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Consumer Lifestyles in Belarus

1. Introduction

This report analyses consumer lifestyles in Belarus and forms part of a 52-country series that complements the Euromonitor International Consumer Lifestyles Database. Each country profile is structured under the following sub-headings:

· Population

· Consumer segmentation

· Regional development

· Home ownership

· Household profiles

· Labour

· Income

· Consumer and family expenditure

· Health

· Education

· Eating habits

· Drinking habits

· Shopping

· Personal grooming

· Fashion

· Leisure

· Savings

· Media

· Communications

· Transport

· Tourism

The information in this report was gathered from a wide range of sources, starting with the national statistical agencies. This information was cross-checked for consistency, probability and mathematical accuracy. Secondly, we sought to fill in the gaps in the official national statistical data by using private-sector surveys and official pan-regional and global sources. Furthermore, Euromonitor International has carried out an extensive amount of modelling in order to come up with interesting data sets to complement the national standards available.

The wide range of sources used in the compilation of this report means that there are occasionally discrepancies in the data which we were not able to reconcile in every instance. Even when the data is produced by the same national statistical office on a specific parameter, like the total population in a particular year, discrepancies can occur depending on whether it was derived from a survey, a national census or a projection and whether the data are mid-year or January.

For slow trends, data are presented for 1990, 1995, and 2000-2004. Where it is interesting to look at projections, the data encompasses 1990, 1995, 2000, 2005, 2010 and 2015.

Fast-moving trends such as communications are illustrated with data sets relating to 1990, 1995, 2000-2005, 2010 and 2015. Consumer goods data cover the period 1998-2003.

2. Population

Belarus is experiencing a demographic crisis, which has had seriously detrimental effects on both population numbers and population structure during the 1990s. The crisis has arisen as a result of a general deterioration in the health of the population, increasing incidence of disability and continuing outward migration, especially of the professional population. Fertility has undergone an unprecedented decline, with the result that by 1999 the birth rate was some 70% lower than in 1985. At the same time, between 1990 and 2002 the annual death rate rose by around 30%, to reach 16.7 per 1,000 males in 2002 and 13.1 per 1,000 females. This increase was universal across all age groups. As a result there has been a natural decrease in the population every year since 1993; this has been masked by an increase in immigration. In 2001 this decrease (the excedent of deaths over births) amounted to 48,700 persons.

At the end of the 1980s depopulation was affecting only some rural areas of the republic. By 1990 the problem had extended to all rural areas and also cities like Minsk, Vitebsk, Baranovichi, Gomel, Mogilyov, Bobrujsk, Svetlogorsk, Rechitsa, Polotsk, Novopolotsk, Slonim, Borisov, Molodechno and Slutsk. Between 1993 and 2005 the population declined by an estimated 369,000 people as death rates rose and birth rates fell.

Life expectancy declined in Belarus during the 1990s. At the end of the decade the average Belarusian lifespan was just 62 years for men and 72 years for women, compared with life expectancies of 75 years and 81 years respectively in the USA and Japan. The widening of the gap between male and female life expectancy, a phenomenon also experienced in recent years by the neighbouring states of Russia and the Ukraine, is a serious issue for the country.

The deterioration of the health of the nation can be attributed to the following factors:

· Increased morbidity, both in absolute and comparative terms;

· An increasing incidence of chronic diseases;

· An increasing incidence of alcoholism, narcotics abuse, syphilis, gonorrhea and heart disease among teenagers;

· An increase in the spread of infectious diseases;

· An increasing incidence of life-threatening diseases;

· The consequences of the Chernobyl environmental holocaust;

· An increasing incidence of hereditary pathological mental diseases;

· An increase in the number of suicides and murders;

· An increase in the death-rate;

· Decreasing life expectancy, especially among males.

While Belarus continues to perform well in terms of a handful of healthcare indices, it has fallen behind many other European countries in terms of the vast majority of indicators. Reproductive patterns have been severely disrupted in recent years. Labour quality has been reduced and there is a skills shortage. Economic and social standards have been undermined. The abortion rate in Belarus is higher than in other countries of Eastern and Central Europe, and indices of perinatal, infant and maternal mortality are also running high at the present time. Meanwhile, household penetration of consumer durables is very low in comparison with other countries in the region.

Households with more than one child are at particular risk of falling into poverty. In 2001 some 25.7% of all families were judged to be living in poverty; the rates for families with one child and two children were 31.4% and 42.2% respectively, rising to 76.4% for families with three or more children. Indeed, Belarusian family life is in crisis in other ways. The number of divorces and family conflicts is rising. The main reasons are economic need, uncertainty about the future and the consequences of the Chernobyl catastrophe.

2.1 Population by Age

A declining birth rate in Belarus has led to an ageing population. The median age of the Belarusian population increased from 32.8 years in 1990 to an estimated 37.7 years in 2005, with the proportion of the population aged over 65 years accounting for an estimated 14.6% in 2005 as against 10.5% in 1990. This structural change has been mirrored within working-age population, with workers aged 40 years and over becoming more numerous than younger workers. In time this will present the country with a number of economic problems, such as the under-financing of the pension system, budget deficits, and, perhaps, a relative inability to innovate in the field of advanced information technology.

The demographic situation in Belarus is likely to persist for the foreseeable future, and the population will continue to age in the short term. The increase in male mortality, discussed above, will lead to further increases in the relative proportion of females in the population, which will have further repercussions on marriage and birth rates in the coming years.

The number of Belarusians of working age continued to increase slowly between 1990 and 2005, despite the overall depopulation of the country, as a result of two factors. Firstly, young adults born during the population explosion of the 1980s became of working age; and secondly, those retiring in this period were fewer in number because they were born in the years of the Great Patriotic War (1941-45), a period when birth rates were low. Belarus has a chance of improving its birth rate in the early 2000s as the 1980s baby boomers enter their twenties (their most fertile years). The government would do well to orientate its social and economic policy in the first decade of the new century towards creating conditions, which will encourage the establishment of new families and stimulate the birth rate.

Table 1
Population by Age: 1990-2015

'000


1990
1995
2000
2005
2010
2015

0-4 yrs
811
624
465
445
425
411

5-9 yrs
804
819
618
465
451
433

10-14 yrs
736
808
815
620
473
462

15-19 yrs
721
737
808
815
628
484

20-24 yrs
689
702
720
807
820
636

25-29 yrs
837
682
695
714
808
825

30-34 yrs
854
834
690
688
714
813

35-39 yrs
733
845
821
682
686
716

40-44 yrs
580
717
825
805
675
683

45-49 yrs
488
560
690
802
792
665

50-54 yrs
669
463
535
661
784
778

55-59 yrs
604
623
432
500
633
760

60-64 yrs
589
549
573
387
462
598

65-69 yrs
394
515
475
501
329
406

70-74 yrs
211
326
425
392
433
263

75-79 yrs
234
157
242
332
324
367

80+ yrs
235
248
190
204
219
205

TOTAL
10,189
10,210
10,019
9,820
9,658
9,506

Median age of
32.83
34.43
36.31
37.66
38.70
39.80

population (Years)







Death rates (per '000
10.75
13.12
13.48
12.90
12.14
12.02

inhabitants)







Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

Table 2
Population by Age (% Analysis): 1990-2015

% of total population


1990
1995
2000
2005
2010
2015

0-4 yrs
7.96
6.11
4.64
4.53
4.40
4.33

5-9 yrs
7.89
8.03
6.17
4.73
4.67
4.55

10-14 yrs
7.22
7.92
8.13
6.31
4.90
4.86

15-19 yrs
7.07
7.22
8.07
8.30
6.50
5.10

20-24 yrs
6.76
6.88
7.18
8.22
8.49
6.69

25-29 yrs
8.21
6.68
6.93
7.27
8.37
8.68

30-34 yrs
8.38
8.16
6.89
7.00
7.40
8.55

35-39 yrs
7.19
8.27
8.19
6.94
7.11
7.54

40-44 yrs
5.70
7.02
8.24
8.20
6.99
7.18

45-49 yrs
4.79
5.49
6.89
8.16
8.20
7.00

50-54 yrs
6.56
4.53
5.34
6.73
8.12
8.18

55-59 yrs
5.93
6.10
4.31
5.09
6.55
7.99

60-64 yrs
5.78
5.38
5.72
3.94
4.78
6.29

65-69 yrs
3.87
5.05
4.74
5.11
3.41
4.27

70-74 yrs
2.08
3.20
4.24
3.99
4.49
2.77

75-79 yrs
2.29
1.54
2.42
3.38
3.36
3.86

80+ yrs
2.30
2.43
1.90
2.08
2.27
2.16

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

Table 3
Population by Age (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

0-4 yrs
-49.28
-11.44

5-9 yrs
-46.20
-29.99

10-14 yrs
-37.26
-43.35

15-19 yrs
-32.80
-40.07

20-24 yrs
-7.69
-11.62

25-29 yrs
-1.38
18.80

30-34 yrs
-4.85
17.73

35-39 yrs
-2.24
-12.72

40-44 yrs
17.65
-17.26

45-49 yrs
36.35
-3.64

50-54 yrs
16.30
45.26

55-59 yrs
25.79
75.75

60-64 yrs
1.44
4.37

65-69 yrs
3.05
-14.50

70-74 yrs
24.31
-38.15

75-79 yrs
57.17
51.57

80+ yrs
-12.47
8.20

TOTAL
-6.71
-5.13

Median age of population
21.21
9.61

Death rates
11.73
-10.86

Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

2.2 Male Population by Age

The current structure of the population of the Republic of Belarus has been heavily influenced not only by events of recent years, but also by events dating from further back in the last century. As well as social, politic and economic events, war and the 1986 Chernobyl disaster have played their part. Migration resulting from all these factors has had a considerable influence on the age and gender of the population left behind. At the beginning of 2005 the male population numbered 4,597,000 (46.8% of the total); females numbered 5,223,000 (53.2%). In comparison with 1990, this represents a decrease of 180,000 men and 188,000 women in the population.

The relative proportions of men and women in the population have also undergone a distinct shift. Following the imbalance, which resulted from the Great Patriotic War of 1941-45, the numbers of men and women gradually moved closer towards equilibrium until 1995. At the beginning of 1994 there were 1,125 women to every 1,000 men in the population—in rural communities this figure was 1,160 per 1,000 men and in cities 1,108. From 1995 the increase in male mortality has caused the relative numbers to increase again, to a rate of 1,136 women for every 1,000 men at the beginning of 2005.

There is still an excedent of males over females in the younger generation. In 1990 there were 1,152,000 female children in the country (aged 0-14 years) as against 1,200,000 male children (by 2005 the gap for this generation had narrowed, with females aged 15-29 numbering 1,147,000 and males 1,190,000). At the beginning of 2005 there were 746,000 female children as against 786,000 male children. The number of men and women is roughly equal in the 30-39 year age group, whereas in the 50-59 year age group women regularly outnumber men by between 17% and 20% annually; in 2005 this group numbered 532,000 men and 628,000 women. Over the age of sixty years, women are almost twice as numerous as men; in 2005 females over the age of 60 numbered 1,179,000, while men of the same age numbered just 637,000.

Numbers of people aged 80 years old and older are consistently declining. This age group decreased from 235,000 persons in 1990 to 204,000 people at the beginning of 2005, a decrease of 13%. Women are three and a half times more likely to attain the age of eighty than are men: in 2005 there were 159,000 women in this age group compared with 45,000 men. However, at the 1999 census there were 984 people aged over 100 in the country, of which two-thirds lived in rural areas.

Thus the population of the Republic of Belarus is ageing, in common with those of other European countries. It can be clearly seen that the rate of increase of the elderly population and the rate of decrease of the child population (less than 15 years of age) gained in momentum after 1994.

At the beginning of 2005 there were 1,530,000 children under 15 years old—15.6% of the population. For the second consecutive year, this was less than the number of persons aged 60 years or more (1,816,000). A sharp decrease in the birth rate, especially in the mid-1990s, gave rise to a situation where the number of children aged 0-9 years dropped 44% between 1990 and 2005, from 1,615,000 to 910,000. Between 1990 and 1995 the number of children in the population decreased by around 35,000 children per year, but between 1995 and 2005 the annual decrease was in excess of 50,000 children per year. Between 1990 and 1995 the number of Belarusians aged 60 years and over increased by 132,000 in total, or by over 26,000 per year, while between 1995 and 2005 the increase was 21,000 persons in total, or around 2,000 per year.

At the beginning of 2005 there were 6,474,000 persons of working age (15-59 years old). This represented an increase of 299,000 in comparison with 1990 and of 311,000 in comparison with 1995. In 2005 the working age population represented almost 66% of the total, compared with 61% in 1990 and 62% in 2000.

Table 4
Male Population by Age: 1990-2015

'000


1990
1995
2000
2005
2010
2015

0-4 yrs
416
320
239
229
218
211

5-9 yrs
410
417
317
239
231
222

10-14 yrs
374
409
417
318
244
238

15-19 yrs
362
372
413
417
322
251

20-24 yrs
342
352
366
412
418
327

25-29 yrs
421
336
347
361
410
420

30-34 yrs
429
415
343
341
358
410

35-39 yrs
365
418
406
335
336
356

40-44 yrs
286
351
403
392
325
329

45-49 yrs
234
270
331
383
377
313

50-54 yrs
308
215
252
307
366
363

55-59 yrs
267
276
193
225
284
344

60-64 yrs
239
231
239
160
197
257

65-69 yrs
133
195
185
192
121
159

70-74 yrs
66
101
146
138
153
83

75-79 yrs
65
44
66
102
104
121

80+ yrs
61
58
42
45
54
48

TOTAL
4,777
4,780
4,703
4,597
4,519
4,452

Males as % of total
46.89
46.81
46.94
46.81
46.79
46.83

population







Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

Table 5
Male Population by Age (% Analysis): 1990-2015

% of male population


1990
1995
2000
2005
2010
2015

0-4 yrs
8.70
6.69
5.08
4.98
4.81
4.74

5-9 yrs
8.57
8.73
6.74
5.20
5.12
4.99

10-14 yrs
7.83
8.57
8.86
6.92
5.40
5.35

15-19 yrs
7.58
7.78
8.79
9.06
7.13
5.63

20-24 yrs
7.16
7.36
7.78
8.96
9.25
7.34

25-29 yrs
8.82
7.03
7.38
7.86
9.08
9.43

30-34 yrs
8.97
8.69
7.29
7.42
7.93
9.22

35-39 yrs
7.64
8.75
8.63
7.28
7.44
8.00

40-44 yrs
5.98
7.34
8.56
8.53
7.19
7.39

45-49 yrs
4.90
5.65
7.03
8.34
8.35
7.04

50-54 yrs
6.45
4.51
5.35
6.69
8.09
8.15

55-59 yrs
5.59
5.77
4.09
4.90
6.28
7.74

60-64 yrs
5.01
4.82
5.08
3.49
4.36
5.77

65-69 yrs
2.78
4.08
3.93
4.19
2.68
3.56

70-74 yrs
1.37
2.11
3.10
3.00
3.39
1.86

75-79 yrs
1.37
0.91
1.40
2.21
2.31
2.71

80+ yrs
1.27
1.22
0.90
0.99
1.19
1.08

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

Table 6
Male Population by Age (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

0-4 yrs
-49.21
-11.66

5-9 yrs
-45.79
-29.96

10-14 yrs
-36.35
-42.88

15-19 yrs
-30.74
-39.36

20-24 yrs
-4.49
-10.74

25-29 yrs
-0.37
20.93

30-34 yrs
-4.25
19.71

35-39 yrs
-2.43
-12.31

40-44 yrs
15.12
-18.28

45-49 yrs
33.86
-5.17

50-54 yrs
17.72
44.07

55-59 yrs
28.87
78.90

60-64 yrs
7.39
7.55

65-69 yrs
19.24
-14.22

70-74 yrs
26.58
-43.07

75-79 yrs
84.64
83.39

80+ yrs
-20.80
13.84

TOTAL
-6.82
-5.35

Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

2.3 Female Population by Age

The gender balance of the population can vary widely between urban and rural settlements and from generation to generation. For example, female representation in cities was affected in the post-war years by large numbers of women migrating to urban from rural areas in their late teens, either to continue their education or to take up jobs in the cities. At the same time, there has been a relative balance since 1994 between the sexes at the ages of 16-29 years within both urban and rural populations. This, in turn, can be traced to the sudden recession of migration into urban settlements by rural youth as a result of job scarcities and lack of housing opportunities in the cities.

As the imbalance between the able-bodied and dependent population begins to make itself felt, the government will have serious problems which can only be solved by substantial appropriations from the state budget. In order to improve the current disproportion in the population structure, the government needs to put in place a package which will boost the birth rate during 2000-2010, when number of people of the childbearing age (20-29 years) will be at its maximum strength.

Table 7
Female Population by Age: 1990-2015

'000


1990
1995
2000
2005
2010
2015

0-4 yrs
395
304
226
217
207
200

5-9 yrs
395
402
301
226
219
211

10-14 yrs
362
399
398
302
230
224

15-19 yrs
359
366
395
399
306
234

20-24 yrs
347
351
354
395
402
309

25-29 yrs
415
346
348
353
398
406

30-34 yrs
425
418
347
347
356
402

35-39 yrs
368
426
415
347
350
360

40-44 yrs
295
366
423
413
350
354

45-49 yrs
254
290
360
418
414
352

50-54 yrs
361
248
284
353
418
415

55-59 yrs
337
347
240
275
349
415

60-64 yrs
350
318
334
227
265
341

65-69 yrs
261
320
290
309
209
248

70-74 yrs
146
225
279
254
280
180

75-79 yrs
168
113
176
230
220
246

80+ yrs
174
190
148
159
165
157

TOTAL
5,411
5,431
5,316
5,223
5,139
5,054

Females as % of total
53.11
53.19
53.06
53.19
53.21
53.17

population







Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

Table 8
Female Population by Age (% Analysis): 1990-2015

% of female population


1990
1995
2000
2005
2010
2015

0-4 yrs
7.31
5.61
4.24
4.15
4.04
3.96

5-9 yrs
7.29
7.40
5.66
4.32
4.27
4.17

10-14 yrs
6.69
7.35
7.49
5.78
4.47
4.43

15-19 yrs
6.63
6.73
7.43
7.63
5.95
4.62

20-24 yrs
6.41
6.46
6.65
7.57
7.82
6.12

25-29 yrs
7.68
6.36
6.54
6.76
7.74
8.02

30-34 yrs
7.86
7.70
6.54
6.64
6.93
7.96

35-39 yrs
6.80
7.85
7.80
6.64
6.82
7.13

40-44 yrs
5.44
6.74
7.95
7.91
6.80
7.00

45-49 yrs
4.69
5.35
6.77
8.01
8.07
6.96

50-54 yrs
6.66
4.56
5.34
6.76
8.14
8.21

55-59 yrs
6.22
6.39
4.51
5.26
6.80
8.22

60-64 yrs
6.47
5.86
6.28
4.34
5.16
6.74

65-69 yrs
4.83
5.90
5.46
5.91
4.06
4.90

70-74 yrs
2.70
4.15
5.25
4.87
5.45
3.56

75-79 yrs
3.11
2.09
3.32
4.41
4.28
4.88

80+ yrs
3.22
3.49
2.78
3.04
3.22
3.12

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

Table 9
Female Population by Age (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

0-4 yrs
-49.35
-11.19

5-9 yrs
-46.62
-30.03

10-14 yrs
-38.20
-43.83

15-19 yrs
-34.87
-40.81

20-24 yrs
-10.84
-12.54

25-29 yrs
-2.39
16.67

30-34 yrs
-5.44
15.78

35-39 yrs
-2.05
-13.12

40-44 yrs
20.11
-16.28

45-49 yrs
38.64
-2.25

50-54 yrs
15.09
46.33

55-59 yrs
23.35
73.22

60-64 yrs
-2.62
2.10

65-69 yrs
-5.19
-14.69

70-74 yrs
23.28
-35.57

75-79 yrs
46.50
39.70

80+ yrs
-9.56
6.59

TOTAL
-6.61
-4.94

Source:
Euromonitor International from national statistical offices, UN

Note:
As at January 1st

2.4 Fertility and Birth

Population fluctuations are strongly linked to changes in the birth rate. Since 1959 the birth rate in Belarus has undergone a great deal of variation. That year saw a peak in births at 200,000 as a result of post-war factors; thereafter, a steady decline ensued with the exception of the 1983-86 period, when births increased slightly. In that period the government instituted a programme of support to families with children: paid leave for childcare was extended and attendance allowances were increased. In the mid-1990s this situation changed again as the decline in the birth rate accelerated strongly. Overall, the birth rate declined from 22.4 per 1,000 inhabitants in 1960 to 16.5 in 1985, 9.1 in 1998 and 9.2 in 2001. Between 1990 and 2001 the annual number of births declined from 142,200 to just 91,700. Two-child families were the norm in Belarus (as in other parts of Europe) during the 1980s, but in recent years one-child families are the most prevalent type. In addition, the fertility rate (the number of births per woman aged 15-49) dropped from 1.9 in 1990 to 1.31 in 2000 and 1.21 by 2004. The average age of women at childbirth has increased from 25 years in 1990 to 26.45 years in 2004.

