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BRIDGING
A GAP

What a bold idea, to launch a trade
magazine in 2018, when everybody
spends all his/her time looking at the
smart phone display! Still, when you
see that Amazon opens brick-and-mor-
tar shops and that in China Leiyou,
established nursery e-commerce site,
now controls 600 “real” stores, it is
easy to realize that it is not the end for
“analog” solutions.

Online communication has shown
its limits: if everything converges
there, you can’t help finding the good
and the bad, scientific information and
fake news, extremists and moderates,
correct advice and urban myths. What
it lacks is a professional filtre.

Our ambition is to provide the nurs-
ery business, not only in Russia but
across Europe, with a useful and au-
thoritative tool for getting in touch with
what is going on. If you consider the
European Union’s and Russia’s mar-
ketplaces together, you get one quarter
of the world’s baby care business. But
the two territories so far lacked recip-
rocal communication, partly because
of the language barriers but mostly for
a cultural gap. So, news from Europe
reached Russia in occasional ways
while the European markets received
nearly no information at all about the
Russian nursery business.

The Parents’ Choice project aims at
changing this: industry and retail infor-
mation will be shared among all those
concerned, thanks to a professional ap-
proach and the use of both the Russian
and English languages. We only hope
this effort will be appreciated.

NPEOAOJIEHUE
PA3PbIBA

Kakas cmenas naes — 3anyCcTuTb oTpac-
neson xypHan B 2018 roay, Korga kaxxabiv
NpPOBOAUT BCE CBOE BPEMS, MAasa Ha 9KpaH
cmapTtdoHa! Tem He meHee, Habnogas 3a
Tem, kak Amazon oTkpbiBaeT odpdprnaiH
marasuHel, a B Kutae komnanums Leiyou,
OCHOBAaBLLIas AETCKUIM NHTEPHET-MarasuH,
Tenepb nmeeT 600 «peanbHbIX» OPUCOB,
MOXXHO JTEerkO MOHATL, Y4TO 3TO eLLé He KO-
Hel ANns «aHanoroBbIX» PELUeHU.

OHnarH-kKOMMyHMKaumsa nokasana CBou
npenens!: Korga Bcé cnmBaeTcs BOEAVHO,
Bbl H/YEr0 HE CMOXKEeTe NofenaTb C TeM,
41O Bam ByaeT nonagaTbecs U Xopoluee, U1
naoxoe, Kak Hay4Has nHgopmaums, Tak
1 ra3eTHble YTKM, Kak 9KCTPEMUCTbI, Tak
1 NIOAN, MPUAEPKMBAIOLLMECH YMEPEH-
HbIX B3MNAA0B, KAk BEPHble COBETHI, Tak U
obbiBaTenbCcKne Mudbl. Hero He xBataet
OHNaMH-KOMMYHVKaLUWK, Tak 3T0 Npodpeccu-
OHanbHOro uneTpa.

Halwa uens coctouT B TOM, 4TOObI
co3arb NoMe3HbIVt U aBTOPUTETHbBIN UH-
CTPYMEHT AN PblHKA AETCKMX TOBAPOB HE
Tonbko B Poccum, HO 1 no Bcel EBpone,
VNHCTPYMEHT, C MOMOLLbIO KOTOPOIrO MOXHO
6yneT y3HaBaTth BCe NOCNEeAHNE HOBOCTU.
BmecTe pbiHOK EBponerickoro cotosa v pbi-
HOK Poccum coctaBnstoT 4eTBepThb 00LLe-
MWPOBOrO PbIiHKA TOBAPOB MO YXOAYy 3a
netbmuy. OgHaKo Mexay AByms 9TMK obna-
CTSIMM BCE €eLLle OTCYTCTBYET ABYCTOPOHHMIA
avianor, 4aCTM4HO 13-3a A3bIKOBOro Hapbe-
pa, HO B BonblLUE CTENEHM 1N3-3a Pa3pbIBa,
06yCNoOBAEHHOrO KynbTypoi. Takm obpa-
30M, HoBOCTW 13 EBponbl goxoamnnu oo Poc-
CUN NWLLIb NEPUOANYECKM, B TO BPEMS Kak
€BPONENCKMNE PbIHKM HE MOyYany NpakTu-
YeCKM HUKaKom MHbopMaumm O pbiHKe geT-
CKMX TOBapoB B Poccuu.

[MpoekT Parents’ Choice («Bbibop poau-
Tener») NPU3BaH M3MeHUTL 3TO: Barogaps
npodeccnoHanbHOMy NOAXOAY Y UCMOMb-
30BaHWIO Kak pycCKOro, Tak 1 aHrmmninckoro
A3bIKOB, OTPacneBas 1 PO3HMU4Has NHAOP-
mMaums OyaeT pacnpocTpaHaTbCa cpeam
BCEX 3anHTepeCcoBaHHbIX 1L, Hageemcs,
HaLW yCcunust NpuHeCyYT CBOW NoApbl.

[lannans Kaponu (Daniele Caroli) pykoogun Il Giornale dell’Infanzia,
UTaNbAHCKUM OTPACNEBLIM XYPHANOM, CELMANK3UPYHOLIMMCS HA
T0Bapax Ans nerei, ¢ 1994 roga no uiokb 2018 ropa. OH Takxe
paboTan B ka4ecTBe rNaBHOr0 PEAAKTOPa M PEAAKTOPa B 06nacTn
My3bIKM, GbITOBOI 3NEKTPOHMKM M urpywek. On Gbin npesupesTom
MexpyHapoHoii accowuaLum XypHanos no yxoay 3a AETbMH C
2004 no 2007 rop v npeaufenTom MexayHapoaHoi accounayun
XypHanos urpywex ¢ 2008 no 2012 rop.
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Dear friends! The magazine you have now in your hands
is a result of my work Ive done during several recent
years, without realizing initially that such a magazine will
be born. Now I understand that its appearance was quite
a logical continuation of my work. However, when this
idea only occurred to me, I was shocked! On the one hand,
I was sorely lacking time for a new project. On the oth-

er hand, I could not help developing this idea. Of course,
I understood that this would be difficult, but I could not
back away. The idea of publishing a magazine so fasci-
nated me that in my schedule, which usually requires 48
hours a day, I found time for such a large-scale project.
I am happy that the idea of its creation chose me. I be-
came a pioneer in this area, because there weren’t any
attempts to create a magazine, that unites the largest mar-
kets for children’s products, before.

DI’d like to say that the ‘Parents’ choice’ magazine is
made, first of all, for manufacturers of moms and kids
goods, that means that your opinion will always be the
main reference point for us. I am always open to your
suggestions and wishes. If you want to share your opinion,
please write us: info@viborroditeley.ru

We will be happy to receive any feedback from you

latiana

«JTOT XYpHan
00beANHUT
PbIHKU TOBapoB
Ang mam

U ManbliLeu
Poccuu v EBponbli»

Loporue apy3bsi! Y Bac B pykax XypHain, k
CO3/aHNI0 KOTOPOro, cama T0ro He nogospe-
Bas, A1 LL/Ia HECKOJIbKO 10C/eAHNX 1eT. Ceiyac
A [IOHUMAI0, YTO €ro MOSIBIEHNE CTAas10 BI10JIHE
3aKOHOMEPHbIM NPOJOIKEHNEM MOEU PaboTkl.
OnHako, Kora 37a ujesi TOJIbKO MPULLIA MHE B
rosioBy, s 6bina notpsiceqa!l C 04HOM CTOPOHSbI,
Y MEHs Katactpouyeckn He XBarauo BPemMeHn
Ha HOBbI POEKT. C Apyro,  He MOr/ia He 3a-
HUMAaTbCA Pa3paboTkoi 3T ugen. KOHe4YHo,

A 0CO3HaBana, 410 0yAerT C/I0XKHO, HO He MOoITia
oretynuth. Mbicsib 06 u3gaHnm XypHana Ha-
CTOJIbKO MEHS YBJIEK/1A, YTO B MOEM rpaguke,
TpebytoLem 48 4acoB B CyTku, S HaLLIIa BPEMS
W J715 CTOJIb MACLLTAOHOro NPoeKTa.

A cyactnvea, 4To MAes ero co3naHus Bplbpa-
J1a UMEHHO MeHS. 5 cTana rnepBonpoxoLem B
910V cahepe, Beab NPexze nomnbIToK co34aHns
XKypHana, 00beANHALEr0 KPYNHENLLINE PbIHKN
JeTCKuX T0BapoB, He Obl10.

X0Yy cKasatb, 4T0 XypHan «Bbi6op poanTe-
Tiei» cenaH npexze Bcero, Ans npon3BoguTe-
J16Vi TOBAPOB /15 MaM 1 MAasiblLLIeV, I03TOMY Ba-
LLI6 MHEHMe Bcerfja 6yAert raBHbIM 0PUEeHTUPOM
B MOJINTUKE HALLEro n3faHus. 4 Bcerja oTkpbiTa
BALLUM MPEASTONEHNAM 1 [10XKenaHnam. Ecn
Bbl XOTUTE [OAENNTLCS CBOUM MHEHNEM, MUALLN-
T Ha o4ty info@viborroditeley.ru

Mo 6ynem pagb Kaxgomy 0T3bIBY.

Butskaya:

“This magazine will unite
the mothers’ and kids’
g00ds markets

of Russia and Europe”



he fact is that
we have created
a completely
unique system
of searching for the most
popular children’s products.
We moved away from the
standard schemes that
existed quite recently.

Mbi co3ganu yHuUKaabHyto
cucTemy rnoucka cambix
nonyssapPHbIX JETCKUX
T0BapoB. Mbi otoLLm

OT CTAHJAaPTHbIX CXEM

n caenanm npemmio
10-HacToALemy
HapPOAHOM.
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WH®OPMALMOHHOE
. ATEHTCTBO POCCUHN

Rewarding the winners of the “Parents” Choice” award 2017
began with ITAR TASS press conference. In a live broadcast
the ceremony was watched by all Russian parents interested

in children’s goods

ABOUT THE MAGAZINE

It all started 4 years ago, when I organized the Children’s Prod-
ucts Prize “Parents’ Choice”. It produced the effect of an exploding
bomb and broke the stereotype that existed in Russian society re-
garding children’s products prizes. The fact is that we have created
a completely unique system of searching for the most popular chil-
dren’s products. We moved away from the standard schemes that ex-
isted quite recently. Some 4—5 years ago there were very few options
in fact.

« The first was the association of producers, each made a finan-
cial contribution and brought their products, and parents who acted
as experts were supposed to give it an assessment. But it was diffi-
cult to call it objective. One had choose among a limited number of
goods, and they might not always meet the quality requirements set
by the buyer. Therefore, I dare to assume that the said best product
was not always really best in practice.

* The second scheme was somewhat different. The specialists
conducted serious work, followed the novelties, but... the results of
the award were sold.

* The third scheme involved the serious work of research agen-
cies, but its results were closed for the average consumer and for
most of the participants in the children’s goods market.

As you can understand, these schemes provoked my rejection.

I wanted to do everything as honestly and transparently as possi-
ble. My personal interest helped me. For a long time I was the ed-
itor-in-chief of the magazine about pregnancy and childbirth and
when I was asked: “Tanya, which stroller or bed is the best?” — I
could not answer with absolute certainty. I could share subjective

Harpaxnenne nooenmreneii npemun «Boioop Pomureneii»—2017

Hayaoch ¢ npecc-konepermu B UTAP TACC.

B npsmoii TpaHcISUMK 32 1IepeMOHUeN

Haﬁmogaﬂn BCE poauTeIu POCCl/ll/ll
HHTEPECYIoHecd 1€TCKMMU TOBApaMu

O XYPHAINE

Havanock Bce YeTbipe rofga Hasaf, koraga s opraHm-
3oBana Npemuio AeTCKmx ToBapoB «Bbibop poauTenei».
OHa nponssena agodpekT B3opBaBLLEeCst 60MObI 1 crioma-
na CNoXXMBLUMIACS B POCCUINCKOM OOLLIECTBE CTEPEOTUN B
OTHOLLIEHNW NMPEMUIA AETCKNX TOBAPOB. [1efno B TOM, YTO Mbl
co3aany COBEPLLEHHO YHUKasTbHYIO CUCTEMY Mom1CKa ca-
MbIX MOMYNSAPHbIX AETCKNX TOBaPOB. Mbl OTOLLMN OT CTaH-
LapTHbIX CXeM, KOTOpble CYLLIECTBOBa/IM COBCEM HEAABHO.
Beppb ellie kakmnx-To YeTbipe-NsiTh NeT Hadag BapuaHToB
ObIN0 04EHb Maro.

e [lepBblii — cobupanack accoumalma NPoU3BOAN-
Tenew, Kakabli Aenan Kakom-To PUHaHCOBbIM B3HOC
1 NPWBO3WI CBOIO MPOAYKLUMIO, & POAUTENM, KOTOPblE
BbICTYNanu B KQ4eCTBE 9KCMEePTOB, AOMKHbI Obinv AaTh
el oueHKy. Ho aTy oueHKy CNnoXKHO 6bIno Ha3BaTk 00b-
eKTVBHOW. Befdb BblOGMpaTh MPUXOANIOCH CPEAN Orpa-
HWYEHHOrO KONMYeCTBa TOBAPOB, a OHW, BOSMOXXHO, He
BCerga oteeYany npeabssnsaeMbiM nokynarenem Tpebo-
BaHWAM KadecTBa. [10aToMy CMeto NPeanonoXmnTs, YTo
TYSLLUIA NPOAYKT He Bceraa Obin TakoBbIM Ha Aene.

e Bropas cxema 6bina Heckosnbko MHoi. Cneuvanu-
CTbl NPOBOAMAN CEPbE3HYIO PAbOTY, OTCNEXMBANN HO-
BWHKM, HO... UTOTV MPEeMUM npoaasBasu.

e TpeTbs CxemMa BKtoYana cepbesHyto paboTy nccne-
[OBAaTENbCKMUX areHTCTB, OAHAKO ee pe3ynbTaThl Obinn
3aKpbIThbl ANA PSAOBOro NoTpedbutens 1 ans 6onbLuei
4aCTW Y4aCTHUKOB PbIHKa AETCKMX TOBApOB.



feelings (for example, I could say that I liked Teu-
tonia more) or refer to the data of the (Children’s
World) Detskii Mir retailer, which were availa-
ble to me. Finally I got an idea to create my own
prize. I had no doubt that everything would turn
out. I had appropriate education (I’m a certified
pediatrician) and rich experience in the field of
childhood (Again, for a long time I headed the
magazine about childbirth and pregnancy and was
familiar with many manufacturers). Thus 4 years
ago we decided to start. We conducted surveys,
processed information and formed the rating of
“the most popular products”. We did not hide it
from anyone and immediately shared it with the
sellers, with the producers, and with the parents.
All this led to the fact that the prize was the way

I had planned it. A truly popular one. Judge for
yourself. We conducted a huge number of sur-
veys. Every year, we processed at least 15,000
questionnaires, so for these several years, in total,
about 60—70 thousand questionnaires were passed
through ourselves. This figure is very impressive!
Of course, we are not going to dwell on it. All

Wnterview

very year, we processed
at least 15,000 questionnaires,
so for these several years,
in total, about 60-70 thousand
questionnaires were passed through
ourselves.

ExxerogHo mbl 06pabateIBasiN HE MEHbLLIE

15 Thics4 aHKeT, MO3ITOMY 3a 3T HECKOJIbKO JIET
B 00LLeVi CII0XXHOCTY MPOMYCTUIN 4epe3 cebs
0K0110 60-70 ThICAY rO/0COB POANTEIIEN.

these 4 years I am an active member of the jury of the Innovation
Awards (Kind + Jugend, Cologne, Germany). Its participants eval-
uate novelties in the sphere of children’s goods. In addition, for the
last 8 years I’ve travelled to Cologne, Hong Kong, Nuremberg, do
not miss a single significant exhibition. Baby products have become
an essential part of my life, I know a lot about them and believe that

TecTupoBanue IeTCKUX TOBAPOB
He BXOJTUT OT/Ie/IbHbIM MYHKTOM
B Hapo/Hyio npemuio «Boioop Pomireneii».

ToJIbKO MOCTOSHHDIE M0JIb30BATENH MOTYT
OLCHUTD BCE KA4Y€CTBA KYIJICHHOIO NMPOAYKTA

Testing of children’s goods
is not a separate item in the national
award “Parents’ Choice”. Only regular

users can evaluate all the qualities of the

purchased product

Kak Bbl MOHMMaeTe, 3TV CXeMbl BbI3bIBaIN y MEHS
OTTOPXKEHWNE, MHE XOTENOCh ClleNnaTh BCe Makcumarb-
HO 4eCTHO ¥ Npo3payHo. [loMorna MHe B 3TOM NnyHas
3aMHTEePEeCOBaHHOCTbL. A Jonroe Bpems Obina rmasHbIM
pefakTopoM XypHana 0 6epemMeHHOCTM 1 poaax, u
Korfa MeHs cnpaluvsanu: «TaHs, kakas Konscka unm
KpoBarka fny4yLuasa?» — a1 He Morna oTBeTUTb CO CTOMPO-
LIEHTHOW yBEPEHHOCTbIO. A MOrna noAennTbCsa Cyobek-
TUBHbIMYM OLLIYLLIEHUAMM (HanpumMep, cKasaTtb, H4TO MHe
6onblle Hpasutcs Teutonia) unu cocnaTbes Ha AaHHbIe
Toprosow cetun. Tak poaunace naes cosnartb CBOIO npe-
MU0. A He COMHeBanach, 410 BCe Nony4ntcs. Ha meHs
paboTtanu obpazoBaHue (3 AUNIOMUPOBAHHbIV Nean-
atp) n 6oraTbii onbIT paboTel B chepe AeTcTBa (elle
pa3 NMoBTOPIOCH: A AONTOe BPeMs BO3rnasnana »xypHan
0 pofax 1 6epeMeHHOCTH 1 Bblna 3HaKoMa Co MHOMMMU
nponasoanTensamu). M BoT 4eTbipe roga Hasad mbl pe-
Wwmnun ctaptosaTtb. Mbl npoBOAUAM onpockl, 0bpabaTbl-
BaNM MHpopMaumio 1 OPMUPOBANIN PENTUHT «CaMblX
HapO[HbIX TOBAPOB». Mbl €ro H1 OT KOro He NpaTanui u
cpasy e AennIncb UM 1 C NpoaasLamm, 1 ¢ NPou3Bo-
anTenamu, n ¢ poautensmu. Bce 3To npuBeno K Tomy,
4TO MpPemusa cTana Takow, kakow g ee 3agymbeisana. l1o-
HacTosLemy HapoaHon. Cyaute camu. Mel nposenn
OrPOMHOE KOMMYECTBO ONPOCOB. ExkeroaHo mMbl obpa-
6atbiBanu He MeHblUe 15 TbiC. OMPOCHNKOB, MO3TOMY
3a 3TV HECKOSbKO NET B 06OLLIEN COXHOCTW NPONyCTU-
v Yepes cebs okono 60— 70 Teic. aHKeT. OTa umndpa
o4eHb BnevatnaeT! KoHe4Ho, Mbl He cobupaemMcs ocTa-
HaBnNMBaTbCH Ha Heit. Bce aTu YeTbipe roga g ABAAlCh
LOEVICTBYIOLLIMM YNIEHOM XIOpK NpeMuun «Innovation
Awards» (BbicTaBka Kind + Jugend, KenbH, lepmanus).
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“PARENTS’ CHOICE with Tatiana Butskaya”

became the first themed program on products CTaJ1a MepBOii TeMATHYECKOi MPOrPaMMO!
for mothers and children on Russian radio 0 TOBAPAX /LISl MAM U JieTeil HA POCCHIICKOM Pajin

this knowledge should be available to consumers. The best way to share
them is to make a magazine. It will unite two markets — the markets of
Russia and Europe. And then... further on, as we say, we have imperial
ambitions. There are other continents, where interesting products are also
produced. Even if they are not yet imported to Russia, this does not mean
that the reader is not interested in information about them.

HOW TO READ THE MAGAZINE, THE AUDIENCE

The essence of the magazine is unique. There was not a single maga-
zine in our field that would be published in both Russian and English. It’s
very close to our markets, and it’s great! The world has no borders. We are
talking about the same things. If one company goes bankrupt in Europe, it
echoes in Russia. We are a large part of the European market, which works
for moms and babies.

We published this magazine just before the two largest exhibitions: the
European exhibition of goods Kind+Jugend, which is held in Cologne,
and the largest Russian exhibition “The World of Childhood”, settled in
Moscow. In Cologne there is a stand of Russian manufacturers, and in the
Russian capital — expositions of European suppliers. Their number does
not decrease, and they arouse a keen interest among exhibitors and visi-
tors. By the way, within the framework of “The World of Childhood” we
will have a separate stand “The Choice of Childhood”. We will interview
and collect goods of Russian and European manufacturers who want to get
into the nationwide campaign “Gift for the newborn”.

Once again | want to emphasize that the magazine will be published
in 2 languages. As it unites markets, we will give companies a unique op-
portunity. We help to enter the market directly leaving aside a chain of
translators, distributors and many more people. This B2B magazine, a
business magazine, will be distributed at exhibitions: among distributors

«BBIBOP POJTUTEJIEM ¢ TatbsiHoii Bynkoii»

Ee y4acTHMKM OLeHNBaIOT HOBUHKM B cdbepe AeT-
CKMX TOBapoB. Kpome aToro, nocnefHne BOCeEMb
neT 1 e3xy B KenbH, MOHKOHT, HiopHbepr, He
nponyckat H1 OfHOW 3HAYMMOM BbicTaBku. [eT-
CKMe ToBapbl CTanu MOEW XXN3HbLO, i MHOTO 3Hato
O HUX, U 3TN CBEAEHMA AOSKHbI ObITb AOCTYMHbI
notpebutensm. Jlyqwmin cnoco6 nogenuTbes
nMK — caenatb xxypHan. OH 06beanHUT ABa PbIH-
ka — Poccuun v EBponbl. A ganblle... Janblle y
Hac, kak roBopuTcs, uMmnepckmne amomumnm. Ectb
Ipyrve KOHTUHEHTbI, rae Takxe Npon3BoasTCs
NHTepecCHble ToBapsbl. [Jaxke ecrnv nx noka He 3a-
BO3AT B Poccuio, 370 He 03Ha4aeT, YTo YnTatento
HenHTepecHa MHGOPMaLIMS O HUX.

KAK YNTATb XXYPHAJ. AYOUTOPUA

>KypHan, no cyTu, yHukaneH. He 6bino elye Hu
OAHOro XypHana B Haller cipepe, KoTopbii Obl
BbIXOOWIT U HA PYCCKOM, U Ha aHMUNCKOM SA3bl-
kax. 370 04eHb CONMXKaET HALLUN PbIHKK, 1 3TO
3goposo! Mup He nmeeT rpanunL. Mbl roBopum
06 ofmHUX 1 Tex e Bellax. Ecnu ogHa komnaHns
pasopsieTcd B EBpone, To OTrONOCKM ChbILLUHbI B
Poccumn. Mbl aBnsiemcst 601bLLOK HYacTbio eBPO-
NercKoro pblHKa, KOTOPbLI paboTaeT Ang mam u
ManbliLLen.

OTOT XKypHan Mbl BbINYCTUM NEPEL ABYMS
KPYMHENLLMYK BbICTaBKaMu: 3TO eBponencKas
BbiCTaska ToBapos Kind+Jugend, koTopas nposo-
anTca B KenbHe, 1 KpynHenLlaa poccuinckas Bbl-
cTaBka «Mup geTcTBa», koTopas obocHoBanach
B Mockse. B KenbHe eCcTb CTeHA POCCUNCKIMX
NPOV3BOANTENEN, a B POCCUNCKOWM CTOMULIE — 3KC-
no3unumn eBpPONENCKNX NOCTaBLUMKOB. VX Konnde-
CTBO HE YMEHbLLAETCS, 1 OHU BbI3bIBAIOT XXMBOW
VHTEpEeC 1 Y OKCMOHEHTOB, U Y NOCETUTENEN.
Kctatu, B pamkax «Mwupa getctea» y Hac 6yaet
paboTaTb OTAeNbHbIV CTeH «Bbibop aetcTeax.
Mbl Byaem 6paTb MHTEPBbLIO 1 cOBVpaTh TOBapbI
POCCUINCKMX 1 €BPOMNENCKNX NPOU3BOANTENEN, KO-
TOpble XOTAT NonacTb B 0OLLEPOCCUNCKYIO aKUmio
«[lofapok Ans HOBOPOXOEHHOMO».

Eule pas xo4y noa4epkHyTb, YTO XypHan bynet
BbIXOAWTb Ha ABYX si3blkax. [10CKoNbKy OH 06b-
eVHSIeT PbIHKM, Mbl OyAeM faBaTb KOMMAaHMAM
YHUKaNbHYIO BO3MOXHOCTb. M1HYS MepeBOA4MKOB,
OVNCTPUOBLIOTOPOB U eLLie MHOTUX JNOAEN B LEMnoY-
K€, Mbl MOMOraemM MOMEHTasTbHO BbITU Ha PbIHOK.
OT10T XypHan B2B, 6uaHec-xypHars, oH 6yneT
pacnpoCTPaHATLCH Ha BbiCTaBkax: CPean AUCTpU-
ObIOTOPOB Y NPOM3BOAUTENEN AETCKNX TOBAPOB.
Ecnn komnaHus xo4eT, 4Tobbl O HeWn ycnblwanmu
3aBTpa Ha orpoMHo TeppuTopun Poccuun n EBpo-
Mbl, Mbl FOTOBbI MOMOY4b elt. B 3ToM HoMepe cobpa-
Hbl MePBble MHTEPBbLIO NIMAEPOB PbiHKa. 3aBTpa
3TO MOXET ObITb MHTEPBbLIO C Bamu! Mumte nnu
nogxoante Ha Haw ctena Ne FF150, 1, BO3MOXHO,
y>Ke 3aBTpa MMEHHO O BallleM ToBape 6yaeT roBo-
puTb BCs Poccus.



Wnterview

a company wants to be heard
about tomorrow in the vast
territory of Russia and Europe,
we are ready to help it. This issue
contains the first interviews of market
leaders. Tomorrow an interview with
you can be there as well!

Eciin komnanus Xo4eT, YT0Obl 0 HeN yCbiLLamm
Ha orpomHou Tepputopun Poccun n EBponsbl,
Mbl rOTOBbI 1OMOYb €. B aTom Homepe
C00paHb! MHTEPBbLIO C JINAEPAMM PbIHKA.
3aBTpa 370 MOXET ObITb UHTEPBbLIO C Bamu!

and manufacturers of children’s products. If a company wants to be
heard about tomorrow in the vast territory of Russia and Europe, we
are ready to help it. This issue contains the first interviews of market
leaders. Tomorrow an interview with you can be there as well! Write
to us or come to our stand Ne FF150, and, probably, it will be your
product that the whole of Russia will speak about tomorrow.

PLANS

First of all, we plan several issues a year, every quarter. In the next
issue we will sum up the results of the exhibition in Cologne, we will
prepare for Hong Kong, China, and Nuremberg, so we are waiting
for companies interested in this audience.

Secondly, we want to reach the world level. We have created
an international analytical center for goods for moms and babies
“Choice of parents”. Within its framework, we are launching an-
other parents’ award, which should become international. While
this is only a dream, I do not know how much it will require, but
I believe that everything will turn out. We are now gathering the
opinions of leaders who can be called experts in children’s prod-
ucts, we are planning a round table. At this round table, we will de-
velop a single concept for searching for favorite children’s products
and, starting from January 1, launch it around the world. If in Rus-
sia tens of thousands of parents take part in it, then with the help
of the analytical center these figures can be significantly increased
(if 10 countries participate, then, perhaps, 10 times). And then my
dream will come true!

In addition, I want to thank my colleague Daniele Caroli. He
supported the idea of creating a magazine and became the chief
editor of the first issue. I think I can hope for our long and fruitful
cooperation.

MJ1IAHbI

Bo-nepBbix, Mbl NnaHMpyeM HECKOMbKO BbIMYyCKOB B
rofl, KaxkabIi KBapTan — no XypHany. B cnepytoLiem Ho-
Mepe Mbl 6yaeM NOABOANTL UTOMM BbICTaBKkM B KenbHe,
6ynem rotoBuTbCs K MoHKoHry, Kutato 1 HiopHbepry,
MO3TOMY Mbl XAEM KOMMaHNW, KOTOPbIM MHTEPECHA 3Ta
ayauTopus.

Bo-BTOPbLIX, Mbl XOTVM BbINTV HA MUPOBOW YPOBEHb.
Mbl cozpanv MexkgyHapOAHbIN aHaMUTUHECKUIA LEHTP
TOBapoOB ANt MaM 1 Manbiluelt «Boibop poantener». B
€ro pamkax Mbl 3anyckaem 04epefHyto MPeEMUIO POANTE-
neW, koTopas AoMmKHa CTaTb MeXAyHapoaHow. Moka aTo
TONbKO MeYTa, s He 3Hat0, CKOMbKO BPeMeHW noTpebyeT
ee peanunaaums, Ho A BEPIO, 4TO BCe Nony4uTcs. Mol
cer4ac cobrpaem MHEHWSA NMOEPOB, KOTOPbLIX MOXXHO
HasBaTb 3KCnepTamu No AeTCKMM ToBapawm, y Hac nna-
HUpYeTCs KPyrblid CTON. Ha 3TOM Kpyrnom cTone Mol
paspaboTaem eanHyto KOHLENUMo novcka nobmnmbix
[ETCKNX TOBAPOB 1 OAHOBPEMEHHO C 1 AHBaps 3anycTunM
ee no Bcemy mupy. Ecnn B Poccum B Helt npuHnmMatoT
y4acTie AeCATKM TbICSY POAUTENEN, TO C MOMOLLbIO aHa-
NUTUHECKOrO LIEHTPA 3T UMAPPbI MOXHO ByAeT 3amMeTHO
yBenuiuTh (ecnu ByayT ydacTtBoBate 10 CTpaH — 7O, BO3-
MoXkHO, B 10 pags). /1 Torga most meyta cbypetcs!

OTaenbHO Xo4y BblpasnTb 61arodapHOCTb MOEMY
konnere Oanvanto Kaponu. OH nogaep»xan naeto cos-
[JaHva XXypHana 1 ctan rmasHbIM peakTopoM Nepeoro
HoMepa. A Hafetoch Ha AanbHelLee NIoAOTBOPHOE CO-
TPYOHNYECTBO.

