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*Big mac index

Big Mac index
Local currency under (-)/ over (+) valuation against the dollar, %
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Sources: McDonald’s: The Economist fWeighted average of member countries $Average of four citfes
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*Shopping basket

*value of the
goods that are
consumed the
family for the
week
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Australia, 376$



Vladivostok, 114$

Moscow, 194$



*foreign investment




*Thank you for attention