More than three-quarters of births in Belarus take place within a registered marriage. However, in recent years the number of children born outside marriage has increased from 8.5% of births in 1990 to 23.6% in 2004, representing an increase of 178% over the period. Most children born outside marriage are born to urban mothers aged between 20 and 29 years, often cohabiting with a partner but not married.

Table 10
Fertility and Birth: 1990/1995/2000-2004


1990
1995
2000
2001
2002
2003

Average age of women at
25.00
24.60
24.90
25.30
25.60
26.10

childbirth (years)







Births outside marriage
8.50
13.50
18.60
20.50
21.40
22.60

(per 100 births)







Birth rates (per '000
13.95
9.92
9.36
9.20
8.90
8.67

inhabitants)







Fertility rates
1.90
1.38
1.31
1.27
1.24
1.22

(children born per







female)








2004






Average age of women at
26.45






childbirth (years)







Births outside marriage
23.61






(per 100 births)







Birth rates (per '000
8.63






inhabitants)







Fertility rates
1.21






(children born per







female)







Source:
National statistical offices, Council of Europe, UN, Euromonitor International

Table 11
Fertility and Birth (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Average age of women at childbirth
5.80
6.22

Births outside marriage
177.76
26.94

Birth rates
-38.14
-7.80

Fertility rates
-36.32
-7.63

Source:
National statistical offices, Council of Europe, UN, Euromonitor International

2.5 Population by Marital Status

In the Minsk district a total of 4,072 marriages were registered in January-June 2005, which was 21.4% higher than the corresponding period of 2004. The number of marriages increased in 2004/2005 in all regions of the country. The number of marriages in cities within the Minsk region increased by 23.5%, while the rate of increase was slower in rural areas, at 18.1%. The number of divorces also increased in 2004/2005, by 10.6% nationwide (cities 12.8%, rural communities 6.1%). The number of marriages and divorces in a society tends to be dependent on trends in living standards and the degree of financial independence of men and women. Fluctuations in living standards in Belarus caused the national divorce rate to increase from 3.41 per 1,000 inhabitants in 1990 to 4.41 in 2000 before falling again to 4.19 in 2002 and rising to 4.54 in 2004. Divorcing Belarusians obtain little support from the state; there is no state service to take care of young families. Nor are there any family psychologists or a developed system of private psychological counselling specializing in family problems. As noted above, cohabitation is on the rise in the country. According to surveys, most males claim they would prefer to cohabit with a partner without being married, while most females prefer the idea of marriage. Many older people view cohabitation as the first phase of marriage.

Table 12
Population by Marital Status: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

Married
5,177
4,998
4,885
4,863
4,837
4,804

Divorced
403
555
667
688
708
726

Widowed
835
863
900
900
899
897

Single & other/unknown
3,773
3,794
3,567
3,539
3,508
3,472

TOTAL
10,189
10,210
10,019
9,990
9,951
9,899

Marriage rates (per
9.70
7.50
7.06
7.23
7.41
7.15

'000 inhabitants)







Divorce rates (per '000
3.41
4.10
4.41
4.33
4.19
4.39

inhabitants)







Average age of women at
22.00
21.60
22.30
22.50
22.70
22.73

first marriage (years)








2004






Married
4,777






Divorced
745






Widowed
895






Single & other/unknown
3,440






TOTAL
9,858






Marriage rates (per
6.90






'000 inhabitants)







Divorce rates (per '000
4.54






inhabitants)







Average age of women at
22.83






first marriage (years)







Source:
National statistical offices, Council of Europe, UN, Euromonitor International

Note:
As at January 1st

Table 13
Population by Marital Status (% Analysis): 1990/1995/2000-2004

% of total population


1990
1995
2000
2001
2002
2003

Married
50.81
48.95
48.75
48.68
48.61
48.53

Divorced
3.96
5.44
6.66
6.89
7.11
7.33

Widowed
8.19
8.45
8.99
9.01
9.03
9.06

Single & other/unknown
37.03
37.16
35.60
35.43
35.25
35.07

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






Married
48.46






Divorced
7.56






Widowed
9.08






Single & other/unknown
34.90






TOTAL
100.00






Source:
National statistical offices, Council of Europe, UN, Euromonitor International

Note:
As at January 1st

Table 14
Population by Marital Status (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Married
-7.73
-2.21

Divorced
84.86
11.69

Widowed
7.19
-0.56

Single & other/unknown
-8.83
-3.56

TOTAL
-3.25
-1.61

Marriage rates
-28.87
-2.27

Divorce rates
33.14
2.95

Average age of women at first marriage
3.77
2.38

Source:
National statistical offices, Council of Europe, UN, Euromonitor International

Note:
As at January 1st

2.6 Population by Educational Attainment

According to UNESCO, the Belarusian population has one of the highest levels of coverage in the CIS (Commonwealth of Independent States) with regard to primary, secondary and higher education. Its adult literacy rate is on a par with much more developed countries, measuring 99.7% in the mid-2000s which was equal with Poland and compared well with 99.6% in Russia and the Ukraine, 99.4% in Kazakhstan, 99.3% in Hungary and 99% in Moldova. Belarus has taken the lead in terms of adult literacy over such countries as Portugal, Spain and Greece. However, the country faces problems as regards, for example, discrepancies in the level of education across the country; the restructuring of education in order to meet the needs of the contemporary economy; and the relating of education to production. There is a developed system of primary, secondary and higher education. In accordance with the law, everybody should be educated to at least secondary level. There are many institutions of higher education in Belarus and more and more school-leavers are applying for university. In addition, around 3,000 foreign students are studying at Belarusian universities.

Table 15
Population by Educational Attainment: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

Primary & no education
3,428
3,183
2,970
2,979
2,989
2,991

Secondary
3,564
3,768
3,999
4,029
4,059
4,080

Higher
846
1,008
1,153
1,156
1,158
1,157

TOTAL
7,838
7,958
8,122
8,164
8,206
8,228


2004






Primary & no education
2,997






Secondary
4,107






Higher
1,158






TOTAL
8,263






Source:
National statistical offices, UN, Euromonitor International

Note:
As at January 1st, excluding population aged 0-14

Table 16
Population by Educational Attainment (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Primary & no education
-12.57
0.91

Secondary
15.24
2.70

Higher
36.88
0.43

TOTAL
5.42
1.74

Source:
National statistical offices, UN, Euromonitor International

Note:
As at January 1st, excluding population aged 0-14

2.7 Population by Nationality

Ethnic Belarusians constitute the predominant nationality in Belarus, accounting for an estimated 82.5% of the total population in 2004. Russians account for 10.1%, Poles for 4% and Ukrainians for 2.4%. Recently there has been increasing immigration from Asian, African, Arab and some European countries, and around 3,000 foreign students study at Belarusian institutes of higher education.

Belarus’ two official languages are Belarusian and Russian, the latter being spoken by most of the population and by 90% of urban Belarusians.

Table 17
Population by Nationality/Ethnicity: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

Belarusian
7,933.5
8,135.2
8,165.0
8,166.5
8,160.1
8,142.0

Russian
1,347.1
1,291.0
1,113.5
1,084.1
1,054.6
1,024.5

Polish
426.1
401.6
394.5
395.1
393.5
391.7

Ukrainian
298.4
267.7
236.7
235.4
234.1
232.6

Jewish
99.8
31.4
27.0
26.5
25.9
25.1

Armenian
5.3
8.0
10.4
10.9
11.4
11.9

Roma
10.7
10.3
9.9
9.8
9.7
9.6

Tartar
12.4
10.9
10.0
9.7
9.5
9.4

Lithuanian
7.5
6.6
6.0
5.8
5.7
5.6

Other
48.4
47.7
46.7
46.5
46.4
46.1

TOTAL
10,189.2
10,210.4
10,019.5
9,990.4
9,950.9
9,898.6


2004






Belarusian
8,132.9






Russian
996.4






Polish
390.6






Ukrainian
231.3






Jewish
24.5






Armenian
12.5






Roma
9.6






Tartar
9.2






Lithuanian
5.5






Other
45.9






TOTAL
9,858.3






Source:
National statistical offices, Euromonitor International

Note:
As at January 1st

Table 18
Population by Nationality/Ethnicity (% Analysis): 1990/1995/2000-2004

% of total population


1990
1995
2000
2001
2002
2003

Belarusian
77.86
79.68
81.49
81.74
82.00
82.25

Russian
13.22
12.64
11.11
10.85
10.60
10.35

Polish
4.18
3.93
3.94
3.96
3.95
3.96

Ukrainian
2.93
2.62
2.36
2.36
2.35
2.35

Jewish
0.98
0.31
0.27
0.27
0.26
0.25

Armenian
0.05
0.08
0.10
0.11
0.11
0.12

Roma
0.10
0.10
0.10
0.10
0.10
0.10

Tartar
0.12
0.11
0.10
0.10
0.10
0.09

Lithuanian
0.07
0.06
0.06
0.06
0.06
0.06

Other
0.47
0.47
0.47
0.47
0.47
0.47

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






Belarusian
82.50






Russian
10.11






Polish
3.96






Ukrainian
2.35






Jewish
0.25






Armenian
0.13






Roma
0.10






Tartar
0.09






Lithuanian
0.06






Other
0.47






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Note:
As at January 1st

Table 19
Population by Nationality/Ethnicity (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Belarusian
2.51
-0.39

Russian
-26.03
-10.52

Polish
-8.33
-0.99

Ukrainian
-22.49
-2.28

Jewish
-75.45
-9.26

Armenian
135.85
20.19

Roma
-10.28
-3.03

Tartar
-25.81
-8.00

Lithuanian
-26.67
-8.33

Other
-5.17
-1.71

TOTAL
-3.25
-1.61

Source:
National statistical offices, Euromonitor International

Note:
As at January 1st

2.8 Population by Religion

Religious awareness has increased in Belarus in recent years, and religion has begun to play an increasingly important role in the social and political life of the country as it seeks stability as a nation. Surveys show that Belarusians expressing a faith accounted for just 10-15% of the population in 1988, rising to 30% in 1990 and estimated at around 45% in the mid-2000s. More women (54.5%) than men (33.3%) express a faith, and older Belarusians are more likely to adhere to a religion than are the younger generation. However, the Protestant faith is proving attractive to younger, well-educated Belarusians. The expansion of religious faiths in Belarus has a pronounced inner border, which divides the country longitudinally into two parts. Levels of religious adherence tend to be significantly higher (70-80% of the population) in the East of the country than in the West, and the East has a much higher proportion of Catholics.

According to unofficial data, by the mid-2000s more than 80% of all those expressing a faith belonged to the Belarusian Orthodox church. A further 15% were Catholic, almost 2% were Protestant, 0.2% were Muslim, 0.2% were Jewish, while about 1% practised other religions. Nationally, Orthodox communities are thought to account for around 45.1% of the population, while Protestant and Catholic communities account for 35.2% and 15.1% respectively, with other religions accounting for just 4.6%. Since 1989 the Orthodox religion has declined in importance (from 51.9% of communities) while Protestantism has increased its following (from 29.2% of communities).

3. Consumer Segmentation

3.1 Infants and Babies

There has been a sharp decline in the number of infants and babies in Belarus since 1990. The under-two age group was estimated at 261,000 in 2005 (compared with 471,000 in 1990) and now constitutes just 2.6% of the population, compared with 4.6% in 1990. Projections indicate that the decline will continue, albeit at a slower pace, until 2015.

The gradual ageing of Belarus’ population has had a negative impact on the market for products for children under two years of age. As the market has become smaller, it is no longer seen as a profitable investment for consumer goods producers. Today there are almost no domestic Belarusian producers of goods for babies and infants. Almost all products for this age group are imported into the country from Russia, the Ukraine and other countries; however, the range of goods on the market is reasonably wide and fairly well available to consumers. Non-food items are generally bought from local markets or at department stores, while most major food stores have a dedicated baby/infant food section.

Table 20
Babies and Infants: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Babies
153
108
92
87
84
81

As % of total population
1.50
1.06
0.92
0.88
0.86
0.85

Infants
318
224
184
174
168
163

As % of total population
3.12
2.19
1.84
1.77
1.74
1.71

Source:
Euromonitor International from national statistical offices, UN

Notes:
Babies (under one year old), Infants (under two years old)

Table 21
Babies and Infants (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Babies
-47.04
-12.07

Infants
-48.82
-11.64

Source:
Euromonitor International from national statistical offices, UN

Notes:
Babies (under one year old), Infants (under two years old)

3.2 Children

The population of children aged between two and nine years old accounted for an estimated 7.5% of Belarus’ total population in 2005—as with babies and infants, this proportion has been in decline since 1990, when children of this age group accounted for 12.7% of the population. As a result, market opportunities are also likely to decrease, although the sector is increasingly profitable. Children’s goods tend to be sold through department stores, although children’s boutiques, which offer modern fashionable children’s clothes and are aimed at wealthy parents, are on the increase. Compared with the market for baby and infant products, the range of goods covered by the children’s market is fairly narrow and confined in the main to clothes and school stationery.

Table 22
Children: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
661
623
461
379
363
350

Female
636
598
438
358
345
332

TOTAL
1,298
1,220
899
736
708
682

As % of total population
12.74
11.95
8.97
7.50
7.33
7.17

Source:
Euromonitor International from national statistical offices, UN

Note:
Children (2-9 years old)

Table 23
Children (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
-47.13
-24.18

Female
-47.85
-24.14

TOTAL
-47.48
-24.16

Source:
Euromonitor International from national statistical offices, UN

Note:
Children (2-9 years old)

3.3 Tweenagers

The number of 10-14-year olds in Belarus continued to increase slowly until 2000, but has undergone a decline in the first half of the 2000s as the shrinking birth rate of the 1990s has begun to make itself felt. The proportion of the total population accounted for by this age group was estimated at just 6.3% in 2005, compared with 8.1% in 2000 and 7.2% in 1990. By 2015 its share is expected to decline to less than 5%. However, purchases of articles for this segment of the population—especially clothing and footwear items—are more numerous than for the younger age group, and the range of distribution channels is wider, including department store outlets and local markets. Domestic producers are well represented in this market at present.

Table 24
Tweenagers: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
374
409
417
318
244
238

Female
362
399
398
302
230
224

TOTAL
736
808
815
620
473
462

As % of total population
7.22
7.92
8.13
6.31
4.90
4.86

Source:
Euromonitor International from national statistical offices, UN

Note:
Tweenagers (10-14 years old)

Table 25
Tweenagers (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
-36.35
-42.88

Female
-38.20
-43.83

TOTAL
-37.26
-43.35

Source:
Euromonitor International from national statistical offices, UN

Note:
Tweenagers (10-14 years old)

3.4 Teenagers

The number of teenagers (aged between 13-19 years) in the population has also decreased since 2000, following a period of increase. The proportion of 13-19-year-olds in the total population rose from 9.9% in 1990 to 11.4% in 2000, before declining to 11.1% in 2005. Teenagers are expected to account for just 7.1% of all Belarusians by 2015. The market for goods aimed at teenagers is varied and profitable. It is expected to show a good performance for some time yet, since purchasing frequency is high in this age group and there are plenty of outlets which specialise in teenage wear, footwear, accessories and other goods aimed at this age group.

Table 26
Teenagers: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
510
528
586
557
424
349

Female
502
519
560
531
401
326

TOTAL
1,013
1,047
1,146
1,088
825
675

As % of total population
9.94
10.25
11.44
11.08
8.54
7.10

Source:
Euromonitor International from national statistical offices, UN

Note:
Teenagers (13-19 years old)

Table 27
Teenagers (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
-31.56
-40.39

Female
-35.17
-41.86

TOTAL
-33.35
-41.11

Source:
Euromonitor International from national statistical offices, UN

Note:
Teenagers (13-19 years old)

3.5 Studying Age

People of studying age (here defined as being between 18 and 22 years old) are active consumers and many goods and services are aimed at their consumption. Numbers of 18-22-year-olds have increased steadily to 2005 (to account for 8.5% of the population compared with 6.7% in 1990) but are set to decline over the next ten years, to an estimated 5.9% of the population by 2015. Many young people in this age group are studying in different types of educational institutions, and many of them do so while already working, so compared with teenagers and younger groups they have a considerable disposable income. Many students also compete for scholarships as a source of additional finance. As a result, and with a low propensity to save being a characteristic of this age group, students spend heavily on goods and services—and there is a large and varied range of goods and services on the market designed to meet their needs. Markets, which are particularly buoyant as a result of student expenditure, include clothing and footwear, office equipment, computers, and mobile phones.

Table 28
Studying Age: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
336
362
382
426
387
288

Female
345
358
365
411
369
271

TOTAL
681
721
747
837
756
558

As % of total population
6.68
7.06
7.46
8.53
7.83
5.88

Source:
Euromonitor International from national statistical offices, UN

Note:
Studying age (18-22 years old)

Table 29
Studying Age (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
-14.41
-24.74

Female
-21.49
-25.76

TOTAL
-17.99
-25.24

Source:
Euromonitor International from national statistical offices, UN

Note:
Studying age (18-22 years old)

3.6 Young Adults

The young adult segment, which comprises all those aged between 15 and 29 years, is numerically one of the larger segments of the population, and consistently accounts for between 20-24% of the population.

Young adults are one of the most solvent groups, and probably the most economically active—in short, it is an attractive market for producers of consumer goods. Over the next ten years this group will decline slightly in numbers, but this will not impact strongly on the value of goods bought by members of this age bracket. People of this age are usually students or working people; they are very likely to be setting up home either alone or in a couple, and buying and/or furnishing their own apartments. This is the age when people are most likely to buy expensive goods such as furniture and cars, while clothing and footwear is still a very important area of expenditure. Young adults usually have a propensity to save.

Table 30
Young Adults: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
1,125
1,060
1,126
1,189
1,151
997

Female
1,121
1,062
1,096
1,147
1,106
949

TOTAL
2,246
2,121
2,223
2,336
2,256
1,946

As % of total population
22.05
20.78
22.18
23.79
23.36
20.47

Source:
Euromonitor International from national statistical offices, UN

Note:
Young adults (15-29 years old)

Table 31
Young Adults (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
-11.39
-11.49

Female
-15.40
-13.46

TOTAL
-13.39
-12.46

Source:
Euromonitor International from national statistical offices, UN

Note:
Young adults (15-29 years old)

3.7 Middle-aged Adults

This segment of the population, which comprises adults between 30 and 59 years of age, is both the most numerous and the most solvent. Its size and importance within the overall population structure is likely to increase further over the next few years.

Middle-aged adults usually have children and, as a result, spend almost everything they earn. In this stage of life people make an effort to buy their own apartment —if they have not previously done so—as well as buying cars and furniture, making home improvements and providing for their children. Many consumer products are aimed at this segment of the population, and it is regarded as a very profitable market.

Table 32
Middle-Aged Adults: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
1,889
1,945
1,926
1,984
2,046
2,116

Female
2,039
2,096
2,068
2,153
2,238
2,299

TOTAL
3,928
4,041
3,994
4,137
4,284
4,415

As % of total population
38.55
39.58
39.87
42.13
44.36
46.44

Source:
Euromonitor International from national statistical offices, UN

Note:
Middle-aged adults (30-59 years old)

Table 33
Middle-Aged Adults (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
12.03
9.85

Female
12.73
11.14

TOTAL
12.39
10.52

Source:
Euromonitor International from national statistical offices, UN

Note:
Middle-aged adults (30-59 years old)

3.8 Baby Boomers

The “baby boomer” generation, which comprises those aged between 40 and 59 years old presently, generally has adult or young adult children. This group on the whole has an increased propensity to save in the mid-2000s, but many individuals spend what they earn on food and clothing, with other kinds of goods remaining inaccessible to them. Baby boomers that earn enough money may extend their spending to home improvement goods, or may prefer to save.

The proportion of total population represented by this age group is forecast to grow to over 30% in 2015, compared with 23% in 1990, as the population ages.

Table 34
Baby Boomers: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
1,095
1,112
1,177
1,308
1,352
1,350

Female
1,246
1,251
1,306
1,459
1,531
1,536

TOTAL
2,341
2,363
2,483
2,767
2,883
2,885

As % of total population
22.97
23.14
24.78
28.18
29.85
30.36

Source:
Euromonitor International from national statistical offices, UN

Note:
Baby boomers (40-59 years old)

Table 35
Baby Boomers (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
23.21
14.63

Female
23.31
17.62

TOTAL
23.26
16.20

Source:
Euromonitor International from national statistical offices, UN

Note:
Baby boomers (40-59 years old)

3.9 Pensioners

Pensioners or those aged more than 60 years, accounted for just over 16% of the Belarusian population in 1990, rising to 19% in 2000. The ageing of the population will see this segment increase in number in the early years of the 21st century.

In Belarus pension benefits are very low and most of the pensioner population spends very little on items other than food and subsistence. Second-hand shops are popular sources of clothing purchases for this section of the population, which out of necessity tends to focus on cheaper products, often from domestic manufacturers. Important markets for pensioners tend to be the basic foodstuffs (dairy and bakery products) as well as healthcare.

