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HOBOCTWM ACCOUMALNIN

VITOFVI KOHKYPCA POPAI RUSSIA AWARDS 2018

24 anpensa cocTosaslacb LepPeMOHUSA Harpa>kaeHumda
14-ro KoHKypca POSM u in-store KOMMYHUKauumn
POPAI RUSSIA AWARDS 2018.

B aToM roay B KOHKYypcCe npuHano ydacTtue 425 pa-
60T OT 64 KOMNaHW B 25 HOMKUHaLUMaX. COCTaB »opu
B 3TOM roay TOXe BneYyaTAsoWwmm - npeactaBuTenm
6onee 80 KOMMaHUIM - BpeHabl U puTenn, 25% 13 HMx
BOLLW B YMC0 »XIOPW NEPBbLIM Pa3.

Mpencepnatenb xtopw JlilogMmnna Mopo3oa (Hecr-
ne Poccunq) nogeena Utoruv KoHkypca: «2017-11 66171
7151 HAC HAChILLIEHHbBIM 1 KPaHe MHTEePECHbLIM rogoM!
3a naedamit MHOro rnpPoAeaHHoOM PaboThl, J1YYLLIas
YaCcTb KOTOPOM Obl/1a MNpPEencTaB/eHa Ha BbICTAaBKE.
b5e3yc/ioBHO, Mbl BCE KOHKYPUPYEM MEXOY COOOM,
XOTUM ObITb JIyYLLE, KPpeaTusBHee, uHTepecHee. Ho
npexxne BCero Mbl — e4MHOMbILLIZIEHH MK »

HoBble HOMUHAUWK 3TOro roga - «J1y4ywmm npoekT
B 06/1aCTV KaTEropuUMHOro MeHeg)xXMeHTa» 1 «llpe-
nakuW» - NPeaCcTaBMAM OYeHb MHTEPECHbIE MPOEKThI.
OueBUAHO, YTO 3T HanpaBeHus OyayT CUNbHO pa3-
BMBaTbCHA B BNMKalLlee BpemM4.

MapTHepoOM HOMMUHauum Concept B 3TOM rooy
cTana komnaHuga MARS, 6peHa M&Ms, Ha BbicTaBKe
OblN0 NpeacTtaBneHo 33 paboThbl, NPOU3BEeAEeHHble
KOMMA@HUAMK - yyaCTHMKaMK Accoumaumy no ogHo-
My obLleMy 6pundy.

MNpwn3 B HOMUHaUMmM POSM roga no Bepcum Accouna-
L POPAI nonyumna «MannetHaa KOHCTPYKLUMS MOTO-
Umkn gna opeHaa William Lawson’s» komnaHum El Paco.

OTOoenbHO Tak)Xe CTOUT OTMEeTUTb «Mera-3oHy
Milka LLlane», KoTopas nony4dmna npms B HOMUHaL MM
«dwn3anH roga» 1 «ManneTHbl gucnnen huggies Elite
Soft Kongacka», koTtopbi nonyunn Fpan-Mpu. Obe
paboTbl NponsBedeHbl KoMnaHmen DDA.

MHOOPMALUMOHHbBIV BIONTNTETEHb

CBOMM BMeyaTneHmemM o npowenuwem POPAI
AWARDS 2018 nopenuncs oavH W3 4Y/1eHOB XKKIPpu
EreHu Kyxtuukun, Groupe SEB: «B 2017 rogy s
rOBOPUJT YYACTHUKAM O HEOOXO4MMOCTM [Pa3BMBATh
digital HanpaBaeHve, S BbIPa)<as MOXKEIaHNe, UTO
AaHHass HOMUHAaUMS OOJIXHA ObiTb MPEeACTaBIEHa
ropasfqo bosiee LUINPOKUM CNeKkTpoM paboT. bosiee
TOro, 4ro digital cTaHer HeoTbLeM/IeMOL YaCThO JIH-
60ro NPoeKTa, NPoLecca, aKkTUBHOCTIM - MOTUBALIMH,
rnpomo, posm u 1.4. B 2018-m 9 66171 MpusaTHO VAMB-
JIEH TeM, CKOJIbKO paboT coaepxasin B cebe auji-
XMUTaA/T M UHTEPAKTMB, WIPOBYHK COCTABJ/ISIOLIYIO.
[loy 3TOM oYeBuAeH TPeHd Ha 3HEKTUBHOCTL pe-
LUEHUST M KITMEHTOOPUEHTUPOBAHHOCTh - CTREMIEHME
He MPOCTO CAENATh YTO-TO IPKOE M 6ECKOHEUYHO Kpa-
CUBOE, @ MOJIE3HOE U MPUMEHMMOE Ha AaHHOM KOH-
KDETHOM PbIHKE, A/19 AGHHOIO K/AMEHTa, C YYETOM ero
rnoKynaresiev, naollagen, 6roaxera v rnp. 3170 cambiv
pPaBUIbHbIV 1 €ANHCTBEHHbIN MY Th K YCNEexXy - MOHM-
MaHMe CBOEro K/IMEHTa W Pa3BUTHE ero O13HeCcax.

MpoekTtbl-no6egutenn POPAlI AWARDS 2018
http://popai-awards.ru/winners

BnarogapuM naptHepoB kKoHkypca POPAI RUSSIA
AWARDS 2018:

30/10Tbl€ CITOHCOPbI:

3A COMPOSITES, LG ELECTRONICS, NESCAFE,
PUBLIC TOTEM, Seven, VIRTU

CepebpsiHble CMTOHCOPbI:

CHEP,CMS,CORALGROUP,DDC,LBLMARKETING,
OKTOPRINT SERVICE, TTG

CnoHcopbl:

Inscom Solutions, RedinDesign, HAMM

FeHepanbHbIN TEXHNYECKUM NapTHepP -
Group

MapTHep No akKTUBALMOHHOMY MapKeTuHry - Unite

Interactive
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PbIHOK PEKJIAMHbIX MATEPVNAJ10OB
B TOUKAX MPOOAX (POSM). UTOI'N 2017 TOLA.
NMEPCMNEKTUBDbI 2018-2019 I'T.

3aBepLUeHO eXXerogHoe uccniegoBaHue Accouuaumm «MapkeTuHr B putenne» POPAI Poccusi U areHTCcTBa
INFOLine «PbIHOK peK/aMHbIX MaTepuManoB B TOUKax npopaxk B Poccuu: ntorn 2017 r., nporHosbl Ha 2018-2019 rr.».

OCHOBHOW 330a4emn 1CCcnenoBaHya aBAAeTCA KOMMIEKCHOE U3yYeHre POCCUMCKOrO PbIHKA PeKNaMHbIX MaTepma-
noB B Toukax npodak (POSM), ero CTpyKTypbl, TEHOEHLMM U MePCREKTMB Pa3BUTVS 019 NOBbILLEHWS MPO3PadYHOCTM
1 npuBnekaTensHOCTK oTpacan POSM. PesynbtaTbl MCCNegoBaHMA MCNOMb3YOTCS YYaCTHMKaMK PbiHKa B Ka4ecTBe
MHCTPYMEHTa 0149 MNOBbILLIEHNA 3DHEKTUBHOCTU TEKYLLEW PAabOThl U CTRATEMNMYECKOrO MAaHMPOBaHMS B3Heca.

B 2017 r. B paMkax nccaegoBaHusa Obl1o MpoBeneHO aHKeTUMpOoBaHMe U MHTePBbIOVMPOBaHWe 65 nponssogute-
nenm n noctaswmkoB POSM 1 ycnyr TexHundyeckoro mepdeHgan3nHra (70% pbiHka POSM), 6onee 100 Bnagenb-
LeB 6peHnoB (Ao 60% ToBapHOro pbiHKa) 1 6onee 60 Toprosbix ceten (00 40% PO3HUUHOIO PbIHKA).

PbIHOK POSM: CTPYKTYPA, OMUHAMUKA U NMPOIMHO3bI

Mo utoram 2017 r. o6beM pbiHka POSM 1 ycnayr TexHu4yeckoro MepudeHpamsvHra B Poccuy coctaBun
32 Mapa py6. ¢ yyetom HOC, 4to Ha 7% Bbille ypoBHA 2016 1. [1ng cpaBHeHWSA: 060POT PO3HMYHOM TOProBAM B
2016 1. B OEHEXHOM BblpaKeHnu BbIpOC Ha 5,2%, a pbIHOK In Door peknambl - Ha 7%.

Onpoc NOCTaBLUMKOB B OTHOLLUEHUWN OXUOAHUM OMHAaMUKK 0ObeMOB NPOoadaK Nokasas, yto B 2018 r. oHw nna-
HUPYIOT POCT npogdax Ha 13% no cpasHeHuto ¢ 2017 . B paMKaxX 3KCMepTHbIX MHTEPBbIO YYACTHUKM PbiHKA
oTMeYyanun, 4to pocT npodax B 2018-2019 rr. 6yneT npeumMyLLIecTBeHHO CBA3aH C yBen4YeHMeM KonmyecTBa
KoMMNaHwu-3aka3umkoB POSM, B TO BpeMa Kak pa3mepbl 6togxetoB Ha POSM coxpaHAaTca Ha ypoBHe 2017 1.

CornacHo nporHosy INFOLine, chopMnpoBaHHOMY MO pe3yibTaTaM KOMMMEKCHOro aHanm3a pPbliHka 1 onepa-
LIVIOHHOW OeATENbHOCTM €r0 YHYACTHMKOB, @ TaKXKe aHKETVPOBaHMA NpeacTaBuUTENEen KPYMHEWLLIMX 3aKa34MKOB U
Toproebix ceten, B 2018-2019 rr. TeMnbl pocTa pbiHka POSM 1 yCnyr TEXHUYECKOro MepyeHaan3rHra B JeHex-
HOM BblpaxKeHny CoCcTaBaT 8-9%.

PucyHok 1. O6beM pbiHka POSM v ycnyr PucyHok 2. InHamumka pbiHka POSM, pekiamMHoro
TexHM4Yeckoro MepdeHgamsunHra PO, PblHKa 1 060POTa PO3HUYHOW TOPIOBMN,
mapa pyo6. ¢ yyerom HLAC % K npeq. roqy
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2014 2015 2016 2017 2018* 2019* 2014 2015 2016 2017 2018* 2019*
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H MoctaBku POSM u3-3a pybexa W Tex. mepyeHAansuHr u npoyme POSM
¥ NocroAHHoe obopyaosaHue H fonrocpoyHsie POSM B PbiHok POSM M PbiHoK In Door peknambl M O60pOT PO3HUYHON TOProB/M
B KpaTtkocpoyHble POSM * inHamuka, % (np. wkana)

UcmouHuK: pacyemol INFOLine UcmouHuk: pacyemel INFOLine, AKAP, ®CIC

Ha pblHKe HabnogaeTca coxpaHeHre OONroCPOYHOM TeHOEHUMM YBeNMYeHNS 0ObeMOB 3aKa30B PekaMHbIX
MaTepuanoB M3 KAapTOHA, YTO CBA3AHO C WX HW3KOW CTOUMOCTbLIO, BbICOKOW CKOPOCTbIO M3rOTOBAEHUA, Nerko-
CTbKO MOHTa)Ka W yTunmsaumm. Takxe cneaoyeTr OTMETUTb 3apOXaOatoLLYytocs B Poccry TeHOEHUMIO MCNONb30Ba-
HWS 3KONOMMYHbBIX MaTeEPKManoB 1 POCT NONYNAPHOCTU 3KOAM3aMHa, YTO OBYCMNOBMNO YBENVYEHME KONMYECTBA
3aKa30B Ha OONrocpoYHble POSM 1 NOCTOAHHOE OBOPYOOBaHME M3 OPEeBECHbIX MaTepManos.

B cTpykType pbiHka POSM Poccum B geHEXHOM BblpaxkeHu B 2017 1. Ha A0 POCCUNCKMX MPOV3BOANTENEN
M MOCTaBLIMKOB Npuxoannoch 6onee 86%. Ha nMnoptHble POSM npuunock okono 13% pbiHKa B OEeHEXXHOM
BbIDaXKEHWM, MPUYEM MX 00N OEMOHCTPUMPOBANA TEHOEHUMIO K CHUMXKEHWIO. OCHOBHOM 06beM MUMNopTa npu-
LLIeNca Ha O0J0 MeXXOyHapOoOHbIX Bnagenbues OpeHaoB, B MepByO ovepelb B cermeHTax fashion u luxury. B
cpegHecpoyHow nepcnektmnBe INFOLIne nporHosnpyeT coxpaHeHre TeHOeHUMM coKpalleHna goan MMnopTa
Ha pbiHke POSM, Tak Kak POCCUNCKME MPOW3BOAUTENV CMOCOOHbI pa3pabaThiBaTh W BbiMyCKaTb BbICOKOTEX-

2 | Ne18 6/18



MCCITEOOBAHWME PbIHKA

HONOrNYHbIE MHHOBALMOHHbIE PeLleHns, YTO Moka3bliBatoT exerogHo nposogumble POPAI koHkypcbhl POPALI
RUSSIA AWARDS, a BHegpeHue MHHOBaLUWM Ha pbiHke POSM orpaHunymBaeTca B MepByto odepenb MVHAaHCOBbI-
MU BO3MOXHOCTAMM 3aKA34YMKOB 1 COCTOSHMEM TOPIOBOM MHMPACTPYKTYPbI PUTENNEPOB.

PucyHok 3. lNMpownseonctso POSM B Poccum PucyHok 4. IameHeHMe CTPYKTYPbl mocTaBok POSM
B OEHEXXHOM BblpaykeHumn, mapg py6. ¢ yyetom HC Ha pbIHOK Poccun, %

30 14% 100%
12% 12%
2 * 80%
2 ® 10% & 10% " 0% 10%
8% 60%
15
6% 400%
10 e —
B
20%
) . ._ -
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2014 2015 2016 2017 2018* 2019* 2014 2015 2016 2017 2018* 2019*
¥ KpatkocpodHble POSM ¥ fonrocpodtbie POSM ® MoctaBku POSM u3-3a py6Gexa M Moctasku POSM poCCUIICKOro Mpon3BoAcTBa
W O6opyaoBaHue ¢ AnHamuka, % (np. WwWkana)
UcmoyHuk: pacyemol INFOLine UcmoyHuk: pacyemsol INFOLine

O6beM npounssoactTea POSM poccunckmnmMm komnaHmnamm B 2017 1. npeBbiCyn 23 Mapag pyo., 4To Ha 7% 6onbLue
uem B 2016 I mpuryeM B CTRPYKTYPE BbIMyCKa Ha KPAaTKOCPOUHbIE MaTepuanbl npmuxoamnocb 0o 40% Ha gonro-
cpouHble POSM - go 35%, a Ha Hanbonee gMHAMUYHO Pa3BMBAOWMMNCS CErMeHT MOCTOSHHOro HpeHanpPoOBaH-
HOro obopynoBaHuga - 6onee 25%.

nonyndPHOCTb U SOPEKTUBHOCTb PA3JIMYHbLIX BUOOB POSM

B 2017 r. Hanbonee yacTo BNagenblbl 6peHO0B U PO3HUYHbIE TOProBble CETV 3aka3blBasli KPATKOCPOUHbIE U
ponrocpoyHbie POSM, 1 Ha 2018 1. onpoc gepxaTtenew 6io0xXeToB He NPOA4EMOHCTPUPOBA 3HAUMMbIX M3MeHe-
HUWM B NNaHax 3aka3zoB POSM no BugaM. MNMpr 9TOM KOAMUYECTBO 3akKa3uMKOB, KOTOPbIE MIaHMPYIOT pa3MelleHue
3aka30B Ha NocTosHHOEe obopynoBaHye B 2018 1., BepodTHee BCEro, BhblpacTeT.

C y4yeToM MOBbILLEHWA 3HAYMMOCTU Takoro TpeboBaHna K POSM, Kak NpocToTa COOPKU, 1 B YCIIOBUAX OMNTU-
MU3aumy 6oaoxeTtos, B 2018 I CyLECTBYET PUCK COKPaLLEHWA KONMYeCcTBa KOMMaHWM, 3aka3blBatoWMX YCAyr
TEXHNYEeCKOro MepueHgan3mnHra, oCobeHHO cpeny 3akKasunkoB C HEDObLLVMK BoOXKeTaMu.

