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Food and Drink-Russia 

OVERVIEW 
 
Russia is currently going through a difficult period being affected by the global 
economic crisis in the same way as many other countries. A specific feature of the 
Russian market, however, is that it had been enjoying an extremely buoyant period 
just before the effects of crisis were first felt in autumn 2008. This was due to  
seven years consecutive economic growth that Russia had seen with all major 
economic indicators showing increasing growth each year (e.g. GDP grew by 6-8% 
every year, industrial production grew by 4-6%, real income of the population was 
growing at 15% per year).  
 
The Russian consumer market was set to become the biggest in Europe by 2010. 
While mature food markets demonstrated a slow-down of development, for several 
recent years Russia boasted double-digit growth rates, becoming one of the most 
promising markets in the BRIC group. The food market, as the largest segment of 
FMCG (according to “AC Nielsen”) accounted for 74% of total sales value. Besides, 
the food market grew faster than the other FMCG segments and provided the 
largest contribution to FMCG market value increase. For example, sales of non-food 
FMCG – personal care and house care products – increased in 2007 by just 8% in 
value and sales of cigarettes – by 7%. In terms of growth rate, the food market 
could be matched only by pet food, which in 2007 also increased by 13%. 
 
According to Russia’s State Statistics Committee, food and drink sales accounted 
for 45% of Russia’s total retail turnover of 10.8 billion rubles ($459 million) in 
2007. The food and drink sector was the most dynamic, with a 19.1% growth rate 
against 15.6% for the retail sector as a whole and 12.3% for non-food segments. 
The size of the HoReCa segment was estimated to be worth over 300 billion rubles 
($12.751 billion) in 2007.  
 
The growth rates of food and drink sectors varied from 10% to over 50%. One of 
the main drivers for this strong growth was the sustained increase in the Russian 
population’s spending power. Wages after inflation grew 18% in 2006 and 15% in 
2007. Experts’ estimated that they would continue to increase at approximately 
10%. 
 
The global economic crisis has radically changed the situation reducing the growth 
figures. GDP in 2008 still grew but at a slower rate of 6% (in comparison to 8.1% in 
2007). The first drop of the Consumer Confidence Index (CCI) in Russia – by an 
impressive 16% – was registered in November 2008. Further slowing down is 
expected. The latest forecast of the Russian Ministry of Economy is a 2.2% fall of 
GDP in 2009. Industrial production grew only 2.1% in 2008 showing minimal result 
since 1998 (to compare with 3.9% in 2006 and 6.3% in 2007). In December 2008 
the Russian Ministry of Economy officially admitted that Russia had entered a 
recession. Increasing recession, growing unemployment, ruble devaluation and the 
burden of bank loans taken during “optimistic” years seriously affect consumers’ 
moods and, as the economic crisis continues, 50% of Russia’s population have 
started saving on food spending, closely followed by clothes. 
 
However, many foreign companies involved in the Russian marketplace are still 
eyeing longer-term potential. For instance, Finland-based leading bakery Fazer 
Group (called ‘Khlebny Dom’ in Russia) announced that it had completed the 
acquisition of 95% of the shares of frozen baked goods manufacturer BKK Neva. 
Fazer is also planning to construct a factory in Russia to manufacture fresh and 
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frozen bakery products, which is expected to become operational by 2010. Similarly 
Nissin – Japan's biggest noodle manufacturer – entered the Russian market after 
acquiring a 33.5% stake in Angleside, the holding company of Russia's largest 
noodle manufacturer – Mareven Food Central. The US soup maker Campbell Soup, 
Hamé – the Czech arm of Icelandic food manufacturer Nordic Partners – and the 
Coca-Cola Company (TCCC) confirmed that they will continue to expand in Russia. 
The consumer goods giant Unilever acquired Baltimor Holding, Russia’s leading 
tomato ketchup maker and a popular Soviet-era brand. Around the same time, 
Unilever stated that it expects its Russian sales to be double digits in 2009, despite 
a slowdown in sales caused by the global economic crisis. Wrigley, a global 
confectioner, bought an 80% stake in a local chocolate-maker, Korkunov, 
highlighting a growing interest of Western companies in the Russian confectionery 
market. The Russian food services sector is also attracting foreign attention, 
including from Starbucks (US), Burger King (US) and the US's Yum! Brands (owner 
of KFC and Pizza Hut). 

