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WE RESEARCH –
YOU GROW!

NAFI.
ANALYTICAL
CENTRE
Founded in 2006, NAFI is an independent, multi-disciplinary think-tank. Over the
years, the NAFI team has run over a thousand research projects for Russian and
foreign customers. The company is headquartered in Moscow.

The Centre is a certified member of ESOMAR, MSPA, OIROM, RSS and
АМКО. The NAFI team is made up of highly-qualified and experienced
research professionals.
NAFI’s research geography extends from Russia to CIS to Eastern
Europe. Each year, in collaboration with our international partners, we
conduct comparative studies dedicated to the most topical issues of
behavioral public economics.
NAFI’s research findings are frequently referenced by government
agencies, NGOs, the corporate sector and federal media. Input from
NAFI’s leading experts features in industry-specific and research conferences and scientific publications. Dozens of graduate and undergraduate students undergo their internship with NAFI each year.

NAFI’s industry-specific research spans seven key sectors, each of which
is researched by a team of social scientists and analysts working under
the guidance of a highly experienced market expert and a scientific advisor.

FINANCIAL MARKET
ENTERPRISE AND
BUSINESS CLIMATE

Financial institutions rankings, market
segment reviews and forecasts, polling
and in-depth expert interviews, NPS
and public research

Findex SME (financial inclusion
for small- and medium-sized
businesses), attitudes toward
state support programs,
business sentiment and
business climate

IT AND TELECOM
Studies of mobile service and
internet users’ behavior

TOURISM
AND TRANSPORT
SOCIAL
DEVELOPMENT
CONSTRUCTION
AND REAL ESTATE
Residential real estate, construction
materials and equipment markets

Macroeconomics, financial inclusion,
Russian citizens’ economic behavior
and financial literacy, pension provision
and social services

HR RESEARCH

ENERGY SECTOR

Specialized studies of
employees impact on the
performance of companies’
efficiency of the work

Consumer market segmentation, consumer demand
and elasticity studies, tariff plans testing, competitor
analysis, expert surveys, measuring demand for
supplementary services, testing of promotional
materials and PR strategies

Studies of tourists’ behavior
in Russia and abroad,
geo-branding effectiveness
assessment, and market
player awareness ratings
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ONE-SIZE FITS ALL
SOLUTIONS
Every research culminates in a new intellectual product that utilizes the data
generated to solve a specific business objective set by the customer.
For all market segments, we offer one-size fits all solutions to the following
tasks.

MARKET
STRUCTURE
AND SIZE

CUSTOMERS
AND CONSUMER
BEHAVIOR

• assessment of the market capacity and
potential in the context of product segments and services

• customer segmentation

• actual and prospective demand
• elasticity of demand (conjoint analysis)
• conditions and tariffs, pricing studies
• product and service selection criteria
(Kano model)

• consumer journey research
• customer service quality assessment
(mystery shopping)
• customer loyalty assessment
• consumer insights
• customer satisfaction index (CSI)

• region’s growth potential
• innovation research

HR STUDIES
• evaluation of the effectiveness of business processes, personnel
communications and cross-functional interaction
• assessment of productivity and its growth potential, development
of measures to improve productivity
• company management system assessment
• salary surveys, development of remuneration/staff motivation
systems
• monitoring of the company’s image as an employer
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BRAND AND
ADVERTISING

PRODUCT
POTENTIAL

• assessment of brand awareness and
perception

• comparative analysis of product lines and sales
conditions

• assessment of the company’s competitive
position (reputation audit)

• assessment of changes in demand for services
caused by changes in the conditions of their
provision (conjoint analysis)

• competitive analysis: proximity perception
assessment
• identifying effective communication channels
• testing of advertising concepts
• evaluation of the effectiveness of an advertising campaign

• revealing insights through the use of product
or service selection criteria
• studies of attitudes toward the company’s
new products/services
• recommendations for the promotion of new
products and services
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TAILORED RESEARCH
SOLUTIONS
The scope of research conducted by NAFI Analytical Centre (National Agency
for Financial Studies before 2015) in the first decade since its establishment
was fairly narrow. It encompassed financial studies for corporate and state
customers and information analysis.
We are expanding our cooperation with the public sector, NGOs and
the federal media through our involvement in socially responsible research.

