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Utorn 2015 ropa

KAK CTATb CAMOW MHTEPECHOW UFPOW AN AETEN U B3POCJIbIX? KAK YBJIEYb
MPOLLECCOM UTPbl U COBCTBEHHbIN MEPCOHAJ, U CBOUX KJIMEHTOB? TAE HAXOAATCSA
PE3EPBbI A1 AAJIbHEWLIErO PA3BUTUSA KOMMNAHUWN-JTNAEPA?

9T BOMPOCHI NOABUJIINCD B 2015 TOAY Y PYKOBOACTBA REDHEAD, " MOUCK OTBETOB
HA HUX OKA3AJICSI B PABHOW CTENEHW YBAEKATEJ/IbHbIM U TPYAHbIM KBECTOM
HA MPOTAXEHUU HECKOJIbKUX MECALLEB.

BbIUrPbILWUHBIMU «®ULLIKAMU» B 3TOM KBECTE CTAJIU PELLEHUAA U MEPONPUATUA,
NMPOBEAEHHbIE DREAM TEAM — KOMAHAOM TON-MEHEAXEPOB REDHEAD,
N KJAOYEBbIMU PYKOBOAUTEASSMU HAMNPABJIEHUN BU3HECA KOPMNOPALLUN.

A game of success
The results of 2015

HOW TO BECOME THE MOST INTEREST-
ING GAME FOR CHILDREN AND ADULTS?
HOW TO CARRY AWAY ONE’'S OWN
PERSONNEL AS WELL AS CUSTOMERS

BY A GAME PROCESS? WHERE ARE THE
RESERVES FOR FURTHER DEVELOPMENT
OF A LEADING COMPANY?

These questions appeared at RedHead management
in 2015 and the search of replies to them has turned
to be an equally enthralling and challenging quest
for several months.

As advantageous features of the quest one can
name the decisions and measures taken by the
Dream Team - RedHead top-managers’ team and
key executives of the corporation’s business sectors.

The last two years were the years of revolution for
both the country and the company. During 2015 the
Dream Team, a team of RedHead executives, has
renewed its membership for 2/3. The people who
left had made a valuable contribution to the devel-
opment of the company

Ivan Lobov - a first IT-director of the company who
has created a basic IT-structure of all stores, offices,
warehouses in each RedHead region and a basis for
online-communication.

Larisa Vikhrenko who managed financial opera-
tions of the company for the longest period and at
the same time who has become a keeper of historic
traditions of “Europroduct” and then of RedHead.
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Dream Team 2016

[MocnenHye fBa rofa 6bUIN PeBOMIOLIMOHHBIMY U JUISI CTPAHBI, U AJIsE KOMIIaHUU. B Dream Team, KOMaHe
PYKOBOIUTe/Iek RedHead, B TeyeHMe 2015 rofia Ha % 0OHOBMJICS COCTaB. YIIUIH JIIOAM, YeH BK/IAJ, B pasBuTHE

KOMIIaHHH TPYAHO I1€PEOLI€HHUTD.

VBaH JIo60B — r1epBhIH IT-IHpeKTOp KOMIIAHHH, CO3aBIINH 6a30BYI0 IT-CTPyKTypy BCeX Mara3suHOB, OdH-
COB, CK/I3fIOB B KakHoM perroHe RedHead u 0cHOBY /17151 OHIAHH-KOMMYHHKAIHH

Jlaprica BuxpeHko, Hauboee IJINTebHOE BpeMsI PyKOBOAMBINAS GHHAHCOBBIMH OIEPALIMSIMH KOMIIAHUH
U B TO JKe BpeMs CTaBIIasl XpaHUTeIeM UCTOPUYECKUX TPagUuLui « EBporrpoayKTan, a 3aTeM U RedHead.

BsiyecsiaB buy — OpPraHH3aTOP II€PBbIX KaHAJIOB ILI/ICTPI/I6YLII/II/I B peruoHaXx, OCHOBATE/Ib JIPBOBCKOI'O CIJI/IJ'[I/IB.-
Jla UK HHHULIKaTOPp MHOI'HMX ITPOEKTOB KOMIIaHHH B PO3HHUILIE U 6yTI/IKaX.

C yXomioM «BeTepaHOB» B YIIpaB/lIeHUeCKOM CTPYKType KOMIIaHHUH I1OSIBHJIKCh HOBbIe oAU . CpeJHUE BO3-
pact Ton-MeHemRepoB RedHead ymeHbInnics 1o 37 net. O6HoBneHHast Dream Team IIpUHsIa Ha cebst He
TOJIBKO BBI30BBI 3[I0XH, CBSI3AHHBIE C COL[UATBPHBIMU U3MEeHEHUSIMU U CMEHOH MUPOBBIX TPEH[IOB B OH3-
Hece U TeXHOJIOTHSIX, HO TaK’Ke BHYTPeHHHe BbI30BbI KOMIIAHH U, KOTOpbIe II0Tpeb0BaIM HOBBIX IT0JX0/I0B
Y HOBBIX HUIEH.
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bI BBIE/ISIEM C/IeAYIOII e COOBITHS U penieHus, KOTOphIe

oxasanu Hamboee I‘HY6OKOE BOB,E[EI;ICTBI/IE Ha JUHAMHKY
PA3BHUTH A KOMIIAHHH B 2015 r'OAY @

e o aughing i

1. MpopbiB B pa3sBUTUUN NeAMATPUYHECKOM
CNYX6bl N HANPaB/IEHUSA TUTUEHbI
B PO3HM4YHOM 6U3Hece.

3a [pOoLIeAIIHI TOf OTKPBUIOCH 9 IIIKOI MaM B ropofax, rae
[IPUCYTCTBYET «AHTOLIKA», YBEIUYMIOCh YUCIO COTPYLHU-
KOB-TIeITUATPOB B «AHTOIIKAX» [0 11. BBUIa OTKPBITA TUHUS
CKAHII-KOHCY/IBTHPOBAHMUSI 10 TPYAHOMY BCKAPM/IMBAHHUIO
Y PyTHM BOIIPOCaM, CBSI3aHHBIM C MaTepHHCTBOM. Y IIIKo-
JIBI MaM «AHTOLIKK» II0SIBU/IACH COBCTBEHHAS CTPAHHIA

B Facebook, umcro ee mognucurkos — 6osee 7000.

YHUKaJIBHBIHA CEPBUC, ITpeJjlaraeMblil « AHTOILIKOM», COeIH-
HSIeTCs C pa3BUTHEM KOMIUIEKCHOIO ITPeJIOSKeHUS TOBAPOB
TUTHeHbI ¥ KOCMETUKH /IS MOJIOABIX MaM U [eTek [0 3-X JIeT.

Vyacheslav Bich - a manager of the first
regional distribution channels, a founder of
Lvov branch and an initiator of many projects
of the company in retail and in boutiques.

When “veterans” left, new people appeared
in the executive structure of the company.
The mean age of RedHead top-managers has
decreased to the age of 37. The renewed Dream
Team has accepted not only the challenges

of the epoch relating to social changes and
replacement of world trends in business and
technology but also the challenges within the
company, the ones that required new ap-
proaches and new ideas.

We mark out the following events and deci-
sions that had the major impact on dynamics
of the company development in 2015:

1. A breakthrough in development

of paediatric department and hygiene
sector in retail business. For the past year
there have opened 9 Schools of Moms in the
cities where “Antoshka” operates. The num-
ber of employed paediatricians has risen to 11
in “Antoshka” stores. The project on skype-
consultancy on breast feeding and other
maternity issues was started. “Antoshka’s”
School of Moms has got its own page on Face-

book with more than 7000 followers.

A unique service offered by “Antoshka”
merges with the development of a com-
plex offer of hygiene and cosmetics prod-
ucts for new mothers and children of up to
3 years old.
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[IpuHSTas CTpaTerys B 5TOM HaIlpaBleHUU GOPpMHUPYeT
JTIOSUIBHYIO ayIUTOPHIO POAUTeNIeH ellle Ha 3Talle bepeMeH-
HOCTH, U IIPOJIOJDKAET Pa3BUTHe OTHOIIEHUMN C pOSKAeHHeM
U BOCIIUTaHHEeM pebeHKa.

Ob6a nunepa 3TOro HampasneHus, HpuHa SnyH u HpruHa
CeMeHOBa, [TOJYYHIH BhICIIKe Harpaasl RedHead.

2. O6HOB/NEeHUEe «KAHTOLUKU»
Ha KOHLUenTyaJbHOM YPOBHe.

CoTpyoHUUECTBO C KOMaHAaMHU Mapka KecrenpboriMa (co3-
JaHVe HOBOM AM3aMH-KOHIIEIIIIUY U COOCTBeHHON dpaH-
MIM3bI C YHUKAJIbHBIMU IIepCOHAKaMU) U JIMUTpPUSI BepryHa
(pa3paboTka HOBO IIPOrpaMMBI JIOSUIBHOCTH JJ1s IIOKyIIaTe-
JIe¥, OCHOBAaHHOM Ha UTPOBOM MeXaHHUKe).

3. CMeHa ynpaBneHus
ceTbto 6yTnKOB Daniel.

TatesiHa KaproBa, pykoBoguTens kateropuu fashion

B po3HHLle U byTHKax, 1 TaThsiHa Bypaa, BIafenua ceTu
6yTukoB InVogue, cynpyra BiaguciaBa Bypabl, coCTaBUIH
CHUIBHYIO KOMaH/y I10 06HOBJIEHHIO 6y THKOBOrO 613Heca
RedHead.

Pe3yanaT1>1 HX COBMECTHOM pa6OTLI — H3MEeHeHHe I1eHO-

06pa30B3HHH, 06HOB/IeHHE BHTPHH, IIOBbIIIIE€HHUE JIOSA/Ib-

HOCTH ayAHUTOPHH, IIPOAaKa KOJUIeKIIHH 10 HEPBOI;I meHe
Ha YpOBHE 40%, yBe/JIH4YeHle HpI/I6I>IJ'II>HOCTI/I 6YTI/IKOB.
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4. Co3paHue cobcTBeHHOro 6peHpa
noppocTkoBon oaexabl — Go Grow.

HepBaﬂ KOJIZIEeKIIHM A ITOSABHMJIACH B KOHILE CDEBPaJ'ISI - Ce30H
«BeCHA-JIETO 2016».

5. Co3aaHue co6cTBeHHOM
cnyX6bl 1orncTuku B Knese.

Ilepexof B He3aBUCHMBIH PEKUM B CTOJIHIIE CTaJT OHUM
U3 CJIe[ICTBUM 06beJMHEHNU s IBYX JlellapTAMeHTOB B Haya-
Jle rofa — AUCTPUOYLIMH U ITOCTaBOK (SCM). O6ycTporcTBO
COGCTBEHHOrO0 CKIafia, Pa3paboTka 1 BHepeHHe CHCTeMBI
MOTHBALIMH B CKIAICKOH 1 TPAHCIIOPTHOM JIOTHCTHKE, H3-
MeHeHHe CHCTeMBI yueTa U HHBeHTaPH3aLHH COKOHOMUIH
CyILLleCTBeHHBIe CPe/ICTBA A/Isl KOMIIAHUH.

The strategy approved for this sector forms a loy-
al group of parents still at the stage of pregnancy
and continues relations development when

a child is born and during parenting.

Both leaders of this sector, Irina Yatsun and
Irina Semenova have got the high prizes from
RedHead.

2. The renewal of “Antoshka” on a con-
ceptual level. Co-operation with the teams

of Mark Kestelboym (creation of a new design
concept and own franchise with unique charac-
ters) and Dmitriy Vergun (elaboration of a new
loyalty program for customers based on a game’s
principles).

3. Change of management in Daniel
boutiques chain. Tatiana Karlova, the head
of fashion division in retails and boutiques, and
Tatiana Burda, the owner of InVogue boutiques
chain, the spouse of Vladislav Burda, made

a strong team for the renewal of RedHead bou-
tique business.

The results of their collaboration are change

in pricing, shop-windows’ renewal, rise of con-
sumer audience loyalty, first-price sale of col-
lections at the rate of 40%, increase of boutiques
profitability.

4. Creation of the own teenage clothes
brand - Go Grow. The first collection appeared
at the end of February - “Spring/Summer 2016”
season.
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RedHead business complex

6. DopMmupoBaHMe NMUAXa
npusnekartenbHoro paboropartens
B CTU/E «aH».

KaMITaHUSI 10 IIPUB/IeYEeHHIO MOIOIBIX KaJPOB Yepe3 YHHU-
BEPCHUTETHI U COLICETH — #paboTaurpa.

7. Pa3BuTMeE KOpNnopaTMBHOro
vyHuBepcuteta RedHead.
CO3L[aHI/Ie BHeIIHeH LIEHHOCTH — IIpOBEAEHHE KypCa IIIKo1BI

HRM. U BHYTpeHHeH — pa3BUTHe COOCTBEHHBIX THUIEPOB
Ha 6oiee BBICOKHE yIIpaB/eHYeCKHe [TO3HUIUH.

8. O¢pdekTMBHaA paboTa AenapTameHTa
HeaBumxumoctu (Real Estate) no apeHgHOM
AeaTeNnbHOCTU U SHeprocbeperaroLmm
npoeKkTam Ha CO6CTBEHHbIX 06beKTax

KOMIMaHUN.
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Muxaua Caakawsuau — Cnukep Aermue2o UseHma

«FBN-YKkpaura» 8 2015 200y
Mikhail Saakashvili — the speaker at the FBN Ukraine
summer event in 2015

9. RedHead npopaonxaeT octaBaTbCs
dnarmaHoM ceMenHbIX KOMMNAHUN
B YKpauHe u amgepom FBN Ukraine.

Ha 6a3e riiaBHOro odrica KOMIIAHHH JI€TOM IIPOIIesT Mac-
IITab6HBIN HBEHT, HAa KOTOPOM BBICTYIIA/IHM CPa3y [IBa Ofec-
CKHX I'y6epHaTOpa — HBIHEIIHHWH, Muxau1 CaaKaIlBUIIH,
u 6p1BIINI, MBaH [I1aukoB. X MPHUCYTCTBHE 0beCIieunIo
[IOBBLINIEHHBIN HHTepec BiaJellblieB ceMerHoro brsHeca
Co BCel YKpaKHBI.