PucyHok 5. [JepykaTtenu 6t00XeToB: pa3MeLleHre PucyHok 6. [Jepxatenu 610a)KeTOB: pa3melleHmne
3aKka30B Ha pa3nuyHble Buabl POSM B 2017 1., % POSM no kaHanam npogax B 2017 1., %
100% 93% 88% 100% 91%
80% 80% 68%
60%
60% 60%
40% 40% 32%
25%
~ - ._
0% 0%
KpaTKoCcpouHble [onrocpoyHble MocTosHHOe TexHnuecknii ToproBble TO4KM Toprosble TO4KN HoReCa Cdepa ycnyr
POSM POSM obopysoBaHue MepyeHAaN3NHT coBpemeHHoro TPaauLMoHHOro
dopmara dopmarta
UcmouHuK: pacyemsi INFOLine UcmoyHuK: pacyemei INFOLine

Pa3BuTMe COBpPEeMeHHbIX (hOPMaTOB TOPIOBAM OKa3blBaeT onpegenstollee BnmsaHmne Ha pblHOK POSM Kak ¢
TOUKW 3PEHNA €r0 EMKOCTU M OMHAMUKK, TaK M Ka4eCTBEHHbIX MapaMeTpOoB, KOTOPbIE B 3HAYMTENbHOM CTeneHu
CBA3aHbl C MAPKETUHIOBOW CTpaTermem TOproebiX ceten. BBoa NATbIOCTaMU KPYMHEWLLMMY TOPTOBbIMU CETAMM
3a 2015-2017 rr. 6onee 9 MH KB. METPOB HOBbIX TOProBbIX Maolanen (bonee 25 ThiC. HOBbIX Mara3vHOB) AB-
NgeTca MOLHbIM APanBEPOM POCTa 3aka3oB Ha POSM B MU3MYECKOM BbIPaXEHMM Kak CO CTOPOHbI BAagesb-
LeB 6peHOoB, Tak U CO CTOPOHbI TOProBbIX ceTen, onda npoasuxeHna CTM 1 NpoMoaKLMM, a Takxke B pamMkax
COBMECTHbIX akumi. Mpun aToM nocTaBLMKK POSM CTankmBatTCa € NpoOaeMom CHMKEHUS MaPMXMHANbHOCTM
M JaBeHns Ha cebeCTOMMOCTb B YCNOBUAX YBeNnMyeHns oobemMa 3akazoB POSM npu HeM3MeHHbIX WY COKpa-
LLAIOLLMXCH BIOOMKETaX 3aKa34MKOB 1 CPOKOB MCMOMHEHMS MPOOEKTOB.

B Xoge aKCnepTHbIX MHTEPBbBIO 3aKa3unKy OTMETUNM PacTyLLee BNMSHME TOProBbiX ceTer Ha ahdOeKTUBHOCTb
POSM 1 0603HauMAN, 4TO Hambonee addeKTUBHbIMKM A9 yBENVYeHa 00beMoB Mpodaxk aenatotca POSM, pac-
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NONOXEHHble B HEMOCPEOCTBEHHOW O/IM30CTM OT MecTa pa3MeLleHns ToBapa B TOProBOM 3as1e M 30H JIoKanu-
3aUMK NpoMonpennoxeHuy (MoKM B TOProBOM 3ase, Nasiy1eThbl B MPOXOA4ax, HanoAbHble gUChnen v CTOMKY, a
Tak)Ke TopLueBble 30HblI cTennaxewn). PacwupeHne rncnonb3oBarHna POSM B 30Hax NanieTHOro oopmMaeHmns
npv UX NOOTBEOXAEHHOW 2MMEKTUBHOCTU OrPaHNYMBAETCH BbICOKOW CTOMMOCTbLIO UX pa3MelleHrd, yCTaHan-
NIBaeMoW TOProBbIMU CETAMMU.

PucyHok 7. depatenn 6toaxeToB: pasMelleHne POSM no 30HaM TOProBoOro 3asna U oueHka mx ahdeKTUBHO-
cTn B 2017-2018 rr.,, %

100% 100%

80% 78% 80%
60% 60%
54%
459
40% 78% 82% 2B 40%
62% 69% 60% 62% 0. 599%
55 /0 ° 490/0 480/ 4 °/
20% O 43% 46% 20%
0% 0%
Monku B8 Toprosom 3ane  HanonbHble aucnaen Topuesble 30HbI Nannetsl, Mpukaccosas 30Ha BxopHas v BUTpMHHaA BakBonAbl, rOoHAONbI,
cTennaxem B T.4. NPOMOOCTPOBA 30Ha shop-in-shop ut.a.
nT.A.
M 3akasbl POSM B 2017T. M 3aka3bl POSM B 2018 . (nporHo3s) — OueHKa 3pdEeKTUBHOCTH 30H

UcmoyHuk: pacdemel INFOLine

TEXHONOIMNMYECKME TEHOEHUMN M MHHOBALUU

K Hanbonee nepcnekTUBHbIM HanpaBieHnaM pa3sutg POSM Bnagenblbl 6peHaoB OTHOCAT peanv3aumnio npo-
EeKTOB C Mcnosb3oBaHreM digital 1 soft TexHonoryi, a Takxke BHeapeHre BbICOKOTEXHOMOMMUHbLIX U MHHOBALMOH-
Hbix POSM ¢ NpUMEHEHUEM UHTEPAKTUBHbBIX 3N1IEMEHTOB U raaykeToB. [1pn 3ToM y nocTtaBlimkos POSM B 2017 T.
KapaMHanbHO M3MEHWIAChk OLUeHKa NepcrneKkTUBHbIX HanpaBaeHUn pas3BuTa Br3Heca: BMeCcTo BHeapeHus digital
1 BbICOKOTEXHONOMMYHBbIX POSM hokyC B CTpaTerrsax CMecTUNCa Ha KOMMEKCHYIO peanm3aumio MNpoeKToB W3-
rotoBneHmns POSM 1 paclivpeHme acCopTUMEHTHOro NpeaaoeHna 1 noptdens 3aka3oB POSM B HM3KOM Le-
HOBOM CermMeHTe. VI3MEHEHMA B OLEHKaxX CBA3aHbl C ONpeaeeHHOoro poaa pasodapoBaHeM NPOM3BOANTENEN B
OTHOLLIEHMI POCTa CMNPOCa Ha BbICOKOTEXHOAOMMUYHbIe POSM B yCIOBMAX CTarHaumm OI0O»KETOB W HEQOCTAaTOUHO
BbICOKUM, MO MHEHWIO 3aKa34MKOB, KOSIMPULMEHTOM pe3ynbTraTt/3atpaTsl Takmx POSM no cpaBHeHuio ¢ Bosee
OelleBbIMU TPAAVLUMOHHbBIMK. [TocTaBLwKK B 2017 1. OTMETUAM POCT MHTEpPEeCa CO CTOPOHbI 3aKa34MKOB K MCMNOSb-
30BaHMIO OTHOCUTENBHO MPOCTbIX MHHOBALUMOHHbBIX TEXHOAOMMI, B MEPBYIO OYepelb CBETOBbLIX V1 MHTERAKTUBHbIX.

PucyHok 10. BocTpeb0BaHHOCTb MHHOBALIMOHHbIX 2/1EMEHTOB 1 TeXHONOrMM B chepe POSM B 2018 1, %

100%

86%
80%
64% 61%
60% 51% 52%
40% 32% 34%
27% 26% 27% 30%
20%
m .
o _ _ [ —-
CseToBble  MHTEpaKTMBHble QR -Kkoapl 3ByKOBblE Cneunanunsu- Apoma- Cuctembl MpoeKunoHHbIe NFC -
TEXHONOTUM  TEXHONOTUKU moaynu posaHHoe MO TeXHONOrnm aHanmsa TexXHoNormm TexHonornm
nokynart.
noseaeHuna
MocTtaBwmkm POSM: poct B 2018. Jepxatenu 6roaxketos: poct B 2018 .
M MocTaswmkn POSM: BocTpeb6osaHHOCTb B 2017 T. B [lepxartenu 61o0a:keToB: BocTpeboBaHHOCTL B 2017 T.

UcmoyHuk: pacyemel INFOLine

[MpW 3TOM OQHOW M3 BaXKHbIX TEHOAEHUWMI Ha pbiHKe POSM aBngeTcda NnocTeneHHO PacTyLLMI MHTepecC 3akas-
UMKOB K C/TOMHbBIM BbICOKOTEXHOOMMYHBIM U MHHOBaUMOHHBIM POSM ¢ ncnonb3oBaHuvem digital TexHonoruy,
KOTOPbIN, OgHaKO, B HACTOALLMM MOMEHT Peako TPaHCOPMMPYETCH B MIaTeXecnoCcobHbIM cnpoc. Mo AaHHbIM
onpoca NOCTaBLUMKOB, HAPSAAY C MHTEPAKTVBHbBIMY TEXHOAOIMAMM Hanbonee akTUBHbIM POCT CAPOCa OXMaa-
eTCHa Ha CUCTEMbI aHanM3a NOKYNaTeNbCKOro NoBeaeHs, Cneymanm3npoBaHHoe NporpamMMHoe obecneyeHme
1 NFC-TexHonormm.
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MCCNELOOBAHWME PbIHKA

B 10 Xe BpemMa oxxunaaHma 3akasumkoB POSM no paclmpeHnio BOCTPebOBaHHOCTY MHHOBALMOHHbIX 31eMeH-
TOB 1 TexHonormm B cdhepe POSM ropasno KoOHCepBaTMBHEE OXXMOAHUM MOCTABLUMKOB. HecMoTpsa Ha oueBna-
HbIM POCT MHTEPeca K MHHOBaUMOHHbIM POSM, MO OCHOBHbIM HaNpPaBNEHUAM OXMOAETCA HE3HAUMTEIbHOE yBe-
nnyeHme BoCTpeboBaHHOCTK. KOHCepBaTVBHAA MO3MLMS 3aKa34MKOB, TOMIbKO NWLLb AEKNAPUVPYIOWMX MHTepeC
K BHEeOPEHUIO MHHOBaLWM, 0OOYCNOBNEHa TeM, UTO MHHOBaUMOHHbIe POSM nopoxe TpaovuVOHHbIX, 3aMeLleHue
TPAOVLMOHHbBIX pPeLleHny BbICOKOTEXHOMOMMUYHbIMY TPpebyeT NOATBEPKAEHMS X SDDEKTUBHOCTU, @ TAKIKE Ha-
nnymeM psaaa orpaHndeHny No PasMeLLEHMIO COMXHbBIX TEXHONOMMYHbIX POSM B TOProBbIX CETAX.

JINOEPBI HA PbIHKE POSM U YCNYT TEXHUYECKOIO MEPYEHOAN3UNHIA
1o cocToAHMIO Ha Hadano 2018 r. B Poccunin HacumTbiBaeTca 6onee 100 3HauMMbIX KOMAaHKMIM, CReumanm3npyto-
LLMXCS Ha Npowm3BoacTBe M noctaBkax POSM (Bbipyyka oT npogakvt POSM 1 yCcayr TeXHUYECKOro MepyeHaoan-
3nHra 6onee 100 mnH py6. 6e3 HOC B ron).
Cneunanuctamum INFOLine, npu hopMMpOBaHMK penTmHra npomnssognTenemn 1 noctaslmkos POSM, ncnonb-
30BaH KOMMIEKCHbIV aHanm3, BKAOYatoLWMy ciegytolme cocTaBnstoLme:
1. OueHka obbeMa busHeca (BblpyUuki) KOMMNaHUM B cdhepe nponssonctesa POSM.
2. OueHka oxBaTa BbIDOPKIM 3aKa34ukoB (KOIMUYECTBO 3aKa34uKOB, KOTOPbIe paboTasiv ¢ NnocTaBLUMKoM B 2017 ).
3. OueHka yooBneTBOPEHHOCTV paboTom nocTaBLvkoB B 2017 . (MO pe3ynbrataM Onpoca 3aka3ykoB).
4. OueHKa YypOBHS y3HaBaeMOCTV MOCTaBLUMKOB (MO pe3ynbTraTaM Onpoca 3aka3ukoB).
Ona oTpaxeHs PbIHOYHbBIX MO3ULMM KPYMHENLLMX KOMA@HUM Ha OCHOBAHWM 3aHVMaeMbIX VM MECT B PeNTUH-
rax No OTAesIbHbIM CErMeHTaM PbIHKa MOCTPOEH MHTEerpasnbHbIM PEVNTUHI NPOoU3BOAUTENEN 1 NOCTaBLUMKOB POSM.

PEUTUHI MOCTABLUMKOB POSM U1 YCNYT TEXHUYECKOIO MEPYEHOAWN3UHIA
Mo NTOFAM 2017 .

MecTa B peMTUHrax no cermeHTamM pbiHKa

MecTo 1 Ha3BaHMe KOMNaHUKU
o KpaTkocpoyHble JlonrocpoyHble MocToAaHHOE TexHU4YecKui
B UHTErPaNbHOM PEUTUHTE POSM POSM obopypoBaHue MepyeHAan3nHr
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EXPERIENCE IS EVERYTHING:
HERE’S HOW TO GET IT RIGHT

ObecrieybTe BbICOKOKIACCHbIVM  KIIMEHTCKUMA  OMbIT, U
BaLIN KIMEHThl 6yayT rMoKynatb Yy Bac 60/blUe TOBaPOB
v YCayr, 6yayT 0S/IbHEE K Baller KOMAaHW1 1 6yayT pe-
KOMEH/JOBaTk BAC CBOMM APY3bsM. [TpekpacHO! VIMeHHO K
ATOMY CTPEMSTCS BCE KOMMAHMM Ha PbIHKE. HO noyemy mbi
BUAMM CTOJIBKO [Pa304YapOBaHHBLIX K/IMEHTOB? DTO MOXKHO
OOBLSIICHUTH HECOOTBETCTBUEM KITMEHTCKOIO OfbITa OXMAA-
HUAM MOTREOUTENIEN., KOMMIAHMN PAaCXBAIMBAKOT MOCIEA-
HUE TEXHOJIOMMM 1 PEKIAMUPDYIOT MOAHBIV AN3AVIH, HO HE
006pPALLAIT BHUMAHMS UTN HE BK/I&AbIBAOT CLEACTBA B Ca-
MbI€ BaXKHbIE aCreKThbl KITIMEHTCKOrO OfbITa.

VI3 yero Ha camMoM [esie CKA3AbIBAETCS MOSIOKUTESIbHbIV
KIIMEHTCKuL ornbiT? CKOPOCTbL OOC/IYXUBaHMS. Y 10OCTBO.
[locieqoBaTesibHOCTh M MOCTOSIHCTBO BO BCEM. [Job6poxe-
J1IaTe€/IbHOCTb. V1 camoe r/iaBHoe - 4es/10BeYeCKn hakTop,
7.€. hOPMUPOBAHNE PEATIbHbBIX OTHOLLIEHMN C K/IMEHTaMMU
yepes KMCrosib30BaHMe TEXHOI0MMKM 4715 MNOBbLILIEHNS -
DEKTHUBHOCTIM HE/IOBEYECKOIrO OOLLEHMS M CO34aHME He-
06X0aMMbIX PabOYMX YC/AOBUK A7 COTRYAHUKOB, YTOObI
OHU MOI/IM OPUEHTUPOBATLCS HA K/AMEHTE WU MOCTOSIHHO
MOBBILLATE K@YECTBO OOC/IYKUBAHMS.

JI0SI/IbHOCTD  K/ITMEHTOB K  KOHKPETHBIM PUTEMIENAM U
6peHaamM, TOBaPaM 1 YCTPONCTBAM, NMOCTOSHHO EMOHCTPU-
PYIOLLMM BbICOYAMNLLIEE KAYECTBO W CO3AAHOLLIMM MUHNMAE b=
HbIV YPOBEHK CTPECCA U MPOBSIEM, PACTET C KaXKAbIM rO4OM.

Baiua 3a0a4a - mCrio/ib30BaTk HOBbIE TEXHOIOMMM LEese-
HarnpasAeHHO 4/15 TOro, YTobbl MOBbICHUTE 3(DBHEKTUBHOCTL
YE/TIOBEYECKOIrO OBLLIEHMS, CHU3UTH HEYNOBIETBOPEHHOCThH
KJIMEHTOB M OQHOBPREMEHHO MOOUIM30BATHL COTLY.AHUKOB.

6 TAKEAWAYS TO GUIDE YOU

6

The price premium is real — and it’s big.

The payoffs for valued, great experiences are tangible: up to a 16% price premium on products and ser-
vices, plus increased loyalty. In return, among U.S. consumers, there’s a sharp increase in willingness to give
up personal data: 63% say they'd share more information with a company that offers a great experience.
Bad experience is driving customers away — fast.

You won't have many chances to get it right. One in three consumers (32%) say they will walk away from a
brand they love after just one bad experience. This figure is even higher in Latin America, at 49%.
Companies need to get the must-do’s right.

Speed, convenience, helpful employees and friendly service matter most, each hitting over 70% in impor-
tance to consumers. Those who get it right prioritize technologies that foster or provide these benefits
over adopting technology for the sake of being cutting edge.

The employee experience is the cornerstone.

Human interaction matters now — and 82% of U.S. and 74% of non-U.S. consumers want more of it in the future.
Regardless, the technology supporting human interaction must be seamless and unobtrusive across platforms.
Give up generational fixation.

What matters most to all generations surveyed holds true for Gen Z, too. But what passes for speed and
knowledge to Gen Z might be different. Instant is expected. Convenience — seamless transition from tablet
to smartphone to desktop to human — is a baseline expectation.

Experience is the strategy.

54% of U.S. consumers say customer experience at most companies needs improvement. That’'s quite an
experience gap.

Ne18 6/18
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THE IMPLICATIONS ARE SIGNIFICANT

There is a formula for getting it right. The right culture, new ways of working and empowered talent are key
to unlocking revenue opportunities through better experience. But technology alone won'’t cure what ails cus-
tomer experience.

Doneright,technologycanhelpcompaniescreatephenomenalcustomer experiences and reap the resulting
benefits: 82% of the top-performing companiesreport paying close attention to the human experience around
digital andtech.

* Your customers have demands. They aren’t what you think. Technologies and improvements that in-
crease speed, convenience, friendliness and knowledge — core demands of consumers — are openings for
companies to improve how people interact with, embrace and spend with theirbrand.

