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Traditionally forum presented the best 
joint retailer and supplier projects in 
the field of demand management, sup-
ply chain efficiency improvement and 
the introduction of new technologies, 
including electronic document man-
agement. 1180 delegates, representa-
tives of 92 organizations attended this 
event.

At the plenary session of ECR six 
directors of retail stores and FMCG 
manufacturers shared their forecasts 
regarding the impact on their com-
panies’ business of the new changes 
introduced in the Commerce Law and 
discussed the evolution of retailers 
and suppliers partnership relation-
ships.

The meeting was attended by: Silviu Popovichi, Co-Chairman of ECR Russia, President, 
PepsiCo Russia Maurizio Patarnello, CEO, Nestle Russia JV Raman, President of Russia, 
Ukraine and Belarus, Unilever  Aleksey Grigoryev, Vice President for Corporate Foreign 
Policy, Metro AG Yuriy Leonov, Chief Commercial Officer, X5 Retail Group, (Perekrestok) 
Andrey Patsyk, Executive Director, Bahetle

Session: “The Ideal Shelf,” presented preliminary results 
of a large-scale project On Shelf Availability, which is 
currently implemented in Perekrestok store chain in 
five categories. Project participants (Yury Leonov, Chief 
Commercial Officer, X5 Retail Group, (Perekrestok); 
Sergey Perchenok, Sales Director for Modern Retail 
Distribution, EFES; Pavel Isaev, Chief Operations Of-
ficer, L’Oreal; Alexander Zdrilko, National Key Account 
Manager, JTI; Igor Terekhov, NKA Customer Integration 
Team Manager, Danone) talked about how to achieve the 
best range of products with a comfortable display with a 
maximum turnover.

THE 12TH ANNUAL ECR FORUM WAS HELD ON 
14-15 SEPTEMBER 2016

ECR 
INSIGHT

www.ecr-all.org/russia
Moscow, Solyanka str, bld. 15/18, 4
+7 (495) 735 4378

TO DOWNLOAD ECR FORUM PRESENTATIONS GO TO 
PROGRAM SECTION OF OUR WEBSITE: 
WWW.ECR-FORUM.COM

THE 13TH ECR FORUM WILL BE HELD ON 13-14 
SEPTEMBER 2017.



ECR PLENARY
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“We are focused on the consum-
er, therefore our requirements 
for suppliers are based on the 
consumer’s interests first of all”

“We cooperate with the suppliers 
very actively and this mutual co-
operation turns out to be profit-
able not only for the companies 
but for the consumer as well.”

“The new Federal Trade legislation makes the market trans-
parent and encourages both retailers and suppliers to 
jointly develop innovative cooperation models.”

“The mutual understanding of 
the working models is crucial: the 
retailers need to understand the 
way the suppliers work and gain 
profits.”

“The only way to grow if the 
market doesn’t grow is  to gain 
market shift – we are actively 
depeloping new instruments for 
this growth.»

“Why do we exist? We exist and 
work for our customers indeed. 
The vital question for me is – how 
can we make sure of the benefits 
for the customers?”

“Current market situation makes us to collaborate with the sup-
pliers for finding areas of the supply chain which reduce costs 
on both ends and increase efficiency.”

ANDREY PATZYK
Executive director,
Bahetle

ALEXEY GRIGORIEV
Vice President Corporate Public 
Policy, Metro Cash& Carry

MAXIMILIAN MUSSELIUS
Executive Director, ECR Russia 

SILVIU POPOVICI 
ECR Russia Board
of Directors Co-Chairman, 
President, PepsiCo Russia

JV RAMAN
President RUB,
Unilever

MAURIZIO PATARNELLO 
CEO Nestlé Russia & Eurasia

YURY LEONOV
Commercial Director, X5 Retail Group, (Perekrestok)



We have created a Face Recognition application; its 
algorithm is based on the methods in the field of arti-
ficial neural networks and computer-assisted learning. 
The program analyzes a set of individual features of a 
human face, and in less than a second finds similarities 
with it in a million photos. Last year with this solution 
we won TheMegaFaceBenchmark, the world champion-
ship of face recognition organized by the University of 
Washington. Our algorithm turned out to be the most 
effective among more than 100 solutions proposed by 
experts from all over the world, including Google. The 
recognition accuracy was 73.3%. How can it be used in 
the retail sector? For example in sending targeted ad-
vertising: the algorithm can analyze recordings from 
surveillance cameras placed in stores and look for visi-
tors in social networks. After that the retailer can send 
targeted advertisement to potential buyers.

We present the data service, which is being imple-
mented within the framework of the Federal Law 54 “On 
the application of cash registers”. When data service is 
used by the supplier, the retailer’s consent is not re-
quired. By means of this service the supplier may con-
trol price changes in real time, set any restrictions in 
the format of “if-then” and respond to them in a timely 
manner. To expedite the service, the retailer can use the 
service to transfer the change to the buyer’s on-line 
account or credit it as a payment for cellular communi-
cation services, etc, and therefore to reduce queues at 
the checkout.
The service is easily implemented in any retail au-
dit program (OSA, promotional control) and it can be 
used as a part of loyalty programs: to reward the cli-
ent directly at the checkout. In the future, we plan to 
develop the market in the following areas: educating 
FMCG-market players, promote standards of master 
and check data, to work with payment systems on cus-
tomer identification.

ALEXANDER
KABAKOV 
Co-founder, the NTechLab (FindFace)

CONSTANTINE 
GONTMAHER 
Marketing Director, OrangeData

Now the retailer can already create a complete computer-assisted 
management of supply chain and warehouse stocks (RFID /sensors, 
face detection, ERP / bigdata). According to analysts, by 2030, there 
will be integration into online services, customized content delivery, 
and increase of cyber security importance. The concept of privacy 
will disappear: the person will be identified by biometrics, it will be 
possible to track him/her using digital data. Therefore, the weight 
of services, that provide cyber security and storage of confidential 
data will increase.

ALEXANDER APOKIN 
Head of Global Economic Research Group, 
Center for Macroeconomic Analysis 
and Short-Term Forecasting (CMASF)

THE MAIN CHALLENGES 
OF 2016 - 2018

Regulation, cooperation
and innovation.



Our pilot project on ECR OSA Hybrid Platform was 
launched in the beginning of this year in 47 St. Petersburg 
stores, which we divided roughly into 2 parts - one half was 
testing the system, while the other was left unchanged as 
a reference for evaluation of the pilot group results. The 
project has moved to an active phase just recently, but we 
have already seen a sales growth of 5.5% for the top 10 
categories in the first two stores compared to the refer-
ence group. We still need to confirm these figures further; 
however this is a good result for us. At the level of the en-
tire store, we hope to get a sales growth of 2-3%. As a next 

With the help of the “Perfect store” project we intended to 
solve the problem of ‘out-of-stock’, on-screen stock and to 
make category segmentation in line with the buyer’s logic. 
73 Perekrestok stores participated in our experiment. To 
begin with we changed the product display according to 
the buyer’s decision tree: we split the range of beer by ori-
gin (domestic or imported) and by its quality (licensed and 
special). In addition, we have changed navigation within the 
department.
Through online monitoring of the availability of goods on 
the shelves, ensured by ECR OSA HP system, we can quickly 

YURY LEONOV
Commercial Director, X5 Retail Group, (Perekrestok store chain)

SERGEY PERCHENOK
Sales Director, Modern Retail Distribution, Efes

PERFECT
SHELF

stage, we are waiting for an assessment of the results for the 
remaining 10 stores with the adopted pilot function, these are the 
stores that entered the project a bit later; there we expect similar 
growth.
We are currently testing several systems, so far ECR OSA HP has 
shown the best performance in terms of signal accuracy, and 
also it is the only platform which sends signals in real time.
Working with the supplier in “live” mode, we learn a lot from each 
other and see where we fall short: where there is a short supply, 
incorrect insurance settings or where people are just being lazy 
and should be replaced.

respond to any changes in demand. The project helped us to 
reduce the fall of the category in pilot stores by 5% (the drop 
was accounted for by seasonality and reduction of the beer mar-
ket volumes). Upon receiving the results of the experiment, we 
decided to increase its scale and add another 150 refurbished 
Perekrestok stores to the project.



