBATh C 3allalHBIMU PUTEHIOpaMU
254 24.7.2003 Vedomosti Pozuuunas cers "Ilatapcon" 3akirounna anesHe ¢ rpynnoi "Kopcron"

255 25.7.2003 Vedomosti Stockmann otkpoetcs B "Mere"

256 25.7.2003 Stolitsnaja "A30yka Bxyca" MeHseT 00105KKy

257 29.7.2003 Stolitsnaja Cronn4HOE PaBUTENHCTBO O0OBSBUIIO BOMHY JIapeYHUKAM

258 29.7.2003 NEWSru.com C nauana roja npoayktsl B Mockse nogopoxaiu Ha 12%



No Date

259
260
261
262
263
264
265
266
267
268
269
270
271
272
273
274
275
276
277
278

30.7.2003
1.8.2003
5.8.2003
5.8.2003
7.8.2003

11.8.2003

12.8.2003

13.8.2003

13.8.2003

13.8.2003

13.8.2003

15.8.2003

15.8.2003

18.8.2003

20.8.2003

21.8.2003

21.8.2003

22.8.2003

22.8.2003

25.8.2003

Source
Vedomosti

Stolitsnaja
Vedomosti
Regnum.ru
Vedomosti
RBK
Vedomosti
Vedomosti-
RBK
Finansovie
RBK
Vedomosti
Product.ru
Kommersant-

Vedomosti
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Bpocok B npoBuHIMI0. CTONHYHBIE PUTEHIIOPHI HAKOHEL] OCO3HAIN BBITOJIbI pA0OTHI B pErHOHaxX
Hemenkue runepMapkeTsl OTKpOOTCS 110 Beceld MockB

"[Tatapcon" MOKET MOAHATH IIeHbl. Ha pernoHanbHbIe Mara3uH

B Hmxuaem HoBropoae nosisarcs yausepcamsl kommnaauu "[latapcon”

"JlemeBo" MEHSIET KOHLICIILIMIO U Ha3BaHUE

"Cenpmoit koHTHHEHT" 3aHsu1 20 MutH 1ot y Pocbanka

Jlenunrpanckuii pelHOK cHecyT. Ha ero Mecre MOKET OSBUTHCS TOPrOBbIN LIEHTP

"ITatapcon" npuaer B HuxawMii Ha ToToBOe. Ecnu HaiineT mapTHepa sl CTPOUTENHCTBA Mara3nHOB
"CenpMOii KOHTHHEHT' TEPITUT yOBITKH

o xoHua roga B Mockse oTkporotrcst 170 HOBBIX MarasuHOB 5KOHOM-KJ1acca

OTxpeITHE HOBOTO ToproBoro komiuiekca "Jlenra" B [letepOypre cocroutcs 15 aBrycra

U3 "Cinpmo" Beien "Cemen CeMmeHb4". BrIBIIIEe MeHEKEPHI YKPAHHCKOTO PUTEHIIOpa CO3AI0T HOBYIO CETh
«1C-Papyc» (Mocksa) coBmecTHO ¢ Kommanuen « TexHo-mrHK» (ExaTepnHOypr) aBTOMaTH3HPYET CETH
"TlepexpecTok"” BEIMTpai cpakeHue 3a [ opku-2

Spar Ha 1BOMX. MOCKOBCKHE OIIEPaTOPBI CETH OOBEIMHSIIOTCS

Vremja Novostei "MapTta" u "Jlenbra" crutenu cetb. [log Openmom Spar

ABN
Regions.ru
RBC Daily

Vedomosti

Toprogas cetps "O-Keit" mmanupyer x 2006 r noctpouts B Cankr-IletepOypre 10 runepmapkeros
B Pocrose nosiButrcs "Metpo"
"ITaT3pcoH" rOTOBUTCS K CIUSHUIO

"ITepexpectok" uner B poct. KoMnanust mocTponT 0pUCHO-TOPTOBBIH LIEHTP



No Date

279
280
281
282
283
284
285
286
287
288
289
290
291
292
293
294
295
296
297
298

25.8.2003
27.8.2003
27.8.2003
28.8.2003
28.8.2003

5.9.2003

5.9.2003

5.9.2003
10.9.2003
12.9.2003
12.9.2003
15.9.2003
17.9.2003
18.9.2003
22.9.2003
23.9.2003
24.9.2003
26.9.2003
26.9.2003
30.9.2003