* Customers generate revenue. Employees drive the experience. Reduce friction for consumers and em-
power employees to bring higher customer satisfaction, resulting in more forgiveness if things go wrong.
This may require new ways of working, more focus on the employee experience and a sophisticated view
of the human-and- machine relationship in customerexperiences.

* Technology isn’t the final solution, it’s an enabler. Companies won’t be able to solve their customer ex-
perience problems with technology alone — it’s just the enabler. Focus on experience to realign priorities.
Great employee experience brings stronger, smarter, more innovative ideas, which will drive future business
and superb customer experience.

Methodology

PwC surveyed a representative sample of 15,000 people from 12 countries, via an online survey and in-field
interviews; 4,000 respondents were from the U.S., the remaining 11,000 were from a sampling of countries]
around the globe.

INSIDE THE CUSTOMER EXPERIENCE DISCONNECT
Good customer experience leaves consumers feeling heard, seen and appreciated. It has a tangible impact
that can be measured in dollars and cents.

* 73% of all people point to customer experience as an important factor in their purchasing decisions. Yet
only 49% of U.S. consumers say companies provide a good customer experience today.
* 43% of all consumers would pay more for greater convenience; 42% would pay more for a friendly, wel-
coming experience. And, among U.S. customers, 65% find a positive experience with a brand to be more
influential than greatadvertising.

Figure 1: Customer experience helps people decide between buying options

2% i
Canada 65/0 .
§ /5% " g)j)m/:ny 31% ?

Japan

5806| & 87%| &
hi

Mexico ' 4% China ' PS 0

Colombia 76/0

Singapore

8

9% |
Brazil ' 74%

[ ]
77% | & Australia '
Argentina '

Q: When it comes to making purchase decisions, how important is customer experience in choosing between
options? Source: PwC Future of Customer Experience Survey 2017/18

Countries surveyed: Argentina, Australia, Brazil, Canada, China, Colombia, Germany, Japan, Mexico, Singapore, and the U.K
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WHAT REALLY MATTERS TO CONSUMERS

Nearly 80% of American consumers point to speed, convenience, knowledgeable help and friendly service as
the most important elements of a positive customer experience.

Consumers outside the U.S. value speed even more than Americans do. Speed can mean something as sim-
ple as instant service or as complex as in stant delivery. In some cases, people will pay for it: more than 40% of
respondents in PwC’s Global Consumer Insights Survey say they would pay extra for same-day delivery.

Customers expect technology to always work (and are unlikely to take note of new technology unless it
malfunctions or interrupts the seamless, friendly experience). They want the design of websites and mobile
apps to be elegant and user-friendly; they want automation to ease experience. But these advances are not
meaningful if speed, convenience and the right information at the right time are lacking.

Figure 2: What people value most in their customer experience
60%

Efﬁdency‘
50%

| Convenience

Friendly service
Knowledgeable service

) Easy payment
Up-to-date technology

o Loyalty program ‘ &, i i
% yaity prog ' Human interaction
Unique experience

40%

Personalization
Social responsibility|
20% Design -
. . Easy mobile experience
Fun . ’ Brand image
Charitability e @ Automation
e @ Atmosphere

Worth paying more for

10% Global presence

0%
30% 40% 50% 60% 70% 80% 90% 100%

Level of importance for customer experience

Q: When it comes to great overall customer experience, how important do you think each of the following will be in the future?
Which of the following things are worth paying more for?
Source: PwC Future of Customer Experience Survey 2017/18

THE EXPERIENCE GAP LEAVES AN OPPORTUNITY SWEET SPOT

Price and quality remain top of mind for customers as they make purchasing choices. But when customers
think about their interactions, positive experiences influences purchasing decisions in almost every industry,
but are particularly influential in healthcare (78%), banking (75%), restaurants (74%) and hotels (74%).

Defining Successful Experiences

Across all the industries surveyed, an average of 48% of U.S. consumers point to friendly, welcoming
service as uniquely defining success in an industry; fewer (32%) pointed to having the most up-to-date
technology. Most people only make the connection between technology and customer experience when
tech fails, is slow or disrupts the process. Yet the number of companies that say creating better customer
experiences is a digital priority have dropped to just 10% in 2017, down from 25% in 2016, according to
PwC’s Digital 1Q survey.

The gap is clear when you look at what customers expect versus the satisfaction they’re actually getting. It’s
not a pretty picture (see Fig. 3). But closing that gap by finding the sweet spot — where technology comple-
ments the human element of customer experience without creating new frustrations — is the opportunity right
in front of you. Along with that technology comes upskilling your workforce to teach them how to adapt and
adjust to evolving customer needs and ways to connect.
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Figure 3: The experience and expectation gap

Airlines o 33% ()
o 25% o
Pharma o 22% ()

Retail o 21% [ ]

Healthcare

Banking o 20% ()
Investments o 19% ()
Mobile/Internet o 19% o

Insurance o 18% (]
Software ® 1w @

Technology ® 3 @

Restaurants ® 2 @
Hotels ® v @
Sports Q® o @

Media Q@
20% 40% 60% 80%

Level of Satisfaction @ Level of Importance

Q: When it comes to making purchase decisions, how important is customer experience in each of the following industries? Generally
speaking, how would you rate the customer experience in each of the following industries today?
Source: PwC Future of Customer Experience Survey 2017/18

Figure 4: When do consumers stop interacting with a brand they love?

After one bad experience After several bad experiences

@ All Countries

@» us @ LATAM
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You Don’t Have Many Chances
To Get It Right

Can you imagine losing one-
fifth to one-third of your cus-
tomers in a single day? Lost
For good. That's exactly what
could happen after just one bad
customer experience with your
product or brand. Even if people
love your company or product, in
the U.S. 59% will walk away after
several bad experiences, 17% af-
ter just one bad experience.

32% of all customers would stop
doing business with a brand they
loved after one bad experience.
In Latin America, 49% say they'd
walk away from a brand after one
bad experience.

GET THE NO-BRAINERS RIGHT—
AND THE REST WILL FOLLOW
Want to win the experience
race? Change your customer ex-
perience goals to reflect what ac-
tually matters to customers. When
customers feel appreciated, com-
panies gain measurable business
benefits — including the chance
to win more of their customers’
spending dollars. Just over 36%
of consumers say they will likely
spend more in 2018, but to get that

extra revenue, companies will have
to workharder.

Price Premiums

While every industry saw a poten-
tial price bump for providing a posi-
tive customer experience, luxury and
indulgence purchases benefit the
most from top-flight service. Such
items averaged a 13% price premium
for better experience among con-
sumers outside the U.S. with up to
18% for something like coffee for cus-
tomers in the U.S. (see Fig. 5).

But customers aren’t willing to
pay more for bells and whistles
unless core elements of customer
experience are met. They're not
willing to pay for trendy products
or features. And only 15% of all cus-
tomers would pay more for engag-
ing design and 12% for a greatat-
mosphere.
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Figure 5: The price premium of good customer experience Access
to Customer Data
43% of U.S. consumers

Coffee Hotel Stay Annual Physical Sports Ticket Dinner .
say they would not give
companies permission

) to collect their personal

&) N cgjb #- data (such as location,

~— p— age, lifestyle, preferences
and purchase history) to
allow for more personal-

16% 14% 14% 13% 12% ized, customized expe-
riences. However, they

Airline Ticket Cable Subscription Cell Phone Plan Car Insurance Winter Coat felt differently in one in-

stance. For a service they

‘ say they truly valued,

//,'\\ a 63% said they’'d be more

x an D m open to sharing their

data. Buildingtrust is also
imperative. 88% of U.S.

10% 9% 8% 7% 7% consumers say that how

much they trust acompa-

Scale is out of 25% . o . . ny determines how much
Q: How much would you pay for the following product or service if the company provides a great customer experience? s .

Source: PwC Future of Customer Experience Survey 2017/18 they re  willi ng toshare

personal information.

GEN Z IS QUICKLY FORMING More Loyalty

ITS LOYALTIES TO BRANDS. When U.S. customers feel appreciated, they are more likely to recom-
40% OF GEN ZERS (VS. 24% mend or endorse a brand on social media, subscribe to a brand’s news-
FOR EVERYONE SURVEYED) letter or signup for promotions and make repeat purchases.

FEEL MORE LOYAL TO BRANDS What's more, customers say they are more likely to try additional ser-
NOW THAN LAST YEAR. vices or products from brands that provide superior customer experience.

Consider American Express?, which transformed its approach from treating customer service as a cost
center into an opportunity to build customer relationships — and as a result they began to truly understand
customer needs. At the same time, Amex made a tremendous effort to enhance processes, shift technolo-
gies, alter policy and modify products to drive that experiential shift.

These efforts quickly led to a 400% increase in customer retention. These changes put customer relation-
ships at the core of the strategy, further enabling Amex to position itself as more than a credit card compa-
ny, winning more elements of a customer’s life, from travel to concert tickets.

2 Financial Times: Road To Excellence: How American Express leads the way for customer experience transformation

HOW TO WIN THE EXPERIEN CEWARS BE-OR FEEL-MORE HUMAN

Even as technology improves and automa-
Figure 6: Once_technology becomes advanced we won't need people for great tion becomes more prevalent, most Ameri-
customer experiences can consumers still prefer human interac-
tion. People engage with apps, self-service
checkouts, websites and the like. But the
second something goes wrong, they want
to talk to a person, stat. Only 3% of U.S. con-
sumers, for instance, want their experiences
to be as automated as possible.

New technology tools are tantalizing and
sometimes necessary, but the human touch
remains enormously important. Today, 64%
of U.S. consumers and 59% of all consumers

Strongly Agree Strongly Disagree feel companies have lost touch with the hu-

@D Al Countries @ Us man element of customer experience. 71% of

Americans would rather interact with a hu-

Q: How much do you agres or disagree with the following statement: Once technology becomes advanced we wor't need people man than a chatbot or some other automat-

for great customer experiences.
Source: PwC Future of Customer Experience Survey 2017/18 ed p rocess.

60% 55%

40%
29%

23%
20%

0%
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HUMAN AND MACHINE, NOT HUMAN OR MACHINE

Take advantage of automation, but make sure customers can reach a human when one is needed. In turn, au-
tomated solutions should “learn” from human interactions so those experiences also improve.This shift allows
your employees to be more engaged when they’re needed, provide better service and get necessary support
from technology — as part of the seamless experience.

This will require a change in how companies measure customer service performance. For instance, instead of
measuring call volume, companies may look to the number of successful solutions they provided for a customer.

Keep in mind, the habit of shopping in stores isn’'t going away — in fact, it’'sincreasing. In a recent survey, 44%
of consumers said they shop in stores daily or weekly (for items other than groceries), up from 36% in 2014.
And most consumers say they’ll want more human interaction in the future.

Japan stands as an outlier; the desire to interact with a human is lowest, at 53%.

Figure 7: Human vs. Automated Interaction

Germany Australia Argentina Canada

OO O OO0
OO0 O OO

Singapore Colombia Mexico Brazil China Japan

All Countries

5%

Percent who indicate:
“I’ll want to interact with a real person more as technology improves”

Source: PwC Future of Customer Experience Survey 2017/18

UNDERSTAND WHAT DRIVES PEOPLE TO TAKE THEIR MONEY ELSEWHERE

Price and product quality are a given — 79% of U.S. consumers say they might switch from one brand they
like to another for a better price, 52% for product quality. Such drivers often dictate initial choices too — and in
many instances, switching brands can be hard (consider what it takes to switch banks). For many it’s not worth
the hassle for small improvements.
Empower Employees (Right Now)

Figure 8: What drives people away
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received was notfriendly.
Technology doesn't help guide purchases - Of course, not every company
Inconsistent store experiences (I serves well-heeled clientele or can af-
) ford this level of spending on a cus-

Product not always available (NGNS

tomer. But any company can follow
Inefficiency (NG ¢ the ideal: empower all employees to
Unknowledgeable employees (NNIIIED o make things right, from the cashier
who can price-adjust instantly with-
Untrusted company (I INNNEENENNNNND o out a manager’s approval to com-
Unrendly service QEIIIIIIIINNED o pany-wide adoption of an "'l go get
Bad | itud that for you, no problem” mentality or
ad employee attituaes — no-ques“ons-asked pollcy on returnsl
0% 20% 40% 60% 80% 3 1a Trader Joe’s:. Policies that reduce
@D All Countries @ us friction for consumers and empow-
Q: Which of the following would stop you from doing business with a company? er employees bring hlgher customer

Source: PwC Future of Customer Experience Survey 2017/18

satisfaction — and more forgiveness.

2 IBS Hyderabad: Employee Training & Development atRitz-Carlton

3 The Daily Meal: You can return almost anything to Trader Joe’s

MHOOPMALUMOHHbBIV BIONTNTETEHb Ne18 6/18



P&PAI

PART OF THE g’ﬂ) GLOBAL NETWORK

Close the Expectation Gap

Right now, there’s a mismatch between customer expectations and how employees deliver.
« 46% of all consumers will abandon a brand if the employees are not knowledgeable.
* Only 38% of U.S. consumers say the employees they interact with understand their needs; 46% of con-
sumers outside the U.S. say the same.

Figure 9: Employees have a significant impact on experience

1%

80% Significant Impact

60%
40%
1%
20% Little Impact
0%

Q: How big of an impact do a company’s employees have on your overall customer experience?
Source: PwC Future of Customer Experience Survey 2017/18

A focus on using technology and innovation to equip employees with the information they need to best serve
consumers could help close this gap — and so could incentivizing employees to provide a good experience,
boosting relevant training for employees and creating an overall corporate culture of empowerment.

SHAPE PERCEPTION OF THE DIGITAL FUTURE

Get to Know Gen Z

Gen Z isn’t all that different from the millenial generation and Gen X when it comes to what they want from
customer experience. But there are some nuances worth understanding if you're trying to appeal to the pre-
teens, teens and young adults of the generation that was born in the mid to late 1990s.

Figure 10: Get to know what matters to Gen Z

0%

R Rk

Mobile Experience Design Company Loyalty
(5 years Ago)
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consumers who would
40%; 2 pay more for elements
28% of customer experience

‘ 24% ‘ ‘ 19% p

@ GenZ

Company Loyalty Trust Brand Personality General Population
(1 years Ago)

Scale is out of 70%
Source: PwC Future of Customer Experience Survey 2017/18

People instinctively understand that technology will change how they buy things, but they don’t always
clearly see how innovation and technology already impact their interactions. For instance, only 38% of U.S.
consumers think cloud technology has an impact on their customer experience. Yet people interact with cloud
technology hundreds of times every day. Unless there’s a failure, they’re unlikely to notice or believe the cloud
has an impact on their experience as a customer.

12 | Ne18 6/18



HOBOCTWM MHOAYCTPWM

Take Oscar Healthcare, for example*, a search engine and health insurance company, was designed
to simplify research, selection and purchasing of non-employer healthcare plans. The company’s digital
experience simulates conversations a customer would have with a representative on the phone and is

seen as simple to use.

* InVision: What the Oscar team learned designing apps for healthcare

* Medium: How we designed Oscar 2.0

Similarly, the most tangible role of artificial intelligence
(Al) inconsumers’ shopping activity is already seen via the
devices they use, such as smartphones, and in ads and
sponsored content that links to prior behavior.But most
consumers simply aren’t aware that these are Al in action.

Know What Customers Don’t (Now)

Only 47% of executives say they understand clearly how
robotics and Al will improve customer experience. That has
to change — immediately. Smooth, consistent transitions
fromm machine to human is crucial. Consumers increasingly
show loyalty to the retailers, brands and devices that con-
sistently provide exceptional value and variety with mini-
mum friction or stress.

Using these tools wisely to provide seamless payments
and consistent experiences across platforms and in-person
transactions is crucialto customer satisfaction.

Recognize Areas for Improvement

Non-U.S. consumers have more of an appetite for their cus-
tomer experience to be digitized for tasks such as scheduling
doctor’s appointments, making hotel reservations and get-
ting tech support. Americans are much more interested in
digital experiences for refilling prescriptions and buyingcars.

TECH AND PEOPLE TOGETHER,
IMPROVING CUSTOMER EXPERIENCE

There are areas customers identify for improve-
ment, creating clear opportunities for advance-
ments by using new technologies and digitizing
more of your business and processes. Advances in
technology will have an impact on customer expe-
rience, and the majority of consumers are aware of
that. But that impact could be positive, frustrating
or a little bit ofboth.

Good customer experience minimizes friction, max-
imizes speed and efficiency and maintains a human
element, embedded within the automation, Al or oth-

er technologies.

It leaves consumers feeling heard, seen and appre-
ciated. It has a tangible impact that can be mea-
sured in dollars andcents.

The price premiums consumers are willing to pay
adds up for companies who heed the call for a
customer experience that goes beyond the usual
and brings together the best elements of people,
technology and service.