PAVEL ISAEV
Chief Operations Officer, L’Oreal

ALEXANDER ZDRILKO
National Key Account Manager, JTI

IGOR TEREKHOV
NKA Customer Integration Team Manager, Danone

We have a complex logistical scheme in our company: 
the largest part (70%) of products we import, and the 
other part we produce in Russia. Over 150 SKU are af-
fordable products, and we often organize various mar-
keting campaigns as well. Therefore, in our case it is 
difficult to manage the product range and logistics.

Using ECR OSA HP together with the retailer, we are 
now able to change the model of work with the field 
team, synchronize merchandising, and establish an ef-
fective feedback from the field staff on alerts function-
ing. In addition, we have combined separate applications 
for category planning in one cross-functional tool, ex-
panded the horizon of data collection regarding promo-
tions, new products and regular range. As a result, in 
June 2016 we have achieved the highest in the past year 
and a half level of service index of 98.3%.

Our product, cigarettes, is a very ‘convenient’ commod-
ity for in-store theft, as they are quite expensive (take 
1/7 of the receipt), and due to the small size of packs are 
easy to steal. Therefore, in our category there is always 
a problem of on-screen stock: the information system 
shows that there are products in the store, but in reality 
they are not. Using the ECR OSA HP system we began to 
detect on-screen stocks, adjust reserve stocks and, as 
a result, ADR system takes into account the right bal-
ances.
Responsive feedback of the project team allowed imple-
menting additional reports in the system, which helps 
us to see a transparent situation in the store. We also 
launched a process of detection of equipment failure 
cases, before this process could take up to one month 
period.

Our products have a short shelf life, so we are always in 
search of the best solutions to two problems: an empty 
shelf and writing off goods. With the OSA project we have 
been able to increase sales and reduce losses, especially 
since the crisis, we had to monitor costs more tightly and 
make active use of promotions. Our project had three com-
ponents of success: data from retail stores, support of 
the company’s management and collaboration with retail-
ers in the experiment. OSA allowed us to get a huge slice 
of the analytical information; in particular, to monitor the 
launch of new products in stores, to analyze the customer’s 
shopping cart and the demand elasticity for retail stores 
in terms of availability of goods, control stock and product 
range in different locations.



MAXIMILIAN MUSSELIUS
Executive Director, ECR Russia

ALEKSEY SALNIKOV
OSA Project Leader, ECR Russia

Very soon the system will be enhance by add a 
revolutionary new function Visual Recognition, rec-
ognition of uploaded photos. This will allow in real-
time not only to assess the filling of the shelves, but 
to monitor compliance with plano-grams and even 
check for the price tag.

Traditionally retailers are sensitive about data-shar-
ing, but we are entering an era in which data privacy 
can be forgotten. And the Commercial Law, requir-
ing transparency of the store chain operation, will 
only speed up this process. I think that over time, 
retailers will begin to look positively at data sharing, 
and will learn to use it to work together with their 
partners, as well as to increase efficiency of their 
work.

OSA HP system is a joint product for suppliers and 
retailers, which was created in the working groups 
of the ECR. The main project KPIs are the increase 
of turnover, decrease of operating costs and suit-
able stock on the shelf. The system allows not only 
to respond to the lack of product on the shelf on 
an hourly basis, but also take proactive steps to 
avoid the shelf being emptied. Deep integration into 
the process of retailers and suppliers, allows you 
to quickly deal with the causes of the lack of goods 
and effectively resolve them understand through 
close cooperation. It is important to realize that 
ECR OSA HP is not a system for operation inside 
one company. The system creates an effective con-
nection between the store chain and the supplier 
and ensures the best availability of goods on the 
shelf .



The company had a goal to grow the category of 
sparkling beverages by adding another occasion for 
consumption per week. The basis for the solution 
was the understanding of the main consumption 
occasions; for each of them we estimated its growth 
potential. After quantitative evaluation we chose the 
occasion of in-home consumption as the main de-
velopment strategy.
This marketing campaign was aimed at the con-
sumption with food, encompassing a variety of 
communication channels with the customer: from 
the television commercials and cooking shows to 
packaging and CatMan solutions. Examples of these 
solutions we have implemented in Italy in one of 
the international store chains, in Serbia and in other 
countries. In the long term, we succeeded to grow 
penetration of the category from 83% to 92% and 
the consumption of sparkling beverages with meals 
by 4%, reaching 21%.

We had 3.7 thousand SKU of chocolate sweets in 
our chain, but only 250 of them accounted for 80% 
of the category turnover. Therefore, in a joint pro-
ject with Mars we started by reducing the range of 
prepackaged sweets, then reconsidered the cat-
egory’s location on the retail floor and changed 
installations that were hosting these products. We 
set displays with transparent slanted cells: thus it 
was more convenient to the customer to choose 
and package the products. We placed the category 
next to the bakery products, tea, coffee, fruits and 
vegetables as well as dairy products.

PAOLA ROMAGNOLI 
Head of Category Management, 
Coca-Cola HBC Russia

LILIYA PETROVA 
Commercial Development Director, 
Globus Systems

CATMAN 
UNLIMITED

RESULTS OF 
THE MARS 
AND GLOBUS 
SYSTEMS 
PROJECT:
Compared to the retail outlets without the 
weighting project, the sale of loose sweets 
in pilot stores increased by 24% in terms 
of value and by 20% in volume. The share 
of loose sweets went up in the chocolate 
category reaching 26%, and the increase of 
this product sale slowed the fall of the en-
tire category. Already this year, we plan to 
develop our project in all other stores of the 
chain.



Chocolate category is important for business; ac-
cording to Nielsen, the product is consumed in 
about 95% of households and is bought twice a 
week. At the same time the category is vulnerable in 
times of crisis: while cutting costs people are saving 
primarily on such products as chocolate. Together 
with Globus chain in Kirov, we set a goal to increase 
the category sales by shifting from selling prepack-
aged chocolate sweets to loose, as well as to overall 
improve the product range of chocolates sweets. 
As a result of this project we reduced packing costs 
by 70%, reduced packer’s rate, and the whole sav-
ings on loose sweets turnover amounted to 0.7% in 
terms of money. In 2015 sales of chocolate sweets 
in Russia decreased by 2.5% in terms of volume, as it 
follows from the Nielsen report

EKATERINA VISHNYAKOVA
Chocolate Category Expertise Leader, Mars

THE PROJECT OF PLACING 
TABLET DEVICES FOR CUSTOM-
ERS TURNED OUT TO BE SUC-
CESSFUL AND NOW  EXPANSION 
OF THE PROJECT COVERAGE TO 
40 MAGNIT SUPERSTORES IS 
NEXT ON THE AGENDA

When developing an ideal solution in our joint campaign with 
the Knorr brand, we had a goal to grow the seasoning cat-
egory within limited shelf space. Our decision to install ad-
ditional sale spaces had an effect: the sales on the second-
ary shelf exceeded sales of the primary shelf fivefold. We are 
working on a national launch, placing additional installations 
with spices in the passages between the sections with the 
most foot traffic: vegetables, cereals, meat, and chicken.