5. Establishment of the own logistics
department in Kiev. A transition to indepen-
dent mode in the capital was one of the conse-
quences of two departments’ merge at the begin-
ning of the year - the departments of distribution
and supply chain management (SCM).

Development of the own warehouse, elaboration
and implementation of motivation system in
warehouse and transport logistics, modification
of accounting and inventory system saved consid-
erable funds for the company.

6. Formation of an attractive employer im-
age in a“fun” style. A campaign for junior staff
attraction through universities and social nets -
#workplay (#rabotaigra).

7. Development of a corporate university
RedHead. Creation of an external value - con-
ducting a course of HRM School and of an inter-
nal one - promoting the company’s own leaders
to higher managerial positions.

8. Effective performance of the Real Es-
tate department on leasing activities and
energy-efficient projects at own property
of the company.

9. RedHead still holds the leading position
among the family companies in Ukraine
and is the leader of FBN Ukraine. In sum-
mer there was held a large-scale event basing in
the head-office of the company where at one time
two governors of Odessa made their speeches -
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Ha scmpeue ¢ Sauzabem Tiopmaep, 8aadeauueii
mapku Sacher, 8o 8pemsa userma FBN-YkpauHa

8 crmoAuue Ascmpuu

Meeting with the owner of brand Sacher - Elisabeth
Giirtler at the FBN Ukraine event in Vienna

Taxoke B 2015 rofly POJO/IKM/IACh YHUKA/IbHAS CTPAaTerus
YKPaHHCKOM aCCOLMAIIMK CeMeNHbIX KOMITAaHHH I10 BhIe3[I-
HBEIM TypaM B €BPOIeLCKYe CTOMHIIBL. BU3UT B BeHy mpu-
HeC 3HaKOMCTBO C CeMbeH, XpaHAIleH CeKpeT 3HaMeHHTOro
TOpTa 3axep U BaJlel0lekl CeThI0 OMHOMMEHHBIX OTeJIek,

a TaKoKe C MOJIOABIMH KOMIIAaHUSAMM-CTapTallaMH.

[TapTHepoM 1o pa3uTuio FBN Ukraine 1o mpuriamieHHI0
Brnapucnasa Bypabl ctana Jlapyca Myapak, Meaya-3KCIepT,
B IIPOIJIOM — 3aMeCTHUTe/Ib I/IaBbl HaljcoBeTa YKpauHbI

I10 BOIIPOCaM TeJIeBUIeHUS U paguoBemanusd. C ee yya-
CTHeM CBS3bIBAIOT CBOETO POJa «IIepe3arpysKky» ¢popmMara
uBeHToB FBN Ukraine, Bbixof Ha 60j1ee BBICOKUH OpraHmM3a-
LIMOHHBIN yPOBEHb.
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HaezpasxdeHue ayuuux compyodHuKos Ha 200080M cobpanuu

cocmosnocy 8 Odecce
Awarding the best employees at the annual meeting in Odessa

DuHaAbHOe nodsederue pesybmamos 2015 200a NPOULAO HA Mpa-
duuuonHom cobpanuu 8 2nasHom oduce. B pespane 2016-20 yuwue
compydHuku npuexaau 8 Odeccy, umobbt noaydums Hazpady u3 pyk
0cHoBaMmeAs KOMNAHULL.

Ilo caosam Baaducaasa Bypobt, HazpaskdeHue AyMuuX — Mo axm
6aazodapHocmu u npusHAHUA o cMOpoHbL pykosodcmea. U e2o
docmoiinbl me, KMo docmuz 8bICOKUX Pe3yAbmamos, npoiioa uepes
6oabuuee uucao owubok, kmo He 6osacs puckosamp. Koauvecmso
060K NPoNopuUOHAAbHO NAAHKe pe3yAbmama: yem 6oAbue ux
cosepuiatom, mem daAbtue npodsU2AIOMCA K UeAl, U mem eblule
pesyabmam. A 3a0a4a meHed>KMeHIMA 8 IMOM HenpekpauLaowemcs
dsukeHuu — noddepskusamb PUCKU MMex, KMo HA HUX omeausaen-
ca. U npodoaskamp udmu emecre.

the current one, Mikhail Saakashvili, and

the former one, Ivan Plachkov. Their presence
ensured the higher interest of family business
owners from all Ukraine.

Also in 2015 there was carried on the unique
strategy of Ukrainian family companies’ associa-
tion of travel tours to European capitals. A visit
to Vienna has made an acquaintance with the
family that keeps a secret of the famous Sacher
cake and owns a hotel chain of the same name
and also with fresh start-up companies.

Larisa Mudrak, a media-expert, a former deputy
head of the National Council of Television and
Radio Broadcasting of Ukraine has become

a partner in FBN Ukraine development on
Vladislav Burda’s invitation.

A kind of “reloading” of FBN Ukraine events for-
mat is associated with her participation, namely
transition to the higher organizational level.

The final review of 2015 results took place at a tradi-
tional meeting in the head-office. In February of 2016
the best employees came in Odessa to get the prize from
the hands of the company founder.

According to Vladislav Burda, awarding of the best
employees is an act of appreciation and recognition from
the management. And those deserve it who got high
performance having overcome a number of mistakes,
who were not afraid of risk. The number of mistakes is
proportional to the level of a result: the more mistakes
are made the more considerable is the movement
towards the goal and the higher is the result. And the
task of the management in this permanent motion is
to support the risks of those who have courage to take
them. And to continue the path together.
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OBJIAAATEJ/IN BbICLWWEA HATPALbI KOMMAHUN
Mo PE3YJIbTATAM 2015 TOAA

fz

y

RedHead
Family
Somorstion
2015

11 Oscars

WINNERS OF THE
HIGHEST PRIZE OF
THE COMPANY UNDER
THE RESULTS OF 2015

CBeTnaHa EBCTPATOBA,
Pykosodumenb omdena npodax
oucmpubyyuu

Svetlana EVSTRATOVA,
Head of Sales Department
in Distribution

3a nepexod Ha HOBbILL NPOPeccUOHANbHYLL YpoBeHb, Ymenoe
u npocpeccuoHaabHoe pykosodcmso mop2080ii komandoii ducmpubyuuu.

3a Auaepcmeo U Hacmo4usocmo, npeo@ozneamomue Atobble npenamcmsusa.

3a camblii 3¢ pexmusHblii dsoiiHoll IkCrpecc-0eKpem 3a Cto UCMOpULD
KOMNAHULL.

A makske 3a cMeA0Cb 8 NPUHAMUU peuleHuUil, 0643ameAbHOCb
U 30 8bLMOAHEHUE NAGHA N0 MAp3Ke 8 2015 200y no eceil YKpauHe
8 ducmpubyyuu.

RedHead ne1o / 2016
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Anekcent KUWWEHKO,
Pykosodumenb cay>kbbl Ao2ucmuku

Alexey KISHENKO,
Head on Logistics

3a camblil wupokuli 83290 3a npedeast caoezo omadeaa.

3a ycnewHyr paspabomky u 8HedpeHue cucmembl Momusayuu 8 ckaadckoll
U MPaHCOPMHOLL AO2UCTIUKE.

3a udeanbHblii nepexod Ha cobcmaeHHyto Ao2ucmuxky 8 Kuese u IKOHOMUI0
btodskema 6 5§ MAH. 2pH. 8 2015 200y.

3a caedenue K HYAHO Hedocmau npu uHseHmapusauuax Ha ckAadax.

3a ymerbuienue akmos 06 ouiubrax Ha ckaadax 8 2 pasa 0As ducmpubyyuu
U8 6 pas dns posHuLbL.

3a opaaru3ayuto sudeorabatoderus u 6aoka nepenposepku mosapa npu svidate
Ha 8Cex CKAADAX 8 pAMKAX U € IKOHOMUe] Bi003Kema A02UCMIUKLL.

3a nocmoAHHbLI npozpecc 8 Ao2ucmuke U camocosepuieHcrmaosaxue.

14
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TaTbsiHa COLUKAS,
Pykogodumenb omoena cHabkeHusl,
pyKosodumenb COUUAAbHbIX
uHuyuamue

Tatiana SOTSKAYA,
Head of Purchase Department,
Head of Social Initiatives

3a 3HauUMmeAbHoe nosvluleHue IGdexmusHocmu 8 omdene cHabsKeHUS.

30 yAy4ueHUe pe3yAbmamusHoCmuU crmoAosoli 8 2Aa8HOM oduce U 8b1X00
U3 «KpaCHOLL» 8 «3eAeHYI0» 30HY NpubbLALL.

3a ymenue sHUKaMb 8 demaau, 8bI6UpaMb npasuAbHble Kpurmepuu 0As
NPUHAMUS peteHull U nedaHmu4HoCMb.

3a cmpacmHoe sKeAaHue K camopassumuio u 3a co3daHue npekpacHoll
KOMAHObL, pe3yAbmaim Komopoil BHOCUM 3HA4UMeAbHbII 8KAAD
8 3pdekmusHoCb KOMNAHUU.
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pesyabmamanm.

TaTbssHa UBAHEHKO,
Pykosodumenb 2pynnbl cneyuaaucmos
no pabome ¢ KAO4e8bIMU KAUEHMAamu
(Xapbkosckuu ¢puauan)

Tatiana IVANENKO,
Head of Sales Specialists to Key Clients
(Kharkov branch)

3a co30anue npodeccuoHaAbHOL KAUEHMOopUeHMUpoBaHHOL Komandbl omdeaa
VIP-npodask XapbKosckozo puauana, Komopas e meqeHue 8cezo 20152004 8bl-
NOAHANG U NepesbINOAHAAA NAAHbL NPodask, B0NAOWAAA 8 KU3Hb HecrmaHdapim-
Hble U KpeamusHble memodbl pabombl ¢ kKAUeHmamu, npuseouitie K pekopoHblm

16
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CBeT1aHa YYMAKOBA,
Jupekmop maza3uHa «Ka3ka Hosa»
(Kues)

Svetlana CHUMAKOVA,
Director of “Kazka Nova” (“Fairy Tale”)
store, Kiev

3a uHHosauuu U uHuyuamuasy, sepy 8 KOMﬂHay u’keaaHue UsmeHurmob CE6ﬂ,
A0b08b K nokynameaam u mazasuny, Auaepcmeo 8 socnumaHuu Koaaekmuaea.

3a ucnoAb308aHUe BCeX BO3MOXKHbIX pecypcos no yay4uieHuto accopmumerma
ceoezo maeasuHa.

3a 3HA4UMeAbHOe NepesbINOAHEHUE NAAHOBbIX NoKA3amenell Maza3uxa
8 nepuod aszycm—dexkabpb 2015, yseaudeHue cpedne20 ueka, baazodapHble

0ma3blabl.

H 3a mo, umo maza3uH «Craska» sce2da ocmaemca ckazkoli 0As noxynamezleﬁ.
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UpuHa CEMEHOBA,
Pykosodumenb passumusi 6usHeca
HanpasAeHus «2uz2ueHa»

Irina SEMYONOVA,
Head of Business Development
in the Hygiene Products Area

3a kpucmanausavuto JHK accopmumenmHol mampuubl «AHMOWKU».
3a 8blcouatiuuil yposeHb IKCNepmu3bl U KOMNemeHUUL.

3a cmabuAbHbLil nOCMOAHHBLE pocm nokasameael Kamez2opuLl, UHCMUMYaAU3a-
uuto neduampu4eckoii cAyskobl U 8biedeHue ee HA HOBbILL YpoBEHb.

UpuHa SAuVYH,

Pykosodumenb cay)kbbl neduampuu

Irina YATSUN,
Head of Pediatric Service

3a 0byueHue 11 neduampos, Komopeble ycnewHo pabomaom KOHCyAbmaHmamu
8 «AHmoWIKAX» U 00y4atom Mop208blii nepcoHaA.

3a nodzomosky Aekmopos u omkpsimue 9 IIIkoa bydywsux mam 8 Kuese,
BuHHuue, Posto, Kpusom Poze, 3anoposkbe.

3a mo, 4umo noceujeHue VKRe cywecmayouux 14 WKoA docmuzao bonee
200 caywiamenbHUU 8 mecau,.

3a nocMOAHHBLI AUYHBL pocm U passumue, 8bipaskeHHble 8 NepCOHAAbHOM
npoxoskdeHuU 06y1eHUs 10 2pyOHOMY BCRAPMAUBAHULD.
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11T OCKAPOB

Anna 'ecAnb,
Jupekmop po3HULbl F0)KHO20 pe2uoHa

Alla GEsAL,
Director of Southern Region
Retail Chain

3a AyMuiue noka3ameAu peauoHa no mapske, npupocmy eblpy4ku pakma
0Mm nAGHa.

3a peanbHyto uMnAeMeHMAL U0 NPOEKMA OKyNaeMocu MazasuHos 8 dsyx
«Cumu-Lenmpax» (Odecca).

3a covemarue xkecmkocmu u aOEPOH‘lbl 8 docmuskeHuu ueneil u obvacHeHuU
cnocoboe ux docmuskeHusa. A makske 3a KOM6LlHa|J,LHO JKeHCImB8eHHoCcmu
u pesyabmamusHocmu.