MHOOPMALUMOHHbBIV BIONTNTETEHb

Figure 11: Experiences customers wish
were more digitized
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Q: Which of the following interactions do you wish were more
digital than they are today?
Source: PwC Future of Customer Experience Survey 2017/18
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LINII GROUP NPOBEJIN PEBPEHOUHI CETU

«KODEXAY3»

B MockBe OTKPbIIM CBOW OBEPU HECKOSIbKO HOBbIX
3aBefdeHn cethn «KodheXays», paboTatoLlre B 0OHOB-
neHHoM dhopMaTe No MPUHLMAY CaMOOBCNYKMBaHUA:
B HMX HET ODUMLIMAHTOB, 3aKa3bl MPUHMMAKOTCA Ha Kac-
ce, a Ha CMeHy BONMbLLIOMY MEHIO C ropadrMm 6atoaamMm
NPEVILLNW CIHABUYM, CanaTbl, MOrypThl 1 Bbineuka. Pas-
pPaboTKoW CcTpaTterun, norotmna, cnoraHa, MUPMeH-
HOroO CTUNA U UHTepbepa «KodeXays» 3aHKManoch
OpeHavHrosoe areHtcTBo LINII Group.

CTpaTterusa 6peHaa dblyla CKOPPEKTVPOBaHa B CTOPO-
HY «ycrneBaHwa», cnoraH 6peHaa «EcTte. [MnTh. Ycne-
BaTb» MOOYEPKMBAET 3TY COCTABMAAOLLYIO. [TTaBHbIM U
CaMbIM y3HaBaeMbIM 3/1eEMEHTOM OOHOBIEHHOIO OpPeH-
Ja cTan MUPMEHHbIM KPaCHO-OPaHMXEBbIM CTakaH,
TakxXe NpuayMaHHbIn 1 pa3paboTtanHHbiv B LINII Group.
OH »Ke CTaf YyacTbto florotvna, 3a4aa obllee HacTpo-
eHue 1 CTUMb.

LJononHuTenbHbIM 21eMeHTOM OM3anHa U CPeaCcTBOM
obLIeHNa ¢ ayouTopuen aBaatoTca MrpMeHHble CTU-
Kepbl C HagnUCSMUK, MOAAEPMMBAOWMMK 0Bpa3 Co-
BpeMeHHOW KOMeWHW, 019 akTMBHbIX, BEYHO TOPO-
AALLMXCAa MOCKBUYen. CTukepbl pa3gatoT bapucta Ha
Kaccax, HakNerBatoT Ha CTakaHbl, MO3BONAIOT ayanTo-
PUN BblPa3nTb CBOE HACTPOEHMe.

OgHon 13 3agad pedbpeHanHra 6bl10 coenaTh Tak, YTo-
Obl OpeHa Noce U3MEeHEeHUI BbIrNgaen Kak «ToT ca-
MbIt KoheXay3», XOPOLLO 3HAaKOMbIN 1 JaBHO paboTa-
oMM BpeHa C MCTopuen.

= ¥
MEHASTCA HA

6/18

Kak mMoKka3sbiBaloT MepBble MnokasaTesy, BCe MnocTaB-
NeHHble 3ada4vnM yaanoch BbiMoAHUTL. [MpeacTtaBuTenm
«KoheXay3a» yTBepX4atoT, UTO Cpa3y nocsie OTKPbI-
TNSA 3aUKCMPOBAH ABYKPATHbIN POCT KOIMYEeCTBa Ye-
KoB. KoMnaHua nnaHnpyeT BbiNTK Ha BbIPYYKY YOOBHA
«pecTopaHHoOro dopmata» 3a 3-4 Mecaua. K KoHLUy
2018 roga BCe MOCKOBCKMe 3aBefeHus oyaoyTt nepe-
hopMaTVpPOBaHbl B Kae C caMoobCnyKMBaHveM B
HoBOM cTune. Takxke «KoheXay3» BeOeT neperoBops.l
Mo YCTaHOBKE BEHOWMHIOBbIX MalUMH 6peHaa U OTKPbI-
BaeT TOProBble NaBWIbOHbI A9 MOKYMNKW edbl HaBbl-
HOC Ha BOK3asjlax U B asponopTax. B KoHue anpensa B
HOBOM TepMuHane asponopTa LepemMeTbeBO HaUHET
paboTy Touka B hopMaTe CaMOOBCIyKMBAHMA C M0-
waabio 3ana 120 m2,




HOBOCTUM KOMMAHWW

UNITE. BbICTPEE, TOJILLIE, TETNJIEE: }
NMPOMOKAMIMAHNA ROCKWOOL B OAYHbIN CE3OH

C 1 maa no 15 okTabpsa 2018 roga MMpPoBOWM Nnaep B
NPOWV3BOACTBE TEMNO- M 3BYKOWM3OMALUMOHHbBIX peLle-
HUW M3 KaMeHHow BaTbl ROCKWOOL cunamu areHT-
CTBa MHTErPUPOBaAHHbIX KOMMYHKMKaLWi Unite npoBo-
ONT NpoMoKaMnaHuio «bbiCTpee, Tonlle, Tennee» onsg
OAYHMKOB M NPOMECCHOHAN0B CTPOUTENBHO-PEMOHT-
HOW MHOYCTPUM.

Tennoe BpeMsa roga - «ropsayniiy ce3oH CTPOUTEeIbCTBA
M PEMOHTa 3aropofHbIX OOMOB. B 3TOT nepuopn 6peHa,
ROCKWOOL cTuMynupyeT CnpocC Ha KaMeHHYo BaTy
ROCKWOOL CKAHOMK 100/150 MM, npeumyLLecTBa
KOTOPOW Bblpa)KeHbl B clioraHe «bbicTpee, Tonue, Te-
nneex». NpoMokaMnaHuio noa TakuM OeBKM30M pa3pa-
60Tano un peannlyeTt areHTcTBO Unite.

LleneBasa ayanTopura — Kak OAaYHUKKM, CAMOCTOATENbHO
yTennaLlive CBOM 3aropoiHble AoMa, Tak 1 npodec-
croHanbl (Npopabbl, MacTepa), BbINONHAOLME NO He-
CKOJbKO MOOPAn0B 3a Ce30H. 19 yyacTua Heobxoam-
MO KYMuUTb npoaykT ROCKWOOL CKAHOWMK 100,/100
XL/150 MM, HalTV B YMakoBKe KYMOH C KOLOM M 3ape-
rMcTpupoBaTh ero Ha camte ROCKWOOLI1OO.ru.

IAPEFTMCTPMPYITE
KO HA CAFTE
ROCKWOOL100.RU

YUYACTBYWTE B PO3bIrPLILLE NPU30OB
MOAPOEHOCTH POILITPLILLA HA CAHTE
ROCKWOOL100.8U

B NFOOYKLUMH ROCKWOOL
CKAHOMK 100,150 MM

CHiugpea cpos npessasie A ¢ 00057018 rogona 15 .10.201 8 roga. C awgopuousss of oprawsamops A,

PRl i esldn DT i 0 CantE wer otk | 00, Konnseoes npmicd orpannino. Breines S nge
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Mpou3bl, rNaBHbIM M3 KOTOPbLIX MNpeacTaBngeTr cobon
nauky kyrop TonwmHom 100 MM (91800 pybnen), kpe-
aTUBHO OObIFPbLIBAIOT WAL 1 CIoraH NPOMOKaMMaHmm.
Takke BCe YYaCTHUWKM MOoNydatoT rapaHTUPOBaHHbI
nogapok - obpas3oBaTesibHOe BUOEO OT NpoekTa «Bcé
Mo yMy. Ha cTpomke» C Nofie3HbIM MacTep-KacCoM U
OeMOHCTpauMen NperMyLLecTB NpoayKTa.
BpeHa-meHeokep komnaHnm ROCKWOOL KceHunsa
LLlaxmaToBa: «Mbl XOTUM MpeoqoIeTb PaCripoOCTPa-
HeHHOoe cpeau notpebutesier 3ab/lyXAEeHNe - SKO-
Obl Yem 60/IbLLE C/IOEB MATEPUA/IE, TEM JiyYlue. Halua
POMOKAMIAHMSA FOBOPUT O TOM, YTO /19 YTerIeHIs
OMa HeT HeobXOoAMMOCTK KNCMNO/Ib30BaThL ABa C/10S
kameHHov BaTbi ROCKWOOL CKAHAVIK - npasusis-
Hee 3amMeHnTb ee Ha rnpoaykT ROCKWOOL CKAHOVK
100/150 mMm. DTa vaes KOMMYHULMPYETCH B C/I0raHe:!
"ObiCTPEE” — MEHbLLE BPEMEHU TPATUTCS Ha YKISAKY,
“Tone” - TonimHa matepmasia 60/1bLUe CTaHAAPTHOM,
“Teriiee” - 3@ cyeT OTCYTCTBUS MPOCTPAHCTBE MEXXY
C/IOSIMU 2(hhEKTUBHEE COEperaeTcs Tersio.

NONYYMTE
TAPAHTHPOBAHHBIF MIPH3 - OHNAFH-YFOK
#YTEMMAEMCA NPABANBHO:

TNABHbIA NPU3
NAYKA DEHET TONWWHOM 100 MM*
* APHI COCTARRALT #1 600 LATDAHOCTO DAHY THICHYY BOCTMLCOT) PYGRTA, 60 KONEEK

NPORARIR BB ANORERENHE, §OS S CTRE N[ 108 0 Rit] PSR 15 P8 VY% e AR, CRCAE, LbITH o HORALE
b il BT BT GTRE 08 ndDEE s Enmm.
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DIGISKY & SPINETIX.

NAYHX NMPOCTPAHCTBO BALLUHU HA
HABEPEXHOU (MOCKBA-CUTWN)

KAK COEJTIATb BPEMA OXKUWOAHNA MAKCUMATIb-
HO MNOJIE3HbIM?

KAK MOBbICUTb JTOAJIbHOE OTHOLUEHWE K MJ10-
LWAOKE?

OdopmMaeHmne obLeCTBEeHHbIX MPOCTPAHCTB YXO4UT B
MJIOCKOCTb KOHTEHTA. Y KOro KpacuBee KOHTEHT, TOT U
npuBnexkaeT Sofblle Nger B MarasvH, dyokopT, pe-
CTOPaH, TOProBbIv LEHTP.

Ha nomollb MapKeTosioraM MpUXodaT TexXHOMorum
digital signage, nossondawoLllMe onepaTyBHO pellaTb
pPas3MUHbIe 3a0auyl; peksaMa NpPoayKTa/ycnyru, UH-
dopMupoBaHme (HaBUraumga, cooblleHra O 4pes-
BblYaWMHbIX CUTYaALMAX) U CO30aHVEe MONOMUTEbHbIX
aMoumi. PeknamMa npUHOCUT AeHbrM 1 NOSbHOCTD.
MHDOpMUpOBaHMe CNyXuT onsg yoobcTtea 1 6e3onac-
HoCTW. [ToNoXUTENbHbIE IMOLMK OCTaOTCA B MaMATU 1
accouMrpytoTcs ¢ 6peHaoM.

OTKpbITOE 0BLWEeCTBEHHOE MPOCTPaHCTBO BbalwHU Ha
HabepeXHon npencTaBngeT cobon KOMMOPTHYHO
30HY 4719 noceTuTenen bunsHec-UeHTPa. BHYTPW 30HbI
MOXHO MPOBECTU BCTPeuy, noodenatb UM BbINMUTb
Kodbe.

B koHue Hosi6pa 2017 komnaHug EHKA noctaBuna
334a4y OMhOPMUTL MIOLLAAKY B CTUAE DU3HEC-NTAYHXK.

Ona peanusauvn noen Bbidbpanu komMnaHuio DigiSky,
1 15 auBapa 2018 ropga DigiSky npuctynunm K pabote
Hag NpoeKToM. 3adavy pellany B LeCTb 3TanoB: KOH-
cynbTaunm, KOHUENUMSA, BbIODOD 0O0PRYAOBAHUSA, MOH-
TaXK, CO30aHMe KOHTeHTa, CepBUCHOE OBCNYXKBaHME.

B MHCTannaumv 3agencTesoBaHo 7 3KPaHoB: 1 LBeTHOM
M 6 MOHOXPOMHBbIX. DKPaHbl COedVHEeHbl MO Lienoyke
W YNPaBAStOTCA BCEro Vb OOHUM Meduanneepom
SpinetiX.

Ona co3naHna KOHTeHTa 6bl1o BbIOpaHO creayioLlee
COOTHOLLIEHNE:

ﬂeﬂainwu .
3}1 b
Ukow
Kasnaueiicr, (3
Ha 150 wapa pyé
HE COCTORNA W33

OT(""(TBH‘ (npad

_ MOCKBA, 13%
_ piA Hoso™
pa™

-
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90% adhrpa — BU3HEC-KOHTEHT (HOBOCTW, KYypPChl Ba-
NOT, MMPOBOE BpeM4d, COOBbLLEeHNA 13 colceTen);

10% ahupa — KOHTEHT, co3aatoLni amMoumm (CTUXN,
LMTaTbl BENVKKWX N04eN, MOTUBMPYIOLWME dpa3sbl).

Ha LUBETHOM 2KpaHe OTO6pa>KaPOTC<;I BOXETbI MOoroabl,
BoeMeHW, rss m TeKCToBble 6noku. Ha MOHOXPOMHbIX
IKpaHax, pa3buTbiX CTyNeHbkoW, - 6eryLlasa cTpoka C
rss 1 TEeKCTOBbIMK OIOKaMU.

B 30He 019 BCTPEY M OTAbIXa PacnoNOXUANCL CneLm-
alNbHble KyObl. BHYTPW CTEHOK OBYX KyOOB yCTaHOBIE-
Hbl 3KPaHbl C MOCAeAHUMU HOBOCTAMM.

MNpeanoyeHHoe pelleHre OTBeYaeT COBPEMEeHHOMY
TpeHay digital signage — aBToOMaTM3aLWKM KOHTEHTA.
TepMuHbl data driven content, machine-to-machine
communication 3HakoMbl y>Ke He TObKO npodeccu-
OoHanaM. Py4yHas nepeprcoBka cnanooB — MPOLbIN
BeK. YMHble CUCTEMblI OTODPaXKeHMa camMn OBLLIaKTCA
CO CMeXHbIM 060pYyaOBaHWEM, COLCETAMK, CanToOM U
HaMOMHAOT 2KPaHbl CBeXken MHdopMalven B aBTo-
MaTU4yeCckoM pexkime., B 3aBUCKMOCTU OT COCTOAHMS
JaHHbIX MEHAETCA KOHTEHT.

Takum 06pa3om bbi/ia peLieHa OCHOBHAS 3a4a4a 30Hb]
— CO3/aHNe COBPEMEHHOro 1 YIOTHOro brsHec-
MPOCTPAHCTBA C @BTOMATH3NPDOBAHHbBIM KOHTEHTOM.

T




HOBOCTUWM KOMIMAHWW

NNASEPCTWUJIb

CATMAN COFFEE & BPEHO 30HA DE 'LONGHI

KoMnaHua «J1azepCTunb» ocyLllecTBuNa ohopmieHmne kode-3oHbl De’ Longhi B MarasmHe 2nb00p0a40. B npo-
eKT BKJ/IIOYEHO MPOW3BOACTBO Kak HOBOro oH60pynoBaHWA, NMOOU3BEOEeHHOro M3 MeTaslla U MCKYCCTBEHHO-
roO KaMH$a C MNoACBEeTKOW, Tak M odopMieHre CTaHOapTHOro obopynoBaHva MarasvHa. bpeHa-30Ha BKOYa-
eT B cebd: nogBecHOW CBEeTOBOW MPW3 COXXHOW MOPMbl, AEMOHCTPAUVOHHYIO FTOHAO0NY, MPUCTEeHHbIN CTeHa C
MK-aKpaHoOM, BpeHaMPOBaHHble CTe1aKM Mara3mnHa.

PUAIJI

CTOMKM Mo BKYCHENLLWM gecepT U3 Meda 1 hpyKToB «Aroma di Estazi» pasmMellerbl B 18 MarasmHax cetu «Kapy-
Cerlb».

2neraHTHble, COOPHO-Pa3boPHbIE CTOMKM CAeNaHbl M3 daHepbl C MNPaMOoM NedyaTbio. Pa3paboTaHHas KOHCTPYKLMA
CTOEK TaK NPOCTa B YCTAHOBKE, UTO MOXET ObITb COOpaHa CunaMm COTPYAHMKOB MarasrHa 6e3 MCnofib30BaHKMSa Kako-
ro-IMBO MHCTPYMEHTA.

Mo ntoram koHkypca POPAI RUSSIA AWARDS 2018 cTtomka «Aroma di Estazi» 3aHana 1-e MecTo B HOMUHaUuu po-
OYKTbl MTaHua Permanent.

MHOOPMALUMOHHbBIV BIONTNTETEHb ‘ Ne18 6/18 ‘ 17
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PVG

[loxon ¢ [getbmMu 3@ rnpoayKTaMu MOXET ObiTb 6e3yM-
HO VYBJIEKATE/IbHbLIM U UHTEPECHBLIM. B 3TOM YyBepeHs!
cneymaanctel PVG, KOTOpbie MO 3akaly KOMMOaHW
Procter & Gamble u Nestle B pekopgHO KOPOTKUE
CPOKM KPEATUMBHO OGOPMUIN TOPIrOBOE MPOCTPAH-
CTBO MMNepMapKeToB «JIeHTax.