RESEARCH FOR GOVERNMENT
AND PUBLIC INSTITUTIONS
• assessment of the quality of public services
• public institutions trust index
• enterprise and business climate studies
• corruption perceptions assessment
• financial literacy tracker
• financial inclusion tracker (for public and corporate sectors)
• consumer rights protection: awareness and protection level assessment
• social well-being of the population (including the youth, senior citizens and professionals, such as doctors
and teachers)

FINANCIAL MARKET
RESEARCH
• analysis of market segment growth dynamics (banks,
insurance, investment and leasing companies, pension
funds, MFOs)
• forecasting through the use of market regulator and
participants’ data
• polling and in-depth interviews with financial executives
and market experts
• benchmarking banking, insurance and microfinance
markets
• customer service quality assessment “Seal of Excellence”
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NEUROMARKETING AND BEHAVIORIAL ECONOMICS
Our behavior is seldom based on exceptionally rational way of thinking. It isn’t
changed simultaneously with our attitude towards something. We are sure that
emotions are at the bottom of humans’ behavior and only then, a man expresses
and describes them in rational form.

Today the traditional interview approaches for gathering information are used in most of researches,
but technological progress and close work with scientists from related fields allow us to look deeply into
human’s consciousness, behavior and emotions.
We offer solutions for measuring, interpretation and understanding human’s behavior using biometric
experiments. Combination of classical examinational and modern neuromarketing instruments allow to
get full picture – to know more about quite how a man makes a decision.

FACE-CODING

EYE-TRACKING

studying the emotional reactions of
a man as an answer to suggested
stimulus (video, TV program, real
situation, advertisement poster and
etc.) in a certain moment of time

technology that allows to look at the
advertising, web site, interior, or product
package as viewed by consumer. The
equipment allows analyzing respondent’s
eye movement, making heat map of his
attention concentration

According to your needs our specialists will offer an ideal combination of neuromarketing instruments,
observation, quantitative and qualitative methods that will allow together to make concrete recommendations for optimization your product / service or advertising – communication materials.

PARTNER:

PR И GR TOOLS
• preparation of public studies, including media coverage of topical issues
• preparation of studies for legislative initiatives and dialogue with the regulator
•P
 R activity: design of presentation materials, media coverage, press releases, social media posts,
conferences/business breakfasts/round tables
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RESEARCH
METHODS
NAFI experts use a wide range of research methods and tools, ranging from
surveys to neuromarketing.
Our cooperation formats include tailor-made research, omnibus surveys and
participation in syndicated projects.

QUANTITATIVE RESEARCH
helps obtain quantitative characteristics of the study object. A large number of covered study
objects means that the generated findings are statistically significant. They are processed
with the help of mathematical methods that utilize specialized software suites
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mystery shopper/call

public surveys
(national OMNIBUS,
n=2000)

questionnaires
and structured interviews
(face-2-face)

business surveys
(BUSINESS OMNIBUS, n=500)

telephone
interviews

online surveys

mobile surveys

crowdsourcing

hall tests

conjoint analysis

OMNIBUS
a monthly nationwide public survey where data on a variety of subjects specified by multiple
customers is collected during the same interview
What is it for?
• brand tracking
• assessment of the
effectiveness of an
advertising campaign
• measuring the demand for
services and support for
product launches
• public sentiment and
consumer activity
assessment
• attitudes toward legislative
changes and reforms

Benefits:
• nation-wide representative
sample (14+)
• research is conducted every
month
• you pay only for questions
you ask
• findings are available within
three days after the completion
of the survey
• no panel study (always random
sampling in the final phase)
• selected survey method
corresponds to the target
audience

RESEARCH
METHODOLOGY
Data collection method:
a combination of door-to-door,
outdoor and online surveys.
Choosing the most suitable method
for each target group.
Sample group: nation-wide
(n=2000 pers.), represents the
population (14+) by gender, age,
education and type of residential
area. Margin of error: 2.2%.
Geography: 150 localities in
42 Russian regions. All federal
districts are covered.