OPPORTUNITIES 
 
UKTI publishes international business opportunities gathered by our network of British 
Embassies, High Commissions and Consulates worldwide. These opportunities appear in the 
Opportunities portal on the relevant sector and country pages on the UKTI website. By setting 
up a profile you can be alerted by email when relevant new opportunities are published. New or 
updated alert profiles can be set in My Account on the website. 
 
Experts usually identify six key segments of food market in Russia: 
 
- dairy products 
- confectionery 
- alcohol 
- soft drinks 
- snacks 
- gastronomy (including ready-to-serve products, basic cooking ingredients and 

sauces). 
 
Across these segments there were 9 product categories, which recently grew faster 
than the market in general: beer, ready-to-cook premixes, drinking yoghurts, 
salted seafood snacks, instant food, liquid dairy desserts, sweet carbonated drinks, 
juice and cottage cheese.  
 
The beer segment, with its growth rate of 31%, is one of the largest product 
categories and the premium beer market drives it. The current trend is the switch 
of Russian consumers to more expensive and quality alcohol products. 
 
Seafood snacks showed impressive growth in sales recently, as the Russian 
consumers appreciate beer accompanying snacks in particular dried seafood and 
crisps with crab and sour cream/herbs flavours.  
 
Against a background of a quite sluggish dairy products category, one positive was 
noted in the cottage cheese segment and innovative products like enriched kefir, 
dairy juice products, drinking yoghurt, bio-products and products containing 
probiotics in particular. On the whole, this segment is driven by the greater interest 
of consumers towards healthy nutrition, as they become increasingly aware of the 
importance of a well-balanced nutritional diet and its connection to general well 
being.  
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The growth in the gastronomic category reveals major trends in the Russian food 
and drinks market – consumers desire to buy healthy and convenient products. This 
group includes ready-to-cook premixes and instant food, sales of which increased 
respectively by 29% and 21% in value.  
 
Positively, when talking about the market of packed food and drinks today, the 
Russian consumer is willing to spend on diversity and convenience. The trend 
reveals itself in the fact that a number of food categories in the Russian market 
grow as new tastes and product ranges diversify. Impressive growth was also 
demonstrated by the ready-to-serve meals, which can be consumed after warming. 
The said trend is also reflected in growing sales of one-serving take-away dairy and 
yoghurt drinks.  
 
Meanwhile, the most interesting development of the Russian food and drinks 
market is the phenomenon called “wellness” in mature markets. Analysis of Russian 
food and drinks market reveals that urban dwellers increasingly make a deliberate 
choice of healthy food and drinks including functional products aimed at specific 
health and wellness issues.  
 
To keep up with the above-mentioned trends, Russian food and drink 
manufacturers might require consultancy services in product development, 
innovation, and food safety. Besides that, the current economic conditions are likely 
to stimulate sales of cheaper and more durable products.  

CHARACTERISTICS OF THE RUSSIAN FOOD RETAIL MARKET 
 
The major Russian retail operators, including X5 Retail, Sedmoi Kontinent, Dixy, 
Lenta and Magnit, all posted strong financial year 2008 sales, which were attributed 
to a combination of increased retail space through acquisitions and strong 
purchasing power, with lower supply costs passed onto consumers. Dixy, however, 
cautioned that during Q4 2008 like-for-like sales grew by a modest 15% year-on-
year, reflecting a tightening in consumer spending forced by Russia's recession. 
 
 
Russian Top Food Retailers 2008 
 
Company name Number of 

outlets 
Net sales 

2008 in EUR 
(mln) 

X5 Retail Group 1,672 6,192 
Magnit 2,579 3,727 
Metro Group 59 2,868 
Auchan 58 1,852 
Dixi 493 1,413 
Kopeika 517 1,279 
Lenta 34 1,079 
Sedmoi Kontinent 139 1,056 
O'Key 35 975 
Paterson 149 447 
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Russia is effectively considered to be a collection of regional markets for food 
retailers. The reasons for this are that national suppliers are active in a limited 
number of categories, there are 11 time zones across the country, long distances 
between the regions and all local governments have their own rules.  
 
Despite the relatively low share of modern trade in Russia as a whole, some of the 
cities (St Petersburg and Kaliningrad in particular) already feature fairly intensive 
competition and a high share of modern trade. In St Petersburg modern trade 
accounts for 81% of food retail trade. An extremely high percentage when 
compared to Russia as a whole (21%). Even Moscow – next to St. Petersburg, 
known as a key market for modern retail development – modern trade accounts for 
only 28% of food sales. Moscow is, however, a much bigger market than St. 
Petersburg.  
 