BHyTpuK «JleHTbl» Tenepb noasuacsa Baby Shop - oet-
CKWIM MarasuH. 9Ta 30Ha 0ObeauHaeT ToBapbl A4 oe-
Tem OByX MNPOW3BOAUTENEN. KOCMETUKY W CcpeacTBa
rMrmeHbl ot Procter&Gamble 1 geTtckme npoayKTbl nu-
TaHusa oT Nestle.

Mepen PVG ctogna 3agada coenaTb HaBUraumio Mo
[OAaHHbIM KaTeropmsam TOBAPOB YOOOHOM W MOHATHOM
019 moKynatenen, npu 3ToM NpueBiedYb BHUMaHWe ge-
Tewn, 3aHATb X U NpeaoCcTaBUTb PasBeYeHns BO Bpe-
MS LLOMMHIa B3POCIIbIX.

NonBecHble Mobanbl 1 apkre NnanTdokckl Baby Shop
obecneymBatoT yOOOHYKO HaBUrauumio Mo BCeEMY TU-
NnepMapKeTy 1 3HaUYnUTENTbHO 0B1eryatoT BeCb MpoL,ecc
nokynok. Pogutenam 6onblue He npuaétca 6ny»KoaTb
Mo OTAesIaM — OHK Cpa3y YBUOAT KAaTEroputo OeTCKUX
TOBapPOB M3 MIOOON TOYKM MarasmHa.

BHrMaHve e peTten, B MepByto odepeib, NprBnekaeT
OONbLLUOW UFPYLLEUHbIN TPY30BUK, B KOTOPOM MOMHO
NoCUAETb U NOPYANTb. K TOMY »Ke 3TO O4YeHb yaadHoe

18 | Ne18 6/18

pelleHne On4 BbIKNaOKW OOMbLIMX MO pa3Mepy ToBa-
POB.

B pa3BnekaTtenibHOM OeTCKOW 30He YCTaHOBEeHbl Na-
OUPUHTbLI, PAKEeTbl, MYy3blKaNbHble WKaTY/KM M MHOrO
yero elle MHTePEeCcHOro aeTdaMm. 34eCb MOXXHO M3Me-
PUTb CBOWM POCT, MOMpbIraTh B «KNACCUKWy», boTorpa-
hrpoBaThCcsa B cendu-3epkanax, NpumMepasa Becénblie
MaCKW TIOOUMBbIX XKMBOTHbIX.

NpoekT oxBaTwn nopsagka /0 mMarasvHoB «JleHTa» B
6onee vyem 30 ropogax Poccumn.

B pe3ynbrate noxon no MarasmHam «JleHTa» cTan ro-
pa3no NpoLle v ynobHee ansa B3pOC/bIX MOKynaTenew,
a ona geten NpeBpaTuIca B HACTOALLMI MPasaoHUK.




HOBOCTUWM KOMIMAHWW

VIRTU

MAKUSAXXHbIN BAP GIVENCHY

KoMnanua VIRTU BbINoMHWMMAA NPOEKT MO U3roTOBMEHWIO CePUIM MakUsHbIX BapoB Givenchy. Kopnyc nsgenmmn
BbIMNOJIHEH 13 MeTanfa, MHOMMe 3/1eMeHTbl KOHCTPYKLUMY MMetOT CBETOAMOHYIO NOACBETKY. B YaCTHOCTW, 3aHANA
yacTb Oapa NpeacTaBnsaeT cobon erHbI CBETOBOM KOPOO C peKkaMHbIM UMUOXKeM. LleHTpanbHaa cekuma nona,
NOrOTUMOM COAEPIKUT UHTEPECHbIe 3N1eMeHTbl, NPeacTaBNaoLMe cCOO0M MMPaMUOKM U3 MCKYCCTBEHHOMO KaMHS:
LIBET KaXKaoro 13 HYxX TOYHO NogobpaH Nog COOTBETCTBYIOLLYIO NYOHYIO MoMaay.

Ha HepaBHeM kKoHkypce POPAI RUSSIA AWARDS MakuaxHbi 6ap Givenchy 3aBoeBas 1-e Mecto B HOMUHaLUUM

JekopaTrBHas KoCcMeTrKa 1 napdiomMepra/Permanent.
- ~INLHY

OVNCNNEN JBL SOUNDGEAR

MUHM-gUCNAen OnNa nNopPTaTUBHOM akKyCTUYECKOW
cucTtemMbl JBL Soundgear mMeeT CTUMbHbIN OM3aWH
n pekopwmpoBaH HPL-nnacTtmkom. Hambonee 3a-
MEeTHbIM 2N1eMeHT aucnnea - «ronoBa», HabpaHHada
M3 OOMNbLUOIO KOJMYECTBA aKPWIOBbLIX MaHenem u
CHab»XE&HHaa CBeTOAMHAaMMYEeCKOW NOoOCBEeTKOW. Ta-
Kas KOMMNO3ULUKWSA MPUTArMBaeT BHMMaHMe nokynaTe-
nem v OTAMYHO AEMOHCTPUPYET Cnocob MCMOAb30-
BaHWA peknamMrpyemMor NpoayKLumm.

«3onoToM»  wmHAOeel KoHkypca POPAI RUSSIA
AWARDS 2018 B HOMWHauUWK BbiToBag TexHWKka u
aneKTpoHuKa/Mini-display - 3aCny»KeHHbI pe3yiib-
TaT ON9 JaHHOro NpoeKkTa, BbIMOHEHHOro KoMMa-
Huen VIRTU.

MHOOPMALUMOHHbBIV BIONTNTETEHb Ne1l8 6/18 | 19
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SEVEN. ADRENALINE CYBER LEAGUE 2018:
COUNTER-STRIKE: GLOBAL OFFENSIVE

B MockBe 24 Masa 3aBeplUnica OBYXOHEBHbIV MexkayHa-
poOHbIV KnbepTypHWP Adrenaline Cyber League 2018:
Counter Strike Global Offensive, opraHmsoBaHHbIV Epic
Esports Events npu yyactmm SEVEN. 2710 rnaBHoe co-
OblTHE UMPOBOW apEeHbI, Ha KOTOPOM CPAaXKaIMCh NydLlumne
koMaHapbl CS:GO 3a npuzosown poHg B 100 OO0 gonna-
POB.

Ha 3HaumMoe cobbiTre KMbepcnopTa NCTUHHbIE (haHaTbl
CS cobpanvchk Co BCero Mupa, rae Ha NpoTseHunn 16 Ya-
COB Cnegunn 3a 3axBaTbIBatOLLUVIMU MPOTUBOCTOAHMSAMY
CBOMX FepoeB Ha BUPTYyanbHbIX Nonax 6oa. Adrenaline
Cyber League - 3TO He TONbKO 3Be3Hble KOMaHabl
CS:GO Ha orpoMHow nnouwlagke Adrenaline Stadium ¢
ThbiCA4YaMM OONENbLLMKOB, HO U YBAeKaTe bHblE 30HbI 415
YYaACTHWKOB, CTEHAbl C KOCMjeepaMiu, KOHKYPCbI, aBTO-
rpad-ceccrn 1 Mope-Mope agpeHanmHa.

OTOenbHOro BHMMaHWA cTouT doTo3oHa Adrenaline ot
areHTcTBa SEVEN, npr3BaHHasa npuBiedb BHUMaHMe ay-
ONTOPUN K FIaBHOMY MPOAYKTY NnHenkn Adrenaline ons
KnbepuemnroHoB - Game Fuel. Tlo m3BeCTHOM Urpo-
Bon kKoMaHage «FIRE IN THE HOLE» BHyTOM 30HbI aKk-
TUBMPOBANNCH (DOTOBCMbILLKW, AbIMOBbIE KPVOMYLLKW U
cpabaTbiBan 3aTBOP KaMepsbl. VIMEHHO TakuM - B ObIMY,
BCMbILLKaX CBETA, C «dHepreTnyeckm 3apagomy» Game
Fuel yyacTHUKIM OCTaBaMCb Ha NaMATHbIX DOTorpadhmax
yeMnmoHarta. M, KCTaTtu, KpronyLlka ¢ NogoOHbIM My HK-
LIMOHaNbHbIM PELLEHMEM MCNOMb30Basack B btl Bnepsbie.
KonmuecTBo rocTen MpeBbICUAO BCAKME OXUOAHUS, He-
CMOTPSA Ha BydHWYHbIE OHWM NPOBEOEHUNA MepPONPUATUS.
A OrPOMHbIe MOTOKM 0OEN KOHLEHTPUPOBAIMCL BO3/1E
TpEex 30H: CLEeHbl, aBTorpad-ceccut 1, KOHEUYHO, KPKOo-
MY LKW,

MNMouyBCTBYIM abcontoTHyo aHepruto Adrenaline Game
Fuel BMmecTe ¢ SEVEN!
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PASBUTUE NAPTHEPCTBA INSCOM SOLUTIONS U

KIMBERLY-CLARK

KomnaHusg INSCOM Solutions BbiGpaHa B KadyecTBe
OCHOBHOTIO MpoBawvgepa B 061acTy TOTUCTUKM U cep-
Brca POSM.

B Mae aToro roga, nocne HeCKobkmMx MecaueB pado-
Tbl ¢ kKoMnaHuen Kimberly-Clark B pamMkax npoekToB
No TPAH3UTHOWM 06PaboTKe Ha ckNage, 4OCTaBKe U UH-
ctannaunm POSM, 66110 NPUHATO peLlleHre BHeOPUTb
MNOTHOCTbIO WHTErprpPOBaHHOE YNpaBNeHMe Lenbio
noctaBok POSM.

DTOT NPOAYKT W 3a/IOMKEHHbIE B HEro MpUHLMMbI NO-
3BoNaT komnaHum Kimberly-Clark onTumMmanpoBaTb
OoXeT 3akynkm POSM 1 CHU3UTb aOMUHUCTPATUB-
HYIO Harpy3ky Ha ynpasieHre BCew LenoYKow.

CoBMecTHaa paboyaa rpynna KoHLEeHTPpUpyeTca Ha
YAYYLLIEHMM TakMX nokasaTenen, kak Speed-to-Market
n TCO (Total Cost of Ownership) Mogens. Elle ogHUM
BaXKHbIM 3/1EMEHTOM CTas1a NoJIHad NPO3PavYHOCTb Le-
MNOYKW 1 KOHTPpONMpYyeMbI SL (service level).

«Mbl 6narogapHbl komaHge Kimberly-Clark 3a oka3aH-
HOe JoBepure U BO3MOXXHOCTb BHEOPATb MHTEpEeCHble
MHTErpupoBaHHble pelleHns COBMECTHO C MUPOBbLIM
nnoepom! Yxke BbINMOSHEHA KOHCOMMOAUMA Ha CKage
INSCOM Solutions Bcero ctoka POSM, 1 Mbl NpUCTy-
MUK K COBMECTHOMY (DOPMUPOBAHMIO MOTPEOHOCTU.
3annaHvpoBaHbl perynapHble BCTpeun padouen rpyn-
Mbl 419 OLEHKW mporpecca v MakCMasibHOWM aganTa-
Lnn Bcero npouecca nof 3anpoc Kimberly-Clark», -
OTMEeTUN KoMMepyecknn aunpekTop INSCOM Solutions
CtaHncnae Konnawkos.

OcHoBHble Udpbl INSCOM Solutions: ron ocHoBaHWA
- 2010; oxBaT - Poccug, benapych, KazaxcTaH; 6onee
10 TbiC. TOUEK eOVHOBPEMEHHOM JOCTaBKM, COOCTBEH-
Haa paspaboTka - yHukanbHad SCM UT-nnatdopma,
NONb30BaTENAMM KOTOPOW CTanun yxke 6onee 1 ThbiC.
npodeccnoHanos.

INSCOM
Solutions

MHOOPMALUMOHHbBIV BIONTNTETEHb
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POPAI STUDENT DESIGN AWARDS 2018:
PA3MbILWLUJTEHUA O KOHKYPCE

AHOopen TUXOHOB, OMpeKTop No MapkeTuHry VIRTU

24 anpeng 2018 roga dUHanMcTbl CTYAEHYECKOro KOH-
Kypca POPAI RUSSIA nepBbiMKW MOAHANUCE Ha CLEHY,
UTOObI MONYYUTb CBOU 3aCNTYyXKEHHbIE MPU3bI.

B a1OM rogy cBou Opudbl NpenocTaBuIv Komna-
HUK FERRERO (ctomkm Nutella ona MacneHuubl) M
NESTLE (ctomkun Total Nescafe). Bcero cTygeHTbl
wectn By3oB (CMMXMA um. AJl. WTturnnua, MIXTTA
nm. C.I. CtporaHoBa, MApxW, PY um. ['B. lNnexaHoBa,
HNY M2W TN, LWkona gmsanHa HAY BLLUD) noganu
M oM3anH-NPOEeKTOB AJ1A Yy4acTuMa B KOHKYPCEe, U3 KO-
TOPbIX Ha OCHOBaHWV OLEHOK XIOPW MpenBapuTeb-
HOrO 2Tana W npegcrtaBuTenen 6peHgoB OblIO OTO-
B60aHO MO LECTb SIYULLMX PaboT Mo KaxaoMy dpundy.

7

HaBepHoe, Kaxabii ron BCE OTUETNIMBEEe OCO3HaéTc4d
3HAYMMOCTb Maeu, MO KOTOPOM OUHANUCTbI CaMOCTO-
ATEeNbHO M3rOTaBMBAIOT MakeTbl Ha OCHOBaHWK CObO-
CTBEHHbIX AOWN3aVMHEePCKUX wnaewn. VIMeHHO 3TOoT aTan
KOHKYPCa NO3BOMIFET CTYyAEeHTaM O/1nxKe MO3HAKOMUTb-
ca ¢ nHaycTpren POSM, a nobena ctaHOBUTCS Bosee
BECOMOW, TaK Kak ABYXAHEBHbI MPOUN3BOACTBEHHbIM
MapadoH AaéTCa C OOMbLUMM TPYOOM.

B aTOM rogy nmpuMepHO B MosioBMHE paboT dpuHanm-
CTOB WCMOMAb30BaIMCb KOHCTRYKTOPCKME MPUEMDI,
00ObIYHO MNpKVMeHseMble npodeccroHanamMm  mnHOy-
CTpun Npu paspadotke POSM 13 kapToHa, U 3TO Oe-
Nano KOHKYPCHbIe 3KCMoHaTbl Hosee MPoYHbIMU U
CMOCOBOHbIMW BbIOEPXMBATL 3HAUUTENbHbLINM BEC MNpw
3arpy3ke crtoek npoaykuven. Takme paboTbl BCTpe-
4anuMcb ¥ B NpeablayLlime rogbl, HO B 9TOM rogy Kade-
CTBEHHbIN CKadyok Obl1 Hambonee 3amMeTeH. Bnepsble
CTYOEHTbIl, MOACMOTPEB KOHCTRYKTUBHbIE OCOBEHHO-
CTV KapPTOHHbIX CTOEK B MarasmHax, MCMnob30Banu
CTaHOAPTHYIO DYPHUTYPRY: AepXaTenu nosokK, nia-
CTUKOBbIE BUHTbI, Npodunuv MNBX ana 3akpbiTus cpe-
30B ropsbl. [Mpouecc M3roTOBMEHUS «MO KAPTOHHbIM
nekanam» 3HauYMTENbHO Gonee TPYOOEMKUM: B OTNM-
yme oT NpodeccnoHanoB pbiHka POSM cTygeHTam no
YCAOBUAM KOHKYPCa MNPUXOOUTCA N3roTaBInBaTb CBOW
MaKeTbl BPYUYHYIO.

Ewé ooHuM OTAnYMTENbHLIM MOMEHTOM npolleaLle-

- = = A1

22 | Ne18 6/18

rO KOHKYpCa CTasa 3aMeTHasa pa3Huua B gM3anHep-
CKUX MOOXOOAax CTYOEHTOB, MPeaCcTaBASOLLMX Pa3Hble
cneuvanm3aunm: NPOMbILLIEHHbIV AM3anH, An3anH ap-
XUTEKTYPHOW cpeabl, gn3anH mebenn u gpyrie. Oba
6punda 3Toro roga 6bin nocealeHsl POSM 13 KapTo-
Ha, a gobaBneHue 3agaHvd, HanpuMep, Ha pPa3padoT-
Ky OpeHa-30Hbl, MOMOXET B MOSIHOW Mepe PacKpbITb
TaNaHTbl PA3NVYHbBIX OV3aVHEPCKUX HanpaBaeHU
3aMHTEpPEeCcoBaTb B y4acTuW HOBble Kadendpbl. M aT1o -
3aga4a Ha byaylee.

