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Conep>kaHue

HaumoHanbHbIe 3kcnepThbl
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Smart Head: the new platform

200 kilograms of Goodness!

AOPOIUE APY3bA,

The most saturated FBN tour Bbl LEPXWUTE B PYKAX UTOFOBbIA HOBOFOAHUW HOMEP KOPMOPATUBHOTO
XYPHAJIA REDHEAD.

How was the FBN Summit in Italy: OH CAEJIAH MO MPUHLUUNY HAWEIO MY3ESl. 34ECb NPEACTABJIEH TIMELINE
world brands and honored guests (NEHTA BPEMEHWN) OCHOBHbIX COBbITUW KOMMAHUW.




MBI IpO>KMIIH IIapaloKCAIBHBIL Tof. BIiepBEle, 3a 24 Tofa Halllero CyIlecTBOBa-

Hu4, Ha BCE pyKoBozsIIHe GO/PKHOCTH B KOMIIAHKH IIPUIIIK HOBBIe MI0AU. M HU-
KOTZa He 6BIIO0 TaK, YTOOBI Bce TP GH3HEC-IOHUTA 33 OAUH I'0Ji [IOMEHSIIU CBOUX
pyKoBoauTener. Ho ImapafoKc COCTOMT B TOM, YTO 3TH MeCTa 3aHSUIH COBCeM He HOBbIe
[71s1 KOMIIAHU U JIIOOHU . Banrma OprsioBA U CBeT/laHy EBCTPATOBY MBI 3HaeM XOPOILIO

Y 1aBHO. A BoT AHTena IloaayBHAS, Anekcanap KPiok 1 IMUTpUN ByPIA ITOSIBUIHCD
y Hac B RedHead BriepBble, HO TOXKe KaK OYATO y>Ke XOPOIIO 3HAKOMbIE U Pa3ZesIonIye
HaIlIY LIeHHOCTHU JIIOOU.

W ecniu paHbllle s 6bI cKa3anl Bam, 4yTo omymamn KoMaHay Dream Team o4eHb HaZ@>KHO
U Kak 6yTo HaBCerAa, To Temepb K 3TOMY 106aBIIo, UTO MBI FHOKIe, MOOHIIBHbIE H TOTOBBI
He TOJIbKO TBOPHUTh, HO M MEHSThCS.

ITo mpaBmMIaM ceMeHHOro br3Heca 25 JIeT — 3TO CPOK, KOIZIa OCHOBATEIb KOMIIAHUM HAUH-
HaeT IlepeflaBaTh yIIpaBieHHe. TaK s Bcerla FOBOPIO Ha BCTpedax Bafe/lblieB CEMeNHBIX
KOMITaHUM B ®BH, 4TOOBI HAIIOMHHUTE O TOM, YTO €CTh IIPeIeIbHBIN CPOK 3GbeKTUBHOCTH
BJIaJleNblia, KOTAA OH 60JIbIle He MOSKET ObITh «OyTHUIOUHBIM TOPJIBIIIKOMY [JISI ITPHUHSITHS
pellleHHH B KOMIIAaHKH. K CHaCcThI0, 3TOT IIPOLIecC Ilepelavyt y HaC HadaJICs JOBOILHO
JaBHO. PaHee M TaK CAMOCTOSITe/IbHBIN MeHe’)KMeHT Tellepb KMeeT II0IHYI0 aBTOHO-
muio 1 obecriedeH HR 1 HHAHCOBBIMH dyHKUMAMU. U Terepb KaKAbIL TOII-MeHeKep
JOJIKeH HalTH CBOE «y3KOe MeCTO», UTOOBI He CTaTh «OyThUIOYHBIM TOPJIBIIIIKOM» JJISI
PasBHTHS CBOero br3Hec-I0HUTA. U Tak, B KOHEYHOM HUTOTe, JOJIKEH ITOCTYITHUTh KasKIbIE
MeHe/>Kep HEDKe 10 CTPYKType. FIMeHHO [03TOMY MBI BBOAHM Cel4ac OTBeTCTBeHHOCTb
3a IpubBUIb B Mara3uHax, YTOOBI YBETUYUTD CTEIIeHb BIMSHHUS Ha BCeX YPOBHSIX.

MBI BHOBb COBMECTH/IH GYHKIIHI0 GHUHAHCOB U JTOTUCTHUKU /151 KOPHEBBIX OM3HeC-IOHUTOB.

OcHoBHas uzest — AOOUTHCS MaKCHMa/IbHOL CHHEPIHUH Mexay Or3HecaMu. U B 3ToM
MHe IIOMOTaeT Iy4YIIHMK MHTerpaTop B KOMIaHUU Bagum Opios 1 HR gupeKrTop
Anrena [TogaysHAS.

MBI noripo6oBasiy paHee 10paboTaTh IIOTHOCTHIO HE3aBUCHMO, HO HUKTO He 6511
B BOCTOPTe OT 3TOT0, K MBI BO3BpAIllaeMCs K 3/[0pPOBOMY DaJIaHCy B3aHMOIIOMOIIU
Y B3aKMO33aBHCHUMOCTH.

Kaskapii1 Ham 6M3Hec-IOHHT HCTOPHYEeCKH IPOH301eN OT IPyroro U 6110
6b1 HelTpaBH/IBHO HCKYCCTBEHHO HX IOTHOCTBIO pa3/ie/HTh. BMmecTe Mbl —
cHla M nobbeMcsi B CHHepruu 6o/pliero Kak opraHu3ansi!
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Dear friends,
You are holding in your hands the final New Year issue of the RedHead corporate magazine.

It is made according to the principle of our museum. Here is the Timeline of the company’s
main events.

This has been a paradoxical year. For the first time in the 24 years of our existence, ALL new people
have filled senior positions in the company. And never before have all 3 business units changed their
leaders in one year. But the paradox is that these positions were filled by people who were not new
to the company. We have known Vadim Orlov and Svetlana EvsTrRATOVA well and for a long time.
But Angela PobbuBNA, Alexander Kriuk, and Dmitri BURDA joined us in RedHead for the first time,
but also as people already well familiar and saturated with our values.

And if before | would have told you that | regard the Dream Team to be very reliable and everlasting,
then now I'll add that we are flexible, mobile, and ready not only to create, but also to change.

According to the rules of family business, 25 years is the period when the founder of the company
begins to transfer control. | always say this in FBN at meetings of owners of family companies

to remind that there is a deadline for the effectiveness of the owner when he can no longer be

a "bottleneck” for decision-making within the company. Fortunately, this transfer process started

a long time ago. Previously independent management now has complete autonomy and is provided
with HR and financial functions. Now every top manager should find his “bottleneck” so as not to
stunt the development of his business unit. And so, ultimately, every manager below should do so.
That is why we are now introducing responsibility for profits in stores to increase the degree of
influence at all levels.

We again combined the finance and logistics function for the core business units.

The main idea is to achieve maximum synergy between businesses. The best integrator
in the company Vadim OrLov and HR director Angela PobbuBNA help me to achieve this.

We tried earlier to work completely independently, nobody was happy with this change,
and so we returned to a healthy balance of mutual aid and interdependence.

Each of our business units historically descended from another and it would be
wrong to artificially separate them completely. Together we are strong and will
achieve more in synergy as an organization!




BHYyTpeHHAR
KYnbTypa
Ha 100%

B 2019 roAyY KOPMOPALLUU UCNOJIHUTCHA 25 NNET!
Mbl UMEEM CBOIO UCTOPUIO U L OCTOWHDIE
YCMEXWU! BPAA JIN 3TO MOTIJIO C/ZIYYUTDbCA, EC/IN
Bbl Y HAC HE BblJIO CUJIbBHOW MUCCUU, CBOUX
NMPUHLUUMNOB — OCHOB MNPO®ECCUOHAJIBHOTO
NMOBEAEHWUA.

25 JIeT — [IpeKPaCHBIH BO3PACT K OTJIMYHBIH II0KA3aTeslb
TOT0, UTO MCKpeHHee kejlaHHe COBCTBeHHUKA CO3AaTh
IIOMCTHHe 60/IbIIYI0 U 3HAYKMMY0 KOMIIaHHUIO, U YCUIHS
KOMaH/IbI IIPeJlaHHbIX IIPOdeCcCHOHAIOB IIPUHECIH
OT/IH4HEBIe pe3ynbTaThl! Co3maHme Takor Kopriopanuu

U BBIBOJ] ee Ha BBICOKHUEH YPOBEeHb Pa3BUTHS — CPOAHHU
BOCITUTAHUIO U BEIBOAY B CBET COBCTBEHHOT0 pebeHKa!

3a 3T0 BpeMs B KOMITaHHH 6bI/I0 MHOTO [TIepeMeH U JJaKe
KpHu3KCcoB. KynbTypa 3a60Ts! 6b171a XapaKTepHa AJ1s1 Ha-
meri KoMIaHUHU MOYTH 20 JIeT eé CyIIecTBOBaHHUS, OHa
yIIIa Ha BTOPOK IUIAH 3a IIOCTeAHHUeE TOf-/1Ba, YCTYIIHUB
MeCTO OPHeHTALIMH TOJIBKO Ha pe3yabsTaT. CoobImecTso,
KOTOPOMY JIfoObIe BBI30BBI I10 IIJIeYy, MOKHO IIOCTPOUTH
TOJIBKO Ha HCTUHHBIX, 3[0POBBIX [IeHHOCTSIX.

Ectb Takas ¢ppasa [lutepa Jpykepa: «KyapTypa ecT cTpa-
TeryIo Ha 3aBTpak». OHa TOBOPUT O TOM, YTO H/I€0JIOTHS
IIepBUYHA, BCE OCTA/IHOE MET 3a Hel. [Jo3TomMy BoccTa-
HOBJIEHHe KYJIBTYPHI 3260THI cefuac 111 KoMIaHuU —
Tema Nel.

B HroHe MBI ITPOBEJIH CTPATETHYECKY0 CeCCHIO I10 Iepe-
OCMBIC/IEHHIO U GOPMHPOBAHHMIO aKTya/IbHOM MHUCCHUH

u llenHocTter KoMnanuu. B Hel NPUHSAI ydacTHe
TOII-MeHe[KMeHT U COTPYAHMKH K3 Pa3HbIX OH3Hec-
IOHHTOB. ITO JIIOAH, KOTOPhIe Ha 100% COOTBETCTBYIOT
BHYTPeHHeL Ky/IbTYpPe U II0Ka3bIBAIOT OIyTHMELe
Pe3y/abTaThl B IPOGECCHOHAIBHOM IUIaHe, A TAKKe
SIBJIIIOTCS HHTErPaTOpaMu, TMAEPAMH U KOMaHIHBIMU
HUIPOKaMHM. MBI COOPMYTHPOBAIHM MHUCCHIO U LIeHHOCTH
KoMIIaHUH, TakKe pa3paboTasy CBOJ IIPaBHII C [IOSICHe-
HUAMU U IIPAKTUYECKUMH IIPUMeEPAMHU. ITO «IOPOXK-
Has KapTa» Ha IIyTH Co3AaHus 6ymymiero KoMmnaHuu.
OH packpeiBaet nenu RedHead, kputepuu nopbopa
NI0fler Ha BceX YPOBHSIX, a TAKKe UX SKU3HeHHBbIe IIpaBU-
na. UMeHHO moatoMy CBoz [IpaBuI siBisieTcss must read
[T KQKAOr0 COTPYIHMKA KOPIIOPALIKH.

Angela
Poddubna:

100%
Internal culture

IN 2019, THE CORPORATION

IS CELEBRATING ITS 25TH
ANNIVERSARY! WE HAVE OUR OWN
HISTORY AND NOTABLE SUCCESS!
IT IS UNLIKELY THAT THIS WOULD
HAVE HAPPENED IF WE DID NOT
HAVE A STRONG MISSION, AND OUR
OWN PRINCIPLES WHICH PROVIDE
A BASIS FOR PROFESSIONAL
BEHAVIOR.

25 years is a wonderful age and a reliable
indicator that the sincere desire of the Owner
to create a truly large and significant Company,
and the efforts of a team of dedicated profes-
sionals have brought excellent results! Creating
of such a Corporation and bringing it to a high
level of development is akin to raising and
bringing out your own child!

During this time, the Company has suffered a
lot of changes and even crises. The culture of
Care has been characteristic of our Company
for almost 20 years of its existence; it has faded
into the background in the last year or two,
giving way to only focusing on results. A com-
munity that can meet any challenges can only
be built on true and healthy values.




AHTENA MOAAYBHAA: BHYTPEHHAA KYNbTYPA HA 100%

B utoHe mbl nposeAu Cmpameu4eckyio Ceccuto no NepeocmblCAeHU0
u popmuposaruto akmyanbroli Muccuu u Llennocmeil Komnaruu
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Hawa Muccusa:
NnpeaocTaBaAsg nyy-
LLIe TOBapbl N yCAYTHK,
Mbl MOMOraem poam-
Tensam pacTuTb AeTeun
300pOBbLIMU, YMHbIMU
N MOOHbIMWU!

Hawwu LleHHOCTM:

3aboTa, losepue, Jln-
nepctBo, OTBETCTBEH-
HOCTb U CemenHas
KynbTypa. [MyCcTb LleH-
HOCTM Hawwen Kom-

NaHWM NPOAO/HKAKOT
PACKPbIBATLCA B HOBbIX
rpaHAX 1 AeNaTb HaLl
KONEKTUB 1 MUP
BOKpYr ny4Lue!

There is Peter Drucker's phrase: "Culture
eats strategy for breakfast." It implies that
ideology is primary, all the rest follows it.
Therefore, the restoration of the culture of
Care is N2 1 topic for the Company.

In June, we held a strategic session to re-
think and shape the actual Mission and Val-
ues of the Company. It was attended by top
management and employees from different
business units. These are people who are
100% consistent with the internal culture
and show tangible results in professional
terms; also, they are integrators, leaders
and team players. We have formulated

the Mission and Values of the Company;

we have also developed a set of rules with
explanations and practical examples. This

is a "road map” on the way to creating the
future of the Company. It reveals the goals
of RedHead, the criteria for selecting people
at all levels, as well as their rules of life. That
is why the Code of Rules is a must read for
every employee of the corporation.

Our Mission:

By providing the best products and
services, we help parents raise their
children healthy, smart and fashion-
able! Our Values: Care, Trust, Lead-
ership, Responsibility and Family
Culture. Let the Values of our Com-
pany keep exposing themselves in
new facets and make our team and
the world around us better!




I'Inal-mpoaal-me ycnexa

naBHble cobbiTua 2018 rona

O6HOBNIeHHas KoMaHAa Dream team: RedHead:
Anexcanzp Kpiok, Axrena IlognybHas, ChopmynrpoBaHbl MuCCHS RedHead:
Jmutpui bypaa, Banum Opros, U lleHHOCTH KOMITAaHU U TpeTuil KOPIIOPAaTHBHBII
Ceetrnana EBcTpaToBa Y HOBas CHCTeMA 3aber RUN FOR FUN
MOTHUBALIUU

DreamTeam

Hioub o
- Y o

Maii
-y m wm ™

Ha moBecTKe IHS: KOPPeKTH-
POBKa KyJIbTypPOIOTYeCKOro
Kypca pa3BUTHS KOMIIaHUH —
BO3POKIEHHE Ky/IbTypHI 3a60-
Thl, KaK IJIABHOTO IIPUHIIMIIA.
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RedHead:
[opnepskka decTUBaIs

Odessa Classics 2018

Hioub

SMARTY FAMILY:
ObbenuHeHMe JJHEIIPOBCKOTO
1 XapbKOBCKOTO peroHa

B BOCTOUHBIH

RedHead:
3anyck HHQOPMaLOHHOM
atdopmsel Smart Head

CoTpyAHUKH KOMIIAHHH
COOUPAIOTCS B PaMKax Tpe-
HMHTIOB U JIEKLIUH, JeNaTCs
MHTEPeCHBIMH UIESIMH,
T10/Ie3HOM JIMTepaTypoH

Y1 MHOTHM JPYTHM.
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INVOGUE FASHION GROUP:

OTKpBITHE 6YTHKOB «AHTOIIKA»
Monnalisa u Il Gufo IIpe3eHTalHg HOBBIX
CTaHAApTOB 06C/IY>KUBAHUS «AHTOIIIKa»:
OTKpBITHE Mara3suHa
7-11 Typ FBN VkpauHa B I. Byda KueBckoit obnmacTu «AHTOILIKa»:
B bapcenone PemogenuHr marasmHa
B ofecckom TL] Fontan Sky
'. :“";::"fgf:f: Cammurt FBN International

g 11N
Cenmabpb - b
, EE N N gy, n 2mﬂ6p—b N . — Okmsabpob ' .. » ﬂ
L - .y ~y
CeTb 6YTHUKOB «JJaHHIIb» ~ y [N ’ \
IIOIIOJIHU/IACH IBYMSI HOBHI- AKTHBHOe Pa3BUTHE CeTH \
MM MarasMHaMH. MarasuH MarasuHOB BBI3BAJIO He- \ N Hosabpo '}
IeTCKOM ofeskabl Monnalisa 06X0IMIMOCTE ITepecMoTpa ma [ —
oTKphLICcA B TPLL «Camst CTAaHJAPTOB 06C/TysKHBa-
Ilobensi», a Il Gufo xHa Pu- Hus. Tellepb Ha 36 CTPaHHU-
IIe/IbeBCKOM, 10. Tereps LlaX peKOMeH/AIHI eCTh Hawubosee 3HaUHMOE
6peHn, «[JaHH3TB» OObeIH- KOHKpeTHBIe IPUMEPHI, cobpITHE ACCOLTHAIIUH Ce-
HSeT y>Ke 10 Mara3HHOB. dpassl, IEHCTBUS, KOTOPBI- MEHHBIX KOMIIAHHH B 3TOT
MH II0/Ib3YeTCsI KOMJIEKTHUB. pa3 cobpasio yuacTHHUKOB

B UTanuu.
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Bnagucnas bypaa,
npe3udenm RedHead Family Corporation:

I1yCTh TOf HACTYIAMOIIKE OyLeT K HaM Bagum Opiios,
6/1aroCKIOHHBIM, & MBI ITOCTapaeMcst CEO «AHmouKka»:
IIPOKUTH ero 3odeKTHBHO!

Pagoctu Bam B HoBoM rogy! OT paboTer

1 OT e pe3ynbpTaToB. OT 3aHATHS TOOHMBIM
IIeJIOM U OT ObIIeHUS C TIOMMBIMU
nroabMU. I1ycTh pafioCcTh HAIIOTHSET BaIly
SKH3HB U OyIeT CTHMY/IOM [J1S HOBBIX
CBepIIeHHU!

AHrena Iloamy6Has,
HR-dupexmop RedHead Family Corporation:
Xouy I10Ke/IaTh JIMIIb TOr0, YeM FOPAUTCS Halla KoMIIaHus: 3abotsl, [loBepus, JlumepcTsa,
OtBeTcTBeHHOCTH U CeMelHOro komopra!
JAmutpun bypaa,

pyKosodumeAb denapmamerma Hed8URUMOCTILL

JKenaro, 4TOOBI LIEHHOCTH Hallel KOMITaHUU ITPOJOJIKaIN

PacKpBIBATECS. B HOBBIX TPAHSIX U [ie/laTh Halll KOJIJIEKTHB
Y MUP BOKPYT TOJIBKO ay4iie!

HBaH YHBKHH,
dupekimop no onepauuam u pazsumuto:

Hazeroch, YTO IIOMHMO BBICOKHX
pe3ynpTaToB B KOMIIAaHUHU, COTPYLHHUKHU
OyayT [omy4yaTh GOJIbIIE YIOBOIBCTBHS
OT cBoel paboTsl!
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Csetr1aHa EBcTpaToBa,
dupexmop denapmamenma ducmpubbroyuu:

B 2019 rogy Kopnopamyuu UCIIOTHUTCS 25 J1eT! Mbl KMeeM CBOXO HCTOPHIO $
Y IOCTOMHEIE Pe3yabTaThl. BPsiji 1K 3TO CIY4MIIOCh, eIk 6kl MbI He CTaBUJIH
aM6UITHO3HBIX IVIAaHOB. CMebIX 1ie/ieli HaMm B HoBoM rozy!

Muxaua CaBeiny,
pyKosodumenb denapmamerma E-commerce u mapKemuHaa po3Hu4Ho20 busHeca:

I1ycTh IOC/Ie 12-TO yapa KyPaHTOB B Balllek KM3HU HACTYIIUT CYACT/IMBHIN, He3a0bIBaeMbIE HOBBIH TOJ.
I1ycTh OH IPUBHECET B Ballly SKU3Hb HOBbIE OTKPHITHS K HOBbIe BO3MOXKHOCTH . ITyCTh HOBBIM Iof, byzeT
1151 BaC TOIOM Peayi30BaHHOIO OIITHMHU3Ma U YI0BOILCTBHS OT SKU3HU!

Anexkcanap Kprok,

¢unancoseiii dupekmop Koprnopauuu:

JKenaio BaM B HOBOM ropy CTabMIBHOCTH U Pa3BUTHUA.

YT0obBI BAIIH IT/TAHEI Ppeasn30BbIBAIMCh, MEYThI C6I>IB3.J'[I/ICI>,

a CIOPIIPH3bI OBUTH TOTBKO IIPUSTHBIMU!

I'puropumn CaBenuy,
ROMMEpPHeCKUL QUPeKMOop «AHMOWKU»:

JKeraio BaM B HOBOM T0fly HOBBIX HHTEPECHBIX BCTpeY
U SIPKUX COOBITUH. I1yCTh 3TOT rof, CTaHEeT ISl Bac
IJIOLOTBOPHBIM!

sIpociaB F'opaeHvyK,
durarcoselii dupekmop «Anmowiku», Smarty Family:

HYCTL rog CBUHBU 6y,ELeT JJIS1 BaC KaK KOITHJIKA: KOIIHMTE 3HAHHA ¥ MYAPOCTbh,

11060Bb U 3a60Ty. Ho IIpHU 3TOM He 3a0BIBaliTe UMU IIepuoaruYecKH Oe/ITUThCA.

51 2019-1;1 JJIs BacC 06513aTe/IbHO CTaHeT CYaCTIUBBIM!
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Vladislav Burda,
President of RedHead Family Corporation:

May the coming year be good and favorable Vadim Orlov,
for all of us and we will try to live it CEO Antoshka:
efficiently!

I wish you joy in the upcoming year! From
your work and from its results. To enjoy
your favorite activities and your favorite
people. Let joy fill your life and be an
incentive for new achievements!

Angela Poddubna,
HR-director of RedHead Family Corporation:

I want to wish everyone only the things that our Company is proud of: care, trust,
leadership,responsibility, and family values!
Dmitri Burda,

Head of Real Estate Department:

I wish that the values of our Company continue to
unfold in new ways and improve our team and the world

around us!

Ivan Chivkin,
Director for Operations and Development:

I hope that employees will receive positive
emotions and pleasure in addition to high
results from their work!
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Svetlana Evstratova,
Head of Distribution Department:

In 2019 our Corporation will turn 25 years old! We have our own history and ‘
success. It wouldn’t have happened if we had not set ambitious goals. Bold
plans for us in the coming year!

Mikhail Savelich,
Head of the online store and Marketing Director:

Let the bells chime in a happy and unforgettable new year. Let them bring new discoveries and interesting
possibilities into your life. I hope the new year will be a year of realized ideas and happiness!

Aleksander Kriuk,
CFO of the Corporation:

I wish you a year of stability and development. May
your plans be realized, your dreams come true, and your
surprises were only pleasant!

Grigoriy Savelich,

Commercial Director:

I wish you new interesting meetings and bright events
in the new year. Let this year be fruitful for you, and let
your income exceed your expenses!

Yaroslav Gordeychuk,
CFO Antoshka, Smarty Family:

Let the Year of the Pig be like a piggy bank for you: save up knowledge
and wisdom, love and care, but do not forget to periodically share them.
May the 2019™ be great for you! Be sure to be happy!
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AupekTop
Nno «cneyonepayuaMm»

/

AWPEKTOP MO ONEPALLUAM U PA3BUTUIO CETU MAFASUHOB «AHTOLIKA» UBAH
YNBKUH NPUCOEANHNICA K KOMITAHUN REDHEAD B MAE 2018 TOJA. ONMNPASICH
HA OMNbIT CBOEW PABOTbl, OH HAMEPEH HE TOJIbKO NMPOAOJ/IXXUTb OBHOBJIEHUE
MATA3UHOB, HO U 3BAKPENMWTb HOBYIO CUCTEMY MOTUBALWUU COTPYAHUKOBVYBE=
JINYUTDb NPUBbIJIb KOMINAHUU, HANAOLUTb ONEPALNOHHYIO PABOTY U CAEJ/IATD
MHOTIOE APYTOE.

VBaH YUBKUH pofioM U3 [JHeIpa, oH yBjieKaercs yTbonom

U cuuTaet cebs 60y1eTbIUIMKOM OTHOMMEHHOro GyTO60IBHOTO
w1y6a. loMa HOBOI'O PYKOBOOUTEJISI SKIET CeMBbsi: CYIIpyra

U 1Ba «O49eHb HECKYUHBIX» CbIHA, KaK OITMCBHIBAET UX CaM OTel].
B poxmHoM ropoge 6yayInyi MeHeIKep I1OTyY I BEICIIee
3KOHOMHUYeCKoe 06pa3oBaHue I10 CIIeI[HaJIbHOCTH «OPraHM3a-
LIKISI IPOM3BOAICTBA H YIIPaB/IeHHe IIEPCOHATIOM». A IIEPBBIM
OIIBITOM PabOTHI B KPYITHOK KOPIIOPALIUH ObLIa JOMKHOCT

B KoMIIaHUU McDonald’s, Tam MBaH mpopa6oran 15 net! Ja-
Jlee BeKTOP CMECTHJICS B CTOPOHY PUTeki/a JeTCKUX TOBAPOB.
I[Tepes TeM KaK ITIepeHTU B «AHTOILKY», FIBaH HECKOIBKO JIeT
rpopabotan B «BynHHKe irpanrok». C Mas 3TOro roga gupek-
TOP I10 OIEePaLKIM U Pa3BUTHIO CETH YCIies BBIIIOMHUTD He-
MaJio paboTel, HO ellle 60JIbIIle [IPEICTOUT PeaTHU30BaTh.

— Moé 3HakoMCTBo ¢ KomItaHMel Hadyasock B Omecce.
Korza st obpexas Bce 11 Mara3suHOB, ObUI IIPUSTHO YOUBIEH,
HaCKOJIBKO BCE clle/IaHo C 3a60To¥ o repcoHae. [logcobHble
U CK/IaJiCKHe IIOMellleH s, KOMHAThI OTAbIXa AJISl COTPYAHU-
KOB, 060pyZOBaHMe, KOTOPOe KCII0Nb3YIOT IPOJIaBLIbl — BCE
3TO Ha O4eHb BEICOKOM ypoBHe! UyBCTBOBaIOCH, UTO COb-
CTBEHHHUKH U PYKOBOZACTBO KOMITAHMM MHOTIO€ Ie/Ial0T, UTO-
6Bl B «AHTOIIKe» paboTanock KoMPOpTHO. B KueBe g Habio-
JaJl aHAJIOTUYHYIO0 KaPTUHY: TFOPsIIHe I71a3a COTPYAHHUKOB
MeHS IIPOZIOJDKAIOT BIOXHOBIIATS. 51 6yAy CTpeMHUTBCS II0/I-
Tep>KUBATh U Pa3BUBATh TAKYIO KOPIIOPATHBHYIO KYIBTYPY.
BaskHO, Kak [y1st 613Heca, TaK U IIPOCTO [I0-UeI0BeYeCcKH,
HaJIalUTh KOHTAKT CO BCeMH PabOTHHMKAMH, [103TOMY BCerja
CTaparoch, IIOCeMIast MAra3HuHEI, YAENSITb BpeMs IIepCoHay.

— C momerma sauiezo npuxoda 8 Komnanuu u3ameHuAacy
cucmema momusauuu.

— DTOH TeMe MbI yAe/IHU/IN JOCTATOYHO BHUMAaHU . Ilo-
ClefHHe I1apy JIeT CHCTeMa MOTHBAIlMH B «AHTOIIIKE»
()3 F HaIle/IeHa Ha JIM9HbIe IIPOAa’KH COTPYAHHKOB,
KasKIbIH IIpoaaBelr] OBLI 3aHMHTEPeCOBaH B CBOHX IIOKa3a-
Tessax. OMHAKO aKIeHThl MEHSI0TCS, U MBI IJIaHupyeM

“Special
Operations”
Director

IVAN CHIVKIN, OPERATIONS AND
RETAIL NETWORK DEVELOPMENT
DIRECTOR AT ANTOSHKA RETAIL
CHAIN, JOINED REDHEAD COMPANY
IN MAY 2018. BASED ON HIS
EXPERIENCE, HE INTENDS NOT ONLY
TO PROCEED UPDATING STORES,
BUT ALSO TO CONSOLIDATE A NEW
SYSTEM OF EMPLOYEE MOTIVATION,
TO INCREASE THE COMPANY'S
PROFIT, AS WELL AS TO IMPROVE
OPERATIONAL ACTIVITY AND DO
MUCH MORE.

Ivan CHIVKIN is Dnieper-born. He is fond of
football and considers himself a fan of the
eponymous football club. A family is waiting for
a new leader at home: a spouse and two very
‘fun-filled’ sons, as the father himself describes
them. In his hometown, the future manager got
a degree in economics under major “production
administration and personnel management”.
His first experience in a large corporation was a
position in McDonald's, where lvan worked for
15 years! Further on, the vector shifted towards
the children goods retail. lvan has been working
for several years in Budynok Ihrashok before
moving to Antoshka. Since May this year,
Operations and Retail Network Development
Director has managed to do a bulk of work.
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MOTHBHPOBATb COTPYAHHKOB MATrd3MHOB /11 JOCTH>KEeHH

ob11ero (KOMaHHOTO) pe3yabTaTa, KOTOPBI COOTBETCTBYET
nensaMm Komnanuu. C Mag 2018 roga cTapTroBaia aKTUBHAs
pa3paboTka HOBOM CHCTeMBI MOTHUBAIIHH, a Y>Ke B HI0Ie

MBI Ha4aJ/IH ee TeCTUPOBATh B O[IeCCKUX MarasuHax. CMe-
CTHB HaIlpaBjeHHe Ha IIPOJasky BHICOKOMAPKHUHAIBHOIO
TOBapa, MBI PEIIFJIH 3aITyCTUTh IIOBTOPHBIN TECT C CEHTSIOps
B 5 Mara3uHax Kuesa. C HOS6psi MbI BHePU/IH OOHOBJIEH-
HYIO CHCTeMy MOTHUBALIMH I10 BCeM ceTH. HazmeeMcs, UTO
moMHMo 6ortee BEICOKHX Pe3y/IbTaToB B ITpHObIIH KoMITa-
HUU, COTPYAHUKY ByAyT I01y4daTs O0IbIIe yI0BOTBCTBHS

OT cBoeH paboTsr!
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— ITomumo momusauuu Ha 4em Bot deaaeme akueHm?