BUSINESS OMNIBUS
• monthly telephone survey of 500 business leaders and their deputies in decision-making positions
• the questionnaire includes questions from multiple customers on a variety of topics. Each customer
receives only its own data

What is it for?
• brand tracking
• evaluation of the
effectiveness of an
advertising campaign
• measuring demand for b2b
services and support for
product launches
• assessment of the business
climate and business
sentiment forecasting
• attitudes toward legislative
changes and reforms
• demand for financial
products and services from
SMEs
• assessment of the
effectiveness of state
support measures

Benefits:
• representative nationwide
sample of businesses
• only decision-makers
• monthly surveys
• you pay only for questions
you ask
• findings are available within
three days after the completion
of the survey
• no panel study (new sample
every time)
• conducted over the phone
(not online)

RESEARCH
METHODOLOGY
Telephone Interviews (CATI)
с with corporate decision-makers
(CEO, deputy CEO, commercial
director, CFO, chief accountant,
heads of departments and
divisions).
A sample group of 500 businesses
provides data categorized by
business size, industry, geography
and type of residential area.
The only business omnibus in the
Russian research market.
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RESEARCH METHODS

QUALITATIVE RESEARCH
Our approaches to the implementation of the qualitative methodology allow us to successfully study
individuals’ rational and emotional motives, and innermost attitudes.
NAFI’s central office is located in the center of Moscow and boasts affordable parking facilities
within the Business Centre parking territory. Its work environment is ideal for conducting qualitative
research.
Among the available amenities are audio and video (mp4) recording equipment, wireless internet
(Wi-Fi), webcasts, presentation equipment, tablet PCs and a whiteboard. In addition, our spacious
and brightly-lit focus rooms, comfortable chairs and highly effective HVAC equipment work together
to create a comfortable atmosphere for all respondents.

focus groups/workshops

expert interviews

in-depth interviews
(face-to-face/online)

ethnographic
research

shop along/accompanied
shopping

neuromarketing

We carry out a full cycle of field work for best results,
ranging from recruitment of hard-to-reach respondent
categories to preparation of transcripts. Transcripts,
whose preparation is carried out in a continuous 24/7
mode to shorten the field phase, are rendered in an easyto-read and easy-to-analyze format, a standard for all
NAFI qualitative projects.
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DESK RESEARCH
To assess the state of domestic and foreign markets, we collect and analyze secondary data from public and
subscription-based professional sources.
Desk research are conducted through:
• analysis of large data volumes and preparation of scripts for parsing
•a
 nalysis of materials (databases and reports) and findings of previous research conducted by NAFI and
other companies
•a
 nalysis of open online sources (statistics, conference materials, e-zines, corporate and government
websites, reference and legal systems, etc.)
• r eview of business data and the results of monitoring of federal and regional mass media, leading industry
and specialized publications
•a
 nalysis of social media content

NAFI has access to subscription content
and databases, including:
• relevant international periodicals databases (EBSCO, ProQuest,
PressDisplay, Dow Jones Factiva)
• Russian media (Interfax-Scan, Integrum, Public.ru, EastView)
and scientific (eLIBRARY.ru) databases
• subscription content of the World Bank – World Development
Indicators, Global Development Finance, WB e-Library, OSCE
databases, IMF’s resources
• statistical/marketing reports and analytical market reviews
databases (Euromonitor’s Global Market Information DB,
Marketline Datamonitor 360)

Information collected in the course of desk research is refined
and supplemented during expert interviews.
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NAFI. TEAM
Our success depends on the performance of our multidisciplinary team, comprising sociology,
marketing, economics and psychology experts as well as professionals from related fields.