Source
Vedomosti

Vedomosti-
RIA"Novosti"
Vedomosti
RBK
Vedomosti
Vedomosti
RIA"Novosti"
Vedomosti
Vedomosti
Vedomosti
Vedomosti
Vedomosti
RBK
Vedomosti
Kompanija
Vedomosti
Vedomosti
Vedomosti

Vedomosti
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Heading

Metro 6eper Kazanb, PocroB u Hukuuit

Metro onpenenunack ¢ MmectoM. KoMIanusi HOCTpOUT TOPTOBBIH IEHTP Yy Memepckoro o3epa

B Texymem rogy B CTOMIMYHBIX Mara3uHax MOSBSITCS IPOAYKTHI C HOBOI MapKHUPOBKOH

W3 "Cromuier" caemarot Spar: Xonauar "MapTa" moKymaeT po3HHYHYO ceTh 3a $20 Mt

"Pocbank" Beinan "CenpmMoMy KOHTHHEHTY" 350 MitH pyo

Pexopnnsiii aBryct. Llens! ynanu Ha 0,4%

"ITepexpectok" npuren B [ToBomxkbe

Bitactu MockBbl HaMepeHbI 0OPOTHCS ¢ HECAHKIIMOHUPOBAHHOM TOPTOBJIEH OpraHM3aluel CIIEIHAIbHON CeTH Mara3nHoB
"Cmyx6a 77" xymna "Ciyx0y 78". Uto0s1 mokoputh [leTepOypr

[Iarepouka" 6e3 rpanuil. [uckayHTepHAsS CETh MMOCTPOUT THITIEPMAPKETHI

"Nerckuii "Tlatapcon". [IpoaykToBas ceTh MoimeT B perHoHEI ¢ "JleTckum Mupom”

"ITsaTepouka” uner B paitieHTprl. CeTh HaYasa 0OCBOeHUE ropofoB JICHHHTpaacKoi 00IacTu

"CenpMOii KOHTUHEHT ' IPUKUHETCS JEeIIeBBIM. B MarasmHax ceTu mosiBIstOTCS oTaensl "Bee 3a 33 pyoma"
PwC: BeposTHOCTB MMOKYTIKH POCCHICKAX TOPTOBBIX CETEH WHOCTPaHHBIMI KOMIIAHUAMH KpaliHEe HHA3KA
"ITaTepouky" MBITAIOTCA OCTAaHOBUTH. EKaTepuHOYprcKue TOProBIbI

He napa. "Cemepxa" pa3senacs ¢ "['unepuentpom”

Pa3Bog B po3Huiy. AnssHe "T'uneprentpa” u "CenbMoro KOHTUHEHTA" pa3opBaH

MarasuHbl MebyaroT. 3aT0 uX Oy/IeT OYeHb MHOTO

"JIeBoOepesxHbIii" MeHsieT uMs Ha "Toprosslii ropox”

Hecocrossmmiicst anbsine. Delta Capital oTka3zanack ot coro3a ¢ "Maproi"



No Date

299
300
301
302
303
304
305
306
307
308

30.9.2003
30.9.2003
1.10.2003
3.10.2003
6.10.2003
6.10.2003
8.10.2003
9.10.2003
9.10.2003
9.10.2003

30910.10.2003
31014.10.2003
31114.10.2003
31215.10.2003
31315.10.2003
31416.10.2003
31516.10.2003
31617.10.2003
31717.10.2003
31817.10.2003

Source
Vedomosti-

Kompanija
RBK

RBK
Vedomosti
RBK
Kompanija
Vedomosti
RBK
Agenstvo
Vedomosti
Finansovie
Kommersant-
Delovoi
RBK
Gazeta.ru
RBK
Vedomosti
RBK