KOHEUHO, CTYAEeHTaM BaXKHO MOAy4YnTb MPK3, KOTOPbLIN
CNYXKW Obl MTOTOM AOCTaTOYHO ONTENbHOro NyTW OT
CO3[0aHUsA OM3aVH-MPOEeKTa Yepe3 KOHCTPYKTOPCKYHO
pa3paboTky K peanbHOMY 0ObekTy. Ho rnaBHOW 3a-
Jayen KOHKypcCa aBNdeTcs COTPpYyOHMUYEeCTBO, OT KO-
TOPOroO BbIMIPbLIBAOT BCE: ByY3bl MOAYYaOT OOMOMHM-
TeNbHblEe MPOEKTbl B PaMkax ydebHOM NpOorpamMmbl,
CTYAEHTbl MOTYT paccMaTprBaTh POS-MaTepranbl Kak
BO3MOXHOCTb MPUMEHUTb CBOW TasaHTbl B OyayLLEM,
a nHoyctpug POSM nmMeeT BO3MOXXHOCTb PAa3BMBaTb-
C4a 3a CYET MONOoAbIX OM3anHepoB. HadmHaeTca 3To
COTPYOHMYECTBO HEMOCPEOCTBEHHO BO BPEeMA Moaro-
TOBKMW K KOHKYPCY: B By3ax MPOBOAATCA Npe3eHTaL MK,
BO BPEMS KOTOPbIX MOMUMO 3HAKOMCTBa C OpudamMu
M NPaBuIaMm COCTA3aHMUA NOAPOOHO PacCKa3biBaeTCa
O pa3finyHbiX Buoax POS-maTepranoB U geMOHCTPU-
pytoTCa nydwire obpaslbl MHOYCTPUM CO BCEro M1pa.
13 0BLeHna ¢ KoneraMmy BO BPEeMsa KOHKYPCa U Ha
LepEeEMOHMI HarpaxaoeHmsa yaoanocChb y3HaTb, YTO CTy-
OEHUYECKUIN KOHKYPC MPUHOCUT CBOW MAOObl: B pas-
NMYHBIX KOMMOAHUAX YyCMNeLwHo paboTatoT An3anHepsb,
paHee npuHVMaBLUME B HEM ydacTue. I He TONbko
pPaboTatoT, HO KM YyCNeBaldT OTNINYUTLCA: AM3aNH Kak
MUHUMYM YeTbIPEX MPOEKTOB, oTMeYyeHHbIx Ha POPAI
RUSSIA AWARDS 2018 «30n0TbIMU» UMHOENUaMK B
Pa3HbIX HOMUHALWAX, pa3pabdoTaH TeMK, KTO Yy4acTBO-
Ba/l B COCTA3aHUAX Ccpean CTyJeHTOB B TeueHue npe-
OblOyLMX NeT.

YyKe TpeTui rog No4pSd BbiMyCKaeTca nedaTHoe 13-
JaHune - raseTta, KOTopas pacckasbiBaeT 00 yCnoBuax




HOBOCTWM ACCOUMALNIN

KOHKYPCa, 3HAaKOMUT CTYOEHTOB C ero MCcTopuem u cC
mHayctpuen POSM. lazeTta, co3paHHas ©narogapsa
COBMECTHbIM ycunmam komnaHum RedinDesign, LBL
Marketing Production n VIRTU, nony4yrnacb o4eHb ap-
KOW 1 MHMOOPMATVBHOW, CNOCOBHOW AaTb CTyAeHTaM
OOMONHUTENBbHbIN CTUMYJT K Y4aCTUIO.

I, KOHEeUHO Xe, Bofblioe cnacmbo creumanmcTam
koMnaHum FERRERO n NESTLE 3a npegocTaBneHHble
OpVdbl, KOTOPbIE B 3TOM roA4y CoAepXal 4OCTaTOYHO
YECTKMe TpeboBaHWAa K gM3anHaM U CTUMYIMPOBaNn
CTYAEHTOB Ha MOWCK HEeMPOCTbIX BAPWaHTOB, KOTOPbIE
MO bl COOTBETCTBOBATb BCEM YC/IOBUAM 3a0aHNMN.
Bce paboTbl CTyOeHTOB, OTMEYeHHble Mpu3amMy KOH-
KYPCa, MOXHO MOCMOTPETb Ha canTe wWww.popai-
awards.ruto

MHOOPMALUMOHHbBIV BIONTNTETEHb ‘ Ne18 6/18 ‘ 23
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®
COMPOSITES

3A Composites GmbH

Ten.: +7 (499) 398 1840
hector.napoles@

display.3AComposites.com
www.display.3AComposites.com

3A Composites — nogpasneneHue KoMMaHuy
SchweiterTechnologies. Mpynna koMnaHwy pa3pabaTbiBa-
eT, NPOV3BOANT U pPeannsyeT KOMMO3nTHbIe MaTepuansl,
npuMeHseMble B cchepe apxXUTEeKTYPbl, BU3yabHOW KOM-
MYHUKaLMK, OeKopa WHTePbepoOB, TpaHcmopTa W Mpo-
MbILLTEHHOCTH.

! e A Y

w addisplay

3D DISPLAY

Ten.: +7 (495) 789-46-47
Skarpenko@3d-display.ru
www.3d-display.ru

- Poccuncknm npounssogmntens POSM- u instore-o6opy-
noBaHusa. Pabotaem ¢ 2004 ropga.

- Top-5 npowmseogutens POSM B Poccum no kKputepram
HageXHOCTH, kadecTBa U kpeaTusHocTK (Gfk Rus, 2016).

- CobcTBEHHOEe coBpeMeHHOoe Npou3BoaCTBO B MockBe -
6onee 6000M2.

- Hoy-xay B M3roTOBMEHMN KaPTOHHbIX CTOEK W npenak-
aucnnees.

- OKkcnepTmsa - AnzanH - MNponsBoacTBo - Jlornctuka -
CepBuc.

Ace Target

intensive sales agency

ACE TARGET

Ten.: +7 (495) 685-94-58/59

www.ace-target.ru

Ace Target - areHTCTBO MHTEHCUBHbIX MPOAaX ANa Kpyn-
HbIX MEXOYHapOAHbIX U POCCUNCKMX KOMMaHum., bonee
16 neT areHTCTBO NPenoCTaBNdeT 3KCKO3MBHbIE U Ka-
yecTBeHHble pelleHra B o6nacTu MepyeHgan3nHra, Top-
roBOro W wonnep-mMmapkeTrHra. B umucne knmeHTtos Ace
Target Takume OpeHabl, kak Danone, Evian, Lindt, Kinder,
Chanel, Loreal, Nutricia, Bosch, Mupatopr, benas [Hauva,
CnasdaHka, Tchibo, Philip Morris n mMHorve pgpyrue. Ace
Target ycnewHo paboTaeT B KPYMHEWWNX POCCUMNCKUX
ropogax v nmeet 3 oduca 1 16 perrvoHanbHbIX NpeacTa-
BUTENbCTB. KOMaHOa areHTCTBa MMeeT XOPOLLUYIO aKCnep-
TU3Y U MOTUBUPOBAHE Ha OTIUYHbBIN KITMEHTCKWI CepBUC.
B wTaTe areHTcTBa 60nee 5000 mMepueHOam3epos.

MR ADDREALITY

ADDREALITY

Ten.: 8 (800) 333-73-17
order@addreality.com
www.addreality.ru

Addreality - poccunckum paspaboTuynk MNPOrpamMMHOro
obecnevyeHusa B chepe Digital POS 1 knueHTCKoW aHa-
nMTUKK, PaspaboTka KoMnaHum - nnatdopma Addreality
Sphere - ycnonb3yeTcs cneynanmcTamMmm no MapkKeTUHry
1 pekname, paboTarolmMy B putensie, 6aHKOBCKOM cde-
pe, Ha npeanpraTuax HoReCa 1 B opyrux otpacnax, rae
HeobXOAMMO eAVHOe KOMMIeKCHoe ynpaBfeHMe KOMMY-
HUKAUMAMK C MOCETUTENAMU U KNTMEeHTaMu. PelleHrie no-
MoraeT HacTpanBaTb, KOHTPOMMPOBATb W aHANIM3UPOBaTh
peknaMHble KaMNaHyM B TOUKax Npoaax.

ADLIBITUM

RETAIL BRANDING COMPANY

ADLIBITUM

Ten.: +7 (495) 971-39-69
info@adlibitum.ru
www.adlibitum.ru

ADLIBITUM retail branding company - nepsoe B Poccuu
OpeHaVHroBoe areHTCTBO, CTaBlUee 3KCnepToM B 06-
nactu putenn-éperanHra. C 1995 roga Mbl 3aHKMaeMcs
co3faHneM KoMMepuyeckn ahdekTUBHbIX OpeHa0B B puU-
Tenne c obwmpHowm reorpacdren B PO n ctparHax CHIC Bo
BCex cerMeHTax purtenna.

BOOST TEAM

Ten.: +7 (499) 753 49 40
info@boost.team
www.boost.team

BOOST TEAM - MapkeTMHroBoe areHTCTBO MHTErpupo-
BaHHbIX KOMMYHUKaUWW. HageXxHblll napTHep C¢ 3acny-
KEHHOW penyTauven Ha pbiHke. Haw 6usHec genntca Ha
HECKObKO KTYEBbBIX COCTABAAOLLMX:

« Btl/Consumer Promotion/Events.

« Creative/Design/Production.

+ Audit/Trade/Shopper marketing.
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BRIGHTEN

communication group

BRIGHTEN

Ten.: +7 (495) 660 96 17
info@brighten.ru
www.brighten.ru

KoMMyHurkaumoHHasa roynna BRIGHTEN - Begyuimm akc-
nepT B 06/1aCTV NPOU3BOACTBA MHHOBALMOHHbBIX POSM 1
HecTaHO4apTHbIX pekNaMHbix pelweHun. BRIGHTEN - 310
KoMnaHusa ¢ 11-NeTHMM ONbITOM BO MHOIMMX OTPacaax Map-
KeTUHra 1 pekaamMbl, COOCTBEHHOM MPOW3BOACTBEHHOM
6a30M 1 MOUCTUHE BNeYaTNaioL MM NopThonno, KoTopoe
BKJIIOYAET MHOXECTBO KPACKBbIX MPOEKTOB, Peasim30oBaH-
HbIX MO 3akasaM KpyMnHenLmnx MMpoBbix 6peHaos. Grno-
codua Brighten 3akntoyeHa B caMOM Ha3BaHWK, a puUp-
MeHHbIM cnoraHd “We will make you shine!” nonHocTblO
packpblBaeT Modefb Hawero trsHeca.
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BRAND
DIRECT

EOJIbLUE HEM KAPTOH,
BOJIbLUE HEM PEKJTAMA

Brand Direct

Ten.: +7 (499) 653-76-45
info@brand-direct.ru
www.brand-direct.ru

MNpoun3BoacTBeHHasa koMnaHua Brand Direct - pa3paboTtka
U M3roTOBNEHME peKaMHbIX U3aennn M3 rodhpokapToHa
N He ToNnbko. OpureHTUpPoBaHa Ha pPaboTy Kak C peknaMm-
HbIMW @areHTCTBaMU, Tak U C KOHEYHbBIM KNTMEHTOM.

Canon

CANON

www.Ccanon.ru

Kopnopauwna Canon Inc., ronoBHOM oduC KOTOPOW pac-
nonoxeH B Tokno (AnoHunsa), — MMPOBOM Nunaep B obna-
CTW CO30aHuA NpoayKUMKM ONng popMUpoBaHns 1 obpa-
60Tk n3o0bpaxeHun. Co BpeMeHn ocHoBaHusa B 1937 1.
KoMnaHusa Canon 3aHana yBepeHHble no3nuyny B cdhepax
OTO- U BUOEOTEXHUKU, CUCTEM BE30MaCHOCTU, MHANBMU-
noyanbHoOM U NnpodeccroHanbHOM neyaTu, a Takxe pelle-
HUIN ON9 KOPNOPAaTVUBHOMO AOKYyMeHToobopoTa.

B Poccuun kopnopauuto Canon npencTtaBaser KoMnaHua
000 «KaHoH Py». OdWCbl KOMMNaHUM PaCnoOSIOXKeHbl B
Mockee, CaHkT-lleTepbypre v HoBocubupcke.

& CHEP

CHEP

Ten.: 8 (800) 20018 75
info.russia@chep.com
www.chep.com/ru

KomnaHua CHEP (YEM) aBngetca MUPOBbLIM NaepoM B
obnacTv NpefoCcTaBNeHUa KOMMNEKCHbIX TOMMCTUYECKKX
pelleHnn no apeHge MHoOroobopPOTHOM Tapbl U ynpas-
neHuto ee o6OPOTOM ANdA Npow3BoguTenen TOBAPOB U
putennepos. OQHUM N3 OCHOBHbIX HanpaBAeHWM KoMna-
Hum CHEP (YEM) asndaeTca nynuHr nanneT - ynpasneHue
cucteMon obpalleHrs BblICOKOKAUYECTBEHHbIX ManaeTt u
npenocTaBfeHre AOCTyna KAMEHTaM KOMMaHuu K 3ToW
cuctemMe (Nyny nanner).

CORPORATE

M
S

ARKETING
ERVICE

CMS Russia

Ten.: +7 (495) 545 44 60
info@cms-russia.com
WWW.CMms-russia.com

CMS - pek/laMHO-MPOM3BOACTBEHHAA KOMMaHUsa C Onbl-

TOM paboTbl B POSM-uHoycTtpun 6onee 15 net. CMS ce-
rogHs:

-6 pervoHanbHbIX NPeaCcTaBUTENbCTB,

- NPOM3BOACTBEHHbIE NOWaAKM B 6 roponax P®,

- 6onee 135 ropogoB NPUCYTCTBUS,

-6onee 1 OO0 OMUCHBLIX COTPYAHUKOB U TEXHUYECKOro
nepcoHana,

- 6onee 110 eanHML, ManOTOHHAXXHOIO U CpeaHeTOHHa)X-
HOro aBTOTpaHcnopTa.

2o

coral|GRoUP

MARKETING COMMUNICATIONS COMPRNMY

Coral Group

Ten.: +7 (495) 697-82-44
info@coral-group.ru
www.coral-group.ru

KomnaHua CORAL GROUP npegnaraeT WMPOKUM CAEKTP
YCNyr B cdhepe MapKeTUHIOBbIX KOMMYHMKaLUMN, OCHOB-
HbIM HanpaB/eHWeM AeATeNbHOCTU KOMMaHUK aBNgeTCcs
BM3yann3aumsa TOProBbIX MAapOK B MecCTax npodaxk. Hauu
25-n1eTHUIM ONbIT M HapaboTaHHaa 9KCNepPTr3a MNO3BONST
BbINOAHATb MPOEKTbl NOOOM CNOXXHOCTW ONnepaTrBHO 1 C
NPVMEHEHUEM CaMblX COBPEMEHHbIX TEXHONOT U,

DaMax

point of sale

Da-Max

Ten.: +7 (495) 585 88 53
novatek55@gmail.com

Mpoounzsoacteo POS-MaTepranoB v peklaMHbIX KOHCTPRYK-
UMW M3 PasIMYHOro Tuna naacTrUKOB M KOMOUHMPOBAH-
HbIX MaTepManos.

Dy

DA Creative Group

Ten.: +7 (495) 970-57-47
love@da2brand.ru
www.da2brand.ru

Moynna komnaHum DA Creative Group aBnaeTca akcnep-
TOM B yMNpaBfeHnn NokKynaTenbCkMM nosegeHneM. Mmeaq
COOCTBEHHYIO MCCNeaoBaTeNbCKylo U MPOW3BOACTBEH-
Hyt 6a3sbl, a Takxe KpeaTuBHyto cTyauto, DA Creative
Group obecneymBaeT MNOMAHbIN LUMKA paboT B obniacTtu
MapKeTUHIOBOro ynpaBfeHns KaTeropuaMm B putenne,
CTUMYNMPOBaHMsa Npodax n POSM.

MHOOPMALUMOHHbBIV BIONTNTETEHb
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DigiSK

DigiSky

Ten.: +7 (495) 937-63-09
sales@digisky.ru
www.digisky.ru

KomnaHua DigiSky npegocTaBnaeT pelleHnsa «nod KUy,
OT KOHCaNTMHIra A0 YCTAHOBKM 1 CEPBUCHOIMO OOCY M-
BaHu4, B cchepe Digital Signage 1 My3bikanbHOro ohopMm-
NeHns ON9 KJIMEHTOB B TakMx OoTpacndax, kak: HoReCa,
QSR, puTenn, KoMmMmepyeckas HeOBMIKUMOCTb, UTHecC-
MHOYCTPUS, OaHKW U T.0. Ha Tepputopumn PO 1 ctpax CHI.

DIAI
‘ KOMMNAHMA

MPOM3BOOCTBEHHAS

DIXI Pro

Ten.: +7 (499) 951-05-30,
+7 (499) 951-05-31

info@dixipro.ru

www.charsky.ru

PeknamHo-npounsBoactBeHHas komnaHuma DIXlI Pro Ha
pbiHKe npown3soacTBa POSM 1 nonurpaduyeckom npo-
oykumm ¢ 2001 roga. 3a 270 BpeMa y KOMOaHUKM CNOXM-
nacb penyTtaunsa HageXHoro napTHepa, BbINOAHAOWLEro
60oNblWON 0ObEM 3aKa30B Ka4yeCTBEHHO UV B KOPOTKME
cpokn. OCHOBHbIE KNTMEHTbl KOMMNaHWK — KPYMHble MpOoun3-
BOOWTENW C ONTOCPOYHBbIMU NpoekTaMun. OCHOBHbIMY Ha-
npaBneHrsamMm Halwemn paboThl ABAAOTCA: NPOV3BOACTBO
POS-mMaTepuanoB, MNpPOU3BOACTBO Moaurpadmryeckomn
NPOAYKUMUM, TOFMCTUKA, MOHTaX.