GUZELIYA IMAEVA

TIMUR AYMALETDINOV

CEO

Research Director

Education
• Russian State Social University,
Faculty of Sociology
• Moscow international higher
businesses school MIRBIS.
Presidential Management Training
Program; specialty: «Marketing:
strategic stability of the enterprise in
a competitive market»
• Advancia-Negocia business school
(Chamber de commercetd’Industrie
de Paris (CCIP))

Education
• Russian State Social University,
Faculty of Sociology
• Tax Academy of the Russian
Federation, Legal Studies

Expertise
• Member of the Bank of Russia’s
Expert Council on Financial Literacy
in the Activities of Non-Credit
Financial Institutions
• Member of the Expert Council of the
Deposit Insurance Agency (DIA)
• Member of the Board of the
Association for Monitoring Service
Quality (AMSQ)
• Member of the Strategy Club
• Member of the European Society
for Opinion and Marketing Research
(ESOMAR)
• Member of the Marketers’ Guild
• Author of dozens of articles on
public and corporate financial
behavior. Co-author of the books
100 Facts about Russians’
Financial Behavior, Encyclopedia
of Russians’ Financial Behavior,
Financial Inclusion in Russia: The
Demand-Side Perspective, and
Children and Finance; h-index – 4
• Winner of the 9th national business
women contest Success, 2013,
in the Best Representative of
Russia’s Business Women
category

Expertise
• Member of ESOMAR
• Member of the Russian Society of
Sociologists (RSS)
• Inventor of innovative techniques for
studying consumer behavior
• Lecturer at RSSU, National
Research University Higher School
of Economics and Russian State
University for the Humanities;
specialty: Data Processing and
Visualization Techniques
• Ph.D. in Sociology
• Author of over 40 scientific papers
and 4 monographs, co-author of
Encyclopedia of Russians’ Financial
Behavior; h-index – 9

IRINA SOKOLOVA
Research Consultant
Education
• Moscow Aviation Institute; specialty:
«Automatic and Information Devices»
• Russian Socio-Political Institute.
Ph.D. thesis on «The History of Social
and Political Movements and Political
Parties»
• Moscow State Social University,
doctoral thesis on «Theory,
Methodology and History of
Sociology»
Expertise
• Teacher in higher education
• Member of the Russian Society of
Sociologists (RSS)
• Doctor of Social Sciences, Professor
• Author of over 130 scientific papers
and 5 monographs, textbooks Social
Informatics and Sociology of Mass
Communications; h-index –17
• Academic supervisor of
15 defended Ph.D. theses
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KIRILL SMIRNOV

OLGA STASEVICH

Head of Digital Economy
Research
Education
• Russian Institute of Intellectual
Property (founded by Russian
Patent Agency ROSPATENT)
• Russian State Social University,
Faculty of Law, speciality: Civil Law
• “Pericles” Law School (Moscow)
courses: Legal Writing, Legal Ethics,
M&A, Corporate Law, Business
Organizations, Cyber Law, Contract
Law, EU Law, US Law

Head of Corporate Research

Expertise
• Member of Russian Association of
Electronic Communications (RAEC),
Legal and e-commerce Committees
expert
• Member of Association of
Antitrust Experts (former Nonprofit
Partnership for Promotion of
Competition - NP SRK), an NGO of
antitrust lawyers and experts;
• Member of the Antitrust Compliance
Work Group
• Combined experience in
government relations and legal
consulting projects, public policy
program, IT and telecommunication,
legal research, etc. is over 10 years

Education
• Belorussian State University (BSU),
Faculty of Sociology
• Research University Higher School
of Economics, Master’s program
«Applied Methods of Social Market
Analysis»
• Atlant-M Holding Company, miniMBA program (management,
financial marketing)
Expertise
• Combined marketing research
experience is over 7 years,
permanent speaker at major
business events, participant in TV
and radio programs
• Research experience in the field
of small- and medium-sized
businesses, finance, construction,
FMCG, passenger transport, etc.
• Qualitative b2b research moderator
(focus groups, in-depth and expert
interviews)

LYUDMILA SPIRIDONOVA
Head of HR and Energy Industry
Research
Education
• State University of Management,
Faculty of Sociology
• State University of Management,
Russian-Dutch Faculty, Center of
Excellence, specialty: marketing
Expertise
• Combined marketing research
experience is over 14 years
•Q
 uantitative and qualitative research
experience in the field of HR,
finance, energy industry, FMCG,
etc.
•M
 oderator/interviewer in qualitative
research (focus groups, in-depth
and expert interviews)
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NAFI. TEAM