Daar «Bbibop Poureneii»

6Y}!QT BPYYaThCA NPOU3BOAUTEIAM
TOBApPOB L1 MaM 1 g[e’reﬁ,

KAaK JIMYHbIii 3HAK J10BEepUs
yupenureisa npeMuu

The “Parents’ Choice” flag
will be awarded to manufacturers
of goods for mothers and children,

as a personal sign of trust
of the founder of the award
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11th KIDS TURKEY IN ISTANBU

From 4 to 7 October
2018, Istanbul will be all
about toys and baby prod-
ucts. The industry will be
gathering for the eleventh
time at Kids Turkey, the
biggest trade fair for toys
in the Middle East. At
the Istanbul Expo Center
(IFM), exhibitors will
showcase current trends
and developments in toys,
hobby, sports and leisure
goods, products for ba-
bies and toddlers as well
as licensing. To make ex-
hibiting at the fair more
accessible to international
companies wanting to
gain a foothold on the
rapidly growing Turkish
market, Spielwarenmesse
eG is once again organ-
ising the World of Toys
Pavilion.

Kids Turkey is organ-
ised by Spielwarenmesse
Middle East Fuarcilik
Ltd. Sti. It is the most im-
portant industry gathering
for Turkey’s toy industry
as well as for the Middle
East, as Ernst Kick, CEO
of Spielwarenmesse eG,
explains: “The trade fair

brings together the key
players and decision mak-
ers. It provides them with
an ideal platform for shar-
ing ideas and forging new
business contacts. This
creates a perfect backdrop
for networking between
industry representatives
and retailers and buyers.”
Last year’s event saw

132 companies present
their innovations from
five countries. 87 per cent
of exhibitors described
their time at the fair as a
success. Thanks to its ex-
cellent geographical loca-
tion, Kids Turkey attract-
ed 7,746 visitors from 45
countries in 2017. 94 per
cent said they were either
happy or very happy with
their visit.

The World of Toys
Pavilion by Spielwaren-
messe eG will once
again be featured at the
exhibition in Istanbul.
The Pavilion, which is
almost fully booked,
gives international com-
panies the opportunity
to present their exciting
ideas and products to a

specialist audience. Kids
Turkey has been part of
the Spielwarenmesse
eG*s foreign trade-fair
programme since 2014.
The programme pro-
vides toy companies
with a quick and sim-
ple route into regional
growth markets around
the world. The trade fair
organiser and market-
ing services provider
supports all participants
with an all-round care-
free package.

11-1 BbICTABKA
KIDS TURKEY
B CTAMBYIIE

C 4 no 7 oktabpst 2018 roga
Ctambyn npeBpat1Tcs B ropof
NrPyLUEK 1 TOBapOB ANA MNaAeHLEB.
MpowvasoanTenu AeTCKMX TOBapOB
cobepyTcs B 0AMHHaaUaThIi pas3 Ha
BbicTaBke Kids Turkey, camoin 60mb-
LLIOW BbICTaBKe UrpyLlek Ha bavxHem
BocToke. B Ctambynbckom BbicTa-
BOYHOM LeHTpe (IFM) y4acTHUKN Bbl-
CTaBKM NPEACTaBAT TeKyLLMe TPeH b
1 pa3paboTky B 0611acTv UrpyLLEK,
TOBapOB A5t X066u, cnopTa u1 OTAbl-
Xa, NPOAYKTOB ANA AeTei N MnafeH-
LieB, @ TakxKe pasnuyHble NULEH3UN.

BbicTaska Kids Turkey opraHuso-
BaHa KoMmnaHuein Spielwarenmesse
Middle East Fuarcilik Ltd. Sti. OHa
ABNSAETCH CaMbIM BaXXHbIM OTpac-
neBbIM COObITUEM AN UrPYLLEYHOW
nHaycTpumn Typumn, a Takke cTpaH
BrnvxHero BocTtoka. B npoiunom rogy
y4acTHUKaMK BbICTaBkM ctann 132
KOMMaHUv U3 NATV CTPaH, OHW Npes-
CTaBWIV CBOW MHHOBaUWW. B utore
87% y4acTHMKOB NocHUTanu ceoe
y4acTuie B BbICTaBKe ycneLluHbIM. bna-
rofaps OTIM4HOMY reorpadu4ecko-
My pacnonoxxeHuto BbicTaska Kids
Turkey B 2017 rogy npviBnekna 7746
nocetutenen na 45 ctpaH. Kpome
Toro, 94% nocetuTtenel 3asBuIKn, 41O
OHV ObINV AOBOSbHbI NN OYeHb A0-
BOJIbHbI BbICTABKOW.




ELECTRONIC TOYS, NEW PRODUCT
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GROUP AT THE SPIELWARENMESSE

Coinciding with its 70th anniver-
sary event to be held from 30 January
to 3 February 2019 in the Nuremberg
exhibition centre, the Spielwaren-
messe is poised for major change,
with some product groups being re-
structured or reconceptualised.

In direct response to the changing
toy market, the 2019 edition of the
Spielwarenmesse will see the intro-
duction of a product group dedicated
solely to Electronic Toys. This latest
move means that innovative products
from this pioneering segment will be
exhibited in their very own hall for
the first time.

The new category presents a di-
verse range of technological toys.
Smart toys and virtual games will
be found alongside construction sets
for programmable robots, electronic
educational toys, RC vehicles and
drones. The product group will be
hosted in Hall 4A. The foundation
for the new segment was laid by
the popular Tech2Play activity area.
Since its premiere in 2017, it has
evolved into a major highlight for

visitors. This year, exhibitors will
once again have the opportunity to
present their innovations in this sec-
ond space.

Ernst Kick, CEO of the Spiel-
warenmesse, sees the introduction of
a dedicated product group for elec-
tronic toys as an important step for-
ward: “The number of exhibitors in
this sector is continually on the rise.
By establishing this new area, we’re
creating a bespoke and fitting envi-
ronment for them.” This decision also
enables the Spielwarenmesse team to
respond to growing demand among
existing exhibitors for a larger stand
area. The new concept has already
been warmly welcomed by many re-
puted companies. Besides Silverlit
from Hong Kong and the Austrian
Stadlbauer Group, German company
Jamara is also moving to Hall 4A.
Similarly, Spin Master, the globally
operating toy maker from Canada,
has been exhibiting its innovations in
three different product groups but is
now switching to a single location in
the Electronic Toys category.

The Tech2Play area

in the 2018 edition
of the Spielwarenmesse.

Ernst Kick.
CEO of Spielwarenmesse eG.

JJIEKTPOHHbIE
UIPYLLIKU -

HOBAfl KATETOPUS
NPOAYKTOB HA
BbICTABKE UIPYLLEK
SPIELWARENMESSE

B 2019 rony BbicTaBka Spielwarenmesse
nporaeT ¢ 30 aHBaps No 3 deBpans B Bbl-
CTaBO4HOM LieHTpe HiopHbepra. Ceol
70-neTHWIA tobuner oHa OTMETUT CEPbES-
HbIMW U3MEHEHNSIMU — HEKOTOpPbIE FpyMnbl
NPOAYKTOB BYAYT PECTPYKTYPUPOBaHbI 1NN
nepeoCcMbICEeHbI.

B oTBET Ha M3MEHEHWSI Ha PbIHKE UrpY-
LUeK Ha BbiCcTaBke Spielwarenmesse B 2019
rofly BBeAyT KaTeropuio NpogyKTos, no-
CBSLLEHHYIO UCKITIOYUTENBHO SNEKTPOHHbLIM
NrpyLLKaM.

HoBas kateropus npeactaBnaeT cobom
pa3Ho0bpa3Hble TEXHONOrMYECKNE UMPYLLKU.
3aecb MOXHO ByAeT HaNTK CMapT-UrPyLLIKK U
BUPTYasnbHble Urpbl HApsay ¢ Habopamu Ans
nporpaMmMmnpyembix PO60TOB, 3NEKTPOHHbIMM
06yHaloLLMMKN UFpYLLIKaMK, aBTOMOBUNSMU
Ha pagvoynpaeneHn 1 JpoHamu. Hosas
KOHLLeNuus y>ke Gbina Tenno BCTpeYeHa MHO-
MMU N3BECTHBIMU KOMMaHUSIMU.
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CHINA KIDS EXPO
IN SHANGHAI IN OCTOBER

China Kids Expo (China
International Baby Arti-
cles Fair) will take place in
Shanghai on October 16-18,
2018, at the New Interna-
tional Expo Centre.

Last year the event,
co-located with China Toy
Expo, China Licensing
Expo and China Preschool
Expo, once again broke re-
cords in terms of show size
and visitor numbers. The
four trade fairs combined
cover the whole value chain
of the juvenile industry
and penetrate all segments
in this huge market and in
2017 covered an area of
180,000 square meter, with
2,023 exhibitors showcas-

ing 3,616 brands from over
30 countries and regions.
Together with a series of
onsite activities customized
for international partici-
pants, such as Matchmak-
ing Programs, Executive
Round Table, Forums and
free services on IPR and
license issues, China Kids
Expo, is which organized
by the China Toy and Juve-
nile Products Association
in cooperation with Koeln-
messe, provides a compre-
hensive solution to do busi-
ness with China. Last year
it attracted 50,083 qualified
visitors and hosted 556 ex-
hibitors (representing over
834 brands from 30 coun-

tries) in an exhibition space
amounting to 57,500 square
meter.

During two additional
days after CKE, named
Kids Fun Expo, extending
the size to 60,000 square
meter many exhibitors of
China Kids Expo and Chi-
na Toy Expo opened the
doors to young parents,
kids, pregnant women and
families for product show-
cases and sales, informative
forums and playful activi-
ties. Participating exhibitors
transformed their booths
from a meeting place for
business partners into at-
tractive “brandscapes” for
final consumers.
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BbICTABKA
CHINA

KIDS EXPO
B LUAHXAE
B OKTABPE

China Kids Expo (Kutai-
ckas MexxayHapoaHas BbICTaB-
Ka AEeTCKMX TOBapOB) nponaeT
B LLaHxae ¢ 16 no 18 okTabps
2018 ropa B HoBOM MexayHa-
POOHOM BbICTABOYHOM LIEHTPE.

B npowunom rogy mepo-
npuaT1e, NPOBOAVBLLIEECS CO-
BMECTHO C BbicTaBkamu China
Toy Expo, China Licensing
Expo n China Preschool Expo,
CHOBa Nobuno Bce pekopabl
C TOYKM 3peHVs pa3mMepa Loy
v Yynucna nocetutenen. HYetbl-
pe ApMapKu B COBOKYMHOCTK
OXBAaTbIBAKOT BCE CMEKTPbI AEeT-
CKOW W IOHOLLECKOW NHOYCTPUK
1 MPOHVKAIOT BO BCE CErMeHTbl
3TOr0 OrPOMHOrO pbiHKa. B
2017 rogy OHWM 3aHUManu nno-
wafab B 180 000 kBagpaTHbIxX
MeTpoB, rae 2023 3KCnoHeHTa
13 6onee 4em 30 CTpaH 1 peru-
OHOB AeMOHCTpupoBanv 3616
6peHaos.

BbicTaBka China Kids Expo
B COTpyLHW4ecTBe ¢ Kutam-
CKOW accouvaumnen nrpyLlek
Y U3OENWA ANa HeCOoBep-
LLIEHHONETHUX 1 KOMMaHnern
Koelnmesse npenocrasnset
KOMIMMEKCHOE peLleHre ans
BefeHns busreca ¢ Kutaem.

B npoLunom rogy BeicTaBka
npuenekna 50 083 keanudm-
LMPOBaHHbIX MOCETUTENEN 1
pasmecTtunna 556 3KCMNoHEHTOB
(npeacTaBnstomx 6onee 834
6peHaa 13 30 cTpaH) Ha Bbl-
cTaBo4HoM nnowaau B 57 500
KBaApaTHbIX METPOB.



BABY PRODUCTS
FAIR IN
HONG KONG

The 10th edition of the Hong Kong
Baby Products Fair, organized by the
Hong Kong Trade Development Coun-
cil, will be held at the Hong Kong
Convention and Exhibition Centre on
January 7-10, 2019, concurrently with
the Hong Kong Toys & Games Fair,
the Hong Kong International Stationery
Fair and the Hong Kong Licensing Fair
(January 7-9).

In its 2018 edition, over 580 exhib-
itors from 27 countries and regions
attracted close to 33,000 visitors. The
four events combined were visited by
around 126,000 buyers (up about 6 per
cent over the previous year).

The Baby Products Fair was en-
larged in order to host more high-qual-
ity manufacturers from the China
mainland. Most of the visitors did not
miss the booths of well-known inter-
national brands at the always busy
Brand Gallery.

Benjamin Chau, Deputy Executive
Director of the HKTDC, said that in
2018 the four fairs have successfully
attracted buyers and suppliers from
around the world and further bolstered
Hong Kong’s role as an international
exhibition and sourcing hub. He said:
“As the global economy stabilises, the

WFairsﬂews

One of the seminars
at the Baby Products Fair in January 2018
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four fairs have achieved satisfactory re-
sults. Buyers from such emerging mar-
kets as India, Malaysia, Russia, Poland
and Turkey, and those from developed
markets including the USA, Canada,
Netherlands and Sweden recorded sat-
isfactory growth. Besides, there was

a double-digit percentage increase in
the number of buyers from the Chinese
mainland. The HKTDC will continue
to provide an international trade and
exchange platform for industry profes-
sionals to generate more business op-
portunities for all.”
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BbICTABKA
NETCKWUX TOBAPOB
BABY PRODUCTS
FAIR B TOHKOHTI'E

C 7 no 10 aHBaps 2019 roga B
TOHKOHICKOM BbICTABOYHOM 1 KOH-
depeHLU-LeHTpe B 10-i pa3 nporaet
[OHKOHrCcKas BbICTaBka AETCKKMX TO-
Bapos Baby Products Fair, oprannso-
BaHHas CoBETOM pasBUTUA TOProBN
[OHKOHra.

B 2018 rogy BbicTaBka cobpana
6onee 580 9KCMOHEHTOB 13 27 CTPaH
1 pervoHos 1 okono 33 000 nocetute-
new. HYeTbipe COBMECTHbIX MEPONpus-
TV nocetnnn okono 126 000 nokyna-
Tenel (NprMepHo Ha 6% GonbLue Nno
CPaBHEHWIO C NPEAbIAYLLIMIM FOAOM).

BbicTaBka Baby Products Fair
Oblna pacLuMpeHa, 4Tobbl METb BO3-
MOXXHOCTb MPMHMMAaTh 60MbLUE NPO-
MN3BOAMTENEN Ka4eCTBEHHbIX TOBAPOB
C MaTepurkoBoW YacTn Kutas.
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EXPOCENTER TURNS INTO - JKCMNOLEHTP
CHILDREN PLANET AGAIN \7 o BHOBb OTKPOET

«MWP JETCTBA»

The “WORLD OF CHILDHOOD?” exhibition will be held for

the 24th time in 2018. This is the main site of the Russian chil-
dren’s goods industry: from September 25 till September 28, 578
exhibitors from 30 countries will exhibit their stands in the Moscow
Expocenter, including 456 companies from Russia.
It is traditionally divided into the following themes:
* goods for newborns and toddlers;
* toys, games, hobbies, models;
* creativity and design, stationery;
* licensed children’s products;
 additional education for children;
* children’s school furniture, furniture and equipment for pre-
school institutions;
* sports equipment and multipurpose equipment for playgrounds;
* high-tech toys and robotics.

According to the audit of 2017, last year’s exhibition was visited
by 20,020 people. According to the All-Russia Public Opinion Re-
search Center, 53% of the products presented at the “WORLD OF
CHILDHOOD 2017 fell on games and toys.

The business program of the exhibition this year is very rich: 59
events, 151 speakers, 1 204 listeners and the most relevant topics.
Within the framework of the Expo-Academy project, seminars will
be held on “Consumer trends: what and how to buy”, “Sustaina-
ble business development for risk minimization” and “Anti-crisis
branding in the children’s goods segment.” The XV All-Russian
Trade Forum “Supplier of children’s products” is announced as
well. Among the speakers who confirmed their participation in the
Forum are:

» Elena Savchenko, Director of Development Department of STM,

Daughters-Sons (Dochki-Synochki)

» Aleksei Varlamkin, Commercial Director of Nonfood, O’Kay
» Svetlana Zubova, Commercial Director, Mamsy
» Olga Moskvicheva, Head of Children’s Goods Department,

OZON
* Valeria Gortinskaya, Senior Buyer of Children’s Goods Depart-

ment, Familia.
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BeicTaBka «MWP OETCTBA» nponaeT B 2018 roay
B 24-11 pag. 910 rnasHas nnoLlanka poCCUNCKON UHIY-
CTPUM AETCKMX TOBAPOB: C 25 Mo 28 CeHTAbps Ha Tep-
PUTOPUM MOCKOBCKOIO OKCMOLEHTPa NpeacTaBsaT CBOU
cTeHabl 578 y4acTHrKoB 13 30 CTpaH Mmnpa, B VX Y1Ce
456 KomnaHun n3 Poccun.

BbicTaBKa TpagnumMoHHO pasaeneHa no TemMam:
® TOBapbl ANA HOBOPOXXAEHHBIX U MasbILLEN;
® VIrpyLIKK, Urpbl, X066u1, Mogenu,
® TBOPYECTBO W AM3aiiH, KaHLeNapcKre ToBapbl;
® NLEH3MOHHAas feTCKasa NPOAYyKUMS;
® [OMNOMHUTENbHOE 0Opa3oBaHvie ANa getew;
® [eTckas LWKonbHas mebenb, mebenb 1 0bopyaoBaHue

L9 OOLIKOMbHBIX YHPEXAEHNI;
®  CMOPTVBHBIV MHBEHTaPb 1 MHOrOYHKLMOHaNbHOE

060pyAoOBaHNe Ang UrpoBbIX MAOLLAAoK;
® BbICOKOTEXHOMOMMYHbIE UMPYLLKL 1 POOOTOTEXHMKA.

Mo paHHbIM ayamta 2017 rofa, NPOLUOrofHIo Bbl-
ctasky nocetuno 20 020 yenosek. 1o AaHHbIM BLIIOM,
53% TOBapoB, NpeacTaBneHHbix Ha «MP OETCTBA
2017», NPULLNIOCH Ha UrPbl N UFPYLLKK.

[lenoBas nporpamMma BbICTaBKM B 3TOM roAy 04eHb Ha-
cbileHHa: 59 meponpuatui, 151 cnvkep, 1 204 cnywa-
TeNs 1 camble akTyanbHble Tembl. He nponyctunte «Kok-
rpecc uHayCcTpuM AeTcKmnx ToBapos — 2018»! B pamkax
npoekTa «3kcno-Akagemus» 6yayT NpoBefeHbl CeMnHa-
pbl «TPeHAbl NOTPEOWTENEN: HTO 1 Kak FOTOBbI MOKYNaTk»,
«YcTo4mBoe pa3suTne 6r3Heca C Lenbio MUHMMU3aLUMn
PUCKOB», «AHTUKPU3NCHbIN BPEHOVHI B CErMEHTE ToBa-
pOB Ans AeTen». AHOHCKpoBaH Takxe XV Bcepoccuin-
CKUiA TOProBbIrt opyM «[MOCTaBLLMK AETCKUX TOBAPOB».
Cpepv cnvkepos, NOATBEPAMBLLVX y4acTve B Dopyme:

e Enena CaBueHko, [MpeKTop AenaptaMmeHTa passBuTtua

CTM, Jo4kn-CbIiHOHKM
* Anekcer BapnamkunH, Kommepyeckuii onpexkTop

Nonfood, O’'Ken
e (CaeTtnana 3yboa, Kommepyecknii aupektop, Mamsy
e Onbra Mocksu4eBa, PykoBoanTens HanpasneHus

«[etckne ToBapsl», OZON
e Banepws lNoptuHckas, CtapLunii 6anep HanpasneHus

«[leTckne ToBapsbl», Familia.
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«CJF - CHILDREN'’S

& FASHION. AUTUMN 2018 »

f o \
Ir'r %;LF fnational Ex-
“hibitio dren’s and

Youth’s Fashion. Clothing
for expectant mothers” will
be held from September
25 till September 28 in the
territory of the Expocenter
Fairgrounds. With more
than 400 participants from
26 countries and more than
450 world-famous brands
on the same site at the same
time it is a unique opportu-
nity to establish new busi-
ness contacts, strengthen
the image of the company
and the brand and be dis-
covered.

The project “CJF. Chil-

dren’s podium” will be
A a part of the exhibition,
which will gather the fash-
ion market leaders in one
showroom. In addition, the
exhibition “CJF - Children’s
Fashion. Autumn 2018”
will divide the platforms for
the practical business fo-
rum “CJF - CHILDREN’S

FASHION” and for the
exhibition “WORLD OF
CHILDHOOD?, located in
the same days next door.
The Expert Center “Busi-
ness Assistance” will be
there all the days of the ex-
hibition; its specialists will
consult in an operational
mode, will help to resolve
issues related to customs
regulation and registration,
recruitment, consulting for
beginners. Within the frame-
work of the business pro-
gram there will be a confer-
ence “Secrets of increasing
sales of children’s clothes
on the Internet”, which will
be of interest to owners of
small and medium-sized
businesses.

According to the All-Rus-
sia Public Opinion Research
Center, in 2017 more than
98% of CJF exhibitors were
satisfied with the quality of
business contacts received
there.

«CJF - JETCKAfl MOJA.
OCEHb 2018»

21-9 MexxgyHapoaHas BbicTaska «[letckas 1 toHo-
Lweckas moaa. Ogexxaa ans 6yayLLumx Mam» NponaeT
¢ 25 no 28 ceHTabpsa Ha Tepputopum LIBK «3kcno-
LeHTp». bonee 400 y4acTHUKOB 13 26 CTpaH 1 6onee
450 6peHaoB C MMPOBbLIM MMEHEM Ha OAHOM NoLLaa-
Ke B Of1HO 1 TO XXe BPEMsl — 3TO YHUKalbHas BO3MOX-
HOCTb YCTAHOBUTb HOBbIE [IEOBbIE KOHTAKTbI, YKpe-
MUTb UMNIPK KOMMaH1W 11 6peHpa 1 3asBuTs o cebe.

YacTblo BbiCTaBku cTaHeT npoekT «CJF. [deTckuit
noanym», KOTOpbIN COOepeT B 3ane NOKa30oB BeayLLMX
WNMPOKOB PbIHKA MOAHOV ofiexabl. KpoMe Toro, Bbi-
ctaBka «CJF - [detckaa mopa. OceHb 2018» pazgenut
nnoLlanku Ansg NpoBeAEeHNs NPaKTUYeCKoro buaHec-
dopyma «CJIF-AETCKAA MOLA» ¢ BbicTaskoit «MVIP
OETCTBA», pacnono)eHHol B Te »e [HW Mo Co-
ceqncTay. Bce oHM paboThl BbicTaBkM OyaeT paboTaTb
3KCMNEePTHbIN LEHTP «B13Hec-nomoLLb», cneumanmcTbl
KOTOPOro B ONEPATVBHOM PEXMME MPOKOHCYbTU-
PYIOT, MOMOTYT PELLNTL BOMPOChI, CBSA3aHHbIE C Ta-
MOXXEHHBIM PETYNMPOBAHMEM 1 OCPOPMITIEHNEM, MOf-
60poM nepcoHana, KOHCaNTUHIOM 151 HAYMHAIOLLIMX
npeanpuH1umarenei. B pamkax 4enoson nporpaMmbl
nporaeT koHdepeHums «CekpeTbl yBENMYEHNS NPO-
[aX AEeTCKON ofexabl B UHTEPHETE», KOTopas byaeT
VHTEpecHa BrafgenbLam Manoro 1 cpegHero busHeca.

Mo paHHbIM MccnepoBaHus BLIVIOM 3a 2017 rop
6onee 98% y4acTHuKoB BbicTaBku CJF ocTanvck go-
BOJIbHbI KAYECTBOM [1EMOBbIX KOHTAKTOB, MOMy4EHHbIX
B [IHV ee NpoBeAeHs.

THE LARGES
BRANCH EXHIBITION

IN THE URALS “MOTHER
AND CHILD 2018

On November 16-18 in the Ekaterinburg World
Trade Center the XVII specialized exhibition
“Mother and Child. Family. Development. Health”
is to be held. Organizers focus on the social pur-
pose of the exhibition - it is the promotion of family
values and a healthy lifestyle, social development
programs support. At the same time, on a total area
of more than 2000 sg.m. there are not only round
tables, parents’ school and useful master classes,
but also stands of companies offering quality goods
and services for the whole family. These include
furniture, educational literature, toy stores, medical
centers, medicines, baby food, cosmetics, as well as
travel services and studio photography.

KPYMHEMNLLIAS
OTPACJEBAS
BbICTABKA
HA YPAJIE -
«MATb U QUTS 2018~

16-18 Hos6p9 B LieHTpe MexayHapoaHon Toprosnu Ekatepunbypr
coctoutcs XVl cneumanmampoBaHHad BbicTaBka «Matb 1 anta. Cembs.
PaseuTre. 3noposbe». OpraHnaatopbl AenatoT ynop Ha coumanbHOM Ha-
3Ha4YeHNV BbICTaBKM - 3TO NponaraHia CeMenHbIx LLeHHOCTen 1 340P0BOoro
obpasa K13HW, NoAAEPKKA COLManbHbIX MPOrpaMm passuTus. [pu aToMm,
Ha obLelt nnotaam 6onee 2000 KB.M. PA3MELLIAIOTCS HE TONMbKO KpyrIble
CTONbI, LUKOMA POANTENEN 1 NONE3Hble MacTep-KNaccehl, HO 1 CTEHAb! KOM-
naHWin, NpeanaraloLLmnx Ka4eCTBEHHbIE TOBapb! 1 YCNyru Ana BCEN Cemby.
K H1M oTHOCcATCHA Mebenb, pasdsuBatoLLas nureparypa, MaraduHbl UrpyLLek,
MeOVLMHCKME LIEHTPbI, IEKaPCTBEHHbIE NMpenapaThl, AeTCKOe NUTaHme, Koc-
METUKa, a TakXKe TYPUCTUYECKIME YCIYr 1 CTyAMinHas hoToCbeMKa.
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ITHALL THE LOVE
FOR KIDS - WANEXPO

XVII Festival of pregnant women and babies
WANEXPO will be held from November 29 to
December 2 in the Sokolniki Culture and Exhibi-
tion Center. This is the main event for mothers-
to-be and those who have recently become a par-
ent. Among the participants of the exhibition one
can meet medical institutions whose profile is the
problems of reproduction and pregnancy support,
maternity centers, manufacturers of cosmetics
and clothes for pregnant women, insurance com-
panies, psychological care centers, print media,
fitness centers.

The interactive exhibition is famous for its busi-
ness program. The guests are offered consultations
of leading experts in the field of gynecology, ob-
stetrics and pediatrics, master classes in the care of
newborns, lectures on automobile safety, contests,
show programs, and a test area for baby strollers.
Within the framework of the WANEXPO Festival
an interactive quest, beloved by visitors, will be
held each day, with prize drawing and awarding.

WFairsﬂews

XVII ®ectrBans 6epeMeHHbIX
1 mnageHueB WANEXPO nponget
c 29 Hos6psi o 2 nekabps B KBLY
«COKOMNbHVKN». JTO rMaBHoOe Co-
ObITve ana OyayLUMx Mam u Tex,
KTO He Tak JaBHO CTan poauTeneMm.
Cpenn y4acTHUKOB BbICTaBKM 3a-
SBNEHbl MEANLIMHCKNE YYPEXAEHUS,
npogurb KOTOPbIX — 3TO NPO6eMsbI
PENPOAYKLMM 11 CONPOBOXAEHNE
6epeMeHHOCTI, LIEHTPbI MOArOTOBKM
K pofam, NMpon3BoanTENM KOCMe-
TUKW 1 ofexabl Ang 6epeMeHHbIX,
CTPaxoBble KOMMaHuK, LLeHTPbI Ncu-
XOMOrM4eCKOo MOMOLLM, NevaTHble
n3panHus, PUTHEC-LEHTPbI.

CO BCEM
NHOBO0BbLI0

K MAJIbILLAM -
WANEXPO

VIHTepakTBHas BbICTaBKa 3Ha-
MEHWTa CBOE [1eM0BOM Nporpam-
MO — FOCTAM MpeanaratoTcs KoH-
cynbTaumn BeflyLIMx cneumanmcTon
B 0611acCTV M’MHEKONOrMK, akyLlep-
cTBa W NneanaTpun, MacTep-Knacchl
Mo yXo[y 3a HOBOPOXXAEHHbIMM,
NeKuUMn no aBToMobuIbHOM 6e3-
0NacHOCTU, KOHKYPCbI, LLIOY-MPO-
rpamMMbl, a Takxxe 30Ha TecT-gpansa
KonsAcok. Kaxabii IeHb B pamKkax
®ecTtmang WANEXPO 6ynet npo-
BOAMTCS NOMOOUBLLUIACA NOCETUTe-
NFIM UHTEPAKTUBHbBIV KBECT C PO3bl-
rpbilIem MPU3oB U HarpaxaeHnem
nobeamntenei.

Welcome the fifth #Mama-
ClubFest on October 6 and 7
in Danilovsky Event Hall. It is
an entire online universe that
several times a year material-
izes itself at the best sites of
the city. The Young Mamas’
Club (YMC) began as an In-
ternet project of Irina Akopian
in Instagram. Today Youtube
channel devoted to the themes
of motherhood and childhood
is launched and growing, of-
fline meetings of the club reg-
ularly take place, which every
year become more widespread
and threaten to put competitors
aside. The secret of YMC'’s suc-
cess is simple: it’s marketing
with a “human” face, and live,

interesting topics for the wid-
er audience. In addition, every
MamaClubFest is a real holi-
day for the whole family and

an opportunity to try out in one
day everything that you wanted
for a long time, but never had
enough time to. Parents hurry to
visit the exhibition of children’s
goods and services, listen to
lectures of famous specialists
in various fields and learn the
methods of providing first aid.
Children participate in master
classes in ballet and workshops
on robotics and 3D modeling
with pleasure, participate in the
show of superheroes with spe-
cial effects and play soft con-
struction set.

BCE MOJIO[1bIE MAMbI
MOCKBbI. U NATbL.