— Ceryac oJ, MOUM IPHULIETIOM OIlePallMOHHAas fesiTe/lb-
HOCTb B MarasuHax. JTo TeKyIHe IIPoLiecchl 06CTy>KUBaHUS,
CepBHC, COTPYAHMKH, TOBAPHL, IIpoLieayphl. KpoMe 3T0TO,

Sl IIPOBOKY TaKHe «CIeLoIIepaliik», KaK IlepeMelleHme
MarasyHOB C OfIHOM JIOKAIIMH1 Ha Jpyryio. IlapasiensHo ¢
OIePaLIMOHHOM JesITeIbHOCThI0 KOHIIeHTPUPYIOCh Ha Pas-
BUTHH CeTH. [I0MCK HOBBIX JIOKal[HH, BefleHHe [IeperoBOPOB C
apeHIaTOPaMH, 3aKI0UYeHHe TOTOBOPOB, PEKOHCTPYKIIHS CY-
IIeCTBYIOIIMX MarasMHoOB, OTKPHITHE HOBBIX — BCe 3TO B 30He
MO€K OTBETCTBeHHOCTH . KOrzia s BCTYIIMII B IOJKHOCTD,
COBMECTHO C PyKOBOACTBOM KOMIIaHMH MBI COCTABH/IU I/IAH
Ha 61rpKanmue 5 1eT. OIpefeuId MecTa, IT7ie IJIAHUPYeTCs
OTKPBITHE HOBBIX MarasuHOB, TaKKe COCTABUIIH [JIAHbI 10
PeMoJIeTHPOBAHH IO TOPrOBBIX TOUeK. OCHOBHYIO YaCTh PeMO-
JeTMHIOB, 3allJIaHMPOBAHHBIX Ha 2018 TOMI, MBI y3Ke IIPOBEJIH.

— YmouHume, kakue maza3uHsl yKe npeo6pa3uAqu,
U KaKue — 8 nAaHax?

— IlomHOCTBIO ITpeobpa3suics Mara3uH «AHTOIIKa» B OJleC-
ckoM TLI Fontan Sky. MarasuH I0Iy4K/I HOBBIA HHTEPbEP,
HOBBII BX0OJ], HOBOE PACIIOTIOKeHHE KaTeTOpPHI TOBAPOB
BHYTPH MarasuHa 1 HoBoe 060pymoBaHUe. B 3TOT ke Ite-
PHOA, MBI IIPOBE/IM TeKYIIHMe PpeMOHThI MarasuHoB B UepHo-
MOPCKe U OleCCKOM MarasuHe Ha ynule [argapa. [lepBeIiM
IIPOEKTOM [JIs1 MeH$ CTajI0 OTKPhITHeE «AHTOIIKKU» B T. by4a
KueBcko# o6actu. 51 mprobpes 6eclieHHBIH OIIBIT U Y3HaII
MHOTO HOBBIX HIOAHCOB TaKOH paboTsl. [ToKanyi, caMbIi
aM6UIIMO3HBIN IIPOEKT, KOTOPBIM MBI CEFYac 3aHUMaeMcsl —
9TO PeKOHCTPYKIIKA «Mera-AHTOIIKK» B Ofecce, IIOMAAbI0
1600 M’. Pefi13aliH IJTAaHUPYeM IIPOBECTH B IIePBble MeCsIIbl
2019 rofia. B co3gaHuU IPoeKTa peKOHCTPYKLUMHU JAHHOIO
MarasuHa y4acTByeT Hallla pabodas IpyIia, COCTOSIAs U3
COTPYAHHUKOB «Mera-AHTOLIKU» U IIPeficTaBUTe/IeH BCex Jie-
MapTaMeHTOB, K&KABbIL YUaCTHUK 03BY4YHBaJl CBOE BUIEHHE
0b6HOBIEHHOI0 06BEKTa.

- My knowledge of the Company started in
Odessa. When | traveled all 11 stores around,

I was pleasantly surprised of how much had
been done with the care of the staff. Utility and
storage facilities, recreation rooms for employ-
ees, equipment used by sellers — everything

is at a very high levell It felt that owners and
management of the Company do much to
make Antoshka a comfortably site to work. The
similar situation I observed in Kyiv: “burning
eyes” of the staff continue inspiring me. | will
strive to maintain and develop such a corporate
culture. Itis important, both for business and
simply humanly, to establish contact with all
employees, so | always try, while visiting stores,
to devote time to staff.

- The motivation system has changed since
the moment you joined the Company...

- We paid enough attention to this issue. For
the last couple of years, the motivation sys-
tem at Antoshka has been aimed at personal
sales of employees; each seller was interested
in his indicators. However, the accents are
changing, and we plan to motivate our stores’
employees at achieving a common (team)
result corresponding to goals of the Company.
Since May 2018, the active development of

a new motivation system has started, and
already in July we started testing it in Odessa
stores. While having shifted the focus for the
sale of high-margin goods, we decided to
launch a retrial test from September in 5 Kiev
stores. Since November, we have introduced
an updated motivation system throughout
the network. We hope that in addition to
better results in the Company's profits, em-
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— Bbt yae/meme docmarmo4Ho BHUMAHUS 00HOBACHUID MA2A3UHOS...

— HMi3MeHeHHe BHeIIIHero BU/1a TOPTOBHIX IO UMeeT
HeCKOJIBKO IleJieri. Bo-IIepBBIX, MBI CTapaeMcs C7Ie[J0BaTh
MEeHSIIOIIMMCS BKyCaM IOKynaTener. CerofHs UM HaJ0
6ornbre komdopra, 6osblIe CBO6OSHOrO ITPOCTPAHCTBA.
BaskHO, 4TOOBI OBIIa BO3MOSKHOCTB TYT 3Ke, B Mara3uHe, IIpo-
TeCTHPOBATh UTPYILIKY MU JPYrok ToBap. Pe6EHOK MOKeT
JasKe IIOUTPaTh, II0KA POSUTENH OyoyT LCCIeS0BaTh IIOJIKH.
IToaTOoMy TaM, IZie 3TO [103BO/IsIeT POpMaT MarasrHa, MbI Jle-
7laeM CIleliiajibHble HTPOBbIE 30HEI.

Bo-BTOpBIX, MBI IPOAIO/IKaeM BHE/IPSITh B MarasuHax «Io-
MHCTHIb». Halllk HoBble repou — JIloMepbl, QOPMHUPYIOT
HalIll BU3YaJIbHBIN CTHIb. OHHU YyIeCHBIM 06pa3oM IIpeob-
PasKaloT IIPOCTPAHCTBO, a ITIaBHOe, HPaBSITCA JeTsIM. Y3Ke
COBCEM CKOPO «IIOMEPH3aLIMsi» MarasuHoB OyneT 3aBeplile-
Ha, HO 51 yBepeH, UTO HacC KIET ellle HeMaslo HHTePeCHbIX
Y 3a[IOMHUHAIONUIMXCS IPOEKTOB. ITpoIly Bcex, KTO TaK UK
MHade Oy[eT y4acTBOBATh B 3TOM IIpoliecce, 06paInaThcst
KO MHe C ITpelJIOSKeHUSIMU U UlesiMU. [laBariTe BMecTe 3a-
6OTHTBCSI 0 TOM, UTOOBI «AHTOIIKA» CTAJI ellle Gosiee IOITy-

JIIPHBIM H yCII€IIHBIM IIPOEKTOM.
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ployees will derive much more pleasure from
their work!

- Besides motivation, what do you focus on?

— Now | am focused on the operational activity
in stores. These are the current processes of ser-
vice, employees, products, procedures. Besides,
| perform such "special operations" as moving
stores from one location to another. In paral-
lel with the operational activities, | concentrate
attention on the network development. Search
for new locations, negotiating with tenants,
concluding contracts, reconstructing existing
stores, opening new ones - all this is in my area
of responsibility.

When | took office, we made a plan for the next
5 years together with the Company's manage-
ment. We identified locations where the new
stores are planned to open, and also made plans
for POSs remodeling. We have already per-
formed most of the remodeling planned for the
year 2018.

- Please, specify which stores have already been
changed, and which of them are still in plans?

- Antoshka store in the Fontan Sky shopping
center in Odessa has completely changed.
The store got a new interior, a new entrance,
a new arrangement of categories of goods
inside the store and a new equipment. Within
the same period, we carried out mainte-
nance repairs of stores in Chernomorsk and
Odessa store in Gaidar Street. The opening

of Antoshka in the town of Bucha, Kiev region,

was my first project. | gained invaluable experi-
ence and learned many new nuances of such
work. Perhaps the most ambitious project we
are currently working on is the reconstruction
of Mega-Antoshka in Odessa, with an area of
1600 sq. m. We are planning to redesign it in
the first months of the year 2019. Our working
group consisting of the Mega-Antoshka staff
and representatives of all departments partici-
pate in creation of the renovation project for
this store, each participant voiced his vision of
the updated facility.

- You pay enough attention to updating stores ...

— Changing the appearance of retail sites
involves several goals. First, we try to follow
the changing tastes of customers. Today
they need more comfort and more free
space. It is important that there was an
opportunity to test a toy or other products
right here in the store. The child can even
play while parents explore shelves. There-
fore, we make special play areas where the
store format allows it.

Secondly, we proceed introducing“lumistyle”in
stores. Our new heroes — Lumers - form our
visual style. They miraculously transform the
space, and, most importantly, children like them.
Very soon, the “lumerization”of stores will be
completed, but | am confident that there are
still many interesting and memorable projects
waiting for us. | ask everyone who will somehow
participate in this process to contact me with
suggestions and ideas. Let's work together to
make Antoshka even more popular and success-
ful project.
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BenukonenHas
4yeTBEpPKa

Utoru

OT PEernoHaIbHbIX

AVNPeKTOpPOB

AnnaTecans,

dupekmop po3HU4HOL cermu MazasuHos «AHMOWKa»

IOkH020 pecuoHa:

B Hauane nHtepecHoro nytu!

— 2018 rog, 66171 6oraT

Ha 3HaUYMMBbIe 1151 KoM-
[aHWUU COOBITHS. JIeTOM
IIPOLLIA CTPaTeru4ecKast
ceccust, Ha KOTOPOX 6bUTH
[1epeOCMBICTIeHBI IEHHOCTH
KommaHuu. B pesynpTaTe
ponmyiace Muccus: mipego-
CTaBJISIs1 Iy4IIHe TOBaphl
U yCJIyTH, MBI IIOMOTaeM
POAUTENSIM PacTHUTD feTek
340POBBIMH, YMHBIMH

W MOIHBIMU.

B sTOM rogmy 6bUTH IepecMo-
TpeHBI CTAaHAAPTHI 06CITy-
SKUBaHMS, U KOJJIEKTHUBHI
Mara3HHOB Cpa3y ke IIpH-
CTYIMIN K UX BHEIPEHHUIO.
[TepBoOYepenHas 3a1a4ua

COTPYAHHKOB «AHTOIIIKH» —
IIOANEP>KHUBATDh BBICOKHH
YPOBEHbD CePBHCA.

U3 TOr0, UTO 0COGEHHO
OTpasuIoch Ha pabore
KOJUIEKTUBA, — B HAIIIUX
MarasuHax 6bpU1a BHeIpeHa
HOBas CUCTeMa MOTUBALIUU
¢ poKkycoM Ha KOMaH[I-
HBIM pe3y/bTaT. ITO O4eHb
Ba’KHBIM BOBJIEKAIOIIHH

U 06be JUHSIONTHUN GaKTop.
UperHBIM BIOXHOBUTEIEM
HOBOro Kypca sByisercs CEO
«AHTOmKMK» Bagum OPJIOB,
criacubo emy 3a s3dpdex-
TUBHBIN MeTo! Y HaIlIux
MOKYyIaTesIer MarasuHbl
«AHTOIIKA», B [IEPBYIO

The Fantastic
Foursome

THE YEAR 2018 IN QUESTIONS AND
ANSWERS OF REGIONAL DIRECTORS
OF ANTOSHKA

Antoshka stores are different in Odesa and Kyiv,
Lviv and Kharkiv, Dnipro and Vinnytsia. What
was the outgoing year like for our colleagues in
different parts of Ukraine? To understand this,
we have asked four regional directors of the
network of children's stores a few questions.
What was important in the outgoing year and
what goals are for 2019?

Alla Gesal,
Director of the retail network of Antoshka stores
in the Southern region:

At the beginning of an enjoyable path!

- 2018 was rich in significant events for the
Company. In the summer, a strategic session
at which the values of the Company were
rethought was held. As a result, the Mission
was born: by providing the best products and
services, we help parents raise their children
healthy, smart and fashionable.

This year, service standards were revised, and
store teams immediately began to implement
them. The primary task of Antoshka employees
is to maintain a high level of service.




BENTNKONEMNHAA YETBEPKA

o4epelb, aCCOLMHPYIOTCS
CUrpymkamu. M B 3ToM
TOAy IIPOM 301U Cepbe3Hble
HM3MeHEeHHUs B UX accop-
TuMenTe. OH cTaj bonee
Ka4YeCTBeHHbBIM U H.II/IPO-
KUM. U, Kak ciencTBue, 3TO
CKa3aJ10Ch Ha pe3yJibTaTax
pabortsr.

UT0 KacaeTcst BEI30BOB,

HaM COBMECTHO ITPeJICTOUT
CIIPaBUTBCS C TPYLHOCTSIMH
I10 3aKPBITHIO BAKAHCHH.
CTOUT OTMETHTh KOMaH/Y
YIIPaB/ISIOMIKMX Mara3uHOB
3a yMeHHUe CITPaB/IsThCS

C BBICOKMMH Harpy3KaMH

1 0o6HBaThCSI Pe3yIbTaTOB.
ITepes HAMU CTOUT aMbU-

TarpssHa ITOBCTAHAA,
dupexmop po3HUHOLL cermu MazasuHos «AHMOWKa»

LieHmpaAbHo20 pezuoHa:

Kypc Ha nogpep>xkKy KomnaHuu

— JI;151 MeHS CAaMBbIM
3HAYMMBIM COOBITHEM
3TOr0 rofia 6bII0 OTKPBITHE
HOBOI'O MarasuHa B byde.
ITO — KaK CBeKUI BeTep!
B Byue, 1o He 3aBHUCAIIHUM
OT HaC [IpUYHUHAM, IIPH-
LIJIOCh 3aKPBITh Mara3suH

B CepefiyiHe UI0/ISI, HO MBI
6BICTPO COPHUEHTHPOBATIKICD,
Y, HeCMOTPS Ha AeQULIUT
CcBOBGOLHBIX IIOINAEH

B 9TOM ropojie, Halll/IU IIpe-
KPaCHBIM HOBBIM JJOM JJ1s1
«AHTOIIKK». brarogapio
Bagrma OprioBA U MiBaHa

LIMO3HAas 3a/ja4a I10 y/Iy4-
IIeHHUI0 aCCOPTUMEHTa

Y II0Ka3aTesel B KaTerOpHH
fashion. Boiepenu Hemnér-
KHH, HO OUeHb UHTePeCHbIH
IIyTh Pa3BUTUS KOHLEIILINHU
«MarasyHa-IIpasgHHKa

Y PaJIOCTHBIX SMOLIHE»,

MBbI — B HadaJle HHTEpecHo-
ro mytu!

YHBKUHA, KOTOPBIE IO~
Jep>Kav Halll HOBBIM
MPOeKT. MBI COXpPaHUIU
KOMaH/Iy IIPeXKHero Marasu-
Ha. CrIpaBHIMCh CO BCEMH
dopc-MaskopaMU B IIePHO],
3arpyskH MarasudHa. Mara-
3MH OTKPBUIH y3Ke B HOBOM
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dopmarte. IIepBbIH MecsL]
PaboThI HAC pafoBaI IIPOAa-
>KaMH. Bepio, UTO U Aajiblile
MBI [TOKasKeM XOPOLIH T
pesyabTaT. OTKpEITHE
HOBBIX TOPTOBBIX IIOIAIOK
3apsSDKAIOT OIITUMH3MOM.
MBI aKTUBHO HIIleM HOBBIE

JIokalMu B Kuese u ob1a-

ctu. Hazerocs Ha OTKpBITHE
elne HeCKOJIbKKUX MAra3nHOB
B perHoHeE.

B 2018 romy MBI IIpOBeIX
MHOTO SIpKUX aKLIUH 1151
HaIlIMX ITOKyIaTeneH. Tak-

What was especially reflected in the work

of the team. In our stores, a new system of
motivation with a focus on team results was
introduced. This is a very important involving
and unifying factor. The ideological inspirer of
the new course is Vadim Orlov, SEO of An-
toshka. Thanks to him for an effective method!
Our customers primarily associated Antoshka
stores with toys. This year there were major
changes in their assortment. It became better
and wider. As a result, it affected the outcome
of work.

As for the challenges, we will have to cope with
the difficulties of closing vacancies. | would like
to thank the team of store managers for their
ability to cope with hard work and achieve
results. We face an ambitious task to improve
the range and performance in the fashion
category. Ahead of us there is a difficult but
very interesting way to develop the concept of
a "holiday store and joyful emotions”. We are at
the beginning of an enjoyable path!

Tatiana POVSTYANAYA,
Director of the retail network of Antoshka stores in
the Central region:

THE COMPANY SUPPORT STRATEGY

- For me, the opening of a new store in Bucha
was the most significant event of this year.

It's like a fresh breeze! In Bucha, for reasons
beyond our control, we had to close the store
in mid-July, but we quickly found our bear-
ings and, despite the shortage of free space in
this city, we found a wonderful new home for
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adp u3 npozpammat ICTV «Dakmel»

>Ke, B 3TOM IOAy, KUEBCKHE
MarasuHBbI He pa3 CTaHo-
BHJIUCH CHEMOYHOM I1JI0-
IIaAKOM 1151 IIOMYJISIPHBIX
Te/IeBU3HOHHBIX I1epenay.
JleToM COTPYAHHUKH «AH-
Tomku» B TP1] Lavina Mall
IIOMOTaJIH >KYpHA/IMCTaM
TenekaHana ICTV BbIOpaTh
[IPaBU/IbHBII IIKOTBHBIH
PIOK3aK. A OCEHBIO MBI I10-
BTOPHO CHUMAJIKCh B IIepe-
nave «PeBH30P»: YCIIEIIHO
3AIUTUIN YeCTh MarasmuHa
Ha bynpBape Jlecu YKpa-
MHKH B ITpoeKTe «CTpacTH
I10 peBH30pYy».

CerofHs ecThb CJIOKHO-
CTH C II0A60POM HOBBIX

ITOINAMIOK ISt bymy-
IIMUX Mara3yuHoOB.

BaKaHTHBIE IIOIAMN

B Kuese 1160 3aH4-

THI, TU60 He ITPOXOIAT
I10 HaIler GUHAHCOBOM
Mogenu. Jla, 6e3ycioBHo,
TOPTOBbIe IIeHTPHI T'eHe-
PUPYIOT TpadUK, U y HaC
HeT 1pobyeM ¢ mpu-
BJIeYeHKeM D0JIBIIOro
[IOTOKA ITOKYIIaTeseH,

HO Y HeboJIbIIIHe Mara-
3MHBI Y OMa, IIJI0IA/IbIO
500 M?, MOTYT PafioBaTh
HaIIMX [IOTeHIIMATIbHBIX
IIOKYTIaTeNeH IIOTHBIM
ACCOPTUMEHTOM TOBApPOB
IJISL eTeH.

B KOMITaHHIO BEPHY/IHCh
[Ba CHUJIbHBIX YIIPABIISIO-
mux — MapuHa Boriko,
KOTOpas paHee BO3IJIaB/IsIA
MarasuHbI Ha [leyepcke

u Obononu, u TatbsiHa BOH-
IAPb, IIPUHSBIIAS 6pa3sibl
yIIpaBeHHs] Mara3suHoOM

B Bopmucrione, paHee bec-
CMEHHBIN YIIPaB/ISIOMUEL
«AHTOmKMK» Ha [To3HIKaX.
DTO CU/IbHBIE U OYeHb
XapHU3MaTH4Hble pYKOBOLHU-
Tenu. MX 3amai U onTU-
MH3M Cervac 04eHb HY>KHBI
Kommnanuu. CBOeH IVIaBHON
3aJlavyen BUXKY MaKCH-
MaJIbHBII HAaCTPOH Halllet
KOMAaH/Ibl HAa M3MEHEeHHs

Y IOAJep>KKY KoMITaHUH .
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TarpsiHa KPIOYUKOBA,
dupermop po3HUHHOL cemu Maza3unos «AHMOWKA»

3anadHoz0 peauona:

YcnewwHbIn pe3ynibTaTt

— Ton yxoAsIIMHK HackllleH
HOBOBBeIeHUSIMHU. [s
COTPYAHMKOB 3aI1aIHOrO
pervoHa oH OCTaHeTCs

B [IAMSTH KaK 100H/IeH-
HBIN — B peBpase uiu-
aJ1y UCIIOTHHIIOCH 20 JieT!
MBI TOPAUMCS HAIIU MU
JTOCTHKEHUSIMU U JIIOb-
MU, KOTOpbIe 3aK/IaibIBAIN
dyHIaMeHT, OTKpBIBAJIH,
Pa3BUBA/IH U IIPOABUTAIH
6peH[ «AHTOIIKA» Ha 3a-
naje YkpauHsi!

HHTerpanus 613HecoB
CTajIa OCHOBOI B3aHMOOT-
HOIIeHU MeXKy IToApas-

nelleHHsMH KOMIIaHUH,
MBI C paiocThi0 BO306HO-
BUJIH COTPYSHUYECTBO

C BHyTpeHHeH JIOTHCTHUKOM
Y QUIHANBHEIM CKIALOM.
Bce pabourie MOMEHTSHI
CTa/Iu pemaTscs 6osee
OIePaTHBHO, II0TOMY YUTO
¢ 0berx CTOPOH eCTh ITIOHU-
MaHHe CUTYyalllH U OfHa
ob1ad 1esb.

KnroueBrIM M3MeHe-
HHeM rofia, CIUTAIo,
boxyc Ha TpUOBUILHOCTD
Mara3uHOB, a He Ha Ba-
JIOBBII 060POT. AKILIEHT
Ha Map>KUHa/IbHOCTb.

Antoshka. | would like to thank Vadim Orlov
and Ivan Chivkin, who supported our new
project. We have kept the team of the previ-
ous store. We have coped with all the force
majeure during the store loading. The store
has already opened in a new format. The
first month of work pleased us with sales. |
believe that we will continue to show good
results. The opening of new trading plat-
forms inspires us. We are actively looking for
new locations in Kyiv and the region. | hope
to open several more stores in the region.

In 2018, we had a lot of bright offers for our
customers. Also, the same year, Kyiv stores
became a film set for popular television
programs more than once. In the summer,
Antoshka employees at the Lavina Mall
shopping center helped ICTV journalists to
choose the right school backpack. In the
autumn, we re-starred in the program “Re-
vizor”: we successfully defended the honor
of the store in Lesia Ukrainka Boulevard in
the project “Strasti za revizorom"”.

Today we face difficulties with the selection
of new sites for future stores.

Vacant areas in Kyiv are either occupied

or do not accord with our financial model.
Definitely, shopping centers generate traffic,
and we have no problems attracting a large
flow of customers, but small shops around
the house, with an area of 500 sq.m. can
also please our potential buyers with a full
range of products for children.

Two strong managers have returned to the
Company — Marina Bovyko, who previously
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Enre omHYMM Ba>kKHBIM
COOBITHEM CTAJIO IIPHU-
CoefiHEHHe K HallleMy
dunnany «AHTOLIKM»

B BuHHHIle, Temepb y HacC
7 MarasuHOB. MBI pagbl
TaKOMY IIOIIOJIHEHHIO.

Cpenu TPyOHOCTE, OTMe-
Yy PacTyIIyi0 KOHKYpeH-
LIMIO CO CTOPOHBI TOPTOBBIX
LIeHTPOB. B cBOé Bpems,
MBI He 3aIIUTH B PSILL
KPYIIHBIX JIBBOBCKUX «MO-
JI0B», U TeIleph OIyIIaeM
NOC/IeCTBUA. YAep>KaTb
CBOEro KIMeHTa U COXpa-
HUTB JIOSUTBHOCTb K «AH-

TOILKE», MOXKHO TOJIBKO
[IOBBILIEHUEM KadecTBa
0bCTy>KUBaHMSL, TOIION-
HUTEIBHBIM CEPBHCOM,
AKTUBHOCTBIO, IeTCKUMU
[IpasgHUKAMU, OGHUM
CJIOBOM, TOHM 0CODEHHOH
aTmochepor, KoTopast
I0JKHA OBITH TPUCYILA
HAIIMM MarasuHaM.

Eile ogHa aKkTyanabHast
mpobiieMa — 3TO KaJpOBbII
BOIIPOC. PervoH HaX0OUTCS
BOIM3U IPAaHMUIIBL, U MHO-
ruve, ocobeHHO MOJIOLEXKD,
BCE 6oJIblIIe OTHAIOT IIPEe-

II04YTeHHe 3apa60TKaM 3a

pybeskom. BakHas 3ama-
Ya — YCHJIUTB IIPUBIIEKA-
TeJIbHOCTb 6peH/a «AHTOMI-
Ka», Kak paboragaTers.

B HOBOM roy HaM Hazo
emé rmopaboraTh Hax
KOMIIJIEKCHOJ ITOKYIIKOH,
HpOILOTDKaTB IIOBBILIIATH
Ka4ecTBO CEpPBMCa, Pa3BHU-
BaTh U 00y4aTh ITepCOHA
$HHAHCOBOM I'PaMOTHO-
CTH. B HacTynamIem rogy
MBI TaKKe HaJileeMcsl Ha Ho-
Bble OTKPBITHS, U C HETep-
IleHHeM XIEM peMofeH-
JIMHT HAaIIUX KIIOYeBBIX

Mara3snuHOB.
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AMHUTpHH OB BELEHKO,

dupexmop po3HU4HOLL Cemu Ma2a3UHO8 «AHIMOWKA»

BocmouHozo pecuoHa:

Bcé ocywecTBuMo

— 2018 rofi 1T HAC iek-
CTBUTEIBHO OBUT HACHIIIEH
Pa3IUYHBIMU COOBITHSIMH.
OOHO K3 CAaMBbIX Ba>KHBIX —
9TO 06BemuHeHMe [[He-
IIPOBCKOr0 M XapbKOBCKOTO
peruoHa B OfuH GOJIBIION
BocTouHblii. Tereps B Ha-
meri KoMaHfie B Ba pasa
6orple UAeH U IpeasIoKe-
HMI, KOTOpble Mbl aKTUBHO
obcy>kmaeM Kak B Mara-
3MHAaX, TaK M Ha 0bIIux
cobpaHHsIX.

Taxke, B 3TOM rofly, y Hac
6BUIH 3aITyIIeHBl BHYTPEH-
HIe MOTHBallMOHHbIe
KOHKYPCBI, LIe/IbI0 KOTOPBIX

6511 pocT mpogaK. Ilobe-
IOUTENH [IOJY4aIH CaMble
pasHBble IIPU3bL: OUIeTH

B aKBaIlapK, CePTHUOUKATHI
Ha MOOHIBHYIO TEXHHUKY .
KpoMe 3T0T0, 4IeHH Ha-
mert KoMaH/ibl IIPOAOJIKA-
71 obydeHUe U BOB/IeYeHHE
B KOMaH/IHBIH ITpoLiecc.
MBI cobHpanch U UTPaik
B 60YJIMHT, IIPOBOIHIIH APY-
r'He HHTepeCHble KopIiopa-
THBHBIE MEpPOIIPHUSTHSL.

Ec/iv TOBOPHTS IIPO [0~
CTUXKEHUS, TO XO4YeTCs.
OTMETHUTH CTAOH/IbHBIE

I PUPOCTEHI I10 IIPOSAsKAM
y>ke 06beIHHEHHOTO pe-

headed stores in Pechersk and Obolon, and
Tatiana BONDAR, who took over the reins of
management of the store in Borispol, previ-
ously the permanent manager of Antoshka

in Poznyaky. They are strong and very char-
ismatic leaders. Their passion and optimism
are now very necessary for the Company.

| consider my main task as the maximum at-
titude of our team to change and support the
Company.

Tatyana Kryuchkova,
Director of the retail network of Antoshka stores
in the Western region:

Successful result

- The leaving year is full of innovations. For
the employees of the Western region, it will
remain in memory as a jubilee — in February
the branch celebrated its 20th anniversary!
We are proud of our achievements and the
people who laid the foundation, discovered,
developed and promoted the Antoshka brand
in the west of Ukraine!

The integration of businesses has become the
basis of the relationship between the depart-
ments of the Company. We are happy to re-
sume cooperation with internal logistics and
the branch warehouse. All working moments
began to be solved more quickly, because on
both sides there is an understanding of the
situation and one common goal.

I think, a key change of the year is the focus
rather on the profitability of stores than gross
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CHOHA: HIONb +15%, ABLYCT
+14%, CEHTSOpB +31%,
OKTSIOPBb +11%, HOSIOPBH +33%.
ITO pe3ynbTaT paboTel
KaKIOr0 COTPYAHHKA Ha-
mren 6osbirort KomaHgel,
crtacubo 3a paboty BceM
PYKOBOIHUTE/SIM MarasHHOB
U UX KOJUIEKTHBAM.

B 2019 romy s BLIKY He-
CKOJIBKO KJIFOUEBBIX LIeJIek.
ITO MPOABIIKEHHE HAIlleH

KyJIBTYPBI 3a60THI I10 OT-

HOIIEHUIO APYT K IPYry,
MBI BCE IIOHMMaeM, YTO
JIIO[Y — 3TO IVIaBHAas
LIEHHOCTb. M, ocobeHHO,
I10 OTHOLIEHHIO K Ha-
IIUM JIIOOMMBIM TOCTSIM!
Hanee... PocTy BOX0[0B
Kommanuu 6yzet criocob-
CTBOBATb OTKPHITHE HOBBIX
MarasvHoB. HeManoBasK-
HBIM GAKTOPOM SIBJISIETCS
yBeJIMUeHHe TOTH IIPOAaK

BBICOKOMaPKMHA/IBHOTO
TOBapa. A IJIaBHOE — 3TO
POCT IToKa3aTeser paboTsl,
BBHUJY TOTO, YTO IIPOJAsKU
MarasuHa paBHBI TPaQHKy,
YMHOKeHHOMY Ha CpeJHU I
4YeK 1 Ha KOHBEPCHIO.

51 yBepeH, 4TO BCE 3TO
OCYILIeCTBUMO C CUJIBHOK
KoMaHO0HM eJUHOMBIIIIeH-
HHUKOB, KOTOpasi y Hac y>ke
chopmupoBaHa!
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turnover. Focus on marginality. Another im-
portant event was the merging of Antoshka in
Vinnitsa with our branch, now we have 7 stores.
We are pleased with this replenishment.

Among the difficulties, | must note the growing
competition from shopping centers. At one time,
we did not enter a number of large Lviv malls,
and now we bear the consequences. To keep
your client and keep loyalty to Antoshka, one
can only improve the quality of service, addition-
al service, activity, children's holidays, in a word,
the special atmosphere that should be inherent
in our stores.

Another urgent problem is the personnel issue.
The region is located near the state border, and
many, especially young people, increasingly
prefer earnings abroad. An important task is

to enhance the attractiveness of the Antoshka
brand as an employer.

In the upcoming year, we still need to work

on a comprehensive purchase, keep improving
the quality of service, develop and train financial
literacy to the staff. We also look forward to
new discoveries, and look forward to remodeling
our key stores.

Dmitry Obyeshchenko,
Director of the retail network of Antoshka stores
in the Eastern region:

Everything is feasible

- In fact, 2018 was full of various events. One
of the most important was the unification of

ideas and suggestions in our Team that we are

the Dnipro and Kharkiv regions into one big
East region. Now there are twice as many

actively discussing both in stores and at general
meetings.