ALEXANDRA KRAMINA 
Deputy Head, Non-standard Campaigns 
Division, Marketing Department, 
Magnit



We intended to increase the rep-
resentation of our Knorr brand in 
Magnit store chain. It was a difficult 
task, as according to statistics, only 
10% of shoppers go to the season-
ing section. But at the same time, 
75% of customers do not know 
ahead of time what they will cook 
for dinner, and they are not look-
ing just for products in the store 
but for ready-made solutions for 
their table. Within the project we 
installed in the areas with most foot 
traffic cross-category hardware 
with a display of diverse Knorr sea-
soning with recipes of “What’s for 
dinner tonight” ideas. The advantage 
of our project was the development 
of unique universal equipment: 
the design can be used in any re-
tail store, regardless of the trading 
channel..

ELENA KOLESNIKOVA 
Senior Key Account Manager, Unilever

IN AUGUST 2016 WE 
INSTALLED  ADDITIONAL 
300 PIECES 
OF EQUIPMENT, AND BE-
FORE THE END OF THE 
YEAR WE PLAN TO IN-
STALL ANOTHER 1600

The beer market continues to fall, and it is brought about by a 
number of external factors: restriction of advertising, introduc-
tion of USAIS , growth of excise duties, increase of legislative 
pressure and falling income of the population. But there are 
also internal reasons for this: the category image and lack of 
drinking culture among buyers. For example, many consumers 
believe that “beer is poured from one barrel” or that “this drink 
is for fringe groups”. In February this year we have decided to 
change the common perception of beer by launching a pilot 
project in one of Magnit superstores located in Krasnodar. The 
goal was to increase penetration and purchase frequency of 
the product. We changed the category positioning, segmented 

EGOR TIPUNOV 
Category Strategic Planning Manager, EFES

it in-line with customer’s logic, introduced draft beer and 
launched digital advertising. Tablet devices were placed in 
the store for shoppers to help them choose a beer and look 
for it on the shelf, to attract new customers and to inform 
about promotions in the category.
Result: we have achieved the set goals, and now next on the 
agenda we have expansion of the project coverage to 40 
Magnit superstores



In June 2016 the peak of consumer pessimism was left be-
hind: in comparison with March of the same year, respondents 
evaluated their prospects of financial well-being and landing 
a job higher. At the same time buyers became poorer: they 
increased their expenses on food products by 23%, and ap-
proximately by the same amout reduced their consumption. 
With the onset of crisis, consumers began to save: look for 
stores with low prices on the fresh food category, as it takes 
53% of the buyer’s expenses on food. According to our data, 
buyers most often purchase paltry in discount stores and 
berries at fairs and open markets. In Moscow, the main chains 
associated with a wide range of fresh food category in cus-
tomers’ opinion are Auchan, Perekrestok, Metro, Pyaterochka 
and Billa.

Freshness of products, the amount of write-offs 
and the level of service are affected by a number 
of key factors: “manufacturer – client’s shelf” lead-
time, uncertainty of demand and technological limi-
tations. For each of these reasons, we have devel-
oped a fully fledged strategy. For example, together 
with retailers we set up joint demand forecasting, 
pre-order system, we differentiated reserve prod-
uct stock based on target availability and freshness, 
and the frequency of its reproduction based on the 
requirements of sales geography and target avail-
ability. We also reduced the lead-time due to the 
rapid delivery (delivery by two drivers and cross-
docking of supply chain) and infrastructure devel-
opment. Preorder procedure allowed us and our 
partners to improve freshness by 10% -25%, lower 
write-offs and to improve service level by 98% - 
99%.

1 million customers used our online hypermarket at 
least once, more than, 43% of customers know our 
brand, 75% of customers are satisfied with our ser-
vice and every minute 3 buyer receive their order 
from www.utkonos.ru. What allowed us to achieve 
such successful results? First of all, we have a ware-
house area of 4 hectares, the range of 30 thousand 
SKU, 400 vehicles with temperature control and 
delivery 24/7 with an interval of two hours. In addi-
tion, we control freshness of products. We carry out 
manual packaging and order assembly, during which 
we sort out damaged and non-standard items. We 
also conduct laboratory and organoleptic evalua-
tion of the product quality, evaluate its visual appeal, 
and check the expiration dates and the integrity of 
the packaging. It is also important that through the 
entire distribution chain we have temperature con-
trol in place – from product acceptance at the ware-
house to its delivery to the buyer.

ANNA OKHLOPKOVA 
Syndicated Studies Division Lead, Nielsen

NATALYA DAVIDOVSKAYA
Senior Supply Chain Director, 
PepsiCo Russia

SERGEY EGOROV 
Deputy General Manager for Procurement, 
Utkonos online hypermarket

FRESH 
VS. WASTE



We are now running a combined ADR sys-
tem: we borrowed the expertise from Ernst 
& Young, with the help of our own pro-
grammers we wrote a code for it, and had 
it built in our ERP-system. Our main know-
how is a prediction algorithm which adapts 
to the specifics of our chain and provides 
a more accurate prediction. It allows us to 
always offer our customers fresh products 
and sell most products with a short shelf 
life of up to 23.00 p.m. .

Implementation of product shelf 
life IT monitoring in X5 RetailGroup 
stores is profitable for suppliers: 
through more rapid write-offs of 
expired products the ADR system 
will be ordering more products from 
wholesalers and manufacturers.

In our IT system, SAPERP, we in-
troduced control over the product 
shelf life at two stages of its move-
ment: when accepting, batching in 
the warehouse, as well as at the 
checkout. At the moment, the sys-
tem analyzes the remaining stock of 
the warehouse and the store, auto-
matically writes off expired prod-
ucts, allowing the ADR program to 
work correctly. The results of the 
in-store operation of the system 
exceeded our expectations: we have 
reduced loss in the fresh food cat-
egory by 0.1% and thus save 12 mil-
lion rubles a month. We believe that 
in the framework of this project it is 
possible to reduce the total loss of 
products in the warehouse and in 
stores up to 1%.

ILYA CHERNOV 
Senior Project Manager, 
Х5 Retail Group

DMITRY PETROV
Sales Processes Development 
Manager, Azbuka vkusa

NATALIA IVASHENKO 
Head of Client Relations 
Department, Elinar

LOSSES OR OUT-OF-STOCK?
According to Dmitry Petrov, Sales Processes Development Manager in Azbuka 
vkusa, retailers’ fear of empty shelves and lost profits leads to errors in order 
estimates. As a result, this leads to an excess of goods in the store, loss of its 
freshness and write-offs. And increase of write-offs has a direct impact on EBIT-
DA of the chain: for example, to compensate for the rise of product loss by 1%, 
the store sales need to grow by 30%. Maybe being out-of-stock is not that ter-
rible, as the product loss? And perhaps we should change our attitude towards 
empty shelves? Maybe we shouldn’t consider it empty but rather free for the 
fresh product?
Azbuka vkusa chain conducted an experiment: for five consecutive days chicken 
breasts were laid in bonnet cooler in the way most retailers usually do: less fresh 
products were closer to the customer, and fresher went in the far corner. As a 
result, product sales went down: as showed the store surveillance cameras, peo-
ple would come up to the counter, would take the product, examine it and put it 
back. On the fifth day only two customers bought chicken breasts without look-
ing at its expiration date. This example tells us that the reduction of freshness 
does not contribute to the store sales growth, sums up Sales Processes Devel-
opment Manager of Azbuka vkusa Dmitry Petrov.