3a abcontomHoe Audepcmao 8 20008011 BbipyKe cpedu 6cex peaLioHos8 YKRpauHoL.

20
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TaTbssHa ANEKCEEHKO,
['nagHbiu byxzanmep

Tatiana ALEKSEENKO,
Chief Accountant

3a 2ay6oKyto npodeccUOHAAbHYH KOMNEMEHMHOCMb, HYBCMB0
0MmeemcmeeHHOCMU 3 NOpy4eHHoe 0eA0 U 8032AaBAAeMblil KOAAEKMUS.

3a omau4Hoe yaep>|<aﬂue cumyauuu 8 MoOMeHm amaxku Ha KOMNAHUH.

3a mo, umo paboma op2anuU308aHA MAK, YIMO OMUEMHOCb He 8bI3blBAEM
HUKAKUX B0NPOCOB ) NPOBEPSIOLILX.
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11T OCKAPOB

AHHa BAPBAHEL,
[upekmop denapmamenma
Hedsuxxumocmu

TaTbsAHA KAPJIOBA,
Pykosodumenb HanpaeneHus fashion
8 po3HuUe u bymukax

Tatiana KARLOVA,
Head of Fashion for Retail & Boutiques

Anna VARBANETS,
Real Estate Department Director

3a npekpacHyto 3Hepauto, 8edyuyto K Xopowum npodaskam u cdeakam.

3a 8eAUK0AenHY0 UHme2pauur kKoanekmuasa.

3a Audepcmao no dosederuto 0o KOHUA PAAMAHCKO20 MA2A3UHA
H08020 popmama - ITeuepck. 3a pazsopom 6usHeca bymukos u3 ybbimka 8 npubblab.

3a camsle Ayduiue nokasameau apEHabl K npo@amam. 3a yaBOEHLlE cKropocmu npoaax(u KoAnekuuU no nepeoﬁ UueHe.

3a nocmosHHoe ynaomHeHue Haule2o opuca u Haubonee 3pdekmusHoe
UCN0Ab308AHUE HALLE20 NPOCMPAHCMEa.

U 3a camplil 3Ha4UmeAbHblii 8kaad 8 fashion dsyx pumeiinosblx busHec-
I0HUIM08, COeAAHHBLI O0HUM 4eA0BEKOM 30 BCHO UCITIOPUID KOMNAHUU.

3a npodasky obwekma 8 JiHenponemposcke, ¢ KOMOPOLl He MO2AU CNPABUMbCS
y>Ke 10 Aem.

3a mo, 4mo 8ce cIaHo, U Mbl HAMHO20 bbicmpee nozataem Kpedumsl.

U KoHe4HO 5Ke 3a Mo, 4o 8ce, 4mo denaem AHHA, - d0A20CPOUHO U ycmOiiLB0.
ITomomy 4mo b6asupyemcs Ha y8askeHul U 83auUMHOLL 8bl2ode napmHepos.
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OABANTE BCMNOMHUM CEBSl B TE MOMEHTHI,
KOraA Mbl CYACTJ/IUBbl. HACKOJIbKO APKUM

Ctunb,
v B 3TU MOMEHTbI KAXETCA HAM OKPV)KAIOLI.I,Mﬁ
KOTOPbINA ™
BEAb OH U BMNMPABAY CTAHOBUTCHA APYE. BOKPYI HAC
C KAK bBYATO CTAHOBUTCA BOJIbLWUE CBETA — OH CJIOBHO

YMNNOTHAETCA, U Mbl, r1d44 CKBO3b BOJIEE BbICOKVYIO
CBETOBVYIO KOHUEHTPALMUIO, MONYYAEM BOJIEE
HACDIWEHHYIO U APKYIO KAPTUHKY.

BCE AEJ/IO B TOM, YUTO CBET TAHETCA K HAM, KOrgA Mmbl CAMU

HAYUHAEM WUCNbITbIBATb MO3UTUBHbLIE 3MOLUUNN. TAK XE,

KAK NMPOCTbIE OPFTAHNU3Mbl HA HALUEA 3EMJIE TAHYTCS K CBETY

n TENNY, CAM CBET CTPEMUTCA K TEM, KTO CMEETCA, MEYTAET,

K TEM, KTO YYBCTBYET CEBAA CHACT/INBbIM. U OKA3bIBAETCA, YTO
CBET BEAET CEBAl KAK )KXUBOE CYLLECTBO.

TOYHEE, KAK CKOMMEHUWE XUBbIX CYLWECTB.

HO KTO TOrAA OHU? KAK UX OBHAPY)XXWUTb? U ECJIN BOJIbLUE CBETA BO3JIE
TEX, KTO UCINbITbIBAET PAAOCTDb, TO KTO, ECJIN HE AETU, YMEIOT PALOBATbLCHA
YALLE U CUIbHEE OCTAJIbHbIX IOAEN? U B YEM XXE COCTOMUT CBSI3b MEXAY

AETbMU N CBETOM? \
NS o
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W3 sTux BOITPOCOB M OTBETOB Ha HUX POAHNJIACH JIeT€H1d

O JIlOMepax. JlereHza, 1o/JI0’KeHHA B OCHOBY HOBOI'O BH3Y

QIBHOIO CTHJIS «AHTOIIIKKU», HATIOJTHUBIIIAS €T0 CMBIC/IOM
H APKHUMH I1€PCOHAKAMH .

«AHTOIIKa» CTPEMUTCS CTATh TOTAJIBHOM,, 60/IBIION, 3a-
XBaTbIBAIOLIEH U pa3BUBAIOLIEL UI'POH 151 CBOMX ITOKYIIa-
Tenei. DTUM 06yc/IoBIeHa Heo6X0OUMOCTD IT€PCOHATH3H-
poBath 6peHs, ChenaTh «AHTOLIKY» LOCTYITHBIM IS HTPBI
B BH/Ie 0CSI3a€MOT0 reposi.

B 2015 roAy K IIOMCKY TaKOT'O repost KOMaH/ida PO3HUIBIL IIPH-
CTYyIIMJIa BMeCTe C MapKOM KECTEHbﬁofIMOM, YABOHB CHIJIBL.
OOoHHM U3 YCHOBI/IfI JJIs1 IIOUCKa ()30 F IIpeeMCTBEHHOCTDb
TEeKYIIEero CTHU/IA «AHTOIIIKU» . rapMOHI/I‘—IHBIM pelmreHruemM
CTalla Tpchcbopmaunﬂ OTAEeJIBHBIX 3JIEMEHTOB JIOTOTHIIA

B >KUBBIe U 3a6aBHBIE (l)pal"MeHTbI o6pa3a—np0TOTHna HOBOT'O
CTHJIA.

HoBblIM ITepcOHaXK, MacKOT «AHTOIIKM» OKa3JICS II0XOKUM
Ha JuHo3aBpa. CJIefyIoIMM 3TAallOM Pa3BUTHS CTUIS CTAJIO0
CO3/IaHHe IPYIIIBl II€PCOHAKEH U BU3YyalU3allMU MUPA,

B KOTOPOM OHH >KUBYT. Pa3Hoo6pa3Hble GOPMBI HOBBIX
IepCoOHakeM COXPAHS/IU CBSI3b C OCHOBHBIM JIOTOTHUIIOM
«AHTOIIKH» K ITPH 3TOM aCCOLIMMPOBA/IKCh C HAUBHBIMU
JEeTCKUMU UTPYIIKAMH.

BapHaTUBHOCTE GOPM — 3TO IIPHUHITUII HOBOT'O CTUJISI, OCTaB-
JISIIOIIM I OOJIBILIOE 101 /ISl CO3MAHMS BCe HOBBIX M HOBBIX
TepoeB, 3TO MaTPHLIA, KOTOPYIO MOSKHO PaCIIMPSTh A0 Hecko-
HEeUYHOCTH. ['epoH B 3TOM CTUIHUCTHKE MOI'YT OTOKAECTBIISITh-
Cs1 C Pa3sHBIMU THUIIAMH XapaKTepoB, HECTH Pa3IUYHBIN
3MOILIMOHAIbHBIN I10CHLI. [JIaBHOE — COXPaHSITh BHYTPpeHHee
COOTBETCTBHeE JIeTCKOMY CTHJII0 U MHPOOLIYIIeHHUIO.

The style
carrying light

REMEMBER YOURSELF WHEN YOU
WERE HAPPY. HOW BRIGHT WAS
THE WORLD AROUND YOU?

IT IS REALLY GETTING BRIGHT-
ER. THERE SEEMS TO BE MORE
LIGHT AROUND US, IT IS GETTING
DENSER, AND LOOKING THROUGH
ITS CONCENTRATION WE CAN SEE
RICHER AND MORE LUMINOUS
PICTURE.

THE IDEA IS THAT WE ATTRACT
LIGHT WHEN WE FEEL POSITIVE
EMOTIONS. AS WELL AS SIM-
PLEST ORGANISMS TURN TO-
WARD LIGHT AND WARMTH,
LIGHT ITSELF MOVES TO THOSE
WHO LAUGH, DREAM AND FEEL
HAPPY. IT APPEARS THAT LIGHT
BEHAVES AS A LIVING CREATURE,
OR RATHER AS GATHERING OF
LIVING CREATURES.

WHO ARE THEY? HOW TO DIs-
COVER THEM? THERE IS MORE
LIGHT AROUND THOSE WHO CAN
ENJOY LIFE SO IF NOT CHILDREN
THEN WHO IS ABLE TO FEEL
TRULY HAPPY MORE OFTEN THAN
OTHER PEOPLE? WHAT IS THE
RELATION BETWEEN CHILDREN
AND LIGHT?

25



CTWUNb, KOTOPbIM HECET CBET

3a6oma Moda Hepa JIroMepBl — TaKoe Ha3BaHMe IIOTYUH/IN HOBBIE IIePCOHAKU These questions and answers developed into
Care Fashion Came «AHTOILIKH», IIPOKU3BOJHOE OT IATHHCKOrO lux, lumus — alegend about Lumers. The new visual style
«cBeT». I10 BOSHMKIIIEE JIereH/ ie, TIOMepHI SBJISIIOTCS of “Antoshka” has been based on the legend
SKUBBIMU YaCTHULIAMH CBETA, U IIPUTSITUBAIOTCS K JIIOISIM, that inspired new sense and bright characters
KCIIBITBIBAIOIIMM PALOCTh, BOCTOPT, CUacThe. OCOOeHHO — appearance.
’ K IeTSIM.
‘ o ® o “Antoshka” tends to become great, total, excit-
B IaHHOM KOHTEKCTE «AHTOLIKA» [IPECTABISETCS Kak JIyd- ing and educating game for its customers. This
IIMH JeTCKUH MarasuH, rje JeTH HMeHHO Tak cebsi U 4yB- made it necessary to personalize the brand and
CTBYIOT — CBOGOJHO, CHACT/IMBO, Urpast U Becensck. imenHo || make “Antoshka” available for the game as a real
[I09TOMY JIIOMEPBI CTAJIH KUTh B « AHTOIIIKE» —UTOOBI OBITH character.
671H3Ke K CUACT/IMBBIM JETSIM.
A In 2015 the retail team together with Mark Kestel-
- Mup JIOMEPOB CO3AaH U HAPHCOBAH I10 CBOUM, CAaMODBIT- boym started developing such a character. One of

HBIM 3aKOHaM. Ho B TO ke BpeMsi 1151 HETO XapaKTePHBI the criteria was the continuity of the current “An-

TaKue [1eM3aKK, KaK U B Hallle! sKU3HU: peKa, ropa, Jiec, toshka” style. To transform certain logo elements

- b .. |
QHTOWKO >
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OKeaH, I'opoA... HaTTEpH, [10JIOSKEHHBIH B OCHOBY 3TOI'0
MHDPa, MOKHO TpaHCCI)OpMI/IpOBaTB, MYJIbTUIUVIMIHPOBATD,
CO31aBas BCe 6osee CJIOKHBIE U Pa3BEpHYTRBIE )'IaHL[I.Ha(I)TLI.

into lively and amusing fragments of a new style
prototype image was a well-balanced decision.

New character, “Antoshka” mascot, turned to
be like a dinosaur. The next stage in the style
development was dedicated to the creation of
a group of characters and visualization of the
world they live in. Various shapes of new char-
acters were related to “Antoshka” main logo
and associated to nice children’s toys.

Shapes variability is a principle of the new
style that allows creating more and more char-
acters. This is a matrix that can be enlarged
endlessly. The characters of this style can be
identified with different tempers and provide
different emotional appeals. The main thing
is to preserve inner correspondence with chil-
dren’s style and world perception.

Lumers are the names of “Antoshka” new charac-
ters, the word derived from Latin “lux”, “lumus”
that means light. Under the legend Lumers are
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UT06bI CO3ATH B «AHTOIIKE» KOMGOPTHYIO i pebeHKa
aTMmocdepy cBoboIbI, HEIIPUHYKAEHHOCTH , CBOMCTBEeHHOMN
TBOpPUECKHMM HaTypaM, HeobX0qHMO HAIIOMHSTh IIPOCTPaH-
CTBO SKMBBIMHU KPacKaMHU, pUCYHKaMHU. HaprcoBaHHEbIe
repor MOTYT 3aHUMATh BCe He3aHSIToe IIPOCTPAHCTBO Ha CTe-
Hax, KOJIOHHAX, II0JIy B Mara3uHe U, KOHeYHO, Ha dacaze

U B BUTPHHAX.

