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

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

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

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

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

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

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

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

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

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

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

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

While preparing the review “Russian womenswear market. Key trends in 2013. Forecast till 2015”, the experts of INFOLine 
prepared the database of 100 key retailers operating in clothes and footwear market. The database includes valid contacts, number of stores 
and their regional distribution. 
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gasoline, taxes etc. In the mid-term it may result in stagnation or in case of negative 
scenario for macroeconomic development even in downsize of retail market.  

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

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

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

 

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

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

 

 
Source: Federal State Statistics Service, Ministry of Economic Development  

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

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

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

 
Structure of household disposable income by Russian regions 

 
Disposable income (average per 

household member monthly, 
roubles 

Of them, % 

Gross 
income 

incl. money 
income 

Value of food consumed 
in natural form 

Value of manufactured 
goods and services 

consumed in natural 
form 

Value of earnings 
and expenditure 

Moscow       
Murmansk Oblast       
Saint-Petersburg       
Komi Republic       

Arkhangelsk Oblast       
Lipetsk Oblast       
Oryol Oblast       

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

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

 

5. Household consumption expenditure structure  

   

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

2 2007 – over 27000,0 roubles. 

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