We used to think that market participants that fol-
low us in the supply chain will accept our product 
in one form or another. However pretty quickly we 
realized that if we do something wrong, the next 
link will not be able to continue operations.
We had to learn how to negotiate, because USAIS 
is not just a registration of product flows we pro-
duce, but it is a change of the entire landscape of 
the market and interaction of its players.
For example, the state does not require labeling lo-
gistics units but requires only recording the move-
ment of goods in the system. But the question is 
how? Retailers faced the need to conduct highly 
detailed batch keeping, up to one pack, and it was 
especially important to find common ground with 
other market participants to agree on common 
labeling standards.

Teamworking with suppliers, by tracking every case 
of rejected shipment, finding out the reasons for 
that and eliminating them, giving feedback to our 
stores, as well as to suppliers, we have provided a 
fairly high level of service and in the first quarter we 
reached our target indicators of 84% (from 71% in 
early January) keeping positive dynamics.

HERMAN EPSTEIN 
IT Vice President, Baltika

DMITRY KUNYASHEV 
Business Architect, Lenta

SET UP 
OF ALCOHOLIC 
PRODUCTS 
ACCOUNTING

We had decided to transfer all the remaining stock as 
soon as possible to the second register, and as of to-
day we have done it. We were able to understand the 
scale of the problem only after taking up the inventory. 
We had it done in all our stores, at the very first time 
it didn’t yield result everywhere; we had to take up the 
inventory for the second and third time. At some stores 
we recounted up to five times. This is a difficult proce-
dure and of course, it is not cheap. This operation costs 
us tens of millions of rubles. Whoever does this exer-
cise, will immediately find inconsistencies not only with 
USAIS alcohol codes, not only a potential to go in the 
red as a result of sales, but also the difference between 
stock accounting and USAIS accounting. And we don’t 
have up-to-date data in USAIS for every minute and 
every second. We can remove information from the 
system on our remaining stock, but it will have already 
changed by the time we do it. Therefore, we have to 
work with a certain reflection of the remaining stock 
in USAIS, which is always a bit loose. And this does not 
allow any license holder to be absol utely sure that they 
will not “go into the red”. 

SERGEY LEVOZHINSKY
Purchasing Director, Magnit



As manufacturers we have come to the conclusion that 
during transition to USAIS -wholesale each retailer will 
have their own labeling requirements. To have uniform 

Accounting balances is not intended for retail control up 
to one bottle, as even in the most advanced retail infor-
mation systems ideal balances are a fiction. Launching 
this entire system is just another additional option for 
tracking illegal flows. In other words, if, for example, you 
have a supply but no sales and remaining stock is piling 
up, it is a reason for inspection bodies to check you. And 
vice versa, if there are no deliveries, but a huge minus 
is accumulated, it’s the same. Moreover, it is planned to 
monitor it on the level of analytics, and not specific dif-
ferences. When analytic data is accumulated, we will un-
derstand the situation and possibly develop a new regu-
latory framework.

VLADIMIR GAPONENKO
Director, CentreInform

IVAN KANAEV 
Head of Customer Service Management 
& Development Department, Baltika

standards, we organized a working group with other mar-
ket participants. One of the joint solutions was introduc-
tion of additional labeling, which would allow the retailer 
to arrange batch management in their Distribution Cent-
er. It was a small sticker that, firstly, met requirements 
of customs union technical regulations on the labeling of 
food products, and secondly contained Serial Shipment 
Container Code, which allowed identifying the unique 
number of production batch through scanning. At the 
same time for strong alcohol, because of its specificity, 
this code was unique for each box. In the case with beer, 
mead and cider it was a unique batch code. Also, for 
the convenience of the receiving employee it contained 
readable information.

During the first half of January we prevented undersup-
ply to Lenta of 24 thousand cases of beer.
With other clients correction of errors led to a return 
reduction of 30% by February, and the total service in-
crease amounted to 15%. January was still difficult; in 
February not all retailers readjusted quickly to working 
with USAIS, there were problems with many of them. But 
as we already learned our issues from pilot projects, we 
minimized them and reached the set indicators by the 
end of the quarter.

We, as well as other chain stores, have the issue of double 
scanning one and the same bottle, when the system sees 
it as a double of an excise label. A while back, knowing that 
the bottle may be put aside at the cash register or another 
bottle can be scanned instead, we have introduced a tech-
nical limitation to make it impossible. We collect informa-
tion in our system about scanned at cash registers excise 
labels and control sales in the entire chain span, prohibiting 
resending a receipt for an already scanned label. The UTM 
version 2.03 has a new mechanism that limits resending the 
same receipts, but with large amounts this function does 
not always work, and we are now making some adjustments 
of our system to detect such cases on our part. We almost 
never get doubles for purchases in other stores. We have 
very competent staff; employees need to know more about 
the specifics of alcohol accounting as we work in two areas 
doing both wholesale and retail. But there are many situa-
tions when customers themselves buy alcohol in our retail, 
and then resell it in their stores. In these cases, we have 
informational talks and advise such clients.

VLADIMIR ANTONOV 
Head of Software Development and 
Telecommunications Department, 
Metro Cash&Carry



We have been working for quite a while al-
ready with the problem of illegible excise 
labels. We try to solve this problem by in-
stalling additional control points on the line, 
by high-quality and timely maintenance of 
printers and by the use of the more expen-
sive thermal transfer strip. These changes 
cost us an average of $50 thousand a year. 
Compared to the potential losses of an il-
legible excise label, the costs are insignifi-
cant.
We also bought a verifier; it is a fairly sim-
ple equipment that allows you to assess 
the quality of the bar code in real time, and 
if the quality of the bar code decreases it’s 
a sign that you need to carry out mainte-
nance service or change the thermal trans-
fer strip.

The GS1 coding format, unfortunately, does 
not allow us use numbers that we can gen-
erate, for all our products. So now we are 
consulting with our manufacturers to un-
derstand at what point it would be most 
efficient to past stickers. Our company has 
already globally implemented the trace-
ability system. It allows you to keep track 
of each box. The idea that we are working 
on is comparison of a unique code, which is 
applied at the time of manufacturing with 
a sticker that our clients could use to con-
nect it with the USAIS data.

ALEXANDER PERMINOV
Logistic Manager, 
Bacardi

DMITRY SAPOZHKOV
Integration and Demand Planning 
Manager, Moet Hennessy

Introduction of USAIS became one of the 
major projects of the company in 2015-
2016, this project took virtually all efforts, 
and we reviewed a great number of func-
tions, changed business processes. We had 
to do something to make goods appeare 
on the shelf at the same rate as before the 
introduction of USAIS.
USAIS went through many stages; it was 
like learning to live with an illness. At first, 
everyone thought that nothing would hap-
pen. Then we hoped that the introduction 
of the system will be postponed, and it was 
really rescheduled. Then we realized that it 
was inevitable, but still hoped that the sys-
tem won’t work. And it was difficult to over-
estimate inter-industry cooperation in this 
case. ECR partnership has become a plat-
form for working together with the regula-
tor. This platform convinced us that manu-
facturers and retailers have the same goals, 
and we should work together to achieve 
them.