ANNA MASLYANAYA

ALENA NIKOLAEVA

Head of Field Research

Head of Contracting

Education
• G. S. Skovoroda Kharkiv State
Pedagogical University, Law Faculty
• Institute of Economics and Law;
specialty: «Jurisprudence»

Education
• T. G. Shevchenko Trans-Dnister
State University; specialty:
«Sociology»
• M. V. Lomonosov Moscow State
University; specialty: «Sociology of
International Relations»

Expertise
• Combined marketing research
experience is over 8 years,
a well-formed team of interviewers,
recruiters, moderators, handlers, etc.
• All types of field research:
quantitative, qualitative and expert,
including the use of modern
techniques

Expertise
• Organization of research projects
• Participation in tender processes
• Customer engagement, use of
electronic trading platforms under
Federal Laws No.44 and 223

OLGA SHAROVA

NATALIYA BEZNOGOVA

PR Director

Head of Quality Department

Education
• M. V. Lomonosov Moscow State
University, Faculty of Journalism
• Knight Center for Journalism in the
Americas; a course in Infodesign

Education
• Tula State University, Faculty of
Humanities; specialty: “Sociology”

Expertise
• Development of PR strategies and
creative concepts
• Copywriting, speechwriting and
storytelling
• Information systematization
• Preparation of presentations
• Digital technologies
• Business event

Expertise
• Combined marketing research
experience is over 9 years
• Organization of quality control of the
field works for all kind of projects
• Assessment of performers’
performance
• Elaboration of internal normative
documents of the management
system quality (instructions,
conditions, procedures), that are
necessary for its functionality
• Conducting company’s internal audit
• Elaboration of non-typical algorithms
of mass polls control

NATALIA DRYAHLOVA
Art Director
Education
• Ivan Fedorov Moscow State
University, Faculty of Graphic Arts
Expertise
• Creation of design concepts
• Design of printed products
• Creation of corporate identity
• Book and magazine graphics
• Digital Publishing
• Infographics
• Illustration
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ALEKSEI SADOVNIKOV
Head of Data Processing
Education
• Tula State University; specialty:
Political Sociology
Expertise
• Data mining (experience in
processing various types of
databases)
• Questionnaire programming (tablet,
CATI, Web)
• Statistical analysis of data
• Combined marketing research
experience is over 7 years

SVETLANA POLYAKOVA

ANASTASIA YARANOVA

Data Processing Specialist

Head of Research Projects.
HR Research Direction

Education
• Belarusian State University;
specialty: Sociology, teacher of
social and political disciplines
Expertise
• Preparation, verification, statistical
analysis and processing of data
• Data processing automatian (VBA,
SPSS Statistics syntax, Quantum)
• Questionnaire programming
(tablet,CATI, Web)
• Combined marketing research
experience is over 7 years
• Member of the Russian Society of
Sociologists (RSS)

Education
• A.N. Kosygin Moscow State Textile
University, Faculty of Production
Management
• Research University Higher School
of Economics, Master’s program
“Demography”
Expertise
• Combined marketing research
experience is over 5 years
• Qualitative and quantitative research
experience in the field of HR research,
finance, retail networks, FMCG,
telecommunication

LEYSAN BEYMURATOVA

ALIYA KHAKIMOVA

Head of Research Projects.
IT and Telecom Research
Direction

Research Project Manager.
Construction and Real Estate
Research Direction

Education
• Research University Higher School
of Economics, Bachelor’s program
“Sociology”
• Research University Higher School
of Economics, Master’s program
“Applied Methods of Social Analysis
of Markets”

Education
• Kazan State Power Engineering
University, Faculty of Sociology,
specialty: «Sociologist, teacher of
socialogy»

Expertise
• Member of the Russian Society of
Sociologists (RSS)
• Qualitative and quantitative research
experience in the field of IT and
telecom, retail networks, automobile
market

Expertise
• Combined marketing research
experience is over 3 years
• Experience in conducting
quantitative research, including
testing and programming the tools,
field control, quality control and
preparation of the report for the
Customer in Russian and English
• B2C research experience in the field
of HoReCa, finance,retail chains,
FMCG, cars, petrol station services,
pharmaceuticals, perfumes and
cosmetics
• B2B research experience in the field
of finance
• Managing the partner panels as
a manager and analyst
• Experience in conducting tracking
projects and omnibus studies
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NAFI. RESEARCH AND SCIENCE

RESEARCH PROJECTS
NAFI Research Centre is a part of fundamental sociological scientific projects in cooperation
with research institutes and colleges, government agencies, international NGOs
and professional associations.