HP

Ten.: + 7 (495) 797-35-00
www.hp.com/go/scitex

KoMnaHusa npepnocTtaBnget peuweHua B obnactu UT-mH-
DPacTPYKTYpPbl, MEPCOHaNbHbIX BbIYNCAUTENBHbIX CU-
CTEM N YCTPOWCTB AOCTYNa, YCAYrY No CUCTEMHOM UHTEe-
rpaun, CEPBUCHOM NOAOEPMKKE 1 ayTCOPCUHIY, @ Takxe
YCTPOWCTBa nedath 1 cpencTBa BbiIBOAA M30OparKeHM.

/ & a‘.gPERMARKET

Idea Supermarket

Ten.: +7 (495) 234-00-33,
+7 (495) 232-01-03

www.ideasupermarket.com

KomnaHua ldeaSupermarket - 3170 ogHa W3 BeaoyLUx B
Poccun dhupM, cneyman3mpyolnxca Ha co3aaHny KOH-
Lenuum ona npeanpuaTtnm Toproenun. Yxxe 6onee 20 net
Mbl KOHCY/NbTUPYeM, pa3pabaTbiBaeM AU3aNH-MPOEKThbI
TOProBbIX 3a/10B U TEXHOMOMMYECKMX LexoB, CO34aeM
MHTepbepsbl, NoabrpaeM 1 ycTaHaBIMBaeM npodeccro-
HanbHOe oBopyaoBaHVe.

INnitium

Initium

info@initium.ru
www.initium.ru

PelweHusa VIHWLMYM 019 KOMMEpPYeCKOoW HeABVIKMMOCTU
TepMuyHanbHas TOProBN4a 4na putenna
VNHTEepaKTnBHbIE CEHCOPHblIEe TepMUHanbl onga TPL,
NHTepakTrBHOE 3epkano TweetlLook

I INSCOM
Solutions

INSCOM Solutions

Ten.. +7 (495) 777-01-96
info@inscomsolutions.ru
www.inscomsolutions.ru

KoMnaHua peannsyeT pelleHua B obnacTu ynpasneHus
uenamu noctaBok (SCM). Mbl npou3BoaVM onepayumn
TONbKO ¢ POSM 1 ToprosbiM obopynoBaHneM. Hapabo-
TaHa KofloccanbHaa akcrnepTm3a B 06NacTu NOTUCTUKM,
MHCTaNAaunm n obcnyxxmpaHua POSM.

IT™M

Integrated Trade Marketing

GROUP

Integrated

Trade Marketing Group

contact@itm-gms.ru
WWww.itm-gms.ru

Integrated Trade Marketing Group (ITM Group) - rpynna
KOMMaHWM, NpeaocTaBnaoLlas peleHuna B chepe Mapke-
TUHra v Npoaa)<, Ha peiHke ¢ 2004 roga. B koMnaHum ecTb
nenaptaMeHT, Chneunanmanpyommnca Ha TexHUYeCKOM
MepueHOansnHre.
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LBL Marketing Production

Ten.: +7 (495) 989-12-36
zakaz@lbl-mpro.ru
www.lbl-mpro.ru

KOMMNEeKCHbIM MoCTaBLMK MNPOAYKUWW W yCNyr Ang
TPeNa-MapKeTUHra, PasfMdHbIX  MNporpamMMm  Mapke-
TUHTOBOW MOOOEPMKKW  PO3HUUYHbLIX TOPrOBbIX CeTen
n HoReCa. YcnewHo paboTaeT B obnacTax ausamnHa,
pa3paboTku, npomssoactea POS-maTepranos, NpPomMo-
YMNaKoOBKU, pekfaMHOo-nonmrpadbriyeckom v cyBeHUPHOMN
NPOAYKLUWW, NPOMOOAEX O bI.

2 &.E‘D
Al 51l=

LBL KoOMMyHUMKaLMOHHAA
rpynna/NB MpuHT CTap

Ten.: +7 (495) 276-09-90
inbox@lblprint.ru
www.lblprint.ru

KoMMYyHMKauMoHHaa rpynna LBL - rpynna KoMnaHum, pa-
BoTatolaa Ha POCCUMCKOM pPbiHKe peknambl ¢ 1992 roaga.
KoMMyHMKaumoHHada rpynna LBL - 2To yHMKanbHOe coye-
TaHWe MegUMHOro M KpeaTUBHOMO CEPBNCOB, COOCTBEH-
Hble BbICOKOTEXHOOTMUYHbIE MOBEPXHOCTU KPyMNHOMOP-
MaTHOWM HapyXHoW peknambl (Meavadacanbl), OrPOMHbIN
OnMbIT B MPOBEAEHUM MAaCLUTAaOHbIX MYyNbTUMEOUMHbIX Me-
ponpuaTMm n cobCcTBeHHas MNPOW3BOACTBEHHas 6a3a -
JIBJ1 MpunT CTap.

LI

LINII Group

Ten.: +7 (495) 223-23-68
info@linii.ru
www.linii.ru

Poccuickoe areHTCTBO, crnelmanm3npytolleecs Ha pas-
paboTke BpeHOoB «C HyNa» B obnacTtu putenna, HoReCa
n FMCG. OcHoBaHo B 2003 roay. B wTtat Bxogmnt 30 ye-
noBek. AreHTCTBO ABAAeTCA OOHWM U3 NNOCPOB B cde-
pe 6peHanHra B Poccun 1 obnagaetT MHOroYMCcneHHbIMM
POCCUNCKUMU I MEXAYHAPOAHBIMW HarpagaMu.

(OPRINT

SERVICE

OkTOolMpunHT CepBUC

Ten.: +7 (499) 490-10-91
info@oktoprint.ru
www.zund-rus.ru

«OKTOlMpPUHT CepBrC» ABNAETCA NpeacTaBMTeeM KOMNa-
HUKM ZundSystemtechnik AG - WBeNLAapPCKOro nNponsBo-
onTens yHuBepcanbHbiX LMMOPOBbLIX MNAaHLWETHbIX pexy-
WMX NNoTTepoB. Pexxylwme nnotrepbl Zund oTnmyaoTcs
BbICOKOW TOYHOCTbIO W HaOeXXHOCTbtO, & MOLY/IbHOCTb
KOHCTPYKLMM U 60NbLLIOE KOMYECTBO Pa3IMYHbIX MOAY-
nem U MHCTPYMEHTOB MO3BOMSET pe3aTbh 1 hpe3epoBaTb
pasNnyHble MaTepuarsbl.

PERFETTI

Perfetti van Melle

Ten.: +7 (495) 960-28-00
www.perfettivanmelle.com

CBoto geaTenbHOCTb B Poccum KoMnaHua Havana B 1993
roay, NpeacTaBuB POCCUMCKOMY MOTREBUTENO KOHMETbI
Fruittella®. TogoM no3»ke KoMnaHya HadMHaeT npoaaku
BTOPOro M3BecTHOro 6peHga Mentos®. Bbicokoe Kaude-
CTBO MPOAYKLUMW M ApKas 3anoMKHalolasca pekjama
NPULLANCH NO BKYCY MHOTMM POCCUMNCKUM NOTPEOUTENAM,
B TeueHure nocnepylolnx neT acCoOpTUMEHT KOMMaHUM
NOMOJIHUCA He MeHee OpPUrHaNbHbIMU KOHMeTaMun, Ta-
KUMKW Kak Meller®, Alpenliebe® 1 op.

= P.O.Smart

P.O. Smart

Ten.: +7 (495) 780-99-25
info@posmart.ru
www.posmart.ru

KomnaHua P. O. Smart y)ke 6onee 10 net yBepeHHo nuan-
pyeT Ha pblHKe NPOW3BOACTBa PeKaMbl, Npensaras cCBo-
MM napTHEpam B MoCKBe 11 No Bcen PoOccumM TONbKO caMble
ahdhekTUBHbIE, ApKME VM UHAOVBUAYaAbHbIE cpeacTBa ANa
npoaBu»eHnsa 6peHga.

PUBLIC TOTEM

Ten.: +7 (495) 797-45-42
www.publictotem.ru

25 net B POS-mHAyCcTpUmM B NapTHEpPCTBE C HaLUMMU KAU-
eHTaMM - Nydllas XapakTepKrcTuUKa HaOeHOCTW, CTa-
BMNBbHOCTW K ycnexa.

MHOOPMALUMOHHbBIV BIONTNTETEHb
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RPVC

NUBMIKI

PVG

Ten.: +7 (495) 604-11-02
pvg@pvyg.ru
WWW.pVg.ru

PVG npennaraet MaclwTabHble peleHns ana UHOYyCTPpumn
indoor peknambl: OT Pa3paboTKK KOHCTPYKUMIN OO0 WH-
CTannauuy v CepBUCHOIrO OOCNYXMBAHUA B TOProBbIX
TOuKax Poccum n CHIL YHMKanbHoe obopynoBaHuMe no-
3BongeT npoussoanTtb POSM 13 KapToHa, MeTanna, nia-
CTUKa N MCNOIb30BaTb COBpeMeHHble digital TexHonorum,

RedinDesign

Ten.: +7 (495) 917-78-71
info@redindesign.ru
www.redindesign.ru

HezaBucumMas cTtyama rpaduryeckoro gmMsanHa, cneuva-
NV3NPYIOLLAACA Ha KOMMIEKCHbIX pelleHmnax B o6aacTu
peknambl 1 6peHaunHra. Cosgara B 2005 roay.

RETAILOR

Retailor

Ten.: +7 (495) 729-06-66
kostomarov.dmitry@retailor.ru
www.retailor.ru

Retailor — ynpaBnawLlas KOMMNaHUa caMoro KPyrnHoro
B Poccum onepatopa TEXHUYECKOro MepyeHaamsvHra, ¢
2006 roga camocTodaTeNbHO nNpucyTcTBytollero B 106 ro-
pofax cTpaHbl, obnagatoulero 15 1. KB. METPOB CK1aACKUX
nnowanen, komaHgow 13 850 TexHuyeckmx cneunanm-
CTOB BbICLUEWN KBanMdrKaumnm, MmMeLmx Bce Heobxoam-
Mbl€ 0OMYCKW.

retail branding

Retail branding

anna.wirth@retailbranding.at
www.retailbranding.at

Retail branding - Begyllee eBponenckoe areHTCTBO CO
cneunanulaumen O6peHanHr 1M gmsamH MarasmHoB. Oc-
HOBaTeNb KOMMaHUK - ApHAOT TpauHAN, KOHCY/bTAHT C
MUPOBbLIM MMEHEM 1 @aBTOP KHUM MMUCCUA KOMMOaHWKW: CNo-
COOCTBOBAThb PA3BUTUIO pUTENIa, MOMOraTb PO3HUYHbLIM
KOMMaHWAM CTaHOBUTbCSA ©Ooslee npuBnekaTenbHbIMU,
KIMEHTOOPWEHTUPOBAHHbLIV 1 YCMeLlHbIMUA,

Seven

Ten.. + 7 (495) 748-59-59
info@7-agency.ru
Www.7-agency.ru

AreHTCTBO Seven NosBMAOChH Ha pbiHKe Bonee 18 neTt Ha-
3a0 U cneuvannsnpyeTca Ha peanmaauniy pasHonIaHoBbIX
nporpamMm B 06/1aCTV TOProBOro MapkeTuHra (MoTuBaum-
OHHble MPOrpaMMbl, MepYeHOam3unHr, in-store KOHCYbTU-
poBaHue, retail audit, ynpasnernne POSM 1 T.4.).

SPINETIX

SpinetiX

Ten: +7 (495) 669-37-47
E-mail: info@dstools.ru
www.dstools.ru

Mbl Mpon3BoAVM Meaunanneepbl U codT ANG: AUCnneen
MeH60pPA0B, BMOCOCTEH, CBETOAMOAHbBIX 3KPAHOB, Me-
nradacanos, MNPOEKTOPOB, WHTEPAKTUBHbBIX KWMOCKOB.
Jliobble 3apadyn oToBpa)eHUsa U MHTepakTMBa — OQHO
LBenapckoe obopynoBaHve. bes NMUeH3OoHHbIX nna-
Texewn, SaaS 1 obnayHbIX CEPBUCOB.

-
S L‘.
L 4

TradeZone

CE DPERA

Trade Zone Service

Ten.: +7 (916) 690-83-18,
m.sokolov@tradezone-service.ru
www.tradezone-service.ru

«TradeZone Service» — KOMMaHUa, o6beanHaLWaa npo-
dheccroHanbHyto KOMaHAy CneumManmMcToB, OKasbiBatoLLMX
KOMMJTEKCHbIE YCIYTU B 06/1aCTU «TEXHNYECKOrO MepyeH-
navsunHra» POS, ToproBoro v pekjamMHoro obopygosa-
HKA B TIOObIX TOPrOBbIX 30HAaxX Ha Bcen Tepputopmnn PO.
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TTG

Ten.: +7 (495) 510-67-21
andreyl@ttg.ru

TTG — cepsucHaa koMnaHua. OCHOBHasa Halla 3agada -
pelatbh NpobnemMbl KIMEHTOB. B cocTaBe Hallel KoMmna-
HUU: OM3aNH-CTYANA, MPOW3BOACTBEHHbIN OThes, in-store
oTaers, a Takxxe oTAesbl TOrNMCTUKM, CYBEHUPHbIV oTaeN 1

www.ttg.ru oTnen digital.
UNITE - akTuBaUWOHHbIN MapKeTUHI, HaleneHHbI Ha
npofaxu. AreHTcTBO obnafaeT aKCnepTu3ow B peanu-
3auun trade n promotion kamnaHun dpegepanbHOro Mac-
UNITE wTaba, a YHUKaNbHbIN OMNbIT 1M HaKoMJeHHaa akcnepTM3a

Ten.: +7 (495) 748-59-57
M.Pimenova@unite.agency
CawnT: unite.agency

NO3BOJIAIOT PEeasN30BbIBaTb BbICOKOTEXHOOMMUHbIE pe-
LeHnsa BO BCcex kKaHanax, nepecekaq digital n trade. Oc-
HOBHOW YMNOP B HALLUX NPEOIOKEHNAX Mbl Ae/laeM UMeH-
HO Ha OW3Hec-pe3yNbTaTbl, NCNOJb3yd 19 3TOro caMble
KpeaTMBHble pelleHns U NPpUMeHUMble UHHOBALWKW. Mbl
CTPeMMMCA ObiTb HaAeXHbIMW MapTHepamMu ANS Hawux
KJIMEHTOB, MOCTOAHHO PAaCLUMPAs CNekTp YCAyr v npwn
3TOM COXPaHAa Halle BblICOKOEe KayeCcTBO paboThbl!

@) VENTRA

VENTRA

marketing@ventra.ru
www.ventra.ru/trade

VENTRA — akcnepT B chepe ayTcopcuHra bmsHec-npotLiec-
coB. KoMnaHua ocHoBaHa B 2002 roay v BXOAUT B BbICOKO-
TEXHONOTrMYHbIN XonamnHr Mirantis (CLLA), cenyac 3aHnMaeT
nmavpytowme no3mumm Ha pboiHke., Qokyc 6usHeca — Bbl-
COKME TEXHOOMMN U IN1EKTPOHUKA. DKCNepTmM3a KOMNaHum
no3BoNgeT paspabdaTbiBaTb MHCTPYMEHTbI ANa addekTmB-
HOro ynpasieHns Kak nponaamMmm 1 noneBor KoMaHOown,
Tak ¥ OCTanbHbIMU PYHKLUMAMK ON19 MPOABVIKEHUA MPOAYK-
Ta Ha pbiHke. VENTRA Trade asngeTtca npoBangepoM anaq
cnepyolmnx komnanun: KARCHER, Dyson, LOEWE, BOSE,
Apple, Philip Morris, Henkel, Philips, Husgvarna, 2BoTop.

VIRTU

25 net
B nBu>keHNN

VIRTU

Ten.: +7 (499) 951-03-09
info@virtu.ru
www.virtu.ru

VIRTU aBngetcsa napTHEPOM KPYMNHEWLLVX MUPOBbLIX BpeH-
[OB MO OCYLLIECTBIEHUIO UX CTPATernm B MecTax npoaax.
Mbl NpeafocTaBAsieM KOMMIEKCHY0 ycnyry (akcnepTmsa v
KOHCANTUHI - pa3paboTka - NPOV3BOACTBO — MHCTaNNAUMN
1 CEPBUCHOE COMPOBOXOEHKWE) No pean3aumm NoaHoro
crnekTpa cnenyLlmnx peleHnin: KpaTkocpoyHble POSM 13
KapToOHa, OONrocpoYHble npemuanbHble POSM, akckto-
3MBHasa Toproeasa Medenb M MoHobpeHaoBble ByTukn, Co-
30aHMe KpeaTBHOIro NpoayKTa, CMOCOBHOro MakCchMarsb-
HO 2(hheKTUBHO pellaTb 3aga4n 6peHda B TOProBoM 3ane,
Mbl CYMTAEM M1aBHOW 3a4a4en Ka)kaoro npoekTa.

VISIOBOX

VISIOBOX

hello@visiobox.ru
WWW.vVisiobox.ru

VISIOBOX — ypobHoe M npoaBMHYTOe pelleHve angd
ynpasneHna akpaHamy. CooepXUT MOLHbIM Meaunanna-
HUPOBLLMK, OTYETHOCTb, CPeACTBa MOHUTOPWHIA NIeepos,
30HMPOBaHME 1 BUOYKETbl. VIHTerpaumsa C BHELWHVMU
NCTOYHMKAMMU OaHHbIX U CUCTEMAMU SKCTPEHHbBIX ONoBe-
LeHun. PaboTaeT B ob61ake Uam Ha CoOCTBEHHOM cepBepe.