Our company is a manufacturer, importer, 
wholesaler and retailer in one; we do not 
use additional labeling to control product 
batches. It is very expensive to implement 
it on plants, in warehouses we will partially 
use it for the retailer partners who will 
insist on it.

ELENA MOSKALENKO
Commercial Director, Lenta

ANZHELIKA KONSTANTINOVA
Director of Alcohol Supply Department, 
Roust Russia



FMCG market is growing in terms of value; growth 
factors continue to be the increase of purchase 
frequency and the increase of the average re-
ceipt amount under the influence of the retail price 
growth. Moreover, three macro-categories out of 
five presented in the data of the household panels 
show the volume growth as well.
Dynamics of consumption corresponds to the long-
term observations in the period when economy 
passes over the peak of crisis.
Consumers continue to positively respond to the 
price decrease, which leads to an increase in vol-
umes. 
In the previous year the share of private brands in 
the turnover of chains went up in terms of value. 
As of today, the largest share of private labels ac-
counts for brand categories with low consumer 
loyalty.
The share of promotions in the turnover of Rus-
sian chains is growing; however it still lags behind 

other European countries. Today it is 
17% of the turnover, and for example, in 
the Czech Republic, this marker reaches 
52%, and in Austria - 32%.

Summary: Price remains the most im-
portant factor of consumer purchases, 
but the discounts should be approached 
reasonably, taking into account interests 
of all three parties concerned: the sup-
plier, the retailer and the customer. We 
should also keep in mind that, although 
the consumer tends to buy cheaper 
products, for certain groups of the 
population available range of products 
and comfort inside the store are no less 
important. The retailers’ and suppliers’ 
goal is to detect such needs in a timely 
manner and quickly find convenient so-
lutions.

This year, we arranged a promotion campaign for buyers of our deodorants in Magnit 
Cosmetic chain stores through an unusual channel: support of WilliamsRacing team 
at the Grand Prix of Formula 1 in Sochi. As an advertising support to the campaign, 
we installed a real race car in the Krasnodar shopping center, the largest Magnit 
Cosmetic store. As a reward for a purchase we offered our customers a “ride” on a 
race simulator, raffled off other prizes, as well as launched a photo competition in 
Instagram. We also used traditional communication channels, such as TV commer-
cials, informational partnership with Match TV channel, and advertising in the Inter-
net.

During the Grand Prix in Sochi, we put Magnit and Rexona brand logos on the race 
car. On completion of the promotional campaign, we have increased sales of our 
deodorants and exceeded KPIs for media coverage and engagement in other chan-
nels.

SERGEY YASHKO 
Deputy Director General, GfK-Russia, Director 
for Research in FMCG industry in Central and 
Eastern Europe.

СUSTOMER 
FOCUS

Large scale communication of 
the promotional offer enhanc-
es its results; joint “supplier - 
retailer” promotions are more 
efficient; the opportunity to 
get a prize inside the store in-
creases customer’s loyalty to 
the product brand and store 
chain. DMITRY ULYANOV

Key Account Manager, Unilever
DARIA KAMECO
Brand Manager, Unilever



Smartphone users spend 98 minutes 
online per day, and users of laptops 
and personal computers spend 131 
minutes.

This year Unilever used a geotargeting pro-
motion campaign for the AXE brand, based 
on data collected by Yandex and Nielsen. 
Areas with high sales of deodorants but 
lower than Moscow average share of AXE 
were selected for the pilot project. In the 
course of this campaign the sales in experi-
mental stores increased by 8% in terms of 
monetary value, compared to the control 
group.

Today 80 million Russians use the Internet 
on a monthly basis, including 73 million peo-
ple that go online using their smart phones. 
This is a huge array of potential buyers. In 
this regard, how can we help retailers? We 
analyze the purchasing environment and 
can establish personal communication with 
the customer at every point of their inter-
ests, followed by measuring the conversion 
rate. In addition, we can effectively predict 
the demand for certain products and make 
recommendations on the selection of prod-
ucts for promotions, as well as to conduct 
RFM-analysis of the audience with online 
segmentation.

YANA SALIMOVA
Head of DataScience division in North-
Eastern Europe, Nielsen

ILYA GUBAREV
R & D Project Manager, Commercial 
Department, Yandex

As part of a promotion with Lenta we had 
a large advertising campaign aimed at our 
potential customers: we ran TV commer-
cials in the cities that have the stores of the 
chain, talked about the promotion on Lenta 
website and its partners’ websites, used 
shelf wobblers and advertising banners in 
the space of our product display, distrib-
uted leaflets to customers in the entrance 
area and at the checkout line. Summarizing 
the results of this promotion we gave out 
72 thousand football scarves to the partici-
pants, 10 thousand sports bags, 1 thousand 
Lenta gift cards and 10 3D-TVs. Everybody 
was satisfied with the results of this promo-
tion: compared to June 2015 the penetra-
tion and purchase frequency of the brand 
increased by 0.4% and its share in the food 
basket by 12.2%.

This year we have launched a joint cam-
paign with CocaCola, dedicated to the 
European Football Championship. We had 
three objectives: to increase sales and 
penetration of the drink category, to in-
crease customer traffic and to achieve an 
increase of the average receipt.
The campaign was held from 19 May to 29 
June and covered 144 superstores and 
29 Lenta supermarkets. The scheme of 
the promotion was simple, attractive, and 
most importantly, it didn’t have a losing 
party. We offered our customers to make 
a purchase in  the amount acceding 500 
rubles, with a CocaCola drink on the re-
ceipt. Further, the buyer would receive a 
scratch card at the checkout, would erase 
a protective layer and was able to win a 
Lenta gift card, football fan scarf, as well 
as a TV, the grand prize. 4 not-winning 
scratch cards could be exchanged for a 
pack of CocaCola (four drinks of 0.33 liter 
volume).

KSENIYA ALEXANDROVA
Marketing Manager in the Present 
Distribution Channels, Coca-Cola HBC 
Russia

ANDREY SOROKIN
Marketing Director, Lenta store chain



Product availability on the shelf or On Shelf Avail-
ability (OSA) is an important project, both for the 
supplier and for the retailer. After receiving the 
first data from our partner, Pyaterochka store 
chain, we identified several issues in the OSA. In 
17% of causes our product was in the store, but 
was not put out on the shelf, in 18% the product 
was in the on-screen stock, in other words was 
remaining in stock of the store IT-system, but was 
actually absent. In 48% of cases it was absent due 
to under ordering. And finally, the service level and 
late delivery accounted for 10% and 7% of cases 
when goods were unavailable to the consumer.

In our joint project with Danone, we worked in several directions: 
firstly, on improvement of the algorithm we use for placing or-
ders of goods in stores through ADR; secondly, on the enhance-
ment of product delivery schedule to retail outlets; thirdly, on 
reduction of on-screen stocks in stores. The project itself was 
divided into five stages: on the first stage, we accumulated data 
that we had and learned to speak the same language with the 
supplier; then there was a launch of the analytical platform; on 
the third stage, we developed a list of changes in information 
systems in order to minimize the risks of lost sales in the outlets. 
Then there was a launch of OSA bot application, which allowed 
the supplier to translate data from the analytical platform to the 
sales representatives. At the last stage we summarized the inter-
mediate results.

