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ʂʦʨʧʦʨʘʪʠʚʥʘʷ ʩʦʮʠʘʣʴʥʘʷʦʪʚʝʪʩʪʚʝʥʥʦʩʪʴ:

ʯʪʦ ʵʪʦ ʟʥʘʯʠʪ ʜʣʷ ʨʦʩʩʠʡʩʢʦʛʦ ʧʦʪʨʝʙʠʪʝʣʷ
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ʂʉʆ -ʠʥʩʪʨʫʤʝʥʪ ʛʘʨʤʦʥʠʟʘʮʠʠ 

ʮʝʥʥʦʩʪʝʡ ʢʦʤʧʘʥʠʠ ʩ ʮʝʥʥʦʩʪʷʤʠ 

ʦʙʱʝʩʪʚʘ 

ʕʧʦʭʘ ʤʘʨʢʝʪʠʥʛʘ ʮʝʥʥʦʩʪʝʡ
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ʇʨʝʜʧʦʩʳʣʢʠ ʜʣʷ ʨʘʟʚʠʪʠʷ ʢʦʨʧʦʨʘʪʠʚʥʦʡ 

ʩʦʮʠʘʣʴʥʦʡ ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ
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ɻʣʦʙʘʣʴʥʳʝ ʜʨʘʡʚʝʨʳ -ʵʪʦ ʚʥʝʰʥʠʝ ʩʠʣʳ, ʥʝ ʟʘʚʠʩʷʱʠʝ ʦʪ ʧʦʢʫʧʘʪʝʣʝʡ, ʢʦʪʦʨʳʝ, ʪʝʤ ʥʝ ʤʝʥʝʝ, ʚʣʠʷʶʪ 

ʥʘ ʠʭ ʞʠʟʥʴ, ʧʦʚʝʜʝʥʠʝ ʥʘ ʨʳʥʢʝ ʠ ʜʘʞʝ -ʩʦ ʚʨʝʤʝʥʝʤ -ʥʘ ʠʭ ʙʘʟʦʚʳʝ ʩʠʩʪʝʤʳ ʮʝʥʥʦʩʪʝʡ

ʏʪʦ ʚʣʠʷʝʪ ʥʘ ʧʦʢʫʧʘʪʝʣʷ ʥʘ ʛʣʦʙʘʣʴʥʦʤ ʫʨʦʚʥʝ?