Two factors point to significant opportunities for food retail expansion in Russia: 
retail space in per-capita terms is much lower than in western and central Europe 
and supermarkets still currently account for only about a quarter of total retail food 
sales. The remainder is accounted for by open markets, small stores and kiosks. In 
Moscow, the share of supermarkets is over 50% but it will take at least another 
decade before this applies to the country as a whole.  
 
Russia's food and beverage industry has sustained firm growth in recent years. 
Domestic food producers significantly improved their market share after the 1998 
devaluation. The food and beverage industry was one of the fastest-growing sectors 
in the early part of the current decade, although growth has slowed since then.  
 
Food prices have risen dramatically around the world since 2007 but the rate of 
increase in Russia has been greater than in most other parts of Europe. It has also 
been one of the main drivers for an upsurge in total consumer price inflation in 
Russia in 2007-08. Russia is one of the world's leading importers of food and it 
stands to suffer disproportionately from the food crisis. Russia imports about 46% 
of the food and agricultural raw materials that it consumes each year.  
 
Modern retail structures in Russia are developed via the three known formats: 
 
• Discounters – developed by such companies as Magnit, Pyaterochka, Dixi and 
Kopeika. They feature a limited assortment (up to 4,500 stock keeping units), 
selling space of 250-1,000 m² and a gross margin of 17-24%. They are normally 
located in residential areas. 
 
• Traditional supermarkets – developed by Seventh Continent, Perekriostok, 
Ramstore, Rewe and by Auchan, with locations in city centres, along highways and 
in residential areas. Typically they generate a gross margin of 25-32% and have an 
assortment of up to 20,000 SKUs. 
 
• Hypermarkets – developed by Auchan, Metro, Perekriostok, Mosmart, Lenta, 
Karousel and Seventh Continent – with selling space from 4,000-16,000 m², 
15,000-40,000 SKUs and a gross margin of 13-20%. 
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KEY METHODS OF DOING BUSINESS 

DISTRIBUTION PATTERNS 
 
Distribution in Russia still seems to be relatively disorganised. It is often difficult for 
a foreign company targeting the Russian market to get a clear idea of the roles of 
the participants in the distribution chain. For example, a wholesaler can often be an 
importer and a distributor at the same time or an importer might have products in 
its range which were not imported by the company itself.  
 
Most foodstuffs are high volume products with quite low added value, hence 
transportation makes up a greater share of the end price. So, besides distributors 
taking a share of the profit, the costs are further increased by the deficiencies of 
the Russian transport infrastructure. This often results in a difficulty to expand the 
geographical coverage of products. That is why people living in the capital regions 
(like St Petersburg and Moscow, which are also the richest regions) are able to buy 
food more cheaply than those living in more distant and poorer areas. Logically, 
vast delivery distances exacerbate the problem of ensuring product quality 
throughout the distribution chain. This presents a bigger problem for perishable 
products. The best balance is often achieved when the producer has more control 
over the distribution chain. This control helps to reduce the distributor’s 
contribution to the end price of the product. This is more problematic for smaller 
producers, causing higher prices compared to larger companies. Similarly, the 
larger chains / retailers with many stores tend to work directly with suppliers, which 
enables them to sell at cheaper prices. Therefore, retail chains have been able to 
minimise the role of distributors with only the strong ones remaining in the market 
and a lot of wholesalers transformed into companies offering transportation services 
only.  
 
There are different distribution models established in Russia: 
  
- Outsourcing to a single Russian distributor 
- Operating alongside a big producer with a good distribution network 
- Network of local distributors 
- Subsidiaries 
- Own distribution network 
- Own (and/or licensed) local production 
- Mixed models 
 
Each of the models has its shortcomings and benefits depending on the type of the 
company using it. For instance, the model of a network of local distributors is quite 
popular with many companies, although it often results in complications with price 
policy arising from the competition of distributors.  
 
Distribution and business practices may vary, but it is vital to have representation 
in Russia, or to find a reliable partner – a distributor with extensive experience, 
good knowledge of the sector and solid relationships within the market.   
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IMPORTING TO RUSSIA  
 
Regulatory issues will continue to pose risks for anyone involved in Russia's food 
market. In 2006 Russia came close to imposing a ban on all meat imports from the 
EU and a ban on poultry imports from Hungary was only lifted in December 2006. 
Russia's ban on imports of meat from Poland affected Russia's relations with both 
Poland and the EU in 2007 before the two countries finally agreed to resume trade 
relations in December of that year. Russia has a history of imposing such bans 
which are not motivated by food safety reasons alone. 
 