Pa3BUTHe CTHIS TIIOMEPOB COeIHseT B cebe HeCKOIbKO
cdep, B KOTOPBIX CyIIeCTBYeT 6peH[, «AHTOLIKa». ITO CyBe-
HUPHAas IPOAYKUHKS, 00beMHBbIe QUTYPEI AJIS1 UTPHI U 1€KO-
pa, UHTerpauus B Gopmy mepcoHasia, peKaIaMHbIe KOMMY-
HHUKAIUH, TeTCKHEe KHHUKKH-PACKPACKH.

HPKI/IE H TaKH € pa3Hble, JTIOMEPBI TOTOBBI APY>KHUTD C A€Th-
MH, HPO6Y)KJIB.${ B HUX PaAoOCTh M BOOXHOBEHHE K cobcTBeH-
HOMY TBOPYECTBY. C KJIIOYEeBBIX Mara3uHOB CeTU HaYUHa-
€TCA UX PaCIIPpOCTpaHEHHEe I10 BCEM I'OPOAaM VKpaI/IHbI,

H €CTb BbICOKHKE IIAHCBI, YTO IIOMEPBI CTAHYT MalrHHUTOM /IS
HOBOI'O IIOKOJIEHM A ITPHUBEP>KEHIIEB «AHTOIIIKH» .

the living particles of light that are attracted
by people and especially children who feel
happy and exciting.

In this context “Antoshka” is seen as the best
children’s store where children feel free and
happy playing and having fun. This is the rea-
son why Lumers began to live in “Antoshka”
to be closer to happy children.

Lumers’ world has been created and drawn
under its original laws. Nevertheless it has the
same scenery as our world: a river, a moun-
tain, a forest, an ocean, a city... The pattern
used to create Lumers‘ world can be trans-
formed and replicated making more compli-
cated and detailed landscape.

To create atmosphere of freedom and ease in
“Antoshka” that is comfortable for children it is
necessary to fill the space with lively colors and
pictures. Drawn characters can occupy all free
space on the walls, columns and floor in the
shop as well as on its fronts and windows.

Lumers’ style development joins several areas
where “Antoshka” operates. It covers souvenir
products, solid figures for playing and deco-
ration, application on personnel uniform,
advertising communication and children’s
colouring books.

Being bright and different, Lumers are ready

to make friends with children exciting and
inspiring them to create something. They are
being spread the top stores of the retail chain to
all the cities across Ukraine and there are good
chances that Lumers will attract new genera-
tion of “Antoshka” admires.
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«Kybok AHTOolKKM» 2016: Antoshka Cup 2016:

JINLid ﬁgp.gl,l,wlx YyeMnMUOHOB the faces of future

champions

Antoshka Cup 2016
p NUMBER 12 HAS BECOME A SYMBOL

FOR ANTOSHKA CUP THIS YEAR.
THE SUMMER CHILDREN TENNIS
CHAMPIONSHIP TOOK PLACE IN ODESSA
FOR THE 12TH TIME. THE SPORTSMEN OF
THE YOUNGEST CATEGORY UNDER UTF
(AGE GROUP UNDER 12) PARTICIPATED
INIT.




«KYBOK AHTOWKW» 2016: TULUA BYAYWNX HEMTMTMNOHOB

Antoshka Cup 2016
by PARK Residence

Brnanucnas Bypaa, ofUH U3 OCHOBOIIOTIOKHUKOB UeMITHO-
HarTa, IIOJ4YePKHYJI, UTO 3TO COOBITHE IIPOYHO 3aKPeIIHIOCh
B ICTOPHUH TOpoJia KaK ellle O HA KyJIbTYPHASI TPALULIUSI —
TpagUIs, o6beJUHUBIIAS JeTCKUH CIIOPT, KyPOPTHBIH
TOPOJ, ¥ KPYITHEHIIYIO CeTh IeTCKUX MAarasvHOB «AHTOIIKa»
KaK CIIOHCOPa M COOpPraHK3aTopa TYPHHUPA.

Brnagucnas Bypaa ynmoMsiHY/I HMeHa TeX, KTO CTajll MHPOBOH
3HaMEHUTOCTBIO U IIPH 3TOM CBOIO Kaphepy B IIpodeccuo-
HaJIPHOM TeHHHUCe HauKHaJI ¢ «Ky6Ka AHTOIIKU» — DIHHY
CBuTONMHY U [lasgHy SCTPEMCKYIO.

Yuacmuuku Teampa demckoil Mo0bl «AHMOWKA» HA OMKPbLMUL HemnL-
0HAMA UCMOAHUAU MaHey, 8 00ecckoll CruUAUCITIUKe

Participants of the theatre of children fashion Antoshka introduced the
dance in Odessa style at the Championship opening ceremony
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Ha mipecc-koH$epeHIMH OpraHH3aTOPbl BMECTE C TPDEHEPOM
HaI[HOHA/IPHOK COOPHOK 10 TEHHHCY II0COBETOBA/IH 3aII0M-
HHTb HMEHA 1 JIMLA CeTOAHAIIHNX YYaCTHUKOB YeMITKOHATA.
C 6071BIITO BePOSITHOCTBIO YoKe Yepe3 HeCKOJIbKO JIeT OHU OyIyT
y4acTBOBaTh B COpeBHOBaHMsIX PoraH Fappoca 1 Kybxka J13Bu-
ca. Kak 1 ux Ipe[IeCTBEHHUKH Ha KOpTax Lawn Tennis Club.

[TapTHepCTBO C «AHTOIIKOM» CTaJI0 3HAKOBBIM JJ1s1 Lawn
Tennis Club. Harpaza, BpyueHHas Bragucinasy Bypae

B IeHb OTKPBITHS YeMIIMOHATA, CTaJIla TOMY ellle OJHHUM
IIOATBEPKIEHUEM

| e | s
nIESED ulﬁﬂEI! I
| . :

|| dn

Jmumpuii Cemenos, npesudexm Lawn Tenms Club
-

-

. 4"
Dmitriy Semenov, the President of Lawn Tennis Club,
and Vladislav Burda

u Baaducaas Bypda

The tournament gathered 98 young tennis
players from almost 30 cities introduced

by 20 tennis schools. Antoshka, as in all

the previous years, was the general sponsor
of the championship and all the Antoshka
Cup 2016 events took place in Lawn Tennis
Club (Park Residence). Gennadiy Trukhanov
visited the championship opening ceremo-
ny. It was the first time when the Mayor of
Odessa took part in it.

Vladislav Burda, one of the founders of
the championship, stressed that the event
played the important role in the history

of the city as one more cultural tradition
that unites children sport, resort and

the largest chain of the children stores
Antoshka as a sponsor and co-organizer
of the tournament.

Vladislav Burda mentioned the names of the
world famous tennis players who started
their career with Antoshka Cup - Elina Svi-
tolina and Dayana Yastremskaya.

At the press conference the organizers to-
gether with the coach of the National tennis
team recommended to remember the names
and the faces of the participants. In some
years they will likely take part in Roland
Garros and the Davis Cup as well as their
predecessors who played on the Lawn Tennis
Club court.

Partnership with Antoshka became really
significant for Lawn Tennis Club. The award
presented to Vladislav Burda on the tourna-
ment opening day confirmed it.
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CabuHa
3eilHanosa
(Kues)
Sabina
Zeynalova
(Kiev)

3uHosuli
HaaupHak
(Yeprosupt)
Zinoviy
Nagirnyak
(Chernovtsy)
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AHacmacus
Cobosesa
(ZHenp)

- Anastasiya
Soboleva
(Dnieper)

1ot ¥OT HE -

Makcumuyr
(Xapokos)
Iliya
Maksimchuk
(Kharkov)
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Haszap
Dedoputiut
(JTvso8)
Nazar
Fedorishin
(Lvov)

Sna
Murumun
(Tpycraseu)
Yana
Mykytyn
(Truskavets)

[TobenuTenTH IeTHETO YeMITHOHATa B Ofiecce BXOIAT B JIYUILYIO
IITepKy IOHHOPOB (Z0 12 JIeT) I10 peHTUHTY Pefiepalilii TeHHU-
ca YKparHBI.

ObnapaTtensamu «KybKka AHTOLTKH»-2016 B OTMHOYHBIX COPEB-
HOBaHHSIX CT/IM 3MHOBUN HarupHAK 1 AHactacust CoboreBa.
OHH >Ke OTYYU/IM Harpazsl 3a I MeCTo B [IapHOM paspsze:
3uHOBUM HarupHsK — c Miber MaKCMYyKOM, AHACTacHs
Cobornepa — ¢ CabrHOM 3eHTHAIOBOH.

Amndgghha Cup 2004
by PR Boddence

The winners of the summer championship
in Odessa are among the top five (age group
under 12) according to Ukrainian Tennis
Federation.

Antoshka Cup 2016 winners in singles were
Zinoviy Nagirnyak and Anastasiya Sobol-
eva. They also got the first prize in doubles:
Zinoviy Nagirnyak with Illiya Maksim-
chuk and Anastasiya Soboleva with Sabina
Zeynalova.
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Ha nytu npeobparkeHus

UHTepBbio ¢ TaTbaHOM Bypaon

C TATbSAHOW BYPA,ON Mbl MO3HA-
KOMMWJAUCDb B FINTABHOM O®UCE
REDHEAD. MHOTUM U3BECTHO,
YTO OGUC OCHOBATE/IA REDHEAD
SIBNISAETCS ELLE N LEHTPOM NPUHS-
TUSA PEWUEHWUW NO AEATE/NIbHOCTMU
FBN — OBbEAWHEHWUS COBCTBEH-
HUKOB CEMEMHbIX KOMNAHWUN

B YKPAUHE. KOMMAHWS TATbS -
Hbl — INVOGUE FASHION GROUP —
TAK)XE BXOAUT B ACCOLUALLUIO.
MHOTOJIETHUW ONbIT TATbSIHbI

B YNPABJEHUU BYTUKOBbIM BU3-
HECOM OKA3AJICS BOCTPEBOBAH-
HbIM B KPUTUYHBIN NEPUOL ONS
CETU DANIEL. B LAJIbBHEWLUEM
TATbSIHA CTAJIA KOHCY/IbTAHTOM
FASHION-HATMPABJIEHUS B PO3HMU-
LLE REDHEAD.

OTKPbITUS TPEX BYTUKOB CETU
DANIEL 3TOW BECHOW CTAJ/IU HAYA-
JIOM HOBOTIO 3TANA USMEHEHUN
BYTUKOBOIO BU3HECA KOMIMAHUMU.
MNPEOBIAYIWME 12 MECSALLEB MOXHO
CYNTATb NMEPEXOOHbBIM MEPUOAOM,
3A KOTOPbIN HOBOE PYKOBOJACTBO
BYTUKOB OCYLWECTBWU/IO CEPbE3-
HbIE PEGOPMbI. B 3TOM NOAPOB-
HOM UHTEPBbIO TATbSIHA BYPJA
DAET OLLEHKY NMPOU3OWEALWNM
MEPEMEHAM W AENUTCSA NAAHAMMU
Nno PA3BUTUIO DANIEL.
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Fop pedopm

— JleAICTBUTEIIBHO, ITPOIIeT Y3Ke Fofl C TOr0 MOMEeHTa, KOTAa
MBI 3aTes/TH peBONLKIo0 B Daniel. U certuac yske MO>KHO
II04BeCTHu HePBbIe urtoru. CaMmoe rjiiaBHoe OOCTHU>KeHHue —
3TO ITPaBHJILHBIE BEI6OP PyKOBOAM TSI OYTHKOBOIO HAIIPaB-
nenus B RedHead. TaTbsiHa KapiioBa peKpacHo CIIPaBIIsi-
eTcs co cBoeH 3afavell. Korja mpousonuia nepefada gei,
MEI C HEI;I HaMeTUu/Inu CTpaTEI‘I/IIO HN3MEeHeHUs U Pa3BI/ITI/IH.

H 3a 3toT roa MBI BBITIOJTHHUJIYU BCe, UTO 3a,c[yMan1/I.

a

. fera paa

] r “
Tatiana Karlova and Tatiana Burd_a

/8

HoBast cTpaTerus 1 HOBble TPeOOBaHMUS IIPUBETIH K 3Ha-
YHTeTbHOM 3aMeHe MepcoHasa. Takoke HaM MPpHILIOCh
CMEeHHUTb CUCTEMY y4yeTa ToBapa, CO3/aTh HOBYIO CUCTEMY JIO-
S/IPHOCTH KITHEHTOB, M3MeHHUTb CTPATETHIO I10 Map>KUHaIb-
HOCTH. MBI CHU3WJ/IU LIeHbI U CTAIH O0JIbIe ITPOAABATE I10
IIepBOH LieHe, B IIePUO[, 4,0 CKUAKK . MBI TaKoKe ITOYKUCTHIH
Hall ITIopTdesb 6peHI0B, OCTABUB CaMble 3pGeKTHBHEIE.

OnHO M3 YaCThI0 HAIleH CTpaTeryuH 6110 Ipeobpa-
3UTh Hamu 6yTrky Daniel. MBI TIOJTHOCTBIO OTPEMOH-
THpOBaIM MarasuH B Mandarin Plaza.

©
On the

renovation way

Interview with Tatiana Burda

We met Tatiana Burda in the RedHead central office. It is
known that Redhead’s office coordinates the decisions on
EBN activities, association of family business owners in
Ukraine. Tatiana’s company, Invogue Fashion Group, is also
a part of Association. Tatiana’s long experience in the bou-
tique business management appeared to be much in demand
during a difficult period for Daniel boutiques. Later Tatiana
became a fashion consultant in RedHead retail.

Three Daniel chain boutiques openings started a new stage
in reformation of the company’s boutique business. The
preceding year can be considered as a period of transition
when the new management of the boutiques implemented
deep reforms. In this interview Tatiana Burda estimates the
changes and shares the future plans on Daniel development.