SERGEY TSYGICHKO 
Key Account Development Manager,
Danone

SERGEY RUSYAEV 
Division Head for Improvement of Goods 
Movement, X5 Retail Group (Pyaterochka)

BEST PRACTICES 
IN SUPPLY CHAINS

Out of 100 people who did not find their prod-
uct on the shelf, 17 will buy it later 17 and 21 will 
buy it in another store. And this is a problem 
for the retailer. The remaining 16 people will 
buy a product of the same manufacturer and 
37 of another manufacturer. And it is already 
a problem for the supplier. 9 customers won’t 
make the purchase at all.

Click Service does not create any completely new in-
novative processes. It is primarily a tool for the efficient 
operation and building the process of joint forecasting 
for the supplier and the store chain. What is the key to 
it? We can analyze leftover inventory for the Distribution 
Center of Х5RetailGroup itself. We can also see planed 
and actual orders in the system and can comment right 
there on the reasons for a short supply, and avoid send-
ing information through email.

ALEXANDER SUSHKO
Customer Relations Development 
Manager, Distribution Department, Unilever



Using the service, we can track the movement of 
goods from the supplier to our Distribution Center, 
stores, and using the joint estimate we can already 
see part of the production volumes. Now we are 
giving only the initial estimate that the supplier will 
work with; but our partners see a lot of deviations 
from it - both positive and negative, and work with 
them. Next, we want to computerize the movement 
of leftover stock in stores.

VALENTINA ZOLOTAREVA
Head of Supplier Relationship Department, X5 
Retail Group (Perekrestok)

RESULTS 
OF CLICK 
SERVICE, 
A JOINT 
PROJECT 
OF UNILEVER 
И X5 RETAIL 
GROUP
Due to the increased use of on-line monitor-
ing of deliveries, downtime, planned and ac-
tual deliveries, Unilever was able to achieve 
growth of deliveries to the Distribution 
Center of 2% and 5% increase in the service 
of direct deliveries to the outlets. In the ice-
cream category the downtime was reduced 
by almost 10% as the supplier was able to 
see through the system the downtime of the 
car at the distribution center in real time and 
quickly make a decision for its bringing on 
charge.



As a supplier we have high expertise in sales fore-
casting of our categories and as analysts we use 
sales history, demand elasticity, information about 
the way retail outlets open and seasonality. But at 
the same time, as a supplier we had questions re-
garding the quantity of products in the store during 
a promotional campaign, what would be the promo-
tional shelf price, and what sales we can expect in 
a particular region. On the other hand, our partner, 
MetroCash & Carry had their own questions as well. 
In particular, will the supplier be able to deliver the 
order in the specified time, will it be a 100% ship-
ment, and how will a new product, that didn’t have a 
history of sales in the chain, behave during a promo-
tional campaign. That’s why, we decided to combine 
our expertise and launch a joint project.

MARINA CHERNYSHEVA 
Supply Chain Manager for National 
Clients, PepsiCo Russia

RESULTS 
OF THE JOINT 
PROJECT 
OF PEPSICO 
RUSSIA 
AND METRO 
CASH & CARRY
The scheme of work has been extended to all re-
gions with MetroCash & Carry. The Companies 
created a working cross-functional group, which 
included procurement, operations, logistics from 
MetroCash & Carry and sales, customer support 
department and logistics from PepsiCo. Further, 
partners agreed on common goals that they want-
ed to reach together: it was service level for the 
promotion in the amount of 98.5% and stock avail-
ability at 95%. Schemes of work with other regions 
were similar to the Irkutsk project. The only differ-
ence was that the companies discussed prelimi-
nary amounts of supply 3 weeks prior to the start 
of the promotional campaign, and the final order 
came 2 weeks in advance.

The Irkutsk store with the longest (in terms of time) 
logistics of our chain was chosen as a pilot for this 
project. We sent our sales estimate to the store; 
there it was adjusted and sent back to us. Then we 
summed up the figures, creating an order and sent 
it to PepsiCo, two weeks prior the start of the pro-
motional campaign. PepsiCo processed the order 
and sent the product to the retail store. Our joint 
calculations of the needs of retail stores have pro-
vided us a more accurate estimate. In addition, we 
adjusted the schedule of the interaction between 
the central office and store: now we started to 
get the final figures earlier. This allowed us to give 
a preliminary order to the supplier 4 weeks prior 
to the start of the promotional campaign that the 
supplier can rely on. And the final order was sent as 
early as 2 weeks before the start of the promotion. 
In the end, it’s all allowed to increase the estimate 
accuracy and achieve 100% of service level for pro-
motion in the Irkutsk retail store.

SERGEY MITISH
Project Manager, Department of Efficiency I
mprovement, Metro Cash & Carry



In September last year, Ministry of Agriculture intro-
duced a new order, which regulates the rules of elec-
tronic veterinary certification. And over 3 million elec-
tronic veterinary certificates were issued in August 
2016. “Mercury” system allows you to issue certificates 
manually, in other words via a web interface, as well as 
automatically through an integrating gateway. The sec-
ond way is already used to issue 35% to 45% of elec-
tronic veterinary certificates.
Our ultimate goal is the high-precision traceability 
(when it is possible to determine, for example, from 
which specific animals the meat was used for produc-
tion of a package of sausages). However, the attempt 
to execute it now would lead to a situation where the 
negative effects of its implementation would exceed 
the positive. That is why now the choice on the level of 
traceability is made by business entities.
For efficient implementation of e-veterinary certifica-
tion Federal Veterinary and Phytosanitary Monitoring 
Service entered into an agreement of cooperation with 

the leading IT companies 1C, StartUp-Fabrik (mobile 
solutions), Korus Consulting, the authorized partner 
of SAP. Upon completion of the companies’ inte-
gration project 1C and SAP-systems clients will get 
their off-the-shelf solutions with an integrated mod-
ule for interworking with the FSIS “Mercury”.
A new version 1.4 of the integrating gateway was re-
leased on September 8. The production system was 
upgraded to version 1.3, the learning system was 
upgraded to version 1.4. The latest version of Vetis.
API provides for registration of product batch dur-
ing continuous production. Registration is done by 
using the same procedure as it was with registration 
of a single product batch in version v1.3, while main-
taining full backward compatibility. In other words 
companies who do not need to register “unfinished” 
production may send applications in the same form 
as before keeping the same system’s behavior.

ALEXANDER OSMININ 
Federal Veterinary and Phytosanitary Monitoring 
Service, All-Russian Research Institute for Ani-
mal Health

FOOD 
TRACEABILITY

YURY KUMPAN 
IT Director, Agama 

We have 300 thousand business entities that are registered in the 
“Mercury” system, 300 of which are involved in integration projects, 
and 30 of these projects actually work. This means that if keeping such 
dynamics in January 2018, we will reach 1% of business entities work-
ing in the “Mercury”. Although according to the law, all entities should 
be mandatory using the system by this time.

In my opinion, the reason for the weak promotion of e-veterinary cer-
tification is passive position of local veterinary services, as well as the 
lack of the necessary regulations. The Decree No.106 still hasn’t been 
signed, which would allow economic entities to issue electronic veteri-
nary certificates for finished products. It is also necessary to have a 
government decree on certification of private veterinarians. Another 
important factor is active participation of retailers in the process and 
promotion of integration solutions.