6 1 7 oKTA6ps B NpocTpaHcTBe [JaHnnoBCcKMit
Event Hall coctontcs 10bunenHbI, NaTbivi Mo cHeTy
#MamaClubFest — 310 uenas oHnaiH-BceneHnHas, ko-
TOopas HECKOMbKO pas B rofy Marepuannadyetcs Ha ny.-
wmx nnowankax ropoaa. Knyé Monogsix Mam (KMM)
Ha4MHancs, Kak MHTepHeT-NPoeKT MpnHbl AKonsaH B
Instagram. CerogHs 3anytleH 1 HabupaeT 060pOThI
Youtube-kaHan, NOCBALLEHHbI TEMaM MaTepPUHCTBA U
LeTCTBa, PerynspHoO NPOUCXOANT ododpnaniH-BCTpeYm
Knyba, KOTOpble C Kax/dbIM rO[JOM CTAHOBATCS BCE Mac-
wrabHee v rpo3AT BCEPbE3 MOTECHNTb KOHKYPEHTOB.
CekpeT ycnexa KMM npoCT: 9TO MapKeTUHT C «4efo-
BEYECKMUM» NLOM, 1 XKMNBbIE, MHTEPECHbIE LUMPOKOM
ayantopun Tembl. Kpome Toro, kaxabin MamaClubFest
— 3TO HACTOALLMIA NPa3aHVIK /15 BCEN CeMbU U BO3MOX-
HOCTb OMpoboBaTh 3a OfVH [A€Hb BCE TO, Y4TO AaBHO
XOTEeNoCb, HO He xBaTano BpemeHn. Poantenn cnewuat
NoCeTUTb BbICTABKY AETCKMX TOBAPOB 1 YCNyr, MOCy-
LwaTb NeKUMM N3BECTHbIX CNeUnanncToB B pasHbix cde-
pax 1 0by4nTbCa NpUemMam okazaHusa NepBOM MOMOLLN.
[eTn c yooBonbCTMEM YHaCTBYIOT B MacTep-kaccax no
6aneTy 1 BopkLIonax no pobotoTexHunke 1 3D mopenu-
POBaHWMIO, y4aCTBYIOT B LLOY Cyneprepoes co cneuad-
dhekTamm 1 UrpatoT B MArknii KOHCTRYKTOP.



MHOTO®YHKLUWOHAJNDbHAA
KONACKA-BHEOOPOXHUK
O19 KOM®OPTHbBIX MPOTIYJTOK

BIropOoeE n HA NMPUPOOE
STOKKE® TRAILZ™

Stokke® Trailz” coueTtaeT B cebe dYHKUMOHANLHOCTL C UCTUHHBIM CKaHOWHABCKUM AU3aiHOM.
O6HoBNeHHOe WaccK HépHOFO uperta npugaeT KONdcKe 3NeraHTHOCTh, a8 BOSMOXXHOCTb

Bblt’)opa Mex oy GOJ'IbLIJHMI-"I, 3anoNHeHHbIMW BO30YXOM MU KnaccU4yeCKUMMHW, N3roTOBNTIEHHbIMW U3
maTepuana, CTOWKOTO K npokonam, NO3BONWUT BaM HacnaxaaTbCH Nporynkamu no nwoboi
MecTHOCTM U B Nioboe BpemMa roga. HapgéxHaa KOHCTPYKLUMWS, YNyYLeHHoe NporynoYyHoe cuaeHne
W YCOBepLUEHCTBOBaHHaA NoNbKa-NepeHocka rapaHTUpyoT Ballemy Manbilwy MakcuManbHo
KomdopTHOe NyTellecTene, Kyaa 6bl Bbl HU OTNPABUUC.

MoHobpeHngoeble marasuHbl Stokke 8 Mockee:

UenTtpansHoii Oetckmin Mup, TeatpaneHblit npoesg, g. 5, ctp. 1, 3 atam
sokecon @ @ Q @

TU Metpononuc, llenuHrpagckoe wocce, g. 16A, ctp. 4, 3 atax

O

STOKKE



Kind + Jugend is the leading interna-
tional exhibition for children and teen-
agers, and every year it attracts more
and more participants from all over the
world. Attractiveness of the exhibition
for foreigners is especially impressive.
Here, on a total area of 110, 000 sq.m
were represented 86% of exhibitors from
abroad in 2017. Russian participants
take part in the exhibition every year,
and we asked them specifically for the
magazine PARENTS’ CHOICE, to tell
what to expect from our presence this
year, than we can compete with other
countries and what new products rus-
sian manufacturer will show in Cologne

16

Kind + Jugend — 310 BegyLLas mexyHapos-
Hasl BbICTABKA TOBAPOB J/15 AETEeN 1 NogpocCT-
KOB, M1 C KaX/bIM ro0M OHa NPUBJIEKAET BCE
00/1bLLIE YHACTHNKOB CO BCEro mupa. 0cobeH-
HO BIe4atsisfieT NpuBIeKaTeIbHOCTb BbICTAB-
Ku [/19 MHOCTpaHLeB — 1ak, B 2017 rogy Ha
o6uyen nnowyaan 8 110 000 KB.M 6b1710 Npes-
CTaB/1eHO 86% IKCIOHEHTOB U3-3a IPAHNLIbI.
Poccuiickne y4acTHUKN eXXerofHo npuHUma-
K0T y4acTne B BbICTABKE, Y Mbl [10MPOCHIIN UX
crneynanbHo s xypHana «BbI60P POLIN-
TEJIEV: pacckasarts, 4ero cTouT OXugats ot
HaLLero rnpucyTcTBuUs B 3TOM rofy, B 4eM Mbl
MOXEM KOHKYPUPOBATb C APYrumMu CTpaHa-
MW 1 9TO HOBOI0 MOKaxeT B KesibHe poc-
CUACKNI NPON3BOANTESTb.
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PLAY WOOD, llc

A production unit of the
ELLIPSE GROUP

Alexander Zaitsey,

Financial Director,
ELLIPSE Group

What do you expect from the exhibiting on the joint stand at
the ‘Kind + Jugend’ show?

Our expectations relate to the possibility of expanding the sales
market. Talking more specifically, we plan to establish business
contacts with potential buyers of Ellipse products in Europe, i.¢.
foreign retailers and wholesale buyers selling children’s goods. We
need to acquaint future partners with our products and assure them
that our products would be competitive for the European market.
For such purposes participation in the Kind + Jugend show is an
ideal option.

Why do you think your products will be bought abroad? What
is the value of your products made for export?

Foreign and, in particular, European consumers today place
high demands on children’s goods. Such criteria as quality, envi-
ronmental friendliness, design, safety and naturalness of materials
the products are made of are crucial when buying. And, of course,
competitive price plays a significant role as well. Our products
meet the high demands of foreign consumers for all of the above
mentioned criteria. For example, having a production in Russia,
we take the opportunity to choose the best quality natural wood for
making children’s furniture.

With the know-how in the production of bent wood products,
we can offer consumers products of modern design with smooth
and sleek shapes. The quality of our products is also excellent. At
the same time our prices are significantly lower than the prices for
similar products offered by other manufacturers in the European
market. Therefore, we are confident that Ellipse products will find
its buyer on the foreign market.

Company website: ellipsefurniture.ru
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KomnaHusa
00O «InanByp»
(PLAY WOOD) -

NPoOu3BOACTBEHHOE
nopapasgeneHue
rpynnbl kKomnaHun ELLIPSE

AnekcaHpgp 3auvyes,
UHaHCOBbLIN ANPEKTOP
rpynnbl komnaHmi ELLIPSE

— Y10 Bbl OXMAaeTe OT y4acTUs Ha KONNMEeKTUB-
Hom cTeHAe BbicTaBku Kind + Jugend?

— OXnpgaHns cBagaHbl C BOSMOXHOCTbIO PacLLUVPEHNs
pbiHKka cobiTa. [oBOps 6onee KOHKPETHO, Mbl MNAHVPYEM
3aBfA3aTh AeNoBble CBA3M C NOTEHUManbHbIMY NOKyna-
Tenamu npoaykumm Ellipse B EBpone — 3apy6exxHbiMu
peTeinepamn 1 ONTOBbIMY NOKyNaTenamMu, TOPryIoLLMM
LEeTCKUMM ToBapamu. Hy>KHO NO3HAKOMUTb ByayLLMX
napTHEPOB C HaLen NPoAyKUMEN 1 YOEANTb NX B ee
KOHKYPEHTOCMOCOOHOCTN Ha EBPOMNENCKOM pbiHKe. Ang
Takux uenewn y4actue B BbicTaBke Kind + Jugend — nge-
albHbI BapnaHT.

— Mo4yemy Bawu ToBap AonXxeH NoKynaTbcs 3a py-
6exom? LleHHocTb Bawero ToBapa Ha akcnopT?

— 3apybexkHble, 1 B 4YaCTHOCTW, EBPOMNECKMe NoTpe-
OuUTeNnV CerofHs NPeabaBNSOT BbICOKME TPEOOBaHMSA K
LEeTCKMM ToBapaMm. Takme KpUTepuu, Kak ka4ecTBo, 3Ko-
NOrMYHOCTb, AM3aliH, 6€30MacHOCTb U HaTypaibHOCTb
MCNOMb3YyEeMbIX NPV U3roTOBNEHUV MaTEPUanos, ABNSIOT-
Cs peLuaroLLMMmM Npur NoKynke. 1 KoHeYHO CyLLEeCTBEH-
HYIO POMb UrpaeT KOHKYPEHTOCNOCObHas LieHa. Hawa
nNpoAyKUMs yAOBNETBOPSET BbICOKMM 3anpocam 3apy-
6eXHbIX NOTpebuTenen No BCeM NepencrieHHbIM BbiLLe
Kputepuam. Hanpumep, nves nponssoacTso B Poccuu,
Mbl MOMb3YEeMCH BO3MOXHOCTbIO BblOMpaTh Ans U3ro-
TOBNEHWA AETCKON Mebenu camyto Ka4eCTBEHHYIO HaTy-
panbHyto apesecuHy. Obnapas HapaboTkaMmu B MPom3-
BOLCTBE MHYTOK/EEHbIX M3AENNA U3 AepeBa, Mbl MOXKEM
npeanoXunTs NOTPEOUTENAM NPOAYKLMIO COBPEMEHHOIO
[m3aiHa, B KOTOPOM VCMOMb3YIOTCA NnasHble opMbl.
KayecTBo Halllein npoaykLmmn Takxke Ha BeicoTe. [1pn
3TOM LieHbl Ha Hee OLLYTVMO HKE LeH Ha aHanornyHyto
no Ka4eCTBY NPOAYKUMIO, Npeanaraemyto Apyrmm npo-
N3BOAMTENAMY Ha €BPOMNENCKOM PbIHKE.

[ToaToMy MbI yBepeHbl, 4To npoaykumns Ellipse Hanget
CBOEro nokynarens Ha 3apyobexxHOM pPbIHKE.

Cavit komnaHwuw: ellipsefurniture.ru
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LEOKID, LLC

Maria Kulikova
and Angelina Klekova,

founders and owners
of LEOKID

What do you expect from the exhibiting on the joint stand at
the ‘Kind + Jugend’ show?

The exhibition Kind + Jugend should become for us ‘a window
to Europe’, a new stage in development process of our company.
Recently, we have a feeling that the Russian market has become a
bit tight for us already, we definitely want to make a new round, to
get new audience, to explore new trends and to soar new heights.
Undoubtedly, we are focused on signing contracts, which should
increase the company’s turnover and profits, as well as one of the
most important aspects is brand recognition at the world level.

Participation in global exhibitions adds points to our name, Russian
companies are also more willing to cooperate with trademarks that
took part in world-wide events. We also like to set ambitious goals, to
take new heights. Participation in such an exhibition was already itself
an ambitious goal for us, and after the exhibition the number of goals
regarding new partnerships will increase significantly.

Why do you think your products will be bought abroad?

We occupy a rather narrow and specific niche — accessories for
walking and traveling with children. To date, some of our products
are unique, with no analogues in Europe. We monitor the world
market, watch regularly for novelties, conduct surveys amongst
opinion leaders and all this indicates that our accessories are exclu-
sive for the children’s goods market in terms of functionality. Any
mom in the world wants protection and comfort for herself and the
baby and we help them in this.

What is the value of your products made for export?

Many of our customers after they traveled send us messages that
local residents in different countries turned around looking at our ac-
cessories, stopped and asked “What is for a miracle? Where can they
take it? Why do not we have this one yet?” We think that this is the
value. Our accessories are interesting, unique, with author’s design,
they are very functional, and most importantly, they really are needed
by the mothers of different countries, because they help to solve sev-
eral functions and make life easier. Our product is needed by mothers
in different countries and they somehow give it to understand and
probably now they are waiting for it on the shelves in stores.

Company Website: leokid.com

18

000 “NNEOKUNA”

Mapus KynnkoBa

u AHrennHa Knekoaa,
ocHoBartesi U CO6CTBEHHUKN
komnaHun Leokid

— YT1o Bbl 0OXXnpaete ot yyacTusa Ha KOJINIEKTUB-
Hom cTeHpe BbicTaBku Kind+Jugend?

BbicTaBka Kind+Jugend pomkHa ctate Ans Hac
«OKHOM B EBpOMy», HOBOW CTyNeHbiO Pa3BUTUS HaLLen
KomnaHuu. B nocnegHee Bpems y Hac NOABUAOCH OLLLY-
LLIeHWe, YTO HaM y>ke TECHOBaTO Ha POCCUNCKOM PbIHKE,
XO4€eTCs HOBOMO BUTKA, HOBOW ayAUTOPUN, HOBbIX TEH-
LEHUNIA 1 MOKOPEHMA HOBbIX BEPLUMH. Be3ycnoBHO Mbl
HaLeneHbl Ha NOAMMCaHNe KOHTPAKTOB, YTO AOSIKHO yBe-
NYUTL 060POThI U NPKOLINL KOMAAHNUM, Tak »Ke OAHWM
N3 CaMblxX BaXKHbIX aCMEKTOB ABMNSETCA Y3HABAEMOCTb
OpeHaa Ha MYPOBOM YPOBHE. Y4acTue B BbICTaBKax Mu-
poBOro MacLutaba Ao6aBNAET O4KOB K HALLEMY UMEHM,
POCCUIMCKME KOMNaHWK TaK xe 6oee 0XOTHO MayT Ha
COTPYAHMYECTBO C TOPrOBbIMW Mapkamu, MPUHUMAaBLLINM
y4acTne B MeEPONpUATUAX MUPOBOro Maclutaba. Eile Mol
No6UM CTaBUTb amMOMLIMO3HbIE Lienn, 6paTb HOBbIE Bbl-
COTbl. Y4acT/e B TakoW BbICTaBKe ANs HAC yke Obina am-
OULMO3Has Lienb, a Noce BbICTaBKM KONMYECTBO Lenem
MO HOBbIM MAPTHEPCTBaM AOMMKHO KPATHO YBENMNHYUTHCS.

— Moyemy Baw ToBap AoMKeH NoKynarTbcs 3a py-
6exom?

Mbl 3aHVMaeM [OBOMBHO Y3KYHO 1 CNELMAUHHYIO HALLLY
— aKceccyapbl ANs NPOrynoK 1 NyTeLecTBuiA C AeTbMU.
Ha cerogHsLHWiA eHb 4YacTb HaLLMX MPOAYKTOB ABMAETCS
YHUKanNbHbIMK, aHaIoroB KOTOPbIX B EBpone npocTo HeT.
MbI MOHUTOPVIM MUPOBOW PbIHOK, CMOTPUM PErYNAPHO 3a
HOBMHKaMu, NpoBOaMM ONpoChI TnaepoB MHEHWIN — 1 BCE
FOBOPWT O TOM, YTO HalLM akCceccyapbl SBMSIOTCA SKCKIHO-
3MBHbIMM N5 PbIHKA AETCKMX NMPOAYKTOB MO CBOEMY oyHK-
umoHany. Jliobas Mama B M1pe XO4eT 3aLLmTbl 1 KOMAPOP-
Ta onga cebs 1 ManbiLa v Mbl MOMOraem UM B 9TOM.

— LleHHocTb Baluero ToBapa Ha aKkcnopTt?

MHorre Halum nokynatenu nocne nyTeLlecTsui
OCTaBAT HaM OT3bIBbl, YTO MECTHbIE XXMTENN B Pa3HbIX
CTpaHax obopadvBanunch, MAAS Ha HaLW akceccyapebl,
OCTaHaBMVBaINCh 1 cnpalumsany «4to 3a 4yno? e
Takoe B3sTb? [1o4emMy y Hac Takoro etle HeT?» [ymaem,
B OTOM W1 €CTb LIeHHOCTb. Hallum akceccyapbl MHTepec-
Hbl, YHUKasbHbI, C @BTOPCKMM AM3aHOM, 04eHb OYHKLN-
OHanbHbI, @ Camoe rMaBHOE, OHV AeNCTBUTENBHO HYXHbI
MamaM pasHbiX CTpaH, MOTOMY Kak MoMoraroT peLlunTb
HECKOMbKO (OYHKLWIA 1 yNPOCUTb »KM3Hb. Hall npogykT
HY>XeH MaMaM B Pa3HbIX CTPaHax v OHW Tak Uu nHave
[aloT 3TO NOHATb W HaBEPHAKA XKAYT ero Ha noskax B
marasmHax.

Cauvit komnaHum: leokid.com



Borisoglebskiy trikotazh, JSC

Albert Lysenko,

Chairman Board of Directors

What do you expect from the exhibiting on the
joint stand at the ‘Kind + Jugend’ show?

For our company Germany is a potential part-
ner. And the exhibition Kind + Jugend gives us an
opportunity to conduct a ‘field study’ and get to
know the end consumer. Besides the “client por-
trait’ it is also important to obtain the information
about the market of competitors in Germany, their
pricing policy and the products they offer, which
will help us to form our position in the German
market adequately. The exhibition is also an op-
portunity for us to get acquainted with the modern
trends in fashion in the European market of ho-
siery and underwear jersey.

Why do you think your products will be bought
abroad? What is the value of your products
made for export?

Our company produces hosiery and underwear
jersey for the whole family, from newborns to
adults. In production we use only natural, hypoal-
lergenic materials (like cotton, linen, bamboo,
etc.). Our company has historically been one of
the leaders of this segment, therefore we are inter-
ested in the quality of the products, in maintaining
a good reputation and a company’s image on any
territory we work, i.e both — in Russia and Europe.
Understanding the high European requirements for
the quality of the goods, we believe that our prod-
ucts will certainly be in demand: as it is created in
accordance with the highest requirements for the
raw materials and finished products.

Undoubtedly, European buyers will like prod-
ucts with world-famous characters like Teddy and
AmNyam, which brands ‘Mytoyou and ‘Cutther-
ope’ are represented in the Russian market by our
company Borisoglebskiy trikotazh. Also we will
introduce our own brands that have already taken
their niche in Russia — these brands are ‘NOSIK’
and ‘LAV’.

Each customer is individual and unique, we un-
derstand and appreciate this, ad therefore we are
ready to produce according to individual needs
and orders!

Company site: https://bort-shop.ru
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AO
«bopucorneéCcKmmn TpUKoTaxK»

Anbbeprt JibiceHKo,
npegcenaresib Coseta ANPEKTOPOB

— YT1o Bbl 0OXXnpaete oT yyacTus Ha KOJNNIEKTUBHOM CTEH[ie BbICTaB-
ku Kind + Jugend?

— [ns Hallen koMnaHum fepmanua — 370 NoTeHUMasbHbIA napTHep. A
BbicTaska Kind + Jugend paet BO3MOXHOCTb MPOBECTH «M01EBOE UCCNENO-
BaHWe» 1 MNO3HAKOMUTLCA C KOHEYHbIM NoTpebutenem. MNMoMnmMo «nopTtpeTa
KNMeHTa» Ba)KHO NOMy41Tb MHAOPMAaLMIO O PbIHKE KOHKYPEHTOB B [epma-
HUK, 06 NX LEHOBOW MOIUTUKE M MPOLYKTax, KOTOPbIe OHW Npeanarator,
4TO NOMOXKET afleKBaTHO CHOPMMPOBATL HaM CBOKO MO3ULMIO HA HEMELIKOM
pbIHKe. BbiCTaBka Takke Ana Hac CTaHeT BO3MOXKHOCTBIO MO3HAKOMUTLCH C
COBPEMEHHbIMN TEHAEHUMAMN B MOAE Ha €BPOMENCKOM PbIHKE YyOYHO-HO-
COYHbIX N3AENU 1 6e1beBOro TPUKOTaXA.

— Noyemy Bawu ToBap ponkeH nokynaTtbcs 3a py6exxom? LleHHoCcTb
Bawuero ToBapa Ha aKcnopt?

[eAatenbHOCTbIO HaLlen KOMNaHum SBNsSeTca NPOU3BOACTBO HYNOYHO-HO-
CO4HOM MPOAYKLIMK, 6eNbeBOro TpMKOTaxKa A1 BCEM CeMbU, OT HOBOPOXKAEH-
HbIX 4O B3POCIbIX. B NpOM3BOACTBE Mbl MCMOMb3YEM TOMbKO HAaTypasibHbIe,
rynoanneprexble Marepuans! (Xnomnok, nexH, 6amobyk 1 T.4.). Hala komnanus
VCTOPUYECKM SBAETCS OOHNM U3 MMAEPOB CBOErO CErMeHTa, MO3TOMY Mbl
3aVHTepecoBaHbl B Ka4eCTBE BbiMyckaeMor NPoAyKUMW, B ee penyTauum Ha
PbIHKE ¥ MoAAep KaHNV UMUEKa KOMNaHUW Ha Ntoboi TEpPUTOPUN NOCTaBKM
kak Poccuu, Tak 1 EBponbl. [NoHVMas BeICOKME eBponenckme TpeboBaHNs K
Ka4ecTBy TOBApPOB, CHUTAEM, YTO HaLLa NMPOAYKLMSA HempeMeHHo ByaeT nosb-
30BaTbCHA CNPOCOM: OHa CO3AaHa B COOTBETCTBUM C CaMbIMW BbICOKMMM TPe-
60BaHNAMY K CbIPbIO U K FOTOBbIM U3AENAM.

HecoMHeHHO, eBPONENCKMM NoKynaTenam NpUAeTcs No AyLle Npoayk-
LMt CO BCEMUPHO M3BECTHbIMU NepcoHaxamu — Teddy bear 1 Om Nom,
OpeHbl KOTOPbIX Ha POCCUINCKOM PbIHKE MPeACTaBNsaeT Halla KOMNaHus
Bopucornebekuin TpukoTax: “My to you” n “Cut the rope”. Takxe Mbl npea-
CTaBMM COOCTBEHHbIE OPEHAbI, KOTOPbIE Y>Ke 3aHANM CBOKO HULLY NOnynsap-
HocTn B Poccum — HOCKIK m LAV.

Kaxpabli nokynarenb MHAMBUAYANEH, Mbl 3TO NMOHUMAEM U LEHUM, B
CBSI31 C 3TVIM NPOW3BOACTBO BO3MOXHO MO MHAMBMUAYaNbHbIM NOTPEOHO-
CTAM 1 3aKkazam!

Caut komnaHmu: https.//bort-shop.ru
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Mebel Impex
Opt LLC

Evgeniy Trotsenko,
General Manager

What do you expect from the exhibiting on the joint stand at the
‘Kind + Jugend’ show?

This is not the first time when our company Mebel Impex Opt LLC

is participating in international exhibitions with the joint stand of the
Russian Export Center. In spring 2018 we exhibited at the INDEX 2018
show in Dubai. Participation in international furniture exhibitions allows
us to evaluate potential business opportunities on certain foreign markets,
to obtain important information about the customs specifics of the target
countries, to exchange contacts with the largest distribution networks,
wholesale buyers and retailers, and most importantly — to receive feed-
back about our products from foreign customers.

After each exhibition our designers and constructors work accordingly
to all the wishes and comments received throughout the show.

During the exhibition the Russian Export Center provides us with an
opportunity to take part in master-classes and business meetings with in-
dustry professionals. We hope that the Kind + Jugend show will become
for us a platform for signing new contracts with European partners.

Why do you think your products will be bought abroad? What is the
value of your products made for export?

The company Mebel Impex Opt LLC is the largest manufacturer of
rocking chairs, glider chairs and lounge chairs in Russia. A line called
“Balance” is a line of armchairs and ottomans equipped with an inno-
vative pendulum swing mechanism. The line of armchairs for moms
provides a comfortable position for mothers during feeding, and the pen-
dulum mechanism is great for rocking the kids. Similar chairs made by
other manufacturers belong to a higher price category. And we are ready
to offer high-quality goods at a competitive price and to take into account
all the wishes of our customers. So, as a result of the feedback we got
after IMM 2018 exhibition in Cologne, we added a locking mechanism
to a number of our gliders. I believe that the furniture market in Europe
and Asia is only opening its doors to Russian manufacturers. I am sure
that with the support of Russian Export Center we will achieve excellent
results in the export market!

Company website: www.mebel-impex.ru
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KomMmnaHusa
«Meb6enb MMnakc»

EBreHnn TpoyeHkKo,
ANPEKTOP

— YT1o Bbl 0OXXMpaeTe ot yHacTus Ha Konnek-
TUBHOM cteHpae BbictaBku Kind + Jugend?

— Komnanusa «Mebenb VIMnakc» yxe He B
nepBbIi pa3 NPUHUMAET y4acTve B MeXXAyHapoa-
HbIX BbICTaBKax B paMKax KOMNEKTUBHOIO CTEH-
na Poccuinckoro skenopTHoOro LeHTpa. BecHoi
2018 roga Mbl NPUHUMan y4actie B BbICTaBKe
INDEX 2018 B [ly6ae. Y4acTue B MexAyHapOaHbIX
MebefbHbIX BbICTaBKax NO3BONAET OLEHUTb Nep-
CMEKTVBbI PbIHKOB 3apy0OexXHbIX CTPaH, Noay4uTb
BaXKHYIO MHAOPMaLMIO OTHOCUTENBHO TaMOXXEH-
HOW crneundmrKkn LeneBblx cCTpaH, 0OMeHsTLCS
KOHTaKTamu ¢ KpynHemLMMn ANCTPnOLIOTOPCKI-
MW CETAMM, ONTOBbBIMM NOKYNaTENSAMU 1 PO3HNY-
HbIMV Maras3uHamu, a camoe rmaBHoe — NONy4nTb
06paTHYIo CBS3b O HaLLel MPOAYKUMM OT MHO-
CTpaHHbIX Nokynarenei. lNocne Ka>kgo BbICTaBKM
HalLm An3anHepbl 1 KOHCTPYKTOPbI HANPasnaioT
CBOV yCUNnA, 4TOObI MaKCUMaNbHO Yy4eCTb Mo-
»xenaHus. B xone BbicTakm POL| npenoctaenseTt
BO3MOXHOCTb MPUHATL y4acTne B MacTep-Knac-
cax v AenoBbIx BCTpeyax ¢ 6uaHec-kpyramu. Ml
Hapeemcs, 4To BbicTaBka Kind + Jugend ctanet
NNOLLAAKON ANS 3aKI0YEHNA HOBbIX KOHTPAaKTOB C
€BPONEeNCKUMIN napTHepamu.

— Mo4yemy Balwu ToBap AoskKeH noKynaTbcs
3a py6exom? LieHHocTb Bawero ToBapa Ha
aKcnopTt?

- Komnanus «Mebenb MIMNake» — KpynHenwnia
NpoV3BOAMTENb KPECEN-KaYanokK, Kpecen-rna-
[epoB 1 kpecen ang otabixa B Poccumn. Cepua
«banaHc» — cepusa Kpecen 1 6aHKETOK, OCHaLLIEeH-
HbIX MHHOBALMOHHbBIM MaATHKOBbBIM MEXaH3MOM
kadvaHusa. Cepus kpecen ans mam obecne4nsBaeT
yno6HOEe NONOXXeHNe Ang Mambl BO BPEMSA KOPM-
NeHVsl, a MasTHUKOBBIN MexaH3M OTAIMYHO Nod-
XOOUT ANS yKa4MBaHUA Manbillein. AHanornyHble
Kpecna apyrux Npon3BoamTenein Haxoaatcs B 60-
nee BbICOKOW LieHOBOW KaTeropuu. Mol xxe rotoBsbl
NPEANOXNTb BbICOKOKAYECTBEHHbIV TOBAP MO KOH-
KYPEHTOCMOCOBHOM LieHe 1 MakCUMasbHO y4ecTb
NOXXeNaHna HalLnx KMMeHToB. Tak, No pe3ynbra-
TaM BbicTaBky IMM 2018 B KenbHe Mbl gobaBunu
CTOMOPHbIN MEXAHW3M B PSAA HALLUMX rMangepos. A
cymMTato, 4To MebenbHbI pbiIHOK EBponb! 1 A3mm
TOJSIbKO OTKPbIBAET CBOW ABEPW AN POCCUCKNX
npov3soanTeNner. YBepeH, 4To Npun COOenCTBIM
POL| Hala koMnaHns 0o6beTCA OTUYHbIX PE3YNb-
TaTOB Ha 3KCMOPTHOM PbIHKE!

Cant komnaHum: www.mebel-impex.ru



PLAYPLY
Kids furniture

Andrey Anisimov,
General Director

and Maria Anisimova-Karasik,

Executive Director

What do you expect from the ex-
hibiting on the joint stand at the
‘Kind + Jugend’ show?

We expect to conduct qualitative
negotiations with partners, with whom
we have preliminary agreed to meet at
our stand.

We also expect to open new busi-
ness partnerships within the business
program of the exhibition.

We plan to expand brand awareness
in a business environment.

Get useful information on enter-
ing international markets. Expand our
knowledge about the export process.

Why do you think your products will
be bought abroad? What is the value
of your products made for export?

We offer unique children’s furniture
developed by our company.

These are the innovative products
created at the intersection of knowl-
edge from different areas — design,
architecture, pedagogy, psychology,
game, physical education. There are
no analogues of our furniture in the
world market. The CLIC line is made
in accordance with GOST (Russian
State standards), taking into account
all ergonomic indicators for groups of
four different heights. The table and the
chair create an ideal working place for
the child.

The line MOVE is a furniture,
which you can climb. It combines the
basic functions of furniture with the
function of a climbing complex. Fur-
niture allows children without leaving
home to move and play a lot, which
develops them both physically and
mentally.

Company website: www.playply.ru

Wnterview

PLAYPLY
leTckasa meb6enb

AHppen AHUCUMOB,

reHepa’sibHbIv QUPEKTOP

u Mapus AHucumoBa-Kapacuk,
VicrnionnuteibHbIVi ANPEKTOP

— Yro Bbl 0XXupaete ot yyacTus Ha
KOJINIEKTUBHOM cTeHpe BbicTaBku Kind
+ Jugend?

— Ml OoXnpaem npoBecCTn Ka4eCTBeH-
Hble NeperoBopbI C NapTHepPamu, O BCTpe-
4e Ha CTeH[e C KOTOpPbIMU Yy HaC eCcTb
npeansapuTeribHble 4OroBOPEHHOCTH.