Also, the same year, we launched internal mo-
tivational contests, the purpose of which was
to increase sales. The winners received a variety
of prizes: tickets to the water park, certificates
for mobile equipment, etc. In addition, mem-
bers of our team continued their training and
involvement in the team process. We gathered
and played bowling, held other exciting corpo-
rate events.

To talk about achievements, we would like

to note the stable growth in sales of the already
united region: July + 15%, August + 14%, Septem-
ber + 31%, October + 11%, November + 33%. These
are the results of the work of each employee of
our large team, so | would like to thank all the
store managers and their teams for the work.

I can see several key goals in 2019. This is the
promotion of our culture. Caring for each other,
we all understand that people are the main
value. Especially, in relation to our dear guests!
Moreover... The opening of new stores will con-
tribute to the growth of the Company's income.
An important factor is the increase in the share
of sales of high-margin goods. The main thing
is the increase in performance, due to the fact
that store sales = traffic x average receipt x
conversion.

I am sure that all this is feasible with a strong
team of like-minded people, which we have
already formed!
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[1pnKocHYTbCA
K CKa3Ke

B kxueBcKoM MarasuHe «Kaska-HoBa», KOTOPBIH BXOAUT

B CeTh «AHTOIIIKA», 6y1<Baano oskuJia ckaska! C HemaBHUX
0P ITOCEeTUTEIM MarasrMHa CHOBAa MOTYT J1I060BaThCs IIpe-
KPaCHBIM HaCTeHHBIM IIAaHHO aBTOPCTBA M3BECTHOM yKPaKH-
CKOH XYAOKHULBI Mapdsl TUMYEHKO.

MHoOTHe KHeB/IsIHe 3HAIOT JeTCKUH Mara3uH «CKa3Ka», KO-
TOPBIH 6BUT OTKPHIT B JAIEKOM 1969 TOYy H ITOAPUT PafoCTh
He 0[IHOMY II0KOJIEHUIO KU TeJIeH CTOHIIBL. [71aBHOL oco-
GeHHOCTBIO MarasyMHa UrpyLIeK Ha yauile bonpiuas Bacuib-
KOBCKasI, 54 (paHee KpacHoapMericKas), 6blIa yHUKAIbHAS
HaCTeHHas POCIIHCh, OTOOPasKaONIAsl CIOSKEeThl YKPAHMHCKUX
HapOJHBIX CKa30K.

CTeHBI JETCKOr0 MarasvHa pellrId YKPaCUTh JeKOPAaTUB-
HO-OPHaMeHTaJIbHOM HapOJHOM KU BOIIKCBIO 10 CIy4alo
npoBo3rtameHuss OOH MexkoyHapomHOro rofa pebéHka

B 1979 rofy. BOIJIOTH/IH 3Ty M/EI0 B XXKK3Hb 4ieH Co3a
xynokHUKOB CCCP, HapoJHBIH XyJ0KHUK YKpauHel Mapda
TruMYeHKo BMecTe ¢ My>keM MBaHOM CKHUIIOKOM U J0YEPhIO
AneHor. Ha co3faHue 3CKH30B Y HUX yIIUIO OKOJIO 3-X Me-
CALIeB, a HEIIOCPeACTBEHHO POCIIMCh 3aHsIa Y SKUBOIIKCLIEB
6osnee ropa. [IoMOUb 3aBEPIIUTD CTOJIb MACIITAOHBIH [TPOEKT
B3SUTHICB ellle IISITePO Xy OSKHUKOB, pab0OTAIONIHX B CTHIIE
HapOJHOM POCIIHCH.

©
To touch

a fairy tale

In the Kyiv's store "Kazka-Nova", which is part
of the "Antoshka" network, a fairy tale came
to lifel Recently, visitors to the store could
once again admire the beautiful wall panels
designed by the famous Ukrainian artist Marfa
Timchenko.

Many people in Kyiv know of the children's
store "Fairy Tale", which opened back in 1969
and brought joy to all generations of the
capital's residents. The main feature of the toy
store on 54 Bolshaya Vasylkovskaya (formerly
Krasnoarmeyskaya), was a unique wall paint-
ing depicting scenes from Ukrainian folk tales.

The walls of the children's shop were deco-
rated with ornamental folk paintings for the
special occasion of UN proclaiming 1979 to be
the International Year of the Child. A member
of the Union of Artists of the USSR, People's
Artist of Ukraine Marfa Timchenko, along
with her husband Ivan Skitsyuk and daughter
Alena, brought this idea to life. It took them
about 3 months to create the sketches, and the
painting itself took over a year to complete.
Five more artists working in a similar style of
folk painting were needed to complete such a
large-scale project.

According to authors themselves, scenes from
more than 5o folk tales were displayed on the
walls. Murals of the “Fairy Tale" store received
positive feedback from art historians and

cheery reviews from its young visitors. A year
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~ .MPUKOCHYTb

MarasyH HaxO4UTCS Ha IIePBOM 3TasKe 30aHUs U, CIIYCTS
[IOYTH I10/IBeKa, 60JIbIIas 4acTh POCIIUCH I10CTPAiAIa.
OnHaxo, B Kommnanuu Red Head, apeHAyIOIIel IIOMellleHHe
MarasvHa, pPelllr/H OTPeCTaBpUPOBaTh COXPaHHBIIHECS
bparMeHTHI POCIIUCH 3a CBOM CUET. I[IpencraBuTenu KoM-
IIaHUHU JOTOBOPUJIKCH O COTPYAHMUYECTBE C XYI0’KHHUKA-
MH-YYeHHUKaMH U Jo4eprio Mapdsl THMYEHKO, KOTOPbIe
y4acTBOBAJIH B CO3JAaHUU CTeHOIIUCH. KporoTiauBas pabora
10 pecTaBpallMH 3aBePIIMIACh B aBryCTe 2018 roaa.

CeropHs «Ka3ka-HoBa» OCTA8TCSI yHUKAJIBHBIM IeTCKUM
MarasuHOM CO CBOeH 0co6eHHOM HCTOpHer. KoMIIaHus
Red Head He TO/IBKO COXpaHHUIIA €0 HCTOPHYECKOe Ha3Ba-
HHUe, HO U cbeperia KyJIbTypHOe HaC/IeHe.

n.#-q oy |
R R
Hm _ -E'ﬂk_l'ﬂ

after the beginning of the project, this toy store
with its once ordinary Soviet interior turned into
one of the most popular art displays in Kyiv.

The store is located on the first floor and after
almost half a century has passed, a significant
part of the mural has faded. However, the Red-
Head Company, which is the current tenant of
the store, decided to restore the remaining parts
of the painting at its own expense. Representa-
tives of the company agreed to cooperate with
student artists and Marfa Timchenko’s daughter,
who participated in the original creation of the
murals. The painstaking restoration work was
completed in August of 2018.

Today, "Kazka-Nova" remains a unique children's
store with its own special history. RedHead has
not only preserved its historical name, but also
its cultural heritage.

Ha cmenax omoﬁpasu/\u CUeHKU u3 boaee uem
50 HapoaHle CKA30K
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" MHTEPEC

HAYAJIO HOBO
Y)XXE MOMOT YBE
ronoBo/IOMOK

B KOHKPETHOM MA

Selling
playfully

TIMOFEY BURDA, THE YOUNGEST
SON OF REDHEAD FOUNDER AND
CONSULTANT OF THE ANTOSHKA
CHAIN OF STORES, PERFORMED

AN INTERESTING EXPERIMENT AND
INITIATED A NEW PROJECT THAT HAS
ALREADY HELPED TO INCREASE SALES
OF PUZZLES AND BOARD GAMES IN

A PARTICULAR STORE BY 3-5 TIMES!

As it often happens, it all started with personal
experience. Once Timofey stayed with his grand-
mother and found the Rubik's Cube among old
things. The ever best-selling toy of all time, with
more than 350 million pieces sold, is a plastic cube
of 3x3x3 with 54 color stickers. Edges of a large cube
are able to rotate around 3 internal axes. The young
man started turning the toy over to fold all sides in
one color. However, little happened, even after a
few hours of trying. Nevertheless, Timofey was not
the one to surrender and decided to finish the job.
The guy showed perseverance and after a couple of
months, when he saw a cube in the store, he after
all solved it. Burda Jr. thought that children would
hardly have so much patience for the cube, but if
someone had explained to them the way to solve
the puzzle with an example, then the involvement in
the process would be much higher. After discussing
the idea with his father, Timofey run a whole action:
a person in the store well-versed in the game had to

take on promoting the puzzle through an exciting

presentation of goods. Timofey held first meetings
with customers independently.



MPOOABATbL UTPAKOYMU

“I decided, by my personal example, to show sellers
and actors-animators how to enthrall children with
agame,” he says. - The task of a demonstrator is to

attract the attention of children and adults, using a

special technique to turn a boring solving of Rubik'’s
cube parts by colors into an exciting adventure in the
world of puzzles. First, Timofey used a small 3x3 cube,
but when persistent young customers felt a bit confi-
dent, they started solving 4x4 level cubes and above.

The stand was placed at the rack with puzzles,
and Timofey spent 6-8 hours a day performing
master classes near it. More or less in different
moments, but the stand was always crowded

with those wishing to solve the cube. First they
were children, and sometimes even their parents,
who fingered an amusing toy in order to quickly
Tumodeii Bypda ¢ podumensmu Ha 8bINYCKHOM collect colored squares.

“We managed to create a furor,” says Timofey
Burda. — The experiment worked: people got involved
in the game, and after master-classes every second
customer bought a toy. All sellers in the store joined

the process and as a result, over 2 months of the game
presentations, puzzle sales in Mega-Antoshka grew

Hauasock, Kak 3T0 4acTo 6bIBaeT, C IMYHOrOo ombiTa. Kak-To TuModelt rocTr y 6a6ymKu by 3-5 times!

U CPefiul CTaphIX Bemler Hamten Kybuk Py6uka. Camas mpofaBaeMasi UIPYIIKa BCeX BpeMeH,

KOTOPOH peayin30BaHo 6oJiee 350 MIJJIMOHOB LITYK, ITPeJCTaB/IsieT COOO0M IIacTMaCCOBBIE — S1 pewiiA HA c80EM npUMepe 10KA3AMb Npodasuyamt U akmepam- At the same time, the author of the idea at-

Kyb 3x3X3 C 54 IIBETHBIMH HaKJIeHKaMU. [paHu 60/1bImoro Kyba criocobHEI BpaIaThCst BO- aHuMamopam, Kax yenekams demeti uepoil, — paccKasplBaeT tracted a professional actor to master classes,
KpYT 3 BHYTPeHHHX OCek. Mo/I0I0N YeloBeK Hadasl BepTeTh UTPYLIKY, YUTOOBI CTTOSKHUTH BCe OH. — 3ada4a demoncmpamopa — npusietb BHUMAHUe dermel who, as an animator, had previously had experi-
CTOPOHBI B OAMH 1BeT. OMHAKO JasKe I10C/Ie HeCKOIBKHX YaCoB IIOIBITOK MaJjIo YTO IoIyYa- U 83POCAbIX, UCMOAL3YS CNeYUANbHYIO MermooUKy npespamuniy ence with children. Therefore, others already
70Ch. Bripouem, caaBaThes TuModel He NPUBBIK U PN/ JOBECTH Ae/I0 40 KoHILiA. [lapeHb CKy“Hbiil cbop demaneli KybuKa no ugemam 8 3axsampleatouiee npu- picked up his idea when Timofey went to study
IIPOSIBIUI YIIOPCTBO U Uepe3 Mapy MecsLeB, yBUAeB KYOHUK B Mara3uHe — BCe-TaKK cobpar KAto4eHue 8 mupe 20108040M0oKk. CHauasia TuModeEl UCII0Ib- abroad. The project is at the testing stage, but
WUTPYIIKY. Bypaa-mMaaAinnii IogyMal, 4To CTOJIbKO TepIIeHMs y IeTel BPS/L JIM HalJeTcs, 30BaJI He6OTBIION KYOHK 3X3, HO KOI/ZIa YIIOPHBIE IOHbIe even on his departure, Timofey plans to proceed
HO eC/TH 6B UM KTO-TO OOBSCHHII, KaK COOPATh 3TOT «I1a3/l», [I0Ka3al Ha IIPHMepe — TO BO- K/IMEHTHI [I0YYBCTBOBA/IM YBEPEHHOCTb, TO IIPUHSINCh ahead with the initiative. So now, having entered
BJIEYeHHOCTb B ITpoliecc 6p171a 651 HAMHOTO BhlIIe. O6CYIUB HAEIO C OTIIOM, OH 3aTesil LIeNyio cobUpaTsh y>Ke KyOHK 4X4 U yPOBHEM BBILIE. Mega-Antoshka in Greek Square, one could not
aKLIHIO0 — YTOOBI B Mara3uHe 4eloBeK, 3HAIOIIME TOHKOCTH UIPBI, B3SI/ICS «IIPOABUTATH» only choose a development game as a gift, but
TOJIOBOJIOMKHU Yepe3 yBIeKaTe/IbHYI0 IIPe3eHTALIMIO ToBapa. IlepBble BCTPEYH C IIOKYIIATe/Is- could also test it without "moving away from the
MU TuModel IIPoBes CaMOCTOSITEIbHO. ticket office”.
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MPOOABATbL UTPAKOYMU

CTOMKY Pa3MeCTHIIH y CTeJl/Iaka C FOJI0BOJIOMKAMH, 33 Hel TuModer 1o 6-8 4acoB B leHb
IIPOBOJMII MacTep-Ki1acckl. Korga-To 6osplile, B KaKKe-TO MOMEHTEI MeHbllIe, HO BCeTra

y CTOMIKH TOJIITMJIMCh Ke/laolie cobpath KybuKk. CHadasa eTy, a MHOIA ysKe U UX PofuTe-
M BePTeJIH 3aHATHYIO UTPYIIKY, YTOOBI ITOCKOpee cOBPATh IIBETHbIE KBAJPATHI.

— Ham ydanoce npoussecmu ¢ypop, — cautaet Tumoder Bypna. — dkcnepumerm cpabomaa: aoou
B80BAEKAIOMCA 8 U2pY, U NOCAE MACMEP-KAACCO8 KAKObLL 8MOpOil nokynaa uzpywky. K npoueccy nodRAOHUAUCh
8ce npodasLbl 8 Ma2a3uHe U 8 LMo2e 30 2 MecALa U2posblX npeeHmauyuil npodasu 20108010MOK 8 «Meaa-AH-
mouKke» 8blpocau 8 3-5 pas!

[TapanenbHO aBTOP UIeH IIPUBJIEKAT K MacTep-KIaccaM NpodecCHOHAIBHOIO aKTepa,
KOTOPBIN B Ka4eCTBe aHKMATOPa y>Ke HMeJl PaHee OIIBIT PaboThl ¢ AeTbMH. IIo3TOMy, Korga
TumModer oTIpaBUICS Ha yueby 3a IpaHUILy, eT0 UJeI0 Y>Ke ITOAXBATUIN Apyrye. I1po-

eKT HaxoJUTCs Ha CTaJIMK TeCTUPOBAHMSI, HO IasKe I10C/Ie oThe3/a ThuModer IIaHUpyeT
IIPOJOJKUTE HHHUIIUATHBY, YTOOHI Telleps, 3akas B «Mera-AHTOIIKY» Ha [peyecKoi,
MOSKHO 6BLIO He TOJIBKO BBIOPATh Ha ITOAAPOK Pa3BUBAIOLIYIO UI'PY, HO U IIPOTECTHPOBATD
ee, «He OTXOZS OT KaCChI».

Co3maTens UTPYIIKH Py6HK X0Tes co31aTh pabouyio
MoZenb 151 06 BSICHEHU ST TPeXMepPHOI reOMeTpHUH. EMy
rotpeboBaock 6orbIIe Mecsa, YTo6bl Y3HATh PellleHHe
CBOEF FOJIOBOJIOMKH, a CEeMYac JTy4IIHe CIIUAKYOepsl
MOTYT cobpaTh KyOHK MeHblIIe, UeM 3a 6 ceKyH/[. JIrobast
KOMO6HMHaINsI KybrKa PybrKa pelraeTcs K0 20 JIBHKe-
HUI. KasKAbIH IIeCTOM YeloBeK B MHUPe ysKke Halllell
QITOPUTM 151 PeIleHUs STOH 3aiaYH.

CaMBbIM IOPOrHM KyOHKOM cTasl «KybHK-IeseBp»,
CO3/TAaHHBIM B 1995 rofy. KybuK 6b11 BEIIIOTHEH U3 pybu-
HOB, M3yMPY/IOB 1 30JI0Ta, 1 OLIEHHUBAJICSI OH B 1,5 MHJI-
JIOHA JI0//IapoB.

«KybuK-IIeieBp»

Rubik, the creator of the toy, wanted to create
a working model for explaining three-dimen-
sional geometry. It took him more than a month
to learn the solution to his puzzle, and now the
best speedcubers can solve a cube in less than

6 seconds. Any combination of a Rubik's Cube is
solved in up to 20 movements. Every sixth per-
son in the world has already found an algorithm
for solving this issue.

The "Masterpiece Cube" created in 1995 became
the most expensive one. The cube was made of
rubies, emeralds and gold, and it was estimated
at 1.5 million dollars.
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Like it!
PekopAbl «KAHTOWKW»
B Facebook

ECJIN BPEHA HE NPEACTABJIEH B UHTEPHETE, MOXXHO CMEN

HE CYLWWLECTBYET. MHO 1 TEM, KAK NMPUNATU B KJIACCUYECKNN MATA3UH, nuvy |
’ I i, : B = + ol -

MHOOPMALMNIO, E
rooomMm CBOMU 1
NMPOCTO CTAB

n ®OPMUPYEM

YUTAIOT

OT3biBbl UM

O YTBEPXAATb, YTO EFO

[TepeolieHUTH 3HaUeHHE COLIMAJIBHBIX MeIHa CJIOSKHO.
VIMeHHO [T03TOMY 230 THICSY MTOATIUCIUKOB B Facebook

U 4-e MeCTO Cpefiyl YKPauHCKUX PUTELIePOB — 3TO [10-
CTOMHBIM [TIOKa3aTesb. A Beflb ellle Ba rofia Has3as, CTpa-
HHIIa «AHTOILIKM» KMeJIa COBCEM CKPOMHBIe pe3yyIbTaThl.
OOHUM U3 IJIABHBIX aBTOPOB TaKOI'0 IIPOPBIBA SIBJISIETCS
COTPYAHHUK JlellapTaMeHTa e-cominerce i MapkeTHUHTa
Anexkcanzp JIgamkoB. IOpucT 1o 06pa30BaHI/IIO, CIIeLu-
QTHCT B 06JIACTH KPUMUHAJIBHOTO ITpaBa, OH HECKOIBKO
HeOXKHUJAHHO IlepeKBATUPULIMPOBA/ICS B FeHUSI KOIIUPaH-
THHTA 1 57IeKTPOHHOI0 MapKeTHHTIA.

Muxaua Caseauu,
pyKosodumeab uHMepHem-mazasuHa
U mapKemuHz-0UpeKmop «AHMOWKU»

— [Jlo Toro, KaK MbI C PyKOBOAHTeIEM Halero Jlermnap-
TameHTa Muxaniom CABETHMYEM 0603HAYMIIK LIe/Ib
«BopBartbcs B TOII», y HAc 6BIJI0 OKOJIO 20 THICSY ITOATIHIC-
YHMKOB. I10CTBI OTPaHUYMBAJIKCh OCBEIleHHeM IIPOMO-aK-
i, Mos 3agada 6sU1a ZOCTUYB Pe3y/IbTaTa C MUHHMAJlb-
HBIMH 3aTPaTaMM ¥ MaKCHMaJbHBIM IIPHUIIEJIOM Ha HAIy
LIeJIeBYI0 ayAUTOPHIO.

CHayasa 6pU1a IpofieniaHa 6osbirast paboTa 110 MHTerpa-
1uu B Facebook KpeHTOB HAIIMX Mara3uHOB U IIOCETH-

©
Like it!
Antoshka’s records
on Facebook

If a brand is not represented on the Internet, we can safely
say that it does not exist. Many customers before coming to
a classic brick-and-mortar store will search for information,
select a product and read reviews online. Every year their po-
sitions are strengthened by social networks. Scrolling through
the newsfeed, we do not just "like” cats, but also make pur-
chases, choose services, and form our attitudes about brand.

It is difficult to overestimate the importance of social
media. That is why 230k followers on Facebook and

4th place among Ukrainian retailers is a worthy result.
However, only two years ago the Antoshka page had
very modest numbers. One of the main reasons for this
breakthrough is Alexander Lyashkov, an employee of
the e-commerce and marketing department. A lawyer
by training, a specialist in criminal law, he somewhat
unexpectedly retrained in the genius of copywriting and
email marketing.

— Before we set the goal of"breaking into the TOP" with
the head of our department, Mikhail SaveLicH, we had
about 20k subscribers. Posts were limited to coverage of
promotions. My task was to achieve results with mini-
mal costs and maximum aim at our target audience.

First, a lot of work had to be done on integrating our
customers and visitors to our site on Facebook. These
people knew us, they wanted to receive information,
and we integrated them into another information
channel. After that, the number of subscribers began
to grow and at the same time we created our own
communication style — one that is textual and visual.
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TeJiel Halllero camTa. DTH JIOIH Hac 3HaJ/IKN, OHH XOTe/IHN
I10/1y4aThb I/IH(I)OpMaLII/IIO, W MBI BOBJIEK/IH X B LLPYI‘OI;I

I o @i MHGOPMAIMOHHBIN KaHas. [10C7Te 3TOro KOMHYeCTBO TOf-
QHTOWKAQ [TMCYMKOB HA4YaJI0 PACTH, MIAPAJUIeNIbHO MbI CO3[IaBa/IU CBOK
ARTOWKA i o i irpius | . . .
: ‘ ) a KOMMYHHUKALMOHHBIU CTU/Ib — TEKCTOBBIA U BU3ya/IbHBIM.
i 0 800 306 063
LT
eos E——

e S ()

Jlasiee yBeTMUMIICS. peKJIAMHBIH O0[KeT, MBI HaYaIH OT-
CTIeKUBATh UHTEPeCH!, 3aITPOCHI JIIOIEH U, COOTBETCTBYIO-
UM 06pa3oM, HaCTPAaUBATh [TOKA3bl. DTO 03HAYAET, YTO

51 He IIOKa3bIBAI0 HHOOPMAIIHIO O eTCKOM [THTAHHUH TOMY,
KOMY 3TO He HHTepeCHO. EC/TH Ye/I0BeK MHTePecoBaJICS
Lego, OH CHavaJja yBUIUT B JIeHTe HOBUHKH Lego, 3aTeM
Playmobil u moxoskue 1o 1yxy UrpymIky. TakoBa JIOTHKA.
CeronHs Facebook 1o3BossieT feTaTu31POBATh AYAUTOPHIO.
CKaskeM, OBLIO OTKPBITHE HOBOI'O MarasrHa B Byde, MBI ole-
HUJIH 110 6a3e, KTO U3 ITOTeHIIUANBHBIX K/IHeHTOB SKUBET

BOJIM3H U 3aIIyCTHUIHM PeKIaMy UMeHHO A/l HUX. TakuM
06pa3oM, KasKABIH IIOCT — 3TO He TOIbKO paboTa ¢ m306pa-
SKeHHeM, TeKCTOM, HO U JJOBOJIBHO KPOIIOT/IMBasi pabora
CayauTopHel. B 3ToM M 3aK/I04aeTcst OfHa U3 ITIaBHBIX
IIPUYMH HaIllero ycrexa.

— Kak uacmo Bl 06H08AseMe AeHMy U HA KAKOLL KOHIMeHM
deageme ynop?

— B cpenHeM 3To0 ABe IyOIUKALIUHU B IeHb, 32 UCKIIOYEHHU-

'c:LIX:l{H : @ : ;ﬁgj €M BBIXOIHBIX. UTO KacaeTcsi KOHTEHTA, MbI KOHIIeHTPH-
ELLTL“ ‘:» F pyeMcs Ha mpoaskax. Beifensem 6oree IIPHOPUTETHEIE

& ::u_,;"‘,- & IIPOMO-TOBaphl, HOBUHKH, U [IOKA3bIBAE€M HX B JIEHTE,
" L 22 1 &2 CocTaBisieM rpaduK, 4TOBBI TOBAPHL M3 Pa3HbIX [PYILI OBIITH

MaKCHUMJIBHO ITPe/ICTaB/IeHBI 1 ITOSIBJISUIKCE 10 OUepesH.
Facebook pery/sipHo MeHseT a/ITOPUTM I10Ka3a II0CTOB,
OPraHHYeCKOro (eCTeCTBEHHOI0) IIPHPOCTA Y>Ke IIPAKTH-
YeCKH HeT. PaHbIIIe Ha 20 THICSUAX IIOAIIMCIHKOB OBLIO

5 TBICSTY OPTAaHHYEeCKUX II0Ka30B, CeHYac Ha 200 ThICSYaX —
3,5 TBICSTYH. JUIsI ITOKA30B IIOCTOB HY>KHA peK/IaMa, BasKHEI
KadeCcTBeHHbIe H300paskeHUs U TeKCTHI. ECTTH MBI U fena-

eM PaBBHeKaTEHBHBII;I KOHTEHT — 00513aTeIbHO LIOGaBJ'[H—
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Mbl KOHLEHTpUpyemcs

Ha npoAaxkax. Boigensem
6onee NpnopuUTETHbLIE
NPOMO-TOBApPbl, HOBUHKW,
N MOKa3blBaeM UX B NIeHTe.
Coctasnsgem rpaduk,
4YTOObLI TOBApPbLI U3 pa3HbIX
rpynn 6b11n MaKCMManbHO
npeacTaB/eHbl

N NOABJIAJIMCb MO o4epean.

OO You and 2000 others

[& Like C] Comment ﬁ} Share

After the advertising budget increased, we began to
track the interests and requests of people and adjust
the ads accordingly. This means that | do not show
information about baby food to someone who is not
interested in it. If a person is interested in Lego, he will
first see new Lego items in the newsfeed, then Play-
mobil and similar toys. Today, Facebook allows you

to build a detailed profile of your audience. Let's say a
new store opened in Bucha. We evaluate which of the
potential customers live close by and start advertising
to them. Thus, each post is not only an image and text,
but also rather painstaking work with the audience.
This is one of the main reasons for our success.

- How often do you post and what content do you focus on?

- On average, there are two publications per day,
except for weekends. As for the content, we concen-
trate on sales. Select the priority promotional products
and new items, and then post them to our newsfeed.
We make a schedule so that products from differ-

ent groups are represented as much as possible and
appear where we need them to. Facebook regularly
changes the algorithm for displaying posts, so there is
practically no organic growth. Previously, there were
5k organic hits for 20k subscribers, now for 200k —
only 3.5k hits. Advertising is needed for displaying
posts, high-quality images and texts are important.

If we post entertaining content, we add links to the
products. Because in retail, investing in something that
does not bring sales doesn't make sense.

— Can you give the recipe for successfully maintaining
a Facebook page?

— Accurately describe the product, think about
the problems and interests of the target audience.
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AHTOLUKA
Like This Page - December 10

[ =

Bepims yuacTs 8 POZICPALLI Ta purpaBanTe

4]

CyMo4oK Color Me Ming 3 HOBOI KonekLil «SWAP»

Big HimeuskoT komnaHil Simbal

« S v .'lf‘:

Me Mine 3 KNbOBMMH MICEEMMM NPUHTAMKA Ta
NBETKAMH «XaMenSoH»
40

IMMNEesT
Mapkepis AnA
I CYMONKIA

€ More
Translation

DMKM BXOOQWTe HADID
{IKANLHOTO AU3aRHY

L _

() Comment £ Share

P» — e HENOBTOPHI Cymoykn Color

€M CCbIJIKH Ha Halllk ITPOAYKTBI. HOTOMY YTO B pI/ITEI;IJIE
BK/IabIBATh CPpeACTBA B TO, YTO He HPI/IHeCéT IIpOAa>KH,
He KMeeT CMBbICJIA.

— Moseme Ha3samb peuenm ycneulnozo sedenus cmpauypt Facebook?

— IIpaBUIBHO OITMCATh ITPOAYKT, IIOAYMATh O IIpobiemax

Y MHTepecax 1eJIeBOM ayJUTOPUH. EC/IM 3TO UTPYyIIKA U
ofiekna, HY>KHO MPeJIIOIOKUTh — KOMY ITpeIHa3HaueH 3TOT
IoAapoK? MK 4TO XOTST IONTYYHUTh poauTent? CBobomHOe
BpeMsi, ITOKa MaJIBIII UTPAeT, WU [I0PafoBaTh pebeHKa
YeM-TO UHTepeCHBIM. Heo6XoauMOo «061aropomuTh» IOCT
SMOLIMSIMHU. [IJIs1 9TOro ecTh Hall tone of voice — cTuIb 0b1e-
HUS. B K&KIOM MpeIosKeHUH AOJIKeH OBITh CBOK IIOCHLI.

= =
(@]
o AnexcaHap Jiawkos
30 mins 6

Facebook meHseTcsa, nocTosaHHO gobaBngeT Kakme-T1o

dopmaTthl. Bcé 3To Heob6xoaMMO M3y4daTh, 6paTb
Ha BOOpPY>XeHMe 1 BHeAPATb.

00 You and 2000 others

[@ Like

D Comment A> Share

52 RedHead Ne14 / 2018

— Kakosbt Bawu dansHeiluiue ueau?

— CerofHs MBI OIlepeskaeM IIPSIMOI0 KOHKYPeHTa
«AHTOIIKH» 110 KOJTUYeCTBY ITOAIIHCUHKOB IPHMEPHO
BzBoe. IIpy 3TOM MBI 0becIievurBaeM CTabOHIbHBII IIPH-
POCT. BBlllle HAC B yKPAaHMHCKOM PeHTHHIe PaCIIONOKH-
nuck Tonbko WATSONS, EVA u AJJIO, KOTOpBIe TPaTAT
Ha MHTepHeT-MapKeTHHT HaMHOIo 6ojiee 3HAYHTe/Ib-
Hble 610/ KeTHl M PACCYUTAHBI Ha 60/ee MHUPOKYIO ayIH-
TOPHIO ITOTpebuTeNeH.

facebook 360

Facebook MeHsteTcs1, TOCTOSIHHO 06aBIsieT KaKHe-TO
¢dopmatel. HampuMep, 3aIycTHI 360-TpagycHbie GOTo
Y BUJIE0. 51 CTaparoCh BHEAPSATh 3T HOBOBBEIEHHMS.

Y Hac 6510 HECKOJIBKO TAKHX II0CTOB, KOI/Ia MOXKHO
Yyepe3 HHTePaKTHBHYI POTOrpadHUIO B IIOCTE II0IACTh
B Google street view M BUPTYaIbHO «[IPOMTHUCH» [10 Ma-
rasuHy. A He TaK JABHO ITOSIBUJIKCD «CANVaS-IIOCThI» —
MHTepaKTUBHAs IyOIUKAIIMsI, KOTOPast II03BOJISIET

Ha riatdopme Facebook mpocmaTpuBaTh MHOIO TOBA-
POB, KaK Ha IIOJIHOLIeHHOM carTe. Bcé 5To Heobxomumo
HU3y4aTh, 6paTh Ha BOOPYsKeHHeE U BHEIPSTh.