Table 36
Pensioners: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Male
564
628
678
638
629
667

Female
1,099
1,167
1,227
1,179
1,139
1,172

TOTAL
1,663
1,796
1,905
1,817
1,768
1,839

As % of total population
16.32
17.59
19.01
18.50
18.31
19.35

Source:
Euromonitor International from national statistical offices, UN

Note:
Pensioners (aged 60+)

Table 37
Pensioners (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Male
18.34
-1.52

Female
6.62
-4.50

TOTAL
10.59
-3.44

Source:
Euromonitor International from national statistical offices, UN

Note:
Pensioners (aged 60+)

3.10 Single-parent Households

Single-parent households have accounted for a declining proportion of all households since 1990, when they represented 10.9% of the total compared with just 6.6% in 2005. Their number is expected to decline further, to below 6%, by 2015.

These households can broadly be characterized as lacking in opportunities for consumer purchasing beyond food and clothing expenditure. There is a low propensity to save among single-parent households and a higher than average propensity to purchase goods second-hand. The second-hand market in Belarus is increasing in popularity and profitability, and second-hand clothing, in particular, tends to consist of quality items imported from other European countries such as the UK and Germany.

Table 38
Single-Parent Households: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Single-parent households
391
355
293
259
249
237

As % of total households
10.90
9.50
7.51
6.55
6.23
5.94

Source:
National statistical offices, Euromonitor International

Table 39
Single-Parent Households (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Single-parent households
-39.36
-18.99

As % of total households
-45.53
-20.90

Source:
National statistical offices, Euromonitor International

3.11 Single Person Households

Single-person households accounted for an estimated 21.9% of all Belarusian households in 2005 compared with 15.7% in 1990. Their numbers are expected to increase slightly over the next ten years, to account for 23% of the total in 2015.

The structure of expenditure in single-person households is roughly the same as in family households, once expenditure on children’s products and services is taken out of the equation. However, the volume of expenditure is entirely dependent on the material status of the householder. Most single-person households in Belarus consist of single pensioners, and so tend to have a very low income, which is almost entirely spent on low-cost food and clothing items.

Table 40
Single Person Households: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Single-person households
563
694
803
867
900
919

As % of total households
15.70
18.60
20.60
21.91
22.57
23.01

Source:
National statistical offices, Euromonitor International

Table 41
Single Person Households (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Single-person households
63.20
14.41

As % of total households
46.59
11.71

Source:
National statistical offices, Euromonitor International

3.12 Empty Nesters

Couples without children consistently account for around a quarter of all Belarusian households. Low incomes cause many families to delay having children, or to forgo children altogether. This type of household accounted for an estimated 24% of all households in 1990, rising only slightly to 25.9% in 2005.

The expenditure structure of these households tends to be similar to family households, once child-orientated expenditure is taken out. However, empty nesters are more likely to save money on a regular basis.

Table 42
Empty Nesters: 1995-2015

'000


1995
2000
2005
2010
2015

Empty nesters
895
990
1,023
1,068
1,090

As % of total households
23.97
25.40
25.85
26.78
27.31

Source:
National statistical offices, Euromonitor International

Note:
Couples with no children

Table 43
Empty Nesters (Growth): 1995-2015/2000-2015

% change


1995-2015
2000-2015

Empty nesters
21.83
10.11

As % of total households
13.93
7.52

Source:
National statistical offices, Euromonitor International

Note:
Couples with no children

3.13 Families

Families (here defined as couples with children) accounted for 38.6% of Belarusian households in 1990; however, by 2005 their share had fallen to 28.1%.

Family households tend to save very little, spending almost all of their income each month. The main focus of this expenditure is food items, clothing, home improvement items and children’s education, rather than larger consumer durables, such as furniture or automotives. By 2015 the number of families is set to fall further, accounting for just 24% of all households, as the child population continues to decline, which will have a long-term impact upon markets for goods and services aimed at children and make these markets less attractive to domestic producers.

Table 44
Families: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Families
1,383
1,302
1,184
1,111
1,053
960

As % of total households
38.56
34.88
30.36
28.05
26.41
24.04

Source:
National statistical offices, Euromonitor International

Note:
Couples with children

Table 45
Families (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Families
-30.58
-18.91

As % of total households
-37.65
-20.82

Source:
National statistical offices, Euromonitor International

Note:
Couples with children

4. Regional Development

4.1 Population Density

Belarus is a relatively densely populated country compared with its Eastern European neighbors. The country had 47.3 inhabitants per sq km in 2005, compared with 49.1 in 1990. The most densely populated region is Grodno, in the northwest, which has approximately 47.5 persons per sq km. The least densely populated region is Vitebsk, adjacent to Grodno, which has less than 34 persons per sq km. Among cities, Minsk (the capital) is the most densely populated with 6,665 persons per sq km, followed by Brest (5,698 persons per sq km). Mogilev, is the least densely populated city in the country, with 3,601 persons per sq km.

A high rate of migration from rural settlements to cities leads to constant fluctuations in the density map. The disaster at Chernobyl nuclear power station in the Ukraine in April 1986 brought about the contamination of 23% of Belarus’ territory (largely in the regions of Gomel and Mogilev) and rendered it useless for arable farming. This exacerbated a rural exodus, which had already begun. As a result, those rural districts which border on the large cities—or on highways leading to them—are much more densely populated than the more outlying districts.

Table 46
Population Density: 1990-2015

persons per sq km


1990
1995
2000
2005
2010
2015

Population density
49.11
49.21
48.29
47.33
46.55
45.81

Source:
National statistical offices, UN, Euromonitor International

Table 47
Population Density (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Population density
-6.71
-5.13

Source:
National statistical offices, UN, Euromonitor International

4.2 Population by Urban/rural Location

Belarus’ urban population has steadily increased in recent years in both absolute and relative terms. In 1990 the urban population accounted for 6.8 million persons (66.3% of the population) compared with an estimated 7.2 million persons in 2005 (73.7%, representing an absolute increase of 10.7%).

There are 104 cities in Belarus, including 15 cities with more than 100,000 inhabitants and nine cities with 50,000–100,000 inhabitants.

The rural population is in constant and severe decline, with just 2.6 million Belarusians living in rural settlements in 2005 compared with 3.4 million in 1990. In 2005 rural dwellers represented just 26.3% of the country’s population. The most widespread type of rural settlement is the village. In the south, villages tend to be bigger (many having more than 600 inhabitants) and widely dispersed, located on the hills and watersheds. In the central districts of the republic, villages are smaller and located along the major rivers. In the north, villages are small, frequently with only 100-200 inhabitants. As a result of industrialization and urbanization, the number of villages is decreasing year on year.

Life in the cities of Belarus can differ markedly from life in a village. The rural population is much less well supplied with social amenities. Education levels tend to be lower, information technologies are not so well developed, and medical care is poor. Employment is scarce and wages are low. The rural population is ageing rapidly as young Belarusians move to the cities in search of work. However, mortality in rural areas tends to be lower, probably because of lifestyle factors—less workplace stress, a more active lifestyle and a healthier, fresher diet.

In recent years the Belarusian government has instituted a programme aimed at developing the rural sector and attracting people back from the cities. Rural dwellings are offered under concessionary terms. New-build properties are springing up in several areas with much more modern utility provision than older buildings, including the supply of gas, hot water and central heating.

Table 48
Population by Urban/Rural Location: 1990-2015

'000


1990
1995
2000
2005
2010
2015

Urban
6,755
7,025
7,134
7,238
7,321
7,367

Rural
3,434
3,186
2,886
2,582
2,336
2,139

TOTAL
10,189
10,210
10,019
9,820
9,658
9,506

Source:
National statistical offices, UN, Euromonitor International

Table 49
Population by Urban/Rural Location (% Analysis): 1990-2015

% of total population


1990
1995
2000
2005
2010
2015

Urban
66.3
68.8
71.2
73.7
75.8
77.5

Rural
33.7
31.2
28.8
26.3
24.2
22.5

TOTAL
100.0
100.0
100.0
100.0
100.0
100.0

Source:
National statistical offices, UN, Euromonitor International

Table 50
Population by Urban/Rural Location (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Urban
9.05
3.26

Rural
-37.71
-25.88

TOTAL
-6.71
-5.13

Source:
National statistical offices, UN, Euromonitor International

4.3 Population of Foreign Citizens

There are no official data about the number of foreign citizens living in Belarusian territory. It is thought that the total number of foreign citizens in Belarus has hitherto not exceeded 0.8% of the Republic’s total population, but it can be assumed that the numbers are slowly increasing from this low base.

Main immigrants to Belarus are natives of Asian and Arab countries, as well as citizens of Turkmenistan, Tajikistan, and the Commonwealth of Independent States. It is thought that many people come to Belarus with a view to eventually immigrating (legally or illegally) into European countries.

4.4 Migration Rates

Immigration to Belarus has its own distinct character. It is linked to the country’s geopolitical location, its history, its specific socio-economic development under conditions of transitional economics, and its internal political stability.

At the present time foreign migration is a source of population replenishment in Belarus. Since the early 1990s the countries of the CIS have provided the largest body of immigrants, with a peak number of 1,177,000 arriving from the countries of the former USSR in 1992. By 2003, immigration from the same sources accounted for only 166,000 persons. In that year, there were approximately equal numbers of male and female immigrants, and approximately 22.3% of immigrants were educated to higher education standard.

There is a high level of undocumented migration. Illegal migrants make use of tourism, as well as of official or private business, in order to infringe rules and enter Belarus. Most illegal migrants regard Belarus as a transit state, with their main goal being to immigrate to European countries. The tightening-up of immigration policy in European countries has led to a concentration of illegal immigrants in the territory of Belarus.

A negative net migration rate of –0.3% in 1990 had become, by 2000, a positive rate amounting to 0.12% of the population and had settled to an annual rate of between 0.06–0.07% by 2002–2004.

Table 51
Migration Rate: 1990/1995/2000-2004

% of population


1990
1995
2000
2001
2002
2003

Net migration rate
-0.31
-0.00
0.12
0.09
0.06
0.07


2004






Net migration rate
0.07






Source:
OECD, Council of Europe, Euromonitor International

Note:
The number of immigrants less the number of emigrants

Table 52
Migration Rate (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Net migration rate
-121.76
-43.95

Source:
OECD, Council of Europe, Euromonitor International

Note:
The number of immigrants less the number of emigrants

4.5 Population of Major Cities

The population of Belarus has been actively urbanizing ever since the Chernobyl disaster of 1986. Every year more and more people leave the villages and small towns and move to much larger cities. The regional cities are growing at a very fast rate—the southern city of Brest, for example, saw a 17.6% growth in its population between 1990 and 2003. Industrial cities such as Svetlogorsk, Soligorsk, Mosir and Polock have also seen a population boom. As a rule, urbanization occurs because of the rural population’s desire to find higher-paid work and to enjoy a better standard of living. Younger people come to cities in order to study at institutes of higher education, secondary schools and colleges and on finishing their studies, strive to find work in the cities.

Minsk, the capital city, continues to attract by far the highest number of rural in-migrants annually. Wages in Minsk tend to be much higher than in the rest of the country and in the regional cities. Infrastructure is more developed and jobs are more plentiful, across the skilled and unskilled sectors. Most foreign immigrants settle in Minsk and it has a more diverse population than other Belarusian cities.

Table 53
Population of Major Cities: 1990/1995/2000-2003

'000


1990
1995
2000
2001
2002
2003

Minsk
1,621
1,695
1,725
1,733
1,739
1,746

Gomel
509
514
514
515
515
516

Mogilev
358
366
372
373
374
375

Vitebsk
356
365
366
366
366
366

Grodno
274
300
308
309
311
312

Brest
260
292
300
302
304
306

Bobrujsk
222
227
228
228
229
229

Baranovichi
160
172
172
173
173
173

Borisov
144
154
151
151
150
150

Orsha
135
139
138
137
137
136

% urban households
59.80
61.90
68.80
71.46
72.42
73.38

Source:
National statistical offices, Euromonitor International

Table 54
Population of Major Cities (Growth): 1990-2003/2000-2003

% change


1990-2003
2000-2003

Brest
17.58
1.90

Grodno
14.01
1.43

Minsk
7.69
1.19

Mogilev
4.83
0.89

Bobrujsk
3.06
0.35

Baranovichi
8.00
0.47

Gomel
1.36
0.37

Vitebsk
2.89
0.08

Orsha
1.04
-1.16

Borisov
4.10
-0.73

Source:
National statistical offices, Euromonitor International

5. Home Ownership

5.1 Housing Stock

The housing stock of the republic of Belarus is basically characterised by two types of buildings: detached individual houses and multi-storey blocks of flats. In the census four types of dwellings were distinguished: detached house, part of detached house, separate flat, and shared flat. Approximately 64% of all housing stock is in cities, and 36% in rural communities.

Total housing stock in 2005 was estimated at over 230,000 sq m, of which 20.2% is state-owned and 79.8% privately owned. In cities state-owned housing stock accounts for an estimated 26.4% of the total, but in rural areas this figure is only 9.2%. The privatization of housing stock in the post-USSR period has been particularly marked in the cities, where private housing accounted for just 10% of dwellings.

Prices of housing stock per square metre (sq m) are rather high in Belarus, especially in Minsk, where apartment prices have almost reached European levels. In 2005 property was fetching US$800-1,200 per sq m in Minsk, US$330-360 in Grodno and around US$260 in Baranovishi. Modern building technologies are increasingly employed in new builds since break-up of the Soviet Union and the ending of cheap energy supplies to Belarus, which necessitated energy-saving measures, using modern materials, being implemented across the building industry.

There is a new trend towards building small numbers of luxury apartments (in buildings generally consisting of ten or more nine stories) in Minsk and equally luxurious one-or-two-storied houses, suitable for individual families on the outskirts of the city. These are high quality buildings and expensive, partly because of land costs in the suburbs. Most inhabitants of cities live in more economical apartment blocks of up to nine stories in height.

According to the 1999 census, 5.3% of the population lived in buildings constructed before 1945. Buildings constructed between 1945–1960 and 1961–1980 housed 15.7% and 39.4% of the population respectively, while 26.6% of Belarusians lived in dwellings that were built between 1981–1990 and 12.9% in buildings built between 1991 and 1999.

Table 55
Total Housing Stock 1990/1995/2000-2003


1990
1995
2000
2001
2002
2003

Urban







Housing stock (million
106.4
130.6
135.0
137.4
138.8
141.1

    sq m)







State housing stock
72.9
56.3
37.2
36.3
35.2
34.0

    (million sq m)







State housing stock (%
68.5
45.6
27.5
26.4
25.3
24.1

    of total)







Average per inhabitant
15.6
17.8
19.2
19.5
19.7
20.0

    (sq m)







Rural







Housing stock (million
76.0
76.9
77.1
77.6
77.8
78.1

    sq m)







State housing stock
11.9
8.1
6.8
7.1
7.2
7.3

    (million sq m)







State housing stock (%
15.7
10.5
8.9
9.2
9.3
9.3

    of total)







Average per inhabitant
22.5
23.7
25.9
26.6
27.2
27.8

    (sq m)







TOTAL







Housing stock (million
182.4
200.5
212.1
215.0
216.6
219.2

    sq m)







State housing stock
84.8
64.4
44.0
43.4
42.4
41.3

    (million sq m)







State housing stock (%
46.5
22.7
20.8
20.2
19.6
18.8

    of total)







Average per inhabitant
17.9
20.8
21.2
21.6
21.9
22.3

    (sq m)







Source:
National statistical offices, Euromonitor International

Table 56
New Dwellings Completed: 1990-2015

'000 units


1990
1995
2000
2005
2010
2015

New dwellings completed
86.10
27.30
43.90
40.68
43.21
42.65

Source:
National statistical offices, Euromonitor International

Table 57
New Dwellings Completed (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

New dwellings completed
-50.46
-2.84

Source:
National statistical offices, Euromonitor International

5.2 Number of Households by Tenure

The rate of home ownership has increased from 42.3% of households in 1990 to 63.2% in 2004. The Belarusian government has developed a number of different programmes to offer assistance to first-time buyers and occupiers of homes in serious need of improvement.

There is no developed mortgage system in Belarus, but there is a system of guaranteed credit under which two guarantors are needed for home loans. The government has introduced a new system of 20-year credits, which will enable a young family to buy an apartment without guarantors. However, the take-up rate has been slow because of low wages and a lack of confidence in the long-term job market.

Housing conditions have improved noticeably in the last decade or so. The number of people living in shared flats and parts of detached individual houses declined from 8.5% of the population in 1989 to 6.4% in 1999. Over the same period, the number of persons living in hostels declined by 15%.

Table 58
Number of Households by Tenure: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

Home owner
1,517
2,128
2,404
2,431
2,457
2,472

Rented
1,668
1,199
1,088
1,074
1,057
1,043

Other
402
407
407
405
417
425

TOTAL
3,586
3,734
3,899
3,909
3,931
3,940


2004






Home owner
2,498






Rented
1,035






Other
418






TOTAL
3,951






Source:
National statistical offices, Euromonitor International

Table 59
Number of Households by Tenure (% Analysis): 1990/1995/2000-2004

% of total households


1990
1995
2000
2001
2002
2003

Home owner
42.30
57.00
61.66
62.18
62.51
62.73

Rented
46.50
32.10
27.90
27.47
26.88
26.47

Other
11.20
10.90
10.44
10.35
10.62
10.80

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






Home owner
63.23






Rented
26.20






Other
10.58






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Table 60
Number of Households by Tenure (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Home owner
64.67
3.91

Rented
-37.95
-4.87

Other
3.98
2.70

TOTAL
10.18
1.33

Source:
National statistical offices, Euromonitor International

5.3 Number of Households by Type of Dwelling

In 2000 it was estimated that some 64.2% of Belarusians lived in apartments, with a further 32.1% residing in houses.  The 1999 census gave information about the construction of dwelling stock then existing in the country. According to census returns, more than half (52.8%) of properties built before 1945 were constructed of wood, while in the period from 1945–1980 bricks and concrete became the most popular construction materials. One-quarter of the population lived in wood-built housing in 1999, while 37.5% lived in concrete-walled dwellings and 34.3% in brick-built housing.

Table 61
Number of Households by Type of Dwelling: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

House
1,277
1,370
1,252
1,252
1,257
1,257

Apartment
2,142
2,218
2,503
2,513
2,530
2,539

Other
168
146
144
144
144
144

TOTAL
3,586
3,734
3,899
3,909
3,931
3,940


2004






House
1,258






Apartment
2,549






Other
144






TOTAL
3,951






Source:
National statistical offices, Euromonitor International

Table 62
Number of Households by Type of Dwelling (% Analysis): 1990/1995/2000-2004

% of total households


1990
1995
2000
2001
2002
2003

House
35.60
36.70
32.10
32.04
31.97
31.91

Apartment
59.72
59.40
64.20
64.28
64.36
64.43

Other
4.68
3.90
3.70
3.69
3.67
3.66

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






House
31.84






Apartment
64.51






Other
3.65






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Table 63
Number of Households by Type of Dwelling (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

House
-1.48
0.49

Apartment
18.99
1.83

Other
-14.27
0.01

TOTAL
10.18
1.33

Source:
National statistical offices, Euromonitor International

6. Household Profiles

6.1 Households by Number of Persons

Large families, once the norm, are becoming increasingly uncommon in Belarus. Economic uncertainty has caused couples to limit their families to one child (if indeed they choose to have any). Families with two or three people tend to predominate, as the demographic crisis—caused by the twin trends of high mortality and low birth rates—begins to bite. In addition, newly married couples often spend some time living with one set of parents due to the high cost of buying property.

By 2004 some 21.5% of households consisted of just one person, compared with 15.7% in 1990. Four-person households had declined in importance from 26.7% of all households in 1990 to just 16.4%, while larger households (with five or more members) accounted for just 7% of the total in 2004 compared with 13.1% in 1990.

Table 64
Households by Number of Persons: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

1 person
563
694
803
813
830
844

2 persons
821
922
1,076
1,090
1,103
1,105

3 persons
775
814
975
1,012
1,033
1,049

4 persons
958
907
749
703
677
659

5+ persons
470
396
296
291
288
283

TOTAL
3,586
3,734
3,899
3,909
3,931
3,940


2004






1 person
851






2 persons
1,110






3 persons
1,067






4 persons
648






5+ persons
276






TOTAL
3,951






Source:
National statistical offices, Euromonitor International

Table 65
Households by Number of Persons (% Analysis): 1990/1995/2000-2004

% of total households


1990
1995
2000
2001
2002
2003

1 person
15.70
18.60
20.60
20.81
21.11
21.41

2 persons
22.90
24.70
27.60
27.87
28.07
28.05

3 persons
21.60
21.80
25.00
25.88
26.27
26.63

4 persons
26.70
24.30
19.20
17.99
17.22
16.73

5+ persons
13.10
10.60
7.60
7.45
7.33
7.18

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






1 person
21.54






2 persons
28.08






3 persons
27.00






4 persons
16.40






5+ persons
6.98






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Table 66
Households by Number of Persons (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

1 person
51.16
5.98

2 persons
35.15
3.12

3 persons
37.63
9.40

4 persons
-32.36
-13.49

5+ persons
-41.34
-6.86

TOTAL
10.18
1.33

Source:
National statistical offices, Euromonitor International

6.2 Households by Number of Rooms

Most of Belarus’ current dwelling stock was built during the Soviet era. During that time the government concentrated on building flats with only one or two rooms, for reasons of economy. Even in 2004 almost 90% of households still had less than four rooms. While families might aspire to more living space than this, high property prices—as well as expensive utility provision—mean that larger apartments are out of the reach of most households, since labour costs remain low.