Tak e Mbl OoXnaaem B pamkax neno-
BOW NMpOrpamMMbl OTKPbITb Ans cebs HOBble
LenoBsble NapTHepcTaa. [naHvpyem pac-
LLIMPUTbL Y3HaBaeMOCTb OpeHaa B 1eN0BOWA
cpefe. IMony4ntb NonesHyo nHgopma-
LIMIO MO BbIXOAY Ha MeXOyHapoOdHble PbiH-
k1. Paclumpnts cBOW 3HaHMS O NpoLecce
aKcnopTa.

— Moyemy Bawu ToBap AonXeH NoKy-
naTtbcs 3a py6exxom? LieHHocTb Bawe-
ro ToBapa Ha akcnopt?

— Mbl npegnaraem yHukanbHyto get-
CKylo Mebenb, paspaboTaHHyo Hallewn
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KoMnaHvien. VIHHoBaUMOHHbIE MPOAYKTHI,
CO3[aHHbIe Ha CTbIKe 3HaHWM 13 pasHbIX
obnacTen — TakMx Kak Au3anH, apxmnTek-
Typa, nefaroruka, NCUxonornsa, Urpono-
s, U3KyNbTYpa.

Ha MMPOBOM pbiHKe HET aHanoros Ha-
e mebenn.

Cepusi CLIC cpenana no FOCTy ¢ y4ye-
TOM BCEX 9PrOHOMUYECKMX Nokasarenei
ONA YeTblpex pocTosbIx rpynn. Cton u
CTyn co3fatoT naeanbHoe paboyee MecTo
ans pebeHka.

Cepust MOVE - mebernb, No koTopow
MOXXHO Nna3uTb. B Helt coveTaloTca 0OCHOB-
Hble doyHKUMM Mebenn ¢ dpyHKUMen nasa-
TenbHOro Komnnekca. Mebenb No3sonseT
LETAM MHOrO ABUraTbCs 1 UrpaTh, He Bbl-
XO[s 13 oMa, YTO pas3BMBaeT ux 1 ran-
4eCKN, N MEHTaNbHO.

Caut komnaHum: www.playply.ru



ORTODON

WInterview

Vladimir Butko, General Director

What do you expect from the exhib-
iting on the joint stand at the ‘Kind
+ Jugend’ show?

Our comany ORTODON is a
manufacturer of unique products for
the Russian and world markets. To
represent our products at one of the
most famous and authoritative ex-
hibitions of children’s goods is not
just to declare our existence. This
means to bring to the experts’ review
our unique developments in the field
of children’s physical development
goods, for children of of all ages
and to get approval of these experts.
These are new feelings and emotions,
new acquaintances and of course,
new business contacts. This is an
excellent opportunity to show one-
self and to look at colleagues from
different countries, to understand the
trends in the development of the in-
dustry in general.

Why do you think your products will
be bought abroad? What is the value
of your products made for export?

It makes no sense to compare the
demand and uniqueness of our prod-
ucts abroad and in Russia. Our de-
velopments are aimed primarily at
caring for children what doesn’t have
any national priorities. In many CIS
countries we have already received
recognition. They know about us, they
cooperate with us.

If you go further — our modular
mats ORTODON have no age re-
strictions and are extremely versatile.
Development and the form of leisure
for children, a tool for relaxation and
combat fatigue (or: interior solutions)
for adults, the range allows you to
meet almost any request.

But you don’t have to believe our
words — please, try it and you’ll make
sure these words are truth.
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KomnaHusa
“OPTOOOH”

Bnagumunp bytko,
reHeparibHbIu
ANPEKTOP

— Yrto Bbl 0XXxupaete oT yyacTus Ha
KOJIJIEKTMBHOM cTeHAe BbicTaBku Kind +
Jugend?

— Hawa komnanuns OPTOOOH - npous-
BOOMTENb YHMKalNbHbLIX TOBAPOB AN POC-
CUINCKOro 1 MUPOBOTro pbIHKOB. NpeacTtas-
NATb CBOIO NPOAYKLMIO HA OHOM 13 CaMbIX
N3BECTHbIX 1 @aBTOPUTETHBIX BbICTABOK
LETCKMX TOBAPOB — 3TO HE MPOCTO 3aABUTb
0 CBOEM CYLLIECTBOBaHWN. OTO BbIHECTU Ha
CyA CNeumnanmcToB yHVKanbHble pa3paboT-
Ku B 06nacTv ToBapoB AN hr3NYECKOro
pas3BUTUA AETEN BCEX BO3PACTOB W MOMy-
YUTb VX OQOOPEHNE. ITO HOBbIE OLLLYLLIEHNS
1 3MOLMM, HOBbIE 3HAKOMCTBA U KOHEYHO
[leNOBble KOHTaKTbl. OTO OTAMYHASA BO3-
MOXXHOCTb MokaszaTb cebs 1 MOCMOTPETh Ha
KOMner «Mo uexy», MoHATb TeHAEeHUMN pags-
BWTWSt OTPAC/M B LIESNIOM.

— Mouyemy Bawi ToBap A0MMKeH NOKy-
natbcs 3a py6exxom? LleHHocTb Bawero
ToBapa Ha akcnopT?

30ecb HeT cMbicna cpaBHMBaTbL BOC-
TPe6OBaHOCTb U YHUKANbHOCTL HaLLEN
NpPoayKUMK 3a PyOEXKOM U Ha TEPPUTOPUM
Poccun. Hawn paspaboTkn HaueneHb! B
nepByto o4epeb Ha 3ab0Ty O AETAX, KOTO-
pas He MeeT HalMOoHabHbIX MPUOPUTETOB.
Bo mHormx ctpanax CHI™ Mbl yxxe nony4mnm
npu3HaHne. O Hac 3HatoT, C Hamu COTPYA-
HUYatoT.

Ecnuv natn panslue — Halm MoaynbHble
koBpuk OPTOLOOH He nmMetoT BO3pacTHbIX
orpaHuYeHnii 1 yHmBepcanbHbl. Passutiie 1
dopmMa focyra ans geten, HCTPYMEHT Ans
penakcaummn 1 60pb6Obl C YyCTanocTbio (Mnu
NHTEPbEPHbIE PELLIEHNS) AN B3POCbIX,
aCCOPTUMEHT NO3BONSET YAOBNETBOPUTb
npakT4eckn noboi 3anpoc.

He o6s3aTensHo BepUTb Ha CNOBO — MO-
npobyinte camn 1 ybeamuTecs.
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TOYS ‘R’US STORES TO REMAIN
OPEN IN SPAIN AND PORTUGA

The Portuguese financial company Green Swan SGPS has bought 60% of
Toys ‘R’ Us’ assets in Spain and Portugal, so avoiding the distribution com-
pany’s liquidation. The remaining 40% is held by the toy company’s manag-
ing team.

In March, Toys ‘R’ Us started closing
all its stores in the United States, Canada
and the United Kingdom, being unable
to settle its debts. In Spain, Toys ‘R’ Us’
property company had asked for the cred-
itors’ support hoping to be sold in order
to keep the business going on. The an-
nouncement of the acquisition by Green
Swan guarantees that the activity contin-
ues in Spain and Portugal and saves both
stores and jobs.

Jean Charretteur, General Manager
for the Iberian Peninsula and France, has
declared that this agreement is “the result of a process the company started
in March, aiming at finding an investor with the resources and the ambition
to guarantee the viability of Toys ‘R’ Us in Spain and in Portugal, together
with the implementation of the business plan. Activity goes on and we are
already working on the Christmas campaign”.

Paulo Sousa Marques, new Toys ‘R’ Us CEO in Spain, explains: “We are
certain of our future success, thanks to our human resources and their know-
how, and to our collaborators and partners,
and we are motivated to continue offering the
families, babies and kids the best product of-
fer, from nursery articles to educational and
entertaining products”.

The toy distribution group controls 51
stores in Spain and 10 in Portugal, as well as
online shops, and has 1,300 employees. In
September, a new store is planned to open in
Madrid, in the shopping centre Isla Azul.

MATA3WHbI UTPYLLEK
TOYS ‘R’ US
MPOJOJIXAT

OTKPbIBATbCA
B UCMAHUK
N NOPTYTAJIUN

MopTyranbckas prHaHcoBas KOMNaHus
Green Swan SGPS npuobpena 60% akT1MBOB
komnaHum Toys ‘R’ Us B VicnaHuu v MopTyra-
nnK, OrpaamB TakMm 06pa3oM KOMMaHWo-anc-
TpubbtoTOpa OT NuKBMaaumn. OcTasLmecs
40% ocTtanuch y ynpaensatoLlen KomaHabl Npo-
MN3BOAMTENS UTPYLLIEK.

B MapTe, B CBSI3M C HECMOCOOHOCTLIO MO-
racute gonru, komnanusa Toys ‘R’ Us Havana
3aKpbiBaTb Bce cBou MaraaunHbl B CLLA, KaHa-
ne v Bennkobputarnun. B Vicnannm otaeneHue
Toys ‘R’ Us, ynpasngioLLiee CO6CTBEHHOCTHIO
KOMMaH1W, NONPOCUIO NOAAEPKKN KPEANUTO-
POB B Haaexne, YTOo VX KyndaT 1 6usHec bynet
cnaceH. O6bsABnNeHre 0 NPMOBPETEHNM KOM-
naHum dovpmoit Green Swan rapaHT1pyeT, 4To
KOMMaHNA NPOAOIKNT CBOKO AEATENbHOCTb Ha
TeppuTopun Micnanunm 1 MopTyranum, a Takxe
COXpaHWT CBOW MarasuHbl 1 pabo4ne mecta
ANt CBOVIX COTPYAHMKOB.

MoppasneneHne AMCTprbyLMN UrpyLLeK
KoHTponupyeT 51 marasuH B Vicnanum 1 10
mMarasuvHoB B [lopTyranuu, a Takke oHnamH-
MarasuHbl, 1 Hac4mTbiBaeT 1300 coTpyaHU-
KoB. B ceHTsibpe 3annaHnpoBaHo OTKPbITUE
HOBOro MarasunHa B Magpuae B TOprosom
ueHTpe Isla Azul.

SPIN MASTER

ACQUIRES RIGHTS
TO FUGGLER BRAND

Spin Master Corp. acquired the rights to Fug-
gler, a line of collectible plush dolls. Originating
in the UK, the Fuggler monsters have quirky char-
acteristics, featuring unique toothy smiles or gri-
maces, eyes, and signature buttonholes.

Available in 9- or 12-inch sizes, there are more
than 50 Fuggler characters to collect. Rare Fug-
glers feature glow-in-the dark teeth and eyes.

SPIN MASTER
NMPUOBPETAET
NMPABA HA
bPEH]] FUGGLER

Spin Master Corp. npnotpena npa-
Ba Ha Fuggler, NMHNIO KOMNEKLMOHHBIX
nnoLesbix Kykon. MNpuaymanHblie B
BenunkobputaHum, MmoHcTpbl Fuggler
BbIMMAAAT NPUYYLAIMBO: YHUKANbHbIE 3Y-
6acTble ynblibKM UNW rpymacsl, rmasa u
PUPMEHHbIE, y3HABAEMbIE MYroBULbI.
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PLAYWELL

Dan Finanz AG, a financial
division owned by Hape Holding
AP founder Peter Handstein, ac-
quired Playwell Enterprises Ltd.,
a Canadian-based distributor of
children’s products.

The acquisition allows Hape to
further extend its reach into Can-
ada and lays the foundation to ex-
pand its offerings to Canadian re-
tailers. The acquisition will drive

W/BusinessNews

HAPE’S DAN FINANZ
BUYS PLAYWEL

expertise to help retailers manage
their inventory through a scalable
platform. Hape will focus on the
U.S. market with the Edmonton
staff and U.S. warehouse.

As part of the acquisition,
Vivien Zheng, a senior execu-
tive with Hape for more than
15 years, will join the Playwell
team. Playwell’s founder and
CEO Henry Lim will continue

KOMIMAHUA DAN FINANZ
FPYNMbl HAPE MNOKYNAET
KOMIMAHUH PLAYWELL

Dan Finanz AG, dvHaHcoBoe noppasaene-
HWe, MpuHagnekalllee OCHOBaTeNo XONAnHra
Hape Holding AP lMutepy ManLwTenHy, nprnobpeno
Playwell Enterprises Ltd., kaHagckoro aucTpubbio-
TOopa [ETCKIMX TOBAPOB.

[MprobpeTeHre NO3BONAET KOMNaHun Hape
elLLie 6onbLUe YBENNYUTL CBON BO3MOXKHOCTY B
KaHage v paclumpuTb CBOV NPEANOXKEHM Ana
kaHafckumx peternepos. XonanHr Hape cdokycu-

increased representation with

Playwell’s sales and distribution two years.

to serve as President for the next

pyeTtca Ha pbiHke CLUA, ncnonbaya nepcoHan 3a-
MOHTOHa (kaHaackuii ropoa) n cknagbl CLUA.

MOTHERCARE:
: MORE CUTS
S 3 1 BTHAN EXPECTED

Mothercare plans to close 60 stores in the United
Kingdom, putting 900 jobs at risk (100 more than previ-
ously announced), as it places its Children’s World sub-
sidiary into administration.

The move comes after landlords rejected the compa-
ny’s proposals for rent reductions for Children’s World
stores last month. Mothercare will now close a total of
60 out of its 137 stores, 10 more than it said in May. It
expects to make annual savings of about £10 million
following the closures, and also plans to raise £32.5 mil-
lion from existing shareholders through a rights issue.

Mothercare has been hit by the problems facing tra-
ditional high street retailers, including a squeeze on
consumer spending and the threat of online competition.
But shoppers have also said the business was old fash-
ioned.

The Mothercare chief executive, Mark New-
ton-Jones, said the refinancing would help revitalise the
business: “We have seen an unprecedented period for
UK retail and we have not been alone in facing a num-
ber of strong headwinds. I’'m pleased to say, however,
that we are now in a position to refocus on our custom-
ers and improve the Mothercare brand both in the UK
and across the globe. We have exciting plans ahead to
revitalise the brand through enhancing our product rang-
es, improving our design and value, developing our dig-
ital and multichannel proposition and investing in our
people. Our goal remains clear, to be the leading global
specialist for parents and young children.”

Following news of the cash call, Mothercare shares
slumped 9% to just 26p in early July.
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othercare!

MOTHERCARE: COKPALLEHUI
bOJIbLUE, 4EM 0XXKWAANOCH

Mothercare nnaHupyeT 3a-
KpbITb 60 MaraanHoB B Coeau-
HeHHoM KoponeBcTBe, MOCTaBnB
nop yrposy 900 pabounx mecTt
(Ha 100 6onbLue, 4em 6bI10 00b-
SBNEHO paHee), MOCKOSbKY OHa
6epeT Ha cebs ynpasneHve [o-
YepHel komnaHvein Children’s
World.

OT0 ABNAETCS CNEeACTBMEM TO-
ro, YTo apeHgodaTenu OTKNOHWAM
NpeanoXeHe KoMNaHUm CHU3NTb
apeHaHyto nnaty ans marasu-
HoB Children’s World B npoLunom
mecse. Tenepb Mothercare 3a-
KpoeT B 06LLiel cnoxHocT 60
13 137 maraanHos, 4to Ha 10
6onbLue, 4em ObINo CKasaHo B
mae. KomnaHusa paccuntbiBaeT
Ha e)KerofHyto 9KOHOMMIO B pas-
mepe npumMepHo 10 MAH OyHTOB
CTEPNVHIOB Nocne 3aKpbITys

Maras3unHoB, a Takxxe nnaH1MpyeT
cobpartb 32,5 MiH oyHTOB CTEp-
JIMHIOB Y CYLLIECTBYIOLLIMX aKLIMO-
HEPOB 3a CHeT BbiNycKa AOMOHN-
TeNbHbIX akKLUWiA.

Komnanuio Mothercare koc-
HYMCb NPOBGIEMbI, C KOTOPbIMMU
CTankMBatoTCs 00bI4HbIE PO3HNY-
Hble MarasuHbl — COKpaLLleH1e
noTpebuUTenbCKNX PacxXoAoB 1
yrpo3a CO CTOPOHbI OHMANH-KOH-
KypeHTOB. Ho nokynatenu Takxe
3a9BUNK, 41O BU3HEC ObIN CTapO-
MO[HbIM.

IcnonHUTenbHbIN OMPEKTOP
Mothercare Mapk HbtoTOH-[>kOHC
ckasar, 4To pedprHaHCcpoBaHe
NMOMOXKET OXKMBUTb O13HeC.No-
Cre HOBOCTEW O NPUBIEYEHUM
LOMOSHUTENBHbIX CPEACTB akuUmm
Mothercare ynanu Ha 9%, 0o 26
NMEeHCOoB, B Ha4ane mions.



TRUE ACQUIRES

APPAREL BRAND, FRUGI

True, a retail and consumer in-
vestment and innovation firm, has
acquired a majority stake in organic
kids’ clothing makers, Frugi (trad-
ing name of Cut4Cloth Ltd.). Fru-
gi designs, manufactures and sells
sustainably-sourced organic cotton
apparel and accessories for babies,
children and new mothers.

True will work with the existing
management team to support Frugi’s
ongoing scalable growth. In addi-
tion, Hugo Adams, former Execu-
tive Board Director of Superdry and
Chief of Staff at Marks and Spencer,
joins as CEO. With extensive sales
and marketing experience, Adams
has also worked for Dyson, where
he led international growth, and the
Body Shop.

Primarily sold via its welove-
frugi.com website, alongside retail
partners including John Lewis,

W BusinessNews

Zalando, Next and independent
stores, Frugi’s fun, ethical and in-
novative designs have helped the
Cornish company foster a loyal and
engaged customer base, notably
leading to a Queen’s Award for En-
terprise in 2014. In its manufactur-
ing, Frugi uses only organic cotton
or recycled plastic bottles (it recy-
cles 36 to make one of its winter
jackets). Frugi also gives 1% of its
annual revenue to good causes.
True’s Live Network, including
its Startup Innovator and Leading
Industry Partner programmes, will
help Frugi identify next-generation
marketing solutions, products and
emerging technologies to accelerate
international growth. True’s Leading
Industry Partners include: John Lew-
is, Morrisons, LandSec, Abercrombie
& Fitch, TIX and South African and
Australian retailer Woolworths.

KOMIMAHUA TRUE
NMPUOBPETAET BPEH]
OAEX[bl FRUGI

Komnanus True, 3aHMMaroLLascs po3HmY-
HbIMW 1 NOTPEOUTENBCKUMU NHBECTULIMAMMN
1 MHHOBaUMAMN, Nprobpena KOHTPOMbHbI
nakeT akuuii MPOU3BOANTENEN OPraHN4ecKown
neTckol oaexabl Frugi (Toproeoe HassaHne
Cut4Cloth Ltd.). Frugi paspabatbiBaeT, npouns-
BOAMT M MPOAAET 3KOMOrMYECKM YUCTYIO OOEX-
[y N3 HaTypasnbHOro X/onka 1 akceccyaps! Ans
MnageHueB, AeTen N MONOAbIX MaTepen.

B csoem npomnssoactee Frugi ncnomnsay-
€T TOMbKO HaTypasbHbI XNOMOK AW nepe-
paboTaHHble NnacTUKoBble Oy TbINKM (Tak,
koMmnaHusa nepepabatbiBaeT 36 6yThbINOK Ans
CO34aHnsa OQHOWM 3UMHEN KypTKK). Frugi Takxe
oTpaeT 1% cBoero rogoBOro 4oxofa Ha 6na-
rOTBOPUTENBHOCTb.

B 4ncno naptHepoB koMnaHum True BXOAAT
Takve nuaepbl MHAyCTPUK, Kak: John Lewis,
Morrisons, LandSec, Abercrombie & Fitch, TJX,
a Takxke XKHoapPVIKaHCKMIA 1 aBCTpanuncKnia
petennep Woolworths.

UK: KIDDICARE TO CLOSE
AFTER 40 YEARS TRADING

Dunelm, current owner of the Kiddicare brand, has con-
firmed that the last remaining Kiddicare store, in Peterbor-
ough, as well as the Kiddicare.com website, will be closed
early in 2019. The closure brings an end to the business
founded by Neville and Marilyn Wright in 1974.

Having been built up from a bedroom business to a retail

empire employing around 200 people and sporting a £40 mil-
lion turnover, Kiddicare seemed to go into decline after the
couple sold to Morrisons in 2011 for £70 million. Morrisons
would later sell it on for only £2 million to private equity firm
Endless, and then it was eventually acquired by home furnish-
ing giant Dunelm, who have been cutting back the business
ever since.

Now the decision has been made to close Kiddicare down
completely and continue to trade in the nursery sector under
the Dunelm brand itself. A Dunelm spokesman said: “Having
had 18 months since bringing the Kiddicare brand into the
business, we are now confident that the most effective and
simplest route forwards is to operate this category under the
Dunelm brand. As a result, we will be ceasing to trade Kiddi-
care as a standalone brand and website in the coming weeks
and months. We look forward to continuing to develop our of-
fering to customers in this category.”
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BEJINKObPUTAHUA:
KIDDICARE 3AKPbIBAETCA
MOCJIE 40 JIET TOPrOBJIA

Komnarumsa Dunelm, Hbl-
HelUuHUI Bnadenew bpenaa
Kiddicare, noareepavna, 4to
NocneaHuin OCTaBLUMINCA Ma-
rasvH Kiddicare B Nutepbopo,
a Takxke caunt Kiddicare.com
6yayT 3aKpbITbl B Havane 2019
roga. 370 3aKpbITME NONOXKNT

KOHeL, 613Hecy, OCHOBaHHOMY
Hesunnom 1 MapunuH Pant B
1974 rogy.

Tenepb 6bI10 MPUHATO
pelueHvie 3akpblTb Kiddicare
MOSTHOCTbLIO, a B AETCKOM CeK-
TOpe NPOAOMKaTb TOProeatb
nof 6pexaom Dunelm.
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CONCORD’S 40TH ANNIVERSAR

To celebrate the 40th anniversary
of the car seat and stroller manufac-
turer Concord, distributors and part-
ners of the company were invited to
a retail event which took place near
Bayreuth, Germany. In addition to
the presentation of the brand plans
for the future, the new collection for
the coming 2018/19 season was intro-
duced.

The two-day event shed some light
on the future: “We want to thank our
retailers, some of whom have been
with us for decades,” explains Lluis
Pascual, CEO of the Jané Group.
“Our goal is also to show how we will
continue to strengthen the Concord
brand in the future, especially in the
DACH region, and increase aware-
ness within the target group.”

The new collection, including new
models for 2018/2019, was personal-
ly presented by the designers. For the
coming season Concord wants to focus
on the categories “Driving” and “Mov-
ing” (car seats and strollers), its core
business.

In 1963 Heinz-Joachim Kaufmann
developed one of the first child car
seats in the world under the company
name Storchenmiihle. The first model,

called Niki, had a padded leather cov-
er, a 4-point harness and a sitting and
resting position. Due to the economic
crisis at the time, Kaufmann sold the
company and founded Concord a few
years later. One year after its founda-
tion, the first Concord C1 child car
seat was ready to enter the market.
This was one of the first child seats
with an impact protection cushion; it
already had three positions for trans-
porting the child.

In 1985 Heinz-Joachim’s daughter
Corinna Kaufmann and her husband
took over the management of the
company. After two years, the Mimo
baby car seat was launched, followed
by other models that were interna-
tionally popular. The company grew
and in order to finance further invest-
ments, Kaufmann sold 80 percent of
Concord shares to Juventas AG. A re-
markable Concord innovation was the
adjustable stroller Lift.

Following the acquisition of a ma-
jority stake by Triumph-Adler AG in
Munich, in 2004 all shares went to
the Jané Group, founded by Manuel
Jané in 1932. Concord and Jané share
the same vision: to bring baby and
children safely to their destination.

40 JIET «KOHKOPAY»

[ns npasgHoBaHus 40-neTus Nponaeo-
OMTens AETCKMX aBTOMOOUIbHBIX Kpecen
1N KONACOK — koMnaHun Concord ancTpu-
OblOTOPbI M NAPTHEPLI KOMMaHWK ObINn
npurnaleHbl Ha MeponpuaTne, KOTopoe
COCTOANOCH Hedaneko oT ropoaa bapont
B l'epmaHum. Nommrmo npeseHTaumm, Noces-
LLieHHOW NnaHam 6peHaa Ha byayliee, ro-
CTAM MeponpusATHs Obina Takxe npeacTas-
neHa konnekumsa 6yayliero ceaoHa 2018/19.
B npeacTosiem cesoHe KoHkopa xo4eT
COCPEeNOTOYUTLCS Ha KaTeropusx «Boxae-
Hue» n «lepemellieHne» (aBTokpecna u Ko-
NFICKM), CBOEM OCHOBHOM BU13HecCe.

EUREKAKIDS EXPANSION PLAN

The Catalan educational toy retailer Eurekakids sticks to its expansion plan,
after signing a cooperation agreement with the German companies Hape and Be-
leduc in March. Already present in 23 countries — Belgium, Bolivia, Bulgaria,
Chile, China, Colombia, Croatia, Dubai, France, Greece, Honduras, Hong Kong,
Italy, Luxemburg, Malta, Morocco, Oman, Portugal, Qatar, Romania, Senegal,

Spain and Tunisia — the retailer aims at reaching new markets.

Erik Mayol, Eurekakids
founder and General Man-
ager, confirms that the com-
pany plans to open points
of sale in 7 new countries,
Austria, Germany and Po-
land among them, before
the end of 2018. At the mo-
ment Eurekakids controls
200 stores and the balance
of its latest financial year
showed sales amounting to
Euro 40 million.
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MAAH PACLLWPEHUA
EUREKAKIDS

KatanoHckui peTennep passmBa-
fomx nrpyLlek Eurekakids npuoep-
XKMBaETCs CBOEro nnaHa pacLumnpe-
HWA Mocne NOANMCaHNsa cornatleHns
0 COTPYAHWNYECTBE C HEMELKVMY KOM-
naHvamn Hape n Beleduc B maprTe.

Opuk Marionb, ocHoBaTefb U re-
HepanbHbIn anpekTop Eurekakids,
NOATBEPXXAAET, YTO KOMMaHNA NnaHu-
pyeT OTKPbITb TOProBble TOYKM B CEMU
HOBbIX AN cebs CTpaHax, Cpeam Ko-
TopbIx ABCTpUA, Mepmanma 1 MonbLua,
[0 KoHua 2018 roga. B HacTodAwmi
MomeHT Eurekakids koHTponupyet
200 marasunHos, a 6anaHc nocnegHe-
ro pMHaHCOBOro rofda nokasarsn npo-
Jaxu B pasmepe 40 MiH eBpo.
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NEW BOARD MEMBERS

Adriana Cisneros, CEO of Cisneros Group
of Companies, and Roger Lynch, President and
CEO of Pandora Media, Inc., have been elected
to Mattel’s board of directors.

Ynon Kreiz, the toy giant’s Chairman and
CEO, said the appointments are part of a move
to “strengthen and develop” its board as the
company continues to “transform” into an

IP-focused business.

Adriana Cisneros brings extensive global
business, media and entertainment experience
to Mattel’s Board. She currently serves as CEO
of Cisneros, a global enterprise focused on me-
dia and entertainment, digital advertising solu-
tions, real estate and social leadership. She also
serves as a Director and Executive Committee

W/BusinessNews

Member of the Board of the International Acad-

emy of Television Arts & Sciences, a Trustee of the Paley Center for Media
and Co-Chair of Endeavor Miami, an organization dedicated to promoting high

impact entrepreneurship.

Roger Lynch is a recognised leader in the digital entertainment and content
delivery industries, and serves as President and CEO of music streamer Pando-
ra. Prior to joining Pandora in 2017, he served as the founding CEO of Sling

TV Holding L.L.C., a streaming television service.

KOMIMAHUA
«MATTEJ>»
NMPUBETCTBYET
HOBbIX YJIEHOB
NMPABJIEHUA

AnpunaHa CucHepoc, reHepanbHbli an-
pekTop pynnbl komnannii CucHepoc, u
Pomkep JInMHY, npes3naeHT 1 reHepanbHbIi
avpekTop MNaHpopa Megua ViHkopnopeit-
Ten, 661N M3bpaHbl B COBET AMPEKTOPOB
koMnaHu Matten.

AnpunaHa CrncHepoc B HacTosLLee Bpems
ABNAETCH reHepanbHbIM AMPEKTOPOM KOM-
naHun «CucHepoc», rnodansbHoro npes-
npusTua, cneuvanuampyollerocs Ha CMU
1 pasBnedeHnsx, UndpoBbIX peknamHbIX
peLUEHNsAX, HEABVKMMOCTH 1 CoLManbHOM
nuoepcrse.

Popxep IWHY ABNAEeTCA NPU3HaHHBIM
NNOEPOM B MHAYCTPUN LIMAOPOBLIX pas-
BNEYeHN 1 KOHTEHTa, a Takke ABNAeTCs
NPEe3NAEHTOM U reHepasnbHbIM AVPEKTOPOM
My3blKanbHOro ctpumepa «langopas.

RECARO HAS BEEN CLOSED

Recaro Child Safety
GmbH & Co. KG has end-
ed its business operations
effective July 31, 2018.
The parent company Re-
caro Holding GmbH made
this decision with the con-
sent of the advisory board
of the Recaro Group.

The closure takes place
in the following steps:
regular business opera-
tions have ended on July
31, 2018; child seats and
strollers will be sold until
December 31, 2018; cus-
tomer service including
warranties will be pro-
vided until December 31,
2019.

The decision to close
the company, a specialist
in car seats and strollers,
was made due to its on-
going negative sales and

earnings trend, which has
deteriorated once again
since the beginning of the
year. While comprehen-
sive measures introduced
in 2018 to reduce costs,
improve the positioning in
an intensely competitive
market and develop new
products were able to be
implemented, they were
not enough to compensate
for the negative business
development.

190 employees of Re-
caro Child Safety world-
wide are affected by this
decision to close the
company; 117 of these in-
dividuals are at the Mark-
tleugast site in Germany.
Within the scope of the or-
derly closure, there will be
offers to make it easier for
employees to transition to

a new employment oppor-
tunity. A transfer compa-
ny, for example, has been
founded with the support
of Recaro Holding.

Ralf Kindermann,
Managing Director of Re-
caro Child Safety: “This
was a tough decision to
make, but had become
unavoidable due to the
ongoing loss situation.
We will do everything in
our power to make sure
that the closure of busi-
ness operations is handled
in a fair and orderly man-
ner, and have the com-
plete support of Recaro
Holding in this regard. At
the same time, we are, of
course, open to talks with
investors who may be
interested in parts of the
business.”