— Kaxoii cmbica 8udume Bt 8 coeil pabome?

— PaboTa aHaNMUTHYeCKas! ¥ TBOPYECKas OMHOBPEeMeH-
HO. KaskIBIH eHb I Pa3MBIILISIIO HaJ, TeM, Kak HauTH
cBoero KiieHTa. 51 YUTa0 U [IepeItCcbIBal0 TeKCTHl MHO-
ro pas. [IpITaroCh IpoOAyMaTh HHTEPEeCHbIe XOObl. YU TaI0
KHHTH, PETYJISIPHO IIPOXOKY Pa3THYHBIE KYPChI, UTOOBI
[IOBBIIIATH CBOIO KBAIMQUKAIIMI0. SMM 3axXBaThIBaeT,
3TO — BeYHBIH ITporiecc!

If it is a toy or clothes, and you need to assume

for whom the gift is intended. Or what do parents
want? Free time while the baby is playing or to en-
gage the child with something interesting? It is nec-
essary to “elevate” the post with emotions. For this
we have our tone of voice - the style of communi-
cation. Each sentence must have its own message.

- What are your future goals?

— Today we have almost twice as many subscrib-
ers as Antoshka'’s direct competitor, while also
showing a steady increase. Ahead of us in Ukraine’s
social media rankings are only WATSONS, EVA and
ALLO, who have much more significant budgets on
Internet marketing and are designed for a wider
audience of consumers.

Facebook is changing, constantly adding new fea-
tures. For example, | launched 360-degree photos
and videos. | try to implement these innovations as
they are released. We had several such posts when
you can get into Google street view through an in-
teractive photo and virtually “walk” around the store.
Canvas posts appeared not too long ago — an online
publication that allows you to browse a lot of prod-
ucts on Facebook like on an actual store website.

All this is necessary to study, adopt, and implement.

- What sense do you see in your work?

- The work is analytical and creative at the same
time. Every day | think about how to find new cus-
tomers. | read and rewrite texts many times. | try

to think about interesting moves. | read books and
regularly take various courses in order to improve my
qualification. SMM is exciting, it's an eternal process!
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KAYECTBEHHOE OBCJ/IY)KUBAHUE SAIBASIETCS LLEJIbIO MHOTUX PO3HUYHbIX CETEW

M MAFA3UHOB. MPAKTUYECKN BCE PYKOBOAWUTEJ/IN, OCOBEHHO B OCTPOM
KOHKYPEHTHOW CPEAE, XOTAT NOJIYYUTb FMABHbIW PE3YJIbTAT OT OBC/IY)KUBAHUA:
AOBOJIBHOIO KJIMEHTA, KOTOPbIN PEKOMEHAYET MATA3UH APY3bSIM U BO3BPALLAETCS
3A HOBbIMU MNMOKYMNKAMWU. NEPECMOTP CTAHAAPTOB OBC/NY)XUBAHUA HE TAK AABHO
CTAJ1 HOBbIM 3TANOM PA3BUTUA CETU MATASUHOB «AHTOLLUKA®».

«B pumeiine ocobeHHO 8a3KHbL Me npasuAbHble delicmaus,

Kkomopble popmupyrom umudsk Komnaxuu 8 2na3ax Kauenma, —
CYUTaAET PYKOBOAUTEND [TPOEKTA [10 06OHOBIEHHUIO
CTaHAAPTOB 06CIY>KUBaHUS AHHA BEBEIIKO. — Maza3uHbl
«Anmouwka» pabomatom ¢ 1997 200a, cHawana cmaHdapmot bbiau
He2NacHbIMLUL, 8repable UX 0nucaAl 8 2007 200y. OOHAKO PO3HUUHAS
mop2081 — 0080AbHO OUHAMUHO MeHAWUCA Bu3Hec: Hawu npodasxu
YACMUYHO NepelAU 8 OHAALIH, N0SBUAUCL HOBbLE KOHKYpeHmbL. Kpusucol
U yBeAutieHUe Memna KUHU U3MEeHUAL nopmpem kauenma. Jiodu
CMAAU MPAMUMb MeHble BpeMeHU HA WONMLUHZ, HO U, 8 MO 3Ke

8pems, 60Ablle BHUMAHUA NPOSBASION K Cepaucy. 3a npoueduitie

11 AeMm aKmusHoe passumue cemu 8bi38a40 Heobxodumoctmp
nepecmompa cmaHoapmos 06cAysKUBAHUSY.

i
i

Selling
in 3 modern way

Quality service is the goal of many re-

tail chains and stores. Actually, almost all
managers, especially in a tough competitive
environment, strive to get the main result
from services rendered: a satisfied Customer
who recommends the store to friends and
returns for new purchases. The revision of
service standards has recently become a new
stage in the development of the Antoshka
retail chain.

“The right actions shaping the Company's image
in the eyes of Customers in the retail sector are
of special importance,” says Anna Bebeshko,
Project Manager for Updating Service Stan-
dards. - Antoshka stores have been operating
since 1997. Initially standards were secret, and
they were first described in 2007. However,

retail is a fairly dynamic business: our sales have
partially gone online, and new competitors ap-
peared. Crises and an increase in the pace of life
have changed the portrait of a Customer. People
started spending less time for shopping, but at the
same time, they pay more attention to the service.
Over the past 11 years, the active retail chain
development has necessitated a revision of service
standards.”

Since September 2017, the working group,
which included store managers, representa-
tives of the retail, operational, commercial,
marketing and HR departments, took up the
task. The existing standards were taken as a
basis, extras were removed from them and
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C ceHTs6ps 2017 rofa 3a fejo B3sIach pabouas IpyIa, B Ko-
TOPYIO BXO[W/IH YIIPaB/ISAIOLIYe MarasuHOB, [IPeICTaBUTe/ N
PO3HHYHOIO, ONePALIMOHHOr0, KOMMEPUECKOro, MapKeTHH-
rooro v HR-oTzeoB. 3a 0CHOBY IIPUHSIN CYIIeCTBYOLIKE
CTaHAAPTHI, U3 HUX YOPa/IH JINIIHee ¥ 106aBU/IH aKTyalb-
HbIe [TPeIJIOSKeHHUS . «Mbl n0Cmapaauch y1ectis onvirm Komnauuu,
ocoberHocmu Hawux KaueHmos, u 8 meueHue 08yx mecaues copmupo-
844U 36 CMPAHUL, peKoMeHOAL UL C KOHKPemHbLMU npumepamu, ppazamu,
deiicmauamu, Komopble Mbl 03kUdAeM 0m Hawle20 COMPYIHUKA», —
IIpPOJo/IKaeT AHHA BEBEIIKO.

Eciu paHee 115 yCTaHOBJIEHHSI KOHTAKTa C TOCTEM Marasu-
Ha IIPOM3HOCHIIACh dpa3a: «UTo BaM IIOJCKA3aTh?», ceHlyac
3TO y>Ke CYUTaeTCs MabIOHOM U He peKOMEH/IYeTCs K UC-
II0/Tb30BAHHMIO. B 0OHOB/IEHHBIX CTAHAAPTAX IIPEIJIAraloTCs
6oee KOppeKTHEIEe BapHAHTHI: «[IJIs1 Koro Bel monbupaere?»
unu «Eciu 6yayT BOIIPocsl, 06paIanTecs, mokaayuctal.
B mponutofl MeTogMYKe B pasziesie paboThl C LIeHOBBIMHU BO3-
PaKeHHSIMH MOKHO 6bUI0 HAUTH dppasy: «Ha Kakyio cymmy
BBI pacCUMTHIBaeTe?». OMHAKO ceryac, ecinu KIMeHT cam
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He yTOuHseT CyMMY IIOKYIIKH, ero 06 3ToM He CIIPOCST.

13 HOBILIeCTB 00513aTe/IbHBIM [IPaBUJIOM JI/Is1 KACCUPOB CTaJIo
coobeHHe 0 CKUAKe — Korja KIneHTs Y3HAI0T 0 KOHKpeT-
HOM C3KOHOMJIEHHOM CyMMe, ITOKYIIKa CTAHOBUTCS ellle
6oree IPUSTHOM.

HoBast MeTOgMYKa BKIIOYAET B cebst cTaHAApTHI 11 pabo-
ThI ¢ KItMeHTaMU JJ1s [IPOJaBIIOB, KACCHPOB U IIPUHIIMIIBI
TesepOHHOr0 0OIeH s . AKIIEHT CJeJIaH TaKKe Ha OIlepaliy-
OHHBIE CTAaHJAPTHI: TpebOBAHUSI K BHEIIHEMY BHY, II0Be-
IeHHIo, paboueMy MecTy COTPYAHHKA. KHUTA BBIITyIIeHA

B KOPIIOPAaTHBHOM CTHJ/IE Ha [BYX A3BIKaX — YKPAHMHCKOM

U PYCCKOM.

Hepe/:L TeéM, KaK OKOHYaTe/IbHO YyTBEPAHTD U BbIIIYCTHUTh
CTaHAADPTHI, HpeHBapI/ITe.’IbHBII;I BapHaHT METOOHYIKH IIepe-
AaIK U1 OLLeHKH YIIPABIAIOIIKMM MAra3mMHOB. B utore

B CBET BhIIJIO M3[JdaHKE, KOTOPOE U3y4YH/IH BCE YHACTHHKH
Imporecca O6CHY)KI/IB3.HI/IH KIINEeHTa. «CBpBLlC 3asucum moAbko
0m KoAAekmMuUBa mazasuHa. Mano sblnycmums cmaHBapmbt — HY>KHO

consider the Company’s experience, the features of

relevant proposals were added. “We tried to

our Customers, and within two months we com-
piled 36 pages of recommendations with specific
examples, phrases, actions that we were expecting
from our employee,” continues Anna BEBESHKO.

Earlier we used the phrase “Can | suggest
something to you?” to establish contact with
the store's guest, but now this phrase is con-
sidered a template and not recommended for
use. The updated standards offer options that
are more correct: "Who are you shopping for?”
or "In case of questions, please contact us!”
The last training manual, in the section aimed
at working with price objections, contained
the following phrase: "What amount do you
assume to spend?” However, now, in case if
the Customer himself/herself does not specify
the amount of the purchase, he/she will not be
asked about it. A message on discounts is one
of our innovations and became a mandatory
rule for checkout clerks — when Customers
find out about a specific amount saved, the
purchase becomes even more desirable and
enjoyable.

The new training manual includes Working
with Customers standards for sellers, checkout
clerks, plus the principles of telephone com-
munication. Operational standards are also
emphasized: requirements for appearance,
behavior, employee’s workplace. The book was
released in a corporate style in two languag-
es — Ukrainian and Russian.

A preliminary version of the training manual
was submitted to store managers for evalua-
tion before finalizing and issuing standards. As
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ux 3pexmusHo sHedpums. U ecau bbt 8 npouecc He bblau 808AeHeHbL CO-
MmpydHUKL, M0 HOBbLE NPABUAA MAK U OCMAAUCY Bbl NBIAUMBCA 8 UEHIM-
paAbHoM oduce», — OTMEUAIOT ABTOPHI HOBOTO H3AHUS.

[Tpe3eHTaIMIO0 HOBOM METOAMYKHU /ISl yIIPABIISIOMIMX Ma-
Ta3KHOB IIPOBEJIX PyKOBOAUTENb IIPoeKTa AHHA Bebemko
u HR-nupekrtop AHrena ITogny6Has. Y>ke Ha cobpaHUIX

C PerHOHATBHBIMU PYKOBOAUTENSIMHE Ob11 pa3paboran
IJIaH BHEeJPeHUs CTAHJAPTOB /I IIPOJABLIOB. Perru-

JIH, YTO JIy4Ille Bcero 6ymeT BHePSITh HOBIIECTBA CPasy

Ha ITPaKTHKe, [T03TOMY BEHIOpaIK BAPHUAHT IIPOBeIeHHS
TPEHHUHTIOB C |eTA/IbHOK 0TPabOTKON HaBBIKOB /IS IIPOJIaB-
LI0B, MeHe/[’)KepOB KaTerOpHUH, KaCCHPOB M BCeX, KTO 3aHHU-
Maetcst obcny>kuBaHUeM KIHMeHTOB. AHHA Ha 8-4aCOBBIX
BCTpeYax ycIesa MpopaboTaTh KasKABIHM U3 6 STAIIOB IIPO-
JaKX. DTOT 3Tall BHeJPEHU s CTAaHJaPTOB 3aHsIJI 3 MeCALia:

C ceHTS6psI 10 HOSIOPS B MePOIIPUSTHSIX IIPUHSITH yIacTHe
OKOJIO 450 YeJIOBEeK M3 YeThIPeX PETHOHOB. BaskHO 6b1710
3aKOHYMUTH 0OydeHHUe [0 BBICOKOTO ce30Ha. KpoMme Toro,

B PaMKax [IJIOTHOTO B3aMOJIEHCTBHUSI C pabover rpyIIon
I10 BHePEHUIO CTAHAPTOB KOMIIaHHUS «4CepBUC» IIepe-
paboTasa AHKeTy TalHOIO [TOKyIIaTessl, KOTOPYIO Hadalu
HCIIO0NIB30BaTh C CeHTs6ps 2018 rozia.

«Cmandapmbt 06CAYKUBAHUA — «KUBOL» AOKYMeHM, KOMOpbl

MbL Bydem MeHAMb C02AACHO NOXKeAGHUAM U KoMMeHmapuam Jupe-
uuu no posHute. Mot 6ydem npodoaskams yaydwams cepsuc 0as Goaee
KkauecmeeHHo20 0bcAyRUBaHUA KaueHmosy.,

«BudHo, umo eHedpenue cmandapmos npoutno ydauHo. Ilepsbim
deaom compydHUKL OUEHUAU YnpOLLeHHBLE 8APUAHT U30AHUA.
U3 65 cpaHuy, memo0utKu-npeduiecmeerHuLbl 0Cmanoch

36 cmpanuy, cxamoil undopmayuu. Msdarue coenaau bonee
docmynHblm 8 U3A0KeHUU, — TOBOPUT AHHA Beberko. —
Mol xomum, 4mobbl Hauw Hosvle u delicmaytouuie cOmMpyoHUKU
NnoAYHAAU 3HAHUA — KAK NPABUALHO U IPGermusHo 0buarmbcsa

¢ Hawumu Kauenmamu. Baazodaps cmanoapmam, mbl umeem
€80l YHUKAABHbIL CTIUAB 00CAYKUBAHUS, KOMOpbLLl Bbideasem
«AHMOWKY» cpedu KOHKYPeHMOo8» .

a result, all participants in the customer service
process studied the publication before it came
out. “Service depends only on the store team. It

is not enough to issue standards, but you need to
implement them effectively. And if employees were
not involved in the process, the new rules would
have remained dusty in the central office,” say
authors of the new edition.

Anna BEBESHKO, Project Manager, and Angela
PobbuBNA, HR Director, made a presentation
of the new training manual for store managers.
A plan of implementing standards for sellers
was developed already at meetings with re-
gional leaders. It was decided that it would be
best to introduce innovations immediately in
practice, so the option of conducting trainings
with detailed development of skills for sell-

ers, category managers, checkout clerk and all
those involved in customer service process was
chosen. Anna, at the 8-hour meetings, man-
aged to work out each of the 6 stages of sales.
This stage of standards implementation took 3
months: about 450 persons from four regions
took part in the events from September to
November. It was important to finish training
before the peak season.

“It is clear that the standards implementation was
successful. First, the staff rated a simplified version
of the publication. Only 36 pages of a compressed
information remained of 65 pages of the preceding
manual. The publication is made more accessible in
presentation, — says Anna BEBESHKO. — We want
our new and existing employees to gain knowl-
edge on ways to communicate with our Customers
correctly and effectively. Due to the standards, we
have our own unique style of service distinguishing
Antoshka among competitors».
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AAXE HE OCO3HAIOT, MOYEMY UM NPUATHO CMOTPETb HA BUTBIHA
MU BbIBUPATb KOHKPETHbI TOBAP.

— Boicwiuli nuAomask 8u3yanbHozo mepuendaiisunza — mo npespa-

uwienue npouedypbl MopaosAU 8 uzpy nokynameas u npodykuuu. HyskHo

0p2anu308amy makyto ammocpepy, 4mobbl noKynKka npousowina cama

coboii, — TOBOPUT PpyKOBOAUTeEIND KaTeropuu Fashion Anacra-

cust CUBKOBA. — Hanpasaeruem, 20e 8usyanpHbiil mepuenoaiisumz

a8nsemca ocoberHo 3¢ PexmusHbim, a8asemca fashion-undycmpus.

As accopmumedime «AHMOWKU» 3ma Kameeopus 3aHumaern oKoAo

30% 8cex mosapos.

IloHrMas 3HaYeHHe BU3Y-
AIBHOTO Mep4yeHJal3uHIa,
JIeTOM Ha aCCOPTHUMEHTHOM
KOMUTeTe PyKOBOZ,CTBO
KoMITaHHH PeIuio yCHu-
JIATh K CTPYKTYpPHUPOBATh
BBIK/IaJIKy TOBapOB B Ma-
rasvHax. EC1y paHbine

Ha PeryuoH paboTat oquH
MepueHzal3ep, TO Te-

[ephb B KaKAOM MarasuHe
oIlpefie/IUIA COTPYAHHKA,
KOTOPBIH HeceT OTBETCTBEH-
HOCTb 32 IJAHHOe HallpaBJie-
HIe B CBOeM OTzesle. B cBomwo
ouepens B fashion-otznene
LIeHTpaJIbHOro odrca paspa-
6oTasu crieliuanbHbIH YeK-
JIUCT C OIIpeJleJIeHHBIMU
KPUTepUSMHU OLleHUBAHUS.

Pabouast rpyIma ImpoexTa
BIIepBbIe CObpaach B aB-
TyCTe, U Y>Ke C 1 CeHTSI0ps
IIpoLecc CTapToBal. OT-
BETCTBEHHOCTD 32 BU3Ya/Ib-
HBIM MepYeHJan3HHT B3s/a
PYKOBOIHTENb KaTero-

puu Fashion Anacracus
CHBKOBA.

— Hawa ueab — 3cmemudecku
o(opmumb 8UMPUHbL, KOMOpble
6ydym npusaexamy 8HUMAHUe
Atodetl, 861361848 Y HUX KeAGHUe
C08epUUMb MIOKYHKY, — FOBO-
PHT oHa. — Bcé 3mo dena-
emca 049 c030aHus YHURAALHOLL
u npusmHoii ammoceept, Komo-
pas, 8 KoHeuHoM umoze, byderm
cnocobcmeosamp momy, 4mobbt

To see and to buy

Effective visual merchandising improves the perfor-
mance of any outlet. At the same time, buyers do
not even realize why it is pleasant for them to look
at a shop window or choose a particular product.

- "Aerobatics” of a visual merchandising is the transfor-
mation of the trading procedure into the game of a buyer
and products. We need to organize such an atmosphere
so that the purchase takes place by itself,” says the head
of the Fashion category, Anastasia Sivkova. — The
direction where visual merchandising is particularly effec-
tive is the fashion industry. And in the Antoshka assort-
ment, this category occupies about 30% of all goods.

Understanding the importance of visual merchan-
dising, in the summer at the assortment committee,
the Company's management decided to strengthen
and structure the display of goods in stores. If
earlier one merchandiser worked for the region,
now in each store an employee was identified who
is responsible for this area in his department. In
turn, a special checklist was developed with specific
evaluation criteria in the fashion department of the
central office.

The project's working group met for the first time in
August, and the process started on September 1st.
Responsibility for visual merchandising was taken by
Anastasia Sivkova, head of the Fashion category.

“Our goal is to aesthetically design showcases so that they
will attract people's attention, making them want to make
a purchase,” she says. — All this is done to create a unique
and pleasant atmosphere, which ultimately will help to

ensure that the product looks as impressive as possible and
it is easy and pleasant for buyers to find the necessary one.
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YBUOETDb... N KYTTNTDb!

XAOT Yk,

mosap 8b12A90eA MAKCUMAAbHO

IppexmHo u nokynamenam
66110 Ae2K0 U NPUAMHO HAllmMU
Heobxodumoe.

ITpoeKT BHepHJIH BO BCEX
36 MarasuHax «AHTOIIIKH» .
[lenaTh [OJIHOLIeHHbIe
BBIBO/IBI OT 3aI1yCKa HOBOK
MHHUILIHATHBBI [I0KA PaHO,
OJIHAKO y>Ke BUHO, YTO
MHOT'He KOJUIEKTHUBHI ObUTH
BOBJIeUeHBI B IIpoLiece,
ctanu 6osiee OTBETCTBEHHBI
Y BBIIIOJIHSIOT BBIKIAJKY

¢ 6OIBIIMM ITIOHUMaHHEM
Iena. [Tocie riepBoro Me-
csilia I1epe3arlycka BHU3y-
a7IbHOT0 MepUYeHJak3H1HTa

80% Mara3nuHOB JIOCTOMHO
CIIPaBUJIKCh C 3a/1a4el.
OcobeHHO IpeycIenu
COTPYAHUKH 3aIlaZfHOIO
dbunuana.

CyliecTByeT HeCKOJIbKO
OCHOBHBIX IIPHEMOB, KOTO-
PBle KCIIONIb3YIOT B IIPOAA-
>Kax. Hamprmep, aopdexr
«durypa u GoH», KOTOPBIH
3aK/II0YaeTCsA B TOM, UYTO
IIPOABUTAeMBIH TOBAP AJIS
IIPOJAKK HeOOXOAMO SIPKO
BBIIEJIUTE Ha QOHE IIPo-
YHX. DTO MOXKHO CAej1aTh

C IIOMOIIIBIO IPKOTO 1IBeTa,
IIO/ICBETKY M/IH HEOOBIYHOM
yIIaKoBKH. Hepenko mc-

t

I10/1b3yeTcs 3aKoH «Ha ypoB-
He I71a3», TAaKOM TOBap
mponaércs 6eicTpee. A BOT
IIOHATHE «MepTBas 30Ha»
[JIACHUT: YeJI0BeK XysKe
BUJUT U BOCIIPUHHUMAET

TO, YTO PACIIONOKEHO BHU-
3y. IloaTomy Tyna KIagyT
TOBapbI KPYIIHOI'O pa3Mepa
HJIM TOBapHBIH 3ariac.

OnHy U3 IocaefHUX Iepe-
CTAHOBOK CJIe/Iaik B Ma-
rasuHe TILI «By30BCKUI».
Ot1nen 0byBH ITepeMeCcTHIN
K BXOJHOM 30He Marasu-
Ha — K BUTpHHe. [Toce
Yero TOBAphI CTa/IM JIy4lIe
IIPOCMAaTPHUBATECS C BUTPH-

HBI 1 BXOL[HOﬁ 30HBI B Ma-

rasuH. Co3ganuy YIOTHYIO
30HY, I/leé MaMaM MOXKHO
OCTaBUTb KOJISICKU, TAKKe
[U1 KOMOpTa IIOKyIaTe-
Jiel IIOCTABUJIU JHBaH,

«BHywiumensHble pesyab-

MAmbl NOKA3AAU U3MeHeHUS

8 «AHmouwike» TLI «Cumu-
UeHmp», 2de nposeau nepecma-
HOBKY 00y8L CO2ACHO HOBLIM
nodxodam. U3HauabHo mosap
pacnoAazancs Ha NPUCIeHHbIX
cmennasax. Kozda k Hum dobasu-
AU ewié u ocmposHble, noKyname-
Au noayquAu boaee wuporuii 063op
8ce20 accopmumenma, a npodasxu
3moil kKame2opuLl y8eAULUAUCH

82,5 pa3a 10 CPABHEHUIO C MAKUM
3Ke nepuodom npowaozo 200al» —
OTMedaeT AHACTaCHs
CUBKOBA.

CeTb «AHTOILIKA» IIPOJOJI-
SKaeT BHeIPSITh MUPOBbLe
CTaHJAPTHI pUTENIIA, Iie
BH3Yya/IbHBIN MepYaH/ak-
3UHT SIBJISETCS OMHUM

M3 OCHOBHBIX METOI0B
PaboTEHI C ITIOCETUTENSIMU
MarasuHa. Kak moxkaseiBaet
[IpaKTHKa, 0COBEHHO 3TO
HampabjieHHe 3QeKTUBHO
B IIPOJiasKax KaTerOpHH
fashion, sBnsasace 6anan-
COM MeXKIY UCKYCCTBOM

U 6H3HecoM.

The project was implemented in all 36 Antoshka
stores. It is too early to draw full conclusions from
the launch of the new initiative, however, it is al-
ready clear that many teams involved in the process
become more responsible and perform calculations
with a greater understanding of the matter. After the
first month of restarting visual merchandising, 80%
of stores adequately coped with the task. Particularly
employees of the Western branch succeeded.

There are several basic techniques that are used in
sales. For example, the “Figure and Background” ef-
fect, which means that the promoted product for sale
must be clearly highlighted against the background of
others. This can be done with bright colors, lights or
unusual packaging. The law "at the eye level" is also
widely used, such goods are sold faster. But the con-
cept of "Dead Zone" says: a person sees and perceives
worse what is located below. Therefore, large-sized
goods or inventory are put there.

One of the last permutations was made in Antoshka
in the shopping center "Vuzovskiy". Shoe department
moved to the entrance area of the store - to the
window. After that the goods can be better viewed
from the storefront and the entrance of the store.
We created a cozy area where mothers can leave the
strollers, and we also put a sofa for the comfort of
Customers.

“The impressive results showed changes in Antoshka in

the City Center shopping center, where, by the initiative of
the Odessa region’s merchandiser Antonina Kolesnikova,
the shoes were rearranged according to new approaches.
Initially, the product was located on the wall racks. When
the island ones were added to them, buyers got a wider
overview of the whole range, and sales of this category
increased by 2.5 times compared with the same period last
year!”, notes Anastasia SIVKOVA.
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DKCMEPTHOCTb B CBOEW OTPACJIU LLEHUJIACD
BCErgA. OT rPAMOTHOTIO CNEUUANINCTA MO
HACTPOWMKE MHTEPHET-PEKJIAMbI BO MHOIOM
3ABUCAT NPOAAXWU, BCE Mbl XOTUM NOMNACTb
HA MPUEM K ONMbITHOMY BPAYY, A YMEHUE

NMPABUJIbHO NOAOBPATb NMUTAHUE A1 PEBEHKA

HEBO3MOXXHO NEPEOLEHWUTD.
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Mapus SIHoscras 8 npozpamme «Ilkoaa dokmopa Komaposckozo»

B «AHTOIIKE» 3HAIOT: pm‘eﬂn nmenarotT mogu! Y oT Toro,
HACKOJIbKO OHU yBJIeYeHbl CBOekl paboTor, 3aBUCUT
KOHEYHBIH pe3y/bTaT. BHyTpeHHHe 3KCIIePThI CIIOCOOHEI
OKa3aTh HeOLIeHHUMYIO IIOMOIIb B 06CTy>KMBaHUU KiTHeH-
TOB. HaWTH JIy4IIKX M3 TYYIINX B CBOEL KOMaH[e PyKo-
BOICTBO KOMITAaHMH PeLIH/I0 MHHYBIINM JIETOM.

CaMa ujiest OIlpefie/IUTh SKCIIEPTOB B KKAOM KaTerOPUHU
[IOSIBUJIACH Ha IIPUMeEPE OIBITHOIO IIPeCTABUTE/IS Ka-
TeTOPHUH eTCKOT0 IUTaHUS ¥ TUTHeHbl Mapuu SIHOB-
CKOM, KOTOpas IpoIljia IyThb OT POAABLIA-KOHCY/IbTaHTa
JI0 CIIeLIMa/IMCTa OTAe1a B KueBe. Malla — ropiocthb
«AHTOILKK», Y4aCTBOBa/IA B Ilepenayax Jlokropa Koma-
POBCKOTO, I'lle IaBaJIa COBETHI I10 YXOy 32 pefeHKOM.
Mapus THOBCKAS, KaK CIIeLHA/IKMCT CBOEIo efia, OTIMY-
HO 3HaeT TOBap U JABHO I10/Ib3YeTCs YBasKeHHEM MHOTUX
KnuenToB. HecMoTps Ha To, 4To OHa paboTaet B Kuese,
y>Ke HeCKOJIbKO Pas3 IIpHe3sKajia B Ipyryue perMoHbl Ha 0T-
KPBITHSI Mara3uHOB WIH JJIs TOTO, YTOOBI ITO/IETUThCS

C KoJIJIeraMH omnbITOM. Tlocite ee mpresfa B MaraspHax
duKCHpyeTCs CyLeCTBeHHBIE PocT Ipogax!

&
National Expert

Expert knowledge in the industry has always been
valued. In many respects, sales depend on a competent
specialist in online advertising adjustment; we all want
to get an appointment with an experienced doctor, and
the ability to choose the right food for a child cannot
be overestimated.

Retail is made by people! It is a well-known fact for
the Antoshka staff. And the final result depends on
how much they are passionate about their work.
The Company's experts are able to provide invalu-
able assistance in attendance on customers. Last
summer, the management of the Company decided
to find the best of the best in their team.

The very idea of identifying experts in each cat-
egory came from the example of Maria Yanovskaya,
an experienced representative of child nutrition and
hygiene department, who rose from the rank of

a sales assistant to a specialist in Kyiv department.
Masha, the pride of Antoshka, has participated

in Doctor Komarovsky TV programs, where she
counseled on child care. Maria Yanovskaya, being

a specialist in the field, knows the product pretty
well and has long been respected by many clients.
In spite of the fact that she works in Kyiv, she has
already visited several regions to open stores or

to share her experience with her colleagues. After
her arrival, the stores have a significant increase

in sales!

Thus, the "National Expert” project was an-
nounced; its purpose was to identify the experts
in child goods. The working group met for the first
time in July, and in August Antoshka learned the
names of its heroes. "They chose already qualified
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HALUMOHANDbHDbLIN SKCANEPT

Mapus SIHosckas, cneyuaaucm omdena
Kkamez0puL 0emcKo20 NUMAHUSA U 2u2LieHbl

Anekceil [3106a,

2A08HbLI Jkcnepm no mebeau

AHmoHUHa KoAecHUuKosa, Ay4ulas no 8usyabHomy
MepueHOaii3unzy kamezopuu pewn

Hrtax, 661 06BSIBIIEH [IPOEKT C Ha3BaHUeM «Ha-
L[MOHAJIBHBII 3KCIIEPT», IIebI0 KOTOPOro 610
OITpefie/IUTh CBOUX 3KCIIEPTOB I10 YaCTH AETCKUX
TOBapoB. Pabouasi TpyIIia BIiepBele cobpaiack

B H10JIe, 4 B ABT'yCTe «AHTOIIIKA» Y3Ha/I MM€Ha CBOKMX

repoeB. «Bblbpau yske 20MmosblX IKcnepmos — «bpunauat-
Mbl», KOMOpble MO2YIT I0MOHb pacIL Opyeum COmpyOHUKAM.
Takux 3Kcnepimos evldeAuAu Hemblpe — 10 00HOMY HA KAKIYH
KAMe20puto; U2pyuIKL, mebedb, demckoe numaxue U GetuH, —
00BsicHseT AHHA BEBENIKO, AKTUBHBIH YYaCTHUK
pabouert rpymsl. — Tpebosarus k kandudaman buiau
BbICORUMLL COMPYIHUK J0ASKEH UMeITb XOpouiLe noKkasarmeau
1o npodaskam, bbimb Ceyuaaucmom 8 mepueHoaiisuxee u
ymeb 06y4amp dpyaux compyoHuKos».