Table 67
Households by Number of Rooms: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

1 room
820
754
741
737
734
733

2 rooms
1,588
1,482
1,536
1,541
1,549
1,547

3 rooms
835
1,116
1,216
1,214
1,222
1,234

4 rooms
294
311
322
327
334
341

5+ rooms
50
70
83
91
93
85

TOTAL
3,586
3,734
3,899
3,909
3,931
3,940


2004






1 room
730






2 rooms
1,550






3 rooms
1,251






4 rooms
343






5+ rooms
77






TOTAL
3,951






Source:
National statistical offices, Euromonitor International

Table 68
Households by Number of Rooms: 1990/1995/2000-2004

% of total households


1990
1995
2000
2001
2002
2003

1 room
22.86
20.20
19.00
18.86
18.66
18.60

2 rooms
44.28
39.70
39.40
39.43
39.40
39.27

3 rooms
23.27
29.90
31.20
31.04
31.09
31.32

4 rooms
8.20
8.32
8.26
8.36
8.50
8.64

5+ rooms
1.39
1.88
2.14
2.32
2.35
2.16

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






1 room
18.47






2 rooms
39.22






3 rooms
31.66






4 rooms
8.69






5+ rooms
1.96






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Table 69
Households by Number of Rooms (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

1 room
-11.01
-1.52

2 rooms
-2.41
0.89

3 rooms
49.82
2.88

4 rooms
16.72
6.57

5+ rooms
54.73
-6.79

TOTAL
10.18
1.33

Source:
National statistical offices, Euromonitor International

6.3 Households by Sex and Age of Head of Household

An estimated 66% of Belarusian households were headed by a man in 2004, although the number of female-headed households is increasing gradually each year as women take up economic activity. This process is most likely in urban communities, however; in rural areas some 80% of households are headed by men.

Because of the unstable economic situation in the country, young people are tending to marry later or not at all, with the result that the average age of the head of household is slowly rising.  Households whose head was under 40 years old accounted for 36.2% of the total in 1990, but for only 29.3% by 2004, while the proportion of households headed by an elderly person (over 65 years of age) rose over the same period from 15.2% to 20.9%..

Table 70
Households by Sex and Age of Head of Household: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

Male
2,400
2,483
2,589
2,590
2,598
2,598

Female
1,186
1,250
1,310
1,319
1,333
1,342

< 29 yrs
429
396
354
356
358
358

30-39 yrs
869
843
829
821
817
809

40-49 yrs
856
843
814
809
807
802

50-59 yrs
636
730
834
827
823
817

60-64 yrs
252
297
326
334
342
350

65+ yrs
545
625
741
761
784
804

TOTAL
3,586
3,734
3,899
3,909
3,931
3,940


2004






Male
2,599






Female
1,352






< 29 yrs
357






30-39 yrs
802






40-49 yrs
797






50-59 yrs
810






60-64 yrs
358






65+ yrs
826






TOTAL
3,951






Source:
National statistical offices, Euromonitor International

Table 71
Households by Sex and Age of Head of Household (% Analysis): 1990/1995/2000-2004

% of total households


1990
1995
2000
2001
2002
2003

Male
66.93
66.51
66.41
66.25
66.09
65.93

Female
33.07
33.49
33.59
33.75
33.91
34.07

< 29 yrs
11.96
10.62
9.09
9.11
9.11
9.08

30-39 yrs
24.24
22.58
21.25
21.01
20.77
20.53

40-49 yrs
23.86
22.57
20.88
20.71
20.53
20.35

50-59 yrs
17.73
19.55
21.39
21.17
20.95
20.73

60-64 yrs
7.01
7.96
8.37
8.54
8.71
8.89

65+ yrs
15.20
16.73
19.01
19.47
19.94
20.41

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






Male
65.78






Female
34.22






< 29 yrs
9.04






30-39 yrs
20.30






40-49 yrs
20.18






50-59 yrs
20.51






60-64 yrs
9.06






65+ yrs
20.90






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Table 72
Households by Sex and Age of Head of Household (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Male
8.28
0.38

Female
14.01
3.22

< 29 yrs
-16.75
0.89

30-39 yrs
-7.71
-3.26

40-49 yrs
-6.85
-2.04

50-59 yrs
27.43
-2.82

60-64 yrs
42.09
9.84

65+ yrs
51.54
11.45

TOTAL
10.18
1.33

Source:
National statistical offices, Euromonitor International

6.4 Households by Education of Head of Household

The number of households where the head of the household has only primary or no education continues to fall steadily as education levels rise; their number declined by 16% between 1990 and 2004. Still, almost one-quarter of all households fell into this category in the latter year. Education levels tend to be lower in rural communities, where most of the population still resides. People with secondary education headed the great majority (57.9%) of households. Higher-level graduates account for 18.7% of the population, a proportion, which continues to rise steadily.

Table 73
Households by Education of Head of Household: 1990/1995/2000-2004

'000


1990
1995
2000
2001
2002
2003

Primary & no education
1,102
1,037
949
942
938
931

Secondary
1,902
2,047
2,231
2,244
2,263
2,276

Higher
582
650
719
723
730
734

TOTAL
3,586
3,734
3,899
3,909
3,931
3,940


2004






Primary & no education
924






Secondary
2,289






Higher
738






TOTAL
3,951






Source:
National statistical offices, Euromonitor International

Table 74
Households by Education of Head of Household (% Analysis): 1990/1995/2000-2004

% of total households


1990
1995
2000
2001
2002
2003

Primary & no education
30.73
27.77
24.35
24.10
23.86
23.62

Secondary
53.03
54.81
57.22
57.40
57.58
57.76

Higher
16.24
17.42
18.43
18.50
18.56
18.62

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00


2004






Primary & no education
23.39






Secondary
57.94






Higher
18.68






TOTAL
100.00






Source:
National statistical offices, Euromonitor International

Table 75
Households by Education of Head of Household (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Primary & no education
-16.16
-2.64

Secondary
20.35
2.60

Higher
26.80
2.64

TOTAL
10.18
1.33

Source:
National statistical offices, Euromonitor International

6.5 Ownership of Household Durables

Refrigerators and telephones, two of the more essential consumer durable categories, are the most widely found in Belarusian homes, with over 95% penetration. Domestic producers of refrigerators include Minsk-based Atlant. The importance of TV production (and export) to the economy is also reflected in high levels of ownership of colour TVs (which increased from 61 per 100 households in 1990 to an estimated 82 per 100 households in 2005. CD players are expensive and still rare in the country, with cassette/radio players predominating.

Urban households are more likely than rural households to possess luxury items such as sewing machines, washing machines, dishwashers and so on. However, mobile telephone ownership is currently soaring and is estimated to reach 41 per 100 households by 2015.

Table 76
Ownership of Household Durables by Type: 1990-2015

per 100 households


1990
1995
2000
2005
2010
2015

Air conditioner
0.09
0.53
1.15
1.38
1.71
1.93

Bicycle
57.82
53.18
29.54
29.90
30.95
32.09

Black and white TV set
56.77
37.89
26.78
17.74
10.56
4.63

Camera
49.08
49.10
22.08
25.55
29.08
32.55

Cassette/radio player
46.94
48.65
50.35
52.11
53.79
55.52

CD player
0.39
1.57
4.95
6.38
5.91
5.53

Colour TV set
61.20
65.81
78.22
82.03
82.53
87.17

Dishwasher
0.20
0.51
1.42
2.77
4.17
5.56

Freezer

2.06
6.52
9.52
12.47
15.43

Hi-fi stereo
15.00
15.06
15.38
18.16
20.81
23.48

Microwave oven

0.29
2.38
4.62
6.74
8.96

Mobile telephone

0.19
5.58
17.81
29.60
41.37

Motorcycle
19.09
16.10
4.55
4.29
4.32
4.45

Passenger car
18.06
29.08
21.05
19.09
20.05
21.05

Personal computer

0.08
1.74
3.42
5.19
6.95

Piano
5.08
4.05
3.07
2.87
2.82
2.74

Refrigerator
85.07
74.08
98.46
99.32
99.25
99.33

Sewing machine
58.06
26.05
49.87
46.89
44.11
41.31

Shower
69.07
70.63
71.10
72.08
73.13
74.14

Telephone
33.59
49.90
73.94
89.95
93.24
95.85

Tumble drier
1.09
1.19
1.35
1.45
1.58
1.66

Vacuum cleaner
47.05
48.04
56.09
57.92
59.98
62.00

Video camera
0.07
0.09
0.30
0.58
0.66
0.62

Video game console

1.73
3.50
4.86
5.50
6.17

Videotape recorder
5.04
12.09
18.38
26.09
24.23
22.20

Washing machine
9.95
12.22
14.01
15.89
17.72
19.60

Source:
National statistical offices, Euromonitor International

Table 77
Ownership of Household Durables by Type (Growth): 1990-2015/2000-2015

% change


1990-2015
2000-2015

Air conditioner
2,002.62
66.85

Bicycle
-44.50
8.63

Black and white TV set
-91.84
-82.70

Camera
-33.67
47.44

Cassette/radio player
18.28
10.28

CD player
1,331.38
11.87

Colour TV set
42.44
11.45

Dishwasher
2,638.38
290.71

Freezer

136.56

Hi-fi stereo
56.53
52.65

Microwave oven

276.74

Mobile telephone

642.04

Motorcycle
-76.72
-2.34

Passenger car
16.56
0.02

Personal computer

299.95

Piano
-45.98
-10.60

Refrigerator
16.76
0.88

Sewing machine
-28.85
-17.17

Shower
7.34
4.28

Telephone
185.37
29.63

Tumble drier
51.40
22.35

Vacuum cleaner
31.77
10.53

Video camera
806.33
110.27

Video game console

76.21

Videotape recorder
340.18
20.83

Washing machine
97.03
39.90

Source:
National statistical offices, Euromonitor International

6.6 Pet Population

There is no official data about the pet population in Belarus. Animals have always been popular in rural households, with cats and dogs predominating. In urban areas the number of pets is on the increase: in cities cats and small pets such as hamsters, parrots, fish and so on are the dominant species of domestic pet, due to lack of available space in the average dwelling. Strays are a growing problem across the country.

7. Labour

7.1 Employed Male Population by Age

In 2004 the economically active population in Belarus totalled 4,428,200 persons (of which males accounted for 2,066,900—46.7%, and females 2,361,300—53.3%). Of this total, just 1.9% was reported as unemployed at the end of the year, compared with 3.1% in 2003.  Official unemployment levels have always been low in the country compared with expectations, and the public sector continues to account for a higher than average proportion of total employment, compared with other transition economies.

In recent years there has been a displacement of labour towards the service sector from the agricultural and industrial sectors. According to the Ministry of Statistics and Analysis, between 1990 and 2004 the proportion of total employment accounted for by agriculture declined from 19.1% to 10.7%, while the share of the industrial sector fell from 30.9% to 26.8%. Construction employment took a 7.7% share of the total in 2004, compared with 11.1% in 1990. Services employment has shown differentiated rates of increase according to sector. Trade and catering employment rose from 7.4% to 13.3% over the 1990–2004 period, while transport and communications rose from 7.1% to 7.6%. Employment in the health care, physical culture and social security sector increased from 5.2% of the total in 1990 to 7.6% in 2004, while education employment rose from 8.4% to 10.7%.

The number of males employed in the country has fallen consistently since 1995. In that year over 55% of the total male population was employed; this proportion had fallen to 40% by 2003, with a 20% fall in male employment being demonstrated across every age group between 2000 and 2003.

Table 78
Employed Male Population by Age Group: 1995/2000-2003

'000


1995
2000
2001
2002
2003

15-19 yrs
93.4
83.9
74.2
69.5
66.2

25-29 yrs
591.2
563.3
490.7
455.8
437.7

35-39 yrs
811.5
676.9
596.6
559.3
540.9

45-49 yrs
612.6
629.3
552.3
513.4
497.1

55-59 yrs
421.6
342.8
300.3
279.6
270.6

60-64 yrs
86.9
59.4
51.1
47.6
46.3

65+ yrs
29.6
22.3
19.3
18.0
17.5

TOTAL
2,646.8
2,377.9
2,084.5
1,943.2
1,876.3

As % of total male
55.38
50.56
44.47
41.64
40.46

population






Source:
ILO, Euromonitor International

Table 79
Employed Male Population by Age Group (% Analysis): 1995/2000-2003

% of employed male population


1995
2000
2001
2002
2003

15-19 yrs
3.53
3.53
3.56
3.58
3.53

25-29 yrs
22.34
23.69
23.54
23.46
23.33

35-39 yrs
30.66
28.47
28.62
28.78
28.83

45-49 yrs
23.14
26.47
26.50
26.42
26.49

55-59 yrs
15.93
14.41
14.40
14.39
14.42

60-64 yrs
3.28
2.50
2.45
2.45
2.47

65+ yrs
1.12
0.94
0.93
0.93
0.93

TOTAL
100.00
100.00
100.00
100.00
100.00

Source:
ILO, Euromonitor International

Table 80
Employed Male Population by Age Group (Growth): 1995-2003/2000-2003

% change


1995-2003
2000-2003

15-19 yrs
-29.12
-21.08

25-29 yrs
-25.96
-22.30

35-39 yrs
-33.35
-20.10

45-49 yrs
-18.85
-21.01

55-59 yrs
-35.82
-21.05

60-64 yrs
-46.72
-22.03

65+ yrs
-40.88
-21.45

TOTAL
-29.11
-21.10

Source:
ILO, Euromonitor International

7.2 Employed Female Population by Age

As more and more women seek gainful employment outside the home, the demand for labour has been constantly reduced in recent years. The sectoral occupational pattern of female employment is changing because of cutbacks in female employment in the sphere of material production and a corresponding large increase in female employment in the non-productive sectors.

The age structure of the working female population remained broadly constant in the 1995-2003 period, and over that eight-year period the total number of working women decreased across all age brackets except the 40-49 year group, which increased by 10%. However, looking at the period from 2000 to 2003 gives a different picture, with employment of women in almost all age groups showing a healthy increase, compared with the declines of over 20% seen across the board in male employment over the same period.

Table 81
Employed Female Population by Age Group: 1995/2000-2003

'000


1995
2000
2001
2002
2003

15-19 yrs
62.6
55.2
57.1
59.0
60.6

25-29 yrs
577.3
512.4
523.6
530.1
544.5

35-39 yrs
794.5
690.7
703.8
703.8
689.7

45-49 yrs
660.8
699.6
709.3
715.5
727.8

55-59 yrs
326.5
284.0
287.7
290.0
294.2

60-64 yrs
40.9
33.4
33.9
34.5
35.2

65+ yrs
19.5
13.9
14.1
14.3
14.5

TOTAL
2,482.1
2,289.2
2,329.4
2,347.2
2,366.5

As % of total female
45.70
43.06
43.93
44.42
44.98

population






Source:
ILO, Euromonitor International

Table 82
Employed Female Population by Age Group (% Analysis): 1995/2000-2003

% of employed female population


1995
2000
2001
2002
2003

15-19 yrs
2.52
2.41
2.45
2.51
2.56

25-29 yrs
23.26
22.38
22.48
22.58
23.01

35-39 yrs
32.01
30.17
30.21
29.98
29.14

45-49 yrs
26.62
30.56
30.45
30.48
30.75

55-59 yrs
13.15
12.41
12.35
12.36
12.43

60-64 yrs
1.65
1.46
1.46
1.47
1.49

65+ yrs
0.79
0.61
0.60
0.61
0.61

TOTAL
100.00
100.00
100.00
100.00
100.00

Source:
ILO, Euromonitor International

Table 83
Employed Female Population by Age Group (Growth): 1995-2003/2000-2003

% change


1995-2003
2000-2003

15-19 yrs
-3.19
9.84

25-29 yrs
-5.68
6.26

35-39 yrs
-13.19
-0.14

45-49 yrs
10.14
4.03

55-59 yrs
-9.89
3.59

60-64 yrs
-13.94
5.48

65+ yrs
-25.64
4.55

TOTAL
-4.66
3.38

Source:
ILO, Euromonitor International

7.3 Unemployed Male Population by Age

There is a high rate of unemployment among young people in Belarus. In contrast to the majority of transition economies, where the level of unemployment is highest among the middle-aged, in Belarus young people (30 years old and younger) constitute almost half the total number of unemployed people. Men made up 30.7% of total unemployment and women 69.3% in 2004, according to official data. This leads to the supposition by some observers that men (in contrast to women) think that it is not expedient to register themselves as unemployed. Men’s unemployment tends also to be shorter in duration than women’s, averageing 6.3 months in 2003 compared with 7.6 months for women. 80% of Belarusians who are registered as unemployed for one year or more are women.

While there is a low level of official unemployment in Belarus, there is a sizeable discrepancy between regions in terms of both employment rates and average wages—and particularly between the situations in Minsk, the capital, and the provinces. Minsk has enjoyed higher employment levels, better wages and more job opportunities than any other region of the country since 1995, with the differentials increasing in recent years.

Table 84
Unemployed Male Population by Age Group: 1995/2000-2003

'000


1995
2000
2001
2002
2003

15-19 yrs
1.60
3.42
3.07
3.00
3.10

25-29 yrs
21.80
17.15
18.52
20.40
21.10

35-39 yrs
11.50
7.26
8.64
9.80
10.10

45-49 yrs
7.40
6.16
6.99
9.00
9.40

55-59 yrs
4.40
3.55
3.75
5.60
5.80

60-64 yrs
1.10
0.92
0.98
1.00
1.10

65+ yrs
0.40
0.42
0.38
0.40
0.40

TOTAL
48.20
38.88
42.31
49.20
51.00

As % of economically
1.79
1.61
1.99
2.47
2.65

active male population






As % of total
0.92
0.82
0.94
1.11
1.16

economically active






population






Source:
ILO, Euromonitor International

Table 85
Unemployed Male Population by Age Group (% Analysis): 1995/2000-2003

% of unemployed male population


1995
2000
2001
2002
2003

15-19 yrs
3.32
8.80
7.25
6.10
6.08

25-29 yrs
45.23
44.12
43.77
41.46
41.37

35-39 yrs
23.86
18.66
20.41
19.92
19.80

45-49 yrs
15.35
15.85
16.51
18.29
18.43

55-59 yrs
9.13
9.13
8.85
11.38
11.37

60-64 yrs
2.28
2.36
2.32
2.03
2.16

65+ yrs
0.83
1.08
0.89
0.81
0.78

TOTAL
100.00
100.00
100.00
100.00
100.00

Source:
ILO, Euromonitor International

Table 86
Unemployed Male Population by Age Group (Growth): 1995-2003/2000-2003

% change


1995-2003
2000-2003

15-19 yrs
93.75
-9.36

25-29 yrs
-3.21
23.02

35-39 yrs
-12.17
39.21

45-49 yrs
27.03
52.55

55-59 yrs
31.82
63.38

60-64 yrs
0.00
20.09

65+ yrs
0.00
-4.76

TOTAL
5.81
31.19

Source:
ILO, Euromonitor International

7.4 Unemployed Female Population by Age

Female unemployment constitutes a very serious problem in Belarus. At the beginning of 2004, some 90,000 out of 136,100 unemployed persons registered with the government job-finding service were women. In 1991 females represented 80% of total unemployed in the country; by 2004, although the situation had improved somewhat for women, their share of the total still represented close to 70%.

Demand by employers is oriented towards male labour, and unemployed men find a new job faster than women. The average duration of male unemployment amounted to 6.3 months and that of female unemployment to 7.6 months in 2003. In 2003 women constituted 80% of Belarusians who had been out of work for longer than 12 months.

Government employment policy is currently focused—at both national and regional level—on rendering assistance to the unemployed, developing of territorial labour mobility, skills training and providing assistance to entrepreneurs.

Table 87
Unemployed Female Population by Age Group: 1995/2000-2003

'000


1995
2000
2001
2002
2003

15-19 yrs
3.40
5.23
4.54
4.00
3.90

25-29 yrs
38.70
25.79
27.83
35.70
37.10

35-39 yrs
24.50
12.90
13.55
18.60
20.50

45-49 yrs
14.20
10.37
11.58
17.10
18.40

55-59 yrs
3.50
3.90
4.61
7.30
8.40

60-64 yrs
1.10
0.93
0.88
0.90
0.90

65+ yrs
0.50
0.43
0.42
0.40
0.40

TOTAL
85.90
59.55
63.41
84.00
89.60

As % of economically
3.35
2.54
2.65
3.46
3.65

active female population






As % of total
1.63
1.25
1.40
1.90
2.04

economically active






population






Source:
ILO, Euromonitor International

Table 88
Unemployed Female Population by Age Group (% Analysis): 1995/2000-2003

% of unemployed female population


1995
2000
2001
2002
2003

15-19 yrs
3.96
8.78
7.17
4.76
4.35

25-29 yrs
45.05
43.30
43.89
42.50
41.41

35-39 yrs
28.52
21.66
21.36
22.14
22.88

45-49 yrs
16.53
17.41
18.27
20.36
20.54

55-59 yrs
4.07
6.56
7.27
8.69
9.37

60-64 yrs
1.28
1.56
1.39
1.07
1.00

65+ yrs
0.58
0.72
0.66
0.48
0.45

TOTAL
100.00
100.00
100.00
100.00
100.00

Source:
ILO, Euromonitor International

Table 89
Unemployed Female Population by Age Group (Growth): 1995-2003/2000-2003

% change


1995-2003
2000-2003

15-19 yrs
14.71
-25.44

25-29 yrs
-4.13
43.88

35-39 yrs
-16.33
58.93

45-49 yrs
29.58
77.47

55-59 yrs
140.00
115.16

60-64 yrs
-18.18
-3.12

65+ yrs
-20.00
-7.19

TOTAL
4.31
50.47

Source:
ILO, Euromonitor International

7.5 Part-time Employment by Sex

Part-time employment is popular among young people and students today, especially among students living away from home who have greater living expenses. In addition, women with family responsibilities often choose part-time employment to fit around their commitments. Part-time employment tends to be provided most often within the services sector, where specialist knowledge and skills are not a prerequisite for work, and therefore it is more often found in cities than in rural communities.

