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Types of sausage-product shoppers during a store
visit, BHT 30.08.22-09.09.22, Insight Expert
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Cross-consumption. Papa Mozhet brand,

BHT 30.08.22-09.09.22, Insight Expert
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Chart 1B
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Male 25,47% 22,57%
Female 74,53% 77,43%

Romir, 2022

Chart 8 Consumer sociodemographic profile, Romir, Q3 2022
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Figure 7 Average likelihood of an ad featuring different brand asset types being high vs. low performing on branded attention
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Chart 10

Funnel and Sales

Dynamics of TOM awareness, consumption
and loyalty, 2022-2025
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Ad Effectiveness

Advertising Effectiveness, Cope Tracker Insight Expert, 2023-2025 2023

Recall, Brand Attribution, Appeal Ad Effectiveness
2024

Chart 12

Ad Effectiveness
2025

Papa Mozhet, Advertising Effectiveness, 2023-2025

Sandwich, Train, Restaurant, Hot Dog, Papa Mozhet
2023 2023 2024 2025 Average
Recall 77% 69% 87% 80%
Attribution 84% 72% 89% 87%
Liking 71% 71% 81% 69%

Competitors, Advertising Effectiveness, 2023-2025
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