To ensure traceability, it must be implemented in our information sys-
tems. And this is one of the main problems. Since not all the compa-
nies have adopted a well-functioning product batch accounting. All 
processes in our companies (production, sales, acceptance, taking up 
inventory, etc.) should be based on the labeling. Solutions for labeling 
logistic units are currently under discussion and will become the foun-
dation for batch accounting.
There are several options for working with the system. You can manu-
ally enter data in the web interface, but it’s very labor-intensive and 
risky in terms of information accuracy. There is an option of direct 
integration; it is the one implemented in our company, when the infor-
mation exchange function and the message control function are built 
in directly into the system. It is also possible to employ the providers’ 
EDI capacity to use DESADV, RECADV messages to exchange data 
with SIS “Mercury”. This solution is now being developed on the basis of 
Korus Consulting CIS. Moreover, it has the ability to integrate through 
veterinary services’ systems of entities.



Our company has implemented vertical 
integration of all processes. We grow, pro-
cess and sell meat products. Educational 
projects for the implementation of “Mercu-
ry” are currently under way in our growing 
divisions. Pig Husbandry Division is working 
in a productive system. Agreements have 
been reached with the veterinary service. 
Our employees make applications, and 
state-certified vets approve them. Also, we 
are running an integration project for the 
integration of the warehouse system and 
ERP system of our largest distribution cent-
er with the “Mercury” through VETIS API.
However, the lack of regulations strongly 
inhibits the process of implementation of 
e-veterinary certification. Even in the most 
trouble-free in terms of interaction with 
the “Mercury” area, we cannot put it on the 
right track, which would fully realize the po-
tential inherent in the system.
We have conducted quite long and fruitful 

For USAIS system we got the technical 
requirements in October and November, 
and we were supposed to implement this 
system on January 1, so there was no time 
for getting ourselves together. In the case 
of “Mercury” we have more time, it is possi-
ble to determine the strategy of IT- system 
development. Now it is the most important. 
As retailers we want to understand, what do 
we do: either we find some external solu-
tion, a provider, an outsourcer, that will be 
our single entry point, through which we will 
be able to conduct all exchange of informa-
tion with “Mercury”; or it will be our in-house 
integration solution. So far, providers have 
no clear solutions for the first or the sec-
ond strategy of integration.

EGOR SMIRNOV
Lead Business Analyst, Miratorg

IVAN TUKMACHEV
Head of National Projects Depart-
ment, Auchan

Over 15 thousand users have registered 
in the informational system of the Federal 
Accreditation Service, and more than two 
thousand of them use it on a daily basis. 
In 2015 it processed about 30 million que-
ries. In total, the system contains 1.5 million 
records of compliance certificates, and 2.5 
million records of declarations of conform-
ity. We modified the system to make it pos-
sible to include the GTIN numbers in the 
certificate registry, so that the search could 
be carried out by codes, which we frequent-
ly used in the retail. Our next step is to 
make possible to integrate our services with 
the company’s ERP systems.

We estimate that for the registration of 
product movement from the warehouse 
with raw materials through processing 
and distributor to the store, we will have 
to use approximately 25 messages when 
sharing data with “Mercury”, and the same 
number to share information with our 
counterparts or internal departments. 
Hence there is a need to modify our sys-
tem, to find a place to enter a number of 
appearing certificates, and ensure stor-
age of this information. We came to a 
conclusion that adding an option in “Mer-
cury” of searching by GTIN or batch num-
ber, will  relieve us from the necessity to 
store numbers of all transactions in our 
systems that occur in the “Mercury” when 
the product is moved. Relation with the 
certificates in the system will be provided 
by having the same data (GTIN and batch 
number) on the box label.

ALEXEY KHERSONTSEV  
Head of Federal Accreditation Service

ANDREY BUSYGIN
Business Excellence and Integration 
Stream Leader, Nestle Russia

work using ECR as a platform with retail-
ers, and I think that soon we will reach an 
agreement on labeling. We are already test-
ing labels, and when everything is agreed, 
we will be able to start pilot projects. Our 
goal is to carry out a pilot project with one 
or two chains in November this year.



GROWING  THE CATEGORY. 
TOGETHER.

MAXIM KANUNNIKOV  
Team Leader Hypermarkets, Danone

ULYANA SITNIKOVA 
Senior Category Manager,
PepsiCo Russia

The theme of this session, I would compare 
to music: the apparent simplicity and the 
absence of diverse instruments at our dis-
posal, in our case it is a score-card, part-
nership relations turn work on the category 
into the ongoing and effective process. It 
is almost the same as composing a musical 
masterpiece using only seven notes.

We have been working with Metro Cash & 
Carry chain for quite a while already, we 
went through many stages in our coopera-
tion: from the basic control over the range 
of products to shopping marketing, and now 
we are jointly developing the dairy category 
in Russia. Globally, Danone produces dairy 
products, baby food, water and medical nu-
trition; three of these areas are presented in 
Russian. Here we have worked for 24 years, 
we are developing 10 brands and have 18 
factories. Our business vision is production 
of high quality products at affordable prices; 
we promote healthy eating culture, imple-
ment innovations. We take care of the planet 
and preserve local traditions.

In small-scale stores of Metro Cash & 
Carry chain we have implemented a tool for 
building the dairy category, in particular, in-
troduced the most suitable number of SKU 
in the categories and in14 cities of the re-
tailer’s location, as well as developed prod-
uct display on the shelf based on the type 
of store and three types of product shelves. 
As a result of the project, we have achieved 
growth of dairy category by 6%. In addition, 
in 2015, we have studied the needs of Metro 
Cash & Carry customers in the HoReCa 
segment and offered them a new brand 
“Petmol”. Under this brand we sell milk for 
cappuccino, whipping cream, sour cream, 
butter and yogurt. In the coming year we 
plan to cover 54% of the opportunities for 
this target group of customers.

In our retail project of a small-scale store 
Fasol we have increased the level of service 
in excess of 96% and obtained an additional 
increase in sales of 3% due to improvement 
of the logistic chain: in particular, we organ-
ized cross-docking and same-day delivery, 
we began to hold weekly monitoring and to 
review cases of undersupply as well.

Our cooperation with Danone has been fruit-
ful: over the past three years we doubled our 
joint business; for us now Danone is a number 
one supplier in the dairy product category.
Further goals: to develop a customized ap-
proach for Metro Cash & Carry customer 
groups and to increase our joint business by 
40% over the next three years.

JULIYA PLETNEVA  
National Category Manager, Danone

GRIGORY SHATILOV
Category Manager, Metro Cash&Carry

TATYANA OGORODOVA
Fresh Food Head, Metro Cash&Carry



ANNA AMETOVA  
Category Development Manager, 
Mars

EKATERINA GAVRILOVA 
Head of Grocery Division, 
Dixy store chain

ELENA FEDOTOVA 
Senior Category Manager, PepsiCo Russia

We have launched a joint with PepsiCo pro-
ject to differentiate the product range: be-
fore implementing it, we analyzed our cus-
tomers’ food basket, conducted customers.
As a result, we have increased the average 
number of pieces in the receipt by 2% -5%, 
the cost of one sold product unit by 2% 
-10%, the traffic by 3% -7% and penetration 
into the category by 5% -15%.