The year of reforms

— Actually the year has passed since we started
reforms in Daniel. Today we are able to sum up the
facts. The primary achievement has been the right
choice of the director of the boutique direction

in RedHead. Tatiana Karlova performs with her
tasks perfectly. When she took over the business
we drew up the strategy of development. It took us
a year to complete everything that was planned.

New strategy and new requirements have led to

a major personnel change. We have also had to
change goods accounting system and the marginal
strategy as well as create a new system of clients’
loyalty. We have decreased prices and begun selling
at the basic price before sales. We have also selected
only the most effective brands for our portfolio.
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At the new Daniel boutique,
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B Havase MapTa TaM OTKPBUICS IIPeKPACHBIH IIPOEKT, 3TO
HOBBIM Daniel, B coBepIeHHO HOBOM KOHIIeNTe. BmecTe
c Bragensiamu 6persa Monnalisa Ml 06HOBHIH 6y THK
Monnalisa, onsiTs ke B «MaHJapHHe» Ha 4-M 3TaKe. A CO-
BCeM He[JaBHO TaM OTKpbUIH IIpoeKT Daniel Toys — 310
Boob1e HOBBI popMart Ayis cety Daniel. Tam npopaeTcst
IIpeMHaIbHAs THHeHKA Urpylek. H yske B IIepBble JTHU
CBOeF paboTEI OH IIOKA3bIBAET II0JIOKUTEIbHBIN Pe3yiib-
TaT. Ha ceromHSIMHNH AeHb MBI 3aHHMaeM IIPIMEPHO
70% IIETCKOTO 3Ta’ka IIPeMHUAIBHOI0 TOPTOBOIO LIEHTpPa

B cronuiie (Mandarin Plaza). Y s 4yBcTBYyI0, YTO 6U3HEC
JOCTaTOYHO yCIIeNITHO Pa3BHBAETCS.

— Buucae 2nasnbix umozos RedHead 3a 2015 200 0603Hauen pocm
nokaszameaeii npubbtau 6ymukos 6aazodapsa sawemy c Tampa-
Hoti Kapaosoii pyrosodcmay bustecom. Kak ydanocs cdeaams
max, 4mobbt no nepsoii LeHe npodasaacy OCHOBHAS HACMb
KoAAeKkUuii?

— MBI 3aKpbhUIH Ba ayTiieTa, B KueBe u B Ofecce, ocTa-
BHJIM TOJIBKO OJMH — B KHeBCKOH «MaHydakType». TaKUM

O6p330M, MBI COKpallaeM CBOH OCTATKH, KOTOPbI€ HAKOITH -
JIMCh 32 HECKOJIbKO OpeablAyIInX JeT. Y Mbl HaJieeMcs, YTO

C CeroAHANTHHM MU PEe3yJIbTaTaMK pa6or1;1 y HaC UX 6y,Q,ET
elne MeHbIIe.

Ecnu paHbllle 6y THKY IIPOJABAIH 20-25% KOJUIEKLIHH

70 IIepBO CKHUJIKH, TO TeIlepb, HECMOTPS Ha TO, YTO B 3TOM
rojly BeCeHHHH Ce30H O4YeHb IJIOX0M, TPH Mara3uHa Bbl-
IIOJIHAIOT IIJIaH 50% JI0 CeHIa. ITO Ta IUIAHKA, KOTOPYIO MBI
yCTaHABIMBAIH. M MBI OYeHb I10PaI0Ba/IKCh, KOI/A IeCTh
MarasuHOB B 3UMHEeM Ce30He TOKe JOCTUIJIK 3TOr0 Pe3yJib-
TaTa — 50% [0 CelIoB. BHavane, Korga Mul ¢ TaTbsiHOM Kap-
TI0BOH roBoprIH 06 3ToM KPI, Bce COTPYIHUKH C 60IBITUM
He/I0OBepHeM OTHOCHJIHCh K 3TOMY, IIOTOMY YTO OHH Boob1ie
He MOHMMaJIH Kak 3TO MOYKHO IIPOAIaBaTh [0 Cella B TAKHX
KonuyecTBax. Ho, Tem He MeHee, MBI Cle/IaJIH 3TO H ellle
bosbllle yKPeIIM/IL UX Bepy BBe/leHHeM HOBOM MOTHBAIIMH
3a BhIIIOJIHeHHe 3Toro KPI.

One part of our strategy was aimed at Daniel
boutiques renovation. We renovated the shop
in Mandarin Plaza completely. In early March
there was an amazing project launched, itis
new Daniel in a brand new concept. Together
with the owners of Monnalisa brand we made
some changes in the boutique on the 4th floor
in Mandarin Plaza. Recently we have opened
Daniel Toy project which is a new format in
Daniel chain. There is a premium toy line and
from its first days it shows positive results. To-
day we take about 70% of children’s goods floor
in the premium trade center in the capital and
I feel this business is developing successfully.

— Dueto your cooperation with Tatiana Karlova there

is an increase in the boutiques profit that is mentioned
among RedHead’s main results in 2015. How did you man-
ageto sell at basic price the major part of the collections?

— We closed two outlets in Kiev and Odessa
and today there is the only one in “Manufac-
tura” in Kiev. We minimize our leftovers that
were accumulated over the previous years. The
results of our work let us hope to have even less
leftovers than today.

Earlier the boutiques sold 20-25% of the col-
lection before the first sale and today despite
the bad spring season, three shops perform
50% before sale. It is the goal we set. We were
happy when six shops in the winter season got
the result - 50% before sale. When we discuss
this KPI with Tatiana Karlova all the personel
did not believe it could be possible to sell such
a great amount of goods before sale. Neverthe-
less we have done it and made their belief even
stronger introducing new motivation for this
KPI performance.
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opmam 8 cemu

o
Daniel Toys - Hoablil ¢

. S—— . . — .
Daniel Toys - a brand new format in Daniel chain

— Paubue 3mozo He 61107

— PamnbIie 3Toro He 6p110. CerofHs KOMaHAa OUYeHb CILIO-
YeHHad M BOOAYyIlIeB/eHHas [lepeMeHaMHU B ceTH. H moToMy
BCe 3aMOTHBHPOBAHBL U CTPEMSITCS [TI0Ka3aTh pe3yybIart.
MHOrMe MarasyuHbI BBIIIOJTHUIH IJIAH 3TOM 3UMOM U IT0Ka-
3a/11 NIpeKpPacHBIM pe3y/1bTarl.

E1lte MBI cieiaiv [Be OYeHb BasKHBIX BeIlllU, Hel)Baf{ —
MBI CHU3HJIH IIPOLIEHT I10 CKUAOYHBIM KaPTOUKAM K/IHMEHTOB

B [1BA pa3a. u BTOPO€ — MbI CHU3HJIH IIPOJAKHbIE II€HbI, YTO-

OBl KOMIIEHCHU POBATbD IIOTEPH K/IMEHTOB OT CHHPKEHH I CKHIO0K
H YBEJIUYHTDH O6OPOT ceTH. Ha cerogHSIIHUM IeHb HaIlIk

LIeHBI Ha 10-20% OT/IUYAIOTCS OT EBPOHEI:ICKI/IX. Ho 310 00B-
SICHHUMO, IIOTOMY YTO €CTh PACXOABI Ha JIOTHCTHUKY, Hd TaMO-
JKEHHYI0 OUHCTKY. ILnroc Yy Hac BCe paBHO OCTAIOTCA CKHA049-
HbIe KapTO4YKH, Y€ero HeT B EBPOHE. Tak 4TO MOXKHO CKa3aTh,
9TO Yy HaC JOCTATOYHO 6/IH3KHEe K EBPOHEI;ICKI/IM neHsl. Y kiu-
€HTBI y>Ke OLIeHMJIN 3TO. OuveHb MHOTHE KJIUEHTHI, KOTOPBIX
MBI IIOTEPAJIH 3a [10C/IeAHee BpeMsl, BEpHY/IHCh K HaM.

MBI ITOTUXOHEYKY 03[I0PaBIKMBAEM 3TOT 6usHec. B manb-
HeHIIMX IVIAHAX Y Hac oTKphITHe Daniel B I[YMe B KueBe.

B cienmyromeM rofy y Hac I10 IJIaHY PeKOHCTPYKLIHS ABYX
OJIeCCKUX Mara3uHOB M XapbKOBCKOro. IIoMHMMO 3TOrO0, y HacC
I06aBUIACH ellle OFHA 3aa4a: MBI PeIIH/IH 3aKPhITh Ma-
rasuH Christian Dior B «MaHAapHHe», IIOCKOJIBKY C 3TOTO
ce30Ha bpeny Dior M3MeHMIT IIONIUTHUKY U 3aIIPETHII CBOUM
dpaHuali3u MpoJaBaTh KO/UIEKLIMH C Ce30HHOI CKUKOM . Bce
HeITpoJiaHHbIe BeI[1 HeOOXOAMMO YHHUYTOKATh QU3UUECKU

B KOHLIE ce30Ha. MBI IIOCUUTANIH STH TpebOBaHUS /ST HaC
HeITpHeM/IEMBIMH, a ITepeybenuTh GPaHIly30B He CMOIJIH.

B crenyromeM rogy Ml 6yeM OTKphIBaTh BMecTo Baby Dior
IpYror mpoekT. [Toka HaxoAMMCS Ha CTauU BbIbopa 6peHa.

MBI 04eHb XOTHM BepHYTb OT/eJIbHO cTOsIKE Daniel

B KueBe, Bo306HOBUTH popmar street fashion, kotopsrit

y Hac CyLecTBOBAJ 10 PeBOMIOIIUY JOCTOMHCTBA. MBI XOTUM
OTKPBITh GpIarMaHCKUM Mara3uH, KOTOPBIA MBI IIOTEPSITH

RedHead Nne1o / 2016

BO BpeMs PEBOTIOLIMOHHBIX COOBITH, HO B TO Ke IIOMellle-
HUe y Hac [T0Ka HeT JKeJIaHUSI BO3BPALIAThCS. ITO MECTO
ceryac accoriuupyercs 6osnbie ¢ 601p0. Mel 6ymem HCKATb
YTO-TO HOBOe. UTo6bI Hamt Daniel accoriuupoBarcst ¢ pazgo-
CTBIO ¥ HOBO KU 3HBIO!

U 51 gymalo, 9TO K KOHILy CJIeAyOIIero rofa MosKHO bygeT
CKa3aTh, YTO MBI KPeIIKO BCTAIK Ha HOT'H. JTo byzeT oueHb

cepbe3Hasi 3as1BKa Ha phIHKe.

— No, it hasn’t. Today the team is really cohe-

— Ithasn’t happened before, has it?

sive and inspired by the changes in the chain.
Everybody is motivated and is eager to show
the result. A lot of stores performed the plan
this winter and reached good results.

We realized two more important things.
Firstly, we decreased clients’ discount card
percent twice.

Secondly, we decreased sale prices to compen-
sate clients’ losses and increase the turnover of
the chain. Currently, our prices 10-20% differ
from European ones. It can be explained by the
fact that there are logistics and customs clear-
ance expenses. Moreover we still have discount
cards but there are no cards in Europe. So we
can say that our prices are nearly the same as
in Europe. Our clients have appreciated it. Lots
of clients that we lost have returned to us.

We are gradually improving this business. We
are planning to open Daniel in the central de-
partment store in Kiev. Next year we are going
to reconstruct two stores in Odessa and one in
Kharkov. We have one more task to complete:
we took the decision to close Christian Dior
shop in “Mandarin” because Dior brand has
changed its policy and prohibited its franchisee
to sell collections at season discount price. All
the leftovers should be destroyed physically

at the end of a season. We found these condi-
tions unacceptable to us but we were not able
to make Dior representatives to change their
mind. Next year we are planning to open the
other project instead of Baby Dior. We are still
choosing the brand.
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Jlemom 2016 200a TambsiHa u Baaducaae bypda nocemuau
WMmaauto, 20e scmpemuaucb ¢ cembeu SIKOMOHU, 8naderouieu
6peHoom Monnalisa. Mbepo SikomoHu u bapbapa bepmou-
4u, a makxxe oOUH U3 MAadLux YaeHos cembu, Tomac beccu
(meHed>cep no npoda>kam Monnalisa 3a npedenamu Eeponbi),
0Kasanu padywHblu npuem c80UM YKpauHCKUM napmHepam.

3Hakomcmeo Baaducaasa bypabi ¢ enadenbuamu Monnalisa
€ocmosinoch 10 Aem Ha3ad — npu nokynke cemu Daniel
Hogomy cobcmeeHHUKY nompebosanoch nepe3akAyumep
KOHMpAKmbl co 6cemu nocmaswukamu. 3a 3mu 10 \em
KomMnaHus cembu IKOMOHU cmana 6onee npogeccuoHanbHou,
€ SIHeaps 2011 200a 6u3Hecom ynpasnsiem HaemHbiu CEO,

a npodaxku 6peHda Monnalisa no ecemy mupy yoeouAuch.

O6HoeneHHbIu 8 2016-m 6ymuk Monnalisa 6 cemu Daniel npe-
830LeA 0XKUOAHUS Kak cobCmeeHHUKo8 cemu 8 YKpauHe, mak
u enadenbues bpeHda 8 Mimanuu. Mpodaxka eeceHHe-nemHeu
KoAneKkuuu no nepeou ueHe (00 Ha4ana ce3oHa pacnpooax)
cocmasuna 56,7%, 4mo cmano pekopoom cpedu ecex bymu-
Koe Daniel. A no nokazamensim muposbix npodax Monnalisa
Kuesckuu bymuk 0Kasancsl Ha mpembem Mecime, ycmynue
mazasuHam 8 besepau-Xunas (CLLUA) u foxa (Kamap).

