
HELPING YOU 

DO BUSINESS DAILY

Our readers

The Moscow Times audience consists mainly of foreigners residing in the capital temporarily or perma-
nently and English-speaking Russians readers.

The Moscow Times audience is the richest and youngest as compared to the competitors (the highest
income level of C and C+; average age 30-35)

THE MOSCOW TIMES READERSHIP

Russians 
63%

Foreigners 
37%

GENDER

Female

49.0%

Male

51.0%

AGE

Female/45+
10.3%

Female/35-44
5.0%

Female/25-34
10.0%

Female/20-24
14.2%

Female/16-19
9.6%

Male/16-19
5.0%

Male/20-24
10.2%

Male/25-34
15.0%

Male/35-44
8.8%

Male/45+
12.0%

Source: TNS Gallup Media, NRS-Moscow (16+) 

(May-October 2007)
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SOCIAL STATUS

LEISURE
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Not any place

On discos (16-30 )

In beauty salons

In sport clubs

In restaurants, clubs

In cinema

In theater 36.7

62.8

79.1

41.4

46.2

28.9

6.5

INCOME

C

65.9% 

B

20.4%

C+

8.3% n/a

2.7%A

2.7%

Source: TNS Gallup Media, NRS-Moscow (16+) 

(May-October 2007)

С – can by expensive things but
not everything

С+ – well to do, unlimited in
expenditures

n/a– n/a
А – can by food but not clothes
B – can by food and clothes but

not expensive things



HELPING YOU 

DO BUSINESS DAILY

Our readers
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OCCUPATION

Agriculture, forestry
Mining, oil and gas
Electricity, heating and water suppliers

Construction
Production

Wholesale
Retail

Transport, postal and warenhousing facilities
Mass media. Publishing, audio and video production

IT and database
Finance, insurance and audit

Real Estate, rent
Marketing, advertising, design, architecture, consulting, research

Science (except higher educational establishments)
Legal bodies
Services (employment, security, street cleansing)

Tourism
Educational

Health care, social services
Art, leisure, sport

Restaraunts, hotels
Goverment and municipal bodies

Army, police, fire prevention
Telecommunications

Other

n/a

Source: TNS Gallup Media, NRS-Moscow (16+) 

(May-October 2007)
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2.7%
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0.9%
0.8%
0.6%
6.2%

4.1%
2.6%
5.4%
2.2%
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0.5%

2.5%

6.9%