; williamsleatag

Williams Lea Tag

www.williamslea.com

WilliamslLeaTag npencTaBngeT MoJHbIM NakeT pelleHun
MO ayTCOPCUHIY U PEUHMXUHUPUHTY OM3HEeC-MpoLeccos,
B TOM 4KC/le MPOLIECCOB 3aKymnoK MPAMbIX 1 HEeMNpPaMbIx
MapKeTUHIOBbIX MaTepuasios: OT KpeaTuBa U/ Wan agan-
Tauuu MaTepranos B PasIUYHbIX KATEropursax.

APUATI

Ten: +7 (812) 33-45-333
info@arial.ru
www.arial.ru

KomnaHua «APVAJT» 6bina ocHoBaHa B 2003 rogy kKak
NOCTaBLMK YCNYr MO nedyaty M3obpaxkeHnn 4aa npons-
BOACTBa HaPYyXHOW N UHTEPbEPHOWM PeKlaMbl B CErMeHTe
B2B. Ha gaHHbIM MOMEHT Halla KOMMNaHua aBnaeTcs on-
HOW U3 NMOVNPYIOWMX B OTPACN WMPOKOMOpMaTHOM ne-
4aTh NO NPOKM3BOACTBEHHOM Dase.

MHOOPMALUMOHHbBIV BIONTNTETEHb
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ATB

Ten: +7 (812) 635-87-45,
+7 (812) 635-87-50

print@atb-company.ru

www.atb-company.ru

OO0 «AKTyanbHble TeXHOMOrumM gna dusHeca» - OWHa-
MUYHO PAa3BMBAOLLLAACH KOMMaHKS, CO34aHa KONEeKTUBOM
MHWUMATVBHbBIX KBannUUMPOBaHHbBIX CMNeunanmctoB B
2009 r. ong okazaHug yCcnyr no wmnpokodopMaTHOM ne-
yatu.

C 2015 . No HacTodLllee BpeMsa OCHOBHOe HanpaBneHune
Hallewn OeaTenbHOCTI — MOJIHbIM KOMMIEKC YCYr Mo pas-
paboTke 1 npomseoacTBy POS-mMaTepranoB M3 KapToHa
1 nnacTuka.

VITRINAA

ESTABLISHED 1994

Vitrina A

Ten.: +7 (495) 234-99-00
welcome@vitrina.ru
www.vitrina.ru

Vitrina A - 2TO yHWKaNbHas KOMMNaHus, pabdoTatouaa B
chepe MapKeTUHIroBbIX KOMMYHUKaLun. Vitrina A cerogHa
- 270 6osee 10000 yHUKaNbHbIX NPOEKTOB C Bonee yeMm
70 koMnaHuamum 13 TOP-10 B cBomx oTpacnax. Vitirna A
3aHMMaeT 6-10 nosumyumtio B8 TOP-10 no BocnpudaTuio cpean
peknamogaTenemn.

TPOM3BO/ICTBEHHAA KOMITaHHs

BYM-APT

Ten.: +7 (495) 933-68-31
info@bum-art.ru
www.bum-art.ru

BYM-APT. PeknaMHO-Npon3BOoACTBEHHAA KOMMNaHWs, 06-
napjatollas NnapkoMm COBpeMeHHOro o6opyaoBaHns 1 Crno-
cobHaa onepaTuBHO M Ka4eCTBEHHO BbIMOMHUTb MOMHbIMV
UMK paboT Mo MPOU3BOACTBY PEKIaMHO-CYBEHUPHOW U1
nonurpaduyeckom NPoayKLUMM OT U3FrOTOBEHWS BU3UTOK
no cnoxtHoro POS- 1 POP-o6opynoBaHma.

FPVHHA MPEANPHATHI

$Irorak

roTaK

Ten.: +7 (495) 258-85-80
(006.318 n 234)
Elena.Kurakina@gotek.ru,
Konstantin.Glushenkov@gotek.ru
www.gotek.ru

Mpynna npennpuatum «FOTIK» - kpynHenwmm B Poccum
npon3BoAUTENb YNAKOBKM M3 MNOCKOTO M roprpoBaH-
HOro KapToHa ¢ odceTHOM 1 hnekcorpadryeckow neda-
TblO, TMOKOW YMakKOBKU U YNAKOBKM M3 (DOPMOBaHHOW By-
Marun. CerogHa B rpynny npennpuatum «FOTOK» Bxoaat
LeCTb MPOU3BOACTBEHHbIX KOMMaHWN, PAaCMONOMKEeHHbIX B
Tpex pervnoHax PO - JleHnHrpagckon, Tynbckow n Kyp-
CKOW obnacTsax.

OEKA

Ten.: +7 (4852) 76-49-14
chilikov@deka.yar.ru
www.deka.yar.ru

Komnanua «JEKA» obnapnaeTt 20-neTHUM OMNbITOM B pas-
pabotke 1 npomseoactee POS-maTtepuanos. [eka - 31O
COBPEMEHHbIV MPOKV3BOACTBEHHbIM KOMMMEKC, Ha KOTO-
POM MPUMEHATCH UHHOBALMOHHbBIE TexHonoruy B o6-
paboTke nnacTuka, MeTanna, N1a3epHoOM 1 MexaHn4eckow
rpaBMpPOBKeE, MeyaTh U gepeBoobpaboTke.

Ounza

Ten.: +7 (495) 23-13-888
info@diza.ru
www.diza.ru

Mpopa)ka M nepepaboTka camMokeaumxca neHt TESA,
ORAFOL, ATP 1 n3gennin n3 HUx. Npomn3BoACTBO TEXHO-
NOrMYECKKX BblCeYEK, B TOM YMCe U3 ABYCTOPOHHUX ca-
MOKEALWMXCH NEeHT.

DDC

Display Design Company

Oucnnen OusanH KoMnaHu

Ten.: +7 (495) 988-29-94
ab@displaycompany.ru
www.displaycompany.ru

Oucnnen dusand KoMnaHu - poccumckas pekslaMHOo-Mnpo-
13BOACTBEHHAs KOMMaHWa C MHOroMeTHWM YycnellHbiM
OMbITOM PaboThl. Mbl creUrannsvpyemcs Ha paspaboTke
n npownseoacTese POSM, npoMoynakoBKW, pek1aMHOM no-
nurpadryeckor NpoayKumnm.
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Double V

Oy6nb B

Ten.: +7 (495) 725-08-88
info@doublev.ru

KomnaHua «dy6nb B» 6bina co3gaHa B 1992 roay. 3a ABa
O0ecaTnneTma KoOMNaHmsa aBotOUMOHKPOBaNa OT NocTaB-
WyKa 6yMary OO CUCTEMHOro umHTerpaTtopa B obnacTtu
noaurpadum. B HaweM accopTMeHTe — BeCb KOMMIEeKC
nonnrpaduyeckrx MaTepranos.

INELDISPLAY

PANTONE 639 C

NHEN OWUCNNEN

Ten.: +7 (495) 232-66-00
info@inel-display.ru
www.inel-display.ru

OunsarH 1 NPOoW3BOACTBO LWKMPOKOro cnekTpa POSM,
BKJItOYaa: AMCNNeun, oucneHcepsl, CBETOBbIe 3HAKW 1 na-
Henu, MeHtBoPabl, MEHIOXONAEPbI, LUeNdCcuCTeMbl, a1eK-
TPOHHble POSM. [0oTOBbIE PelleHWa ANA MepYyeHOan3vHra
M ohopMIeHVA TOProBbIX 3a/10B: CUCTEMa pa3genuTtenen
U TONKaTenemn, LeHHUKoaepaTenum, HanoibHble CTOMKU.

NQa3epCTUNb

PERAAMBG-NBOMIBOCTREHIKAR FEYTING

J1azepCtunb

Ten.: +7 (495) 734-91-56
info@laserstyle.ru
www.laserstyle.ru

Yrke cBbie 20 net PIMNK «J1azepCtunb» paboTaeT Ha poc-
CUVICKOM pPbIHKE peK1aMbl. Ha faHHbI MOMEHT KoOMMNaHusa
BXOOUT B YMCNO KPYMHeNW X npounssoamutenemn POS-ma-
TepuanoB M TOProBoro o6opyaoBaHMs B MOCKOBCKOM
pervioHe. bnarogapsa co6CTBEHHOMY OT/IMYHO OCHAaLLEeH-
HOMY MPOKM3BOACTBY obLen naolaabto cebille 10000 M?
KOMMaHWg MOXeT MPOU3BOAMTb MPOAYKLMIO, HadynHasa
C HeboMblUMX MOAOYHbBIX U HaMOMbHbIX AMUCMNeeB, 3a-
KaH4MBas MPOU3BOACTBOM TOProBOro obopynoBaHus 1
ohopMIeHeM MarasmHa noa Ktou.

== MAUEP

| ] KOMMYHMKALIMOHHOE areHTCTBO

Manep

Ten.: +7 (495) 648-65-32
www.mayer-team.ru

Marep — 3TO KOMMYHUKALUMOHHOE areHTCTBO, pPek/laMHoe
NPOW3BOACTBO, UHTEPHET-CcTyaua U Tunorpadua. Oducsl
B MockBe v CaHkT-lleTepbypre.

HAMW

Ten.: +7 (499) 682-72-77
info@nami-ag.ru
www.nami-ag.ru

«HAMW» — peknaMHO-NPOW3BOACTBEHHAS rPynna KoM-
naHWnM, npepnaralolas MHHOBALMOHHbIE MNPOAYKTbI U
peweHua. MNpegocTaBnsgeM MOMHbIM NepedyeHb YCayr B
obnacTy An3amnHa, pa3paboTKu, NPOW3BOACTBA, TOrMUCTU-
KN, MOHTa»a 1 cepBMrca TOProBoro o6opygoBaHUa 1 pe-
KNIaMHbIX MaTepuasnoB.

ZNOVATECH

HoBaTex

www.magnitvinil.com

KomnaHua NOVATECH — nocTaBLWMWK MHHOBALMOHHbBIX
MaTepunanos N4 NPon3BOACTBa peksaMbl. Mbl npeanara-
&M COBPEMEHHbIE PeLleHMns B PpeKIaMHOM ODOPMAEHUN.
MaTepwuansl komnaHmu NOVATECH asnqatoTca pelleHnem
3a4a4, CBA3aHHbIX C YacToM M onepaTWBHOW CMEHOM pe-
KJlaMbl B CeTeBbIX MarasmHax: ce3oHHoe nepeodopmie-
HMEe K akUMaM, pacnpofarkaMm, NpasaHnYHbIM gaTtam.

nocTer
NBUHT W as

MocTtep-MpUHT

Ten.: +7 (812) 600-07-01
info@poster-print.net
www.poster-print.net

OO0 “MocTep-MpuHT” — HenpepbIBHO pacTyuwaa wu
pa3BKBatoLlasca KoMnaHuda, ocHoBaHHasa B 2007 ropy.
Cneumanmsaumsa Halem KoMnaHnm — LMdpoBoe N3roToB-
neHve POS-MaTepranoB U yNakoBKW, a TakxKe NnjakaToB
019 HapPYXXHOWM peknaMbl U BHYTpPeHHero odopmaeHus
MarasmHOB M TOProBbIX KOMMIEKCOB.

MHOOPMALUMOHHbBIV BIONTNTETEHb
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MPU3MUNKC

Ten.: +7 (495) 956-11-15
info@prizmix.ru
WWW.prizmix.ru

Komnanua MPU3MUNKC - nocTaBLK o6opyaoBaHMa 1 Ma-
TepuanoB ANd WMPOKOPOPMaTHOM NedyaT 1 NPOV3BOA-
ctBa POS-maTepuranos.

[MpencrtaBngeM BCEMUPHO W3BECTHble OpeHAdbl: WUPo-
kodopmaTHble YO-npuHTepbl EFI VUTEK (CLUA), ru-
6puraHble, PYNOHHbIE W TEKCTUNbHbIE, 3KOCObBEHTHbIE
npuHTepbl OKI ColorPainter; pexkyLime nnoTTepbl U Npo-
roamMmmHble peweHua ESKO Kongsberg; anbTepHaTuBHbIE
yepHuna TRIANGLE (CLLUA) - CcONbBEHT, 2KOCOJ/IbBEHT,
YO; MmaTepuanbsl ANa nedaTt. cCaMoKeamecs nieHkn v
namuyHaTtbl 3M (CLLUA) n Ritrama (MTanug), ckponnepHas
namMyHMpoBaHHada 6ymara Polyman (OpaHums).

POSBCCACHANE MIETHREA

MpoMa

Ten.: +7 (495) 221-63-00
welcome@sspproma.ru
WWwWWw.sspproma.ru

KomMnaHuga MpoMa ocyLlecTBNaeT NoJSIHbIM KOMMEeKC yC-

Nyr B 0671aCTU MapkeTuHra u pekaaMHoOro NpoaBUNXEeHMS:

* paspaboTka M peannsaumsa KOMMYHMKaALMOHHbIX CTpa-
Ternm,

e wonnep- v TPewa-MapKeTWHI, opraHmMsauma npoMo-
KaMnaHum,

* COObITUMHBLIV MAPKETUHT;

o OUNOXKUTAN-MAPKETUHT;

* paspaboTka U peanvsauma HeCTaHOAPTHbIX pekflaM-
HbIX KaMmaHum.

PUATI

Ten.: + 7 (495) 600-44-60
efremova@ria-l.ru
WWW.ria-l.ru

[leyaTHble MaTepuanbl ANa odopMAeHNa MeCT NPOMax.
DKCKIO3VIBHbIE U CEPUMHbIE CTOMKW U gucnien ona Ka-
HanosB HoReCa, Toprosbix cetel v MarasmHos. OdhopM-
NeHvie TOProBoro NpocTpaHcTBa NPOM30H. MNobegnTens
B KOHKypce «OMA RUSSIA AWARDS», npu3ep KOHKYypPCca
«superstarRussia 2006».

PINK «2HTy3macT-Peknama»

Ten.: +7 (495) 229-50-85
reclama@entuziast.ru
www.entuziast-reclama.ru

PIMK «3HTy3uMacT-PeknamMa» 3aHMMaeTca Npor3BoACTBOM
peksaMbl 1 Toprosom mebenu ¢ 1997 roga. OcHOBHbIE
HanpaB/eHNS: Hapy>XHaa peksama, odbopmaeHre MecT
npogax (Hasuraumsa, POSM), ToproBaa U HecTaHaapTHas
Mebenb, 3aCTPOMKa BbICTABOUHbIX CTEHO0B.

svetofor &

Svetofor

Ten.: +7 (495) 926-17-10
manager@svetofor-display.ru
www.svetofor-display.ru

Beoyuwimn poccrmcknin paspaboTurk 1 NpOW3BOAUTESb
POSM 13 kapToHa: pekaaMHble CTONKW, NanaeTHble ohopM-
NeHVs, POCTOBble (DUIYPbl, YEKMOWHTbI, MONOYHble POSM.
Y®-nevaTb ohceTHOro kavecTsa 600 M2/yac Ha BCex BUOAxX
KapToHa, /K, MBX, pe3ka Ha naoTTepe. Jlydlime LeHbl.

SOOI T 7 7

PRINT J Pasm

CnpuvHT

Ten.: +7 (495) 933-56-57
info@bigbaner.ru
www.bigbaner.ru

KoMmnaHuma «CnpuHT» npenocTaBAaeT yCciyrn no paspa-
60TKE W MNPOW3BOACTBY HECTaHOapTHOro peklaMHOro
ob6opynoBaHUA M3 MeTanna, nnacTuka, kaptoHa u MOD. Ma-
PAHTUINHOE VM MOCTrapaHTUMHOe 0OCNYXKMBAHME, MOHTaXI
B TOProBbiX Toukax. OcyLlecTBAAeM nedaTb Ha PYIOHHbIX
1 IMCTOBbIX MaTepuranax ¢ @oTorparyeckMm KayeCcTBOM.

BBICTABOYHBIE MPOEKTHI
EXPO-PARK

SKCMNO-MAPK

Ten.: +7 (495) 657-99-22
mailbox@expopark.ru
www.expopark.ru

OKCMO-MAPK — oaHa 13 cTapenumnx MU aBTOPUTETHbIX
KOMMaHWM Ha POCCUWCKOM pbiHKe. 14 net paboTaeT B
cthepe pa3paboTKM KOHLENUMM 1 opraHmsaunm BbiCTa-
BOK, MpeaocTaBnAeT MOHbIM KOMMNEKC BbICTAaBOYHbIX
ycnyr. MposoanT 10 exxerogHblX BbICTAaBOK, B TOM 4ucCe
coBMecCTHO ¢ «Mecce Hdioccenbaopd».
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B rioarotoBke BbiryCKa MpuHAAa ydyactue AHHa Jlebenesa
[lo Borpocam pa3mMelLeHns: PEKIaMbl — Pr@popalrussia.com
WWW.00PAaIrussia.com

Makert nsnaHuns n Bepctka: LBL MARKETING PRO
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