It is advisable that customs clearance is carried out by an agency located in Russia, 
or at least by the representative of this party “in situ”. Import permits are issued in 
the name of physical or legal entities that are officially registered in the territory of 
the Russian Federation with the Russian Tax authorities. Normally, a product’s 
exporter handles export customs clearance and the product’s importer handles 
import customs clearance. 
 
Inexperienced UK exporters might find it difficult to export products into the 
Russian Federation because import requirements and customs rules change 
frequently. It is recommended that the importer, with the up-to-date information 
sources, checks all import documents closely so as not to violate Russian laws and 
Russian agencies’ product-specific regulations.  
 
Important mandatory requirements for safety and identification are articulated not 
only in sanitary and regulatory documents, such as the Sanitary Rules and 
Regulations (“SanPiN”) but also in some national standards (known by the Russian 
abbreviation “GOST”) and technical regulations.  
 
It is necessary to acquire such documents as the Sanitary and Epidemiological 
Conclusion and the Certificate of Conformity. The latter is issued after other 
required certificates and documents are obtained. It is important to note that 
receiving certificates prior to the arrival of consignments (based on samples 
provided by the exporter) helps to reduce the costs and shorten the time during 
customs clearance. In many cases it is difficult to secure a Certificate of Conformity 
for perishable products due to deviations from national standards for food security 
and consumer quality indices.   
 
Customs clearance usually takes place at the point of destination and normally 
takes between 2 and 4 days. All customs documents must be in Russian. Customs 
duties, VAT and other fees are usually paid in advance to avoid delays in customs 
clearance. Customs duties, payments, and taxes depend on the type of product and 
are calculated based on the customs value of the products (product value plus 
transportation cost). The customs value cannot be less than the accepted value, a 
figure that customs authorities determine.  
 
It is possible to calculate customs duties and fees using the Russian Customs Tariff 
and Tax Code. Tariff rates are subject to change, so importers and exporters have 
to monitor amendments in the tariff schedule. The official web-site of the Russian 
Customs Service publishing tariffs is http://www.customs.ru/ru/tariffs.  
 
Russia’s state regulatory bodies for imported foodstuffs are the Federal 
Veterinary and Phytosanitary Surveillance Service (known by the Russian 
abbreviation Rosselkhoznadzor, which monitors veterinary and phytosanitary 
conditions within Russia and enforces Russian legal requirements for veterinary and 
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plant health); the Federal Service for the Protection of Consumer Rights and 
Human Well Being of the Ministry of Health and Social Development (known as 
Rospotrebnadzor, which is responsible for foodstuff safety); as well as the Federal 
Service for Technical Regulation and Metrology (Rostekhregulirovanie, which 
manages product assessment, processing etc); and the Federal Customs Service 
of Russia (FTS, which regulates foreign economic activity with a system of 
customs fees, duties, and charges).  
 
Here are contact details of certification agencies and entities:  
 
The Federal Service for the Protection of Consumer Rights and Human Well-Being  
Tel: +7 495 973 2748; +7 495 973 2666; 
Fax: +7 495 200 0212; +7 495 258 4497 
Certification center: +7 495 973 1571; +7 495 973 1976 
htpp://www.rospotrebnadzor.ru/ 
 
Federal Veterinary and Phytosanitary Surveillance Service 
Moscow, Orlikov Pereulok, 1/11 
Tel: +7 495 975 4347 
Fax: +7 495 207 5111 
htpp://www.fsvps.ru 
 
The Federal Service for Technical Regulation and Metrology (former Gosstandart) 
Moscow, Leninskiy Prospekt, 9 
Tel: +7 495 230 1320 
Fax: +7 495 237 6231 
htpp://www.gost.ru/wps/portal/ 
 
Certification bodies:  
 
GOST-R Certificate of Conformity should be obtained from an organisation 
authorised by the Agency. The list of the authorised bodies is available at the 
website www.gost.ru. One of those bodies outside Russia is SGS. SGS United 
Kingdom Ltd. is the only Gosstandart accredited certification body in Great Britain 
that has the authority to issue GOST-R Certificates of Conformity www.uk.sgs.com. 
Some Russian organisations are: 
 
VNIIS  (All-Russian Scientific Research Institute for Certification) – issues 
certificates of conformity  
 
ROSTEST (Russian Center for Test and certification, GOSSTANDART) – carries out 
all procedures for quality control and safety control. 
 