Mapus SSHOBCKAS CTajla JIy4Ilel B CAMOM OTBeT-
CTBEHHOM KaTerOpUH JeTCKOTo IUTAHMUS U TUTHe-
HBI, XapbKOBUAHUH AJleKcer [I3105A — B Mebenu.

9KCHepTOM I10 oge>Kkae v O6YBI/I BblﬁpaJII/I OIeCCHTKY

AHTOHMHY KOJIECHUKOBY, a B UI'PyIIKaX J1y4-
IIe Ipyrux pasbupaeTcs TaTbsiHa KYIAKOBCKAS
M3 CTOJIMIIBL.

RedHead Ne14 / 2018

Tambana Kyaakosckas,

X0pouwo pasbupaemcs 8 uzpyuikax

Arnexcetl JI310BA CTa/I IOATATUBATH KOJUIET B CBOEH HUIIIe —
KaTerOpUH I10 CPeZICTBAM BHe0-0630poB. Tereps 1060w
COTPYZHUK MOXKET IIOCMOTPeTh POTIUK, IZie IIPOCTBIM SI3IKOM
PaccKasbIBaeTCs 0 TOBApax U Criocobax ux mpomasku. OcobeH-
HO HaBBbIKU AJIeKcesl ITPUTOIUTHCE OeCCKOMY KOJITIeKTHBY,
e B oTaese Mebesy celuac IperMyIeCTBeHHO HOBbIE
COTPYZHHUKH.

AHTOHMHA KOJTECHUKOBA — HAallMOHA/IBHBIH 3KCIIEPT I10 BU-
3yaJIbBHOMY MepUYeHAAN3UHTY KaTeropuu ¢elH. Ee oCHOBHEIE
3afla4yM — 3TO KaueCTBeHHas IIpeficTaBIeHHOCTh TOBAPOB
KaTerOpUH B TOPTOBOM 3aJie KasK[OI0 «AHTOIIKH».

TaTbSIHy KYJIAKOBCKYIO OTMEYAIOT KaK COTPYAHHKA KaTErOpHK
HIDyILIKa, KOTOPI)II;I KMMeeT CII0COOHOCTH B IIpoAa’kax, Mep-
YeHIAM3HUHTe U 06Y‘IEHI/II/I JIIoel. MHOrHe KIIMEHTBI IIpHUXxo-
AAT B Mara3vH He ITPOCTO KYITMTh, HO U II0OTYy4YHTh I'PAMOTHYIO
KOHCYJIPTALIUIO. ,HEBYH.IKB. 3HaeT, KaK IIpoAaBaTh IIPABUJIBHO,
YTOOBI KIIMEHT IIOJIy9HJTI HMEHHO TO, 34 YeM 06paTan51, H 4YTo
HY>KHO [J15 TOTO, YTOOBI IIpoAa>KU B OTAETIE ObITH HpO(PECCH-
OHAJILHBIMH . BCe 3TU coCTaBsOMMe U OIIpeNie/sfaioT 3BaHHe
«HALTMOHAJIBHOT'O 3KCIIEPTan».

experts - "diamonds”, who can help other em-
ployees to grow. Four such experts were singled
out — one for each category: toys, furniture, baby
nutrition, and fashion, explains Anna BEBESHKO, an
active member of the working group. “The require-
ments for candidates were high: the employee
must have good sales figures, be an expert in mer-
chandising, and be able to train other employees.”

Maria Yanovskaya was the best in the most respon-
sible category of baby nutrition and hygiene, Alexey
Dzvusa from Kharkiv — in furniture. Antonina
KoLEsNIkovA from Odesa was chosen an expert in
clothing and footwear, Tatyana KULAKOVSKAYA from
Kyiv understands toys better than others.

Alexey DzvuBaA began to help colleagues in his
niche - in the category of video reviews. Now, any
employee can watch the video, where by means
of a simple language it is told about the products
and how to sell them. Alexey’s skills were ex-
tremely helpful for the Odesa team, where mostly
new employees work in the furniture department
at present.

Antonina KOLESNIKOVA is a national expert in fash-
ion merchandising. Her main tasks are the qualita-
tive representation of category goods in the sales
area of each Antoshka store.

Tatyana KULAKOVSKAVA is noted as an employee
of the toy category who has abilities in sales,
merchandising and training people. Many custom-
ers come to the store not just to buy, but also to
get competent advice. The girl knows how to sell
correctly, so that the clients buy exactly what they
come for and what is needed for the sales in the
department to be professional. All these compo-
nents determine the title of “national expert”.
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NTanbsgHCKaa MoA4a:
HoBble Mara3uHbl Monnalisa u Il Gufo

Ha omkpbimuu 6ymuka Monnalisa npucymcmao-|

L Li)
gaa co3damenn bperda Ibepo SIkoMOHU

CETb BYTUKOB «AAHU3/1b» NTONOJIHUJIACb ABYMSA HOBbIMU MATA3SUHAMM.
BYTUK AETCKOM OBEXAbl MONNALISA OTKPbIJICSl B TPLL «CAAbI MOBEAbI», A IL GUFO
HA PULUEJIbEBCKOM, 10. TENEPb BPEH/A «4AHNDJIb» OBBEAUHSET Y)XXE 10 MATA3SUHOB.
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OpneBas cBoero pebeHKa
CTHUJIBHO, MOJIOZIbIE POJHITeE-
JIY IPUBHBAIOT EMY XOPO-
IIKMH BKYC C CAMBIX PAaHHUX
neT. Ho uTo cuuTaeTcs
IJIAaBHBIM B TAKOM Hapsizie?
bpenn-menemkep Invogue
Fashion Group ExaTepuHa
®porioBa ¢ yBepeHHOCTHIO
OTBeYaeT Ha 9TOT BOIIPOC:
«KadecTBo, ynobHOCTB,
JIerKOCTh, KpacoTa». Bce atu
HIOAQHCBI YUTeHBI B KOJIEK-
LIUSX, KOTOPbIe IIPefCTaB-
neHsl B 6yTrKkax Monnalisa
u Il Gufo. Ha BUTpHHax I1o-
KyIiaTesel KOyT HaTypasb-
Hble TKAaHU, OPUTHHA/IBHBIE
IIPUHTHI, HUHTEPECHBIE
COYeTaHMS — PellleHus,

KOTOpbI€ IIOMOTYT MaJIbl-
OiaM BBIIJISAAETb KPaCHBO
H CTHUJIBHO.

«BBIOOD 3THX TOPTOBBIX
MapOK 0OBSICHSIETCS. UX
BOCTpebOBaHHOCTHIO. Kak
I10Ka3as aHAIN3 IIPOJaK,
Monnalisa u Il Gufo oxa-
3a/IMCh OMHUMH U3 CAMBIX
yCIIenTHBIX 6peHmoB. I1o-
3TOMY PyKOBOZCTBO KOMIIa-
Huu RedHead, coBmecTHO
C yIIpaBysomel 6yTHKa-
MM KOMIIaHHeH Invogue
Fashion Group, pemmiu
BBIBECTH UX B HOBOM
dopmare Ha YKPaHUHCKUH
PBIHOK», — FOBOPHT EKarte-
puHa ®pososa.

Monnalisa: 3agaBas TOH Moge

Ha oTkpbeITHH 6yTHKA
Monnalisa B Opecce npu-
CyTCTBOBAJI CO3/aTelNlb
6penna u beccMeHHBIH ITpe-
3U/IeHT KOMIIaHUH [1bepo
SIKOMOHH — 3KCLIEHTPHY-
HBIM QpaHTa3ep, KOTOPhIK
NIO6UT 3MaTUPOBATH ITy6IH-
Ky. BMecTe co cBoel >keHOH
Bapbapoit beprouuu,

B 1968 rofy OH OTKPELI da-
6PHKY I10 CO3JAHUIO OfIEXK-
OBl IJI1 MaZIeHbKUX MOAHUII
B UTAJIbSIHCKOM TOpojie
Apenuo. ITeepo IKoMOHU

IIPUHSLI 11 ceBst CTpaTeru-
YecKoe pellleHHe: CIenaTh
CTaBKY Ha JETCKYIO OfeXKAY.
«Torma B UTasivu, Oa U BO
BCeM MHpe, 6BI7I0 MHOTO
Mara3uHoB, Gabpuk, JOMOB
MOJBI, KOTOPble 3aHHMa-
JIKCB OI€KA0M JJ1s1 MY>KUUH
M SKEHIIUH, a BOT IeTH
6bIHU 06e1eHbl BHUMAHU-
eM. M g pelu UCIIPaBUTh
3TOT IIPOMaX, Tak KaK JeTH
JOCTOMHEBI OfleBaThCS MOJHO
U KPacHBO», — PacCKa3bIBa-
eT SIKOMOHH.

Italian

Fashion:

New Monnalisa
and Il Gufo Stores

The network of Daniel boutiques was
supplemented with two new stores. The
children's clothing boutique Monnalisa was
opened in the Victory Gardens shopping
center, and Il Gufo on 10 Rishelyevskaya St.
Now the Daniel brand comprises of 10 stores.

Dressing their children in style, young par-
ents instill a good taste from an early age.
But what is considered the most important
thing in a children’s outfit? Brand manager of
Invogue Fashion Group Ekaterina FRoLOVA
confidently provides an answer to this ques-
tion. Quality, convenience, ease, and beauty.
All these points are taken into consideration
in the collections, which are presented in the
Monnalisa and Il Gufo stores. Natural fabrics,
original prints, and interesting combinations
are waiting for customers in the window dis-
plays - styles that will help kids look beauti-
ful and grow at the same time.

“Why we chose these brands is explained by their
relevance. As the sales analysis shows, Monnalisa
and Il Gufo are among the most successful brands.
Therefore, RedHead management, together with
the boutique manager of Invogue Fashion Group
decided to showcase them in a new format to the
Ukrainian market,” says Ekaterina FROLOVA.
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pe3udexm Komnauu ysepet: demu

docmolinbl 00e8ambca Mo0HO U Kpacuso,

CBoe Ha3BaHUe bpeH[
momy4u 6arogaps smo-
LIMOHAJIBHOCTH IIpepo.
Haxogsice B JIyBpe, Cynipyru
OCTaHOBMJIMCh BO3JIe Kap-
THUHBI «MoHa JIu3a». IIsepo
OBUI HACTOJIBKO BIIEYAT/IEH
IIOJIOTHOM, YTO PeLIKI
Co31aTh CBOO MoHy JIn3y.
U emy sT0 yaanocs! Yke
BCKope Monnalisa 3aBoeBa-
7a cepAlia JeTer U POiu-
TeJIeH 10 BCeMy MHUPY,
CTaB OOHUM U3 JIUIEPOB
I10 IIPOM3BOJCTBY OZEKAbI
B cerMeHTe luxury.

«MoskeM C y8epeHHOCMbI0 CKa-
3aMb, 4mo 3a nocAedHue 50 Aem
demckas M00a CUAbHO U3MeHU-
AACb, U 0eA0 30ech He 8 HOBbIX
$acoHax uau ysemossix code-
manusx. Cywecmeyem macca
mpeBosaHuil, komopole npedeas-
Astomcsa k demckoil odeskde,
UCNOAb3yeMbIM MAmepuaam,
cnocobam ux obpabomru, — 06~
SICHsIeT co3paTenb 6peH-

Ia. — Paubuie MosKHO BbiAo
UMb, 4MO Mbl X04ellb — ce200-
H8 mbl doAskeH npudepskusamocs
npasua, 4mobbl peberky 6b1ao
ydobHo u besonacHo, noamomy

8 konnexkuusax Monnalisa Heav3a
HALMU CAULUKOM OAUHHBIX NAQ-
mbes. TAKoKe CUAbHOE BAUSHUE
Ha demckyto mody okaspleaen
83pOCAbILL MUP — MHO2UE MAMbL
xomam, umobut ux demu avi-
2n90eAu KAk Ux MaAeHbKue Konuu.
OdHako mbt npudepskusaemcs
UHOI NOAUMUKU U He Konupy-
em caeno mpeHdbl 60AbuL020
noduyma, a camu 3adaem moH
8 demckoil mode».

Monnalisa nmpegocrasnsieT
CBOMM IIOKYIIaTeIbHUIIAM
BO3MO>KHOCTb CO6PaTh
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Monnalisa:
setting the tone of fashion

At the grand opening of the Monnalisa
boutique in Odessa, the creator of the
brand and the permanent president

of the company, Piero IacomMoNI, an
eccentric visionary who loves to shock
the public was in attendence. Together
with his wife Barbara BERTOCCI in 1968,
he opened a factory for creating clothes
for little fashionistas in the Italian city of
Arezzo. Piero lacomoni made a strategic
decision for himself: to make a bet on
children's clothes.

“Then in Italy, and throughout the world,
there were many shops, factories, fashion
houses that were making clothes for men and
women, but the children were deprived of at-
tention. And | decided to correct this blunder,
since children deserve to dress fashionably
and beautifully,” says IACOMONI.

The brand got its name from the pas-
sionate Piero. While at the Louvre, the
couple stood near the Mona Lisa. Piero
was so impressed with the canvas that
he decided to create his own Mona
Lisa. And he succeeded! Monnalisa soon
won the hearts of children and parents
around the globe, becoming one of the
leading luxury clothing producers.

“We can confidently say that over the past

50 years children’s fashion has changed a lot
and it's not about new styles or color combi-
nations. There are a lot of requirements that
apply to children’s clothing - materials used,
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AasHoe, 4Imo omaudaerm ace selju — 31mo UX npakmu4Hocms U Kpacoma

IIOJIHBIH 06pas3: oT Ial-

KU 0 60THHOK. [IpuyeMm,
MOKHO Kak KOMOHMHHPO-
BaTh BEIlH 13 HECKOIBKUX
KOJUIEKLIMH, TaK U BEI6paTh
MOHOJYK. B 11HeriKe 6peH-
12 eCTh OfieXK/Ia JIJsL PO-
MaHTHYeCKHX 6aphIlIeHp,
TOPOZICKUX JIe/IH, 030PHBIX
[I0JPOCTKOB. ['/1aBHOE, YTO
OTIMYaeT BCe BeIl[d — 3TO
HX IIPaKTHYHOCTb U Kpa-
coTa. MHOTYe MOTHUIIBI

B YKpauHe yXe He IIepBbIi
rof, IBJIIOTCS pefaHHBIMH
daHaTaMu MapKH.

«B moem 2apdepobe ceiiuac no-
padka 10 eeweli 3mozo bpexda.
51, KOHEUHO, He CHUMAAa, HO 10
0buwiemy snedamaenuto noay4a-
emca max, — pacCKasbplBaeT
10-71eTHsASA AlleHa. — MHe
HpasuUmcs, 4o 30ecb MOKHO
nodobpams odeskdy nod aoboe
Hacmpoenue».

I[Tompacraromye peLCTaBH-
TeJIU CHJIbHOM I10JIOBUHBI
YeJI0BeYeCTBa B 3TOM Ma-
rasuHe MOI'YT IPUMEPHTb
Ha ce6st poJIb TOPOZICKOTO
AeHAH U1K II0AYePKHYTh
HMMEIOLLYIOCS TATY K IIPH-
KITI0OYeHHUsIM. B mrobom ciy-
4ae, oba obpasa cozmangyT
OYeHb JIeTaHTHOE U MYyKe-
CTBEHHOE aMIITya.
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their methods of processing,” explains the
creator of the brand. “Before you could
have sewn whatever you wanted, today you
have to follow the rules so that your child

is comfortable and safe. Therefore, dresses
that are too long won't be found in the
Monnalisa collections. Also, the adult world
has a strong influence on children's fashion -
many mothers want their children to look
like small copies of themselves. However,
we adhere to a different policy and do not
blindly copy the catwalk trends, we set the
tone ourselves in children's fashion.”

Monnalisa gives its customers the
opportunity to assemble a complete
image: from headwear to shoes.
Moreover, you can both combine items
from several collections and choose a
single style. The brand offers styles for
romantic girls, urban girls, and rebellious
teenagers. The main thing that distin-
guishes all styles is their practicality and
beauty. Many fashionable women in
Ukraine are not the first-year loyal fans
of the brand.

“My wardrobe now has about 10 things
from this brand. Of course, | didn’t count,
but based that's what it seems like at first
glance,” says 10-year-old Alyona. “I like
the fact that you can choose clothes for any
mood.”

Boys can try on the role of urban dandy
or emphasize the existing craving for
adventure in these stores. In any case,
both images will create a very elegant
and manly role for them.
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Il Gufo ueHuT peTcTBo

VBeCcTH JeTer U3 TaKOoro
BOJIIIEOHOr0 MarasmHa, KaKk
1l Gufo, HempocTo: 3mech
HaXOIATCS TIOOMMBbIe BeIH
JasKe [Isl CAMBIX PABHO/YIII-
HBIX K MOfie. 3HaMeHHTas
MapKa JIeTCKOH UTaJIbsH-
CKOM OZIEXKIBI OY€Hb XOPOILO
IIOHKMaeT, KaK BasKHO AJIS
pebeHKa 6bITh pebeHKOM.
Bens B IeTCTBe B yymeca
BEPSIT BCe: CKA3KH O 3aKO0JI-
JOOBaHHBIX IIPHHIIECCAX, I10-
BECTH O CyIIepPreposix — KOT-
Jia >Ke MeuTaTh, KaK He B 3TO
30710TOe BpeMsi?

Ha monkax marasvHa —
ymobHast U CTUIbHAS
ofiekna, KOTOPYIO BIIOTHE
MOTIH 6bI HOCUTH yUeHUKHU
Xorsaprca. My CTU/IBHBIN
reoMeTpHUYHbIL IIPUHT,
KpYyIIHas YepHo-6esas KiIeT-
Ka, KOTOpas HalloMHUHaeT

0 IIPUK/IIOYCHUAX AJIKCHI

B CtpaHe uymec. Koiexkuus
1l Gufo ce3oHa oceHb-3UMa
BIOXHOBJIEHA ITyTellle-
CTBMEM B HACTOSIIUH JIec,
HeCIIeIIHOM IIPOTY/IKOM 10
OIABIIMM JTHUCTBSIM, pebeH-
KOM, KOTOPBIE H3yMIJIeH-

HBIMU I71a3aMU HCCIefyeT
npupony. Knaccuvyeckue
LIBeTa 1 HeUTpaJbHble TOHA
OSKUBJISIOTCS. BAPUALIUSAMU
CHHETO0 U CBeT/10-Tonyboro

¢ nobaBeHHeM OPAaHKeBOI0
U PO30BOTO, COITPOBOKAA-
0l Kecs FpadUKOL rop-
HBIX ITeHM3aKeH U OCeHHeH
CTHUIMCTUKOK. MaTepHalbl
MSTKHe U IyIIHCThle, Te-
IJIbIe U JIETKHUE JIJISI KOJUIEK-
MU, CO3IAHHOH C 11060-
BBIO, BCEra MOJTHBIE IS
IeTeH. B 3jleraHTHBIX [1aJIb-
TO, KeHIlaX U BO3AYIIHBIX
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Il Gufo
appreciates childhood

It's not easy to take children away from
a store as magical as Il Gufo: you can
find amazing clothing for even those
who aren't interested in fashion. The
famous Italian brand of children's cloth-
ing understands how important it is for
a child to be a child. After all, everyone
used to believe in miracles: fairy tales
about enchanted princesses, stories
about superheroes — when to dream,

if not during this innocent time?

The store shelves are stocked with com-
fortable and stylish clothes that even
Hogwarts students could wear. If you're
into something more classical - a styl-
ish geometric print or a large black-
and-white plaid style, which recalls of
the adventures of Alice in Wonderland.
The autumn-winter collection Il Gufo

is inspired by a trip to a real forest, a
leisurely walk through the fallen leaves,
a child who explores nature with eyes
full of wonder. Classic colors and neutral
tones are invigorated by variations of
blue and light blue with the addition

of orange and pink, accompanied by
graphics of mountain landscapes and
autumn styling. The materials are soft
and fluffy, warm and light for a collec-
tion created with love, always fashion-
able for children dressed as children. In
elegant coats, capes and airy dresses,
any girl will feel like a princess. And

for boys who like real heroes there are
cozy duffle coats, puffed jackets, short
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[LIaThX /1106as JeBoYKa
[IOYYBCTBYeT cebsi pHH-
LIeCCOM. A IJISE Ma/IbBUKMKOB,
KOTOPBIM, KaK HACTOSIIITUM
reposiM, HY>KHO CIIacaTh
IJIaHeTy, IIpeJHa3HaAYeHbI
yIOTHBIe TadGIKOTHL, AyThie
KypPTKH, KOPOTKHe fybreH-
KM, SKaKKap/JOBble CBUTEPA,
KOTOpBIe MOSKHO HOCHUTb

¢ 6prOKaMHU-MHIHTAPH HIIH
JIIOOMMBIMUY IKMHCAMMU .

Ha3spanue Il Gufo nepeso-
JUTCS C UTAJIBSTHCKOTO Kak
«coBa». IMEHHO TaK 4IeHbI
ceMbH MHUJIETH IIPO3BAIH
CBOIO MaMy J[’KOBaHHY, KO-
TOpasi, HeCMOTPsI Ha 6bITO-
BbIe 3260THI U TPOUX JeTeH,
I10 HOYaM IIHJ/Ia eTCKHe
Bely. CHayasia oHa zesana
3TO JA/IS1 CBOMX MaJIbIIIeH,
3aTeM J1s1 IeTek IOApYT,

a IocJie — J/Isl BCETo TOPOJ-
Ka, B KOTOPOM IIPO>KHBaJIa
CeMBSI.

B Hayvase 8o0-x romoB [I>ko-
BaHHa Iepellja K [IOLIKUBY
6osee CIIOKHBIX JEeTCKUX
Belllel U [IpeBpaTHa CBOe
3aHsTHe B 6usHec. CHaua-
JIa IIPOCTBIe, HO CTUJIbHBIE
1 KOMQOPTHBIE, BellU
PYYHOM paboThl 3aBOEBATTH
Htanuio, a 3aTeM CTaau
[IOKOPATH He TOJIbKO EBpo-
1y, HO MU KOHTUHEeHTHI.

Ceropus y 1l Gufo 25 ma-
ra3slHOB I10 BCeMY MHUPY:
8 cBOMX U 17 paHUal-
3UHIOBBIX, [1Ba U3 HUX
OTphL/IA CeTh «JJaHH3/Ib»:
B 2017 TOAy B KHEBCKOM
TPI] Mandarin Plaza,

a B 2018-M B Opmecce —

Ha PuUIe1beBCKOM .

B Hamu gHu JI>KOBaH-

Ha MUIeTH HaXOMUTCS

Ha 3aC/Ty>KeHHOM OTHbI-
Xe, ee JIeJI0 IIPOMIOIKAIOT
IeTH — ChIH [BUIO U IO4Yb
AreccaHzipa, KoTopast
npriieTena B Ofieccy Ha oT-
KpbITHe 6yTHKA. MUIeTTH
0060 YTAT ceMeHHbIe
TPafULIHH, [I03TOMY

1l Gufo BriGupatoT mapTHE-
PaMU [IperMYIIeCTBEHHO
ceMelHble KOMIIAaHHH,
KOTOpbIE Pa3essiioT

HX [JeHHOCTH.

sheepskin coats, jacquard sweaters,
which can be worn with military pants
or favorite jeans.

The name Il Gufo is the Italian word
for "owl". This is how the members of
the MiLeTTI family called their mother
Giovanna, who despite household
chores and three children, sewed
children's clothing at night. At first she
did this for her little ones, then for the
children of her friends, and then for the
whole town where the family lived.

In the early 1980s, Giovanna switched to
sewing more complex children's clothing
and turned her occupation into a busi-
ness. First, simple but stylish, comfort-
able handmade items conquered Italy,
and then began to conquer not only
Europe but also other continents.

Today, Il Gufo has 25 stores around the
world: 8 of its own and 17 franchised.
Two of them discovered the “Daniel”
chain: in 2017, in Kyiv's shopping and
entertainment center Mandarin Plaza,
and in 2018 in Odessa - on Rishelyevs-
kaya St.

Nowadays, Giovanna MILETTI is tak-

ing a well-deserved rest, her children
continue the work - the son Guido

and daughter Alessandra who flew to
Odessa to open a boutique. MILETTI
particularly honors family traditions, so
Il Gufo builds professional partnerships
primarily with family-owned companies
that share their values.
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HocTu)xeHus
Smarty Family

*

2018 roa CTA/1 2O0PEKTUBHbIM U BOTATbiIM HA COBbITUSA B HANPABJIEHUU
ANCTPUBYUUU SMARTY FAMILY. CPEAUN HNX MOXXHO OTMETUTb KJTIOYEBbBIE KAAPOBDIE
HA3HAYEHWUA B PETUOHAJIbHbIX AUPEKUWNAX, YCUNEHWUE MHTETPALUN BU3HECOB
(OAHUM U3 PE3YJ/IbTATOB KOTOPOW CTAJ/l OBBEAUHEHHbBIN KOHTPAKT C HASBRO),
BONTOXAAHHDBIA 3ANMYCK AKTYAJIbBHOIO MPOFPAMMHOIO OBECMEYEHUSA A1
TOPrOBOM KOMAH[bI, MOSIBJEHUE HOBbIX BPEHAOB B OTAEJNIE TUTUEHbI U UTPYILLEK,
BO3OBHOBJIEHUE MNMPOBEAEHWA TPEHUHIOB NO AUNCTPUBbIOLULNOHHbBIM BPEHAAM

B CETU MATA3UHOB «AHTOLLKAM».
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Jupexmop Jucmpubyyuu Ceemaaxa EBcmpamosa ¢ peeuoHabHblmu
pykosodumeasamu TambaHoii Jlandep u IOpuem Iapxomuyrom

OIHUM M3 BaXKHBIX MOMEHTOB B paboTe HaIlpaB/IeHHU s
IucTpubynuu, 6e3ycioBHO, CTOMT 0003HAUUTB IIPOLIEY-
PY OITHCaHHS OCHOBHBIX 613HeC-IIPoLieccoB. Pe3ynbTaToM
3TOH IIPOLIeAYPBI CTAHYT IIPOCTHIE B yL0OHBIE HHCTPYKLIHH,
KOTOpBIe CMOTYT IIOMOTaTh B paboTe U, UTO He MeHee BaX-
HO, B IOHMMAaHMH JIPYT APYyra COTPYSHHUKAMH K3 Pa3HBIX
OTZE/NOB. B 3THX peKOMeH/JAIMSIX YKa3aHbl KaKIbIE MIar
paboTHMKA Ha KOHKPETHOH JI0JDKHOCTH M BAPUAHTEHI pellle-
HUSI CI0KMBIIKXCSA 33/a4. K IprMepy, TaM ecTh HHGOP-
MaIHs — KaK IIPaBHJIBHO JIO/KEH BBIITIOMHATHCS JOKYMeH-
TO060POT — B3aUMOJEFCTBHE MeK/Iy TOPrOBO KOMAHMIOH,
byxranTepuer, OPUAUIECKUMU U QUHAHCOBBIMU OTZE/Ia-
MH. Llesb, KOTOPYIO MBI CTAaBHM I1epef cOBOH — 3TO CHCTe-
MaTH3UPOBATh 3HAHUS H OIIBIT. MBI XOTHUM OBITh YBEPEHBI
B TOM, YTO BCe COTPYJHHKH OTHHAKOBO [IOHUMAIOT, KaK
peain3yeTcs TOT /M MHOE ITpoliecc. Koraa Bce BhIHECEHO
Ha 6yMary — 3To I103BOJIsIeT Ha/Ia[UTb B3aUMOIIOHHMaHHUe
MesKIy Ko/UIeraMH pasHBIX OT/Ie/NoB. TaKue peKoMeH a-

Smarty
Family's
achievements

YEAR 2018 BECAME EFFECTIVE AND
RICH IN EVENTS TOWARDS THE
SMARTY FAMILY DISTRIBUTION.
AMONG EVENTS ARE KEY PERSON-
NEL APPOINTMENTS IN REGIONAL
DIRECTORATES, INCREASED BUSI-
NESS INTEGRATION (A JOINT CON-
TRACT WITH HASBRO AS ONE OF
RESULTS), THE LONG-AWAITED
LAUNCH OF RELEVANT SOFT-
WARE FOR THE TRADING TEAM,
THE EMERGENCE OF NEW BRANDS
IN THE HYGIENE AND TOYS DE-
PARTMENT, THE RESUMPTION

OF TRAININGS ON DISTRIBUTION
BRANDS IN ANTOSHKA RETAIL
CHAIN.

One of the key points in the area of Distri-
bution is, for no doubt, the procedure for
describing the main business processes.

The result of this procedure will be simple
and convenient instructions able to help

in the work and, last but not least, to help
employees from different departments in
understanding each other. These recommen-
dations indicate each step of the employee

in a particular position and options for solv-
ing existing issues. For example, there is an
information related to proper document flow,
aimed at interaction between the trading
team, accounting, legal and financial depart-
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OOCTUXEHWNA SMARTY FAMILY

Enena Boaau,
dupexmop no nepcorany Smarty Family

Muxaua Imumpyx,
sedyuwsuii topucm Smarty Family
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HunaTaspuaiok,
2nasHblii byxeaamep Smarty Family

LU 6yayT 0cobeHHO I10/Ie3HBI, KOT/A Ye/IoBeK IIepexofiUT Ha
OPYTYIO DO/KHOCTD UK B KOMITaHUIO ITPHUOBIBAeT HOBUUOK,
KOTOPOMY Heob6XOIHMO B KOPOTKHIH CPOK 03HAKOMHUTBCS C
HOBBIMHU 00513aHHOCTSIMU . MHCTPYKITUH IT03BOJISIT COXPAHUTb
BpeMeHHbIe, MaTepHa/IbHbIe U [IPOUHe PeCYPChI.

B mpenBepyuu HOBOro 6M3HeC-Tofa [J1s HAC 3TO [IPHOPH-
TeTHad 3asa4ya. KoHeuHo, omrcaHue BCex IIPOLeCCOB — 3TO
pabota, koTopas TpebyeT BpeMeHH, HO, ITPeIBAPUTEIIBHO,
MBI HAMETH/IH cebe aMOULIM03HYO LIeJIb — 3aKOHYUTh [IPOLie-
Iypy OIHCcaHUs 6H3HEeC-IIPOLeCCOB K KOHILY BTOPOTO KBapTaia
2019 rofia. BIIoC/IeICTBHH 9TO JISIKET B OCHOBY OOHOBIIEH-

HBIX JO/KHOCTHBIX MHCTPYKLMH IJ1s1 K&KAOHM POTIH BHYTPH
JucTpubynuu.

Bce 3To0 cTano BO3MOKHBIM br1aromapsi caskeHHOM pabote qu-
pekrTopa /III/ICTPI/IGYL[I/IH CBeTnaHbl EBCTPATOBOY, PeTMOHA/Ib-
HBIX pyKoBoAuTeser TaTbsiHbl JIAHNEP U FOpHs [IAPXOMUYYKA,
JHMPeKTOpa I10 ItlepcoHany EneHsl BOrA4, a TaksKe OTBETCTBEH-
HBIX 33 OPUHYecKkoe HallpaBleHUe U byxranTepuio Muxamia
IMUTPYKA, U UHHEBI [ABPUIIIOK.

ments. The goal that we establish is to
systematize knowledge and experience.
We want to be confident that all our em-
ployees equally understand the way that
any given process is implemented. When
everything is on paper, it allows estab-
lishing mutual understanding between
workmates from different departments.
Such recommendations will be especially
useful when a person moves to another
position or a newcomer arrives at the
Company and needs to be familiarized
with new responsibilities within a short
time. The instructions will enable us

to save temporary, material and other
resources.