In cooperation with:
• National Research University Higher School of Economics
• IFO Institute Centre of Economic Studies, Germany
• University of Zurich Department of Banking and Finance
• The International Business Leaders Forum of the Prince of Wales (IBLF)
• The World Bank Group
• CGAP, Beyond Philanthropy GmbH
• Moscow City Department for Competition Policy
• Mastercard, Child and Youth Finance International
• CGAP
• OECD

INTERNSHIP FOR GRADUATE AND UNDERGRADUATE STUDENTS
Dozens of graduate and undergraduate students undergo their internship with NAFI each
year. We provide them base opportunities to do research in Russia.
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NAFI. CORPORATE SOCIAL
RESPONSIBILITY
Socially responsible causes lie at the heart of our research. We seek to contribute to the
development of key markets, provide our customer with high quality data and safeguard
the environment.
We interpret corporate social responsibility as a management approach based on the
principles of transparency, consistency and conflict prevention. NAFI adheres to these
principles in its dealings with employees, customers, partners, the state and the international
community.

MANAGEMENT SPHERE

ENVIRONMENTAL SPHERE

At all stages of our work, we are guided by
the principles of social utility.

We communicate the principles of our
company’s environmental policies to all our
employees at the time of hire and at corporate
events. All our outgoing documents carry
a special logo designed to familiarize their
recipients with NAFI’s environmental credentials.

We create and implement clear and
ergonomic internal business processes that
help improve communication both within
the company and beyond.
We value your feedback. All
communications from customers, partners
and other counterparties are reviewed on
a case-by-case basis by the company’s
management.
We look after our team members
by supporting and investing in their
professional development, research and
publication activity as well as health and
well-being. All our employees undergo Red
Cross-sponsored first aid trainings.
We make sure that the infrastructure we
build around us is healthy. We use ecofriendly options for all our printers and
other office equipment, energy-saving
LED lighting and IPS monitors. When
redecorating and making improvements to
our office space, as well as for our cleaning
needs, we choose only environmentally
friendly materials, paints, fittings and
chemicals.
We are open for cooperation with people
with disabilities.

We rely on electronic communications in our
project work, except where traditional hard-copy
documents are the only option.
We collect and recycle waste paper, used
batteries and accumulators. The generated
proceeds are then donated to the Moscow
Center of Young Naturalists and spent on the
purchase of seedlings and animal food.

CHARITY SPHERE
We regularly spend a share of our profit on charity
causes, including by making donations to the
following charities:
• Rusfond
• Childhood Ray
• Mercy
Every year, we conduct an independent
sociological research into various charity
issues and disseminate its findings.
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NAFI. CUSTOMERS
GOVERNMENT AGENCIES AND STATE FUNDS

FINANCIAL MARKET

REAL ESTATE AND CONSTRUCTION
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IT AND TELECOM

TOURISM AND TRANSPORT

NPOs AND DEVELOPMENT INSTITUTIONS

CONSULTING FIRMS/ADVERTISING COMPANIES/COMMUNICATIONS AGENCIES

EDUCATIONAL INSTITUTIONS AND RESEARCH INSTITUTES

CHARITY FUNDS
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NAFI Analytical Centre. Research opportunities
115054, 57 Dubininskaya Str., Bldg. 1, Moscow, Russia
+7 (495) 982 50 27
info@nafi.ru
www.nafi.ru
facebook.com/nacfin
For issues related to research, please contact Timur Aymaletdinov (aimaletdinov@nafi.ru);
for PR issues, Olga Dolgova (dolgova@nafi.ru)

In line with the NAFI Analytical Centre-endorsed principles of environmental responsibility,
in order to reduce our ecological footprint, this document is distributed primarily
in electronic format. The print edition of this document is made using paper with
a high content of recycled materials.
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