ɼʝʤʦʛʨʘʬʠʷ1 ʕʢʦʥʦʤʠʢʘ2 ʊʝʭʥʦʣʦʛʠʠ3

ʆʛʨʘʥʠʯʝʥʥʦʩʪʴ 
ʨʝʩʫʨʩʦʚ4 ɻʣʦʙʘʣʠʟʘʮʠʷ5 ʋʨʙʘʥʠʟʘʮʠʷ6

Åʨʦʩʪ ʯʠʩʣʝʥʥʦʩʪʠ ʥʘʩʝʣʝʥʠʷ

Åʩʪʘʨʝʥʠʝ ʥʘʩʝʣʝʥʠʷ

Åʠʟʤʝʥʝʥʠʝ ʩʪʨʫʢʪʫʨʳ ʩʝʤʴʠ

Åʮʠʢʣʠʯʝʩʢʦʝ ʨʘʟʚʠʪʠʝ ʵʢʦʥʦʤʠʢʠ 

Åʨʦʩʪ ʨʘʟʚʠʚʘʶʱʠʭʩʷ ʵʢʦʥʦʤʠʢ

Åʫʩʪʨʦʡʩʪʚʘ ʩʪʘʥʦʚʷʪʩʷ ʫʤʥʝʝ ʠ 

ʙʳʩʪʨʝʝ

Åʚʦʟʨʘʩʪʘʶʱʠʡ ʜʦʩʪʫʧ ʢ ʠʥʬʦʨʤʘʮʠʠ 

ʯʝʨʝʟ ʨʘʟʚʠʪʠʝ ʜʦʩʪʫʧʘ ʚ ʀʥʪʝʨʥʝʪ

Åʨʦʩʪ ʚʣʠʷʥʠʷ ʧʦʪʨʝʙʠʪʝʣʝʡ

Åʉʧʨʦʩ ʥʘ ʩʳʨʴʝ ʨʘʩʪʝʪ, ʢʘʢ ʠ 

ʨʘʩʪʝʪ ʠʭ ʩʪʦʠʤʦʩʪʴ

Åʊʨʝʙʦʚʘʥʠʷ ʢ ʵʢʦʣʦʛʠʯʝʩʢʦʡ 

ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ ʢʦʤʧʘʥʠʡ

Å ʛʣʦʙʘʣʴʥʳʡ ʧʦʪʨʝʙʠʪʝʣʴ

Å ʛʣʦʙʘʣʴʥʘʷ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ

Åʈʦʩʪ ʯʠʩʣʝʥʥʦʩʪʠ ʛʦʨʦʜʩʢʦʛʦ 

ʥʘʩʝʣʝʥʠʷ

Åʀʟʤʝʥʝʥʠʷ ʩʪʠʣʷ ʞʠʟʥʠ, ʫʨʦʚʥʷ 

ʦʙʨʘʟʦʚʘʥʠʷ, ʧʦʪʨʝʙʥʦʩʪʝʡ
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ʉʨʝʜʠ ʨʠʩʢʦʚ ʚʝʨʦʷʪʥʦʩʪʴ ʢʦʪʦʨʳʭ ʚʳʩʦʢʘ, ʘ 

ʧʦʩʣʝʜʩʪʚʠʷ ʟʥʘʯʠʪʝʣʴʥʳ ʧʨʝʦʙʣʘʜʘʶʪ 

ʕʂʆʃʆɻʀʏɽʉʂʀɽʈʀʉʂʀ:
Á ʕʢʩʪʨʝʤʘʣʴʥʳʝ ʧʦʛʦʜʥʳʝ ʷʚʣʝʥʠʷ

Á ʇʨʠʨʦʜʥʳʝ ʩʪʠʭʠʡʥʳʝ ʙʝʜʩʪʚʠʷ

Á ʂʣʠʤʘʪʠʯʝʩʢʠʝ ʠʟʤʝʥʝʥʠʷ

Á ʊʝʭʥʦʛʝʥʥʳʝ ʵʢʦʣʦʛʠʯʝʩʢʠʝ 

ʢʘʪʘʩʪʨʦʬʳ

Á ʋʪʨʘʪʘ ʙʠʦʨʘʟʥʦʦʙʨʘʟʠʷ ʠ 

ʨʘʟʨʫʰʝʥʠʝ ʵʢʦʩʠʩʪʝʤ

+ 

ɺʦʜʥʳʡ ʢʨʠʟʠʩ

The Global Risks Report 2018
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ɼʦ 2011 ʛʦʜʘ ʙʦʣʴʰʠʥʩʪʚʦ ʨʠʩʢʦʚ ʙʳʣʠ ʵʢʦʥʦʤʠʯʝʩʢʠʝ 
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ʉʘʤʳʝ ʙʳʩʪʨʦ ʨʘʩʪʫʱʠʝ ʦʧʘʩʝʥʠʷ ʧʦʪʨʝʙʠʪʝʣʝʡ ʚ ʛʣʦʙʘʣʴʥʦʤ 

ʤʘʩʰʪʘʙʝ ʧʦ ʜʘʥʥʳʤ ʠʩʩʣʝʜʦʚʘʥʠʷ GfK Consumer Life 

ʊʝʨʨʦʨʠʟʤ
22% ʚʢʣʶʯʘʝʪ ʚ ʩʧʠʩʦʢ 3-ʭ ʥʘʠʙʦʣʝʝ ʙʝʩʧʦʢʦʷʱʠʭ ʠʭ 

ʧʨʦʙʣʝʤ (+10% ʩ 2011 ʛʦʜʘ)

ɿʘʛʨʷʟʥʝʥʠʝ ʦʢʨʫʞʘʶʱʝʡ ʩʨʝʜʳ
34% ʚʢʣʶʯʘʝʪ ʚ ʩʧʠʩʦʢ 3-ʭ ʥʘʠʙʦʣʝʝ ʙʝʩʧʦʢʦʷʱʠʭ ʠʭ 

ʧʨʦʙʣʝʤ (+7% ʩ 2011 ʛʦʜʘ)

ʅʝʨʘʚʝʥʩʪʚʦ ʜʦʭʦʜʦʚ ʚ ʩʪʨʘʥʝ
21% ʚʢʣʶʯʘʝʪ ʚ ʩʧʠʩʦʢ 3-ʭ ʥʘʠʙʦʣʝʝ ʙʝʩʧʦʢʦʷʱʠʭ ʠʭ 

ʧʨʦʙʣʝʤ (+6% ʩ 2011 ʛʦʜʘ)
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ʇʘʥʜʝʤʠʷ

ɻʫʤʘʥʠʪʘʨʥʘʷ ʧʦʤʦʱʴ ʩʪʨʘʥʘʤ ʪʨʝʪʴʝʛʦ ʤʠʨʘ

ʉʇʀɼ

ʀʤʤʠʛʨʘʮʠʷ

ɺʟʘʠʤʦʦʪʥʦʰʝʥʠʷ ʩ ʨʘʩʦʚʳʤʠ ʠ ʵʪʥʠʯʝʩʢʠʤʠ ʛʨʫʧʧʘʤʠ

ʀʟʤʝʥʝʥʠʝ ʢʣʠʤʘʪʘ / ʛʣʦʙʘʣʴʥʦʝ ʧʦʪʝʧʣʝʥʠʝ

ʅʝʧʨʘʚʦʤʝʨʥʦʝ ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʣʠʯʥʦʡ ʠʥʬʦʨʤʘʮʠʠ