In 2003 males represented 43% of part-time employees and females 57%. Overall numbers of the population working part-time declined by 10.6% between 2000 and 2003.

Table 90
Part-time Employment by Sex: 1990/1995/2000-2003

'000


1990
1995
2000
2001
2002
2003

Male
25.8
27.5
27.4
26.3
25.6
24.6

Female
36.0
37.5
36.7
33.6
32.5
32.7

TOTAL
61.8
65.0
64.1
60.0
58.0
57.3

Source:
ILO, Euromonitor International

Table 91
Part-time Employment by Sex (% Analysis): 1990/1995/2000-2003

% of part-time employees


1990
1995
2000
2001
2002
2003

Male
41.75
42.31
42.75
43.93
44.06
42.96

Female
58.25
57.69
57.25
56.07
55.94
57.04

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
ILO, Euromonitor International

Table 92
Part-time Employment by Sex (Growth): 1990-2003/2000-2003

% change


1990-2003
2000-2003

Male
-4.62
-10.19

Female
-9.25
-10.98

TOTAL
-7.32
-10.64

Source:
ILO, Euromonitor International

7.6 Working Conditions

Standard working hours in manufacturing plants are generally from 8 am to 5 pm, while government employees work from 9 am to 6 pm. Generally, almost all state companies offer a 40-hour working week. Private companies have different conditions of employment from government workplaces. The working day might start earlier or (more frequently) later, and many private companies exercise a six-day working week as opposed to five days in the government sector where hazardous work is carried out, working weeks tend to be shorter at 35 hours.

Worker breaks generally last between 20 minutes and two hours. The standard meal break lasts one hour. Additional breaks may be given within the working day for the purposes of child feeding, warming or to give respite from manual labour, although these tend to be given only within the state sector.

Every hour of overtime is either paid or recompensed by time off in lieu of payment. Working on state holidays, “red-letter days” and at the weekend is paid at least at double time. At least 21 days’ paid holiday must be given, while certain categories of worker are entitled to additional holiday leave. These include library workers, teachers, and workers in cultural institutions, medical workers, forestry workers and invalids.

Women can take leave of up to three years (financed by a social grant, which is much less than the average monthly wage) to care for a new infant. Many women forgo this right and are then entitled to 50% of the social grant in addition to their regular monthly wages. In addition, the government makes a one-off payment to new parents, which increases with each child born to a family but is currently in the region of US$100.

8. Income

8.1 Personal Income

Between January and November 2004, the total personal income of Belarusians was estimated at BRb 30,300m., an estimated 33.5% more than the same period in 2003. Growth in consumer prices over the same period was 18.4%. Thus real population income (income adjusted for inflation) increased by 12.7% between January and November 2004 compared with the equivalent period of 2003. Meanwhile, disposable income (income less taxes) increased by 12.6%. In the month of November 2004, real income increased by 14% in comparison with November 2003 and decreased by 0.2% in comparison with October 2004.

The nominal monthly wage in the first eleven months of 2004 was BRb 343,000 (US$180). Real wages in that period increased 15.9% over the corresponding period in 2003. The minimum wage was 23 times higher in 2004 than in 2000, at BRb 83,000 per month (about US$40).

Forecasts show that mean (average) income is likely to fall in real terms from 2005-2015, while the relationship between disposable and gross income is likely to remain stable.

Table 93
Mean Annual Gross and Disposable Income: 1995-2015

BRb per capita


1995
2000
2005
2010
2015

Mean annual gross
8,184.0
640,065.2
3,101,607.2
3,400,923.5
3,833,336.6

income (current)






Mean annual gross
8,184.0
13,985.3
17,214.7
13,242.5
11,896.2

income (constant 1995)






Mean annual disposable
6,549.7
502,210.2
2,459,897.4
2,700,679.1
3,034,326.6

income (current)






Mean annual disposable
6,549.7
10,973.2
13,653.1
10,515.9
9,416.6

income (constant 1995)






Disposable as % of gross
80.03
78.46
79.31
79.41
79.16

Source:
National statistical offices, Euromonitor International

Table 94
Mean Annual Gross and Disposable Income (Growth): 1995-2015/2000-2015

% change


1995-2015
2000-2015

Mean annual gross income (current)
46,739.23
498.90

Mean annual gross income (constant 1995)
45.36
-14.94

Mean annual disposable income (current)
46,227.80
504.19

Mean annual disposable income (constant 1995)
43.77
-14.19

Source:
National statistical offices, Euromonitor International

8.2 Male Disposable Income by Age

There are sizeable differences in remuneration across different branches of the economy. The lowest wage rates in the productive sectors of the economy tend to be in agriculture, with average monthly wages in the sector running at BRb 161,800 in the first six months of 2004. The highest wage rate in the productive sector—BRb 768,100—was paid in the oil refining industry. In the services sector the highest monthly wage rate, BRb 620,400, was found in the banking industry while the lowest rate was paid to paramedical personnel, whose average monthly wage was just BRb  178,700. Doctors were paid an average of BRb 472,700 per month, while teaching staff were paid BRb 483,300 per month.

8.3 Female Disposable Income by Age

In December 2003, according to official data, women earned 9% less than men in agricultural employment, almost 26% less in non-agricultural work, and just over 20% less overall. No further age-specific data on female disposable income were available at the time of writing.

Table 95
Average Wages by Sex: December 2003

BRb ‘000


Males
Females
Female wage




as % of male




wage

Agricultural sector
163.3
149.3
91.4

Non-agricultural sector
375.2
278.6
74.3

TOTAL
334.2
265.5
79.4

Source:
National statistical offices, Euromonitor International

8.4 Mean Disposable Household Income

Average (mean) disposable incomes grew by 57% in real terms between 1995 and 2000, and continued to show strong growth to 2005, with average disposable household income being estimated at of BRb 6.1m. in that year. This growth is expected to turn negative from 2005 onwards, resulting in a 20.5% fall in average real disposable income between 2000 and 2015.

Table 96
Mean Disposable Household Income: 1995-2015

BRb per household


1995
2000
2005
2010
2015

Current
17,911
1,290,664
6,101,796
6,539,833
7,223,857

Constant 1995
17,911
28,201
33,867
25,465
22,418

Source:
National statistical offices, Euromonitor International

Table 97
Mean Disposable Household Income (Growth): 1995-2015

% change


1995-2015
1995-2000
2000-2015

Current
40,231.67
7,105.93
459.70

Constant 1995
25.16
57.45
-20.51

Source:
National statistical offices, Euromonitor International

8.5 Number of Households by Disposable Income Bracket

The number of households in higher disposable income brackets has been steadily rising in Belarus over the period of 1995 to 2004. The most significant increase was seen in the number of households in the disposable income bracket of US$10,000-US$15,000 recording an overall increase of 979% during the said period. At the same time rapid growth rates were also recorded in the number of households in all income brackets from US$2500 to US$10,000.

Although disposable income levels somewhat increased in real value terms over the period under review, particularly towards the latter part of the review period, the impressive increase can primarily be attributed to three-digit inflation rates that characterised the start of the review period. The pace of inflation considerably slowed towards the latter part of the said period, it nevertheless was the main influence on dynamically increasing incomes in the country.

Table 98
Number of Households by Annual Disposable Income Bracket: 1995/2000-2004


1995
2000
2001
2002
2003
2004

Below US$500
79.5
119.5
80.1
62.7
38.4
23.9

US$500-US$750
263.9
354.3
229.5
172.6
102.8
62.1

US$750-US$1000
521.5
628.6
432.8
331.6
202.9
123.0

US$1000-US$1750
1,794.2
1,821.4
1,697.2
1,524.8
1,151.3
790.5

US$1750-US$2500
712.3
646.0
897.3
1,041.6
1,152.7
1,065.1

US$2500-US$5000
331.4
299.5
515.6
714.3
1,131.2
1,581.8

US$5000-US$7500
24.1
22.7
43.0
63.8
122.4
229.5

US$7500-US$10000
4.6
4.5
8.6
12.7
24.8
48.5

US$10000-US$15000
1.9
1.9
3.7
5.5
10.5
20.5

US$15000-US$25000
0.6
0.6
1.2
1.6
3.1
5.1

US$25000 and over
–
–
–
–
–
0.9

TOTAL
3,734.0
3,899.0
3,909.0
3,931.2
3,940.1
3,950.9

Source:
National statistical offices, Euromonitor International

Note:
Figures stated as zero refer to a negligible percentage of total households

Table 99
Number of Households by Annual Disposable Income Bracket (% Analysis): 1995/2000-2004


1995
2000
2001
2002
2003
2004

Below US$500
2.1
3.1
2.0
1.6
1.0
0.6

US$500-US$750
7.1
9.1
5.9
4.4
2.6
1.6

US$750-US$1000
14.0
16.1
11.1
8.4
5.1
3.1

US$1000-US$1750
48.1
46.7
43.4
38.8
29.2
20.0

US$1750-US$2500
19.1
16.6
23.0
26.5
29.3
27.0

US$2500-US$5000
8.9
7.7
13.2
18.2
28.7
40.0

US$5000-US$7500
0.6
0.6
1.1
1.6
3.1
5.8

US$7500-US$10000
0.1
0.1
0.2
0.3
0.6
1.2

US$10000-US$15000
0.1
0.0
0.1
0.1
0.3
0.5

US$15000-US$25000
0.0
0.0
0.0
0.0
0.1
0.1

US$25000 and over
–
–
–
–
–
0.0

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
National statistical offices, Euromonitor International

Note:
Figures stated as zero refer to a negligible percentage of total households

Table 100
Number of Households by Annual Disposable Income Bracket (Growth): 1995-2004/2000-2004

% change


% change 1995-2004
% change 2000-2004

Below US$500
-69.9
-80.0

US$500-US$750
-76.5
-82.5

US$750-US$1000
-76.4
-80.4

US$1000-US$1750
-55.9
-56.6

US$1750-US$2500
49.5
64.9

US$2500-US$5000
377.3
428.1

US$5000-US$7500
852.3
911.0

US$7500-US$10000
954.3
977.8

US$10000-US$15000
978.9
978.9

US$15000-US$25000
750.0
750.0

US$25000 and over
n/c
n/c

TOTAL
5.8
1.3

Source:
National statistical offices, Euromonitor International

9. Consumer and Family Expenditure

9.1 Consumer Expenditure by Purpose

In the Soviet era, food expenditure in Belarus accounted for approximately 40% of total consumer expenditure. In market economies food expenditure normally constitutes around 25–30% of total family expenditure, but in Belarus the change in economic structure has not had this outcome. Expenditure on food and non-alcoholic beverages accounted for 48.2% in 2005. According to national statistics, this figure rises to around 63.7% for one-person families. Some 34.2% of food expenditure is accounted for by bread and milk products, rising to 40.5% in rural areas. About 33% is spent on meat products and just 10% on vegetables and fruit.

Health goods and medical services was the second largest area of consumer spending in 2005, accounting for 9.3% of the total. Clothing and footwear accounted for 8% and alcoholic beverages and tobacco for 7.7%, ahead of housing at 6.9%. Transport was the next largest category, taking 5.9% of total spend in 2005.

Table 101
Consumer Expenditure by Purpose: 1995-2015

BRb million


1995
2000
2005
2010
2015

Food and non-alcoholic
31,333
2,436,189
12,619,722
14,936,186
17,056,251

beverages






Alcoholic beverages and
5,989
381,404
2,018,836
2,232,681
2,492,736

tobacco






Clothing and footwear
4,762
386,095
2,085,289
2,281,798
2,436,580

Housing
3,168
314,665
1,808,403
1,985,810
2,261,733

Household goods and
2,239
178,055
884,962
1,015,385
1,040,977

services






Health goods and
5,871
479,512
2,446,205
2,915,127
3,533,655

medical services






Transport
3,851
293,097
1,553,052
1,687,103
1,947,859

Communications
832
61,066
368,356
413,644
480,851

Leisure and recreation
1,777
132,657
602,617
688,687
763,671

Education
54
56,740
458,430
502,422
562,878

Hotels and catering
3,074
141,818
762,912
880,093
1,042,747

Misc goods and services
2,037
136,013
589,955
625,516
668,020

TOTAL
64,988
4,997,312
26,198,738
30,164,453
34,287,957

Source:
National statistical offices, OECD, Eurostat, Euromonitor International

Table 102
Consumer Expenditure by Purpose (% Analysis): 1995-2015

% of total consumer expenditure


1995
2000
2005
2010
2015

Food and non-alcoholic
48.21
48.75
48.17
49.52
49.74

beverages






Alcoholic beverages and
9.22
7.63
7.71
7.40
7.27

tobacco






Clothing and footwear
7.33
7.73
7.96
7.56
7.11

Housing
4.87
6.30
6.90
6.58
6.60

Household goods and
3.45
3.56
3.38
3.37
3.04

services






Health goods and
9.03
9.60
9.34
9.66
10.31

medical services






Transport
5.93
5.87
5.93
5.59
5.68

Communications
1.28
1.22
1.41
1.37
1.40

Leisure and recreation
2.73
2.65
2.30
2.28
2.23

Education
0.08
1.14
1.75
1.67
1.64

Hotels and catering
4.73
2.84
2.91
2.92
3.04

Misc goods and services
3.13
2.72
2.25
2.07
1.95

TOTAL
100.00
100.00
100.00
100.00
100.00

Source:
National statistical offices, OECD, Eurostat, Euromonitor International

Table 103
Consumer Expenditure by Purpose (Growth): 1995-2015

% change


1995-2015
1995-2000
2000-2015

Food and non-alcoholic beverages
54,336.04
7,675.24
600.12

Alcoholic beverages and tobacco
41,523.91
6,268.72
553.57

Clothing and footwear
51,070.74
8,008.40
531.08

Housing
71,293.07
9,832.61
618.77

Household goods and services
46,383.37
7,850.81
484.64

Health goods and medical services
60,087.03
8,067.30
636.93

Transport
50,475.43
7,510.15
564.58

Communications
57,666.09
7,235.99
687.43

Leisure and recreation
42,875.30
7,365.24
475.67

Education
1,039,767.93
104,721.31
892.04

Hotels and catering
33,818.62
4,513.08
635.27

Misc goods and services
32,695.63
6,577.41
391.14

TOTAL
52,660.67
7,589.62
586.13

Source:
National statistical offices, OECD, Eurostat, Euromonitor International

9.2 Price Indices

Prices rose by more than 18% in the year to December 2004, suppressing demand for luxury goods and services and focusing expenditure even more closely on the essentials of food, clothing and housing. Food prices actually rose the most in that year, with an annual price increase of 19.2%, ahead of housing (+16%) and alcoholic drinks and tobacco (+15.8%). The lowest rates of increase were seen in prices for communications and education (+13.3%), and clothing and footwear (+13.8%). The official data on consumer prices maintains that in April 2005 the index showed only a 3.2% increase in comparison with December 2004, but there is some question as to the representative nature of the range of goods and services which forms the basis of the calculations.

Table 104
Price Indices: 1995/2000-2004

1995 = 100


1995
2000
2001
2002
2003
2004

Food and non-alcoholic
100.00
4,614.88
7,321.43
10,521.20
13,396.93
15,966.91

beverage prices







Alcoholic beverage and
100.00
4,608.15
7,197.50
10,597.02
13,803.10
15,982.53

tobacco prices







Clothing and footwear
100.00
4,573.99
7,829.91
10,590.27
13,670.88
15,564.17

prices







Housing prices
100.00
4,529.31
7,345.32
10,201.79
12,823.93
14,879.26

Household goods and
100.00
4,520.59
7,302.03
10,700.32
14,240.81
16,390.49

services prices







Health prices
100.00
4,507.54
7,190.93
10,710.79
13,834.05
15,937.25

Transport prices
100.00
4,847.83
7,448.46
10,214.21
13,266.62
15,181.38

Communication prices
100.00
4,762.21
7,687.02
10,243.10
13,910.48
15,765.53

Leisure and recreation
100.00
4,287.44
7,903.91
10,282.07
13,750.18
15,807.76

prices







Education prices
100.00
4,218.17
7,602.78
10,868.29
13,611.44
15,427.37

Hotel and catering prices
100.00
4,438.42
7,324.41
10,319.94
13,631.04
15,704.91

Miscellaneous goods and
100.00
4,255.53
7,665.64
10,688.34
13,627.94
15,545.61

services prices







TOTAL
100.00
4,576.68
7,374.64
10,516.23
13,502.84
15,946.85

Source:
National statistical offices, OECD, Eurostat, Euromonitor International

10. Health

10.1 Healthcare Provision

During 2005, the Ministry of Health Protection in Belarus revoked the licences of 23 private medical institutions. The development of private sector medicine has been effectively restricted to the fields of stomatology and laser eye surgery. These are areas where the state polyclinics cannot compete. The latter do not, for example, have either the specialists or the equipment to undertake laser eye surgery. Levels of service in the private sector are also held to be higher than in the state sector, and specialists are attracted into private medicine because of higher remuneration.

The state medical service is still popular among people who cannot afford to pay the costs of private care. However, the government has recently introduced charging in the state sector for services such as ultrasound, testing and analysis, fluorography, abortions, gynaecological services and so on, to supplement the funding of the state sector. Healthcare accounts for 2.5% of annual government expenditure.

Numbers of healthcare workers have remained relatively stable since 2000, following a surge in recruitment across all three categories (dentists, doctors and nurses) of over 20% during the 1990s.

Table 105
Healthcare Workers: 1990/1995/2000-2004

Number


1990
1995
2000
2001
2002
2003

Dentists
5,035
5,692
6,415
6,415
6,392
6,334

Doctors
36,358
42,700
45,800
44,900
44,800
44,800

Nurses
62,925
71,681
75,643
76,074
76,060
76,220


2004






Dentists
6,270






Doctors
44,600






Nurses
76,289






Source:
National statistical offices, OECD, Euromonitor International

Table 106
Healthcare Workers (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Dentists
24.53
-2.26

Doctors
22.67
-2.62

Nurses
21.24
0.85

Source:
National statistical offices, OECD, Euromonitor International

10.2 Major Causes of Death by Disease

Between 1990 and 2004 the number of illnesses registered in Belarus increased by 40%.  A heightened incidence of disease resulted from a number of factors, including: the complicated ecological conditions which followed the Chernobyl catastrophe in 1986; continued economic instability following the break-up of the Soviet Union; and a widespread decline in living standards. Over the 15-year period deaths from heart disease increased by 87%; deaths from neoplasms rose 12.7% between 1990 and 2001. In 2003 the number of first registered occurrences of neoplasm increased by 80% compared with 1990. Respiratory cancers are the biggest single type of primary on?ological disease structure (27.6% in 2003). Deaths from thyroid cancer quadrupled over the 1990 to 2003 period, to reach a rate of 11 deaths per 100,000 inhabitants in 2003

In spite of the fact that during the period 1990-2003 many infectious diseases were successfully combated, morbidity rates are still high for several diseases, including pulmonary tuberculosis, syphilis and gonorrhoea. Deaths from pulmonary tuberculosis peaked at 50 per 100,000 in 1998. In an effort to stabilize and decrease the sickness rate, in 1999 the Council of Ministers approved a three-year, US$160m. government programme, to combat the spread of the disease. By 2003, the tuberculosis mortality rate had fallen to 42.9 per 1,000 in 2003. A steady increase in HIV infection, especially among children and teenagers, is also giving serious concern.

Alcoholism is a growing problem in Belarus. The rate of death by accidental alcoholic poisoning rose to 24.3 per 100,000 in 2001, compared with 10.9 per 100,000 in 1990. Estimates suggest that the incidence of alcoholism have more than doubled among women and more than quadrupled among teenagers since 1995. Sharply rising consumption levels have accompanied a substantial increase in production of alcoholic drinks, especially of cheap wines.