Bcmpeua Baaducaasa Bypaesi ¢ cobcmaenHukamu Monnalisa, 2009
Meeting of Vladislav Burda with Monnalisa owners, 2009

46 RedHead Ne10 / 2016

Family visit to the family owning
Monnalisa, Italy

In summer of 2016 Tatiana and Vladislav Burda
visited Italy where they met the family of la-
komoni, the owners of Monnalisa brand. Piero
lakomoni and Barbara Bertocci, as well as one
of the younger family members Thomas Bessi
(Overseas Sales Manager of Monnalisa) accorded
a hearty welcome to their Ukrainian partners.

An acquaintance of Vladislav Burda with Mon-
nalisa owners happened 10 years ago - while
purchasing Daniel chain it was necessary for

a new owner to renew contracts with all suppli-
ers. For these 10 years the company of lakomoni
family has become more professional, since Janu-
ary 2011 the business is managed by a hired CEO,
and the sales of Monnalisa brand has doubled
worldwide.

Monnalisa boutique of Daniel chain that was re-
newed in 2016 has exceeded expectations of both
the chain owners in Ukraine and the brand own-
ers in Italy. The first-price sale of spring-summer
collection (before the start of sales period) was
56,7% that made it a record holder among all
Daniel boutiques. And basing on Monnalisa
worldwide sales figures the boutique in Kiev
ranked third following only the stores in Beverly
Hills (USA) and Doha (Qatar).

MONNALISA
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DANIEL

Mbl nomeHAaAuU 1020-
Mmun, nomMmeHaAU ugema
Daniel. Ce200H4 3mo
HeskHO-20AYboll,

C y3Has8aeMou sKeAmol

Design thinking

— Ymo Bbt dymaeme no nosody dusaiiHa? Kak mokHo onucame
me ocobeHHocmu, Komopble npousowiau 8 Daniel 8 Mandarin
Plaza?

— JlM3aiiH 3T0 0YeHb BasKHAS YaCTh Hallero 6x3Heca. Mel oJ-
HOCTBIO IIOMEHSUTH KOHIIEIIT MHTePhePOB U BUTPUH Daniel.

ITo MHTEPBEPHBIM PeIleHHUsIM MBI Pab0oTaNK ¢ KOMITAaHHeH
«JlekapT», KOTOPOH PYKOBOAUT AHaTonuil EkcapeB. ITo ofec-
CKasi KOMIIaHHsI, Y MeHSI MHOTOJIETHUI OIIBIT COTPYIHUYeCTBa
c HUMHM. OHU chenany oba IIpoeKTa B «MaHIapuHe» —Daniel
u Daniel Toys. Y ecnu Daniel 8 Mandarin Plaza 6501 Takum
IIPOOHBIM IIATOM, TO, IyMalo, B C/leAyIoleM Fofy HaM IIpefi-
CTOUT IIPOLOJIKUTD PABOTATh C ITUM KOHILIEIITOM U ITPUMEHUTD
€ro /i IBYX MarasuHoB B Ozecce 1 Daniel B XappKoBe.

C MapkoM KecTenb60MMOM MBI IIOMEHSUIH JIOTOTHII, IIOMe-
Hsu nBeta Daniel. CerogHs 3To HeskHO-ToMy60H, € y3HaBa-
€MO¥ >KeJITOM KOPOHOM. MBI CTaIu IIPOU3BOAUT KOHGETHI
Ha IaJIouKe B BU/JIe 3TOM KOPOHBI — UTOOBI B IIPSIMOM U IIepe-
HOCHOM CMBIC/Ie ITPUBUTD BKYC K HallleMy OpeHTy.

Celiyac MBI [le/laeM ellle OAHUH COBMECTHBIH ITPOEKT C KOM-
naHuew «JlekapT» — TPeTHH 3TaX B «Mera-AHTOLIKe», 3TK
fashion. MbI 3ayMany MOMHYIO peKOHCTPYKLIKIO 3TOTO
3Ta’Ka, KOTOPBIK MBI IIJIAHHUPYeM 3aIlyCTUTh B KOHIIE HIOJS.
C HalleHr HOBOM KOHLIEIILIK ek TI0OMepoB, C TpeMsl HOBBIMU
KkopHepamu — Blue Kids, Silver Sun u Pablosky. MsI xoTum
CIenaTh TAaKOM HOBBIHM dpopMaTt «AHTOLIIKK» — fashion-
«AHTOIIKY», C O4€Hb KPACHBBIM AH3aHMHOM, C IIPAaBHJIBHBIM
1ogb0poM Mapok. TaKkoH eBpPOIeHCKUM CTAHJAPT MacC-
MapKeTa. ITO0 TO, K YeMy MBI CTPeMHUMCsI. MBI II0CTapasIKCh,
4TO6BI y Hac 6bLIO 9KCKIII03UBHOE ITpeJIosKeHK e O6peH/I0B

B «AHTOIIKe», YTOOBI OBLI KaUeCTBEeHHBIH TPOAYKT, UTOORI

K 0 pO HOU . 3T0 6BLI0 MOHO, YTOOBI 3TO 6BLIO HHTEPECHO JIISI AeTeH.
Sl Ha caMoM feJie 60sbIasi IIOKJIOHHUIIA HOBOM KOHIIEIIIIUU
«AHTOIIKU» — C JIIOMEePaMHU. Sl cuuTaro, 4To 3a 9TOM KOH-
48 RedHead ne1o / 2016

before the Revolution of Dignity. We want to

We want to renovate Daniel in Kiev and
street fashion format which we had had

open a flagship shop that we lost during the
revolutionary events, but we do not want

to come back to the same location as it is
mostly associated with pain. We are going
to look for something new to associate our
Daniel with joy and new life!

I believe that by the end of next year we may
say that we have got back on our feet again.
It will be a serious claim on the market.

Design thinking

— Design is an important part of our busi-
ness. We have changed the concept of Dan-
iel interiors and shop windows completely.
We were working out the interior decisions
together with Dekart company headed by
Anatoliy Eksarev. It is the company from
Odessa and I had long experience of collabo-
ration with them. They made both Daniel
and Daniel Toys projects in “Mandarin”.
Daniel in Mandarin Plaza was an experi-
ment but next year we will have to keep
working with this concept and apply it for
two stores in Odessa and Daniel in Kharkov.

Together with Mark Kestelboym we altered
the logo and the Daniel colors. Today it is
light blue with a recognizable yellow crown.
We started making crown-shaped sweets to
develop a taste to our brand in a figurative
and literal sense.

Currently, we are making one more project
with Dekart company, the third floor in
Mega Antoshka, the fashion floor. We are
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Lennuei 6osiroe 6ynyinee. To, 4TO «AHTOIIKA» pa3pa-
60Tas1 TaKO¥ KOHILIEIT — 3T0 6obluas Hama nobesa, XoTs
MBI ellle He Be3Jie ero BHeJpuin. Korga Mbl HauHeM [eva-
TaTh IIPUHTHI Ha OfEXKAY, KOIZa MBI CZlefiaeM CBOIO IMHHUIO
OIEKABL, KOIIa Mbl HAUHEeM IIPOM3BOAUTE UTPYIIKU B popMe
JIIOMePOB — BOT TOT'ld MBI 10 KOHIIA OI€HUM 3HAYHMOCTb
3TOr0 OTKPBITHS ISl Hac. Brarogapst Mapky Kecrensborimy,
aBTOPY 3TOM KOHLIEMNIIMK, MBI CeliYac 3HaeM Ky/ia IBUTaThbCS
M KaK pa3sBHUBAThCA.

Ceryac Bce-TaKH OCHOBHAS 3a7ladya — CAEIaTh GJIarMaHCKUH
MarasuH, «Mera-AHTOIIKY», TAKUM, YTOObI OH BBI3BIBAJI
«Bay-3ddexT». Korga pebeHOK IIPUXOIUT U AeHACTBUTEIBHO
MIOHHMaeT, YTO OH B CKa3ke. Mbl HAUHHaeM PeKOHCTPYKIHIO
C TPeThero 3Taska, Mbl MeHseM JIUPTOBYIO IAXTY, MBI IIOMe-
HsleM BBIBeCKY. B ciiefyroieM rofy Msl IJIaHUPyeM IIPOAOTI-
SKUTh PEKOHCTPYKLIMIO OCTAJIBHBIX 3TaKeH, Tak YTOObI B UTOT
y Hac IOTy4MIICSI KPAaCHUBBIH $IarMaHCKUE [IPOEKT.

CepBUcC — ue/ib HOMep OAUH

— Bol ydenseme ocoboe 8HuMaHue cepsucy 8 coeil pabome.
Ymo npoucxodum ¢ Daniel 8 3mom omHoweHuu?

— TIlocnemHe HECKOIBKO JIET MOSI KOMITAHHUS IeHCTBU-
TeJIbHO INTy6OKO 3aHMMAaJIaCh CEpBUCHBIMU IIPOAYKTAMH,
HeJaBHO MBI JaskKe OTKPBUIM XMMYMCTKY [JIs1 KJIMEeHTOB.
Korga ske s mpuiia B Daniel, MBI OTKPBUIE COBMECTHYIO
IIKOJTy CepBHCA [Is COTPYAHUKOB Invogue u Daniel mog,
PYKOBOIACTBOM AHACTacHHU BnagblumMHCKOM. Hamia coBMecT-
Hag IIporpamma 6YL[ET OJIUThCS 6-8 Mecs1ieB. Y Hac 6yueT

8 BcTped, 110 2 iHS. M B KOHEYHOM HTOTe MBI [IOJDKHBI 6ygemM
IIPOIIMCATh HAIIIK CePBHCHBIe CTaHAAPThI. CTaHAAPTHL, KOTO-
Ppble He 6ynyT IlepefaBaThCsl U3 YCT B YCTa, a KOTOpble 6yayT
3aIlMCaHbl U JOCTYIIHBI [IEPCOHAILY [JISL H3Y4eHU .
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NPEAOCTABNATDL CEPBUC KJTACCA JIHOKC,
~~~ YTObbI KNUEHT YYBCTBOBAN CEBA ~~
EMIMHCTBEHHBIM W XENAHHBIM FOCTEM!

v
HUKOIAA BCEradA

Cel4ac MBI CO3[Ja/IK aKTUBHYIO pabovyIo IPyIIITy, U3 Je-
CSTH Ye/loBeK, KOTopas obbeHHSeT 1Be KOMIIAHHUK —
Daniel u Invogue Fashion Croup. Y Hac LIeHHOCTH U K/IH-
eHTHI 061Ke. Y CHHeprys 3HaHHUH 0 KJIMeHTaxX HalluX
IBYX KOMITAaHUI ObICTpee IIPHBe/eT HAC K LIeIH — BbIBe-
CTH Halll CEpBHMC Ha YPOBeHb KJ1acCa JIFKC. BasKHBIM MO-
MEHTOM B 3TOM Pa3BUTHH CTaja 06K pHas [Ipe3eHTallUs
HOBOT'O BUJIEHHUSI CEPBUCA, KOTOPYIO MBI CAe/IaIN

2-TO HIOHS A5 120 YesioBeK U3 Daniel u Invogue.

planning to reconstruct the floor and launch
its operation with a new Lumers concept and
Blue Kids, Silver Sun u Pablosky new corners in
late July. We want to make Antoshka of a new
format - Antoshka fashion with a beautiful
design and proper brands selection. It will be a
mass market of European standard. It is what
we aim at. We managed to make an exclusive
offer on the brands in Antoshka, introduce
high quality products and fashion and make it
interesting for children.

I am a big fan of Lumers, Antoshka’s new
concept. I think it will have great perspectives.
Although we have not implemented it every-
where yet, the development of such a concept
is our big achievernent. When we start print-
ing it on clothing and make our own clothing
line as well as begin producing Lumer shaped
toys, we will appreciate the meaning of this
invention for us. Thanks to Mark Kestelboym,
the author of this concept, we know the way to
follow and to develop now.

The key task is to make a flagship shop, Mega
Antoshka, to create “wow-effect”, when a child
enters and he/she understands he/she is in

a fairy-tale. We start reconstruction with the
third floor improving the lift shaft and chang-
ing the signboard. Next year we are planning
to continue the renovation of the other floors
to create a fine flagship project.

Service is number one goal
— You pay special attention to service in your work. What
isbeing done in Daniel in this aspect?

— For the last years my company has been
dealing with service products and we have
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Mgl ¢ TaTbIHOM Kapnosoﬁ CUMTaeM, YTO CerogHs 3ama-
Ya Nel — IIPeA0CTaB/IATh KIMEHTY CePBUC, KOTOPOro HeT
y KOHKYPEHTOB, KOTOPOr'0 HeT Ha pPhIHKe. B IIeHHOCTAX

HaIIMX KOMIIAHHUH CePBHC CTOUT Ha [1ePBOM MecTe.
Y Hac ecTb IeBU3: «MBI CTPEMHUMCS K CEPBHCY ,,Bay“».

9TO CepPBUC, KOTOPBIH IIPeBhIIIAET OKUJAHMS KIIHeH-
Ta. K/IMeHT mosy4daeT 6osIbllle, YeM OH PacCIKTBIBAII.
MBI Hag 5TUM paboTaeM, IIOTOMY UTO CETOAHS UHTep-
HeT-PUTeL 3aHUMaeT Bce DONIBIIME CeTMeHT PhIHKA.
Ero Mo>xHO 1106ei1Th TONBKO OTHONIEHHEM K KIHEeHTY,
TOJIBKO CEPBUCOM BBICOKOTO YPOBHS . Bce HHTepHET-
MarasvHbI — 3TO CePbe3HBIe KOHKYPEHTHI U1 Hac,

Y TOJIBKO HAIIIUM ITePCOHAIbHBIM OTHOIIEHHUEM K KITH-
€HTaM MBI MOXXeM BEPHYTb K/IMEHTOB B MarasuHeal. bes
no6aBeH s SMOLIMOHAIBHON COCTABIIAIONEH IT06eIUTh
HHTepHeT Oy/eT HeBO3MOKHO.

fJJ v /
~ 2. R
NPEOCTABNATD CEPBUC KIJIACCA JIHOKC,

~~~ YTOBbI KIINEHT YYBCTBOBAN CEBA -~
EJNHCTBEHHbIM W XEJIAHHBIM rOCTEM!

v
HUKOrOA BCEFOA

When I came to Daniel we started the service

recently opened a dry cleaner’s for clients.

school for Invogue and Daniel employees
headed by Anastasiya Vladychinskaya. Our
program will be conducted for 6-8 months.
We will have 8 meeting for 2 days each. As

a result we will have to draft our service
standards. The standards which will not go
the rounds, but they will be in a written form
and available for the personnel to study.