Together with the company Dixy we were 
able to swim in the same boat in the same 
direction and to see the same goal. As a 
rule, working together, the supplier and the 
retailer are thinking about their own goals 
and regulate cooperation by business ob-
jectives. In this case, each side was think-
ing about customer benefits and ways to 
help each other increase profit and margins. 
Therefore I think our project was successful.

In our joint project with O’KEY chain we 
organized a festival called the Cat’s Day in 
stores where we educated our customers 
on proper feeding of their pets. As a re-
sult of this promotion we have established 
contacts with 30 thousand O’KEY custom-
ers; the response rate was 25%, while sales 
of the category grew by 22%. In addition, 
we have changed the display of goods: 
made clear sound zoning of the category, 
strengthened the segment with premium 
products and treats, as well as provided 
support to the “first consumer basket”. The 
results of these actions gave us additional 
sales growth of 16%. Plus, we started to 
develop the omni-channel format to attract 
category customers through online search: 
we synchronized online and offline prod-
uct range, navigation, developed a common 
promotion strategy, put bright decoration 
in the stores and on the website in a similar 
style as the program.

At the end of 2014, we faced the fact that the 
category of cat food in our stores ceased to 
grow and this was at odds with the market 
trend and the store chain itself. For example, 
according to GFKRus, in October 2014 the 
category increased on average across the 
market by 28%; and in O’KEY only by 2%. The 
reason was stagnation of traffic and average 
receipt, reduced conversion and frequency of 
purchases. To solve the problem, we turned 
to the Mars Group, which has a deep market 
expertise and extensive experience of at-
tracting consumers through emotions. As for 
us, we offer our partners a wide geography, 
advanced business technologies and high 
customer loyalty. We have jointly developed a 
plan that would allow us to achieve the most 
rapid effect and increase the category growth 
to the general dynamics of the “hypermarket” 
channel. The plan consisted of three stages: 
organization of an event in the form of “great 
festival”, redesign of the category and devel-
opment of Omni-channel format.

Retailers of major Russian cities began to 
compete for one coverage area. As the 
organized retail market is saturated with 
chain stores they will have to fight for the 
buyer, and differentiation can help them 
in this fight. The retailer could become 
a store of organic products like Whole 
Foods, or very cheap as German Lidl. Dixie 
store chain has decided to implement this 
differentiation strategy.

MARGARITA BASHARINA  
Promo and Marketing Manager, 
O’KEY

ALEXANDER ISAYEV
Executive Director, 
Mania Business Simulations



Data from Lenta store chain allows carrying out 
various promotional campaigns targeting specific 
groups of customers. For example, distribution of in-
dividual coupons by mail: we use this approach after 
having first analyzed the purchase history, and then 
generate an offer. Another method is generation 
and distribution of coupons directly at the checkout 
for a discount of the next purchase. It is possible to 
make segmentation of buyers at the checkout stage 
based on presence or absence of particular catego-
ries in the receipt, SKUs, brands, basket size or cost 
of certain product category purchase.

NIKITA ZAMALEEV  
Category Manager, Lenta

We always want to know who our customers are. 
How often, how much, and for what purpose are 
they buying? And, accordingly, what depth and width 
of the product range we need to have in order to 
meet the needs of our customers? How sensitive are 
they to price, promotions, etc.? In our joint project 
with Lenta, we have identified nine major customer 
segments, analyzed food baskets and profile of each 
of the segments. For example, the average basket 
of premium buyers includes 26 categories, and they 
are sensitive to the quality and not very sensitive to 
promotional campaigns. Based on the analysis we 
recommended the chain to increase sales of certain 
categories through meeting the needs of different 
customer segments.
Recipe for success: 

   of insights derived from data

In the course of our pilot project to study the needs 
of Emnos company clients, we found out that, for 
example, sales of pork can be grown due to buyers 
with a limited budget, and sour cream due to cus-
tomers with average income. Therefore, we launched 
promotions attractive to these customer segments.
In the beer category the mechanism of work was the 
following: we identified growth potential of the cat-
egory, specified buyer’s decision tree, identified their 
needs and changed display of goods on the shelf 
in-line with it. As a result of this project, the sales of 
Lenta in the beer category increased by 43%.

FLORIAN BAUR
Vice President Business Development, Emnos

HERMAN TINGA
Commercial Director, Lenta

TECHNOLOGY
AND DATA IN THE FIGHT 
FOR CUSTOMERS



In our project we have developed the dairy category, by 
giving out coupons for the purchase of certain dairy prod-
ucts for the purchase of “basic” dairy categories. Mechan-
ics of the promotion was as follows: buy a product from the 
dairy category - get a 20% discount for the brand “Domik 
v derevne” for the next purchase. We evaluated the project 
by several KPIs and set the following objectives: to get a 
specific response from customers, to increase turnover 
for the brand “Domik v derevne”, to achieve growth of the 
brand share in the category and switch to it disloyal cus-
tomers. The result exceeded all expectations: in total we 
have distributed over 1 million discount coupons; the av-
erage customer response was 9.1%. The turnover growth 
amounted to an average of 33% in monetary terms. How-
ever, in one of the categories the brand share, by contrast, 
declined due to a pricing promotion conducted by compet-
itors at the same time.

What trends in the new marketing reality will help to be successful and 
grow?
The e-commerce channel plays today an important role for retailers. 
For example, in China online sales account for 33% of the goods for 
children category, 25% of the personal care category, 9% of household 
goods and 7% of the food category. In Europe, of course, the situation 
is a bit different: for example, online sales have a share from 1.6% to 
4.2% in various categories and the growth rate of e-commerce is sev-
eral times lower than in China. However, it is obvious that the interest 
of retail customers to online shopping is growing every year, and retail-
ers need to adjust their services to the new customer needs.
In both on- and off-line shopping buyers seek to simplify the process 
of making a choice and purchase.
Consumers have a growing commitment to a healthy diet: for example, 
as a snack 18% of respondents prefer fresh fruits, and 15% - chocolate. 
Russia does not lag behind the world trend: in a purchase 76% of Rus-
sians prefer products without artificial coloring agents, 76% without 
flavoring agents and 69% non-GMO.
Many buyers prefer local brands.

ALEXEY PASCHENKO  
Category Manager, PepsiCo Russia

MAREK KEMPKA  
Shopper Technology Director, Nielsen Europe

”DOMIK V DEREVNE” BRAND 
TURNOVER INCREASED BY 12% 
IN TERMS OF PIECES; THE AV-
ERAGE NUMBER OF CUSTOM-
ERS SWITCHING TO THE BRAND 
WAS21%.

ACCORDING TO NIELSEN, 
46% OF BUYERS IN THE 
WORLD CONSIDER THE 
BRAND NO LESS IMPOR-
TANT FACTOR FOR MAK-
ING A CHOICE THAN THE 
FUNCTIONALITY, QUALITY 
AND PRICE.



ECR AWARD
In the end of the first Forum day there was 
held an ECR AWARD ceremony

THE BEST JOINT 
RETAILER AND 
SUPPLIER PROJECT 
IN THE “ECONOMIC 
EFFECT” CATEGORY 
WERE CHOSEN 
METRO CASH
& CARRY
 AND DANONE..

AWARD IN THE “IN-
NOVATION” CAT-
EGORY WENT TO X5 
RETAIL GROUP AND 
ELINAR

THE MOST SUC-
CESSFUL PROJECT 
IN THE “PARTNER-
SHIP” CATEGORY 
WAS SELECTED THE 
PROJECT OF LENTA 
AND BALTIKA.


