SHEPLIXK TOY CTUKC: KOMY WV TTOYEMY

MporHo3npyemblit

M COBOKYMHbIN rO00BOM
aHpeOp'EIL'Za))'{I'(Cl)AHVIKOB Temn pocta go 2022 roga -
B 2017 rony 3.7 % 1

C 2015 po 2016 rr.
47% nokynaTenewn
SHEProTOHUKOB MOBLICKIIO
nx notpebneHue

CpenHui Bo3pacT
POCCUMCKOro moTpebutens .
47% SHEProTOHMKOB [Be TpeTn noTpebutenen - My>UmHbl

0T 16-35 e
]
2015 hlfllgnHoMx(Xe%?g ieeT 60 % * w

Mokynarenum
* MOOHWKU, NyTELIECTBEHHUKM, IIOBUTENM PUCK], a3aPTHbIE U HE3aBUCKMbIE, HACTPOEHHbIE Ha AOCTUXKEHMS.

lNopoep>xkmam
NMMYHHYIO CUCTEMY

&

= CoxpaHsain paboTocrnocobHOCTb
MopaepkuBai P P
CTPOMHYIO DUFYPY M ACHOCTb YMa

ENERGY

[= e

AHEPLO M

Sy gk

[MNoBblwan P e T

BbIHOC/IMBOCTb oy

Balu naeanbHbI cryTHUK

! https://www.mordorintelligence.com/industry-reports/energy-drinks-market
2 The energy drinks market is maturing - and so should brands’ marketing strategies, says XYIENCE By Mary Ellen Shoup+, 07-Feb-2017