It is a task of top priority for us on the eve
of a new business year. The description
of all processes is certainly the work
that takes time, but, previously, we

set an ambitious goal for ourselves, -

to complete the process of describing
business processes by end of the second
quarter of the year 2019. Subsequently,
this will form the basis of the updated
job profiles for each position within the
Distribution.

All this became possible thanks to the
well-coordinated work of Svetlana
EvsTRATOVA, the Distribution Director,
Tatyana LANDER and Yuri PARKHOMCHUK,
Regional Managers, Elena BoGACH as
Distribution HR Director, as well as of
Mikhail DMITRUK and Inna GAVRILYUK,
responsible for the legal support and
accounting.




Bce nony4uurcs!

TATbAHA NAHAEP — OAHA U3 ONbITHbIX
PYKOBOAUTEJEN KOPMNOPALIUN.

3A 16 JIET OHA Y3HAJIA KOMIMAHUIO
U3HYTPU, NO3HAKOMMUJIACH C PABOTOM
HECKOJIbKUX HAMPABJIEHUNA. OHA BblJIA
OAHOM U3 NEPBbIX COTPYAHUKOB

B XAPbKOBE U EAUHCTBEHHOWN AEBYLIKOW
B KOJINMEKTUBE U3 CEMU MYX4YUH.
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HaunHana MeHeIKepoM I10 IIPoJasKaM, CHayajla OTBeYasia
3a XapbKOBCKYI0 U CYMCKYI0 06/1aCTh I10 IeTCKOMY ITUTAHUIO
H TrUrveHe, II0TOM Ilepelllyia B II0OApAa3/ie/IeHKe I10 ITPpoJa’Kke
HUTpyLIeK, Aajiee 3aHs/la [I03U L0 PyKOBOAHUTEIA XapLKOB—
CKoro (punuana I10 J€TCKOMY IIMTAaHHIO U TUTHEeHe. BriBaino,
YTO BMeCTe C 3KCIIeIUTOPAMH OTBO3MJIa TOBAPHI K BPYUHYIO
IIpHHKMAJIA 3aKa3bl. 3a 310 BpeMs 3aC/Iy>KuJla JOJIPKHOCTb
PYKOBOAMTEIS OTAEIA IIPoJasK. OQHAKO [IOMKUMO POJHOIO
XapbKOBa B 30HY OTBETCTBEHHOCTHU TaTesaHBI C IIponioro
roga BXOOUT ,E[HeHPOBCKI/H?I peruoH, a € 3Toro — 3amnagHas
YKkpauHa.

OO SI3BIK C COTPYAHMKAMHE OHA HaXOLUT OBICTPO, CTapa-
SICh KICITOIb30BATh TAJIAHTHI M CIIOCOOGHOCTH Kaskoro. Kom-
JIeKTUB CUMTaeT BTOPOL ceMbeHt, 1 KOrja ek, KaK pyKOBOZH-
TeJII0, ITPeJIOSKUIH K CII0/Ib30BaTh OIIBIT B HOBBIX PETHOHAX,
OHa C PaJIOCThIO COITIACUIIACh, IIOCKO/IBKY TBEPZO 3HAJA:

C TAaKOM KOMaH/I0H MOSKHO IIPUHHMATh JTI06bIe BBI30BHI.

— CHayvasa 0 pogHOM XapbKOBe: CO MHOTMMH CBOMMHU KOJI-
7eraMu sl 3Hakoma U paboTaio BMecTe 6osiee 10 JIeT, a TAKOH
CPOK /Iaske He Bce 6paKu BbIIepKUBaloT. KoMaHa Xaps-
KOBa — 3TO He TOJIBKO KOJIJIeTH, HO U Ipy3bs. [IpMHUMas
n106ble HOBBI@ BBI3OBEI, 51 TOYHO 3HAl0, YTO lOMa, B MOeM
«TBLLY», BCe 3aja4u OyAyT BEIIIOTTHEHBI Pe3y/IbTaTHBHO

U B CPOK. Takske 51 TOP3KYCh JOCTHXKEHHSMH PYKOBOJMTEIIS
IHeIIpoBcKoro drtrana Urops MUXHEHKO. OH 6bLT BMecTe
€O MHOM B KOMaH/le XapbKOBCKOro Guaraa Ha II03H-

LIMH CIIeLIMa/IKCTA 10 PaboTe ¢ KI0UeBBIMH KIHEeHTAMH,

a Temeph BO3I/IAB/ISeT KOMaHay JlHemnpa. B aTom ¢punrae
JPY>KHBIH KOJJIEKTUB ITPOPeCCHOHA/IOB, — FOBOPUT TaThsIHA
JIAHIEP. — C PyKOBOAHMTEIeM JIbBOBCKOIO GHIHaa Smarty
Family Anexcarmpom KoBasieBbIM s TaKOKe 3HAKOMA JIaB-

HO — € 2009 roja. IIpo ero KoJJIeKTHUB MOI'Y CKa3aTh TOJIBKO
Xopoliee, 3a Ba Mecslla 5 ysKe HeCKOJIbKO pa3 Bele3Kaia

B HeZleJIbHbIe KOMaHIHPOBKHU BO JIbBOB, I/le MBI C AJIEKCAH-
IOpOM YCIIeNH CHoe/IaTh MHOTO paboThl ¥ IIOCTPOUT IIAHBI
Ha bynymee: yrinybuThcs B GMHAHCOBBIE BOIIPOCH, IIPOBECTH

Tatiana Lander:
Everything will
work out!

Tatiana LANDER is one of the experienced man-
agers of the Corporation. After 16 years with the
Company, she knows it from the inside out, has
done work in several directions. She was one of the
first employees in Kharkiv, and the only woman

on a team of seven men.

She started as a sales manager, at first her re-
sponsibilities included children's food and hygiene
in Kharkiv and Sumy regions, then she moved

to the toy sales department, and then accepted
the position of the head of the Kharkiv branch for
children's food and hygiene. During this time, she
earned the position of head of sales. However,

in addition to her native Kharkiv, Tatyana’s area of
responsibility has included the Dnieper region since
last year, and as a consequence, Western Ukraine.

She gets along with employees easily, trying to use
everyone's talents as efficiently as possible. She
considers her team as a second family, and when
she, the manager, was offered to use this experience
in new regions, she happily agreed. "As I always knew:
you can accept any challenge with such a good team.”

“First about my native Kharkiv: | have known and worked
with many of my colleagues for more than 10 years, not
even all marriages can last such a long time. The Kharkiv
team are not only my colleagues, but also friends. Ac-
cepting any new challenges, | know for sure that back
home all assignments will be carried out efficiently and on
time. | am also proud of the achievements of the head of
the Dnipro branch Igor MikHNENKO, he was with me in
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BCE MONYYNTCA!

— Cywecmaytom Au 0aa Bac
ocobeHHocmu pabombl
8 PA3HbIX Pe2UOHAX?

— Crakumu mpyoHocmamu

Bbl yske CMoAKHYAUCh?

— Kakossl Bawu ueau u 3a0a4u
8 H0B0(1 doAsKHOCMU?

IlepBOHa4aJbHble pacuyeTsl 10 OTKPLITHIO MUHU-QUIHAIOB
Hamrell KoMIaHUY B 3allafIHOM PerrvoHe. A TaKKe HaMeTH-
JIM LleJI1 110 PaCIIMPeHHI0 aCCOPTHMEHTA HAIIUX CTPaTery-
uecKuX OpeH/IOB. A ellle 1 — CYACTJIMBBIN YeJI0BeK, TaK KaK
B >KHU3HHU PSIZIOM CO MHOH XOPOIIMe JI0IU U TaIaHT/IHBbIe
PyKoBoAUTeNH. 5l TOUHO 3HAIO, UTO MOM pPyKOBOAUTeNb CBeT-
7aHa EBCTPATOBA MOJEPSKUT MEHS B JIIOOBIX MOUX, Jake
CaMBbIX CMeJIbIX, HAUMHAHHUSX.

— Be3ycioBHO. S KypUPYIO TPU a6CONTIOTHO Pa3HBIX pervoHa
10 MEHTAJIUTETy, TePPUTOPHAIbHBIM IIPU3HAKaM, KOJIH-
YeCTBY KJIM@HTOB U UX [IOPTPETaM. ITO BOCTOK, IOr0-BOCTOK
Y 3anan. Ha 3anagHou YkpauHe 6osnplre Pa3BUTA KJIMEHT-
ckas 6a3a puTersia, TakKe aKTHBHO PACIIUPSIIOTCS CETH all-
TeK «[1IofOpOsKHUK», «AlTeKa 3M», «Penjurie» U Ap. B xapsp-
KOBCKOM QH/IHaJjie IIPUCYTCTBYIOT MOLIHEBIE perHOHa/IbHbIe
CeTH cylnepMapkeToB: «PocT», «Kmaccr, «Boctopr», «JIurmanr.
A TaxoKe OHA U3 CAMBIX GONBIIKX B YKpauHe bapMalieBTH-
YeCKHUX CeTel — «AITeKa 911». B THermpoBcKoM GoJibIle BCero
Pa3BUTHI HallMOHAJIbHEIE CETH pUTerIepoB: «ATB», «Bapyc»,
«BpyCHHMYKa», a TaKKe HallHOHA/IbHbIe CeTH aIlTeK «MeJcep-
BHC» U «AIITeKa HU3KUX LIeH».

— B cBs131 ¢ 67IM30CTHIO TBBOBCKOTO GUIHaNa K FPAaHU-

Lie ¥ 60BN M KOTHYeCTBOM IIpeJIOSKeHUH 110 paboTe

3a TpaHULIeH, OCHOBHAS CI0KHOCTD /151 Halllel KoMIIaHUU
TaM — 3TO KaJ[pOBBIH BOIIPOC. A TPYAHOCTH B JHEIIPOBCKOM
dunrane — 3To MOHOIIOJKM3aLH PerMOHaIbHOIO PhIHKA Ha-
LIMOHAJBHBIMU CeTIMHU «ATB» 1 «Bapyc».

— CeromHs OLHOM U3 ITIaBHBIX Lie/IeH, KOTOPHIE sl CTaBIIIO
niepen, 060, SIBJISIETCSI BRITIONIHEHH e 6o/iskeTa 2018 rofa
BO BCeX BBEPEHHBIX MHe drinanax. Uaet paborta 1o mpo-
IOyKTOBOL JINHENKe, MBI IBUDKeMCS K YBEIMYEHHIO ITPOAAK
I10 BBICOKOMAap>KUHAIBHBIM CTPaTernueckKuM OpeHgaMm,

a TakKe pPaclIMpPeHHI0 aCCOPTUMEHTA HAIIUX OpeH0B
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ML HaxoauM BHOXHOBEHMeE. 3HAN us
W HOBLLX Ap
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the Kharkiv team as a specialist for work with key
clients, and now he heads the team of Dnipro. There
is a friendly team of professionals at this branch,”
says Tatiana Lander. “I have also known Alexander
KovALEv, the head of the Smarty Family branch

in Lviv for a long time - since 2009. | can only say
good things about his team. For two months | have
traveled on week-long business trips to Lviv, where
Alexander and | managed to do a lot of work and
build plans for the future: to go deeper into finan-
cial matters, to make initial calculations for opening
mini-branches of our Company in the western region
of Ukraine. We also set goals to expand the range
of our strategic brands. | am also a happy person,
because there are good people and talented leaders
in my life. I know for sure that my manager Svetlana
YEVSTRATOVA Will support me in any of my wildest
undertakings.”

— Are there any different aspects of work for you
in different regions?

— Of course. | supervise three completely dif-
ferent regions in terms of mentality, territorial
aspects, number of Clients and their character-
istics. These are the east, southeast, and west
regions. In western Ukraine, the retail Client
base is more developed, and the pharmacy
networks Podorozhnik, Apteka ZI, Recipe, etc.
are also actively expanding. The Kharkiv branch
has powerful regional supermarket chains: Rost,
Klass, Vostorg, Digma, as well as one of the
largest pharmaceutical networks in Ukraine -
“Pharmacy gn”. National retailer networks are
most developed in the Dnipro region: ATB,
Varus, Brusnichka, as well as the national phar-
macy networks Medservice and the “Low Price
Pharmacy”.

85



BCE MONYYNTCA!

«KomMaHpa XapbkoBa — 3TO He TOJIbKO Ko/1eru,
HO 1 apy3bs. MpnHMMas nobbie HoBbIe BbI3OBblI,
Sl TOYHO 3HAlo, YTO A0MQ, B MOEM ,Tbi/y", BCe 3a4a4un

6YyAVYT BbIMOJIHEHbI pe3y/IbTAaTUBHO U B CPOKY.
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B ceTax «Bapyc», «MepcepBuc», «Kimaccr, «3apaBuiiay», «I1o-

OOPOSKHUK» U APYIuX. PaboTa Ha/l ONITHMHU3AI[UEH aCCOPTH-
MEeHTa I0/DKHA COKPATUTH PACXO/BI 10 CIIMCAHUIO TOBapa,
MBI CTPeMHUMCS K YMeHbIIeHHI0 BO3BPATOB 0T K/IMeHTOB.
Taxcke BefieTcs paboTa 110 OIITUMHU3ALUU JOKYMeHT0060-
poTa — yske pazpaboTaHa cxeMa COBMECTHO C GHHAHCOBBIM
oTAenoM U byxrajitepuen.

OTzenbHOe BHUMaHUe S [NTAHUPYIO Y@ITUTh IbBOBCKOMY
dunmany. TamMm Mbl, COBMECTHO C AjleKCaHIpom KoBAJIE-
BBIM, CTPEMUMCS CPOPMUPOBATh IIOTHOLIEHHYIO ITpodec-
CHOHAJ/IbHYIO KOMaH/y BEICOKOKBAaTU(PHULIMPOBAHHBIX
TOPrOBBIX IIPe/ICTaBUTe/Iel, HECMOTPSI Ha BbI30BhI PBIHKA
TpyZa 3amagHou YKpauHsl. KpomMe Toro, B 06CTy>KUBAaHUH
dunirana npeACTOUT COKPATHUTh PACXO/BI I10 JIOTHCTHKE,

5l yBepeHa B CBOMX CHJIaX M YyBCTBYIO IIOAJEPKKY CBOMX
KOJLJIET, IT03TOMY 3HAl0, YTO BCe IONTy4IrTCA!

— Due to the proximity of the Lviv branch to the

- What difficulties have you encountered?

border and the large number of job offers abroad,
the main difficulty for our company is person-
nel. The difficulties in the Dnipro branch are the
monopolization of the regional market by the
national networks ATB and Varus.

- What are your goals and objectives at the new
position?

- Currently, one of the main goals that I've set for
myself is the implementation of the 2018 budget
in all the branches which are entrusted to me. We
are developing the product line, moving towards
an increase in sales of high-margin strategic
brands, as well as expanding the range of our
brands in the Varus, Medservice, Klass, Toracy, and
Plantain networks. Work on the optimization of
the range should reduce the cost of writing off
goods - we strive to reduce returns from cus-
tomers. Work is also underway to streamline the
workflow — a method has already been developed
in conjunction with the financial department and
accounting.

| plan to pay special attention to the Lviv branch.
Together with Alexander Kovalev, we are striving
to form a full-fledged professional team of highly
qualified sales representatives despite the chal-
lenges of the labor market in western Ukraine. In
addition, we aim to reduce the branch’s logistic
costs.

I am confident in my abilities and | feel support
from my colleagues, so | am confident that every-
thing will work out!
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Opun NapXxoMUYK:
ysenu4yusaem npoaa>ku!

IOPUA NAPXOMYYK — OAUH UX TEX KJIFOYEBbIX PYKOBOAUTEJIEN, HA KOTOPOM
AEPXATCA NPOAAXWN B SMARTY FAMILY. OH NPUWLIE/ZI B KOMNAHUIO CTYAEHTOM
HA AOJI)XHOCTb TOPFTOBOro NPEACTABUTEJIAA. C TOrFO BPEMEHU IOPUM NMOJYYUN
COBEPWEHHO HOBbIW ONbIT B KAYECTBE MEHEZ)XEPA MO PABOTE C KJIIOYEBbIMU
KJAUEHTAMM, LANEE MOCNEAOBAJIA AOJI)KHOCTb CYNEPBAU3EPA, 3ATEM PYKO-
BOAUTENA NPOAAX IOXXKHOIo PETMOHA, A TENEPb U ANPEKTOPA NO NPOAAXAM
B ABYX ®PUNTUANAX. N ECJZIN B OAECCKOM PETMOHE NMAPXOMYYK AOBUJICA ONPEAE-
NEHHbIX BbICOT (CEPbE3HOW BA3OW CTAJ1 OMNbIT PABOTbl CO BCEMWU KJIIOYEBbIMMU
KJIUEHTAMM KOXHOIFO PETMOHA), TO, B HE MEHEE BAXXHOM, KWNEBCKOM PEFMOHE
PYKOBOAUTENIO NPEACTOUT NPOAEJ/IATb HEMAJIO PABOTDI.
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IOpui fenaeT CTaBKy Ha TeXHOJIOIHMUeCKHe HOBIIeCTBa

B paboTe, a TakKe Ha OTHOLIEHUS C KOJUIEKTHBOM. JKecTKo-
My KOHTPOJIIO ITPeAIIOUUTaEeT OBEPHe, HO B TO JKe BpeMs
TpebyeT OT COTPYIHUKOB OTJauH B paboTe.

— CeropHs B ofecckoM uIKaje OCHOBHBIE IIPOLIeCCH

y>Ke HaJIa>KeHBI, 3TO MOM HaI&KHBIH ThII. Terreps 6osbIe
BpeMeHU CTapaloch YAeIsTbh KUeBCKOMY unnany. 5 yxe
ybenrIcs, 9TO TaM CJIOKHIICSI APY>KHBIE KOIIEKTHB, pebsTa
BCeTZia MoAAeP>KUBAIOT APYT APYTa, 4acTo IIPOBOASIT CBO-
6omHOe BpeMst BMeCTe. DTO BaSKHO, IIOTOMY UTO JIIOLH — 3TO
OCHOBHAsI CHJIa, OCHOBHOI pPecypc, Ha KOTOPOM JIeP>KUTCS
Kommnanus. KueBCKUH GHUIHAT CAMBIF KPYITHBIH 110 060PO-
Ty, 10 IUCTPUOYLIUK — TaM HaXOAUTCS CKOIIEHHE KpPYII-
HBIX ceTel (METPO, «Cinbrio», «Benuka KumreHs» U T.4.),

Y KOTOPBIX B CTOJIHIIE PACIIOIOKEHEI LIeHTpaibHble OQUCHI,
pacIpemenuTenbHbIe CKIIABL.

— Kaxue nepebie umozu Baweii pabombl 8 H080il 00AKHOCMU?

— MBI BHeIpsieM HOBOe IIPOrpaMMHoe obecriedeHue Iis
KIIK (cMapT)OHBI, IUTAHIIETH), C KOTOPHIMU PabOTAIOT
TOPrOBbIe IIPe[CTABUTEIH . B HOBYIO IIporpaMmy no6aBu-
JIM MHOTO I10JIe3HBIX QYHKIHL, HAIIPUMep, BO3MOKHOCTh
obopM/IeHMs BO3BPaTa, OTC/IeXKHUBAHHUS CPOKA e CTBHUS
JIOTOBOPA, BO3MOXKHOCTh JeMOHCTPALMHU /I KIHeHTa
KaTajiora ImpoayKuuu, ¢oro ToBapoB, GPS-HaBUTALIMIO /1
rocTpoeHus Hosee 3peKTHUBHBIX MAPIIPYTOB JIOTHUCTH-

KH. MBI IIPOTeCTHPOBAIK IIporpaMmy B Ofecce H Teepb
6ymem BHeAPSIT B APYTUX peruoHax. Takcoke OTMeUY YXOf, OT
6yMasKHOTO JOKYMeHT0060pOTa, [enasi CTAaBKYy Ha 3JIeKTPOH-
HbIM. OTHOCHTe/IbHO HeJJaBHO IOCyJapCTBO Pa3peIlriIo
HCII0/Ib30BaTh Cy6beKTaM XO3SIFICTBOBAHHS IEKTPOHHYIO

LI PPOBYIO ITOAIIKMCh, MHOI'He TOPTOBble CeTU MOAEPHU3U-
PYIOT CBOH JOKYMEHTO060POT, U MBI TAKKe CIefyeM STHM
TeHIEHLIHAM.

Kpome Toro, B 2018 rofy oTaes IPoJak ZUCTPUOYLIMH Ha-

Yuriy
Parkhomchuk:
we hike up
the sales

YURIY PARKHOMCHUK IS ONE

OF THOSE KEY EXECUTIVES WHO

IS SINGLEHANDEDLY RESPONSIBLE
FOR ALL THE SALES IN SMARTY
FAMILY. HE HAS BEEN PART

OF THE COMPANY AS A SALES
REPRESENTATIVE SINCE HIS DAYS
AS A UNIVERSITY STUDENT. SINCE
THAT TIME, YURIY RECEIVED
COMPLETELY NEW EXPERIENCE AS
A MANAGER OR KEY CUSTOMERS,
FOLLOWED BY THE POSITION OF
SUPERVISOR, THEN SALES MANAGER
OF THE SOUTHERN REGION, AND
NOW THE SALES DIRECTOR OF TWO
BRANCHES. AND IF YURIY ACHIEVED
CERTAIN HEIGHTS IN THE ODESSA
REGION (EXPERIENCE WITH ALL THE
KEY CLIENTS OF THE SOUTHERN
REGION WAS CERTAINLY A BOOST),
THEN HE WILL ALSO HAVE A

LOT OF WORK IN THE EQUALLY
IMPORTANT KYIV REGION.

Yuriy relies on his work’s technological innova-
tions as well as on relations with the team. He
prefers trust to strict control, but at the same
time demands dedication from employees.
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IOPUW MAPXOMUYYK: YBETUNYMNBAEM MPOOAXMN

JIalUJ1 aKTHBHOe coTpynHu4YecTBo ¢ METPO:
PaCLIUPIII ACCOPTHMEHT IeTCKOr0 [TUTa-
HUS TOPTOBBIX Mapok Bebi, Hame, Heinz.
PaboTy ¢ 5TOM CeThb0 MBI HA4Ya/lH B 2017 FOLY,
KOT'/Ia CTJIM ITOCTAB/SATh UM MIPOAYKIIHUIO
TM Bubchen. HakoHer, ofHO 13 pa3BUBao-
IIUXCSI HAITpaBIeHU N JUCTPUOYIIUH — 3TO
3KCIIOPT. MBI PacIIUpUIN Teorpaduio u
HavaJIy S5KCIIOPTUPOBATh HAIIK TOBAPHI B
AsepbankaH U ['py3uIo, U He HAMepeHBI
OCTaHABJIMBATHCS HA JJOCTUTHYTOM.

— Obo3naubme Bawu yeau u 3a0aqu 8 HOBOM
HanpasAeruL?

— YTo KacaeTcs HalllMX CAMbIX KPYIIHBIX
KJIHeHTOB B KueBe, Takux, Kak METPO,
«Cinbrio», HoByc, MBI IUTAaHUPYEM JI€TA/IBHO
IIOAXOOUTDH K QOPMHUPOBAHHIO ACCOPTHU-
MEHTa; BapbHUPOBATh OPEHBI C PA3THYIHON
MapsKoH, OIITUMH3HPOBATh UX I10A60D,

4TO6HI 0becriednTh KOMIIaHHUH CTabHIBHYIO
pu6bUTE. Heo6X0m MO ONITHMHU3HPOBATh
B3auMopeHncTBUe oprcoB B Omecce u Kuese.
[10BBICUTH GUHAHCOBYIO JUCLIUIUIMHY — 3TO
pabota c o6opaurBaeMOoCThIO feOUTOPCKOM
33/I0/KEHHOCTH, OTCPOYKAMH IIATeKeH .

CerofHs Mbl UCIIBITBIBAEM HEKOTOPbIE
CJIOKHOCTH C Ka[paMH,, ITOCKOJIBKY PHIHOK
TpyZa cTan 6onee OTKPHITHIM, MOOUIBHBIM,
MHOTHe CIIeLIMATUCThI ye35KaloT U3 CTPAHBL.
PerieHue 3TOH 33/Ja4YH BHUKY KaK B JOCTOH-
HOM $HMHAHCOBOM 0becrieueHHUH COTPYIHHU-
KOB, TaK U B [IOCTPOEHUH JOBEPHUTETbHBIX,
KPEIIKMX B3aHMOOTHOIIIEHH I B KOMaH/Ie,

B aTMocepe IoAepsKKH, [IOMOLIH, 3a60ThI
U 06ydeHHUs.

HoBast IOJDKHOCTB J1s1 MEHS. — 3TO HOBBIH
BBI30B, KOTOPBIH SI C YI,OBOJIBCTBHIEM IIPH-
HHMalo. 5 BepIo B CBOMX KOJLIET, BCé y Hac
nony4uTcs!

- Today, the main processes of the Odessa
branch are already established, I'm confi-
dent in this. Now | try to devote more time

to the Kyiv branch. I was already convinced
that a friendly team was formed there, the
guys always support each other, often spend
their free time together. This is important
because people are the main force, the main
resource on which the Company thrives. The
Kyiv branch is the largest in terms of turnover,
in distribution - there is a cluster of large
networks (METRO, Silpo, Velika Kyshenya, etc.),
which have central offices and distribution
warehouses in the capital.

— What are the first results of your work
at the new position?

- We are introducing new software for PDAs
(smartphones, tablets) which sales represen-
tatives use for work. A lot of useful features
have been added to the new program, for ex-
ample the ability to do returns, track contract
validity periods, the ability to show product
catalogs, product photos, and GPS naviga-
tion to build more efficient logistics routes.
We tested the program in Odessa, and now
we will implement it in other regions. I'll also
note the decrease in reliance on unneces-
sary paperwork by switching to electronic
formats. More recently, the government

has allowed business entities to use a digital
signature, many retailers have been moderniz-
ing their workflow, and we are also following
these trends.

In addition, in 2018 the Sales Distribution
Department established a partnership with

METRO by expanding the range of baby food
brands Bebi, Hame, and Heinz. We started
working with this network in 2017, when

we began to supply them with Bubchen
products. Finally, one of the developing areas
of distribution is export. We have expanded
our market and started exporting our goods
to Azerbaijan and Georgia, and we do not
intend to stop there.

- What are your goals and objectives
for this new direction?

— As for our largest Clients in Kyiv such
as METRO, Silpo, and Novus, we plan

to carefully approach the formation of
the product range; to vary brands with
different margins, to optimize their selec-
tion in order to provide the Company with
a stable profit. It is necessary to optimize
the interaction of offices in Odessa and
Kyiv. To increase financial discipline is

to work with the turnover of receivables
and deferred payments.

Currently, we are experiencing some difficul-
ties with personnel, since the labor market
has become more open and mobile, many
specialists are leaving the country. | see the
solution of this issue both in reasonable
financial compensation of employees, and

in building strong relationships based on trust
in an atmosphere of support, help, care, and
training.

A new position for me is a new challenge that
| gladly accept. | believe in my colleagues,
we will succeed!
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OnNbITOM B HOBOW O/IKHOCTH,
3ONM.BUAEHUEM OTHOCUTE/IbH :
PA3BUTUSA HEABUXUMOCTU KOMMNAHUMN.

Amutpun bypaa,
pyKOBOaumE’/\b ,[[enapmaMeHma HEBBLI}KL[MOCH’[LL’

— Bo BTOpOM monyroauu 2018 roga pabora JermapramMeHTa
HeOIBH>KHMOCTH BeJIaCh I10 HECKOJIBPKHU M Hal'[paBJ'[eHI/I-

aM. KomaHpa JleapraMeHTa IPOoA0JiKajia KaYeCTBeHHO
yJIy4IlaTh IIpHHaAIeKaIne KoMmaHuu 06BeKTHI B Omecce
U XapbKoBe. B 4acTHOCTH, B XapbKOBCKOM T1J «Mera-AH-
TOIIKa» MBI BHEPHIIH 6ojIee COBEpIIEHHYIO CHCTEMY yUeTa
3J'IEKTp03HepI‘I/II/I nu J:LPYI‘I/IX KOMMYHaJIBHbIX ycnyr; HpOBeJ'II/I
PEMOHT CHCTeMbI KOHJUIIHOHHUPOBAHMUS. DTOT 0OBEKT MBI
CYMTaeM OJHHM K3 CAMBIX [I€PCIIEKTUBHEBIX. B mIaHax
JlenaptaMeHTa B b/1rKarIIee BpeMsi BRIBECTH «Mera-AH-
TOILIKY» B XapbKOBe, IIJIOLIA/IBIO 7500 M?, B IM/IEPEL 110 IIPU-
BBITPHOCTH Halllero nopTdesst HeABMKKMOCTH.

o W i
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CoTpyZHHUKH [JlellapTaMeHTa JOOH/IKNCh HEMAJIBIX YCIIEXOB

Y B [IPUBJIEUeHHH HOBBIX aPEHAATOPOB, IIPEXK/e BCero,

B Ogiecce. C yBelMueHHEM PeKJIaMHOrO0 O10KeTa II0BBICH-
JIOCh KOJIMYECTBO 3asIBOK. UT06HI 3G PpeKTHBHO 06pabaThIBATh
JIAIBL ¥ KaYeCTBeHHO KOMMYHHULIMPOBATD C IIOTeHIMAJTb-
HBIMH apPeHJATOPaMU, Mbl BHeIPH/IX IIPOrPaMMY AJis
aHanu3a npogask AMO-CRM. 9T0 HaM ITOMOIJIO YBeTUYHTh

©
Dmitri Burda:
About Real Estate
Department

In May 2018, Dmitri Burda became the new «team
lead» of Real Estate department at RedHead. The
manager shared his first experience in the new
position, as well as his vision regarding the develop-
ment of the Company's real estate.

Dmitri Burda,
Head of Real Estate Department:

- In the second half of 2018 the work of the Real
Estate Department was conducted in several
directions. The team of the Department continued
to qualitatively improve the Company's facilities

in Odesa and Kharkiv. In particular, in the Kharkiv
shopping center "Mega-Antoshka" we have
introduced a more advanced accounting system

for electricity and other utilities; repaired the air
conditioning system. We consider this object as one
of the most promising. The plan of the Department
in the near future is to bring "Mega-Antoshku" in
Kharkiv, an area of 7500 square meters, to the lead-
ers in the profitability of our real estate portfolio.

Employees of the Department have achieved
considerable success in attracting new tenants,
especially in Odesa. The number of applications in-
creased with the increase in the advertising budget.
In order to process leads efficiently and communi-
cate with potential tenants at a high level, we have
implemented a program AMO-CRM for analyzing
sales. This helped us to increase the number of

" RedHead ne
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OMUTPUN BYPOAA — O AEMNAPTAMEHTE HEABUXWMOCTU

KOJIMYeCTBO 3aBeplleHHBIX CHe/I0K K JOBECTH 3aIl0IHS-
eMOCTb HalllUX IIOMeIlleHHH 10 97%. [I0JTHOCTBIO 3a-
[I0THEH apeHIaTOpPaMHu CKJIa/ICKOL KoMIlIeKc B Ofecce
mIomaznso 3500 M>. K maprHepaM RedHead mprcoennHu-
JIach BCeMUPHO H3BecTHas KoMmaHus Nordic Hamburg
Shipmanagement, KoTopasi 3aHUMAEeTCSI MEeHeIKMEeHTOM
MOPCKHX I'Py30BBIX CYZIOB.

