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CYTEPCWUJIA NJTN CTTABOE 3BEHO?

[Touyemy VI nenaet ogHM KamnaHnm
yCMeLwHbIMK, a Apyrme TeMou ans xenta
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OZAVH MHCTPYMEHT, [iBa pe3y/bTaTa

Ycnex - - XeuT
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NN nepecTtan 6bITb 3KCNEPUMEHTOM

bpeHabl [naTtdopmbl

XONQWHIU CTPOAT
COKpaLjatoT aBTOMaTU3UPYIOT

Al-akocucrtembl
areHTcTBa peKknamy

ITO HOBas HoOpMa.
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['ne B 2025 rogy AopoXxe BCero ctouna
oAHa cekyHaa peknambl?
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OXUWOAHUE = OLLYLLEHWUE
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U kak ycunurtenb

s== 1 CWJIbHOE
| Chnaboe

NN penaet 3aMeTHbIM TO, YTO YXKe ecTb Yy bpeHaa.
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Bce pewaeTt ponb A

NN Mmo)keT bbITb:

ABTOpPOM
N Tonbko
ofHa poJib
NHCTpyMeHTOM paGoTaet
Bcerpaa
[IpOBOAHUKOM




LleHHOCTU # NO3YHIrw

LleHHOCTUN —
9TO CUCTEMA
KoopAauHaTt
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Consumer Values
of the world

Who values what and where

A report preview from
GfK Consumer Life
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CO3/4at0T MPOCTPAHCTBO
C YETbIPbMS 30HaMMU,
KOTOPble 0becrneunBaroT
HaYasibHbI YPOBEHb
aHannaa.

BJIACTb
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HacnaxpaeHue XXn3Hbto

Jioau

CeoGopa CTabubHble B3aMMOOTHOLL EHUS

YBepeHHOCTb B cebe
AYTEHTUYHOCTb

Alapiee) 3awmTa cemMbi

[[OTOBHOCTb NOMOYb

BeyHas nto6oBb  Y€CTHOCTb

CoumanbHasa TONEPaHTHOCTb

PasBneyeHune OTKpPbITOCTb MbILLUIEHUSA
MonopgocTb
Asapt ObyueHme CoxpaHeHUe OKpyxXatoLLeil cpeabl
J1to603HaTENBHOCTb pP PyxaioL PEA
aBEeHCTBO
Cexc 3pno0poBbe U pUTHEC Eoumaanaﬂ
PoMaHTuKa MHTepecHas paGoTa 3HaHUA  GrgercTBEHHOCTH PyAONtOGHE
MaTepuanbHasi cCTabUNbHOCTb Tonr MpocToTa
MHauBuayanbHOCTb 1 BepeXMBOCTS
ocyr
e ! "apmMoHus ¢ npupoja
Yposonbcteue KpacoTa WHTepHaLMOHaNIbHOCTb CKpoMHOCTb
BoaMmesaaue JlyxoBHOCTb
AMBMLIMO3HOCTb A [MoyuTaHme NnpeakoB
BHewHun Bng Tpaguumm
MpukntoveHus
Bepa
Cratyc P
borarctBo
YucToTa KynbTypbl
LA b r 22 TpaguLUMOHHbIe FreHaepHble poaun
BnacTb
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Three globally relevant values
Everyone cares about their loved ones and being real

Protecting the family Honesty

Having safety for loved ones Being sincere, having integrity
#1 out of 57 values in 12 of 25 #1 in 11 countries

countries

#2 or #3 in 9 countries

Where do these values rank in your region?
Contact GFK to access the full values perspective.

GfK Consumer Life | Global Values Perspective

Authenticity

Being true to myself
#3 in 6 countries

#4 to #6 in 14 countries

© GfK
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