ʈʝʣʠʛʠʦʟʥʳʡ ʵʢʩʪʨʝʤʠʟʤ / ʬʫʥʜʘʤʝʥʪʘʣʠʟʤ

ʅʘʨʢʦʤʘʥʠʷ

ʆʪʥʦʰʝʥʠʷ ʩ ʜʨʫʛʠʤʠ ʛʦʩʫʜʘʨʩʪʚʘʤʠ

ʇʨʝʩʪʫʧʥʦʩʪʴ ʠ ʙʝʟʟʘʢʦʥʠʝ

ʂʘʯʝʩʪʚʦ ʦʙʨʘʟʦʚʘʥʠʷ

ʇʝʨʩʧʝʢʪʠʚʳ ʧʝʥʩʠʦʥʥʦʛʦ ʚʦʟʨʘʩʪʘ ʠʣʠ ʧʝʥʩʠʦʥʥʦʝ ʦʙʝʩʧʝʯʝʥʠʝ, é

ʉʪʦʠʤʦʩʪʴ ʫʩʣʫʛ ʟʜʨʘʚʦʦʭʨʘʥʝʥʠʷ

ʕʢʦʥʦʤʠʯʝʩʢʦʝ ʥʝʨʘʚʝʥʩʪʚʦ ʚ ʤʦʝʡ ʩʪʨʘʥʝ

ɿʘʛʨʷʟʥʝʥʠʝ ʦʢʨʫʞʘʶʱʝʡ ʩʨʝʜʳ

ʊʝʨʨʦʨʠʟʤ

ʇʨʦʪʠʚʦʟʘʢʦʥʥʳʝ ʜʝʡʩʪʚʠʷ / ʢʦʨʨʫʧʮʠʷ ʩʦ ʩʪʦʨʦʥʳ ʠʟʙʨʘʥʥʳʭ é

ɼʝʥʝʛ ʭʚʘʪʘʝʪ ʣʠʰʴ ʥʘ ʫʜʦʚʣʝʪʚʦʨʝʥʠʝ ʥʘʩʫʱʥʳʭ ʧʦʪʨʝʙʥʦʩʪʝʡ

ʕʢʦʥʦʤʠʯʝʩʢʠʡ ʩʧʘʜ ʠ ʙʝʟʨʘʙʦʪʠʮʘ

ʀʥʬʣʷʮʠʷ ʠ ʚʳʩʦʢʠʝ ʮʝʥʳ

ʈʦʩʩʠʷ

ʄʠʨ ʚ ʮʝʣʦʤ

ʇʨʦʙʣʝʤʳ, ʢʦʪʦʨʳʝ ʩʝʡʯʘʩ ʙʝʩʧʦʢʦʷʪ ʧʦʪʨʝʙʠʪʝʣʝʡ
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ʕʢʦʥʦʤʠʯʝʩʢʠʝ ʚʦʧʨʦʩʳ ʣʠʜʠʨʫʶʪ, ʦʜʥʘʢʦ, ʚ TOP-10ʧʨʦʙʣʝʤ ʪʘʢʞʝ ʚʭʦʜʷʪ 

ʵʢʦʣʦʛʠʷ ʠ ʩʦʮʠʘʣʴʥʳʝ ʚʦʧʨʦʩʳ, ʩʚʷʟʘʥʥʳʝ ʩ ʵʪʠʯʥʦʩʪʴʶ ʠ ʩʧʨʘʚʝʜʣʠʚʦʩʪʴʶ 

% ʪʝʭ, ʢʪʦ ʚʢʣʶʯʘʝʪ ʵʪʠ ʧʨʦʙʣʝʤʳ ʚ ʩʧʠʩʦʢ 3-ʭ ʥʘʠʙʦʣʝʝ ʙʝʩʧʦʢʦʷʱʠʭ ʠʭ ʧʨʦʙʣʝʤ

ʀʩʪʦʯʥʠʢ: ɻʣʦʙʘʣʴʥʦʝ ʩʠʥʜʠʢʘʪʠʚʥʦʝ ʠʩʩʣʝʜʦʚʘʥʠʝ GfK Consumer Life
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ʀʩʪʦʯʥʠʢ: ɻʣʦʙʘʣʴʥʦʝ ʩʠʥʜʠʢʘʪʠʚʥʦʝ ʠʩʩʣʝʜʦʚʘʥʠʝ GfK Consumer Life