Table 107
Major Causes of Death by Disease: 1990/1995/2000-2004

Per 100,000 inhabitants


1990
1995
2000
2001
2002
2003

Ulcers of the stomach

3.5
3.7
3.6
3.5
3.3

and duodenum







Heart disease
292.5
410.4
474.8
499.4
513.5
527.7

Lung cancer
30.3
38.7
37.1
36.2
35.4
34.4


2004






Ulcers of the stomach
3.1






and duodenum







Heart disease
547.7






Lung cancer
33.4






Source:
OECD, WHO, Euromonitor International

Table 108
Major Causes of Death by Disease (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Ulcers of the stomach and duodenum
n/a
-16.22

Heart disease
87.25
15.35

Lung cancer
10.23
-9.97

Source:
OECD, WHO, Euromonitor International

10.3 Smoking

More than one in four—28.2%—of the Belarusian population aged fifteen years or over were estimated to smoke in 2004. There is a wide gap between men and women as far as the habit is concerned, with 51.2% of men estimated to be smokers as against just 8.6% of women. Around two-thirds of regular smokers are between 15 and 24 years old; groups most likely to smoke include the rural population, agricultural workers, students, the unemployed and state workers.

Smoking-related diseases are expected to be linked to around 40% of male deaths by the middle of the 21st century if current trends continue, and the Ministry of Healthcare has instituted a programme (The Non-Infectious Disease and Health Improvement Programme) which includes anti-smoking measures and is backed by presidential decree. 2004 some 50,000 people were fined a total of BRb 150m. for smoking in public places. There has been discussion of a total ban on advertising of tobacco products, and of introducing legislation to ban smoking while driving, which is held to be the cause of a number of traffic accidents in the country.

Table 109
Smoking Prevalence Amongst the Population by Sex: 1995/2000-2004


1995
2000
2001
2002
2003
2004

Male (% of male
54.8
54.0
53.3
53.0
52.1
51.2

population)







Female (% of female
3.6
6.7
6.3
6.3
8.6
8.6

population)







TOTAL (% of population
27.5
26.9
26.3
26.6
28.6
28.2

aged 15+)







Source:
OECD, WHO, Euromonitor International

Note:
population aged 15+

Table 110
Smoking Prevalence Amongst the Population by Sex (Growth): 1995-2004/2000-2004

% change


1995-2004
2000-2004

Male
-6.57
-3.94

Female
138.89
36.51

TOTAL
2.55
7.22

Source:
OECD, WHO, Euromonitor International

Note:
population aged 15+

10.4 Obesity

In 2004 some 6.5% of the adult (15+) population was classified as obese—i.e. having a body mass index of 30kg per sq metre or more. The female population is more at risk, with around one in five adult Belarusian women being classed as obese. Women outnumber men by a factor of between three and four in this regard.

The main reason of obesity is overeating, which is thought to be a factor in some 70% of cases. Heredity is thought to be a further factor, while lifestyle trends further predispose people to being overweight. Belarusian cuisine tends to be high in fat content. Decreasing levels of activity have made the traditional cuisine of the country into a health risk, especially in the urban population, which tends to be more sedentary. With the advent of private transport, children are also increasingly becoming at risk of obesity.

Table 111
Obese Population as % of Total: 1990/1995/2000-2004

% of population aged 15+


1990
1995
2000
2001
2002
2003

Obese population (BMI
6.8
6.8
6.7
6.7
6.7
6.5

30kg/sq m or more)








2004






Obese population (BMI
6.5






30kg/sq m or more)







Source:
OECD, International obesity taskforce, Euromonitor International

Note:
population aged 15+

Table 112
Obese Population as a % of Total (Growth): 1990-2004/2000-2004

% change


1990-2004
2000-2004

Obese population (BMI 30kg/sq m or more)
-4.41
-3.26

Source:
OECD, International obesity taskforce, Euromonitor International

Note:
population aged 15+

10.5 Sexual Health

Belarus has a relatively high abortion rate, which is evidence of the following: a low level of knowledge among the general population regarding modern means of contraception; the inaccessibility of contraceptives; and poor-quality medical services. The majority of the population does not have access to modern contraceptives. Abortion rates tend to vary widely between different regions. The rate has dropped during the 1990s, from 173 per 1,000 live births in 1990 to 123 in 2000. However, the sexual and reproductive health of teenagers remains a serious health issue, and there is perceived to be a serious lack of appropriate services in this age group.

An estimated 800 per 100,000 inhabitants are infected with sexually transmitted diseases, with syphilis accounting for around 20% of infections. Sexual transmission of HIV has increased in recent years. In 2001 there were some 3,279 registered cases of HIV infection among the population: of those affected, 2,362 were male and 917 female. The number of cases included 26 children.

Table 113
Abortion Statistics 1990/1995-2000

Number


1990
1995
1997
1999
2000

Abortions
247,266
188,680
148,868
130,788
116,345

Abortions per ‘000
101.3
72.6
56.0
45.8
44.0

    women of fertile age






Abortions per ‘000 live
173
184
160
138
123

    births






Source:
Ministry of Healthcare

Table 114
Reported AIDS Cases: 1995/2000-2004

Number


1995
2000
2001
2002
2003
2004

AIDS incidence
3
3
2
21
12
15

Source:
UNAIDS, WHO

Table 115
Reported AIDS Cases (Growth): 1995-2004/2000-2004

% change


1995-2004
2000-2004

AIDS incidence
400.00
400.00

Source:
UNAIDS, WHO

10.6 Health and Wellness

Moves towards healthy eating and improved vitamin intake are being seen throughout the Belarusian population. In a country where organic food has always been popular, more and more people are keen to use predominantly fresh vegetables and fruits and vitamin preparations; many use cookery methods which are designed to safeguard vitamin content of food during cooking. Many state and private companies within the food industry have begun to make products with added vitamins and trace elements, and “healthy” foods are increasingly widely available in stores.

There is a tendency towards self-medication among the older age groups, partly because of the time and effort it generally takes to obtain medical help. In the younger age groups there is a clear trend towards alternative medicines: homeopathy, for example, has become very popular in Belarus. Although the market is still in its infancy, homeopathic treatments can be obtained at many drugstores and homeopathy centres and doctors are increasingly training in this field.

Among wealthier Belarusians gyms and private health clubs are gaining in popularity, and the gym business is seen as highly profitable.

11. Education

11.1 Primary and Secondary Education

The development of the Belarusian educational system has had as its aim the realization of the right to education for every child. Recent educational policy has provided for the creation of a flexible and multifunctional system of infant schools. To this end there has been strong growth in the numbers of infant schools (including special schools) and kindergartens, centres of pre-school training and health centres. In addition, there has been significant progress in the availability of vocational courses for women with families.

Pre-primary education takes place in state-run kindergartens, with a play-based curriculum for children from three years of age, and is free of charge. Children who do not attend kindergarten attend a month-long orientation before joining primary school. Kindergarten classes number around 25 children. There are a few privately run kindergartens in Belarus. In 2004, according to government figures, 79.7% of children attended pre–school institutions, including 49.2% of children in rural areas.

Primary education lasts for four years and begins at the age of six. Children attend for five days per week, which are broken up into 3-5 lessons per day. In addition, there is a compulsory 30-minute “active break” during the day when children are expected to play physically active games. Elementary schools, general secondary schools and gymnasia (grammar schools) all take children in this age group and offer the same curriculum. Pupil numbers are falling and teacher redundancies have been widespread. Class sizes are low, at around 21 pupils.

Basic school education is compulsory for all children and lasts for five years, from grades 5 to 9 (9 to 15 years), at which stage a Certificate of Basic Education is awarded. It is available from basic schools, general secondary schools and gymnasia. Full secondary education requires an additional two years’ study, undertaken in grades 10-11 (16-17 years), and culminates in the award of a Certificate of General Secondary Education. Specialised vocational education is undertaken at secondary level through lyceums and lasts for two to four years.

Table 116
Main Education Indicators 2000-2004


2000
1992
2003
2004

Institutions providing general





secondary education
4,772
4,543
4,408
4,298

Pupils (‘000)
1,547.6
1,430.0
1,369.0
1,303.4

Institutions providing secondary





specialised education
156
201
204
206

Pupils (‘000)
150.3
160.9
162.3
158.4

Pupils (per 10,000 inhabitants)
150
163
165
162

Graduates (‘000)
43.8
46.3
47.2
48.8

Graduates (per 10,000
44
47
48
50

    inhabitants)





Source:
Euromonitor International from national statistical offices

Note:
Data as at beginning of school year

11.2 Tertiary Education

Higher education reforms have resulted in a two-stage system. After four years of university the student obtains a bachelor's degree. Following a further one to two years’ study on a postgraduate course examinations can be taken which lead to the award of a master’s degree. Entrance to university is by examination (known as the “common foundations”; students can either sit three standardised examinations, or two standardised and one specific to and set by the institution they wish to enter. School-leavers from rural areas are being strongly encouraged to apply for university courses and given incentives to do so.

Further study at higher education level, leading to a doctorate level qualification, generally lasts for three years. Around 3,000 foreign students were studying at Belarusian universities in the mid-2000s.

12. Eating

12.1 Habits

The dietary staples of the average Belarusian family include bread, potato, cabbage and pork. Macaroni is popular, as are cereal products. Traditionally, consumption of meats such as beef and pork has been important, often in the form of sausages, cutlets, ravioli, fried beef dishes and so on. There is a high consumption of fatty and fried foods. Demand for fish is high, but prices for fish have increased steadily in recent years and fewer families have been able to afford fish products. Soups, especially beetroot and cabbage soup, cold soups and bouillon, are popular as first courses. Traditional food is regarded as a less healthy option for modern Belarusians, because of lifestyle changes, which have increased the incidence of sedentary behaviour. A less active population is more prone to diet-related illnesses.

12.2 Fresh Foods

Fresh foods are popular, due to increasing consumer awareness of healthy eating issues, but are not widely bought as yet. Levels of purchasing are highly dependent on income. There are fresh food counters within all reasonably sized shops, which usually sell different varieties of fresh meat. However, fresh meat is still seldom purchased in Belarus because of its high price, tending to be reserved for festivals and holidays (the most important of which is New Year). Consumption of meat increases in summer, because a lot of people spend their weekends at the countryside and roast meat. For this people usually use beef, pork and, more rarely, lamb (which is very expensive).

12.3 Packaged and Processed Foods

Belarusians spend a high proportion of their earnings on food, but food quality continues to decline because of the high prices demanded for high-quality products. Analysts attribute this to the government’s preference for supporting unprofitable collective farms. According to independent economists, ineffective policies of price formation are forcing urban Belarusians to pay between 10-40% over the odds for many food products. According to government statistics, between 1995 and 2005, the ability of the population to buy bread has declined by more than half. Meanwhile, the cost of fish has risen by a factor of more than 12. There is a growing divide in terms of dietary choices between the majority of the population and the few who can afford to eat healthily and buy fresh food. The latter will opt for low-fat and fortified products in preference to traditional foods.

Table 117
Consumption of Packaged and Processed Foods by Sector: 1998/2003

Grams per capita


1998
2003
% change




1998-2003

Fromage frais and quark
199.6
251.1
25.82

Butter
315.4
373.6
18.46

Margarine
384.7
495.3
28.73

Yoghurt
234.0
418.2
78.75

Canned/preserved meat and meat products
40.5
53.3
31.80

Canned/preserved fish/seafood
231.0
311.3
34.74

Canned/preserved vegetables
307.5
395.2
28.51

Chips/crisps
44.6
114.2
156.05

Extruded snacks
8.2
18.8
129.90

Nuts
25.7
55.4
115.36

Breakfast cereals
16.1
31.7
96.71

Pastries
172.9
335.2
93.90

Cakes
139.7
246.0
76.09

Biscuits
487.8
873.5
79.05

Chocolate confectionery
538.5
1,115.4
107.12

Sugar confectionery
1,344.7
2,460.8
82.99

Bread
16,265.8
18,137.7
11.51

Baby food
176.8
232.7
31.60

Chilled processed food
7,710.7
9,788.1
26.94

Dried processed food
2,878.7
3,525.5
22.47

Frozen processed food
414.6
536.8
29.47

Ice cream (Millilitres per capita)
734.7
1,328.2
80.79

Noodles
9.6
16.5
0.73

Oils
1,781.5
5,711.9
220.62

Other fats
1,230.5
1,735.1
41.01

Pasta
1,967.3
2,511.9
27.68

Ready meals
245.4
304.0
23.90

Sauces, dressings and condiments
1,337.6
2,023.5
51.27

Soup
41.5
59.1
42.33

Spreads
165.0
270.2
63.82

Sweet and savoury snacks
80.4
195.2
142.70

Source:
Euromonitor International from trade sources

Note:
Noodles:
dried noodles and instant noodles; Oils:
olive oil and vegetable and seed oil; Other fats:
cooking fats, butter, margarine and spreadable oils and fats; Pasta:
dried pasta, canned pasta and chilled, fresh pasta; Ready meals:
canned, chilled, dried and frozen ready meals; Soup:
canned, chilled, dehydrated and instant soup

12.4 Eating Out

Busier lifestyles have led to a surge in popularity of fast-food outlets, of which there is a wide variety in the main towns. Most (with the exception of McDonald’s outlets) are kiosks situated in public places. An attempt to establish a national system of fast-food points was launched in 1997 but failed, due to a lack of appropriate high-quality equipment and ingredients from domestic producers. In towns where McDonald’s operates it tends to dominate the market because of the advantages it exercises. Fast-food points tend to focus on provision of snacks such as hot-dogs, burgers, pizzas, sandwiches, tea, coffee, soft drinks and clear soup, and tend to provide a quicker return to entrepreneurs than a full-service restaurant or café. However, compared to the international chains, Belarusian fast-food enterprises have a reputation for high prices coupled with poor quality, a poor choice of food and poor service. The same criticisms are levelled at cafés and bars in the country, especially outside the capital Minsk. Despite the obvious potential of the food-service sector, fast-food enterprises only tend to be profitable in Minsk and the Gomel region, where wages are some 40% lower than in the rest of the country (below US$80 per month).

There are 3,300 public canteens, employing 354,000 people, within educational institutions. They service 1,500,000 students. The trade ministry supports oligopoly and forbids private business to enter the market. There are 38 centres of educational catering that cook and supply food for canteens. All these centres are state-owned. There is a slightly less centralized system in place in the sector of workplace catering. Factories, in contrast to schools, earn money themselves. There are 1,600 workplace canteens and buffets, employing a total of 109,100 people. 30% of enterprises contribute from their own funds to the cost of feeding their work force.

13. Drinking

13.1 Habits

In 2005 it was estimated that 15,700 shops out of 24,400 in Belarus sell alcoholic drinks, or about 64% of all retail outlets. In some regions (for example in Vitebsk) this proportion is even higher, at around 80% of the total.

During the first six months of 2004, the total value of alcoholic drink sales was BRb 11,000m, representing a 42.4% increase over the previous year. The average consumption of vodka in that year was 25 litres per capita across the whole population, with distillery production increasing by 44.3% over the year. Brandy production declined by 24.2% over the same period. According to data from the Ministry of Trade, every tenth tax ruble was derived from alcohol sales.

Legally, alcohol consumption is forbidden to Belarusians under 18 years of age, but this law is often flouted. Belarusian narcologists have drawn attention to the increasing number of women and teenagers who are suffering from alcohol dependence. In 2005, the total number of registered alcoholics in the country was 33,258, including 5,058 women and 4,850 teenagers, and it is thought that this total number has increased by 33% in the last two years alone.

Those Belarusians who go out drinking often begin at five or six o’clock in the evening, when the working day is over and they can relax. The most popular establishments for drinking are pubs, cafés, bars, restaurants, snack-bars, canteens and so on. However, prices of alcoholic drinks tend to be high in these establishments (almost two times as high as in state alcohol shops), and many people choose to drink out of doors, in public places such as in parks, near cultural monuments and so on. This practice is currently unregulated by legislation. Soft drinks and hot drinks are consumed mostly in cafés and canteens.

13.2 Alcoholic Drinks

The market for alcoholic drinks increased in volume by an estimated 81.9% in 1998-2003, with beer accounting for around 77% of total sales. Government policy has aimed to direct consumption away from spirits and towards beer in recent years. Wine, FABs and spirits remain popular among Belarusians and their share of the market is growing at a moderate pace. Consumption of alcoholic drinks is heaviest in the capital, Minsk, and the surrounding districts.

There are many distilleries in Belarus producing a wide range of alcoholic beverages. Wine is still mostly imported into Belarus from other countries, such as Moldova, the Ukraine and Germany. The government intends to minimise the import of alcoholic drinks, at the same time maximising production by Belarusian manufacturers.

The increasing importance of the beer market can be attributed to a number of factors, one of which is the low cost of domestic brands, which has been achieved through the modernisation of state-owned facilities. Quality also benefited from this process, and the proportion of the market accounted for by Russian imported product declined to 10%. The low cost of Belarusian beer increased the consumption of younger people, including teenagers and students. In addition, it is estimated that millions of dollars have been invested in advertising and marketing of domestic beer, and the government has instituted a project which will further develop the network of Belarusian beer factories (which numbered 29 in 2005). Exports of Belarusian beer are low, at around 5% of production, because of the profitability of the local market and the expense associated with export trade.

Given the current orientation of government policy, it is likely that the size of the alcoholic drinks market will increase over the period 2005-2009, to a volume of 400 million litres of more, with beer sales representing around 85-90% in 2009. During 2005-2009 the export of Belarusian alcoholic beverages is likely to increase and the level of imports to decline further.

Table 118
Consumption of Alcoholic Drinks by Sector: 1998/2003

Litres per capita


1998
2003
% change




1998-2003

Lager
10.95
34.95
219.25

Dark beer
0.62
1.67
170.64

Stout
0.07
0.14
95.01

FABs (flavoured alcoholic beverages)
42.27
98.60
133.26

(Millilitres per capita)




Still red wine
0.32
0.63
94.26

Still white wine
0.23
0.42
80.50

Sparkling wine
0.29
0.38
29.87

Fortified wine and vermouth
0.29
0.48
64.91

Non-grape wine
0.13
0.20
53.95

Whisk(e)y (Millilitres per capita)
22.15
38.04
71.74

Brandy and Cognac (Millilitres per
107.52
325.63
202.87

capita)




White spirits (Millilitres per capita)
2,290.10
4,237.02
85.01

Rum (Millilitres per capita)
42.27
62.33
47.46

Tequila (and mezcal) (Millilitres per

0.72


capita)




Liqueurs (Millilitres per capita)
54.82
121.71
122.02

Other spirits (Millilitres per capita)
63.76
112.38
76.25

All alcoholic drinks
15.60
43.98
181.87

Source:
Euromonitor International from trade sources

13.3 Soft Drinks

Around 39 canned food manufacturers also produce juices, with a wide variety of flavours being available. Juice consumption has doubled between 1998 and 2003, and production capacity is still not fully utilised. Fruit juice accounts for 72% of all juice production by volume, with tomato and vegetable juices accounting for 28%. Imports account for around 30% of the market. The most important producers of juices in Belarus are Borisov (a canned food manufacturer), the Vitebsk experimental fruit and vegetable centre and the Pinsk, Ljahovichi and Kobrin canned food companies.

The main state-owned producers of soft drinks are Krinica (with an annual capacity of 650 million litres), Brest Beer (35 million litres), the Minsk Soft Beverages Factory (20 million litres), the Borisov soft drinks factory (13 million litres) and Lida Beer (10 million litres). Kvass, a fermented vegetable product, is very popular among the Belarusian population. There is thought to be potential for the future development of vitamin-enriched juices. The main private producers of soft drinks in Belarus include Coca-Cola, Aqua Traipl and Darida, with these three accounting for 78% of soft drinks production. In addition, counterfeit versions of Russian soft drinks products are widely available.

In 2004 total production of soft drinks in Belarus was estimated at 14.2 million litres (approximately 12% more than in the previous year). Mineral water production in that year was estimated to have risen by 12.8%.

Table 119
Consumption of Soft Drinks by Sector: 1998/2003

Litres per capita


1998
2003
% change




1998-2003

Carbonates
3.88
6.67
71.78

Fruit/vegetable juice
0.84
2.48
195.56

Bottled water
2.98
6.84
129.74

RTD tea

0.04


All soft drinks
7.70
16.03
108.22

Source:
Euromonitor International from trade sources

13.4 Hot Drinks

Consumption of both tea and coffee is increasing in Belarus, with close on 60% growth being recorded for both types of drink in the 1998-2003 period. Coffee is slightly preferred over tea. Both varieties of hot drinks are imported; there is no Belarusian production in this sector.

Tea and coffee are usually purchased in shops (by the better-off, who are prepared to pay higher prices for assured quality) or at the market. While Belarusians are equally happy to consume hot drinks outside and inside the home, in recent years there has been a proliferation of automatic vending machines selling hot beverages in public places.

Table 120
Consumption of Hot Drinks by Sector: 1998/2003

Grams per capita


1998
2003
% change




1998-2003

Tea
168.2
264.9
57.52

Coffee
196.7
314.5
59.89

Other hot drinks
6.9
10.3
48.68

All hot drinks
371.8
589.7
58.61

Source:
Euromonitor International from trade sources

14. Shopping

14.1 Food

Belarusian households commit between 40-50% of their budget to expenditure on food. Most food shopping occurs at weekends, and the winter months tend to see a higher level of expenditure than summer months, when the emphasis is on fruit and vegetables rather than meat and shopping bills tend to be lower as a result.

Usually food is purchased in grocery stores or at food markets, which are cheaper and more popular. There are many such markets in every big city. They are open all year round and have a good range of products. Prices tend to be considerably cheaper than in grocery stores. There is at least one market in every district in Minsk, in addition to two large central markets, the Gdanovichi Trade Centre and the Komarovski market, which attract many shoppers. The New Year is a particular focus for food expenditure for most households.