RECARO 3AKPbIT

Komnarus Recaro Child Safety
GmbH & Co. KG 3aBepLumna cBoto
KOMMEPYECKYIO fieATeNbHOCTb C 31
mona 2018 roga. MatepuHckas Kom-
naHusa Recaro Holding GmbH npuHs-
na 3To peLUeHne C Cornacust KOHCYMb-
TaTBHoro coseta Recaro Group.

PelueHve 3akpbITb KOMMaHWIO,
cneumanucTa no aBTokpecnam 1 Npo-
rynoYHbIM Konsickam, 6bIno caenaHo
13-3a NpofosKaroLLercs oTpuua-
TENbHOM AVHAMUKM MPOAAXK U NpU-
6bInn, KoTopasa CHoBa yxyALIMNach ¢
Hadana roga.

MpUHATOE peLLeHe O 3aKPbITUM
oTpasunock Ha 190 coTpyaHmKax
komnaHum Recaro Child Safety Bo
BCeM Mupe, 117 4enoBek U3 HUX — n3
ropona Mapktnowracta B lepmanumn.
B pamkax ynopsaao4eHHoro 3akpbIitis
OyayT NpeanoXeHbl BapyaHTbl nepe-
xo[a COTPYAHVKOB Ha HOBble pabo-
4yre MecTa. Tak, Npu noafaeprkKke xos-
nvHra Recaro Holding 6bina cosnaHa
TpaHcdepHasa KoMnaHns.

Sources: Luna Journal (Germany), Nursery Online (UK), Nursery Today (UK), Puericultura Market (Spain), The Toy Book (USA), Toys ‘n’ Playthings (UK), Toy World (UK)
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AVELIT ST AVELT

# € "OMDOPTOM AAA MaMbl
- N M.eko dla dziecka |
MoAoKkooTCOCh! W . comfort damamy

Philips Avent —

NeT Bbibop

NeAMaTPOB
c 2005 roaa’

EctecTBeHHbIN NpoLecc cocaHua MaTtepUHCKOW rpyam
MNageHLEeM cocTouT 13 2 da3: paza cTuMynaumm 1 daza cueXnusBaHWa MOooKa.
Ho Tonbko HoBelllee UccnenoBaHme? nokasano, Yto Bo BpemMa dasbl

%

KAMHUYECKM

CTUMYNALUUW Manblll He TOMbKO CO3[4aeT YacTblA NOBEPXHOCTHLIM BaKYyM,
HO W flenaeT BoNHoobpasHble/MaccarHble OBUKEHUA A3bIKOM.
A p / A AOKA3 AHO
I _—
SNeKTPOHHbIA MOJIOKOOTCOC
Philips Avent Ultra Comfort Bocnpoussoaur
NONHOLEHHbINA NPOoLLeCC COCaHUs pebeHka:
1 daza. Crumynaums Co3aaTb baHK MOAOKa
MoTop paboTaeT B Haubonee C Phi]ipg Avent Aerko
KOMMOPTHOM K13 TPeX PEXMMOB
CUeXMBaHNA, CO3naBan rnyboKun [ DyAHOE MOAGKO MONHO SPAHIATS:
MeOneHHbIA BaKyym
1 cyTKM D 3 mecaua
JenecTKOBbIA Maccamép [ B XOAOAMABHUMKE B MOPO3MABHOW
., . Kamepe
Ha BOPOHKE C MAMKOW
| BapXaTUCTOM TEKCTYPO UMUTUPYET
Macca)Hbie/BonHoo6pa3Hblie Y Philips Avent ecTb peleHus, Kak co3AaThb
ABUXEeHUA A3blKa Mafbilua BaHK rpyAHOro MOAOKA B AOMALLHMUX YCAOBUAX
2 pasza. CuexxkmBaHue @& g
) pr—

AR, MoTop paboTaeT B pexvmMe P b ﬂ|
cLUeXUBaHUsA, co30aBas rMyBboKUn 1 Q p) ?3 -$ J [
MELNEeHHbIV BaKyyM : - - '

CuexumBaHue XpareHwe Kopmaerue

¢ 2005 no 2016 . 8 Poccw
FO B DEMUME DEAALHCTD BDEMEHN 3L
n2013.04.009.

ITEMORHAX. MOAOHDOTLOCOS,
ABAMEHHIN MAZASHYECHOND A3bIKA BO BDEMA IDYAHOTD BOKADMAMBAHMA,

T TRAGBYKORrO ME0BDaMEHnA



Wnterview

britax
romer

Richard Frank, Direc-
tor, Britax Global Re-
search and Develop-
ment talks to Nursery
Today’s Editor, Penny
Franks about the re-
cent developments at
Britax Romer

Richard you have been European Engineering &
NPD Director for Britax Romer since 2009 — during
this time, what would you say has seen the largest
variance in innovation and design for the business?

During the past nine years, | have seen many chang-
es not only in our business, but also in the industry as a
whole. The introduction of the new i-Size norm signif-
icantly increased the requirements on car seats through
the transition from regulation R44 to R129. Additional-
ly, there was a market shift in product categories, with
a strong tendency towards Group 1/2/3 combination
seats and base systems. In addition to changing regula-
tory standards, consumer tests are constantly increasing
their requirements, meaning car seat manufacturers are
permanently working on further developing the restraint
performance of their child seats.

crinarn

precision

Britax Romer:

HemMeuKasa TOYHOCTb
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Puxapp ®paHk, TeXHHYECKUH
ANpeKTop komnaHuu Britax
Rdamer B EBpone,

0 JIereHfgapHom HeMeLKom
KayecTBe U 0 nepemeHax

Ha rnobanbHoM pbIHKe
JEeTCKUX aBTOKPECEen

— Puxapp, Bbl 3aHMMaeTe [O/HKHOCTb TEXHUYECKOro AUPEKTO-
pa n pykoBoauTens pa3paboTKku HOBbIX NPOoAyKToB B Britax
ROmer ¢ 2009 roga. YT1o ¢ TO4KMU 3peHusi 6GU3Heca NoaBeprioch
Hanm60nbLIMM U3MEHEHUAM 3a 3TO Bpema?

— 3a nocnepgHue OeBATh NeT A Habntofan MHOXXECTBO NepemMeH
He TOJMbKO B HallleM 613Hece, HO 1 B MHAYCTPUN B LienoM. BeepeHne
HoBoOro EBponenckoro cranaapta 6€30nacHoOCTU i-Size 3Ha4YUTENBHO
MOBbLICWIO TPEOOBaHWA K aBTOMOOWIBHBIM Kpecnam, 310 3aMeTHO
npw cpasHeHun ctaHgapToB R44 n R129. Kpome Toro, npovaoLuen
MOLLHbIVI CABUI Ha PbIHKE B CTOPOHY POCTa NMomnynspHOCTA KOMOWHW-
POBaHHbIX CvaeHWin 1 6a30BbIx cucTeM rpynnel 1/2/3. B pononHexne
K USMEHEHWIO HOPMATKMBHbIX CTaHAaPTOB MNMOCTOAHHO Y)KeCTO4atoTCH
KpWTEpWM NOTPEOUTENBCKMX TECTOB, YTO MOTUBMPYET NPOV3BOAN-
Tenen HenpepbIBHO COBEPLLEHCTBOBATL CUCTEMbl 6€30MacHOCTM
LEeTCKUX Kpecen. Britax Romer paspaboTtaHbl TEXHOMOMK, KOTOPbIE
6bINN HE TONbKO yCneLwHo npencrtasneHbl rnobanbHbIM 6peH£LOM
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At Britax Romer, we have developed technologies,
such as our adjustable SICT or XP-PAD, that have since
been rolled out globally within Britax, but also been in-
troduced by many competitors all over the world. Over
the past few years, we have increased the attention we
give to intuitive handling of our child seats during the
product development phase. This includes anything
from simple, one-hand adjustable elements through to
electronical light and sound indicators.

Britax has always been one of the leaders within
the car seat sector, how have you achieved and main-
tained this position?

There are many factors that contribute to our position
in the marketplace. We have more than 50 years’ ex-
perience in child safety, as well as hundreds of product
developments and thousands of dynamic and simulation
tests under our belt. Our company is built on extensive
experience. Additionally, our priorities have always
been safety and high quality, which are the attributes our
products are globally known for all over the world. We
are one of the few companies with in-house testing fa-
cilities and currently one of the few car seat brands who
manufactures in the UK or in Germany.

That said, | think our key to success lies in the bridge
we create between tradition and innovation. We devel-
op new concepts, designs and functions using modern
tools, technology and excellent engineering.

Our fabrics for car seats are all made in Europe and
must adhere to strict chemical standards. These are all
factors that allow us to have tight control over the de-
velopment and production of our products. Not only do
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Britax, HO 1 MHOTMMU HaLLMM KOHKYPEHTamK Mo BCEMY MUPY:
370 perynupyemslie nodytkn SICT n cuctema XP-PAD. 3a no-
CnepHve HeCKONbKO NeT Npy pas3paboTke HaLLMX NPOAYKTOB
Mbl YOEnsnmn ocoboe BHVMaHme ToMy, 4ToObl kpecna Obian NH-
TYUTVIBHO MPOCTbI B YCTAHOBKE W MCMOMb30BaHUM. JTO NOHATHE
BKOYaeT B cebs BCe YTO YrofHO: OT MPOCTENLLNX perynmpye-
MbIX BPYYHYIO SNIEMEHTOB 10 3NIEKTPOHHbIX CBETOBbIX U 3BYKO-
BbIX MHOMKATOPOB.

— Britax Bcerga 6b11a 0g4HUM U3 NIMAEPOB Ha PbIHKE AeT-
CKMX aBTOMOGUIbHbIX cuaeHui. Kak Bam yaanocb focTur-
HYTb 3TOro cTaTtyca v yaep»arb ero?

— CylLleCcTByeT MHOXXECTBO (paKTOPOB, KOTOPbIE YKpens-
0T HalLW No3uUmMK Ha pbiHke. Mbl 0bnagaem nonyBekoBOM
9KCMepTM30i B 06nacTi AeTCKor 6€30NacHOCTH, SBNAEMCH
aBTOpamMu 6ofiee COTHM BHeAPEHHbIX pa3paboToK 1 Npo-
BeAEHHbIX KpaLL-TeCToB. 3a HalLMMK nneYamm — 06LLIMPHbINA
onbIT. Kpome Toro, Halummu npuoputeTammn Bceraa Obinm
6e30MacHOCTb 1 BbICOKOE Ka4ecTBO, brarofaps KOTOpbIM
npoaykThl Britax n3secTHbl No BceMy Mypy. Mol gBnsiemcs oa-
HOW M3 HEMHOTUX KOMMaHWUn C BHYTPEHHWM TECTUPOBaHNEM
1 B HACTOsILLlee BPEMS OAHVM 13 HEMHOMMX BPEeHAO0B aBToO-
MOBUIbHBIX CUAEHWI, MPON3BOACTBO KOTOPOrO HAXOAUTCS B
Benukobputanum nnu B NepmaHmn. Tem He MeHee A cunTalio,
YTO K04 K yCrexy — 3TO MOCTUK, KOTOPbI Mbl MPOKaabiBa-
eM OT TpaauLUmMii K MHHoBaLumsaM. Mbl padpabaTsiBaeM HOBble
KOHLIENUMK, KOHCTRYKLIN 1 GOYHKLMOHA, NCMONb3ysi CO-
BPEMEHHbIE MHCTPYMEHTbI, TEXHOMOTUM U OTIINYHYIO TEXHUKY.
Haluw TkaHu ans aBTOMOOUAbHLIX CUAEHUIA MPOM3BOASATCS B
EBpone B COOTBETCTBUM CO CTPOrMMUN XMMUNYECKUMIN CTaH-
naptamu. Bce 3T dpakTopbl MO3BONSIOT HAM OCYLLIECTBSATb
YKECTKMNIN KOHTPONb Hag pasdpaboTkaMu 1 NPOM3BOACTBOM Ha-
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parents trust us to keep their children safe, but we work
closely with many leading car manufacturers to develop
products for them, such as Mercedes, Porsche, Volkswa-
gen and Volvo.

When we look at design and innovation of prod-
ucts, Britax are currently undergoing change with
the emphasis placed on ‘Designed in Germany’ - how
will this benefit the company and your customers?

Through these changes, our operations will become
more consistent, while still taking local consumers’
needs and preferences into strong consideration. We will
not be turning our European products into global prod-
ucts. We are aiming to develop global, market-driven
products that integrate to our unique design language,
performance, quality and of course our high safety
standards. The fact that we design in Europe is nothing

new, we are just communicating it more strongly now.
It is an added benefit that ‘Designed in Germany’ and
‘Designed in Europe’ happen to have good global repu-
tations.

Britax is building a global research and develop-
ment centre in Europe and your role will change to
Director, Britax Global Research and Development.
Can you tell us a little bit about your plans for the
new centre?
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e NpoayKumn. He Tonbko 3a60TNVBbIE POAUTENM AOBEPSHOT HaM,
HO 1 BeayLLUMe MMPOBbIE NPOU3BOAMTENM aBTOMOBUNEN, Takme Kak
Mercedes, Porsche, Volkswagen 1 Volvo.

— B HacTosLee BpeMsa Mbl Habnogaem, Kak B NO3MLMOHMPO-
BaHUM CBOEro An3anHa 1 HoBbIX TexHonoruu Britax aenaet ynop
Ha KoHuenuuio «Paspa6oTtaHo B MepmaHumn». Kakue npenmyiie-
CTBa 3TO OTKpbIBaeT nepej KOMNaHuen u ee KNnneHTamm?

— Bnaropaps aTvM n3ameHeHnam Mbl CTaHem 6onee nocnenosa-
TebHbI, NPV 3TOM Mbl NO-NPeXHeMy OyaeM yaensTb NpucTansHoe
BHUMaHVe Hy>xaam 1 NoTPpebHOCTAM MECTHbIX NMokynatenei. Mol He
6ynem npespalliath Hallu eBponerickie paspaboTky B MPOAYKTbI M0-
6anvdaumn. Hala uenb CocTouT B TOM, YTOObI CO3aaBaTb MPOLYKTbI,
KoTopble OyayT BOCTpeboBaHb! Ha rMobanbHOM PhIHKE 1 COXPaHST npu
3TOM HaLLl YHVKabHbIV A3bIK NPOEKTUPOBaHNS, a MPOV3BOACTBO CO-
XpPaHWUT 0ObEeMbI, KAYECTBO W, Pa3yMEETCs, HalllM BbICOKME CTaHAapTh!
6es3onacHocTu. B ToM, 4TO Mbl NPOEKTMPYeM CBOW kpecna B Espone,
HET H1YEero HOBOro, CErofHs Mbl MPOCTO AeNaeM Ha 3TOM akLEeHT. JTo
ABNAETCA JONOMHUTENbHBIM NMPEVMy-
LLIeCTBOM: TOBapbl, KOTOpbIe NMpofatoT-
©9 nop cnoraHammn «PagpabotaHo B
lepmaHun» n «PaspabotaHo B EBpo-
ne», IMEIOT XOPOLLIYIO penyTaLmio BO
BCEM MUPE.

— Britax cTtpout LieHTp rno6anb-
HbIX UCCIIef0BaHUN U pa3paboTok
B EBpone, 1 Bckope Bbl 3arimeTe
AOJKHOCTL ero avpekropa. Mo-
)KeTe HeMHOro pacckasaTb Ham O
BalLMX GNVDKauLWMX nnaHax?

— Pykosopactso Britax Romer npu-
HANO peLleHne 06beANHNUTL BCE Ha-
LW pervoHanbHble nccneaoBaHns
1 pa3paboTku 1 cozaaTb eanHyto
KOMaHzy, B KOTOPYO BOMAYT Moan 13
Haluen wrab-kBapTvpsl B Jlerinxan-
me, lepmanus. [na Hallero HoBoro
LieHTpa Mbl YBEIMHMM HYMCIO XOPOLLIO
NOArOTOBMEHHbIX MHXEHEPOB B Ha-
LUMX KoMaHgax B epmannm 1 Be-
NNKOOPUTaHNW, @ TakXKe PacLUVpuM
HaLLW MHCTPYMEHTbI padpaboTtku. K
HVIM OTHOCATCH CUMYAALMOHHbIE K-
LieH3unm, 06opyaoBaHHble paboyne
MecTa [15 KOHCTPYKTOPOB U creum-
anbHbI KOMNAEKC AN NPOoBEaeHNs
OMHAMUYECKNX UCTIbITAHW, B KOTO-
POM MPOBOAATCH HArpy304Hble TECTbI
Ha COOTBETCTBME MEXOYHaPOAHbIM
cTangapTtam. Y Hac ecTb 4eTbipe 1c-
nblTaTenbHbIX KoMNaekca B EBpone, 1 Bce oHW ByayT ONTUMM3MPOBa-
Hbl TakM 06Pa30M, 4TO Mbl CMOXKEM TECTUPOBaTb aBTOMOOUIbHbIE
CYAEHbSA B COOTBETCTBUN C PasnnyHbIM/A HOPMATUBHBLIMM CTaHAapTa-
MKW CO BCero mmpa. Mel paspabotaem onTmMarnbHoe MCNob30BaHne
BO3MOXXHOCTEW TeCTUPOBaHWSA 1 yaen“M ocoboe BH1UMaHve Co3aa-
HUIO HOBbIX TECTOBBIX Cpef.

— MHOrMm M3 Hac KaXxeTcsl, 4TO TOBapbl, NPOM3BeAEHHbIE B
lepmaHumu, camu no ce6e ABNSAIOTCA rapaHTOM Ans noTpeébute-
new, oCO6eHHO ecnu peyb UAET O BbICOKOTOYHOW UHXXEHEPUU.



Britax Rémer decided to consolidate our regional re-
search and development efforts into one team that will
be lead out of our European Headquarters in Leipheim,
Germany. We are very excited to more consistently and
strongly bring Britax Romer’s values to life through
global applications.

For our new centre, we will increase the number of
well-trained engineers in our teams in Germany and the
UK, as well as our development tools. These include
simulation-licenses, construction workplaces and test
assembly of the dynamic sled in order to fulfil the num-
ber of required international load cases. We have four
test sleds in Europe and they will be optimised so that
we can test car seats according to various regulatory
standards from around the world. We will make the op-
timum use of test possibilities and further build out test
environments.

Many us of view products that are made in Ger-
many to carry the message to consumers of precision
engineering - is the new ‘Designed in Germany’ phi-
losophy to strengthen that particular message?

Wnterview
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CnoraH «Paspa6oTtaHo B lepmaHun» npusBaH ycunutb
3TOT NocbiN?

— Hemeukas nHxeHepusi IMeeT MPOYHYO penyTaLmio BO
BCeM Mupe, bnaroaaps, rmasHbIM 06pPa3oM, MHOMMM BELYLLMM
OpeHaam — NPoOU3BOAUTENAM aBTOMOOUbHBIX U ObITOBbIX MPW-
6opoB 13 lepmanun. CerofHsa Ha 8TOM Hacneaum CTPoUTCH ca-
ma lepmaHus, NpyBieKas npy 3ToOM OfapeHHbIX CneunancToB
B 0611aCTV MHKEHepWN CO BCEro mvpa, 1 Britax, Gyay4m myne-
TUKYNBTYPHOW KOMMaHWen, NocTynaeT Tak xe. [Ans Hac dpasbl
«PaspabotaHo B 'epmaHmn» nnn «PaspabotaHo B EBpone»
ABMNSIOTCH HE MAPKETUHIOBbLIM XOAO0M, 3TV crosa 6a3upytoTcs Ha
pakTax. Mbl ropaMMcs HalLMM eBPOMENICKUM HAaCNeanemM 1 Tem,
4TO MPUCYTCTBME KOMMaHWn Britax B pervoHe Bcerpa oLuyLia-
nock cunbHO. [na MeHs 3T dopasbl 03Ha4atoT Ka4ecTBO, MHHO-
BaUMM 1 An3aiiH. 3AecCh Takke MAET peydb O LIEHHOCTSX, KOTOPbIX
npuaepxmneaeTcs Britax, 1 9 rop)kycb TeM pakToM, YTO HE TOMb-
KO AM3aiiH HalUmx aBToKpecen cospaeTcs B EBpone, HO 1 Tem,
YTO HaLW NpoayKTbl coCcTaBnAoT 90% OT peanmdyemMbix Ha Tep-
putopun lepmarun 1 BennkobputaHum, 3To nomMoraeT Ham nof-
[lepXkvBaTh HaLLW BbICOKME CTaHAapThbl, 0b6ecneyrBaTs 60bLLIMA
KOHTPOSb Haf Ka4eCTBOM NPOAYKLMM 1 NofaepxmBaTs 6onee
TeCHble B3aMMOOTHOLLIEHMS C HALLVMW NOCTaBLLUMKAMM.
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Generally, German engineering has a strong reputa-
tion around the world, thanks mainly to many leading
automotive and appliance brands from Germany. To-
day Germany builds on this heritage by attracting key
engineering talent from all over the world, and Britax
Rémer as a multi-cultural company in Germany is no
different.

For us, Designed in Germany and Designed in Eu-
rope is not a marketing phrase, but a fact. We are proud
of our European heritage and that we have always had a
strong presence in the region. For me, the phrase stands
for quality, innovation and design. These are also the
values that Britax R6mer stands for and | am proud of
the fact that we not only design our products in Europe,
but also make 90 percent of our products sold here in
Germany and the UK. It allows us to maintain our high
standards, have more control over the quality of our
products and to have closer relationships with our sup-
pliers.

How will you drive this message to both your cus-
tomers and the consumer?

We continuously include this messaging in our PR
and marketing. For example, we currently have Made
in the UK and Made in Germany campaigns running
which are being promoted across digital and print chan-
nels, including banner ads and social media.

Have there been many changes to the global car
seat market and if so, what have you experienced?

I have seen many countries add regulatory standards
for car seats that did not have any before. These tend to
differ from region to region and typically change and
improve at a sluggish pace. At the same time, regionally
consumer behaviour becomes different and therefore ex-
pectations of our products become more complex. This
addresses different combinations of categories, but also
different feature sets. Our aim with the new global R&D
centre is to make new products that fulfil these standards
and expectations, but may differ from how traditional
products look today. There will be traditional products
as well as innovations that will make an impact on the
market.

Do car seats differ in various global markets and
if so, how do you manage expectations within each
territory?

Besides different regulations across regions, there are
local nuances that we have to take into consideration in
our classic product portfolio. At the same time, we will
try to develop global core technologies that are imple-
mented in various traditional, regional products. Sim-
ilarly, we will develop and introduce new, innovative
products for two or more regions that are the same or at
the least have a similar design.

Will this change impact your UK operation?

It will change the role our Andover test facility plays.
Our dynamic crash tests centre there will be rebuilt in or-
der to fulfil the international regulatory standards, as well
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— Kak Bbl co6upaeTecb fOHOCUTb 3TY MbIC/b KaK [0 BalLMX
KJ/IMEHTOB, TaK U O KOHEYHbIX NoTpe6utenen?

— MbI MOCTOSIHHO MCMNOMNB3yEeM 3TO NMOCAaHMEe BO BCEX HALLVX Me-
ava. K npumepy, ceyac Mbl 3anyCTUAn peknamHyto kamnaHuio B
lepmaHnm 1 BenvkobpuTanun n npoasuraem ee B digital v nedatn, 8
TOM YUCIe NCMOMb3Ys peknaMHble 6aHHepPb! 1 coumarnbHble CeTU.

— MoxxeTe nu Bbl cKa3aTb, HTO MMPOBOW PbIHOK AETCKUX aB-
TOKpecen nofBeprcsi MacLUTabHbIM U3MEHEHUsIM, U eCNN TaK, TO
KaKue U3 HUX KOCHYJNIMCb UMEHHO Ballen KomnaHum?

— 9 Habnogan 3a Tem, Kak MHOrne CTpaHbl 4O6aBAAT HOPMaTVB-
Hble cTaHOapPTbl 478 aBTOKPEeces], O KOTOPbIX paHee He ObIfo 1 peyn.
STV cTaHAapTbl, Kak NPaBuio, OTIMYAIOTCS OT PEernoHa K PErvioHy 1
ONTUMU3NPYIOTCH B 3aMeNieHHOM Temne. B To e Bpems noBeaeHve
pEervoHasnbHbIX MOTPebUTENen MEHAETCS, OXXUAAHUSA OT HaLLMX MPOo-
LlYKTOB CTAHOBATCA BCe 60Mee KOMMNeKCHbIMA. Hatla uenb coctouT
B co3aaHnm LieHTpoM R&D HOBbIX MPOAYKTOB, KOTOPbIE COOTBETCTBY-
0T TUM CTaHAapPTaM M OXXMAAHWAM, HO MOTYT OTNINYaTLCSA OT TOrO,
KaK TpaaMLMOHHbIE MPOAYKTLI BbIMAAAT CErOAHs. Takoe coveTaHne
TPaaMUWA U MHHOBaLINI OK&XXET BNMsiHME Ha rnobarbHbIA PbIHOK.



as international consumer
tests. Our testing team in
Andover will not only grow
in terms of size of the team,
but will also play a more
important role in the design
of the products.

Do you try to produce
car seats that offer both
safety and style - or is one
aspect more important
to the company over the
other?

Safety and quality is our
number one priority when it
comes to developing our car
seats. However, that does
not come at the expense of
creating sleek products with
great style and high-quali-
ty fabrics. Our new group
1/2/3 product, ADVANSA-
FIX IV R, for example, is
an excellent example of
beautiful, premium look
and excellent engineering
with intuitive handling.

Are there three words
that would best describe
Britax Romer?

Safety, quality, style.

Will you be running
any consumer campaigns
that will reflect the ‘De-
signed in Germany’ mes-
sage?

We are still in the early phases of Designed in
Germany and do not have any concrete plans at
the moment.

Finally, can we expect any further news from
the company in the near future?

Our product development team is quite busy.
You can expect many new, innovative products.
We see many possibilities to make our car seats
even safer through active and passive measures.
Additionally, we’re looking at products that
adapt to changing urban lifestyles. There are al-
so a lot of new developments in the automotive
industry and this means new developments in
our industry as well.

Web: www.britax-roemer.co.uk
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— EcTb N1 pa3HuLa B aBTOKpecnax, KoTopble BbifyCcKaloTcs
ANsA pa3HbIX pbIHKOB? U ecnu fa, Kak BamM yaaeTcsl oTBevarb pe-
FMOHanNbHbIM OXUAaaHUAM?

— MNoM1MO pasnmnyHbIX NPaBu B PadHbIX PernoHax, Bceraa ectb
MECTHbIE HIOAHCbI, KOTOPbIE Mbl JOMKHbI Y4UTbIBATL B HALLIEN KNacCcu-
4YeCKOWM MPOAYKTOBOW IMHENKe. B TO e Bpemsa Mbl cCTapaemca paspa-
6oTaTb rmobasibHble OCHOBHbIE TEXHOMOMMM, KOTOPbIE MPUMEHANNCH
Obl BO BCEX PervoHax 1 Aasa Bcex Mogenen.

— JTo NoBnusieT Ha Bally AesiTeNlbHOCTb B Benuko6putaHumn?

— OTO U3MEHUT POJb Hallero LeHTpa TeCTMPOBaHVs B AHOOBEPE,
BenvkobputaHus. Haw ueHTp AMHammyeckmx kpall-tectos Gyaet
nepecTpoeH B COOTBETCTBUM C MHTEPHaLMOHaNbHLIMY CTaHaapTa-
MU, Halua komaHpa TecTMpoBaHmns B AHOBEPE He TONbKO BbIpacTeT
B pasMepax — TakxKe BO3pacTeT ee pofib ¥ 3HA4MMOCTb B paspadoT-
Ke amMsarnHa Kpecern.

— Bbl NbITanucb co3gaTb Takoe aBTOKPECHIO, KOTOPOEe OfHO-
BpEeMeHHO npepanarano 6bl NONIb30BaTesi0 U YHUKaNbHbIA Ax-
3aliH, u 6e3onacHocTb? nu oguH U3 acnekToB HEMUHYEMO CTa-
HOBUTCS BaXkHee, YeM Apyron?

— BbesonacHoCTb U Ka4ecTBO ABNAOTCS Onda Hac npuoputeTamMn
HOMep OfVH Mpu co3aanun apTokpecen. OfHaKo 3TO He BNeYeT 3a
o601 OrPOMHbIX PACXO[0B Ha pPaspadboTKy «MPUNN3aHHOro» An3ai-
Ha C MCNoNb30BaHEM MaTepuanoB BbICOKOrO Knacca. Halu Hosble
nponykTbl NMuHenkn 1/2/3, Hanpumep, ADVANSAFIX IV R, asnsatoTcs
OTNINYHBIM NPMMEPOM KPacoTbl, MpeMmnanbHOro smaa m BEJTMKOMEMNHOMN
VHXEHEPWM, MHTYUTMBHO MOHATHOW NMOMb30BaTeNto.

— MoxeTte Tpemsi cnoBammu onucatb Britax Romer?
— besonacHocTb, ka4ecTBO, CTUMb.

— MnaHupyeTe nu Bbl 3anyckaTb Kakue-nmbo peknamHble Kam-
naHuW, B KOTOpbIX 6yAeT ucnonb3oBaTbCcs cnoraH «Pa3paboTaHo
B lepmanun»?

— MbI BCe elLle HaXOAMMCS Ha paHHeM aTane kamnaHun «Pas-
paboTtaHo B [epmaHnv» 1 NoKa He MMeeM KOHKPETHOro nnaHa aen-
CTBUI.

— MNopBops UTorun Hawen 6ecefibl, XO4eTCA CNPOCUTbL: CTOUT
M oXxupaTbh KaKUX-HU6YAb HOBOCTEN O 6yAyLLeM KOMNaHuM B
6nuxaniuee Bpems?

— Hawa komaHa pa3paboTyrKoB ceinyac o4eHb 3aHsATa, a aTo
3HA4YUT, YTO Bbl MOXKETE OXKAATb MHOXXECTBO HOBbIX, MHHOBALIMOHHbIX
npoaykToB. Mbl BMAMM, Kak caenarb Hally aBToKkpecna elle 6onee
6e30MacHbIMU C MOMOLLIbIO @KTUBHbIX 1 MACCUBHbBIX MHCTPYMEHTOB U
Mep. B gononHeHve K 3TOMy Mbl paccMaTtprBaemM NpoayKTbl, aganTu-
pOBaHHble K 06pasy Xn3Hu B ropofe. ABTOMOOUIECTPOEHME TakxKe
He CTOWT Ha MeCTe, 1 3TO ABMAAETCHA CTUMYIOM A5 Pa3BUTUA HaLLEN
VHOYCTpUK.