OnHO¥ U3 JONTOCPOYHBIX IieJTel [lerapTaMeHTa SIBJIsIeTCs
CO3/IaHHeE HOBOM HJIEHTUYHOCTH 3TOT0 aKTHBHO Pa3BH-
BaloLIerocs oQHCHO-CKIAACKOro KoMIUIeKca B Omecce.
[InaHupyeTCs crenath ero 6oee OTKPBITEIM U MHHOBA-
LIMOHHBIM. [IOBBICHTH LIEHHOCTB 3TOT'0 IIPOCTPAHCTBA /IS
apeHIATOpOB. M, B 6IMsKaMIIMe 5-7 JIeT, IePeBeCcTH, Kak
MOKHO 6osiblIe 13 8 000 M? CKIAACKUX IIoIIamer Ha bo-

>KeHKO B OQ)I/ICHBIE, ooBeas UuxX CYMMaprIfI 06beM 10 75%.

completed transactions and to bring the occupancy
rate of our premises to 97%.

The warehouse complex in Odesa with an area
of 3,500 m2 is completely filled with tenants. The
world-famous company Nordic Hamburg Ship-
management, which is engaged in the manage-
ment of marine cargo ships, entered the partner-
ship with RedHead.

One of the long-term goals of the Department is
to create a new identity for this actively develop-
ing office and warehouse complex in Odesa. It

is planned to make it more open and innovative,
increase the value of this space for the tenants and
in the next 5-7 years transfer as much as possible
from 8000 m? of storage space to Bozhenko's of-
fice space, bringing their total volume to 75%.
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Nordic Hamburg —
HOBbIX NapTHep
JlenapTaMeHTa

He 4 BMY)KUMOCTMU

HoBBIM apeHATOPOM 0feccKoro 6usHec-LieHTpa Sun City,
HaXOAsIIerocst Ha ynuie boskeHKo, cTana KoMmraHus Nordic
Hamburg Shipmanagement. AreHTCTBO 3aHHMaeTCs ox6o-
POM SKHUIIasKeH [JIs1 MOPCKHX IPY30BBIX CYLOB, a TAKKe KOH-
CYJIBTHPYeT TeXHHYECKUH 1 KOMMePUeCKHH MeHeIKMeHT
IUIaBCPe/ICTB MHOCTPAHHBIX KOMITAaHUI. Ellle OHO HaIIpaB-
JIeHHe — KOHCY/IbTAalM K, CBSI3AHHBIE CO CTPOUTENTBCTBOM
CyZoB.

3a 11 JIeT HeMelIlKas KOMIIaHHU S [IOAHS/IACh 10 JIMAUPYIO-
KX ITO3ULIUH B JaHHOM HarpasieHuU. Nordic Hamburg
Shipmanagement pacrionaraer opricamu B lepMaHUH,
Kutae, l'oHKOHTe 1 YKparHe. Ofecca HCTOPUYECKH SIBJIS-
€TCS MOPCKMMH BOPOTaMH YKpPaKMHbI, UMEHHO I[I03TOMY He-
CKOJIBKO JIeT Ha3a/, KOMITaHH S OTKpbUIA 37,eCh CBOK QUIHAI.
OpHaKo MITAaT COTPYAHHUKOB CTPEMUTE/IBHO POC U CTapBIH
oduc yske He BMeIlaJl BeCh KOJ/IEKTUB. [1orozna rmoHamobu-
JI0Ch KOMITIAaHUM Ha ITIOMCK HOBOTO IIoMeIeHuUsi. CBOM BEIOOD
OCTaHOBH/IM Ha 6u3Hec-LieHTpe Sun City, KOTOPbIM BIajeeT
koproparus Red Head.

JupexTop omecckoro unuana Nordic Hamburg
Shipmanagement Mrops CAHYEHKO FOBOPHUT, YTO IAHHBIH
oduc BEIOpaIK [10 HECKOIBKUM IIPUYHHAM: «Ham 66110 HysKHO
KOMPOpMHOE nomeleHue nA0UA0bH0 CBblULE 700 KBAPAMHBIX Mempos,
8 KOMmMopom Mbl umeau bl nomenuuas das passumua komnaxuu. Euje
00Ho mpebosarue — nometueHue J0AKHO BMeWAMb CEYUANbHBLT
MpeHaep, HA KOMOPOM HALU MOPAKU MO2AU Bbl mpeHuposambcs,

Nordic
Hamburg
Ls a new partner

of the Real Estate

Department

Nordic Hamburg Shipmanagement has
become the new tenant of the Sun City
business center in Odessa located

on Bozhenko Street. The agency deals
with the selection of crews for cargo

ships as well as advising the technical

and commercial management of ships

for foreign companies. Another area

of expertise is consultations related to ship
construction.

Over the course of 11 years, this German
company has grown to a leading position in
this field. Nordic Hamburg Shipmanagement
has offices in Germany, China, Hong Kong,
and Ukraine. Odessa has historically been
Ukraine's gateway to the sea, which is why
several years ago the company opened its
branch there. However, with the staff grow-
ing so rapidly, the old office could no longer
accommodate the entire team. It took the
company six months to find a suitable new
location. They chose the Sun City business
center — owned by RedHead.

Igor SANCHENKO, director of Nordic
Hamburg Shipmanagement's Odessa
branch, has stated that this office was
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cosepuieHcmays caou NpopeccuoHanbHble HasblKLL. im0 onpedeauo Haut
8bibop». Y MHOTHX COTPYIHUKOB HEHOPMH POBaHHBIH IpaduKk,
[I03TOMY Ba>KHO 06€CIIeUT [J1s1 HUX KOMbOPTHBIE YCIOBHS
TPyZa U OTABIXA.

Cpenu ITpeHMyIIIeCTB Ilepee3sia B KOMIIAHUHU Takke OTMe-
THJIH XOpOIllee COCTOsIHHe IIOMeIlleHHUH, BBICOKUE yPOBEeHb

HX 00C/TIy>KMBAaHMUsI, JOCTOMHOE OKPY>KeHHUe, YXOSKeHHBIE
BHYTPeHHHI IBOP U yA0OHOe pacIonokeHHe. 3naHue odrca
HaXOJHUTCS HeIAJIEKO OT a9POIIOPTa, & HEKOTOPasi YIaIeHHOCTh
OT LIeHTPa ropofia 1o3BosieT u3berats poboK Ha JOPOrax.

Ho rnaBHoe, 110 cyioBam Mropst CaH4YeHKO, YTO I10C/Ie 3HAKOM-
cTBa c cobctBeHHUKaMu Red Head, pyROBOZACTBO KOMITAaHU U
YBHJIEJIO B THIIe CeMbU Bypaa HaZeKHBIX IIAPTHEPOB.

Y3Ke TI0C/Ie HeCKOIBKUX THe paboThl B HOBOM 3[JaHHH, CO-
TpyAHHKY Nordic I10 JOCTOMHCTBY OLIEHHIH OPraHH3aLHI0
OXpaHbl, TEXHUYECKOE U CAHUTAPHOE COCTOSIHHE KOMILIEKCA.
OTMETH/IH OHU U HAJTMYHe YI0OHOM [IapKOBKH /IS aBTO-
MoBuITen. «Cmoumoctb U ycA08us apeHobl NoOMeUeHULl TOAHOCHIbIO
CO0MBeMCMaYIIM yposHio npedocmasAIeMblX YCAY2, OHU ABASIOMCA KOH-
RypeHmHbLMU 049 0aHHO20 pelHka. Pabomas 30eck, Mol uyscrmeyem 3abomy
€0bCMBeHHUKO8 HedBLKUMOCMU» , — FOBOPUT Mrops CaH4eHKoO.

chosen for several reasons: "We needed
a comfortable space with an area

of over 700 square meters, which
would provide potential for adequate
development of the company. Another
requirement is that the premises should
accommodate a special simulator which
our sailors could use in order to improve
their professional skills. This led us to
our decision.” Many employees have an
irregular schedule, so it is important to
provide them with comfortable working
and rest conditions.

Among the advantages of relocation,
the company also noted the substantial
condition of the premises, the high level
of service, decent surroundings, a well-
kept courtyard, and a convenient loca-
tion. The office building is located near
the airport and reasonable distance from
the city center allows for the avoidance
of traffic jams. But the most important
thing, according to Igor Sanchenko,

is that after meeting with the owners

of RedHead, the company management
saw reliable partners in the Burda family.

After several days of work in the new
building, Nordic employees appreciated
the organization of security, technical
and sanitary conditions of the complex,
as well as the availability of convenient
parking. “The cost and terms of renting
the premises are fully consistent with
the level of services provided, they are
competitive for this market. Working
here, we feel that we are cared for by the
property owners”, says [gor SANCHENKO.
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HoBas nnatdopma
Smart Head

AENMUTbCA 3HAHUSAMU, BAOXHOBAATb APYT APYIFA VU MOBbIWATb MPO®ECCUOHAJIbHbIN
YPOBEHb KOMAHAbI — TAKYIO LLEJIb NTOCTABWJIN B REDHEAD JIETOM, A Y)XE YEPE3

NAPY HEAE/Ib CTAJIO U3BECTHO O 3ANYCKE HOBON UH®OPMALMOHHOW NJAAT®OPMbI
SMART HEAD (4TO B MNEPEBO/AE C AHI/IMMCKOIO O3HAYAET «YMHAS FOJIOBAN®).

TEMNEPb COTPYAHUKUN KOMMNAHUU COBUPAIOTCS B PAMKAX TPEHUHIOB U IEKLLUNA,
DENATCA UHTEPECHBIMU U BAOXHOBASAIOWNMUN UGESSMU, MONIE3HOW JINTEPATYPOMN

M MHOIMM APYIUM.
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K y49acTuio B TpeHHHTax Ha TeMy Professional komanga me-
HeJ>KMeHTa [IPUIIacy/a Tex, AJis KOTO 3T MepOIPUITHS
6bUIH 6BI MaKCHMaJIBHO Pe/IeBAHTHBIMHU . A IIEPBYIO JIEKLIHIO
B 3TOM HaIIpaB/leHHH I1poBes Bagum OpyoB. OH pacckasas
0 TOM, YTO IIOHSTHE «MeHeIKMeHT» MOXKHO PacCMaTpH-
BaTh, [10 KpaliHek Mepe, B Tpex acIleKTax — KaK HayKy U MC-
KYCCTBO yIIpaB/IeHHsI OPTaHH3aLMSIMU, KaK BUJ, JesTellb-

©
Smart Head:

the new platform

Sharing knowledge, inspiring each other and
improving the team professional level — such was
a goal set in RedHead in the summer, and already
a couple of weeks later it was reported the launch
of Smart Head communication platform. Now
Company employees gather within the framework
of trainings and lectures, share interesting and in-
spiring ideas, useful literature and many others.

-We launched the Smart Head communication platform
so that each of us could constantly improve professional
skills and derive inspiration for great achievements. All
events were attributed to two areas: Professional, which
dealt with professional growth, and Inspirational - meet-
ings where we derive inspiration, — said Vadim ORrLoV,
CEO of the Antoshka retail chain.

The management team invited those for whom
these events would be as relevant as possible to
participate in trainings on the topic ‘Professional’.
Vadim OrLov himself delivered the first lecture on
the topic. He reported on the concept of “man-
agement”, which can be viewed in at least three
aspects: as the science and art of managing orga-
nizations, as a kind of activity and decision-making
process in organizations, and as an executive office
to manage organizations. At the second training,
Vadim ORrLovV reported on communications, in par-
ticular, the culture of communication. Several prac-
tical tasks so fascinated the Corporation employees
that many of them looked at their oral and written
speech differently.
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HOBAA MIAT®OPMA SMART HEAD

Meponpuatuns

B dopmare Inspirational
(BAOXHOBEHME) OTKPbITDI
A8 BCEX XKeNatoLnx.

Pa3 B mecsLl, Mo NATHULLAM,
BCE, KTO MMeeT XenaHue
NoA3apaanTb «TBOPYECKYIO
b6aTtapenky», cobmuparoTcs

B KOHdepeHL-3ane

nan Kaoe.

HOCTH M ITpOLeCC IIPUHATHSA YIIPaB/IEHYECKHUX PGHIEHI/II;I

B OpraHM3allkAX, U KaK aIlllapaT YIIpaB/JIeHH OpraHU3alih-
amu. Ha BTOPOM TPEHHHTE OT Bamyrma OprioBA pedb I1o1lia
0 KOMMYHHKaIlMAX, B YaCTHOCTH, KYJIbType O6H.[eHI/IH.
Heckonpko IIPpaKTHUY€eCKUX 3aJlaHUH TaK YBJIEK/IHN COTPYAHH-
KOB KOpPIIOpallkK, YTO MHOI'He IIOCMOTPE/IH Ha CBOIO YCTHYIO
H IIMCPMEHHYIO pe4b HHa4de.

TeMma SIpocnaBa [opgENUYKA, PuHAHCOBOrO JripeKTopa Pos-
HUIIBL ¥ IuCcTpubyLIMHM, Ha3blBanach «OUHAHCHI A1 HedH-
HAHCHCTOB». SIpOC/IaB OOBSICHSII LeTalH 0OTYeTa O PUObIIH
U yb6BITKaX, a TAKKe [IOAUYePKHYI BaXKHOCTh POKYCHPOBKH
Ha Map>KUHAJIBHOCTH, KakK OTHOM M3 KJIIOYeBBIX ITIOKa3aTe-
ner 6usHeca. C HHTEpeCcoM ITPOIIa BCTpeya C PyKOBOAUTe-
JeM ferapraMeHTa E-commerce 1 MapKeTHHIA PO3HUUHOTO
6r3Heca Muxamnom CABEJIMYEM Ha OFHY K3 CAMBIX YaCTO
06Cy>KIaeMBIX TeM, ITOCBSIEHHYI0 MapPKETHHIOBBIM KOM-
MYHHKaLUSIM B COBpEMEHHOM pHTelie.

— Dma mema bbia 8bibpana cneyuanbHo, N0CKoAbKY 30eck Hacmo poskda-
10IMCA CNOPbL — KAKUE KAHAAbL KOMMYHUKAUUU UCNOAb3Yer COBPeMeHHbLIl
pumeiia, KAk 3mu kaHAAbL pabomarom, KaKue NAChL U MUHYCbI KAK0020
U3 Hux, — OOBSICHIUI 71eKTOp. — IIo3monmy 8 ceoeil Aekuul 5 8bl0eaun
MeopemuHeckyto 4acmb 10 KOMMYHUKAUUOHHOMY MUKCY, 4 MAKKe no-
deAuAca npakmuyeckum onblmom «AHMOWKU» U, 8 LeAOM, 10 COBpemeH-
HOMY pumeiiay .
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MeponpusTus B dopmare Inspirational (BmoxHoBeHuUe)
OTKPBITBL [JIS BCEX KeNaloMUX. Pa3 B Mecsll, 110 IATHHU-
IjaM, BCe, KTO MMeeT KeJIaHHe II043aPAAUTE «TBOPUECKYIO
BaTapefiky», cobHpaloTcs B KoHepeHII-3aje Wi Kade.
OnHO¥ K13 IUITAHUPYEMBIX BCTPeY SIB/ISIeTCS BRICTYIIIEHHEe
HR-nupexTop AHrensl [IoAAYBHOM C PacCKa3oM O KIIove-
BBIX KOHIIEIIIIUSIX, KOTOPBIE OHA y3HasIa B PAMKax 00yueHus
B YHUBepcuTeTe CUHIY/ISIPHOCTH (AMEPUKAHCKHU I YHHU-
BEPCUTET, U3YYAIOLIME BOIIPOCH Bymyiero Bo Bcex chepax
6r3Heca ¥ KU3HHU).

Y>Ke MOSKHO CI,e/1aTh BBIBOJ,, UTO JIEKLIMH OKa3aaKch 3pdex-
THBHBIMHU /11 MHOTHUX COTPYJHMKOB. [IpH 3TOM CIILKEPOM
MO>ET CTaTh KasKAbIM COTPYAHUK LIeHTPaJIbHOIo odrca. A
JJ1s Tex, KOMy HHTepecHa HOBasi HHPOpMaliys, HO He II0Jy-
YaeTcs IIPUHITH Ha JIeKIJUIO, OPTaHU3aTOPBI CODHPAIOT MaTe-
PHAJIB Ha KOPIIOPAaTHBHOM IIOPTaJIe B OTAe/IbHOM bI0Ke.

Yaroslav GORDEYCHUK, Retail and Distribution
Financial Director, reported on the topic “Finances
for non-financiers”. Yaroslav explained details of
the profit and loss report, and also emphasized
the importance of focusing on marginality as one
of the key business indicators. Participants had

an interesting meeting with Mikhail SAVELICH,
Head of E-commerce and Retail Business Market-
ing office. The meeting touched one of the most
frequently discussed topics on marketing commu-
nications in modern retail.

“This topic was chosen on purpose, as disputes often
arise here: what communication channels does modern
retail use, how do these channels work, what are the
pros and cons of each of them,” the lecturer ex-
plained. —Therefore, in my lecture [ highlighted the
theoretical part of the communication mix, as well as
shared the real-life experience of Antoshka and, in gen-
eral, on modern retail.

Events in the Inspirational format are open to all
comers. Once a month, on Fridays, everyone who
desires to recharge a “creative battery” gathers in
a conference hall or café. Meeting Angela Pod-
dubna, HR-Director, is one of the planned presen-
tation with a story on key concepts she learned as
part of her studies at the Singularity University (an
American university that studies the Future in all
business and life areas).

It is already clear that many employees liked the
lectures. Active discussions and selection of further
topics led the organizers to hold subsequent
meetings. In this case, every employee of the
central office can become the speaker. Organizers
accumulate materials in a separate block on the
corporate portal for those interested in the new
information, but unable to attend lectures.
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KOPMOPAL A REDHEAD MNOMOTIJIA CBOMM COTPYAHUKAM CAEJNIATb YYTb BOJIbLUE
DOBPA N OKA3ATb MOA[EPXKY TEM, KTO B HEV HY)XAAETCS. KOMMNAHUSA CTAJIA
NAPTHEPOM BJIATOTBOPUTEJIbHOM UHULUATUBDI OT «,OBPOBYTUK». B ®ONE
BU3HEC-LEHTPA SUN CITY PASMECTUJIN BOKC O/151 BEWEW, KOTOPbIE BMOC/IEACTBUM

NEPEAAJIN 0N BJIATOTBOPUTEJ/IbHbIX LLEJIEWN.
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YHHUKa/IBHOMY 6/1aTOTBOPHTEIEHOMY ITPOEKTY B STOM IOy
KICTIONHMJIOCH Y3Ke 5 J1eT. Hes 1oo6HOM aKLMK He HOBa
/151 eBPOIeICKUX CTPaH, OfHAKO B YKPaMHe aHa/IOTHYHBIX
IIPOEeKTOB Ha TOT [IepHOJi BpeMeHH He 6b110. M3Ha9aIb-
HO, 4TOOBI ITOHATD, Kak paboTaeT «Jo6pobyTHK», ITPOEKT
MO>KHO CPaBHHTD C MaTa3lHOM Belllel, B KOTOPBIH JIIOIU
6e3B03Me3/IHO IIPUHOCAT TOBAP. Yallle BCETO TAKKe Belllk
y>Ke OBUTH B [T0JIB30BAHKH, HO COXPAaHM/IHCh B XOPOIIEeM
COCTOSIHMH, M BJIaJie/IbIIaM y>Ke He HY>KHBI. [[pHHITUII
PaboThl JOCTATOYHO IPOCT: C OJHOM CTOPOHEI, UeJI0OBEK
MO>KeT ITPHOOPeCTH BellH II0 JOCTYIIHOM IieHe. A C IPYroHn
CTOPOHBI, IEHBI' Y, KOTOPBIE OH IIOTPATHUT B «[l06pobyTH-
Ke», IOM/IyT Ha 6/1ar0TBOPUTE/IbHYIO IIOMOIIb.

Ellle ofHUM HaImpaBieHHEeM ero PaboTEl SB/ISIeTCS Mepe-
Iiaya Beller B 671aroTBOpUTeNbHEIE GOHABL. ITO ObIIO
0Cco6eHHO 3aMeTHO M aKTyaJIbHO BO BpeMs Ilepee3/ia JIIofel
u3 30HBI ATO, KOT/Ia IIepecesIeHIIbl KCKPeHHe PaioBaIHCh
[10/1y4eHHOMY TeIlJIOMY CBUTepy. OfIHAKO U celuac COTHU
Jrofier 6e3 KpoBa UMEIOT BO3MOSKHOCTD ITOTTyYHTh IIOMOIIb,
6aromapst B3aUMOJIEHCTBHIO «[Jo6pobyTHKa» C IPYTUMHU
opraHusanusMu. OGHOM U3 KOTOPBIX U cTaia Kopmopa-

&
200 kilograms

of Goodness!

REDHEAD CORPORATION HELPED
ITS EMPLOYEES DO A LITTLE MORE
GOOD AND PROVIDE SUPPORT

TO THOSE WHO NEED IT. THE
COMPANY HAS BECOME A PARTNER
OF THE CHARITY INITIATIVE FROM
“DOBROBUTIK”. A BOX FOR THINGS
LATER TRANSFERRED FOR CHARITY
PURPOSES WAS PLACED IN THE
LOBBY OF THE SUN CITY BUSINESS
CENTER.

The unique charity project celebrates its 5
years anniversary. The idea of such an action
is not new for European countries, but there
were no similar projects in Ukraine at that
time. Initially, in order to understand the way
that Dobrobutik operates, the project can be
compared with a store of things where people
bring goods at no cost. Most often, such things
are already used ones, but they are in good
condition, and the owners no longer need
them. The principle of operation is quite sim-
ple: on the one hand, a person can get things
at an affordable price. And on the other hand,
the money that he/she spends in Dobrobutik
will be transferred to charity.

Another area of its work is the transfer of
things to charitable foundations. This was
particularly noticeable and relevant during the
relocation of people from the ATO area, when
settlers sincerely rejoiced at the warm sweater
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tunity to get help, thanks to the interaction of

they received. However, even now hundreds
of people on the pavement have the oppor-

Dobrobutik with other organizations. RedHead

g Corporation became one of them. The third di-

rection is the concern for the environment and
the ecology quality. This refers to the efficient
use of natural resources and the dumping of

Mbl COBPAJIN 184 KI' OAEXADI landfills from accumulation of textile debris.

Comply with statistic data, about one third
of things in our cupboard are unloved. They
Ezop T'pebeHHuK08 are almost never put on and, as a result, they

end their life cycle in the garbage can, thus
degrading the environment and bringing no
benefit to anyone. A similar fate usually awaits

unclaimed textiles — old bed linen, bedspreads

| NEPEAAAUM ‘Y OTAAAUM i HOCS HUKOMY T10/1b3bI. ITox0sKas cy/ibba 06BI9HO OKUIaeT and curtains, which gather dust in every home.
B B® «AEMOJib» B «AOBPOBYTUK?» | HA MEPEPABOTKY U HeBOCTPebOBaHHBIN TEKCTUIIb — CTapOe II0CTeIbHOe According to Yegor Grebennikov, the project
95,5 KIF — 52% ) \ 12,5 KI' — 7% \ 76 KI' — 41% 6enbé, IIOKPHIBAJIA U LITOPbI, KOTOPHIE IIBUIATCS B KAKIOM initiator, there are three options for realization
= ' i " mome. I1o cmoBaM HHHUIIMATOPA ITpoeKkTa Eropa I'PEBEH- as an alternative and more noble destiny for
HUKOBA, aIbTePHATUBHOL U 60lee 6/1aroposHOL cynp005 various things, for example, bed linen. Some
IUISL OfLeKAIBL WJTH, HAI[PHMeP, IIOCTeIBHOTO berbs, things can warm a homeless person; they can
MOJKET CTaTh ONMH U3 TPeX BADHAHTOB UX PeaJHu3aliu. also turn into technical fabrics when stuff-
Kakwe-To BeIlT MOT'YT COrpeTh 6e3J0MHOr0 UelloBeKa, ing mattresses, pillows, poufs and sofas. But
OHH TaKKe MOTYT IIPEeBPaTUThCA B TEXHUYECKHE TKaHH clothes in good condition may appear on the
R PARIIALT: JU1sl HaBUBKU MaTPacoB, MOAyIIEK, TyhOB U AHBAHOB. Dobrobutik shelf, and the money received
A ofexkzia B XOpoIleM COCTOSSHHUH MOSKeT 0Ka3aThCs from its sale would be transferred to support
Ha IoJIKe «JJo6pobyTHKa» 1 IeHbI' U, TI0JTyYeHHbIE 0T ee sick children.
rusi RedHead. TpeTsuM HarpaBieHHeM sIBIseTCs 3a60Ta IIPOKH, TIOM/IYT Ha ITOMOIIb 60JIBHBIM JETSIM.
06 oKpysKaloIIel cpefie ¥ KaueCTBe SKOTOrHH. HmeeT- The green container of the project "Things
CS1 B BUJY pallMOHAa/IbHOE HCII0/Ib30BaHH e [IPHPOSHBIX 3eleHBIN KOHTEeHHep IIpoeKTa «Peui, sKi foromara- that Help”, intended for collecting things, was
PecypcoB U pasrpysKa CBaJIOK OT CKOIIEHH S TeKCTUJIBHO- I0Thb», IpegHa3HAUYeHHbIH 15 cGopa Bellell, HeCKOIBKO in the lobby of the building for several weeks,
ro Mycopa. HeJle/Ib HaxoAuIcs B Golie 34aHNA, KOTOPBIM BefaeT which the RedHead Corporation is respon-
koproparus RedHead. CoTpynHuKY KoMIIaHUY U ellle sible for. Employees of the Company and
ITo cTaTHCTHKe, OKOJIO TPeTH Belllek B HalIMX MKadax gIB- HECKOJIBKO COTEH Ye/IoBeK, paboTaroMUX Ha IIpeIIpH- several hundred people working at enterprises
JISIFOTCSE HeMOOMMBIMHE. X IPakTHYecKy HUKOI/A He Ha- STHSX, ApEH/IYIOIIHX [TIOMellleHHs B OHM3Hec-IleHTpe that rent premises in the Sun City Business
b IeBaloT U, B UTOTe, OHU 3aKaHYMBAIOT CBOM KM 3HEHHBII Sun City, MOIJIM IPHUOBIIUTECS K aKLIUU U OCTaBUTh Center could join the action and leave things
6 IIUK/I B MYCOPHOM 6aKe, yXy/IIasi 3KONOTHIO U He ITPU- Bellll B KOHTeLHepe. in the container.
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200 KUNOTPAMM AOOBPA!

AtnHa Bebewko

— O0Hoii u3 yeHHocmetl, Komopble Hecem Haula Kopnopayus,
asasemcs 3aboma. IToamomy, koeda K Ham obpamuAucs Hauu
dasHue dpy3bs u napmrepbL, Ml ¢ y0080ALCMBUEM OMKAUKHYAUCH
HA UX npedAosKeHue U C02AACUAUCH NOCMABUIMb BOKC 8 Hauem 30a-
HUU, — PacCKa3bIBaeT MeHeIKep 10 00yIeHHUIO U Pa3BU-
THI0 AHHa BEBELIIKO, MHUIIUATOP [TpoeKTa. — Boaee mozo,
HALWU COMPYOHUKL HACIMOABKO B0BAEKALCH 8 AKULLKD, 4ITI0 MONPOCUALL
npodaumy 6aazomeopumensHblii npoexm. K 6okc 01 seueli sepHya-
¢ 8 doiie 80 8mopoli pas.

B mepBEIit pa3 60KC YCTaHOBHIIU B 6M3HeC-IleHTpe

B HIOHE, TOI/Ia COTPYAHUKH ITPUHECTH OKOJIO 70 KHJIO-
IPaMM OZeXAbl. Y>Ke BO BTOPOK pa3 KOHTeHHep I10CTa-
BHUJIU B CeHTs6pe. BUAMMO, ITOTOTOBUBIIHCE IIOTyY-
IIe ¥ ITepebpaB JoMa HEHYsKHBIE BeIlH, COTPYAHHUKH
mpruHecny 6oJiee 120 KMJIOTPaMM TeKCTHIISL. OBIIMEH Bec
COOpaHHBIX Bellled COCTABHI I10]] 200 KUIOIpaMM!

— Hauwa cembs cobpana 5 60Abuilx naxemos seujell, — pac-
CKa3bIBaeT COTPYOHUK JellapTaMeHTa JUCTPUOyLIT
EneHa. — Bo-nepsvix, mbl bblau padst nposecmu doma 2eHepanbHyto
ybopky no wragam. Bo-emopbix, padsl, Uimo 3mu 8ewu He 0mnpasm-
¢ 8 mycop, a notidym Ha xopoutee deno. ITocae 3moii akyuu £ cmaaa
HeMHO20 BHUMAMeAbHEe OMHOCUMBCA U K 0Kpyskatouseli cpede.
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AET:

QcnTe
HE BelK

AnHa Ilodonpuzopa

KoopouHatop mipoekTa AHHA [10[,0TIPUT OPA BEICOKO OLie-
HMUJIA aKTUBHOCTB COTPYAHUKOB RedHead. Cama fieByIIKa
npuexana B Opeccy B 2014 ropy u3 JloHerka. Hekotopoe
BpeMsi paboTaa BOJIOHTEPOM, a II0C/Ie — BO3IJIABHIIA
671aroTBOPUTEIBHBIH ITPOEKT. I10 ee CJI0BaM, K I1006-
HOM JIesITe/IbHOCTH €€ TOJIKAeT MUMIIY/IbC, II0/1y4eHHbIN

0T yBH@HHOI'0 BO BpeMs IIOMOIIM IepeceieHaM. «Kakue
661 mbl 6AG20 He NOAYHAN, HYSKHO YMerb UML RAHECMBEHHO pac-
NopSsKAMbCA, 4mobbl OHU NPUHOCUAU N0AB3Y» , — CUUTaeT AHHA
I[TogonPUroPrA.

“One of values that our Corporation bears is Care.
Therefore, when our long-time friends and part-
ners turned to us, we gladly responded to their
proposal and agreed to put boxes in our building,”
says Anna Bebeshko, Training and Develop-
ment Manager. — Moreover, our employees were
so involved in the action that they asked to extend
the charity project. And the box for things returned
to the lobby for the second time.”

For the first time, the box was placed in the
business center in June, then the staff brought
about 70 kilograms of clothing. For the second
time, the container was installed in September.
Apparently, having prepared better and sorted
out unnecessary things at home, the staff
brought more than 120 kilograms of textiles.
The total weight of the collected items was
under 200 kilograms!

— Our family has collected 5 large packages of
things, - says Elena, employee of the Distribu-
tion Department. “Firstly, we were glad to have an
overall cleaning in cupboards. Secondly, we are glad
that these things will not go to the garbage, but will
be directed to good. After this action, my attitude to-
wards the environment became a little more careful.”