We have formed a working group consisting
of ten people which unites two companies
Daniel and Invogue Fashion Group. We have
values and clients in common. Synergy of
knowledge about our clients will lead us to
the goal faster and bring our service to the
highest level. The extensive presentation on
the service new vision given to 120 employees
from Daniel and Invogue on 2 June became
the crucial moment in the development.

Tatiana Karlova and I consider that today’s
number one task is to provide service to a
client which our business rivals and the mar-
ket do not have. Service takes the top place
among the values of our companies. We have
amotto: "We aspire to WOW service”. It is
the service that exceeds clients’ expectations.
A client receives more than he/she expected.
We are working on it because the Internet re-
tail takes the most part of the market. It can
be overcome only through serious approach
to a client and high quality service. All the
Internet shops are serious rivals to us and we
can get our clients back only being client-ori-
ented. There should be an emotional compo-
nent to “defeat” the Internet.
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Only sky is the limit

B coBpeMeHHBIX peKTaMHBIX
KaMmaHusx Pablosky Ha3Ba-
HHe OpeH/Ia ITPOM3HOCAT Kak
«[labnocku». Ho B RedHead
IIOMHT ellle UCTOPHIO,
KOTOPYIO PacCKa3bIBaJI CO3-
JaTeNb 3TOM MapKu, XyaH
[Tabmo Maptun-Kapo, —
HCTOPHIO O Ha3BaHUH,
KOTOPOe 6BLI0 ITPOIOJIKe-
HUeM MeYTHI, 4 He BapHa-
THUBHBIM IIPOM3HOIIEHHEM
daMHINY, KaK ee Tellepb
BOCIIPUHMMAIOT. [lj1s1 [1abo
TOJIBKO HebOo SIBISIOCh
OTpaHMYHUTEIEeM CMeJTBIX
MeuTaHUH — Only sky is the
limit — Bce ocranbpHOe 6bL10
TOCTHKMMBIM. YTO OH U J0-
Ka3saJl, Co34aB II06aIBHYIO
KOMIIaHHIO, BBIITYCKAIOIIYIO
CEroIHSI 2 000 000 I1ap 06yBH
B rof,. KoMmaHH0, KOTOpPYIO
BHYTPH CEMBH CO3/AATeNs
IIPOZIOJIKAIOT HA3BIBATh
«Ilabnockaii».

Ceropms 6penp Pablosky,
Ybst HCTOPHUS HACUUTHIBAET

yke boree 45 neT, — OIUH
M3 eBPOIIeLCKUX THUEPOB
PBIHKA JIeTCKO 0OYBH.

B Hcnianuu o6yBb Pablosky
IIpefcTaB/ieHa B 2000 TOPro-
BBIX TOYKAX. PBIHOK UMIIOP-
Ta OXBATBIBAET HONBIINH-
CTBO CTpaH B EBpome, Asuu
U AMepuke. o momcyeram
AHAJIUTUKOB, KaKAYIO
MUHYTY B MU e IIPOAAETCs
6 map obyBu Pablosky.

[1aBHBIE KIMEHThI

Pablosky — meTn u mompoct-
KU JI0 14 71eT. Pa3mepHas
CeTKa HauMHaeTcs C 16 pas-
Mepa — IIUHETOK JIs
MaJIBIIIIeH .

TeXHOJIOTH, IU3aHEePHI

Yl BPAaYH-OPTOIIeAIEL CO-
BMECTHO pa3paboTalH yHH-
KaJIPHYI0 TeXHOJIOTUYeCKYI0
cucremy Pablosky, koTopast
rapaHTHPYeT eCTeCTBeHHOe
dopmMupoBaHUe IeTCKOH
crorsl 6raromapst cobnroze-
HUIO 5 KOMIIOHEHTOB.

Pablosky - ®
experts in growing
feet

Only sky is the limit

Today Pablosky’s advertising campaigns call
the brand as “Pabloski”. However, the story
told by Juan Pablo Martin-Caro, the creator of
the brand, is still remembered in RedHead.
The brand’s name was not a variation of the
surname pronunciation as it is seen today but it
was related to hope. Only sky was the limit for
Pablo’s dreams and the rest was achievable. He
proved it having founded the company produc-
ing more than 2 million pairs of shoes every
year. The company is still called “Pablosky” in
the founder’s family.

Pablosky’s brand was created more than 45
years ago and today is one of the leading Eu-
ropean brands of children’s footwear. Today,
Pablosky’s footwear is sold in 2,000 points of
sale in Spain. Import market covers most coun-
tries in Europe, Asia and America. According
to analysts 6 pairs of Pablosky’s shoes are being
sold every minute in the world.

Pablovky’s main customers are children and
adolescents under 14. Size guide starts with 16
that is baby’s booties.

Production engineers, designers and orthope-
dists collaboratively worked out the exclusive
Pablosky System technology that guarantees
the natural growth of children’s feet due to 5
components.
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5 KOMIIOHEHTOB
Cucremsl Pablosky

® MOAbKO HAMYpAAbHAA KOXKA das BHYMpeHHe20

U BHeLlHe20 cAoA o6y3u,

e abcopbupyrousas nodkaadka,

e cmeAbka c abcopbupyrowum, aHmubakmepuanbHbLm

nokpelimuem,

* 3aWuma nanbues Hoz U A0ObLKKU 3a e
ydaponpouHoli nepedreil HAKAAOKU U YKpenAeHH020
3a0HuKa, PuKcupyroue2o cmony,

® HeckoAb3auwasa pesuHosasn nodowsaa.

Crienmanuctsl Pablosky
YTBEepSKAAIOT: «Bal pe-
6eHOK JO/IKeH XOIUTh,
beraTs, urpars... 1 Bcerma
eMy JIOJIKHO ObITh YIo6HO.
06yBb Pablosky criocobcTBy-
€T IIPaBUIBHOMY QU3HYe-
CKOMY K MOTOPHOMY pas-
BUTHIO pefeHKa U [IOMOTaeT
€My PacTH U pa3BHUBAThCS.
B 3TOM U 3akinrodaercs

cyTb CucteMsl Pablosky
(Pablosky System) — yHu-
KaJIbHOM cr10cobe 3a60ThI

0 HOXKKAX Ballero pebeHka,
coyeTarolleM B cebe Ha-
YYHBIH [TOIXO0M 1 Haubosee
COBPEMEHHBIN MOITHBIHN
OU3aMH».

JIOTIOAIMHHO M3BEeCTHO,
YTO 98% HeTel POsKIAI0TCS
CO 3J0POBBIMHU HOTaMH,

HO TOJIBKO Yy 38% B3POCTIBIX
HOT'H 37l0poBble. 3 3Toro
cefyeT, 4To 60% ofer
IIOPTST CBOM HOTH B JIET-
CTBe, HOCSI HeIIPaBU/IBHYIO
06yBb.

HHskeHephl abpUKu

Pablosky mocTossHHO pa-

60TaIOT HaJ YIYYIlIeHHeM

OpToIleqryeCcKUX CBOKCTB

06yBu. Ho Pablosky co3maer

06yBb, He HCIIPABIISIONIYIO

OEeTCKYIO HOTY, a ITIOAAeP-

SKMBAIOIIYIO Y IPABU/IBHO
pasBUBaoUIy0. [103TOMY

B KasKI0M MOJEe/IU eCTh

CYIIMHATOP, BC€ MOAEJIb-
Hble BBl — AEeKOPATHBHbIE

Y He TPAaBMUPYIOT HOTY.
3HauMUTelbHOE BHUMaHUe
yZAemnsieTcst Co3NaHHUI0

1 COBEPIIEHCTBOBAHUIO

[IOJOIIB. B MX ITpous-

BOJICTBE HCIIO/Ib3YI0TCS
TOJIBKO 3KOJIOTHUHbIe
MaTepHasIbl — Pe3HHa,
37IaCTOMEPHI U IICeBIOKOXKA.
CymiectsyeT 6os1ee 15 BUIOB

I1oaomB, C pa3HbIM PHCYH-
KOM H pEHBEQJOM, C Ka>KObIM
TrogoM BcCe 6onee CoBEp-
IIeHHbIe, LII.)ESBBI‘-IB.I;IHO
I‘I/I6KI/Ie, HeCKOJIb3dIle

H O4YeHb JIeTKHe.

CaMa KoMIaHUs 00BIBISIET deTblpe CeKpeTa CBOEro ycIiexa:

1. Komanna Pablosky — 3To OIIBITHBIE 3KCIIEPTHI 10 PACTY-

IIMM J€TCKHM HOXKKaM.

2. Kommnanwus Pablosky cama siBiistetcst pa3paboT4mukom

Y IIPOM3BOJHTEIEM 0OYBH.

3. Bcs metckas o6yBs Pablosky crenana B Mcrianuu mop,

CTPO)KaI;IH.II/IM KOHTPOJIEM Ka4deCTBa.

4. Komnanus Pablosky siBisieTcst cosmaTenem cBoeH YHU-

KaJIBHOM U 3KCKTIO3MBHOM TEXHOJIOTUH IIPOH3BOACTBA

netckoit 0bysu Pablosky System.

5 componets of Pablosky System

bovine leather exterior and interior

absorbent inner lining

« inner sole with drying and antibacterial action
interior heel stiffener and built-in-toe protection
non-slip rubber outer sole

Pablosky professionals argue: “Your child has to
walk, run and play... and it should be comfortable
for him/her. Pablosky’s footwear favors physical
and motoric development of a child helping him/
her grow and develop. The essence of Pablosky Sys-
tem is to provide the distinct care for children’s feet
combining scientific approach and modern design.”

The engineers of Pablosky’s factory permanently
improve the footwear orthopedic qualities. Pab-
losky creates the footwear which does not correct
children’s feet but supports and develops it prop-
erly. Each model has an arch supporter and all

the seams are decorative and do not injure a foot.
Considerable attention is paid to the design and
improvement of soles. They are manufactured only
from ecofriendly materials such as rubber, elas-
tomer and artificial leather. There are more than
15 kinds of different soles design and relief and each
year they are being improved to become more flex-
ible, non-slip and lighter.

The company announces four key points
of its success:

1. Pablosky’s team are experts in growing feet;

2. Pablosky’s team are designers and manufacturers of foot-
wear;

3. All Pablosky’s shoes are made in Spain under quality controll ;
4. Pablosky company developed the exclusive Pablosky System
technology.
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Jesus Martin-Caro, the founder’s son, met the

visitors from Odessa. A warm welcome party was
held in a traditional family restaurant in the center
of Toledo where the Martin-Caros has their family
meetings and celebrates important events.

Opecca—Tonepo. Family Business Visit

3HAKOMCTBO BiagucinaBa
Bypabl ¢ B1agenbLamMu
Mapku Pablosky cocTosinocs
B HavaJie 2000-X Ha OJHOH
13 eBPOIeHCKUX BBICTABOK.
I[TpriobpeTeHHe IKCKITIO-
3MBHBIX ITPaB Ha IIPOAAKY
obyBu Pablosky B Ykpanue
U yCIIeIIHOe COTPyoHHU-
YeCTBO Ha IIPOTSKEHUH

15 JIeT CTJTH 3aJIOTOM JI0-
BEPUTE/IbHbBIX OTHOILIEHU
Mmexxny RedHead 1 06yBHBIM
nugepom Pablosky. ITosTomy
Ioe3aKa ceMbH BrnaguciaBa
byparl B McnaHu0 9TOMH Bec-
HOM He Mor/ia 06ouTHUch 6e3
BCTPeYH C BIaJie/blieM 3TOH
KOMITaHUH, KOTOPasI TAKKe
YTHUT CeMeHnHble TPAJUIIUH.

Xecyc MapTuH-Kapo, CbiH

OCHOBATeJIsI KOMIIAHHUH

Xyana [Tabno MapTuHa-

Kapo, JTHYHO BCTpeyas

rocter U3 Omecchl. Temabln

IIpreM, KOTOPBIfI OH OKa3aa

BrnaguciaBy v TaTeaHe

b e, IIPOoIIejI B TPaaAUII-
OHHOM CeMeNHOM PecTo-

pade B LeHTpe Toneno, roe

IIPOXOIST COOPAHHUSI CEMBH
MapTtuH-Kapo ¥ 0TMeYaroT-

CS1 BAKHBIE COOBITHSA.

Xecyc MaptuH-Kapo mmposen
9KCKYpCHIO 1 Biragrciaasa

u TaTesHBI BypAe! 110 Toste-
II0. TOT ropof, OBIBIIUI

B CpelHEeBEKOBbE Pe/IUIH-
03HBIM LIeHTpoM HcraHuu
U pe3x/ieHLIeH KOpoJleH,
COXPaHMJI BeJIM4He U OCHO-
BaTelIbHOCTb KPEITOCTH.