Food producers are fond of introducing different incentives and special offers. Discounts do not feature in the food stores but bargaining is commonplace in the markets. Home delivery is infrequently offered and always at a premium. The more well-off consumers tend to buy food products in stores rather than the markets.

Food markets are usually open for business every day except Monday or Tuesday from 9.00 till 18.00. Grocery stores most frequently open between 9.00 or 10.00 and 20.00 or 22.00 every day except Sunday; the largest stores also open on Sundays.

Impulse buying usually occurs while buying cheap goods, and most people—especially pensioners—do not engage in impulse spending on food. Pensioners are less likely to be brand-conscious as far as food is concerned. The rest of the population however has a considerable preference for approved brands and/or private labels, the latter having a greater following. Loyalty cards have yet to become a feature of food companies’ marketing strategies, although they are used in other sectors (see below).

14.2 Cosmetics and Toiletries

Purchasing of cosmetics and toiletries is increasing in Belarus among the economically active population. Both men and women across the range of different ages and social status are users of cosmetics and toiletries.

In general, purchases in this sector tend to be planned and researched; only a small proportion of the population buy products on impulse. Gift purchasing constitutes an important part of the market, especially for male toiletries and at New Year and Christmas. Products chosen as gifts for men might include toilet water, deodorants, dry deodorants (which are especially popular), shampoos, balsam after shaves, shaving foams and so on.

The frequency of cosmetics and toiletries buying depends directly on consumer prosperity. On average shopping takes place twice per month. The most popular distribution channels are different kinds of commercial and exhibition centres as well as large stores and specialist stores. Direct selling is also becoming popular.

Domestically produced cosmetics and toiletries are popular. The leading producers are BiElita and Belcosmex. Belarusian-made cosmetics are considered to be of high quality, at the same time being low-cost. There are specialised shops that sell only Belarusian cosmetics. Younger women and more affluent consumers increasingly buy imported cosmetics and toiletries. Popular foreign brands include Oriflame and L’Oréal.

Shops selling cosmetics and toiletries engage in a variety of advertising, marketing and discounting activities in an attempt to attract consumers. Some shops use membership cards that guarantee extra discounts with every new purchase. Internet shopping has not yet made inroads in this industry sector.

14.3 Clothing and Footwear

In Belarus, as in other countries, clothing purchases tend to occur in autumn or spring, when sales are held in many clothing outlets. Summer purchasing of clothes is focused on lightweight garments and holiday wear. Clothing purchases are usually planned and only the wealthiest consumers will buy clothing and footwear on an impulse basis. Well-known brands gain popularity for reasons of durability, since it is important to Belarusian consumers on low incomes that clothes purchases last for more than one season. The most frequently purchased underwear brands are Milavitsa and Searg, while for jeans the brand leaders include Delphin, Motor, Levi’s, Fashion Point and Rexton.

Well-off Belarusians buy clothing and footwear much more frequently than the majority of the population (although less than 5% of the population shop weekly for clothes), and tend to prefer to shop in boutiques and branded stores. For average Belarusians, outerwear purchasing usually occurs not more than once per season.

The range of outlets selling clothing and footwear is constantly developing. “Trade centres”  such as Impulse, Zerkalo, Parking and Underground City are popular places to shop for fashion items, because of the diversity and individuality of styles to be found there. Certain department stores such as Gum, Cum, Belarus and Na Nemige, are popular with consumers because of their clothing ranges, which tend to be domestically produced. Quality and durability of this clothing is variable. These stores also sell Belarusian-made hosiery. Local and city emporiums are popular among consumers on a low income. A wide range of clothing (which tends to be cheap and of low quality), largely imported from the Far East, is sold in these outlets. The largest market in Belarus is Gdanovichi.

There is also a growing number of boutiques being established around the country, generally in regional cities. Boutiques are popular among consumers in the higher income brackets, and target principally shoppers aged between 20 and 35 years. Internet and mail order shopping is not favoured for clothes purchasing at all in Belarus.

The majority of state-owned clothing stores are open six days a week, except for large department stores, that open seven days per week (with shorter hours on Sundays). State-run stores do not open on public holidays, although privately owned enterprises do.

Most footwear purchased in Belarus is domestically produced, although foreign brands are gaining popularity. The majority of Belarusian footwear factories are joint venture operations, often with German or Italian firms (for example Marko and Sivelgo). Domestic products are popular among the adult population. Young people prefer foreign footwear because of its fashionable attributes. Belarusians usually buy footwear in winter and in autumn; they tend to make their footwear purchases in clothing stores, trade centres, exhibition centres and—rarely—in markets, only used for these purposes by consumers at the lower income levels. There is a range of specialist footwear stores, which often offer discounts to attract consumers. Footwear purchases are generally planned in advance, as they tend to be expensive, and take place on average twice a year.

14.4 Leisure Goods

Shopping for leisure goods is a popular activity and many outlets sell books, music and video products. Reading is a very popular pastime amongst Belarusians and purchasing of both fiction and technical literature are high. Bookshops are found in many locations around the Republic. In addition, there are book trade exhibitions (which charge an admission fee) which tend to sell books more cheaply and can be a source of rare items; however, these tend to open only for a few hours at weekends. Internet sales of books are growing rapidly on account of the discounts and home delivery options offered by Internet retailers. Books are frequently bought as gifts. The majority of books purchased in Belarus are imported from Russia. A large proportion of book purchasing consists of impulse buying, because fiction texts tend to be fairly cheap.

Music and video constitute a very important section of the leisure market, as household penetration of VCRs, DVD and CD players and PCs increases. CDs and DVDs are taking market share from VHS and cassette formats. There are considerable issues surrounding copyright infringement and the government is attempting to reduce the scale of unlicensed production of music and video, which sells for much less than licensed products. Music and video products are often bought as gifts and impulse purchasing is relatively frequent in this sector. Purchasing tends to occur once to twice a month on average

Sportswear and sports equipment is widely available, both through state-run stores and private, specialised sports shops. Government sports shops tend to supply at lower prices, but offer a poorer assortment of goods and do not sell branded products. Nevertheless, they are frequented by the majority of the population. Markets are also popular places to buy sports equipment and clothing for Belarusians on low incomes, while more wealthy buyers frequent privately-run stores, where branded goods are available and the range is much wider than in the government stores. Sports goods purchasing frequency is rather low—about once or twice per year. (Many Belarusians are still using sports equipment, which dates from the Soviet era.). Gift purchasing and Internet retailing are of low importance in this sector.

Photographic equipment is a healthy and profitable market. Three or four companies, including Kodak and Konica, tend to dominate in all segments. Almost half Belarusians like to make a photo, so they often buy photographic goods. This market is very profitable.  But there are three or four companies that control the market with confidence. The largest of them are “Kodak”, “Konica” and so on. While camera ownership is relatively high compared to other types of leisure equipment (cameras were present in 49.1% of households in 1995), much of this equipment is inexpensive and lacking in advanced features. Purchasing of photographic products (cameras and film) takes place in specialised photography stores, while many small companies provide different kinds of photography services, such as portrait photography, film development and photo printing. Albums and (occasionally) cameras are purchased as gifts. Internet retailing of photographic products is very underdeveloped at the present time.

Every sizeable department store has a toy department, stocked with imported products and domestically produced plastic toys. Belarusian consumers would normally buy toys (often as gifts) in these stores, they tend to be expensive and Belarusians with the opportunity to travel in Russia or the Ukraine often prefer to purchase toys during these trips. The level of impulse purchasing is high for toys.

A growing number of citizens have home computers, and playing computer games is becoming a widespread hobby. However, as with the music and video market, the computer game market is dogged by problems of unlicensed production. Usually computer games are not bought either over the Internet or as a gift. There is a high rate of impulse purchasing in this sector.

14.5 Healthcare

Healthcare products are a frequent purchase for Belarusians. The elderly rural population prefers to use traditional remedies and practise self-medication, while the majority of younger consumers, together with city-dwellers, tend to shop for medicaments at drugstores. Brands are of low importance in this sector, as is impulse purchasing (except in the case of vitamins). Drugstores are widely found across the country; most are open seven days per week and some also open during the night. There is some seasonality in the market; the most popular healthcare products purchased in summer include anti-allergens as well as specialised skincare and suncare products, while in winter anti-influenza preparations are much more frequently purchased. Healthcare goods are expensive in terms of average income levels. Pensioners are granted discounts of up to 50% on certain products but this still leaves them struggling to afford medication. Supply problems mean that certain OTC medicines can be hard to obtain.

Herbal remedies have a traditional base in Belarusian culture and are widely used. Homoeopathic remedies are becoming more popular among the younger generations and are increasingly regarded as effective alternatives to conventional medicine.

14.6 Household Goods and Home Improvement

In Belarus home improvement purchases are most frequently made during the summer and autumn seasons, when workers obtain their holiday pay. The average Belarusian family undertakes home improvements only once in a seven to ten year period, making major furniture purchases about once every 15 years. Household goods and home improvement products are usually bought at markets, department stores or at furniture showrooms, which tend to offer seasonal discounts in the summer and autumn months. Much furniture on the market is imported from Italy or Russia and is very expensive, which deters more frequent purchases.

DIY goods are popular, especially among the rural population, where many people have the requisite skills to do their own household repairs. These products are usually bought in specialised stores or at markets.

Consumer electronics are also usually bought at markets or in specialised electronics stores, and gift purchasing is high in this sector. Price and branding are key considerations in this market, as there is a wide range of products at different levels and with different functionality. Specialised stores tend to discount when appropriate, and loyalty cards that provide extra discounts are also a feature of the market. The frequency of consumer electronics purchasing is approximately once in every three years.

Usually home improvement goods are not bought via either the Internet or mail order. Purchases tend to result from a lot of research into different offers, and the process can be prolonged. Usually Belarusians shop for major purchases at weekends. Most home goods stores are open seven days a week, although some do not open on Sundays.

15. Personal Grooming

15.1 Attitudes

Belarusians with a relatively high standard of living tend to be fairly appearance-conscious; this is most marked among young people, especially young women. Almost all cosmetics are purchased in trade-exhibition centres, which have the largest range of products. The majority of products on sale are imported and quality is variable, so purchases tend to be made only after discussion and recommendation. There are stores offering and premium cosmetic and toiletry products, but prices in these outlets tend to be high and beyond the budget of many consumers. Duty-free purchases are important in this market.

Hair care and skincare play very important roles in the personal grooming sector and domestic manufacturers are active in these segments, with Belkosmex, Modum and BiElita amongst the leaders. These companies are represented in the facial skincare, bath and shower products, hair care, deodorants and male toiletries segments. The fastest growing segments overall in 1998-2003 were sun care (which increased by 212% in per capita value terms), premium cosmetics and fragrances (which rose by 180% and 134% respectively) and men’s post-shave products (which increased by 140%). Depilatories showed a 26% decline over the period.

On average Belarusians visit the hairdresser once a month. Visiting beauty therapists is increasing in popularity but tends to be the preserve of the rich, owing to the high cost of treatments.

Table 121
Expenditure on Cosmetics and Toiletries by Grooming Sector: 1998/2003

US$ per capita


1998
2003
% change




1998-2003

Baby skin care
0.08
0.16
97.69

Colour cosmetics
1.26
2.43
93.56

Depilatories
0.04
0.03
-25.61

Men's post-shave
0.06
0.14
140.53

Premium cosmetics
0.43
1.19
180.08

Premium fragrances
0.22
0.51
134.31

Skin care
0.91
1.98
119.08

Sun care
0.03
0.08
212.22

Source:
Euromonitor International from trade sources

15.2 Personal Hygiene

The majority of Belarusians (except hostel residents) have a bathroom with bath, while the rural population has bathhouses or a summer shower, at best. Visiting public bathhouses is a favourite pastime among the rural population and is gaining in popularity among urban dwellers too. Many citizens prefer to visit public bathhouses at least monthly. Many new bathhouses with more luxurious facilities have been built in cities around the republic during the last five years (since 2000). Visiting these modern bathhouses and saunas is an expensive pleasure, and for much of the population is an activity kept for special occasions.

A large proportion of the population uses deodorants, and roll-on varieties are the most commonly bought, especially by men. Male deodorants were the fastest-growing sector of the personal hygiene market in 1998-2003, increasing in per capita value terms by 236% over the period.

The hair care market is well supplied and diverse. Both domestic and imported brands (for example Head & Shoulders) are represented. Low water quality in Belarus can cause hair and scalp problems that require treatment shampoos and conditioners. Home colouring of hair is popular due to the cost of colouring treatments at the hairdressers’. General hair care products increased in per capita value by 80% between 1998 and 2003, and baby hair care by 88%. Hair care was the biggest overall sector in the personal hygiene market.

Despite the presence of a wide range of dentistry centres and polyclinics in Belarus, oral hygiene is not well developed. Many companies provide their employees with assistance for dentistry costs. Belarusian manufacturers produce the whole range of oral care products. Nevertheless, foreign brands are popular, led by Blendamed and Colgate.

It is estimated that around two million Belarusians never purchase soap, shampoo or toothpaste. Standards of hygiene in the country are generally below Western European standards.

Table 122
Expenditure on Cosmetics and Toiletries by Personal Hygiene Sector: 1998/2003

US$ per capita


1998
2003
% change




1998-2003

Baby hair care
0.06
0.11
88.21

Baby toiletries
0.13
0.18
43.30

Deodorants
0.37
0.61
65.71

Hair care
1.34
2.41
79.85

Men's bath and shower

0.06


Men's deodorants
0.04
0.12
236.44

Men's pre-shave
0.11
0.11
0.94

Men's razors and blades
0.22
0.49
122.21

Oral hygiene
0.50
0.86
72.84

Source:
Euromonitor International from trade sources

16. Fashion

16.1 Attitudes

Generally speaking, fashion trends in Belarus are about one year behind trends in more developed countries. Fashion choices vary according to social status. Consumers who aim to follow fashion trends (accounting for less than 5% of Belarusians) buy imported fashion items from branded outlets and boutiques. Less wealthy Belarusians tend to visit general clothing stores or markets, which sell less fashionable, lower quality clothes at lower prices.

Government workers wear suits at work, while private companies tend to have a more relaxed dress code. Generally, client-facing positions in all types of workplaces demand a more formal style of dress. Casual clothes, such as jeans, are worn equally for work, leisure and going out. Women tend to prioritise aesthetics when choosing clothes, whereas men are more likely to cite comfort and suitable sizing as criteria for purchase. Most consumers would prefer to follow fashion trends more closely if a sufficient choice of garments was available from domestic producers. The leading producers at present include Kalinka and Orange Camel.

.

16.2 Clothing and Footwear

Amongst the male population, domestically produced footwear (including products manufactured by joint-venture enterprises) leads the market. Russian-made footwear follows next in popularity for men but leads the women’s market, since fashionable styling is a higher priority in this segment. Belarusian-made footwear for women tends to be of high quality but lacking fashionable character.

In a country where average expenditure on food accounts for almost half of total family spending, clothing budgets are restricted. In 2005 clothing and footwear accounted for only 8% of all consumer expenditure. In per capita terms expenditure in this market averaged BRb 207,800 in 2004 (US$96) per person, with garments accounting for 59% of the total and footwear 35%. Just 1.2% of this total was spent on clothing materials and 0.8% on cleaning, repair and hire.

Table 123
Expenditure on Clothing and Footwear: 1995/2000-2004

BRb per capita


1995
2000
2001
2002
2003
2004

Clothing
295.2
24,668.2
47,913.6
74,436.3
107,890.3
135,508.1

Clothing materials
12.9
644.8
896.0
1,170.9
1,841.1
2,503.6

Garments
256.7
22,067.8
43,333.4
67,776.9
97,895.6
122,579.0

Other clothing
20.9
1,587.1
3,078.9
4,648.4
6,805.6
8,736.3

Clothing cleaning,
4.8
368.5
605.3
840.0
1,348.0
1,689.2

repair and hire







Footwear
171.1
13,866.2
26,209.2
40,388.9
58,046.9
72,304.7

TOTAL
466.4
38,534.4
74,122.9
114,825.2
165,937.2
207,812.8

Source:
National statistical offices, OECD, Eurostat, Euromonitor International

Table 124
Expenditure on Clothing and Footwear (% Analysis): 1995/2000-2004

% of total expenditure on clothing and footwear


1995
2000
2001
2002
2003
2004

Clothing
63.31
64.02
64.64
64.83
65.02
65.21

Clothing materials
2.77
1.67
1.21
1.02
1.11
1.20

Garments
55.03
57.27
58.46
59.03
59.00
58.99

Other clothing
4.47
4.12
4.15
4.05
4.10
4.20

Clothing cleaning,
1.03
0.96
0.82
0.73
0.81
0.81

repair and hire







Footwear
36.69
35.98
35.36
35.17
34.98
34.79

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
National statistical offices, OECD, Eurostat, Euromonitor International

Table 125
Expenditure on Clothing and Footwear (Growth): 1995-2004/2000-2004

% change


1995-2004
2000-2004

Clothing
44,213.47
440.49

Clothing materials
18,613.17
282.05

Garments
46,013.48
446.53

Other clothing
40,341.68
441.60

Clothing cleaning, repair and hire
33,732.03
351.04

Footwear
40,700.40
413.06

TOTAL
42,924.53
430.62

Source:
National statistical offices, Eurostat, OECD, Euromonitor International

17. Leisure

17.1 Home Entertainment

Increasing numbers of Belarusian families have their own small country cottage—or dacha—at which they spend a large part of their leisure time. Those who do not possess a dacha spend their free time predominantly at home. Most employees work during the day and are at leisure after 18.00 and at the weekends.

Reading (especially of various types of fiction) is a very popular pastime. Science fiction, fantasy and detective novels are widely read, by Belarusian, Russian and foreign authors. There is a growing trend for writers to publish their work on the Internet in downloadable form, as well as conventional paper delivery of texts.

TV viewing is extremely popular as an evening pastime. The majority of Belarusians can access only a limited number of channels. For families with a wider choice of channels, documentary, music and sport programmes are among the favourites, as are serials, particularly with women and the elderly.

Penetration of home computers is increasing rapidly as Belarus becomes a computerised society, and so computer games are becoming an increasingly important segment of the leisure market. Leading genres include strategy and “shoot ‘em up” games.

Practicing music remains an important source of relaxation for many Belarusians. The most popular instruments played at home are the guitar and the piano.

17.2 Going Out

The cinema is a popular evening attraction, especially for younger Belarusians. Minsk hosts a number of cinema festivals and movie premieres, which are always well attended. There are about nine conventional cinemas in the capital, as well as two drive-in cinemas. Theatres and concerts are also widely visited, especially by the middle-aged and elderly. Concert tickets tend to be expensive and so this form of entertainment is not accessible to all.

Minsk and the important regional centres of Belarus have a wide array of different cafés, pizzerias, restaurants and bars. Younger Belarusians tend to spend their free time in different kinds of clubs and discos. As a rule, all forms of nightlife appealing to younger people are frequented the most on Friday and Saturday evenings.

17.3 Sport

Belarus hosts a number of sporting competitions of both national and international importance. The most popular participation sports are football, hockey, volleyball and basketball. Many parents encourage their children to take up a sport from a young age, in the interests of health. The most popular sports for children are swimming and athletics. More specialist sports such as table tennis, judo, free-style wrestling and rhythmic gymnastics are widely practised, and Belarusian sportspeople have gained recognition in the international arena in these activities. On an individual level there is a high take-up of running and skiing, which in Belarus do not require major investment on the part of the participant. New and exotic sports such as diving, sailing, water-skiing and parachuting are gaining a following among more affluent Belarusians, as is lawn tennis. Gyms and swimming pools attract a growing clientele.

Private and government-run sporting facilities are available throughout the country. Government institutions, which are used by the vast majority of the population, can be run-down and their equipment lacking in modernity. Private sports institutions are popular among the wealthy. There are a number of schools that specialise in sports education.

Spectator sports (usually watched on television) include football, lawn tennis, skiing and figure skating. International sporting competitions often attract large numbers of people when held in Belarus, because of the presence of international sporting personalities. A few bars and cafés have begun to install large-screen TV screens in order that fans can meet up to view sporting events together, and this is expected to prove very popular, since Belarusians are strongly inclined to enjoy watching sporting events.

17.4 DIY and Gardening

Dachas—smallholdings in the country—are owned by increasing numbers of Belarusian families. Mostly dacha owners do not have sufficient money to hire professional builders to carry out refurbishments, and do most of the work themselves. This is the case for the majority of the rural population as well; thus there is a considerable market for DIY products. Dachas quite often have gardens and vegetable plots, which owners maintain themselves.

17.5 Culture

Museums, art galleries, exhibitions and theatres play an important role in the cultural life of Belarusian citizens. The Museum of the Great Patriotic War and the National Museum of History and Culture, both in the capital Minsk, are well attended. Many people visit other towns and cities in order to visit cultural memorials. Popular attractions include: the Brest fortress and Belavezhskaja nature reserve; in Grodno, the zoo and ancient castles; in Polotsk, the Church of Saint Sophia, the relics of St Ephrosinia of Polotsk and the printing museum dedicated to Francisk Scorina; and the castle at Mir. Belarusians also like to travel to Polish, Russian and Ukrainian cultural sites.