Matepuan

to6e3Ho
npegocTasneH
XKypHany

«Bbibop poguteneit»
penaxkTopom
rnoptana

Nursery Today
lNeHHn ®PAHKC

Penny Franks
Nursery Today’s
Editor
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Denise Saldutti

Training and Virtual Merchandising Manager,
and Roberto Sinigaglia, marketing manager,

at the official launch of Inglesina Aptica in Milan

In the late Spring the Italian
company L’Inglesina Baby has
announced an addition to its In-
glesina System Quattro (System
Four) line, the Aptica travel sys-
tem which stands out for its glam
design, optimum comfort for the
baby, easy use for the parents and
precious details.

Launched last year at Kind +
Jugend in Cologne, the Inglesina
System Quattro line features com-
plete travel systems that include

WGoodsﬂews

Muiane

driven with just one hand; its 50
cm width allows it to enter the nar-
rowest doors and lifts. The single
handlebar, lined with eco leather,
is height-adjustable through a tele-
scopic mechanism.

Safety and comfort during the
baby’s first car rides are granted by
the new Cab Group 0+ seat which
offers an ergonomic and wrapping
shape, large size, height-adjustable
headrest and Side Head Protection.
Instead of the Cab, the Aptica sys-
tem can include the new Darwin

Jenn3 Caanyrru,
MeHeJTKep 10 00y4eHNI0
H BHPTYAJILHOM
MepYaH/Iii3HHTY,

1 PoGepro CuHuraibs,
MeHeJTKep 10 MAPKETHHTY,
Ha 0HIHAILHOM 3aImycke
Inglesina Aptica B

IOPOXHASl CUCTEMA
APTICA OT INGLESINA

B KOHUe BeCHbl UTanbaHcKas KoMnaHus

L’Inglesina Baby o6bsiB1na o nononHeHur B CBOeN
nvHuK Inglesina System Quattro («Cuctema Yetbl-
pe») — cucTeme Ans nyTeLlecTsumin Aptica, KoTo-

pas BblAeNAeTCA CBOMM NOTPSCAOLLIMM AN3aNHOM,

carrycot, patented Welcome Pad,
car seat, stand for carrycot and car
seat, stroller.

Aptica’s wide carrycot pro-
vides the newborn baby with the
room he needs; the correct position
is guaranteed by the innovative
Welcome Pad in bamboo fibre.
Equipped with large wheels with
shock absorbers, the all-terrain
chassis can be opened, folded and

MakcuManbHbIM KOMPOPTOM AN pebeHka, Nerko-
CTbiO B MCMOMb30BaHWUM AN1F POAUTENEN U 13bIC-
KaHHbIMV feTanamu.

Bnepsble npeactasneHHas B NpoLLIom rogy
Ha BbicTaske Kind + Jugend B KénbHe, cucre-
Mma Inglesina System Quattro npegnaraet kom-
NNeKCHble CUCTEMbI st MYTELLECTBINIA, KOTOPble
BKMO4alOT B Ce6 MI0NbKy, 3anaTeHTOBaHHbI
komnaHunen matpac Welcome Pad, aBTokpecho,
CTOVIKY NS NIONbKW 1 @aBTOKPECHna, MPOrynoYHyto
KOMSICKY.

i-Size car seat with its Isofix base.

Thanks to the Standup, parents
avoid waking up the child when
returning home: the carrycot and
the car seat are compatible with
the stand, which is included in the
travel system. The stroller features
a world or mum-facing wide and
deep seat and can be used for chil-
dren up to 22 kg.
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KATHE KRUSE CHILDREN’S
FASHION BACK IN 2019

Kéthe Kruse dares a new start in the area of children’s fashion.
After the German company was taken over by the toy manufacturer
Hape in 2013, the company initially wanted to concentrate on its
core business and therefore refrained from further children’s fash-
ion collections. “After the takeover of Hape, it was clear from the
very beginning that the next step would be to include children’s
fashion in the Kéthe Kruse range,” says Hassina Sayad, Business
Development Manager at Kathe Kruse. “Due to the developments
in the industry, which we have naturally followed over the years,
we are convinced that we will be back on the market at exactly the
right time for the summer 2019 season.”

At the center of the new collection are dresses: sporty striped
jersey dresses, airy linen dresses or losse tulle dresses. The range
is complemented by knitted cardigans, denim jackets and T-shirt-
skirt combinations. While the toddler collection was designed more
playfully in sizes 92 to 128, the collection for older girls in sizes
116 to 164 offers more casual and modest styles. Particularly ingen-
ious: For many of the styles there are matching mini-variants for
dolls.

There is also a small collection for babies. This includes around
40 styles in sizes 62 to 92 and baby girls and boys can now again
be dressed in pink and blue to match the Kéthe Kruse baby toys.

Hiithe Hrue

BPEH] KATHE KRUSE
CHOBA 3ANYCKAET
JINHWIO QETCKOIA
OAEXAbI B 2019 roay

Hewmeukas komnaHna Kathe Kruse oTBaxkmnach Ha
HOBbIM CTApPT B 06n1acTu AeTCKOM MOoAbl MOCHe TOro, Kak
6bina kynneHa npounssoanTenem urpyllek Hape B 2013
rofy. XaccvHa Caap, MeHekep no passuTuio busHeca
B Kathe Kruse, nana passepHyTbii KOMMEHTapUit: «B
NHAYCTPUW MPONCXOAAT UBMEHEHNS, 38 KOTOPbIMU Mbl,
€CTECTBEHHO, CNEANM Ha NPOTSHXKEHUN MHOTVX NET, 1
cenyac Mbl yOexXAeHbl, 4TO BO3BPALLAEMCA Ha PbIHOK
Kak pas BoBpeMda — k ce30Hy neta 2019 roga».

B LeHTpe HoBOM KoMNeKummn — nnarbs: CopTUBHbIE MO-
nocarble 13 [KepPCcw, BO3AYLLHbIE NbHSAHbBIE U CBOOOA-
Hble 13 TIoNS. ACCOPTUMEHT AOMONHAETCH TPUKOTAXKHBIMM
KapauvraHamu, JKUHCOBBIMU KyPTKamu 11 KOMMIeKTamm
«dpyTO0OnKa-tobka». OCO6EHHO OPUrMHANBHO, YTO AN
MHOIVIX MOZAENeN KONNEKUMM CYLLIECTBYIOT TakMe Xe M-
HV-BapuaHTbl MOAENeN A KyKon.

Takxe byneT npeAcTaBneHa HebonbLLaa Konnekums
NS MNafeHUeB.

UEBT CERTIFICATION
FOR WELEDA

Weleda is among the first brands in the world to re-
ceive the new UEBT (Union for Ethical Biotrade) cer-
tification for a sustainable raw materials supply. UEBT
is a non-profit organization which provides a worlwide
accepted standard for the sustainable supply and use of
raw materials. The certification informs the consumers
that they are buying products of a company which re-
spects people and biodiversity. “Weleda feels responsi-
ble for the environment inside which it operates and for
the individuals involved in the manufacturing”, says Bas
Schneiders, Head of International Strategic Sourcing
& Corporate Sustainability of the Swiss multinational
company. “With this certification we take one more step
and become remarkably influential towards the farmers
and manufacturers who work for us”.

The new UEBT brand will be applied to Wileda prod-
ucts early next year. The company, at present the main
producer of biological and natural cosmetics and arti-
cles (including baby care products) in the world, with a
turnover of more than 400 million Euro, is a member of
Union for Ethical Biotrade.
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Bas Schneiders

Head of International
Strategic Sourcing

& Corporate
Sustainability

of the Swiss

multinational company

CEPTU®UKALINA UEBT A1 WELEDA

Weleda BxoguT B 41CNO NEPBbIX MUPOBbLIX OPEHAOB, MOMY4MBLLMX
cepTudmkar UEBT (Union for Ethical Biotrade) 3a ncnons3oBaHue
9KoNnorn4Horo ceipba. UEBT — aT0 HekoMmepyeckas opraHvsaums,
KoTopas obecrnevmBaeT OOLLENPUHATBIV BO BCEM MUPE CTaHAapT Mo
3KOMOMMYHbIM MOCTABKE 1 UCMOSIb30BaHWIO Cbipbs. CepTudnkaThl
UEBT nHbopMu1pytoT NoTpebuTener o ToM, YTO OHM MOKynaroT Npo-
OYKUMIO KOMMaHWW, KoTopasi yBaxkaeT Niofer 1 61onornyeckoe pas-
Hoobpaswue. HoBblin 3Ha40K, CBMAETENBCTBYIOLLMIA O MPOXOXAEHWN
ceptudvkaumm UEBT, 6yneT pasmelleH Ha npoaykTax Weleda B Ha-
Yane crefytoLLero roaa.
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EMI, CO-SLEEPING AND

MULTIFUNCTIONAL CRADLE

Since in some European countries co-sleeping cradles and cots
for newborn babies have become very popular, the Italian compa-
ny Pali has developed Emi, which can be transformed into a toy
box and clothes rack and later into a desk, after being used as a
co-sleeping cradle. This way, the precious beech-wood elements
that make up the cradle become useful and appealing pieces of fur-
niture following the child’s growth.

During the baby’s first months, Emi allow the parents to be
near the child during the night in total safety. When it is posi-
tioned by the adults’ bed, it is enough to adjust the height to the
proper level (between 46 to 56 cm), lower the side frame and fas-
ten it to the bed with the straps. It is equipped with 4 swivelling
wheels, two of them with brakes, so that it can be moved to any
room according to need.

Once it is no longer usable as a cradle, the wood elements can be
easily adapted to put together a toy box and a four-wheeled clothes
stand; eventually, the same elements will be employed to build a
functional and solid desk for the early school years.
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EMI - KOJIbIBEJIb

191 COBMECTHOIO CHA,
MYNIbTU®YHKLIMOHATIbHAS
KOJIbIBEJIb

ViTanbsiHckast komnaHua Pali pazpaboTtana Mogenb
Emi, koTopas nocne Mcnonb3oBaHKs No CBOeMy Nnpsi-
MOMY HagHa4YeHWo MOXXeT ObITb NpeobpasdoBaHa B KO-
POOKY ANA XpaHeHUs UrpyLLEK U CTOWKY ANA OAeX[bl, a
B AalibHENLLIEeM — B MUCbMEHHbIN cTon. Taknum o6pasom,
N3bICKaHHblE AeTanu KONblIOenu, BbINonHeHHbIe 13 Oyka,
CTaHOBATCS MONE3HbIMI 1 NPUBIEKaTeNbHbIMU NPea-
MeTamu mebenu no Mepe pocta pebeHka. B nepsbie
MEeCSLbI XXM3HN Manbilwa Emi no3songeT poautenam Ha-
XOAUTBCA PAAOM C PEOEHKOM B TeYEHME HOYM B MOMHOM
6e3onacHocTu. Kak Tonbko Emi nepectaeT ncnons3o-
BaTbCs B Ka4eCTBE KOMbIOGeNu, N3 ee AePEeBAHHbIX 3r1e-
MEHTOB MOXXHO NErko cobpatb KOPOOKY ANs UrpyLLeK n
YeTbIPEXKONECHYIO BeLLanKy ANs OAeXMbl; B KOHEYHOM
cYeTe Te XKe Camble 3MEMEHTbI MOXKHO UCMONb30BaTh
[N151 cO3AaHusA PYHKLIMOHAMBHOrO 1 MPOYHOro cTona Aans
MePBbIX LLIKOMbHbIX NET.



YPSI,
ITALIAN STYLE
BY PEG PEREGO
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Ha BbicTaBke Kind + Jugend komnaHms
Peg Perego npencraBnT CBOIO HOBEWLLIYIO
MOAYJIbHYIO CcUCTEMY YPSi C COBPEMEHHbBIM
AN3aHOM.

Y cuctembl Ypsi eCTb cuaeHbe C BO3-
MOXXHOCTbIO MOBOPOTA W HaKnoHa 1 nps-
MOYronbHas Konbl6enb B ABYX LIBETOBbIX
peLuerusax, Ebony n Polo, koTopble oTpa-
XKaloT XxapakTepHbli Ans 6peHaa NCKNoY-
TeSbHbIA UTaNbAHCKNN CTUMb.

Msrkuin doapTyk ¢ MOnHWer obecneyu-
BaeT Tenno 1 komopT. OaHUM LLENYKOM
NPOrynoYHbIN 610K MOXXHO YCTaHOBUTL
Ha waccw B Nobyto CTOPOHY: Kak MLOM

YPSI - UTANbAHCKUIA CTUNb
0T KOMNAHWW PEG PEREGO

TaKXe N1erkO MOXHO CIOXMTb Laccu Ans
XpaHeHus.

Y ntonbku ecTb yaobHas ans TpaHc-
NOPTUPOBKM Py4Ka, 0bUTas 3KOKOXKEN, 1
KartoLIOoH ¢ 3almTHbIM domnsTpom UPF
50+ 1 naHopamHbIM OKHOM. HoBOe aBTOMO-
6unbHoe cvaeHbe Primo Viaggio i-Size, nnn
aBTOMObMbHOE cuaeHbe Primo Viaggio
SL, nerko KpenuTcs K Laccu ¢ MOMOLLIbIO
apantepos Primo Viaggio, noctaBnaembix ¢
Konsickoi. MofynbHas cucteMa KoMmnek-
TyeTcs yAoOHOM CyMKOW NSt XPaHEHWs He-
06X0AVMbIX B TEHEHVE AHA BELLEN.

K poaMTEnsM, Tak 1 NNLOM K Jopore,

Launching at Kind + Jugend, Peg Per-
ego will introduce a contemporary style
statement with the cool lines of its new-
est modular system, Ypsi.

Ypsi features a ‘“tilt & space’ seat and
rectangular shaped carrycot in two col-
ourways, Ebony and Polo that reflect the
brand’s signature cool Italian style. It
features a contemporary, fresh and func-
tional design that will be appreciated by
urban living parents looking for quality
curb appeal. The compact 51 cm chassis,
with telescopic handle bar in hand-sewn
eco leather, navigates narrow spaces and
busy streets with ease, using the brand’s
Easy Drive system. Wheels with 12 ball

bearings deliver 360° manoeuvrability
and are lockable using a side pirouette
control. The large, extendable basket will
be a winner for busy days out.

The tilt & space seat unit can be ad-
justed into 3 comfortable positions: sit-
ting, relaxing, resting. It has an open and
close front bar in hand-sewn eco leather
and a height adjustable UPF 50+ hood
that follows baby’s growth. A padded
apron with zip keeps baby warm and
comfortable. The tilt & space seat unit
can be fitted to the chassis with one click
for world or mum-facing positions and
folds neatly onto the chassis for easy
storage.
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The carrycot has an integrated eco
leather transport handle and a UPF 50+
hood with panorama window and sunflap.
A fold-down cover incorporates a zip for
easy access and a popper detail and leath-
er accents complete a stylish look.

The new Primo Viaggio i-Size car
seat, or Primo Viaggio SL car seat, is
attached to the chassis easily using the
Primo Viaggio links adaptors supplied
with the pushchair. The modular system
look is completed with a matching all-
day changing bag.
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Prestige i\

and
excellence // '
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CYBEX GmbH, one of the world-
wide industry leaders in child safety " P E c T M X
and juvenile products, has recently
announced its new collection, Cybex " " p e B 0 cxo ﬂ CT B
for Scuderia Ferrari. It includes the
highlight products of Cybex’s lux-
urious Platinum and sporty Gold HoBas konnekuus CYBEX
line including car seats, strollers nns Scuderia Ferrari
and baby carriers. These selected
products now show the characteris-
tic Scuderia Ferrari Collection look

THE NEW
for Scuderia
Ferrari
Collection

Kopnopauwms CYBEX GmbH, oanH 13 MyupoBbIX Jingepos
B 0671aCTV 6€30M1aCHOCTY [IETeV 1 NOAPOCTKOB, HEAABHO
aHOHCHPOoBasa HoBYto Kosnekuymo Cybex ansa Scuderia

with red and black colors and sleek, Ferrari. B Hee BXOAAT IKCKIHO3UBHbIE NPOAYKTbI POC-
streamlined curves. KOLLHOW SInHevikn Platinum n criopTUBHOI NINHEIKN
All pro ducts o f the collection fo I- Gold, BkriroYas aBToMOOW/IbHbIE CULEHBS, KOJISICKU U

. . J[ETCKUE NEPEHOCKN. 3TN CENEKTUBHbIE NPOLYKTbI Bbl-
low the CYBEX D.S.F innovation I10JIHEHbI B XapakTepHoOM f1a Scuderia Ferrari KpacHo-

pr inc iple : Des ign s S af ety, Function. YEPHOM AU3AVIHE C N3SLLHbIMY 00TEKAEMbIMU JINHUSMAN.
The result is a performance-driven Bce npoayKTbi KOSIEKUMN TDAHCTINPYIOT UHHOBALMOH-

collection offerin g precision ﬁm c- Hbwi npuHynn CYBEX D.S.F: au3aviH, 6€301acHoCTb,
1 / d (DYHKUMOHAIbHOCTb. Pe3yrnbTatom 3T0ro SBASETCs KoJi-
lons, supreme saf ety ana a con- JIEKLINS, OPUEHTUPOBAHHAS HA NNPON3BOANTENILHOCTS,

temporary design. npegniararoLLas BbICOKOTOYHbIE TEXHOMIOMMN, BbICOYaM-
LLIyH0 6€30M1ACHOCTb W COBPEMEHHDIN IN3ANH.
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CYBEX
for Scuderia Ferrari
Platinum Collection:
Mios stroller

with Lux seat

CYBEX
for Scuderia Ferrari
Platinum Collection:
Solution Z Fix
Group 2/3

car seat

CYBEX
for Scuderia Ferrari
Platinum Collection:
Mios stroller
with carrycot

THE PLATINUM AND GOLD COLLECTIONS

The Platinum collection offers premium
finishes and materials and a high-quality
leather-look. The products are designed in
elegant beige and sophisticated black with
victory red edgings. They were made with
parents in mind who like clear lines and
high-end products that are made of ex-
cellent materials and show unusual design
details. This collection breathes the spirit
of Scuderia Ferrari in an extraordinary way.
The collection includes the strollers Priam
and Mios with carrycot as well as the baby
carrier Yema.Click.

The Gold collection shows modern red
and black colors and uses mesh material for
a sporty look. It is aimed at urban, modern

parents who are looking for high quality.
The collection offers a wide range of Cybex
products including car seats of the M- and
S-Line as well as all S-Line strollers. Add
the baby carrier Beyla.Twist and parents
are well equipped for every activity. The
design is inspired by state-of-the-art car
interior styles with sleek curves and clean
surfaces.

The Cybex for Scuderia Ferrari Collec-
tion is a testament to the Ferrari legacy:
capturing its rich heritage of excellence,
uniqueness and high performance. From the
racetrack to the city streets, the line is driv-
en by a genuinely unparalleled passion for
excellence.
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KOJNEKUUN GOLD
N PLATINUM

Konnekuus Platinum npea-
naraeT npemmnanbHyo OTAeNKY
1 OeTanu U3 KOXu, KoTopble
BbIFNAAAT BbICOKOKACC-

HO. \3genus BbINONHEHbI

B aneraHTHOM 6eXXeBoM 1
N3bICKAHHOM YEpPHOM LiBETE

C KpacCHbIM/ OKaQHTOBKaMM.
OHuM 6bINK caenaxbl C y4eTOM
NPEeanoYTeHnIn poautenen,
KOTOpble NOOAT YeTKME NK-
HNWM 1 BICOKOKAYeCTBEHHbIE
NPOAYKTbI, N3rOTOBMEHHbIE 13
NPEeBOCXOAHbIX MaTepranos 1
LEMOHCTPMpPYtoLLnEe HEODbIY-
Hble geTanu guaanHa.

B 1ol KONNEekumm Heobblvaii-
HO iPKO NMPOSABMAAETCH Xapak-
Tep Scuderia Ferrari. Konnek-
uMs BKMtoYaeT B cebsi KOMSACKN
Priam 1 Mios ¢ ntonbkon,

a Takke OEeTCKYI0 KONSACKY
Yema.Click.

B konnekunn Gold ncnons-
30BaHbl KPACHbIN 1 YEePHbIN
LBETA 1 ceTvaTbIi MaTepuan
NS co3aaHnsg CnopTUBHOMO
obpasza. [nzaitH opueHTnpo-
BaH Ha roOpoOACKMX, COBpe-
MEHHbIX POAUTENEN, KOTOpbIe
LIeHAT BbICOKOE Ka4eCTBO.
Konnekuus npegnaraet Wmpo-
KUIA aCCOPTUMEHT NPOAYKTOB
Cybex, Bknto4as aBToMoOUnb-
Hble CUAEHbS MOAYNbHbIX CU-
ctem M- n S-Line, a Takxe Bce
KOMSICKN MOAYNbHOM CUCTEMBI
S-Line. OcTtanock nuwb Ao-
6aBUTb AETCKYIO MEPEHOCKY
Beyla.Twist — 1 Mbl nony4aem
MONMHOCTBIO YKOMMEKTOBaH-
HbIX pOAUTENEN, rOTOBbIX
ana noboro Bnaa akTme-
HoCTW. [dn3aH BAOXHOBMNEH
NHTEPLEPOM COBPEMEHHbIX
aBTOMOOUNEN C NIALLHbBIMY
NVHUSMA U TNAaAKUMWU MOBEPX-
HocTamu. Konnekumsa Cybex
nna Scuderia Ferrari anaetcs
CBUVAETENbCTBOM Hacneaus
Ferrari co Bcem ero npesoc-
XOACTBOM, YHVKaNbHOCTHIO 1
BbICOKOW MPOM3BOANTENBHO-
cTbto. OT roOHOYHOM Tpaccehl
[0 FOPOACKUX YAULL TVUHNA
yNpaBnsaeTcsa UCKPEHHEN U He-
NPEeB30NAEHHOM CTPACTbIO K
COBEPLLEHCTBY.



Wnterview

ITALIAN GRAND PRIX EVENTS

On the weekend of the Formula 1
Italian Grand Prix at the Monza race-
track (August 31-September 2), some
of the products of the Cybex for Scu-
deria Ferrari collection were exhibited
at the Ferrari Store City Race in down-
town Milan, while a dedicated booth
was set up at the car racing circuit.

Platinum Collection:
Priam stroller with carrycot

i Store City Race in Milan

In Milan Parent’s Choice met San-
dro Pietrogrande, Cybex/gb country
manager Italy, and asked him three
questions about the Scuderia Ferra-
ri-Cybex agreement.

What kind of international expecta-
tions do you have for this new collec-
tion, and where will you achieve more
success?

Naturally, being Scuderia Ferrari
partners and co-branding will lead
to a further natural diffusion of our
products, in this case in a dedicated
edition. It’s hard to identify countries
where Scuderia Ferrari is not famous.
It is definitely the most appreciated
and well-known automotive brand in
the whole world...

How was the relationship with Scu-
deria Ferrari? Did negotiation take
a long time? Is Ferrari a demanding
brand?

The relationship was conducted by
our headquarters in Bayreuth. It was a
great satisfaction for us to see that the
values expressed by our products have
been recognized and to have the op-
portunity to develop a totally exclusive
dedicated line. The common passion
for excellence has made possible for
the project to be approved very quickly,
then of course the necessary technical
time was required. What do you mean
for “demanding”? Cybex’s parameters
for safety, innovation and design are so
strict and high that the most ambitious
projects are faced with serenity and
awareness.

Are updates to the line planned over
time, with new patterns applied to new
models?

We have just come out with these
first proposals, it’s early to talk of a
second edition. Certainly our R&D
department is not going to stop here.

Daniele Caroli

utside the Ferrari

< Store City Race
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COBbITUA HA TPAH-NPU
®OPMVIIbI-1 B UTANTUN

C 31 aBrycTa no 2 ceHTsbps Ha [paH-
npw ®opmynbl-1 Ha nnnogpome MoHua He-
KOTOpble 13 NPOAYKTOB konnekumn Cybex
ansa Scuderia Ferrari 661N BbICTaBneHbI B
Ferrari Store City Race B ueHtpe Munana,
a cneumanbHbIi cTeHa Obin YyCTaHOBMNEH Ha
KOmMbLIEBOM FOHOYHOM TPEKE.

[MpeacTaBnTenb MUNAHCKOrO U3AaHNs
Parent’s Choice BctpeTtuncsa ¢ CaHgpo lMbe-
TporpaHae, perMoHanbHbIM MEHEKEPOM
Cybex Ntanus, n 3apgan emy Tpu Bornpoca o
cornaweHun Scuderia Ferrari-Cybex.

— Kakue oxupaHus y Bac ecTb OT
3TOW HOBOW KOJUIEKLMU, U rae, Kak BaM
Ka)eTcsl, Bbl 4OCTUrHETE 60JIbLUEro
ycnexa?

— BnonHe ecTecTBeHHO, 4YTO NapTHep-
cTBO cOo Scuderia Ferrari 1 COBMECTHbI
OpPEHAVHT NPUBERYT K fanbHenLen aKe-
naHCUM HalMX NPOAYKTOB, B AAHHOM CIy-
4yae B NMMUTUPOBaHHOW cepun. TpyaHo
onpenenuTs CTpaHsbl, rae Scuderia Ferrari
Hen3BecTHa. OT0, 6€3yCNOBHO, CaMblii
N3BECTHbI aBTOMOOWUMbHbIM 6peHa BO
BCEM MUpE.

— Kak pa3BuBanucb OTHOLLUEHUS CO
Scuderia Ferrari? OnutenbHbIMU nu Gbl-
nv neperosopbi? fBnsercsa nu Ferrari
Tpe6oBaTenbHbIM 6peHgoOM?

— [NeperoBopbl ObINM NPOBEAEHBI Ha-
e wrab-kapTupoit B banponTe. Ham
ObINO O4eHb MPUATHO BUAETb, YTO LIEHHO-
CTW, BbIPaXXEHHbIEe HaLLMMV NPOayKTaMu,
ObINN NPU3HaHBI 1 Mbl MOXXEM padpaboTaTb
MOMHOCTBIO 3KCKIO3MBHYIO NHMIO. ObLLas
CTPacTb K COBEPLLEHCTBY NO3BONMIA O4EHb
ObICTPO YyTBEPAUTL MPOEKT, @ NOC/e, KOHeY-
HO, NOTPeboBaNoCh OnNpeaeneHHoe Bpems
LN NHXEHEPHbIX U3bICKaHWA. Y10, B Ba-
LLeM NOHUMaHWUK, 3Ha4NT «TpeboBaTeNbHbIi
6peHa»? MNapameTtpbl Cybex ana 6esonac-
HOCTW, MHHOBALIMA U On3anHa HaCTONbKO
CTPOrK 1 BbICOKM, YTO Camble aMOULIMO3HbIE
NPOEKTbI BbIHY>XAEHbI CHATATLCH C HETOPO-
NNYBOCTbLIO 1 OCO3HAHHOCTBLIO ABVKEHNS.

— 3annaHupoBaHbl 11 OGHOBNEHUS
KONMeKLUuMu, nepexos oT HOBbIX 3fIeMeH-
TOB K HOBbIM Mofensm?

— MbI TOMBLKO HTO BbINYCTUAM HALLN
nepBble NPeAnoXeHns, PpaHo roBOPUTL O
BTOPOM 13aaHun. KoHe4Ho, Hall oTaen mc-
CnenoBaHvsa 1 pas3paboTkn He OCTaHOBUTCS
Ha OOCTUIHYTOM.

LarHunans Kaponu
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POPULARITY OF “SMART”
ATCHES FOR CHILDREN

GROWS

According to the press ser-
vice of Svyaznoy and Euroset
(Russia), sales of smart watch-
es for children grew 6 times
for the first half of 2018. Their
growing popularity among
parents is explained by larger
control capabilities compared
with the smartphone. The child
can throw the phone in a back-
pack and run to the school yard
with friends, and, at the same
time, the worried mother will
feel wound up and will begin to
sound the alarm. In comparison
with the last year, sales of smart
watches in units increased by
615%, and in money terms — by
284%. The market increased
6-fold, its volume today is 423
million rubles.

Most of the market is occu-
pied by domestic watch manu-
facturers, and 30%, according tc
the results of the first half-year,
belongs to the brand Button of
Life (Knopka zhizni). “Smart

watches for children are not just
a device that shows time, but

a gadget that allows parents to
always stay in touch with the
child, to know where he or she
is and if everything is fine with
the child”, — reminds Dagmara
Ivanova, the retailer’s commer-
cial director.

Smart watches allow to track
the child’s location even indoors
and record the history of the
child’s movements. The built-in
microphone allows to clearly
hear what is happening around
the child.

CHILDREN’S WORLD

DETSKII MIR) READ
TO CHANGE OWNER

Negotiations on the sale of a controlling block of shares (52.1%)
of the Children’s World retail chain to Senator Suleiman Kerimov
were resumed, the source of the Kommersant newspaper reported.
According to the newspaper’s estimates, the deal with Joint-Stock
Financial Corporation Sistema may cost the senator 45,81 billion
rubles.

Earlier the sale of shares was impossible due to the fact that Ker-
imov was detained in French Nice on suspicion of non-payment of
taxes, but now the charges against the senator were dismissed, and he
returned to Russia. In addition, the shares of Children’s World, which
were pledged by Joint-Stock Financial Corporation Sistema to fulfill
its obligations to Rosneft, were released. However, the fact of negoti-
ations is denied by Kerimov’s family, the newspaper reports.

44

NonNyNAPHOCTb «YMHbIX>»
YACOB NS OETEiM
PACTET

Mo naHHbIM Npecc-cnyx6 «CesgHoro» 1 «Espoce-
V>, 3a nepBoe nonyroame 2018 roga Npogarkn OeTCKUxX
CMapT-4aCoB BbIPOC/N B LLECTb pas. VX HapacTatoLlas
NONynNAPHOCTb CPEAN PoanUTenelt 06bsicHAETCst 6ONbLI-
MW MO CPaBHEHWIO CO CMapTAOHOM BO3MOXKHOCTAMM ANs
KOHTpons. PeBeHok MOXET BpoCUTb TENEdOH B PIOK3aK
1 nobexxaTb Ha LLKOMbHbI ABOP C APY3bAMU, a B 3TO
BpemMs 06ecrnokoeHHas Mmama He ByaeT HaxoanTs cebe
MecTa 1 HayHeT OuTb TPeBory. B cpaBHeHun ¢ NpoLUnbIM
roA0OM MPOAAXKN «YMHbIX» 4aCOB B LUTYKaX yBENMNYUNNCH
Ha 615%, a B AEHEXXHOM BblpaXXeHUn — Ha 284%. PbIHOK
BbIPOC B LLIECTb pag3, ero 06bem CerofHs coctaBnseT
423 MnH pybnen.