Other import specialist contacts:  
 
Ministry of Health: http://www.minzdravsoc.ru/ 
Ministry of Economic Development: htpp://www.economy.gov.ru 
Federal Customs Service of Russia: htpp://www.customs.ru/en/ 
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BUSINESS CULTURE 

Overseas companies were attracted to the Russian economy because it was 
expanding at over 7% annually before the credit crunch.  However, succeeding in 
Russia is not easy.  Those companies which do well tend to expend the most time 
and money understanding the country, its business culture and the market they are 
moving into.  Beyond investing in thorough research and planning, there are no 
easy solutions for success in Russia.  Similarly, high profit rates that used to be in 
the pre-recession period tended to mask relative success and failure making it 
difficult to unpack more successful approaches. 

Acquiring local expertise is an advantage.  Russian partners, if not essential, are 
certainly desirable.  Use of Russian expertise tends to help build relationships with 
the authorities, which might be crucial to maintain in some sectors, and in 
overcoming bureaucratic barriers including sorting out transportation and customs 
clearance. 

Initial contact with Russian businesspeople tends to be formal.  Correspondence 
typically takes place in writing.  Even when agreements have been made over the 
telephone, Russians will often want a fax or letter to confirm the conversation.  
Email is much less widely used than in the UK - most strikingly in government.  In 
meetings, Russians will expect interlocutors to be smartly turned out.  The concept 
of business casual or smart casual is somewhat alien. 

Russians are tough negotiators.  They will see negotiations in zero sum terms, 
viewing each separate agreement in isolation.  Contracts are usually honoured by 
the letter rather than the spirit, so avoid "good faith" understandings in your 
dealings.  Remember also that Russians tend to view the first draft of a contract as 
exactly that, and will frame their negotiations from there.  Avoid declaring your 
negotiating red lines earlier than is absolutely necessary.  Russians will look for 
vulnerabilities in your position and exploit them.  Negotiate hard: they will respect 
you for it. 

Personal contact is central to business.  Business is generally conducted through 
frequent person-to-person telephone calls and visits.  The concept of a business 
relationship, which is separate to a personal friendship, is foreign.  Russians devote 
energy to their friendships and will expect you to reciprocate.  Once past the initial 
formalities of a business relationship, Russians are often extremely hospitable. 

Alcohol forms a central part of Russian socialising and you risk being considered 
odd if avoiding drink with no clear reason.  Toasts - small speeches made during a 
meal, whereupon a glass of vodka will be downed - are an essential feature of 
socialising and you should expect to take part.  Here, a small smattering of Russian 
will be useful. A quick "za zhenshin" (to the women) may get you out of a difficult 
spot. 

Russians are a proud people with a strong view of Russia's unique historic destiny.  
They may occasionally criticise their country but you, as a foreigner, will cause 
(serious) offence in doing the same.  Equally, do not openly describe Russia as a 
"developing" country: use "transition" if absolutely necessary, but labels of this 
type are best avoided.  It is often better to steer clear of politics and history during 
conversation, where you may find Russians' views on Gorbachev, Yeltsin and the 
collapse of Communism diverging sharply from your own.  Discussing your family, 

www.uktradeinvest.gov.uk   Page 10 of 13 



Food and Drink-Russia 

background and Russian favourites such as football will go a long way.  Russians of 
all levels love to talk about their literature and music. 

Foreigners are generally expected not to be able to speak Russian.  Being able to, 
even just a few words, will be well received.  It is also worth having business cards 
printed in Russian as well as product materials. 

GUIDES TO DOING BUSINESS IN RUSSIA 
 
UKTI produce a Doing Business in Russia guide that can be downloaded from the 
UKTI  website Russia page. 
 
Also, companies such as Baker & McKennzie and Ernst & Young have put together 
comprehensive guides on Doing Business in Russia.  These can be often accessed 
through company websites. 
 

MORE DETAILED SECTOR REPORTS 
 
Research is critical when considering new markets. UKTI provides market research 
services which can help UK companies doing business overseas including:  
 

• Overseas Market Introduction Service (OMIS). Bespoke research into potential 
markets, contacts and support during your visits overseas. 