Anna Podoprigora, Project Coordinator, highly
appreciated the activity of RedHead employ-
ees. The girl herself came to Odessa in 2014
from Donetsk. For some time she worked as a
volunteer, and after that she headed a charity
project. According to her, she is pushed to such
activities by the impulse received from what she
saw when helping the settlers. “Whatever ben-
efits you get, you need to be able to properly
manage them so that they bring benefits,” says
Anna Podoprigora.
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CaMbin HacblweHHbIX TYp FBN

CelbMOI MeKIyHaPOIHBII

Typ FBN YKpaunHa B cepe-
IOuHe ceHTsA6ps B Bapcero-
He cobpas 53 y4acTHHUKA

1 OKa3aJics ocobeHHO
HaCBIIeHHBIM IPKUMHU
BCTpPeYaMH C MCIIAaHCKUMU
CeMeHHBIMH KOMIIaHHUS-

MU, JUCKYCCHAMH O MoJe-
JISIX TIOBeAEHH I CEMBU IIPU
CMEeHe ITOKOJIEHUH U BO3-
HHUKHOBEHHH TPYL[HOCTefI
BeJeHHU s busHeca.

HaCTpaI/IBaTBCH Ha ak-
THBHBIE€ HeCKOJIBKO [LHEI;I,

HadvaJIx CO BCTPEYH B PO-
CKOLITHOM oTesie Majestic,
IIe TPAgULIMOHHBIH «KpyT
IOBEepHsI» II03BOJIHII I10-
3HAaKOMHUTBCSI C HOBBIMH
yYaCTHHUKAMH U IIOfIeTUTh-
Cs BAXKHBIMH HOBOCTSIMHU.
OTenb NPUHAAIEKUT
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cembe Soldevila-Casals ysre
B TPETheM IIOKOJIeHUH .
YyTh [O3Ke IPOM301IIa
BcTpeya ¢ CEO KOMITaHHH.
Malco Par oTKpBIIa MHOTO
JeJITUKaTHBIX MOMEHTOB
I10 YIIPaBJIeHHIO 613He-
COM ¥ BHYTPHCEMEHHBIM

pereHUsIM. CoBCTBeHHH-
KU yKPaMHCKHX CeMeHHBIX
KOMIIaHHUH ITIOCMOTPeTH
Ha UCTOPHIO 3TOM CeMbHU
I71a3aMU MeHefKepa, KO-
TOPBIN T71y6OKO IIOHKUMAaeT
LIeHHOCTH CeMbH 1 FOTOB
6BITh CEHCUTHUBHBIM.

The most
saturated
FBN tour

The seventh international tour of FBN Ukraine
in the middle of September in Barcelona
gathered 53 participants and turned out to be
especially rich with vivid meetings with Spanish
family companies, discussions about the family
behavior patterns during a change of genera-
tions and difficulties in running a business.

To be tuned for the active few days, it was
started with a meeting at the luxury hotel
Majestic, where the traditional "Circle of Trust"
allowed to meet new participants and share
important news. The hotel is owned by the
Soldevila-Casals family in its third generation.
A little bit later there was a meeting with the
CEO of the company. Malco Par has opened
many delicate points on business manage-
ment and family-based solutions. The owners
of Ukrainian family companies looked at the
history of this family through the eyes of a man-
ager who deeply understands the values of the
family and is ready to be sensitive.

The next day, the guests were hosted by Mango
Corporation - one of the leaders of the fashion
industry, operating in 109 countries in the world.
The Spanish fashion brand was born in 1984 in
Barcelona, where the headquarters of the com-
pany are still located. The company, founded

by brothers Isak and Nahman Andik, quickly
gained popularity, today the stores are open in
107 countries, and their number is more than

111



CAMbIN HACBIWEHHDBIN

L

pocpeccop JIkoH Pw(am pa3sobpan keiic

KomnaHuu Mango omucmopuu C030aHuA

TYP
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Ha cnemyromtuii feHb

rOCTel IpHHsIIa KOpIIopa-
LKt Mango — OAMH U3 JIU-
IlepoB UHIYCTPHUU MOJIBL,
paboraromias B 109 cTpa-
Hax MHUpa. McraHckun
6peH[T MOITHOM OJIE&KABI
ponuiics B 1984 romy

B BapcenoHe, rae u o cen
JeHb HaXOJUTCA IITab-
KBapTHpa KOMIIaHUH.
KomMmaHus, OCHOBaHHAs
6paTpsimu McaakoMm u Ha-
XMaHOM AHJIIKOM, OYeHb
6pIcTpO Habpana momysap-
HOCTbB, CETOJHS Mara3HHBbI
OTKPBHITEL B 107 CTPaHaX
MHPa, a UX KOJIMYeCTBO
6ornee 2 400. Mango —
BCEMHUPHO U3BEeCTHBIHN
6peH C CAaMBIM KPYITHBIM
IOU3aHEePCKUM LIEHTPOM

B EBporie. MomnjHocTH
IIPeAIIPUATHS U CMOIJIN
OLI@HUTb FOCTH BCTpe-

YU, IPUHHUMAaJI KOTOPBIX
nu4vHo Mcaak AHguK. OH
niposes pasbop mmpobieM,
KOTOPBIe cer4ac periaeT
CeMbsl, 3T UCTOPHUS I10-
3BOJIMJIA KasKIOMY T'OCTIO
[IPUMEPHUTH Ha cebst Mo-
JleJIv pellleHMs. Pa3roBop
0 Mango Ipofo/KUICS B
CTeHax OJHOM M3 JIyYIlHX
B MHpe bapceroHCKOE 613-
Hec-mKojbl IESE. Yke Tam
rmpodeccop [I>KoH PUKapT
pa3obpas Kerc KOMIIAHUH
OT UCTOPHUH CO3JaHUS,
yepes rofbl MaKCHMMaJlb-
HBIX YCIIeXOB, 10 CErofi-
HSIITHUX HOBBIX pellleHUH
U BBI30BOB.

2,400. Mango is a world-famous brand with the
largest design center in Europe. The capaci-
ties of the company were able to be appreci-
ated by the guests of the meeting, who were
personally received by Isak Andik. He conducted
an analysis of the problems that the family is
solving now; this story allowed each guest to
try on a solution model. The talk about Mango
continued within the walls of one of the world's
best Barcelona business school IESE. Already
there, Professor John Ricarte disassembled the
company's case from the history of creation,
through years of maximum success, to today's
new solutions and challenges.

This was followed by communication with a
great family company - pharmaceutical concern
Uriach. Hospitable Joaquin Jurich, a representa-
tive of the fifth generation of the family and the
president of the board of directors of the ESADE
business school, spoke about the company's
history and important decisions that the family
made over 180 years to successfully manage
this business. While tour through the plant the
library particularly impressed, where several
generations of the family collected old books

on medicine. Another meeting of that day was
Cobega Corporation, the largest Coca-Cola bot-
tler in Europe. The tour participants met with
Alfonso Libano, a third-generation representa-
tive and the main owner of the corporation,
learned how his grandfather's family — the
teacher Libano — was able to build such a
large-scale business and tasted new drinks that
Cobega masters.

On the last day of the event, FBN Ukraine
participants arrived in Codorniu, the oldest
winery in Catalonia, a family business that has
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Tocmu nobviaau 8 cemeliHoll Komnanuu —
papmauesmuveckom roHuepHe Uriach.

Ha 3kerypcuu moskHo bb1A0 y3Hamb 06 ucro-
puL KOMAAHUL U 8AKHBIX PEUIEHUSX, KOMOpble
cemba NPUHUMAAG HA NPOMAKeHUL 180 A,
Mmool ycneuwHo ynpagaames 3mum busHecom

[lanee riocjiiegoBaJio
obIeHMe € IPeKpacHOHN
CeMeHHOI KOMITaHUeH —
dapMalleBTUYeCKUM KOH-
uepHoM Uriach. T'octenpu-
MMHBIH JKaryuH IOpud,
[IpeCTaBUTeb [IITOr0
[IOKOJIEHUSI CeMbH U IIpe-
3UJeHT COBeTa U PEeKTOPOB
6usHec-1Konsl ESADE
pacckasan 06 uctopuu

KOMIIAaHUHM U BasKHbIX pe-
IIEHUSIX, KOTOPBIE CEMbsL
[IpUHUMAJIA Ha IIPOTS-
SKeHHUH 180 JIeT, YTOOBI
YCIIEIIHO YIIPABJISITh 3TUM
6r3HEeCOM. IKCKYPCHS I10
3aBOJy 0COGEHHO BII€YaT-
nuia 6UbIH0TeKOoM, Iae
HeCKOJIbKO IIOKOJIeHUH ce-
MbH coOpaiu CTApUHHBIE
KHUTH 110 MeJULIMHe,
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been leading its history since 1551. The company
is still run by family members. One of the own-
ers — Maria Del Mar - a representative of the 18t
generation! “Codorniu wine cellars are amazing.
The scale of the family is no less striking, in which
more than 600 relatives should be able to agree
on the future of their company,” says Vladislav
Burda, FBN Ukraine President.

On this day, another important meeting took
place - the ex-mayor of Barcelona, Jordi Hereu,
gave an energetic presentation to the guests
about the changes in the city over the past

5o years and the need to look at the modern city
as a set of development projects. For example,
many were surprised by the information that
one of the most famous tourist attractions in
Spain, Sagrada de Familia, would pay the city
government 36 million euros for building without
permission! Payments to the budget will go more
than 130 years after the church was built without
any permission from the city authorities...

A last visit was to the family jewelry company
Tous. The creators of the brand and business, Sal-
vador Tous and Rosa Oriol, are still involved in the
company's activities, although one of their four
daughters has already become a president, and
two more lead by the company's departments.
Tous is rapidly developing its network, 280 new
stores in dozens of countries over the last three
years were opened, and actively cooperates with
the Swiss investment fund, which bought a 25%
stake from the family.

From the entertainment program, the forum
participants remembered most of all the “Grand
Flamenco Show", which took place in the Palace
of Catalan Music.
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Eme onHa BCTpeva 3To-

0 JHS — KOPIIOPaLIKsI
Cobega, kpynHeHAmui

B EBpore 6oTTnep Coca-
Cola. YyacTHUKH Typa
BCTPETH/IKCh C AJTbHOHCO
JIubaHo, mpeACTaBUTEIEM
TPeThero MOKOIEHUS 1 OC-
HOBHBIM CO6CTBEHHHUKOM
KOPIIOpALIMH, Y3HATH, KaK
CeMbsI ero AefyIKH —
yaurens JInbaxo cMoria
IIOCTPOMTB TAKOH Mac-
mTabHbI 6U3HeC U IIpo-
IeryCTHPOBAJIN HOBBIE
HaIUTKH, KOTOPBIE OCBAH-
BaeT Cobega.

B mocnenHUM JeHb HBEHTA
ydacTHHUKHU FBN YkparnHa

IIpHeXa/It B CTaperIIyIo
BUHOenbHIO KaTaToHUU
Codorniu — ceMerHoe
IIpefIpUsiTHe, Begyllee
CBOIO KCTOPHIO C 1551 FOZA.
KoMmaHuew 10 CHX [OP
PYKOBOISAT YjIeHbl CEMbH.
OpHa u3 Baajenul, — Ma-
pus Jenp Map — mpezcra-
BUTeJIbHUIIA 18-T0 I10-
KoJeHus! «BuHHble nodsaasbl
Codorniu nopaskatom macumab-
Hocmbio. He meHblie nopasxkaiom
u macwimabel cembl, 8 KOMopoil
6GoAbluLe 600 podcmBeHHUK08
doAskHbt cymemp do2080pumbcs
0 bydywem caoeil Komnanuu» , —
pacckasbIBaeT Ipe3sHeHT
FBN YkpauHa Binagucias
Bypma.
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B 3TOT IeHb ITpoHr30ILIa
ellle OffHa BasKHasl BCTpe-
4a — 3KC-M3p bapcenoHsl
JKoppu 2pey BBICTYIIHII
Iepef, FOCTSIMU C SHep-
TUYHOM IIpe3eHTallen

00 M3MeHeHHUSIX B roposie
3a [oC/IeJHHE 50 JIeT U He-
06XOAMMOCTH CMOTPETh
Ha COBpeMeHHBIH ropof,
KaK Ha COBOKYITHOCTb
IIPOEKTOB I10 Pa3BUTHIO.
Tak, HampuMep, MHOTHX
yOUBHIa UHQOpMaL U

0 TOM, YTO OJHA U3 CAMBIX
H3BeCTHBIX TYPUCTUYECKUX
JOCTOIIPUMeYaTeIbHO-
cred MUcnanuu — Sagrada
de Familia Bernatur
TOPOJICKOH BJIACTH 36 MHII-
JTMOHOB €BPO 32 BefleHHe
cTpouTennscTBa 6e3 paspe-
meHus! BeIiaTel B 6107
SKeT IIOCTYIIAT bosiee ueM
4epes 130 JIET I10C/Ie TOTO,
KaK I1epKOBb Ha4a/IH CTPo-
UTh 6e3 BCSIKOTO paspelle-
HUS OT BIaCTeH ropoja...

N CEPTHDHKAT

AKe-map Bapcenonst SKopdu dpey
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CAMbBIN HACBHIWEHHBIN TYP

B 3aBepIIeHUU COCTOSII-

Cs1 BU3HUT B CEMeHHYIO
I0BEJIMPHYIO KOMIIAHHUIO
Tous. Co3maTenu 6peH-

Ia v busHeca CanbBazop
Toyc u Poca OpHos Bce
elle IPUHKUMAIOT y4acTHe
B IeSTeIbHOCTH KOMIIa-
HMH, XOTS IIpe3uIeHTOM
CTaJIa y>Ke OfHA 13 UX
YyeThIpex fo4epeH, a elle
JiBe — BO3IJIABJISIOT Jlerap-
TaMeHThl KOMIIaHHHU. Tous
CTpeMUTe/bHO pa3BUBaeT

CBOIO CeTh, OTKPBIJI 34 TPH

TIOC/IEHUX Tofia 280 HOBBIX
MarasuHOB B IeCATKaX
CTpaH, aKTHUBHO COTPYAHHU-
YaeT CO UIBEHLIAPCKUM HH-
BECTHIIMOHHBIM GOH/IOM,
KOTOPBIH BBIKYITHJI Y CEMbH
25% aKIINH.

U3 pasBneKkaTelbHON
IIPOrpaMMBbI Y4aCTHHUKAM
dopyma bosnbliie Bcero
3aIOMHMJIOCH «['paH/T
oy ®maMeHKO», KOTOpoe
COCTOSITIOCh BO IBOPLIE MY-
3bIKY KaTaJIOHHH.
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Kak npouwen

Cammut FBN B UTanum:
MUpoBble BpeHabl U NoYeTHbIe roCcTU

B OKTSABPE COCTOSIJICSl EXXETOAHbI CAMMMWUT FBN INTERNATIONAL. HAUBOJIEE
3HAYUMOE COBbITUE ACCOLLMALLUN CEMEMNHbIX KOMMAHWUW B 3TOT PA3 COBPAJIO
YYACTHUKOB B UTAJIUU. CPEAUN MECTHbIX MPEACTABUTEJIEN, KOTOPbIE MTPUHUMAU
YYACTHUKOB CAMMMUTA BblJIN: AZIMUT BENETTI GROUP, FRESCOBALDI, SALVATORE
FERRAGAMO, THE ZAMBON GROUP, BREMBO, ERMENEGILDO ZEGNA, LAVAZZA, MASERATI,
DAMIANI, CAMPARI, SDF, ABARTH U APYTMUE.
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TpaguunoHHO CAMMHT COCTOMT U3 IBYX YaCTer — BU3U-

Ta B KOMIIaHWH y4acTHHUKOB FBN U cobcTBeHHO dopyma,
IZie YieHbl ACCOLIMAllMK BBICTYIIAIOT U [/ TCS OIILITOM.

B M'Ta/ivK rOCTA MEPOIIPUATH S [IOCeTU/IU TPU KOMITAaHHUH

c 6boraToii UCTOpHeEL: IPOU3BOAUTES IOBeTUPHBIX H3le-
nuy Damiani, anKoronbHOro XonguHra Campari 1 MHpPOBO-
ro JIMfepa I10 ITPOM3BOACTBY TOPMO3HBIX AHCKOB Brembo.

MoIIHOCTH I0BeJIMPHOro TMraiTa Damiani pacronosku-
JIMCh B ropojie BaseHca, KOTOPBIH SIB/ISIETCS KIIACTEPOM
IIPOM3BOIUTeNeN YKpallleHU . br3Hec obbegrHsIeT 60
Mara3uHOB I10 BCeMY MHPY, UMesl 060POT 170 MU/UIMOHOB
eBpo. KoMIIaHHUsI CUUTAETCS HeIyOIUYHOM, [TI0OCKOIbKY

How was

the FBN Summit
in Italy: world
brands and
honored guests

In October, the annual FBN International
Summit took place. This time the most
significant event of the Association of Family
Companies brought together participants

in Italy. Among the local representatives
who hosted the Summit participants were:
Azimut Benetti Group, Frescobaldi, Salvatore
Ferragamo, The Zambon Group, Brembo,
Ermenegildo Zegna, Lavazza, Maserati, Da-
miani, Campari, SDF, Abarth and others.

Traditionally, the Summit consists of two
parts — a visit to the company of FBN mem-
bers and, in fact, a forum where members
of the Association speak and share experi-
ences. In Italy, guests of the event visited
three companies with a rich history: jewelry
manufacturer Damiani, alcohol holding
Campari and the world leader in the brake
discs production Brembo.

The capacities of the jewelry giant Da-

miani is located in the city of Valenza,

which is a cluster of jewelry manufactur-
ers. The business brings together 60 stores
worldwide, with a turnover of 170 million
euros. The company is considered to be non-




3HAKOMCTBO C MNPOBbIMW BGPEHAOAMMN
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Tonosa kHAa3a MoHako Anbbepa 11,
L320/MOBAGHHAA U3 YLCIMO20 30A0Ma

H“MeeT Hebo/IbIIOM ITPOIeHT aKIMH Ha PhIHKe. [ocTell
BCTpeyvat rpe3usieHT Damiani Group I'Bumo JlaMHaHU —
CobCTBEHHUK KOMIIAaHHUH B TPETheM ITOKOJIeHHH , KOTOPBIH
IIPOBeJI 3KCKYPCHIO. [OCTSM /TF060IIBITHO 6BIIO Y3HATS,

KaK OTOHPaIoT 6pH/UIHAHTEI, pabOTaIOT C OTPAHKOM U U3-
FOTaBIMUBAIOT CAMH H3/Ie/Hs. HecKoIbKO /1eT I0BeTHPHBIH
IOM COTPyOHHUYAET C AMEPHUKAHCKUM XYAOKHHUKOM Bappu
Bannom. OLHOM K3 CaMBIX SPKUX paboT 3Toro TaHzeMa
SIBJISI€TCSI M3ie/Ie B BUe TOJIOBBI KHS3S MoHaKo Anbbepa
II 3 yucroro 3os0Ta. Ha co3maHue fparoreHHOro 6rocta
110Tpe60BasIOCh 13 KUIOTPAMMOB 30JI0Ta M ThICSYa YacoB
pabotsl. Celuac MacTepa I0BEIMPHOIO JOMa TPYOSTCS

HaJl ITogo6HbIM U3BasgHUeM cB. MoanHa [1asia Il — mamsl
PHMCKOT0, KOTOPBIE 3aHKMaJI 3TOT IIOCT [I0 2005 Tofia. Kpo-
Me TOr0, YYaCTHUKH I106BIBAIH Ha 0CTpoBe MypaHo, Ize
KOMITaHUS, BRIKYIZIeHHast Damiani, Mpou3BOAUT U3eNUs
13 M3BeCTHOIO CTeKJa.

public due to small percentage of shares
in the market. The guests were met by
the president of the Damiani Group,
Guido DAMIANI, the third-generation
owner of the company, who conducted a
tour. Guests were curious to learn how to
select diamonds, work with cutting and
make the products in general. For several
years, the jewelry house has collaborated
with the American artist Barry BELL. One
of the most striking works of this tandem
is the product of pure gold in the form of
the head of the Prince of Monaco Albert
Il. It took 13 kilograms of gold and a thou-
sand hours of work to create a precious
bust. Now the masters of the jewelry
house are working on a similar statue

of St. John Paul Il - Pope of Rome, who
held this post until 200s5. In addition, the
participants visited the island of Murano,
where the company, bought by Damiani,
produces products from famous glass.

The second stop on the excursion route
was the factory of alcohol manufacturer
Campari. The company owns 14 factories,
4 wineries around the world and has its
own distribution network in 16 countries.
Gruppo Campari has more than 45 bever-
age brands in its portfolio. Businessmen
learned with interest about the history of
the brand. The owner is the son of a man-
ager who inherited the company from the
last owner, who did not have any physical
heirs. The current owner is a member of
FBN International, but currently he is not
sure whether he will pass on the business
by inheritance.
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CAMPAR

CAMPARI

drinkaware.co.uk | DRINK
e facts | RESPONSIBLY

BTOpHIM Ha MapIIpyTe SKCKYPCHH OBLIT 3aBOA, ITPOH3BO-
OUTeNs aJIKOTr o1 Campari‘ KommaHus BiageeT 14 3aBO-
JaMH, 4 BUHOZETBHSIMHU I10 BCEMY MUPY U UMeeT Cob-
CTBEHHYIO CeTh JUCTPUOYIIHUHU B 16 CTpaHax. B moprdene
Gruppo Campari 601ee 45 TOProBbIX MapOK HAITUTKOB.

BH3HeCMeHBI C MHTEPecoM y3HaIH 06 uctopuu 6peHpa.
BiazmenblieM sIB/ISIeTCS CHIH MeHesKepa, II0yYHBIIero
KOMIIaHHMIO B HAC/IeICTBO OT IIOC/IeHero X035MHa, y KOTOo-
poro He 6bU10 QU3HMUECKUX HACTeHUKOB, CyINeCTBYOIMIMI
BiIagenen BxoguT B FBN International, Ho mmoka He yBepeH,
6yzeT 1y epenaBath 6H3HeC 110 HACTEACTBY.
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3aBepUIAIONIUM MeCTOM, e IT0ObIBaIH YYaCTHUKM CaMMH-

~ Ta cTan 3aBop Brembo 110 POM3BOACTBY BHICOKOTEXHOMOTHY-
'me TOPMO3HBIX IMICKOB. 57-/I€THsisl KOMIIAHHS C TOAOBBIM
o6op0T0M 2,5 MIJITIMApZia eBpo MHTepecHa TeM, UTo 0bciy-
)KI/IBaET 10 KOHOMIEH «DOPMYTBI-1» U3 11 CYIIECTBYOMIHX,

a TaKe Bce prnHeumue MOTO ¥ aBTOTOHKH MHPaA. [laBHUI
mapTHEp Ferran [IPOU3BOSUT 70 MUJUIMOHOB TOPMO3HBIX

' JIKCKOB B LOJI. O,D;HaKO IJIaBHOE MX COLiHa/IbHOE JOCTHKEHHe
B TOM, UTO MeHe;bKMeHT KQMHaHI/II/I opHmHaano peanuso-

'_'Ban H,uelo TeXHOIrorm{eCKom HapKa

i

keapmupbl Brembo HaXo0UMCA mexHoAO2u4eCKLil napK, 8 KOMOpB
8x00um 50 Komnanuii eka4as Y Husepcumern Bepzamo u koHgedepa-
LU0 UMaAbSHCKoll npombluierHocmu Bepeamo. 3a 15 Aem, ¢ momenma
0CHOBAHUS NAPKA 8 HE20 BAOKUAL 100 MUAAUOHOB e8po» . K1est TIpH-

- HajiyIexkasia ocHoBatenio Brembo Ansbepty Bombacceri. Ero

n04b KpUCTHHA 3aHMMaeTCsl KOPIIOPAaTUBHOM COLHMATbHOI
OTBETCTBEHHOCTHIO. [0 ee c/I0BaM, 3a FOf| «KPACHBIH KHJIO-

'MeTp» MOCeMAIOT 450 THICAY 4eI0BeK. KomuuecTBo xe-

JIAIOLIMX OKA3aThCS HA ITOM TUIOMIAKE PACTET C KKIBIM

. romoMm. «Tak u3 6ecnonesHozo Kycka 3emau Ha Mpacce MOKHO 3a 15

/e U100 MUAALOHOB e8P0 COAQNMb U3OMUHKY, KOMOPAS y3Ke OKYnUAd

BC€ 8A03KeHUS, —ITPOJOJIKAET BraguciaB Bopncom/m —

3a 203 3!110 MecCImo npoe3>karm 100 MWIAUOHOB MAatuUH. I/I amo CLIMOE

; ﬂpKOE eneqamAeHue no aopoze u3 MuAaHa 8 Beﬂeuum» Rideitys

| 4N i . | 0

The final place visited by the Summit par-
ticipants was the Brembo factory for the
production of high-tech brake discs. The
57-year-old company with an annual turn-
over of 2.5 billion euros is interesting because
it serves 10 out of 11 Formula-1 stables, as well
as all the largest motor and auto races in

the world. Longtime partner of Ferrari, the
company produces 70 million brake discs per
year. However, their main social achievement
is that the company's management originally
implemented the idea of a technology park.

“They built a wall in the middle of a kilometer-
long road, painted it red and called Kilometro Ros-
s0,” Vladislav BURDA shares his impressions. —
“Behind this wall, in addition to the Brembo
headquarters, is the technology park, which
includes 50 companies, including the University of
Bergamo and the Confederation of Italian Industry
Bergamo. For 15 years, since the foundation of the
park, 100 million euros have been invested in it.”
The idea belonged to the founder of Brembo
Alberto BomBasseEl. His daughter Cristina

is involved in corporate social responsibility.
According to her, "red kilometer" is visited by
450 thousand people each year. The number
of people wishing to be on this site is grow-
ing every year. “So, from a useless piece of land
on the highway, it is possible to make a “highlight”
for 15 years and 100 million euros, which has al-
ready paid off for all the investments,” continues
Vladislav Borisovich. - For the year this place is
driven through by 100 million of cars. And this is
the most vivid impression on the road from Milan
to Venice."

After the visits to the enterprises, the
FBN International participants gathered
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I[Tocie BUSUTOB Ha IIPeIPUATHS yUaCTHUKHU

FBN International cobpanncs Ha KOHbepeHIIUH, IIe pa3bu-
PIHCh KEHChI U ITOJBOJUINCh UTOTH . JIyUIIIUM IIPe/iCTaBHU-
TejleM ceMelHOro 613Heca Ha3BaJIk OCHOBAHHYIO B 1901 FOLY
KOMIIAaHHUIO JIeATOCTUHH,, KOTOpast aKTHBHO paboTaeT

B 66 cTpaHax MUpa B chepax: U3[aTeIbCKOe [e/10, UTPhL

u yoryra, CMU 1 puHaHCH. B ocegHee Bpems 613Hec
IenaeT aKkLeHT Ha chepy MHTepTeHMeHT: CHUMAIOT KHHO,
BBIITYCKAKOT MY3bIKY H JJasKe IIPOM3BOLAT UTPOBBIe aBTOMAThI
IJ15 Ka3UHO. Harpany npefcTaBUTeIH KOMIIAHUH IOy H-
JTH 32 TO, YTO B TPETheM II0KOJIeHHH ITepen3obpenu 6H3Hec,

C KOTOPOFO HAYHWHAIH.
produce, also bg

HHTepecHHIM 6bII0 BBRICTYIUIEHHE [ISKOHA DIIKaHHA — BJIa-

BoicmynaeHue IesIblia IISITOH 110 BeIMYMHe CeMeHHOM KOMITaHUH Exor,
JIKOHA DARAHHA KoTopas mpousBofuT Fiat u Chrysler. JltobormsITHO, UTO
Performance JI>KoH 6BLT BBIOPAH CBOMM Je[lOM, ITOCKOJIBKY OTLIOB B «OYe-
of John Elkann penu» Ha 6H3HeC IPOIycKaoT. Jen [’KaHHU AHBeIITH ObLI

HEeKOPOHOBAaHHBIM KoposieM HMTa/IMK ¥ BBIAAIOLIUMCS IIPO-
MBIIUIEHHHUKOM. A 41-JIeTHHUH DJIKaHH 00JIbIlle U3BECTeH
HTaIbsHIIAM Kak Bazesnel] ¢yTbonsHOro xiyba «kOBeHTyC»
U aBTOMOOMJIBHBIX 6p6HLLOB. SIBHOM 3aciyrou J>koHa -
KaHHa CTaJIO IIPUBJIeYeHMe B KOMIIAaHHIO OJHOIO0 M3 JIYYIINX
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at the conference, where cases were sorted
out and summed up. The best representative
of family business was named a company
DeAgostini founded in 1901 and active in 66
countries of the world in the following fields:
publishing, games and services, media and fi-
nance. Recently, the business focuses on the
sphere of entertainment: they make movies,
music and even slot machines for casinos.
The representatives of the company received
the award for re-inventing in the third gen-
eration the business they started with.

Interesting was the performance of John
ELKANN — the owner of the fifth largest fam-
ily company Exor, which produces Fiat and
Chrysler. It is curious that John was chosen
by his grandfather, because fathers in the
“queue” for business are being let through.
Grandpa Gianni AGNELLI was the uncrowned
king of Italy and a prominent industrialist.

A g1-year-old ELKANN is better known to
Italians as the owner of Juventus football
club and car brands. A clear merit of John
Elkann was the attraction to the company of
one of the best CEOs in the automotive in-
dustry, Sergio MARCHIONNE, who successfully
repaid the 10 billion debt of the company and
acquired Chrysler. Summit participants asked
ELKAN: “What is the most important chal-
lenge for you now?". Without thinking, the
businessman replied: "As for my grandfather,
this is the appointment of an heir ..."

The responsibility of the FBN International
participants was also manifested in the dis-
cussion of environmental issues. For guests
of the Summit an unusual test was prepared,
after passing which a certain level in the
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context of the impact on nature could be got.
As a result of the game, it turned out that
businessmen are quite conscious: 40-45% of
them get to work by bicycle, but it turned out
that one of the participants uses a helicopter
for these purposes. The organizers did not
reveal his identity in the hope that he would
improve. But if this does not happen - they
promised to betray the public the name of the
lover of fast transfers. The best result showed
a young Swede. However, they decided not
to award him, but the mother of a conscious
young man. She was thanked for the proper
upbringing.

The Summit ended with a gala dinner and a
carnival in Venice. “We can definitely say that
this event set a record for the saturation of the
program — we all wanted to see and hear, and the
pauses for transfers in the bus were filled with
heated discussion of the lessons learned. So, for ex-
ample, we suddenly discovered that the gondoliers
have all the hallmarks of a family business and con-
tinuity. A total amount of 433 gondoliers in Venice
work for one company and know each other very
well. This craft is inherited and it is assumed that
the gondolier will work all his life in this profession,”
shared Vladislav BURDA.

THE PARTICIPANTS LEFT,

AND THE ORGANIZERS

BEGAN TO PREPARE FOR THE
NEXT MEETING. THE EVENTS

OF THE 30TH ANNIVERSARY OF
FBN INTERNATIONAL PROMISE

TO BE HELD QUITE LARGE-SCALED.
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YYACTHUKU PA3DBEXAJINCDb, A OPFTAHU3ATOPDI YXXE NPUHANINCD TOTOBUTbCA K CJZIEAY-
IOWEMY COBPAHUIO, KOTOPOE COCTOUTCS B UHANWU. MEPOMPUSATUSA 30-Y TOAOBLLMU-
Hbl FBN INTERNATIONAL OBEWAIOT NPOWUTU AOCTATOYHO MACIUTABHO.
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