Leisure and recreation together account for around 2% of consumer expenditure, and have a low priority in most household budgets.

18. Personal Finance

18.1 Banking and Payment Systems

The banking system of the Republic of Belarus is bimodal, consisting of the National Bank of the Republic of Belarus, together with the joint-stock commercial bank network.

Reform currently being undertaken to develop the banking system aims that by 2010 it will conform to EU standards of practice. The majority of bank loans are made in foreign currency and at the same time the level of official international reserves is low, which could cause instability in the system.

There is an ATM system in Minsk, but ATMs are not widely available. Few stores offer facilities to pay with credit cards, and the majority of the population shops with cash.

18.2 Savings

According to recent research, 32% of population prefers to save in Russian roubles, 10% in Belarusian rubles, 21% in dollars, 5% in euros and 10% in other currency. 22% of respondents claimed not to save at all. Middle-aged Belarusians in particular prefer to invest their money in essential and reliable goods. Confidence in the banking sector has not been very high since the 1980s/1990s.

In 2002 savings amounted to around 21% of total earnings and in 2004 around 23%, which in itself is a high proportion.

18.3 Consumer Credit

The opportunity to buy goods on credit in Belarus has been available only since the beginning of the 2000s, but the number of lenders has proliferated, as have the range of facilities and the conditions attached to them. Credit policy has some important limitations. The person receiving credit must be working; the total monthly repayment should be not more than 50% of monthly wages; it is necessary to provide the names of two guarantors that should satisfy the same conditions; credits are given only in national currency and are usually limited to US$1,000. It is possible to obtain credit without guarantors but only at much higher interest rates. Generally it is only the economically active population, which uses the services of credit companies; the principal borrowers tend to be young working people. The credit system is still in its infancy and will be developed over the coming years.

18.4 Pensions

In 2003 major modifications were made in the system of provision of pensions two years ago which, among other features, laid the basis for shifting part of the pension liability on to employers. The funds held by the Fund for the Social Protection of the Population had declined during 2002, while the number of pensioners per 100 working people had increased from 46 to 60 (28%) as a result of demographic change. Any increase in pensions is soon outpaced by price increases. In August 2004 pension payments increased by 17.5% to US$50-80. In nominal terms Belarusian pensions are higher than in the Ukraine, but much lower than in Poland. A further increase of 8% occurred in April 2005; in calendar 2004 the overall price index rose by more than 18%. Pensions provide just enough income to pay for public services and to buy subsistence amounts of food.

19. Media

19.1 Trends

Mass media plays a very important role in reaching Belarusian consumers. There are 134 radio broadcasting companies and 60 TV broadcasting companies in Belarus, the majority of which is in state ownership. According to data published by E-Belarus, TV commercials took up 31% of total advertising expenditure in 2003, making television the number one advertising medium in Belarus. Online advertisement sales, however, rapidly growing in Belarus, which recorded two-fold growth rates during 2002 and 2003. This in part due to the low basis that allows for rapid gains, although swiftly rising household penetration of Internet also played an important part in the growing popularity of advertising online. Multinational companies, particularly in the telecommunication and tobacco industries, increasingly prefer using this channel to traditional mass media channels and therefore it is expected that the importance of online advertising will continue to rise in future.

The main factor that deter development of the online advertising market in Belarus is the lack of Internet resources and the presently comparatively low household penetration rate of Internet, which was less then 10% in 2003 and just over 16% in 2005.

19.2 Televisions

The number of black and white TV sets is declining, and that of colour sets is increasing rapidly. The two main manufacturers of TV sets in Belarus are Horizont and Vitjaz, both supplying low-cost, reasonable quality products. There is a healthy export market for Belarusian TVs. There were nine national TV-channels in 2004, all state-owned. The government practises a limited transmission of Russian TV channels and uses them for transmitting Belarusian broadcasts on the territory of the country. Belarusians show a preference for these more or less independent Russian TV channels. Many watch only three of the nine channels regularly.

Table 126
Penetration of Televisions and Number of TV Channels: 1990/1995/2000-2004

per 100 households


1990
1995
2000
2001
2002
2003

Black and white TV set
56.77
37.89
26.78
24.09
23.37
20.95

Colour TV set
61.20
65.81
78.22
75.80
77.83
78.24

National TV channels


9
9
9
9

(number)








2004






Black and white TV set
n/a






Colour TV set
n/a






National TV channels
9






(number)







Source:
National statistical offices, European Audiovisual Observatory, Euromonitor International

Table 127
Penetration of Televisions and Number of TV Channels (Growth): 1990-2003/2000-2003

% change


1990-2003
2000-2003

Black and white TV set
-63.09
-21.76

Colour TV set
27.84
0.03

National TV channels

0.00

Source:
National statistical offices, European Audiovisual Observatory, Euromonitor International

19.3 Cable and Satellite Television

According to official data, there were about 492,000 television subscribers at the beginning of 2001. Among these people about 280,000 (not more than 56% of families) can watch broadcasts of cable television. All other Minsk residents (about 44%) are connected to communal aerials that can receive signals for only three channels (BT, ORT and RTR). These people have to install individual aerials at the roofs of high-rise buildings to receive a greater selection of channels.

20. Communication

20.1 Trends

Telecommunication services and communications technology has progressed quickly in Belarus in recent years, as in the rest of the world. New communications (mobile phones, Internet and so on) have contributed to the development of the information society, with the result that Belarusians can have access, from their homes, to different kinds of data sources that may be located hundreds of miles away. Consumer expenditure on communications has increased slightly as a result. Students and working middle-aged Belarusians are the principal users of the new forms of communication. The older generation tends to be heavy users of traditional forms of communication, such as telephone, postal services and telegrams.

20.2 Telecommunications

The telephone network now covers the entire Belarusian territory. The main supplier of communication services is the state-owned Beltelecom company, which has been active in embracing new technologies to widen the range of its services. Belarus is not too far behind the rest of Europe in terms of its telecommunications standards. Prices have been lowered on national and international telephone calls, and mobile telephony has been taken up with enthusiasm. The number of mobile users in Belarus trebled between 2003 and 2004, and stood at 3.45 million at the beginning of September 2005.

Among mobile operators, MTC had the largest subscriber base in September 2005 with 1,770,000 subscribers (and had seen an increase of 90,000 in August alone). Velcom had more than 158,000 subscribers and BelCel, a joint venture between the government and Cable & Wireless, had 100,000. Most mobile phone subscribers are students, young people and working middle-aged men and women. Internet usage is also concentrated in the younger generations. All these trends apply mostly to cities; in rural communities the transformation of communications has been much slower, but it can be expected that the “information society” will penetrate rural life before long.

Table 128
National and International Phone Calls, Telephone Lines in Use and Mobile Phone Users: 1990/1995/2000-2003

Million


1990
1995
2000
2001
2002
2003

National telephone
194
234
372
415
447
481

calls (Million minutes)







International outgoing

132
179
210
241
246

telephone calls







(Million minutes)







TOTAL
194
366
551
625
688
726

Telephone lines in use
1,574
1,968
2,752
2,862
2,967
3,072

('000)







Mobile telephone users

6
49
138
463
1,235

('000)







Source:
National statistical offices, International Telecommunications Union, World Bank, Trade sources, Euromonitor International

Table 129
National and International Phone Calls, Telephone Lines in Use and Mobile Phone Users (Growth): 1990-2003/2000-2003

% change


1990-2003
2000-2003

National telephone calls
148.36
29.19

International outgoing telephone calls

37.29

TOTAL
275.37
31.82

Telephone lines in use
95.17
11.63

Mobile telephone users

2,401.97

Source:
National statistical offices, International Telecommunications Union, World Bank, Trade sources, Euromonitor International

Table 130
Forecast National and International Phone Calls, Telephone Lines in Use and Mobile Phone Users: 2004-2005/2010/2015

Million


2004
2005
2010
2015

National telephone calls
522




(Million minutes)





International outgoing
251




telephone calls (Million minutes)





TOTAL
773




Telephone lines in use ('000)
3,177




Mobile telephone users ('000)
2,427
3,386
4,044
3,999

Source:
National statistical offices, International Telecommunications Union, World Bank, Trade sources, Euromonitor International

Table 131
Forecast Mobile Phone Users (Growth): 2005-2010/2010-2015

% change


2005-2010
2010-2015

Mobile telephone users ('000)
19.46
-1.13

Source:
National statistical offices, International Telecommunications Union, World Bank, Trade sources, Euromonitor International

20.3 PCs and The Internet

The typical Internet user in Belarus is a man aged between 14 and 30 years old. Most of those who access the World Wide Web are students (about 52.7%). About 60% of Internet users have access to the network at home, and 32% have access at work or at an educational institution. There are over 30 private service providers in Belarus. The total number of Internet users in Belarus was estimated at more than two million in 2005, representing a considerable increase from just under 1.5 million in 2003. The number of dial-up connections to the Internet are running at around 240,000 per month. Internet cafés are a rapidly spreading phenomenon.

The level of development of e-commerce in Belarus is still very low, but 30% of Belarusian Internet users have purchased goods online at least once.

Table 132
Household PC Penetration and Internet Usage: 2000-2003


2000
2001
2002
2003

Online households (Million)
0.07
0.19
0.26
0.28

Internet users ('000)
187.04
430.24
808.66
1,482.20

ISDN subscribers ('000)
0.57
0.83
1.03
1.22

PC penetration (per 100
1.74
1.95
2.29
2.74

households)





PC households online (% of PC
32.17
41.10
52.89
66.03

households)





Source:
National statistical offices, International Telecommunications Union, World Bank, Trade source, Jupiter Research, Euromonitor International

Table 133
Household PC Penetration and Internet Usage (Growth): 2000-2003/2002-2003

% change


2000-2003
2002-2003

Online households
269.93
8.22

Internet users
692.47
83.29

ISDN subscribers
115.88
19.30

PC penetration
57.45
19.44

PC households online
105.28
24.85

Source:
National statistical offices, International Telecommunications Union, World Bank, Trade source, Jupiter Research, Euromonitor International

Table 134
Forecast Household PC Penetration and Internet Usage: 2004-2005/2010/2015


2004
2005
2010
2015

Online households (Million)
0.3
0.3



Internet users ('000)
2,313.4
3,052.8
4,012.3
3,984.8

ISDN subscribers ('000)
1.4




PC penetration (per 100
3.0
3.4
5.2
7.0

households)





PC households online (% of PC
73.6
79.0



households)





Source:
National statistical offices, International Telecommunications Union, World Bank, Trade source, Jupiter Research, Euromonitor International

Table 135
Forecast Household PC Penetration and Internet Usage (Growth): 2005-2010/2010-2015

% change


2005-2010
2010-2015

Online households



Internet users
31.43
-0.69

ISDN subscribers



PC penetration
51.95
33.90

Source:
National statistical offices, International Telecommunications Union, World Bank, Trade source, Jupiter Research, Euromonitor International

21. Transport

21.1 Trends

512 million journeys were made on Belarusian public transport in the first seven months of 2003, some 88% more than in the same period of the previous year. Trolleybuses and trams suffered the biggest losses; their services were used by 180 million people, 20% less than in the same period of 2002. Usage of the Minsk subway increased by 2.2% over the period.

The bus, trolleybus and tram parcs are rather old, but they are gradually being modernised, mainly as a result of increased production in recent years by the Minsk Automobile factory. Public transport systems are insufficient to cope with the traffic volumes of the morning and evening rush hours (8.00-9.00 and 17.00-18.00); overcrowding occurs and journeys are prolonged. Timetables are rarely followed.

The majority of the residents of Minsk use the subway in their everyday life. New subway stations are being constructed regularly and these tend to be modern and pleasant. The main criticism of the system is its noise levels, which are considerable and which are thought to affect passenger health

In recent years the public transport administration has conducted prize draws among ticket-buyers to act as an incentive to use the services. However, at the same time ticket prices have been increasing by 10-15% annually in the 2000s. Private transport solutions (such as private unlicensed taxicabs) have gained in popularity in recent years and are impacting the number of passengers carried on the state services.

The number of cars in Belarus is increasing steadily, with adverse effects both on the environment and on the safety of Belarusian roads. Most of these cars are more than 10 years old and are imported from Poland, Germany or the USA. Car ownership is popular among young people.

Road quality tends to be better than in other CIS countries. However, there are no motorways or toll roads. Speed limits are generally 90 km per hour on main roads, but there are premium road zones where cars can be driven at up to 120 km per hour.

21.2 Consumer Expenditure

As the majority of the population cannot afford to purchase their own car, expenditure on transport services has continued to increase, accounting for 54.4% of all expenditure on transport in 2004 compared with 44.4% in 2000.

Only the wealthiest people can afford air travel in Belarus. Mainly air transport is used for flights to neighbouring countries for vacations or business trips. 11.7% of consumer expenditure on transport is accounted for by air travel mainly because of the very high prices of flights.

Table 136
Consumer Expenditure on Transport by Sector: 1995/2000-2004

BRb million


1995
2000
2001
2002
2003
2004

Purchase of cars,
807
68,549
127,199
211,453
274,217
339,876

motorcycles and other







vehicles







Operation of personal
1,075
94,351
177,894
280,510
321,734
355,641

transport equipment







Transport services
1,970
130,197
256,857
396,960
667,646
830,696

Rail travel
343
22,380
42,713
66,223
114,998
144,457

Buses, coaches and taxis
874
58,817
116,684
181,888
302,698
375,586

Air travel
394
28,871
56,836
85,087
144,047
178,298

Other travel
359
20,129
40,623
63,761
105,903
132,355

TOTAL
3,851
293,097
561,950
888,922
1,263,597
1,526,214

Source:
National statistical offices, OECD, Euromonitor International

Table 137
Consumer Expenditure on Transport by Sector (% Analysis): 1995/2000-2004

% of total consumer expenditure on transport


1995
2000
2001
2002
2003
2004

Purchase of cars,
20.94
23.39
22.64
23.79
21.70
22.27

motorcycles and other







vehicles







Operation of personal
27.91
32.19
31.66
31.56
25.46
23.30

transport equipment







Transport services
51.15
44.42
45.71
44.66
52.84
54.43

Rail travel
8.90
7.64
7.60
7.45
9.10
9.47

Buses, coaches and taxis
22.70
20.07
20.76
20.46
23.96
24.61

Air travel
10.23
9.85
10.11
9.57
11.40
11.68

Other travel
9.33
6.87
7.23
7.17
8.38
8.67

TOTAL
100.00
100.00
100.00
100.00
100.00
100.00

Source:
National statistical offices, OECD, Euromonitor International

Table 138
Consumer Expenditure on Transport by Sector (Growth): 1995-2004/2000-2004

% change


1995-2004
2000-2004

Purchase of cars, motorcycles and other vehicles
42,015.99
395.81

Operation of personal transport equipment
32,982.88
276.93

Transport services
42,067.31
538.03

Rail travel
42,015.74
545.47

Buses, coaches and taxis
42,873.23
538.57

Air travel
45,153.30
517.57

Other travel
36,767.69
557.53

TOTAL
39,531.63
420.72

Source:
National statistical offices, OECD, Euromonitor International

Note:
At current prices

22. Travel and Tourism

22.1 Trends

A recent survey conducted by Belarusian sociologists came to the conclusion that Belarusian people prefer to stay at home while holidaying. Some 1,500 city and village dwellers took part in the research. It found that 40% more respondents visited and worked on their dacha (homestead) lands than in previous years, while 28% watched TV and videos more often. 21% spent more time with children and grandchildren than previously, while 18% of respondents said that they read books more often, and listened to music at home with a greater frequency than in previous years.

At the same time every fifth respondent said that they travelled less during their vacations and many also claimed that they were less likely to go for walks or to visit exhibitions, cafés or restaurants. 29% of respondents met their friends less than they used to when they were on holiday.

Paid leave must be at least 21 days by law. The majority of the population receives (or tries to receive) their holiday entitlement in the summer months and, as mentioned above, the majority spends their holiday at dachas in the country. Many people cultivate their own fruit and vegetables in the country, with a view to being sure of the provenance of their food (this particularly applies to families with children). In high summer many people make use of the holiday season to visit forests in order to collect mushrooms and berries. Fishing is a traditional and popular pursuit, especially among men.

Camping is popular among younger Belarusians and the historical and cultural sites attract many holidaymakers, as do the Naroch, Svir and Braslav lakes. Some students work during their vacations and the wealthier may go abroad to do this, usually to English-speaking countries. However, the main destinations for the few Belarusians who do go abroad are Crimea, in the Ukraine, and Turkey.

In winter far fewer Belarusians take holidays. Those who do tend to stay at home, but skiing is gaining popularity with the wealthier segments of the population, for whom Poland is a favourite skiing destination. Other winter holiday destinations for the better off include Turkey, Egypt and Cyprus.

For shorter foreign holidays the most popular destinations are Poland, Romania and the cities of Russia. There are a number of public holidays, which afford opportunities for short trips away from home, which are generally spent visiting cultural and historical monuments within Belarus. The elderly population prefers to spend shorter holidays at country dachas.

Incoming tourism tends to consist of visitors from Poland, Latvia, Lithuania and Germany. There were 50,757 visitors to Belarus in 2001.

Table 139
Hotels, Motels and Hostels for Visitors to Belarus 1995/1997-2001

As at end of year


1995
1997
1998
1999
2000
2001

Number of establishments
255
255
251
262
254
248

Bed-places
28,550
27,643
26,367
26,765
25,830
24,390

Source:
National statistical offices, Euromonitor International

Table 140
Arrivals of Foreign Tourists to Belarus 1995/1998-2003

Arrivals (persons)


1995
1998
1999
2000
2001
2002

Poland
91
38,234
19,122
13,464
11,755
11,028

Latvia
7
4,923
9,020
6,364
7,603
6,359

Lithuania
12
680
3,437
1,949
2,744
6,734

Germany
1,675
3,770
5,354
5,669
4,952
6,147

Italy
1,356
959
1,812
1,463
1,642
2,067

USA
2,222
2,798
2,223
2,881
4,768
2,855

United Kingdom
4,603
4,407
3,983
6,197
8,915
9,117

Cyprus
204
446
1,887
1,101
1,375
1,258

Netherlands
251
346
360
427
502
648

Israel
110
2,227
4,724
3,723
882
n/a

France
208
367
227
387
700
581

Austria
119
352
432
534
598
n/a

Estonia
11
145
678
953
572
n/a

Sweden
5
223
248
380
348
n/a

Norway
70
111
68
77
344
n/a

Japan
5
99
121
323
243
n/a

Switzerland
20
86
405
103
208
n/a

Denmark
55
278
30
132
183
n/a

Belgium
159
56
130
197
182
n/a

Finland
239
169
126
96
181
n/a

Spain
100
62
107
122
141
n/a

Czech Republic
85
279
99
189
139
n/a

TOTAL (incl. others,
12,518
62,430
56,064
48,050
50,757
n/a

    excl. CIS countries)








2003






Poland
10,287






Latvia
7,665






Lithuania
7,458






Germany
7,067






Italy
4,225






USA
3,376






United Kingdom
3,282






Cyprus
2,602






Netherlands
1,347






Israel
n/a






France
486






Austria
n/a






Estonia
n/a






Sweden
n/a






Norway
n/a






Japan
n/a






Switzerland
n/a






Denmark
n/a






Belgium
n/a






Finland
n/a






Spain
n/a






Czech Republic
n/a






TOTAL (incl. others,
n/a






    excl. CIS countries)







Source:
National statistical offices, Euromonitor International

Note:
Data refer to organised tourism

Table 141
Departures of Belarusian Tourists Abroad 1995/1998-2001

Departures (persons)


1995
1998
1999
2000
2001

Poland
534,610
685,646
740,530
1,092,763
1,111,899

Lithuania
8,687
37,813
17,726
11,966
22,248

Czech Republic
3,169
15,181
18,247
17,514
17,444

Bulgaria
5,938
25,949
14,114
10,953
11,372

Germany
3,172
14,847
11,843
7,816
10,918

Turkey
4,260
10,396
6,988
7,555
9,280

France
380
4,799
1,991
2,937
5,991

Spain
763
3,103
4,528
4,746
5,253

Hungary
4,671
2,613
1,533
7,385
3,154

Egypt
238
386
1,856
2,523
2,595

Italy
170
1,827
2,074
3,268
2,463

Slovakia
983
1,790
1,826
1,911
2,042

Greece
1,036
1,578
976
852
1,866

Cyprus
479
2,279
1,671
1,603
1,836

United Arab Emirates
1,009
120
257
331
1,755

Croatia
…
908
254
211
1,292

Latvia
37
2,210
1,265
814
1,074

Austria
22
189
224
499
779

Romania
…
208
185
459
439

Thailand
91
251
197
270
392

Netherlands
779
730
625
748
316

China
299
37
115
244
282

Serbia and Montenegro
…
732
2
232
234

Tunis
28
296
314
86
117

United Kingdom
48
600
527
674
50

TOTAL (incl.
570,899
816,016
830,775
1,181,5
1,215,1

    others,  excl. CIS



70
37

    countries)






Source:
National statistical offices, Euromonitor International

Note:
Data refer to organised tourism