 
• Export Marketing Research Scheme. Advice on market research and help to 

contact subsidised market research administered by the British Chambers of Commerce 
on behalf of UKTI.  

 
Contact your local International Trade Advisor if you are interested in accessing these 
services, or for general advice in developing your export strategy. 
 

PUBLICATIONS 
 
Russian Foods http://www.russianfoods.com/ 
Russian Food and Drinks Market Magazine http://www.rus-fdm.com 
Magazines ‘Meat products’ / ‘Myasnaya Sfera’; ‘Confectionery Products’/ 
‘Konditerskaya Sfera’ – Publishing House “Sfera” http://www.sferamagazine 
 

EVENTS 
 
Annual exhibitions in Moscow and St Petersburg:  
 
‘INREGIDIENTS ‘ (foodstuffs and equipment) 
Venue: Exhibition center ‘Crocus Expo’, Moscow 
 
‘WORLD FOOD MOSCOW’ (foodstuffs and drinks) 
Venue: Expocenter exhibition complex, Moscow 
 
‘RUSSIAN WINE FAIR’ (strong and soft drinks, equipment) 
VENUE: All-Russian Exhibition Center (VVC), Moscow  
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‘PRODEXPO’ (food, beverages, raw materials) 
Venue: Expocenter exhibition complex, Moscow 
 
‘MEAT INDUSTRY’ (meat products and processing equipment) 
VENUE: All-Russian Exhibition Center (VVC), Moscow  
 
‘DAIRY INDUSTRY‘ (dairy products, equpment) 
VENUE: All-Russian Exhibition Center (VVC), Moscow 
 
‘INTERFOOD’ (foodstuffs and drinks) 
Venue: Lenexpo Fairgrounds, St Petersburg 
 
‘PRODTECH’ (food processing and packaging technology)  
Venue: Lenexpo Fairgrounds, St Petersburg 
 
‘DRINKEXPO’ (spirits, beverages and processing equipment) 
Venue: Lenexpo Fairgrounds, St Petersburg 
 
More information about these events, its dates, and the venues of the tradeshows can be 
obtained on http://www.exponet.ru, http://www.restec.ru or http://www.primexpo.ru 
(available in English). 
 
UK Trade & Investment’s Tradeshow Access Programme (TAP) can help eligible UK businesses 
take part in overseas exhibitions. Attendance at TAP events offers significant benefits: 
 

• possibilities for business opportunities both at the show and in the future  
• a chance to assess new markets and develop useful contacts  
• grants are available if you meet the criteria  
• UKTI staff overseas will be available to assist delegates 

 
Details of TAP events can be found in the Events portlet on the Russia page. 
 
Other Market Visit Support may be available via your local International Trade 
Adviser. 
 

CONTACT LIST 
 
UKTI’s International Trade Advisers can provide you with essential and impartial advice on 
all aspects of international trade. Every UK region also has dedicated sector specialists who can 
provide advice tailored to your industry. You can trace your nearest advisor by entering your 
postcode into the Local Office Database on the homepage of our website. 
 
For new and inexperienced exporters, our Passport to Export process will take you through the 
mechanics of exporting. An International Trade Adviser will provide professional advice on a 
range of services, including financial subsidies, export documentation, contacts in overseas 
markets, overseas visits, translating marketing material, e-commerce, subsidised export training 
and market research. 
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UK Trade & Investment Russia: 

 
  

Mark McCrory 
Head of UK Trade & Investment Russia 

British Embassy Moscow 
T: +7 495 956 7452 

E: mark.mccrory@fco.gov.uk 
 

Taissia Zelenkova 
Team Leader for Consumer Goods 

British Consulate-General in St. Petersburg 
T: +7 812 320 3221 

E: taissia.zelenkova@fco.gov.uk 
 

Maria Leshchinskaya 
Trade & Investment Adviser 

British Embassy Moscow 
T: +7 495 956 7256 

E: maria.leshchinskaya@fco.gov.uk 
 

Yulya Alekseyeva 
Senior Trade & Investment Adviser 

British Consulate-General in Ekaterinburg 
T: +7 343 3794931 

E: yulya.alekseyeva@fco.gov.uk 
 

Irina Shmakova 
Trade & Investment Adviser 

British Consulate-General in St. Petersburg 
T: +7 812 320 3209 

E: irina.shmakova@fco.gov.uk 
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