B coBpemeHHoOM McrmaHuu
Toneno siB/IsieTCs K1aCTepoM
00yBHON MHAYCTPHUHU — BCe
MHHOBAILIMU K OCHOBHAS
KOHKYPeHIIHS COCpeJ0To4e-
HBI 3/1eCh.

HecMOTpsi Ha MHOTOJIETHIOKO
6oprby Ucnanuu u Utanuu
3a 3BaHHe 3aKOHOAATeIs 00-
YBHOM MOJIBI, B pa3paboTke
Konexuu# Pablosky mpu-
HHIMaeT y4acTHe UTa/IbsH-
CKHI JHU3aKHep.

B mopxoge Pablosky k 6u3-
HeCy 5T0 He eIHHCTBEeHHBII
mapajokc. B ropy, xorma
GOJTBIIHMHCTBO U3BECTHBIX
6peHIOB pa3MeIaloT IIPOK3-
BOZICTBO B A3UHU, ceMbs [1a6-
J10 MapTrHa-Kapo npuHsiia
pellleHHe OCTaBUTb GpabpUKy
B Mcnanuu. 1o mogcyeTamMm
Xecyca MaptuHa-Kapo, Tpyn
omHoro paboTHHKA Ha ITpo-
u3BozcTse Pablosky B pox-
HOI CTpaHe OKa3bIBaeTcsl
3ddexTHBHEE, UeM paboTa
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10 JTEOfiel, paboTaroIIHX

Io HatiMy Ha BocToke. O 3a-
HMHTEepPeCOBaHHOCTH I1epco-
Hasia B pabote B Pablosky
TOBOPHT M TOT aKT, UTO
MHOTHe COTPYIHUKH pabo-
TalOT B KOMIIAaHUH 25-30 JIeT.

OcHoOBaTeb KOMIIAaHUH,
XyaH I1a6io, nmepenas
OIlepalOHHOE yIIPaB/IeHHe
KOMIIAaHUEH CBOUM JETSIM,
IIPOJOJIsKaeT YYBCTBOBATh
cebsl MPUYACTHBIM K CeMeH-
HoMy 6u3Hecy. OH I10-
IIPEeXKHEMY IIPUXOIUT KaK-
IBIH IeHb B 0QHC, Ie y Hero
ecTb yoo6HOe MeCTOo,4TO6bI
CIIOKOMHO YUTaTh KHUIH

H MeYTarTb.

Bo Bpems cBoero BU3UTa

B Tonemo, Bnaavicinas u Ta-
ThsiHa Bypra BIiepBble IT06bI-
Basnx Ha dabprke Pablosky
Y ITI03HaKOMHMJIKCh CO BCEMH
3TaIlaMH BBIITYCKa YHUKA/Ib-
HO 06yBH. [TOMHMO ITpO-
M3BOICTBA, COOCTBeHHUKH

KOMITAaHHHU I10Ka3aaH UM
BCe cylIecTByIoIe B Tonemo
$opMaTHI IIIOYPYMOB, B KO-
TOPBIX IIpeficTaB/IeHa IIpo-
nykuust Pablosky — oT MoHo-
OpeHI0BBIX MarasuHOB

[0 OTZe/a B MOJITIE.

CobCTBeHHBIN PUTEHT
Pablosky — eme ogto
CHJIBHOE OCHOBAHHUE IS
nuaepcTa. CBOUM OIIBITOM
Xecyc MapruH-Kapo u 4ie-
HBI €T0 CeMbH ITO/IEJIUITHCh
¢ BiaguciaBoM U TaTbIHOH
B IIpeJiiBepHe OTKPBITHS
KopHepoB Pablosky B po3-
HUYHBIX ceTsx RedHead —
«AHTOIIKe» U ByTHKax
Daniel.

BcTpeya cobCTBEHHUKOB
JBYX CeMeMHBIX KOMIIa-
HUH ellle 60/IbIIIe YKpe-
IIM/Ia OTHOIIEHHS MEXIY
Pablosky u RedHead u 3a-
Iaja BeKTOp Ja/IbHeHIIeMy

COTPYOHUYECTBY.

Odessa—Toledo. Family Business Visit

Vladislav Burda met Pablosky brand own-
ers at one of the European exhibitions in
the early 2000s. Acquisition of exclusive
rights on Pablosky footwear sales and

15 year successful cooperation guaranteed
good relationships between RedHead and
footwear leader Pablosky. The Burdas met
with the owner of the company that also
respects family traditions during the trip
to Spain this spring.

Jesus Martin-Caro showed Vladislav and

Tatiana around Toledo. Toledo is a footwear
cluster in today’s Spain, all the innovations
and key competitors are concentrated here.

During their visit to Toledo, Vladislav and
Tatiana Burda for the first time were at
Pablosky’s factory and saw all the manufac-
turing stages of the unique footwear. More-
over, the owners of the company showed
them all the formats of show rooms with
Pablosky’s products from monobrand stores
to a department in the mall.

Pablosky’s own retail is an additional
strong reason for leadership. Jesus Martin-
Caro and his family members shared their
experience with Vladislav and Tatiana
ahead of the opening of Pablosky’s corners
in RedHead retail chains - Antoshka and
Daniel boutiques.

Two family business owners’ meeting
strengthened the relationships between
RedHead and Pablosky and defined the
course of their further cooperation.
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Founders
and Successors

OcHoBaTenu U HacneaAHUKK

YHuKanbHoe usaaHue B bubnnoreke «FBN-YKpanHa»

The unique edition
in the FBN Ukraine library

FOURDERS AND SUCLESSORS

DURING THE SEVEN YEARS

OF ITS EXISTENCE IN UKRAINE
THE ASSOCIATION OF FAMILY
BUSINESS OWNERS CREATED
THE LIBRARY WHICH PROVIDES
THE MOST USEFUL BOOKS
TRANSLATED AND PUBLISHED
BY THE ASSOCIATION MEMBERS
FOR HEIRS PREPARATION AND
FAMILY BUSINESS MANAGEMENT.
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Actually, there is a media center consoli-
dating the experience of both foreign and
Ukrainian family companies. Books, speak-
ers, workshops, forums and round tables -
the number of media and interactive for-
mats found out to be aimed at forming such

BO3HUK QaKTHUIECKU MeJHa-IIeHTpP, KOHCOMUIHUPYIOUIHUH avalue as “a family business” in the society.

BeCh OITBIT CeMeHbIX KOMIIaHHU KaK 3a IIpefernaMu YKpau-
HBI, TaK U BHYTPU CTPaHbl. KHUTH, CTIMKEPBI, MacTep-KJIac- “Founders and Successors” was published
CbI, GOPYMBI K KPYIJIbIe CTOJIBI — LIEJIBIH PSLI MeIHUMHbIX in 2016, it sums up the seven year experience
Y UHTEPAKTHUBHBIX GOPMATOB OKa3aJICsl HAIIPaBIeHHbIM and defines the direction of the future de-
Ha dopMUpPOBaHUe B 061eCTBE TAKOM IIEHHOCTH KaK «Ce- velopment of the family businesses founded
MeHHBIN 6U3HeC». and operating in Ukraine.

3A CEMb JIET CBOEIFO CYWECTBOBAHUS ACCOLMALNSA BAALEJNIbLEB CEMEWHbIX

KOMNAHUN YKPAUHDbI CO3AA/IA BUBJIMOTEKY, B KOTOPOW EE YYACTHUKHU B 2016 rofy B CBeT BBIILIA KHUTA «OCHOBATENH U HACJIEIHU- Vladislav Burda says in the introduction

COBCTBEHHbIMU CUNNIAMMU MNMEPEBEJIN U BbINYCTUJIN HAUBOJNIEE AKTYAJIbHbBIE KHUTU KH», KOTOpast 060611aeT 3TOT CEMUIETHUI OIIBIT U BMECTe to the book that “to make a family business

018 NOATrOTOBKU HACJEAHWUKOB U YIPABJNEHNUS CEMEMHBIM BU3SHECOM. C 3THIM I10Ka3bIBaeT BeKTOp OyAyIero pasBUTHS )1 ceMeH- survive, heirs should remember the history
HBIX KOMITAHUH, CO3MAHHBIX K paboTaomux B YRKparHe. of their company.”
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OCHOBATEAN N HACNTEOHUKN

Ipesenmayus kHuzu «OCHOBAMEAU U HACACOHURL
Ha XXII ugerme «FBN-Y«paura», Odecca, utoHb 2016
Presentation of the book “Founders and Successors”
at the 22 ™ FBN Ukraine event in Odessa, June 2016
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Kak cKasas B IPeAUCIOBUH K 5TOM YHUKAJIBHOM KHUTe Br1a-
nucnas Bypna, «is Toro 4TobsI ceMeHBbIE 6H3HeC BRI,

HaCleJHHU KU JO/IKHBI IIOMHHTD HCTOPHIO CBOEH KOMITaHUU»,

Bce oMMHHAALATE CEMEHHBIX KOMITAHUE, YbH HCTOPUH
BOILTH B KHUTY, AB/ISIOTCSA YieHaMu «FBN-VKkpanHa». [IBe
M3 HUX — «IKoHUA» U Kiddisvit — mmocraBmuku RedHead.

C mpyrumu RedHead cBSI3bIBAIOT TaPTHEPCKHE OTHOIIEHH S
B COIIMAIPHBIX, 00pa30BaTe/bHBIX, MAPKETHHIOBBIX IIPO-
eKTax U apeH/[ie HeIBISKUMOCTH («MHPC», «THC», «KaMHOH
Owun», Fedoriv).

C OZTHOM CTOPOHBI, 5Ta KHUTIA — MOLTHBIN MOTHUBATOP AJIS
TeX, KTO BCTyIaeT Ha MyTh IpeAIIpUHHUMATeNbCTBA. kcTo-
PHU YCIIeXOB U UCIIBITAHUH, PaCCKa3aHHbIe 0T UMeHH C06-
CTBEHHUKOB OM3Heca M OCHOBaTe/IeH BeAyIIHX KOMIIAHHH,
SIBJISIFOTCS LIeHHBIM OIIBITOM He TOJIBKO /IS UX IIPSIMBIX Ha-
CIIeAHUKOB, HO U [IJIS BCEX, KTO ellle UCIIBIThIBAeT COMHEHUS
Iepes OTKPhITHEM COOCTBEHHOTO AefIa.

C npyroit, KHUTa «OCHOBATeIH U HaCTeTHUKU» — 3TO J0Be-
PUTENIBHBIH Pa3roBop, KOTOPBIK MOTYT BECTH MeXAY Cob0M
Ipy3bsi, PABHBIE 10 LIEHHOCTSIM U MacIITaby fAesTeIbHOCTH.
[IpuyeM MacuITaby He B HIUPPOBOM OTHOIIEHHUU HITH B 06B-
eMe IIpU6BUIH, a MacIITaby COIIHATBPHOIO BO3AEHCTBHUS.

OmMHHAALATh UCTOPUH, PACCKA3aHHBIX CEMBSIMHU O CO3-
JAHUH CBOUX IIPeAIIPHUSATHH, O B3aMMOOTHOIIEHUX JPYT

C IpyroM U ¢ 6K3HECOM — 3TO ellle ¥ MCTOPHS HallleH CTpa-
HBI 33 IIPOLIe/IIIHe J1BA JeCSTUIET . Y C 3TOHM TOUKHU 3pe-
HUSI OHa UMeeT [IeHHOCTb UCTOPUYeCcKOoro JOKyMeHTa. Ilo-
3TOMY PyKOBOACTBOM ACCOITHALIMU OBLIO IIPUHSTO PellleHHe
06 M3IaHWH U AaHITMHCKOM BEPCHH KHUTH. DTO ITOCTYKUT
Ny4dlieMy HOHMMaHHIO HHIUBUAYaIbHOCTH, CIeLIUHUKHU
YKPaHHCKHX CeMeHHbIX KOMITAHHH C IO3UIIMK KOMIIAHUH
MHOCTPaHHBIX. AHIVIOSI3bIUHOe U3JaHHe «OCHOBaTesNek

U HaC/IeJHHUKOB» 0T «FBN-YKparHa» CTaHeT BU3UTHOM Kap-
TOYKOM YKPaHHCKOro 6H3Hec-coobIecTBa Ha MeXKAyHAPOS-
HBIX GOPyMax, ITOCBSIIEHHBIX CeMeHHOMY OH3Hecy.

Eleven companies whose stories were

included in the book are the FBN Ukraine
members. Two of them Econia and Kiddisvit
are RedHead’s suppliers. The others have
partnership relations with RedHead in so-
cial, educational and marketing projects as
well as rental of property (MIRS, TIS, Camion
0il, Fedoriv).

On the one hand, this book can strongly mo-
tivate those who start their business. Stories
of success and challenge told by the business
owners and founders of the leading compa-
nies are the valuable experience not only for
direct heirs but for those who still hesitate
before making their own start up.

On the other hand “Founders and Succes-
sors” is a heart-to-heart talk between friends
who have the same values and volume of
activity and the latter should not be scaled
in figures or profit but the influence it has.

Eleven stories told by the families about their
businesses formation, relationships between
them and the market is also the history

of our country over two last decades. From
this viewpoint it is historically valuable.

The Association leadership took the decision
to publish this book in English too. It can
help foreign partners better understand the
identity and specific nature of Ukrainian
companies.

The English version of “Founders and Succes-
sors” by FBN Ukraine will be the hallmark
of Ukrainian business community on the
international forums dedicated to family
business.
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