BonbLuyto 4acTb pbiHKa 3aHMMatOT OTEHECTBEHHbIE
npownssoanteny 4acos, 30%, NoO UTOoram NepPBOro Mnony-
roavs, NPUHaanNexnT 6peHay «KHonka Xn3Hu». «YmHble
4Yacbl 4na geten — 370 He NPOCTO YCTPONCTBO, KOTOPOe
noKasblBaeT BPEMS, HO Fa[pKeT, KOTOPbI NO3BONSET
poanTenaM Bcerga ocTaBatbCs Ha CBA3M C PEOEHKOM,
3HaTb, rAe OH HaxoOuTCA 1 BCE NN C HUM B NMOPSOKe», —
HanoMmMHaeT KOMMEPYECKNA OMpeKTop peTernepa dar-
mapa VsaHosa.

CwmapT-4acbl MO3BONAOT OTCAEXMBATE MECTOMOSO-
YKEHME TOro, Ha KOro OHW HafeTbl, AaxXe B MOMELLEHNN U
3anncbIBalOT UCTOPUIO €0 NEPEABMKEHNN. BCTPOEHHBIN
MUKPOGOOH NO3BOMAET OTHETNMBO ChblLLATh, YTO MPOUC-
XOANT BOKPYr pebeHka.

«[JETCKWIA MWUP» rOTOB
CMEHWUTb BNIAZIENbLIA

Bo3o6HoBUNMCH NeperoBopbl 0 MPoAaxe KOHTPOIb-
Horo naketa akumi (52,1%) ceTn Mmara3nHoB «[1eTcKui
Mmup» ceHatopy Cynermany KeprmoBy, 06 3ToM CO06-
LM UCTOYHMK ra3eTsbl «KommepcaHTs». [1o noacyeTam
pefakumn radetsl, caenka ¢ AOK «Cuctema» MOXeT
cTouTb ceHatopy 45, 81 mnpa pybnen.

PaHee npopgarka akuuii Gbina HEBO3MOXKHA MO MPUYK-
He Toro, 4To KeprmoB 6bin 3agep>xaH BO dopaHLLy3CKOW
HuuLe no nogospeHuto B Heynnate Hanoros. Tenepb xe
00BUMHEHMS C ceHaTopa CHATbI U OH BepHyncsa B Poccuio.
Kpome Toro, cHsTbl 06pemMeHeHst ¢ akumin «[]eTckoro
Mupa», 3anoxeHHbix AOK «Cuctema» Ans BbINOAHEHNS
obs3aTenseTB nepen «PocHedTbio». Bnpodem, dakT
neperoBopoB OTpULaeTcs cembein Keprmosa, coobLLa-
eT rageta.
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STORES WILL HAVE REA

“LIKE BARBIE’S” DRESSES

Playing dolls, girls fit different clothes on them, ar-
range fashion shows, and in those moments they dream
of having the same airy and fabulous dresses. The
company Mattel decided to fulfill the dreams of many
generations and create a collection of elegant dresses in
Barbie’s style. For this purpose, collaboration was es-
tablished with the Russian clothing manufacturer Unona
and a licensing agreement was concluded. Capsular col-
lection in soft pink colors will be presented at the exhi-
bition CJF — Children’s Fashion, which will be held on
September 26-29 in the Moscow Expocentr.

The main idea of designers is that Barbie is not just
a doll, but a style icon for a certain age group. Modern
Barbie can be different, and now, thanks to the joint
work of Mattel and Unona, girls will be able to try on
their favorite outfits. Barbie dresses will be available in
the store from the end of October. The whole collection
will be available for viewing on the website http://bar-
biedress.shop from September 26.

\

%

Virpas B Kykfbl, EBOYKM NpU-
MepSHOT Ha HUX Hapsabl, ycTpau-
BaloT NOKasbl MOf, U B 3TN MrHOBE-
HNSE MEYTaKOT O TOM, H4TOObI Y H1X
ObIIN Takne »ke BO3ayLHble N CKa-
304Hble nnaTbs. KomnaHus Mattel
pelumnnack BOMMOTUTb rPe3bl MHO-
TVX MOKOMEHU U NpuayMaTb Kos-
NeKUMo HapaaHbIX NnaTbeB B CTU-
ne Barbie. [Ins aTux uenen 6bina
cospnaHa konnabopaums ¢ poccuin-
CKMM Npou3BoanTENEM OAEXAbI
Unona 1 3akno4eHo NULEH3UOH-
Hoe cornaweHune. KancynbHas
KOMNEKUMSA B HEXKHO-PO30BbIX
ToHax OydeT npeacTaBneHa Ha Bbl-
ctaBke «CJF — [leTckas mona»,
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B MAFASNHAX
NnoABATCA
HACTOSALLKUE
NMNATbA

«KAK Y BARBIE»

KoTOopas NporaeT 26-29 ceHTAbPSA
B MOCKOBCKOM OKCMOLEHTPE.

OcHoBHas vaesa ansaiHepos
COCTOUT B TOM, 4TO Barbie — ato
He MPOCTO Kykna, a MkoHa cTung
018 onpefeneHHon BO3pacTHOM
rpynnel. CoBpemeHHas Barbie
MOXET ObITb PA3HOW, 1 Tenepb
6naronapsi COBMeCTHo paboTte
Mattel 1 Unona geBo4ku cmoryT
npuMepuTs Ha cebsa nontobusLLne-
cst 06pasbl. Kynutb nnatbe Barbie
B MarasuHe MOXHO OyfeT yxe C
KoHUa oKTAbps. Bea konnekumsa
6yaeT 4OoCTynHa K NPOCMOTPY Ha
caiTe http://barbiedress.shop ¢ 26
CeHTAOPS.
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DOMESTIC CHOUPETTE

FRANCHISE ENTERED
TOP-5 ACCORDING TO
BEBOSS

The company Choupette, which produces clothes for chil-
dren, was among the five best franchises in the industry and
took 37th place in the rating of the top-100 best franchises in
Russia, according to the business community of BEBOSS.
The concepts presented on the market, namely, their reliabil-
ity and consistency, are the main criteria which BEBOSS is
focused on while drawing up the rating. This valuation system
is created, first of all, to help potential investors.

For 7 years, the company has been actively developing its
own corporate chain, which today has more than 100 stores.
To attract new investors, the business has launched the train-
ing platform Choupette University, thanks to which the net-
work partners can use ready-made solutions for opening a
store. “... The brand (Choupette — author’s note) entered the
international markets of the USA, Europe and the UAE. Par-
ticipation in international exhibitions, such as Pitti Bimbo in
Florence, helps to increase the visibility of our TM around the
world, and generally increases the level of Russian production
of clothes for children”, — Anastasiia Vasilkova, the Choupette
development director, commented on the news.

KomnaHusi Choupette,
npousBofsLLasn ofexay ans
feTen, BOLLNA B NATEPKY Ny4-
LIMX (opaHLLM3 B OTPACIN 1
3aHdAna 37-e MecTo B PeNTUH-
re Ton-100 nyywmnx dpanHLLma
Poccuu, no Bepcumn coobiiie-
cTBa npeanpuHMMarenen
BVBOCC. [Mpenctasnex-
Hble Ha PbIHKE KOHLEeNumK,

a VIMEHHO NX HaleXKHOCTb U
COCTOATENbHOCTb, ABAAIOTCA
OCHOBHbIMW KPUTEPUAMU, HA
KoTOpble opneHTupyeTca bI-
BOCC npw cocTaBneHur pein-
TUHra. 3Ta cuctema OUeHKM

OTEHECTBEHHAA

®PAHLUN3A
CHOUPETTE

BOLLIJIA B TOIM-5

M0 BEPCUU
bUbOCC

cosfaHa B NepByio ovepeb
[NS MOMOLLM NOTeHUMarnbHbIM
NHBECTOPAM.

Ha npoTsxxeHun cemu net
KOMMaHusi akTUBHO pasBrBaeT
CBOK PVMPMEHHYIO CETb, KO-
Topas CerofHs Hac4MTbIBaeT
6onee 100 maraaunHos. [Ons
NPVBNEYEHNs HOBbIX MHBECTO-
poB 613Heca Obina 3anylue-
Ha oby4atollias nnatgopma
«YHnsepcutet Choupette»,
6narofaps KOTOpPoV napTHe-
Pbl CETN MOTYT MCMONb30BaTh
y>Ke roTOBblE PELLEHNs NO OT-
KPbITUIO MarasmHa.

FIRST SPOONFUL AT THE
TABLE WITH MINNIE MOUSE

NEPBAS NOXXE4KA NHOPE
B KOMMNAHUAN MUHHU MAYC

Children’s furniture brand
Polini Kids has released a line
with characters from Disney
cartoons called Polini Dis-
ney Baby “Vinnie, the Teddy
Bear” (Medvezhonok Vinnie).
According to the results of
the trade award, the line was
named “The Best Furniture”,
and this success is quite un-
derstandable. Modern parents
grew up with the books and
cartoons about Vinnie, the
sweet tooth. Adults seek to
convey their own emotions
and memories to their children
through the recognizable image
of a kind little bear. Moreover,
the assortment of the Teddy
Bear goods is able to satisfy
the most detail-oriented buy-
ers — the line comprises not
only furniture, but also related

products, including highchairs,
swings, play-pens and other
goods.

Nikita Semenov, the Vice
President of Topol Group of
Companies, which owns Polini
Kids brand, summed up the in-
termediate results of the launch
of the new line: “...Now, after a
year, | can say that the license
is more than successful, and we
have launched furniture produc-
tion with others Disney charac-
ters: Mickey and Minnie Mouse,
Lion King, Cat Marie from the
cartoon Aristocats. And the start
of furniture production with oth-
er characters is just around the
corner. I want to note that the
goods are oriented to the mid-
price segment, which, of course,
makes it even more attractive for
the consumer”.
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[etcknin mebenbHbln 6penp Polini Kids BeinycTun nu-
HelKy C nepcoHaXkamu U3 AUCHEEBCKNX MyNbTAOUIBMOB
nop HassaHvem Polini Disney Baby «MensexxoHok Buk-
HW». [0 pesynbraram oTpac/ieBor npemuu, NnHenka Obl-
na HasBaHa «Jly4yllen mebenbto», 1 3TOT ycnex BnosHe
00bACHWM. Ha KHurax 1 MynsTcunbmax npo Crnagkoexky
BWHHM BbIpOCIIN COBpEMeHHble poauTenu. Kpome Toro,
accopTnMeHT «MepaeBexxoHKka» CnocobeH yaoBneTBO-
PWUTL CamMOro BHUMATENbHOrO K AeTanaMm Nokynarens — B
NNHelike He ToNbKo MebesbHble KOMMAEKTbI, HO 1 ConyT-
CTBYIOLLIME TOBApPbl, B TOM YMCNE CTYNbYMKN A5 KOPMIe-
HUS, Ka4enu, MaHexu 1 apyrue npeameTs.

Huknta CemeHoB, Buue-npe3naeHT MK «Tononb»,
KoTopas BnafeeT 6pergom Polini Kids, noasen npome-
XKYTOYHblE UTOMM 3arycka HOBOW NuHelkKn: «Ceityac, no
NPOLLUECTBMN FOAA, 9 MOIy CKasatb, YTO T1LUeH3una bonee
4eM ycneLuHa, 1 Mbl 3anyCcTunv Npon3BoacTBO Mebenu
C apyrumun nepcoHaxkamu Disney: a1o Mukkut 1 MuyH-

HY Mayc, Koponb JleB, Kowuka Mapu n3 mynstgunsma
«KoTbl-apncTOKpaThl». X04y OTMETUTL, Y4TO MPOAYKLINS
OpWEHTMPOBaHa Ha CPEAHUIN LEHOBOW CErMEHT, YTO,
6e3ycnoBHO, AenaeT ee 6onee nNpvBneKarenbHoW ang
noTpeduTens».
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ACOOLA COOLS WATERS

OF THE BALTIC: RUSSIAN BRAND

CONFIDENTLY ADVANCING

IN INTERNATIONAL MARKET

On July 13, 2018, the Russian brand of clothes for children
Acoola opened its first European brand store in Riga. The seasonal
collection Urban Jungle and the collection of school clothes Active
School were presented at the stands. They are planning to support
sales in the Baltics using the regional website Acoola Baltic and
SMM-promotion in Instagram and Facebook.

In Asia Acoola is also increasing its market presence: in India,
New Delhi, the third brand store has already been launched; it has
been opened in the Ambience Mall Vasant Kunj. Concept Group,
which includes Acoola, is developing a joint venture with the Indi-
an concern Saamag Group
in India. The partners are
planning to enter the coun-
try’s largest online platforms
with their offer. The offline
trading points will also be
launched in Mumbai and
Bangalore. By the end of
the year, 12 stores will be
opened in India.

ACOOLA B BOAX BANTUKMU:
POCCWIACKWiA BPEHA
YBEPEHHO MPOJABUrAETCS

HA MEXXYHAPOQHOM PbIHKE

13 nionga 2018 roga poccuinckas mapka ogexaisbl
ans netei Acoola oTKpbina CBOM NepBblii eBPOMNENCKNiA
PUPMEHHbIN Mara3unH B Pure. Ha ctengax 6binv nped-
CTaBneHbl ce30HHas konnekuma Urban Jungle v konnek-
ums ogexabl ans wkonsl Active School. MNogaepxmeatb
npoaaxu B [NprbanTvike NAaHMpyeTcs C MOMOLLBIO pe-
rmoHanbHoro carnta Acoola Baltic 1 SMM-npoaswxeHus
Yyepes MHcTarpam n ®erncoyk.

B Asunn Acoola Takxe yBenn4insaeT CBOe NpucyT-
cTBue: B IHavm, Heto-[enu, 3anylueH yxxe Tpetuin mara-
3VH 6peHaa, KOTOoPbI OTKPbINICA B TOPrOBOM KOMMEKCe
Ambience Mall Vasant Kunj. Mpynna Concept Group, B
KOTOpPYIO BXOAMT Acoola, passumBaeT B MIHaum coBMecCT-
HOe MpeanpuaTne C MHAMNCKUM KOHLIEPHOM Saamag
Group. [NapTHepbl NAaHMPYIOT BbIXOL CO CBOVIM MPe[-
NOXXEHVEM Ha KpyMnHelLIe OHNanH-NnoLLank CTpaHsbl.
Touku ochnariH-Toprosnu 6yayT 3anyLleHsb! Takke B Mym-
6an n barranope. Bcero oo koHua roga B MHaum 6ynet
OTKPbLITO 12 Mara3nHoB CETU.

SPACE SAND FROM
RUSSIAWITH LOVE

The company Magic World (Volshebnyi Mir), pro-
ducing unusual products for children’s creativity, was
established in St. Petersburg in 2010, and over the past
time has taken a firm position in the toy market in Rus-
sia. Not wishing to stop there, in 2018, the manufactur-
er announced their intention to enter into a partnership
with a major Turkish distributor and the Lebanese office
of the international retail chain for children JoueClub.
The first lots of mashem Slime and putty Nano Gum
have already been sent to partners for realization.

Stanislav Astrov, Director General of the company
Magic World, uncovers plans for international expan-
sion for the near future: “Space Sand, mass for mod-
eling Elastic and fluffy plasticine Plush will also be
exported. International distributors, retail chains, news-
stands, event-agencies are interested in procurements.
The uniqueness of the goods of our production allows
us to count on an annual volume of export in the amount
of 1.5 million dollars”.

At the moment, negotiations on supplies are also
carried on with companies from Great Britain, France,
Spain, Italy, the Baltic states, the Balkan countries; the
requests from Japan, Mexico and Congo are in process.
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«KOCMUYECKWW MECOK>
W3 POCCWN C JIHOBOBbIO

KomnaHus «BonwebHbI Mup», BbinyckatoLas HeoObl4Hble TO-
Bapb! ANs AETCKOro TBOp4ecTBa, nossunack B CaHkT-lNeTepbypre
B 2010 rogy v 3a npolueallee BPeEMA 3aHana NPOYHbIE NO3MLUMN Ha
pblHKe UrpyLlek B Poccuu. He »xenaa ocTaHaBnmBatbCa Ha JOCTUM-
HyTOM, B 2018 rogy npon3soamMTenb 3asBuKil O CBOEM HAMEPEHNN
3aKNI04UTb MNAPTHEPCTBO C KPYMHbIM TYPELKUM OANCTPUOBIOTOPOM 1
NIVBAHCKMM NPEeACTaBUTENbCTBOM MEXAYHAPOAHON CETU [ETCKNX Ma-
rasunHoB JoueClub. MNepBble napTnm NuayHa Slime 1 »kxBavkn Ansa pyk
Nano Gum y>ke oTnpaBneHsl NapTHepam Ans peannsauunm.

CraHncnas ACTPOB, reHepasbHblii APEKTOP KoMnaHny «Bonweb-
HbIll MUP», PACKpPbIBAET NNaHbl MEXOYHAPOAHOW 3KCNaHcun Ha 6:u-
KarLLmii nepuop: «Ha akcnopT Takke nonayT «KoCMUYECKnin Necok»,
mMacca ans nenkn «3nacTuk» 1 NyLUNCTbIA NnacTunmH Plush. YHrkans-
HOCTb TOBapOB HaLLIero NPor3BoACTBA MOo-
3BONAET PacCyUTbIBATH Ha FOAOBOW 00b-
eM aKkcnopTa 1,5 MNH gonnapos».

[leperoBopbl 0 MOCTaBKax Takke
BEAYTCA B AAHHbI MOMEHT € KOMMa-

HuaMK 13 Benvkobputanum, GpaHinm,
Wcnanuu, Utanun, MpnbanTtukn, tan-

KaHCKMX CTpaH, obpabarsiBaroTcs
3anpochkl U3 AnoHun, Mekcukm 1
KoHro.
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Silvia Neirotti, Suavinex Italian branch manager,
tells us about her ten years’ experience in

the baby care world, from the creation of

the brand Quaranta Settimane (Forty Weeks)

1o the acquisition of the distribution deal of

the Spanish brand in the Italian territory and
subsequently to the merger of the two companies.

Passion and design:
from Quaranta Settimane
to Suavinex Italia

For our interview we take a seat with Silvia Neirotti, country
manager of Suavinex Italia, in a room at the Living Suavinex Mi-
lano, the attractive multifunctional space for families inaugurated
in november 2017 and located at Via Solari 11, in the same building
where the Italian branch of the Spanish brand has its offices.

When we first met, at the Kind + Jugend fair in Cologne in 2012,
Neirotti was the Sole Director of Quaranta Settimane, an Italian
brand which she co-founded, so apparently there have been some
important developments in the last few years: “In fact, as far as
I’m concerned, everything started with Quaranta Settimane, a pro-
ject I launched in 2006 when | was pregnant with my second child
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CunbBus Hevpotry,
MEHELKep UTaNbAHCKOIro
chunnana Suavinex,
pacckasana o cBOem
JeCATU/IETHEM OrbITE

B MUPE yXxo/a 3a [JeTbMH,
0T c03/aHns bpeHja
Quaranta Settimane
(Copok Hezerb)

[0 nNpnoobpeTeHns
ANCTPUOBIOTOPCKON
C/EJIKN UCTNIAHCKOI0
OpeHa Ha UTanbsHCKON
TePPUTOPUN

W MOCAEAYIOLLEro
CIINSIHNS BYX KOMIAHWUA.

avmex

PDokKyc
Ha SUAVINEX

In3anH u cTpacTb:
oT Quaranta Settimane
K Suavinex ltalia

[ns Hallero HTEPBbIO Mbl BCTPETUNMCH C CUNbBU-
e HenpoTTn, pervoHanbHbIM MEHEKEPOM Suavinex
ViTanus, B wiTab-kBapTmpe Suavinex B MunaHe — ato
npviBnekaTenbHoe MynbTUYHKLMOHANbHOE CeMenHoe
NPOCTPaHCTBO, KOTOPOe 3apaboTano B Hos6pe 2017
roga v pacnonaraercq no agpecy Via Solari 11. B atom
»Ke 3AaHNK, KCTaTu, HaXoOAUTCA U 0PUC UTaNbSHCKOro
dpunmana komnaHum. Mel no3HakoMunucs ¢ Cunesreit
Ha BbicTaske Kind+Jugend B KénbHe B 2012 roay, koraa
oHa Oblna eMHCTBEHHbIM ANPEKTOPOM 1 OCHOBATENEM
ntTanbsiHckoro 6peraa Quaranta Settimane. O4eBnaHo,



and | realized that there was a number of issues in the baby
care business that was still outstanding. | won a competition
held by the Italian region Piedmont in order to promote un-
der 35 female entrepreneurship and the project was launched
thanks to a direct investment grant, based on just one product,
the patented Milk Shirt t-shirt, designed for breastfeeding in
public places. Almost immediately things started to evolve

in an unexpected way: in the beginning the main idea in the
business plan was to focus exclusively on e-commerce but
just six months later my partner at the time and | decided to
approach also the pharmacy channel. Looking for a distribu-
tor we contacted Montefarmaco OTC, a leading company in
the body care and wellness business in the pharmacy channel,
which understood that Quaranta Settimane’s innovative ide-
as promoted a new way to approach the pregnancy and baby
care business, with products that could complement their own
range”.

ANEW PARTNER

“Within one year since the start of the operations a 50
percent share of the company was purchased by Montefar-
maco, thus allowing us to become part of a well structured
reality, a leader in its target market, and to boost our growth
and organization creating our own headquarters, warehouse
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4YTO 3a NpoLleaLLne HECKOMBKO NET MPOU3OLLNIO HEMAO Bax-
HbIX coObITUI: «Bce Havanock ¢ Quaranta Settimane, npoekTa,
KOTOPSbIN A 3anycTuna, korga bbina 6epemMeHHa MoVM BTOPbIM
pebeHKOM, — B TOT MOMEHT 5t OTHETNIMBO YBMAENA, Kakne npo-
6nembl Ha3penu B MHOYCTPUM yXoAa 3a AeTbMU. A Bbirpana
KOHKYPC, MPOBOANMbIV UTANBAHCKMM PErMOHOM [TbeMOHT C
LieNbio MPOABMKEHUSA XXEHLLVH-NPeanpuHMaTenein B Bo3pacTe
£o 35 net, 1 NpoekT 6bI 3anyLeH 6narofapst MHBECTULMOH-
HOMY rpaHTy, oMHaHCKPYIOLLIEMY NMPOM3BOACTBO OAHOMO NMNLLb
npopykTa: 3anareHToBaHHoM oyTOONKM Ans KOPMIEHWS B 06-
LLIeCTBEHHbIX MecTax. [104Tn cpasy >ke CobbITUS Havanmn pas-
BMBATbCS HEOXKMAAHHBIM 00Pa30M: BHa4ane 0CHOBHOW vaeei
6un3Hec-nnaHa 6bin POKYC UCKMIOHNTENBHO Ha 3NEKTPOHHOM
KOMMEPLINW, HO BCErO Yepes LLIECTb MECSLIEB MOV ObIBLLMIA
napTHep v 9 peLunn onpoboBaTh TakXe KaHan NPOABYKEHNS
Yepes hapmMaLeBTMYecKre Komnanun. B nonckax gnctprbsio-
Topa Mbl ceazanvce ¢ Montefarmaco OTC, BeayLel komna-
HWern B obnacTtu yxoaa 3a Tenom u BenHec-6usHeca, kotopas
roHsna, 4To MHHOBaLMOHHbIE naev Quaranta Settimane mno-
MOTYT HalTN HOBbIN MyTb PA3BUTUS PblHKa TOBAPOB MO yXoay
3a AeTbMI 1 ANt 6epeMeHHbIX 1 PacLUMPAT MX COOCTBEHHbIN
ACCOPTUMEHT.

HOBBbI MAPTHEP

«B Te4eHve roga c MOMEHTa Havana CoBMECTHOM AesTenb-
HocTu koMnaHna Montefarmaco npuo6pena 50%-Hyto oo
Quaranta Settimane, 4To NO3BONMINO HaM CTaTb YaCTbIO XOPOLLIO
CTPYKTYPUPOBaHHOM pearnbHOCTU, NMMAEPOM Ha LIENEBOM PhIHKE,
a TaKkxKe yBeNMyMTb Hall POCT U YMCIO COTPYAHMKOB, CO3MaB
COBCTBEHHYIO LLITA6-KBAPTUPY, CKNAL 1 NOTUCTYKY, - MPOLOMKa-
eT HelpoTTu. — B nocnenytoLLme rofbl Mbl BKIKOYaN B NIMHENKY
HOBblE NPOAYKTbI, KOTOPbIE AOMKHbI ObIN COOTBETCTBOBATL
HaLLUMM BbICOKMM CTaHAAPTaM C TOYKM 3peHns ansariHa 1 doyHK-
LIMOHaNbHOCTW, TECTMPOBANM KX (4TO # YacTo Aenana cama,
Byny4n B TO BPEMS MATEPbIO ABONX O4EHb MaNEHbKNX AETE) U
pasBuBanv 1x BHYTpW komnanum. Ocoboe BHVMaHWe 6bIno yae-
NEHO VX 3CTETUHECKOV NMPUBNEKaTensHOCTH, LIBETaM 1 An3aliHy,
TUnn4HbIM Ans CesepHolt EBponbl. Halue nosuuvoHnpoBaHme Ha
PbIHKE ObIN0 HEMHOIO HULLIEBBIM, OAHAKO OHO ObIIIO0 OCHOBAHO Ha
NMPOAYKTax HOBOM KOHLIEMLMN — TaKMX Kak NopTaTuBHbI CTEPU-
nuaatop Duccio, koTopsblin Men 60MbLLOKN ycnex. HekoTopble 13
Takmnx NPoAyKToB GbI BMOCNEACTBIM CKOMMPOBaHbLI MHOTMMM
KOHKYpeHTaMu. XoTs Halum napTHepbl Montefarmaco nasanu
Ham MakcumMaribHyto cBoHoAy B BbIGOPE CBOErO MyTu, BCE e Obl-
110 04eBMAHO, YTO ANs Takoro 6peraa, kak Quaranta Settimane
kaHan, cbbiTa B KPYMHbIX MarasmHax AeTCKMX TOBapOB AOMHKEH
ObITb MPUOPUTETHBLIM HarnpasneHnem 1 Hanbonee 3PPEKTUBHbLIM
CnocoboM 3asBKTb O NoTeHurane ceoern Npoaykumn. MNprmepHo
B KOHLe 2009 roga Mbl co3aanv oTaen npofax — 60/bLUMHCTBO
13 TEX MEHEKEPOB PaboTaroT C HaMm 10 CKX NMOp — M NOAroTo-
BWNW BCE HEOOXOAMMbIE MAPKETUHIOBbIE Y KOMMYHUKALIMOHHbIE
WNHCTPYMEHTbI, KOTOPbIE HY>XHbI 19 CreLmnanv3npoBaHHbIX AeT-
CKUWX CynepmapkeToB. [of cnycTs Suavinex, koTopasi Hadana nc-
KaTb HOBbIE BO3MOXXHOCTH 3a PyOeXoM, nocymutana, YTo Ha uta-
NbSIHCKOM PbIHKE CyLLIECTBYET BbICOKUIA MOTEHUMan, U cBa3anach
CO MHOW, 4TOObI U3Y4KTb BO3MOXHOCTb JOBEPUTL HaM ANCTPMOY-
LIMIO CBOVIX MPOLYKTOBbIX NTMHEEK: Mbl ONPEfeneHHo Oblni B 3TOM
3aVHTepecoBaHbl, Tak Kak y Hac He 6bINo aMouUMiA pacLUMpKTL
Hall KaTanor, YToObl BKMOYUTL AETCKME BYThINOYKM, MyCThILLKM
1 Tak fanee. 310 6bIN0 HA4aIOM HaLLIEro aKCneprMeHTa ¢ 6peH-
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pecial attention was given to their aesthetic
appeal, with frequent references to

the essentiality and colour

range typical of Nothern Europe
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and logistics”, Neirotti continues. “In the following years we
included new products which had to meet our high standards
in terms of design and functionality, testing them (which I of-
ten did myself, being at that time a mother of two very young
children), and developing them inside the company. Special
attention was given to their aesthetic appeal, with frequent
references to the essentiality and colour range typical of No-
thern Europe. Our market positioning was a bit niche, how-
ever it was based on products of new conception — such as
the portable soother sterilizer Duccio, a big success — some

of which were copied by many competitors. Although our
Montefarmaco partners allowed us maximum freedom to fol-
low our path, it seemed evident that for a baby care brand like
Quaranta Settimane our presence in the baby store channel
was essential: indeed it should have been our priority channel,
being the most effective way to express our products’ poten-
tial and to achieve better distribution depth, while granting a
promotional drive. Around the end of 2009 we set up a sales
force — most of those sales agents still work with us — and

we prepared all the necessary marketing and communication
tools for the specialized baby stores. A year later, Suavinex,
which was starting to look for new opportunities abroad, reck-
oned there was high potential in the Italian market and con-
tacted me in order to explore the possibility to entrust us the
distribution of their product lines: we were definitely interest-
ed since we did not have the ambition to extend our catalog
to include baby bottles, soothers and so on. It was the start of
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[IOM, KOTOPbI Bblfl COBEPLLEHHO HEM3BECTEH B Tanuum, Ho yae-
nan 0coboe BHUMaHNe Ka4ecTsy (MX MPOU3BOACTBO XKECTKO KOH-
TponvpyeTcs Ha COBCTBEHHbIX 3aBOAAX, BCS LIeN0YKa — OT Cbipbsl
[10 KOHEYHOM NPOLYKLMM — OMMPAETCH Ha BHYTPEHHIOIO LIEMOYKY
NMOCTaBOK) U AV3aiHy.