Regnum.ru

Heading

OOwne MpoeKToB
Poznuna e ans FOKOCa. Komy untepecHa cets "Koneiika"
Jo xonma 2003 r B Cankt-IlerepOypre otkpororcs 5 yausepcamos "Ilatapcon”
BUTEJIHCTBO HAMEPEHO Y’KECTOUUTh OTBETCTBEHHOCTD 3a HApYLIEHHsI IPABHJI TOPTOBIIH
[IpaBUTENBECTBO HAMEPEHO YIKECTO OTBETCTBEHHOCTb 32 HapyIlIe a opro
"Komneiixa" BepHeTcs ocHOBaTemo. 3a momomis B caenke "HUKoin" moay4uT noaoBuHY pO3ZHUYIHOW KOMITAHUT
"[MaTapcon" mmanupyet g0 konma 2004 r Bnoxuth okono 10 MirH gomn B otkpeiTre 10 cynmepmapketos B [letepOypre
"CmapuBanue" octaHoBjieHo. "Mapta" u Spar Retail Hamim HOBBIX TAPTHEPOB ISl Pa3BUTHS PO3HUYHBIX IIPOCKTOB
"YacTHpIME 3aKa3amH ChIT He Oyzerp". "Ciyx0a 77" 3aHs1ach 00CITy:)KUBaHUEM 3aBelIeHUI o01ienura
YV MKA/I nosiBSITCSI ONTOBBIE LIEHTPHI
MEIKHI KOHIIEPH T HaMepeH IToCTpOoNTh B EkarepuHOypre TOProBeIi IEHT,
Heme oHuepH "Metpo AI'" HamepeH nocTpo ExarepunOypre Topro e
"Maprta" nonyuur $8,5 MutH Ha pa3zsutue Spar. Y cuHIMKATa 3apyOeKHBIX OAHKOB
HBIC KOHT KTBI. Th POCCHHCKHX Mara3uHOB TOPTyeT MOANEIbHBIMU TOBAPAMHU
’Kapensie konTpada Tpets poccuiic arasvHOB TOPIyeT MOIIE oBapa
"IIaTepouka" oTHANACH pETHOHATIBHBIM MTAPTHEPAM: pa3BUBATh CETh B PETHOHAX OYIYT (ppaHIaii3ephl
"Pamauka" mmanupyet B Mapte 2004 T oTKpEITh B [leTepOypre nepserii "Pamctop”
"Tewmm IepBrnit" otkpoer B [leTpo3aBoacke MarasuH, 06a3y U IpeICcTaBUTEIBCTBO
"Cenpmoit KOHTUHEHT" M1aHupyeT B 2004 rogy oTKpbITh 0K0JI0 20 HOBBIX Mara3suHOB
Wuectunuu 3A0 "Jlopunaa" tperuil runepmapket "OKeit" cocrasnstor 10 MiH gonn
"Komneiika" npoxana
3AO "PB/1" unBecTHpoBano 4 MIIH A0 B OTKpPBITUE NepBON ouepenu cetu "Pruomar”

Spar Middle Volga noctpout B Momkap-Oie Toprossiii nentp B 3000 KB M
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No Date
31920.10.2003

32020.10.2003
32121.10.2003
32221.10.2003
32324.10.2003
32424.10.2003
32524.10.2003
32624.10.2003
32727.10.2003
32830.10.2003
32930.10.2003
33031.10.2003

Source
Vedomosti

Vedomosti
RBK
Praim-TASS
Vedomosti
Vedomosti
Praim-TASS
RBK
Izvestija
Vedomosti
RBK

Vedomosti
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Ackernunsie runepmapketsl. B [lerepOypre ¢popmar cash & carry nonyssipaeit, uem B Mockse

"ITaTepouka" otkpoer eme 10 mara3uHoB

3A0 "Topunaa" uHBECTHPOBAIO 36,6 MITH OJUT. B CTpOUTENbCTBO TunepmapkeroB "OKeit" B Mockse u PoctoBe
O6opoT po3anuHOil ToproBiu B PO 3a 9 mecsies 2003 r yBemmumics Ha 8,2 mpoig

"Komneiike" IpeIokKMIN BEPHYTHCS HA 3alpaBKH. MarasuHel ceTd MOryT nosBuThes Ha A3C "JIYKOIJIa"
"ITatapcon" mosBuics B Kazanu

"Komneiika" mmaHupyeT BBITYCTUTH aKIIUH HA OTKPBITHIN PBIHOK

"Arpotopr" uaBectrpoBai 400 ThIC T0JT B OTKphITHE MarazuHa "[larepouka” Bo BeeBosoxcke

Bosouka u llItupmun nmoncrasuwmn "Ilstepouxy”. MOCKOBCKIE YHHOBHUKH HE OLEHIIIN MUTEPCKUI FOMOD. . .
Topruentpsl no-eporeiicku. byner crpouts B Poccun repmanckas ECE Projektmanagement

00O "TTuonep" (cets "Jlenrta") mmarupyet 1o koHIa 2003 r peammzoBats B [lerepOypre npoaykiuo Ha cymmy 270 TBIC

"Pamcrop" unBectupoBan $10 mun B [TogmockoBbe
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