«KEHUTbBA» BYX KOMMAHUNA

«/lcTopua Suavinex (6peHa NpYHaanNexnT kopnopawumm
Exclusivas Rimar, Vicnanusa, AnvkaHTe) He o4eHb OTM4aeTcs
oT uctopumn Quaranta Settimane, — rosoput Cunesus Henport-
™, — Obnagasa conuaHbIM OMbITOM B KOCMETUHECKOM 1 APYTUX
cekTopax npomsbitneHHocTy, B 1980 rogy Padbasns Jlybua,
Mpe3naeHT koMnaHum, OTKPbIN B ANnKaHTe 3aBof No Npous-
BOZCTBY MMMMEHNYECKMX NPOKNaaoK 1 candeTok, ¢ Lenbio 3a-
nycTUTb CTOPOHHNIA 6peHa. B 2005 rogy komnaHus, kotopas K
TOMY BPEMEHW NOHEMHOry Havana Nnpou3BoanTb CPeacTsa no
yxofly 3a AeTbMU1, MOHANA, Y4TO NPULLMNO BPEMS YIATU U3 CekTopa
abcopOUpYOLLIMX MPOKIAA0K 1 CKOHLEHTPUPOBATLCS Ha HO-
BOM MPOV3BOACTBE, C aMOVLMAMUN CTaTb OCHOBHbBIM UTPOKOM B
MHAYCTpuK yxofaa 3a aetbmu. Jo 2016 roaa, koraa 6biv cos-
[aHbl UTanbAHCKNIA 1 opaHLy3CKmin dounuansl, Nepsble LWaru
Suavinex no MHTepHauuoHanusauny 6binn caenaHbl Yepes
OMCTPUOLIOTOPOB. NocTeneHHO KoMNaHWs pa3suna ceTb 13
44 cTpaH Ha BCex KOHTUHEHTax, B TOM Y1CIe, B EBPOMNENCKMNX
WTanum (4epes Quaranta Settimane), ®parumn, Huoepnangax
1 lepmanun. Yto kacaetca Utanum, To «6pak» AByX KOMMNaHWiA
BO3HWK 13 TOW »Ke CTpacTu 1 aHTy3naama. CnvsHve, B pesysb-



our experiment with a brand that was
totally unknown in Italy but with a
very high profile both for the attention
to quality (their production being tight-
ly controlled in their own factories, of-
ten relying on an internal supply chain,
from the raw material to the final out-
put) and for the fashion aspect”.

MARRIAGE
OF TWO COMPANIES

The story behind Suavinex (a brand
of Exclusivas Rimar, from Alicante,
Spain) is not very different from that
of Quaranta Settimane, says Silvia
Neirotti: “With a solid experience in
cosmetics and other product sectors, in
1980 Rafael Lubian, President, opened
in Alicante a production plant of sani-
owels and napkins, with the aim
art a third-party manufacture of
disposable items. In 2005 the
pany, which had by then started to
ufacture small child-care products,
derstood that it was time to leave the
bsorbent pads sector and to concen-
trate on their new production, with the
ambition to become a major competitor
in the child-care industry. Until 2016,
the year when the Italian and French
branches were set up, Suavinex’ first
steps towards internalisation were
made through distributors, gradually
reaching 44 countries in all continents,
including Europe with Italy (through
Quaranta Settimane), France, the Neth-
erlands and Germany. Regarding Italy,
the marriage of the two companies
originated from the same passion and
enthusiasm. The merger which gave
birth in July 2016 to Suavinex Italia, of
which Exclusivas Rimar and Quaranta
Settimane are the shareholders, was
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TaTte koToporo B uone 2016 roga
nogsmnace Suavinex ltalia, akumoHe-
pamu KoTopon asnsatoTcs Exclusivas
Rimar n Quaranta Settimane, ctano
COBEPLLEHHO ECTECTBEHHbIM LLIArOM.
B cootBeTcTBUM C KOHCTUTYLMEN
nTanbAHCKOro domnmana 6bino peLle-
HO, 4TO K 2022 rogy 6peH Suavinex
OyneT BkntoyaTb B cebs BCe Npo-
OykTbl Quaranta Settimane, 4T06bI
n3bexxarb HepaLmnoHanbHOW TpaThbl
pecypcoB 1 Nony4nTb 6onee Lwn-
POKMI acCOPTUMEHT. [ecTBns no
CNUSHWIO Y)XKe HaYanuck: B fekabpe
2017 ropa ctepununzartop Duccio,
bnarogaps pectannvHry, npuobpen
XapakTepHblii Ans Suavinex BHeLL-
HWUI BU, UBETOBOE 0CDOPMIIEHNE 1
0BHOBNEHHbIE GOYHKLMK. OTO ByneT
NOCTENEHHbIN Nepexom, NOCNenHVM
3Tarnom KOToporo CTaHeT UHTerpaums
nuHerkn Nati Naturali — ycneLuHbin
NPOAYKT, LeNneson ayauTopuen Ko-
TOPOro ABNATCA YYyBCTBUTENbHbIE

K BOMPOCY 3KONOMMHYHOCTN NOTPEOU-
Tenn. B Vitanum y Hac HeT 6onbLUoro
LiTaTta COTPyAHNKOB, 1 BCe Nnepe-
MEeHbI AOSMKHbI MPOVICXOANTL Noche-
L0OBaTenbHo, Luar 3a Lwarom, 4Tobbl
He nepeycepacTBoBaTth. Mbl AOMKHbI
COCPEenOTOYNTLCS Ha TOM, YTOObI Bbl-
MOSTHNTL HAMEe4YeHHOE B YCTaHOBIEH-
Hble HaMW XXe CPOKM — Takasa TakTuka
Bcerfa ycnewuHo ang Hac padorana.
B HacToflLLee Bpemst Suavinex no-
HEMHOry OCBavBaeTCsi Ha a3vaTCKoM
pblHKe — Hanpumep, B Kutae, roe
nokasaarenu pocta no utoram 2017
rofa 661 3amMedaTenbHbIMU, Mbl
paboTaem 4epes ANCTPUOBLIOTOPOB,
HO NnaHvpyem ctaTb NOMHOUEHHbIM
dunmanom. OgHa n3 ocobeHHoCTeN
KUTaMCKOro pblHKa 3aknto4aeTcs

B TOM, YTO 34€Cb OYEeHb BbICOK MO-
TPEOUTENBCKMI CNPOC Ha CTEKNO
(Torga kak B Vitanum oH coctasnset
Tonbko 10%), a BOT €BPOMNENCKMiA No-
Kynartenb LEeHUT LUMPOKM BbIOGOP 1
npwvBnekarenbHbI An3arH, Tarerb-
HOe oKpalLVBaHMe Kaxaon netanu.

TBEHHbIMV NpeAnpuaTuaMi. Osa
OATCS B ANvIKaHTe, rae KoMmnaHus
; CBOIO WTa6-KBAPTUPY: OANH

/] MPOUBBOANT B OCHOBHOM By-
104KM /191 KOPMIIEHNS, MYCThILLKM
LernoYKu Ans HUX, APYroi COBCEM
HOBBI 3aBOA (OH BbIfT OTKPLIT B MPO-
LUMOM rofy) MPOM3BOAUT KOCMETHKY,
Tpetui, B CnoBakumn, 3aH1UMaeTcs
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Silvia Neirotti, born in Genoa
in 1972, graduated in Economics
and Business Administration from
Turin University. She started her
career in fashion, working for the
Valentino Uomo group as brand
manager of the coats lines, then
she moved to L’Oréal, where she
was marketing manager of the
Maybelline make-up brand for
four years. From 2004 to 2006
she cooperated with the Turin Or-
ganizing Committee of the Winter
Olympics for the marketing initi-
atives. In 2008 she launched the
child-care brand Quaranta Setti-
mane and since 2016 she manag-
es Suavinex Italia.

CunbBus Hevipottu pogmnace B
['eHye B 1972 rofy, OKOHYMna TypuH-
CKU yHUBEpCUTET 10 creyuarnbHoO-
CcTU «OKOHOMYMKA U1 yripaBneHve 6m3-
Hecom». OHa Ha4ana cBoK Kapbepy
B Moge, pabotas B Valentino Uomo
group bpeHa-MeHepKepom Harnpas-
JIEHUST «MarnbTO», 3aTeM repeLLna B
L’'Oreal, rge B TedeHne YeTbipex et
Oblria MEHEKePOM MO MapKeTUHrY
6peHna Maybelline make-up. C 2004
rno 2006 rog cotpynHuyana ¢ TypuH-
ckm OprkommuTeToM SumHmnx Onvm-
MUACKUX P 10 MapPKETUHIOBbIM
nHMymatmsam. B 2008 rony oHa 3a-
ryctuia 6peHs rno yxoay 3a AeTbMu
Quaranta Settimane, a ¢ 2016 roga
yrnpasnseT Suavinex ltalia.



a completely natural step. Following the constitution of the Ital-

ian branch, it was decided that by 2022 the Suavinex brand would
incorporate all Quaranta Settimane’s products, in order to avoid a
waste of resources and to obtain a more coherent package. Oper-
ations have already started: in December 2017 Duccio gained the
Suavinex look by means of a chromatic restyling and being also
updated in its functions. It will be a gradual transition which in its
last phase will involve the line Nati Naturali, a successful range of
products aimed at an eco-sensitive consumer. In Italy we don’t have
a large staff, it is necessary to take a step at a time; not overdoing
and focusing on what can be achieved within the deadlines we have
set ourselves has always being a rewarding policy for us. At present
Suavinex has a representative office in China — where the growth
rate in 2017 was remarkable — which is about to become a branch
in all respects and in other markets it continues to operate through
distributors. Asian countries are just starting to open up for Suav-
inex: Regarding China, one of the peculiarities is that the demand
is almost entirely for glass (whereas in Italy it is about 10 percent);
the “made in Europe’ look, the appealing multi-layered color on
each decoration and the wide selection are highly appreciated. The
group owns three manufacturing plants. Two are in Alicante, where
the company has its headquarters: one manufactures mainly feed-
ing bottles, soothers and chains, the other very new factory (it was
inaugurated last year) produces cosmetics; the third one, in Slova-
kia, deals exclusively with soothers. Moreover, Suavinex controls
various companies which supply plastics, silicone and other raw
materials. For Quaranta Settimane’s products we still rely on our
previous suppliers”.
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VNCKIIOYUTENBHO NyCThilkamn. Kpome Toro, Suavinex
KOHTPONMPYET pasnnyHble KOMNaHWM, NoCTaBstoLLNE
nnacTMaccesbl, CUMMKOH 1 Apyroe cbipbe. B nponssoa-
cTBe npoaykumn Quaranta Settimane Mbl, Kak v paHbLLe,
rionaraemcs Ha HaLMx NPEXHMX NMOCTaBLLUMKOB» .

LUMPOKWUA ACCOPTUMEHT
NPOAYKLNN SUAVINEX

«Kaxxgoe ceMencTso NPOAYKTOB CneayeT onpeae-
JIEHHOW KOHLIENUMK, — roBOpUT HempoTTH, — CyLLIeCTByeT
po3oBas 1 ronybas NMHWS ANa AeBoYeK N Manby1KoB,
Kaxk[asa 13 KoTopbix OOHOBNAETCA Yepes rod-asa c no-
MOLLIbIO HOBbIX TeM. B npeameTtax cepum «OcMbIcneHHas
XKM3Hb>» Mbl CMOMb3YeM Matepuanbl, UMUTUPYIOLLE
LEPEBO M TPUKOTAX, Y HAHOCUM Ha BYTbINOYKN AN KOPM-
NEHNA Pa3Hble NO3UTHBHbIE opasbl, YTOObI AENUTLCH
HaLLMMK LeHHocTaMu. B doeBpane Mbl npeanoxunv nu-
Heiiky Premium Couture, Ha KOTOpPYIO HaC BAOXHOBUM
aHTWYHbIE U3[ENNSA N3 30/10Ta: KPACHO-30M10Tas oKpacka
1 rPaBlopbl, KOTOPbIE Mbl HAHOCUM Ha Hacafku ans OyTbl-
NOYeK, roBOPAT NOTPEOUTENIO O TOM, Kakoe NPUCTabHOE
BHVIMaHMe Mbl yAensem Kakaow getanu (Takow Aekop
YHVIKaneH 1 TpyA0eMOK 1 MOXXET NoTpeboBaTh HECKONb-
KX MaLLMHHBIX Ornepauuii, 4To o3HavaeT 6onee BbICOKME
NPOV3BOACTBEHHbIE U3AEPXKKM). N5 9TOro cemencTsa,
KOTOpOE 0OHOBAAETCH Kaxkable ABa rofa, KNo4eBbIM
Marepuanom ABIAeTCa Nonnamma, To eCTb NIacTuk, Npo-
3pa4qHbIv Kak CTEKNO, HO KPEMKUM, Kak NomvnponuieH.



here is the Pink and
Blue line, for girls and

| D

SUAVINEX’ BROAD RANGE OF PRODUCTS

Each product family follows a particular concept, says Neirotti:
“There is the Pink and Blue line, for girls and boys, which is re-
newed every one or two years with the introduction of new themes.
The Meaningful Life is in some way the collection of the tradition
—not for its decorations but for the materials, which recall the kind
of products that have always been associated with birth — in which
we use glass, clips made in wood-like and tricot-effect materials;
we use it to communicate our positive values in the phrases printed
on the feeding bottles. In February we proposed the Premium Cou-
ture line, inspired by antique gold works using red gold colouring
and engravings on the feeding bottles’ caps, which shows the high
attention we put on every detail (such decorations are very unique
and difficult to obtain and require several machine operations,
which means higher industrial costs); for this family, which is re-
newed every two years, the key material is polyamide, i.e. a plastic
as transparent as glass but as sturdy as polypropylene.

“These are the three thematic lines. Then there are the ones we
call prét-a-porter: the Anatomical collection may have up to three-
four different design themes that change every year and a half; at
present we are on the market with the Indians, the small dinosaurs,
the circus and the panda. One of the in-and-out collections — those
we create according to the season or to particular occasions and
trends — we launched last May is In The Sea, a summer collection
based on a sea theme, very well received in our country. The one
shot collection, which may last up to nine months, is a sort of lim-
ited edition but gives the retailer enough time to re-stock the store.
Suavinex’ wide offer allows the retailer to choose on the basis of
his own customers’ requirements, between anatomical or physio-
logical teats, either latex or silicone, and between different capaci-
ties (our biggest one is 370 ml, that is the highest capacities on the
market); at the same time, stores with big enough space can offer
a very attractive overall glance of their selection because when the
products are displayed carefully it is immediately perceived how
they can be easily coordinated, creating a total look that helps sales.
Finally, I announce that we are about to launch an infant and mater-
nity cosmetic line”.

Daniele Caroli
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boys, which is renewed
every one or two years
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370 TP Tematnyeckume nuHenkn. CyLlecTByeT Takke
NIMHENKa, KOTOPYIO Mbl Ha3blBaeM pret-a-porter: aHato-
MUYecKas KONMeKLUMs MOXXET MMETb A0 Tpex-4eTblpex
pa3nnYHbIX TEM, KOTOPbIE MEHSIOTCS Kaxkable nonTopa
rofa; B HacTosiLLiee BPeMs Mbl MPUCYTCTBYEM Ha PbIHKE
C M300paXKEHNSIMU UHAENLEB, MaNeHbKUMN ANHO3aBpa-
MU, UMPKOM 1 naHaoi. OaHy 13 konnekumin in-and-out,
KOTOpble Mbl CO3JaeM B COOTBETCTBUM C CE30HOM WK
KOHKPETHbIMY COBBITUSMU 1 TEHAEHUMSMMU, Mbl 3aryC-
TUNW B Mae NPOLUNOro rofa. OTy NETHIOK KOMNEKLUMIO,
OCHOBAaHHYIO Ha MOPCKOW TEME, 04eHb XOPOLLIO MPUHSANN
B Hawlel ctpaHe. Konnekumsa One shot, koTopas npea-
HasHa4eHa Ans geTein o AeBsTU MecsLEeB, BbimyCcKaeTCs
OrpaHn4eHHbIM TUPaXKoM, HO AaeT PO3HNYHOMY TOProB-
LIy OCTaTO4YHO BPEMEHM A1 MOBTOPHOrO MNOMOHEHMA
ToBapa Ha cknage. Lnpokoe npegnoxerne Suavinex
NMo3BONSET peTernepy BbibnpaTb Mexay aHaToMN4ecKm-
MU U PUBNONOTMHECKUMIN COCKaMM, NaTEKCHbIMU UM
CUIMKOHOBbIMU, @ TakKe Mexay PasnnyHbIMUY eMKOCTS-
MK (Hawa camasn 6onbluas eMkocTb cocTaBnsgeT 370 mi,
TO €CTb 3TO CaMas BblCOKas EMKOCTb Ha pbIHKE). B TO
»Ke BpeMsi MarasyHbl C 4OCTaTo4HO 60MbLIOK NnoLLaasio
MOTYT NPEeAnoXnTb O4EHb NPUBIIEKATENBHYIO BbIKNAKY,
cospfasasi 06LLMM BMA, KOTOPbIM NoMoraeT npogaxam. U,
HakoHeLl, A 06bABNSAO, YTO Mbl COOMpPaeMcs 3anyCcTuTb
KOCMETUYECKYIO NIMHNIO AN HOBOPOXXAEHHbIX 1 6epe-
MEHHbIX> .

Larnans Kaponu
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DECLINING BIRTH RATES AFFEC

THE PRAM INDUSTRY IN EUROPE

Despite the positive impact of migration in Europe, birth rates
are declining and complicating conditions in the baby products
market. The pram industry, which dropped 0.3% last year in the
Top 7 Markets in Europe, is also not protected from to this trend.
Even up to 2021 this downward tendency will not change (-0.3%
annually), as a recent study by Interconnection Consulting shows.

While sales of the industry are declining, a further increase in
turnover is expected. The reason for this is the increasing customer
preference for comfortable and higher quality systems. For your own
children, only the best is good enough. By 2021, turnover is expected
to grow at a steady rate of 1.6% annually and thus total value of the
market in Germany, Italy, Spain, Great Britain, France, Benelux and
the Nordic countries will reach more than than million euros.

Especially the category of strollers under 100 Euro is losing
heavily in shares. In contrast, the high-end segments recorded rela-
tively strong share gains. In 2017, the share of strollers and buggies
with price higher than 250 euros was 54.7%. This value should
continue to rise in the next few years. The share of the price catego-
ry between 100 and 250 euros remains relatively constant. Comfort
is the product group with the largest share (37.8%) and remains
stable. This category is followed by the buggies with 31.7% market
share. Classic prams are traditionally more popular in Germany and
the Nordic countries. However, the market shares show a clear de-
clining trend of this product group.

Sales via online channels are increasing year by year and have
now reached a share of 19.3%. Nevertheless, due to the increased
interest in quality, specialized dealers have regained ground and
gained market shares in recent years, currently holding 42.5%.
Sales through boutiques and the mass market will decline in the
long term. The top 10 companies control 43.2% of total market.
“The stroller market is very dynamic because new innovative mod-
els are rapidly changing the market share of suppliers and relatively
new brands are quickly gaining recognition,” explains Stefano Ar-
mandi, author of the Interconnection Consulting study. Three of the
largest companies are Artsana, Bugaboo and Dorel.
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CHWXEHUE
POXOAAEMOCTW BNUAET
HA PbIHOK JETCKUX
KOJIICOK B EBPOIE

HecmoTps Ha NONOXUTENbHOE BAVSIHWE MUrpaLvn B
EBpone, ypoBeHb POXKAAEMOCTU CHKAETCS U YCNOXK-
HAET YCMNOBUA Ha PblHKE AETCKMX TOBapoB. VHOycTpua
LETCKMX KOMACOK, KOTOpas B MPOLLMIOM roAy ynana Ha
0,3% Ha TOn-7 pbiHKOB EBpOMbI, TaKXe He 3allmieHa
OT 3TOV TeHAeHUmn. Kak nokasbiBaeT HeflaBHee uC-
cneposarve Interconnection Consulting, ata cutyaumsa
He n3meHuTCs BnnoTh Ao 2021 roaa (CHWxerve bynet
npopomkartsca Ha 0,3% exerofHo). B To Bpems kak
NPOAaXM OTPACN CHUXKAIOTCS, OKMAaeTCa AanbHen-
Lee yBenu4eHne obopoTa. MNpuyrHoN aToro senseTcs
yYallaoLnircs Bel6op KNMEHTOB B Nonb3y 6onee ynoob-
HbIX 1 KQ4E€CTBEHHbIX CUCTEM. [ns CBOMX COOCTBEHHbIX
AeTel Mbl BbIOMpaeM UckNo4MTensHo nyywee. Oxnaa-
eTcs, 410 K 2021 rogy o6opoT 6yaeT cTabunsHO pacTu
Ha 1,6% eXerofHo, 1 NoaTomy obLLas CTOMMOCTb PbIH-
ka B epmanHun, Ntanuu, Vicnanum, BennkobputaHuu,
®paHumn, bennntokce 1 ctpaHax CeBepHoit EBponbl
LOCTUrHeT 6onee MUNVOHa eBpPO.

CunbHO TepseT B akUMsaxX raBHbIM 06pa3om KaTero-
PUYA NPOrynoYHbIX KONACOK CTOMMOCTbLO 40 100 eBpo.

1 HanpoTuB — cerMeHTbl AOPOrX TOBAPOB 3adonKCH-
poBann OTHOCUTENBHO BbICOKYIO JOMO akumn. B 2017
rogy A0Ns NPOrynoYHbIX 1 60MbLLIMX KONACOK C LEHOM
Bbille 250 eBpo cocTasnana 54,7%. OTOT CEerMeHT, no-
BMAVMOMY, MPOAOSIKUT pacTu B GnvKanLve HECKObKO
net. donsa ueHosow kateropun ot 100 go 250 eBpo ocTa-
eTCA OTHOCKTENbHO NOCTOAHHOW. KoMdbopT — 370 rpynna
NpPOAYKTOB C HanbornblLUel foner Ha pbiHke (37,8%), oHa
ocTaeTcd cTabunbHOW. 3a 3TOW Kateropuer cneagyer Ka-
TEropust KNaccu4eckKyx KOACOK ¢ Aonen pbiHka 31,7%.
Knaccuyeckre Konsicku TpaamumMoHHo 6onee nonynsp-
Hbl B lfepmanuun 1 cTparHax CeepHort EBponbl. Tem He
MEHee, PbIHOYHbIE AONV AEMOHCTPUPYIOT YETKYIO TEH-
AEHUMIO K CHYDKEHWMIO MPOAaXK 3TOM rpynnbl MPOAYKTOB.

[Mpopaxu Yepes MHTEpPHEeT-KaHanbl PacTyT C KaxabIM
rogom u Tenepb gocturatoT 19,3%. Tem He MeHee 13-3a
MOBbILLEHHOrO MHTEPECA K KA4eCTBY Cneumanmanpo-
BaHHbIE AMnepbl B NOCNEAHVE rOfbl BOCCTAHOBUIV CBOM
NO3VLMM 1 YBENVNHMAW CBOIO A0SO PbiHKa, B HACTOsLLEE
BpeMsi 3aHMMast 42,5%. MNpopaxu HYepes OyTUKM 1 Macco-
BbIVl PbIHOK B JONTOCPOYHOWN MEPCeKTBE COKPATATCS.
Ton-10 koMnanu kKoHTPoVPYIOT 43,2% BCEro pbiHKa.
«PBIHOK KOMACOK 04eHb AVHaMNYEH, MOTOMY YTO HOBbIE
MHHOBaLWOHHbIE MOAeNy BbICTPO MEHAOT PbIHOYHYIO
[OJ0 NOCTaBLLMKOB, & OTHOCUTENbHO HOBbIE OPEHAbI
ObICTPO 3aBOEBLIBAIOT NMPU3HaHKEe», — 0bbsicHaeT CTe-
dhaHo ApmaHaum, aBTop nccneaoBaHns Interconnection
Consulting. Tpy KpynHenLLE KOMNaHUM Ha 3TOM PbIHKe —
a9T0 KOoMnaHum Artsana, Bugaboo v Dorel.
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NPOOAXU
NETCKUX TOBAPOB
B CLLUA PACTYT HA 3%

o

CornacHo nccnepoBaHuio «2018 Baby Products» («[deTckue
ToBapbl — 2018»), npoBeaeHHoOMy komnanmert TABS Analytics, npo-

naxu NpoaykToB Ana aetel B CLUA Bbipocnmn Ha 3% No cpaBHeHuio

U.S. baby products purchasing rebounded, growing C npoLunbIM roaoM. COrmacHo eXeroaHoMy 1CCNenoBaHmnio pbiHka
three percent compared to last year, according to TABS [ETCKIX TOBAPOB, YBENMYEHME NOKYMOK MIOALMU C 60Nee HU3KUM
Analytics’ 2018 Baby Products Study. According to the noxopom (MeHee 50 000 ponnapos CLIA) 661110 OAHOM M3 NPUHMH
annual baby products study, an increase in purchasing cTabunuaaumn. B MccrneaoBaHumM roBOPUTCS, YTO Takke BbIpOCU
from the lower income brackets (under $50,000) was a NOKYMKW, COBEpLUaEMble NOXMMLIMY MI0ALMY, 0COBEHHO B BO3pacTe
part of the reason for stabilization. The study says that oT 65 no 74 ner.
purchasing also grew for older households, particularly Viccnepnosarivie TABS 0 AeTCKX MPOayKTax, NPOBENEHHOE B MapTe
those ages 65 to 74. 2018 ropa BmecTe ¢ Toluna, uay4unno 2000 noTpebutene B Bo3pacTe

The TABS Baby Products Study, conducted in March oT 18 00 75 NneT ¢ pasHbIMU reorpadUHECKUMU 1 AEMOrPatOUHECKIMI
2018 with Toluna, surveyed 2,000 geographically and [aHHbIMU. B UccnenosaHiv Gbinv NpoaHananpoBaHsl CXeMbl MPo-
demographically dispersed consumers between the ages Liecca NproBbpeTeHs TOBAPOB NOKYNATENAMI, OCHOBHOE BHVIMAaHME
of 18 and 75. The study analyzed the outlet shopping YAENANOChH COMOCTABNEHUIO OHNAlH- 1 OchnaliH-MarasvHoB, a Takke
patterns of the buyers, with a focus on comparing online aHanmMay Takvx KaHanos cobita, kak Toys ‘R’ Us v Babies ‘R’ Us.
to brick-and-mortar, and measured non-tracked channels B 1ccnenosaHny NpoaHanmanpoBaHbl LECTb OCHOBHbIX KaTero-
such as Toys ‘R’ Us and Babies ‘R’ Us. pU NPOAYKTOB ANS MNaAeHLEs 1 feTelt: 1) AeTCKre aBTokpecna

The study analyzed six major infant and baby needs NPOAYKTbI AN 6€30MaCHOCTM (AaBTOMOBUNBHBIE KPEcsa, KONACKM,
product categories: 1) baby seat and safety products (car YCTPONCTBA 51 HABMIOAEH NS 3a PEBEHKOM); 2) AETCKOoe NTaHue
seats, strollers, baby monitoring devices); 2) baby feed- (HaLuKm, ByToINKK, Tapenki); 3) NOAry3HUKM 1 akceccyapsl; 4) aet-
ing (cups, bottles, plates); 3) diapers and accessories; 4) CKUe cMecy, 5) AeTCKoe NuTaHue; 1 6) NoTpeGHOCTY pebeHka (no-
baby formula, 5) baby food; and 6) baby needs (pow- POLLKM, Maau, TOCLOHbI).
ders, ointments, lotions). Ha BebvHape, NpoBeeHHOM B pamMkax UCCNEeAoBaHns, 06Cyx-

The webinar included a discussion of the recent clo- [anoch HefaBHee 3akpbiTve MaraanHos Toys'R'Us/ Babies’R'Us 1
sure of Toys ‘R’ Us/Babies ‘R’ Us and what that might TO, KaK 3TO OTPA3UTCA Ha NOKyMNKax B JaHHoM kateropuun. CornacHo
do to purchasing in the category. According to the study, MCCNEenoBaHMIo, TONMBKO OKOMO 25% nokynaTenei NprobpeTaioT To-
only about 25 percent of buyers purchase at either re- Bapbl B 9TWX MaraauHax, npudem 80% MoKynok Takmx nokynarenemn
tailer and of those buyers, 80 percent of their transac- coBeplLUaeTca B APYyrviX MarasuHax. MiccnegosaHue npeanonaraer,
tions were done in other channels. The study suggests 4TO Npofaxy ByAyT NepexoamnTh B NPONOBONLCTBEHHbIE, (hapMaLes-
that sales will shift toward food, drug, club, and dollar TUYECKME, KNYBHble MarasviHbl, MarasuHbl ¢ (OUKCUPOBAHHOM LIEHON,
stores, giving these retailers an opportunity to enhance NPenoCTaBnsAs TakvM peTeiiepam BOSMOXHOCTb PACLLMPUTL CBOW
their assortment in key category segments. acCOPTVIMEHT B CErMeHTax KIlo4eBbIX KaTeropuii.

The baby industry’s ‘Big 4’ (Walmart, Target, Am- Ha nonio «6onbLLOi YeTBepKY» AeTCKo HAyCTpun (Walmart,
azon, and Toys ‘R’ Us/Babies ‘R’ Us) account for Target, Amazon u Toys'R'Us/Babies’'R’'Us) npuxoautcsa scero ot 50
only 50 to 55 percent of all transactions. Club, food, [0 55% BCex TpaHaaKUmiA. Y KiyGHbIX, MPOAOBOSLCTBEHHbIX Mara-
and dollar stores all have meaningful contributions, 3VIHOB M MarasvHoB C VKCUPOBAHHOM LIEHOW €CTb 3Ha4MMas OONS,
the study says, especially among non-edible items. FOBOPMWTCA B UCCNENOBaHNM, OCOBEHHO CPEeaM HEMPOAOBONLCTBEH-
Other specialty outlets such as Marshall’s or TJ Maxx HbIX TOBAPOB. [lpyrie cneuyanvanpoBaHHbIe MaraauHbl, Takme Kak
showed meaningful sales. Marshall nnn TJ Maxx, nokasanu BbICOKME MPOAaXH.

E-commerce’s share of outlet purchases grew for four Jlons GNeKTPOHHOM KOMMEPLIMM B MOKYMKax BbIPOCNA B YEThIPEX
out of the six baby care categories. Diapers and baby V3 LLIECTU KaTeropuii yxoaa 3a pebeHKkoM. Mpoaai Noary3HUKoBs 1
formula both saw 0.6 percentage point declines. Baby [ETCKMX CMEecel CHUaUNKCh Ha 0,6%. MNpofaxy AEeTCKOro NUTaHMs
food saw a 3.9 percentage point increase. BbIpociu Ha 3,9%.

The larger types within the diaper segment, such as Borblumne MofKaTeropumn B CErMeHTe MOAry3HUKOB, Tak1e Kak car-
wipes and disposable diapers, saw penetration gains. Ba- PETKU 1 OAHOPA3OBbIE MOATY3HKM, NMOKA3anu 3HAYUTENbHbIA POCT.
by wipes grew from 14.4 percent to 15.3 percent and dis- Mpopaxw [eTckux candeTok Beipociv ¢ 14,4% 1o 15,3%, a oaHo-
posable diapers grew from 12.1 percent to 14.2 percent. PasoBbIX MOAry3HWKOB — ¢ 12,1% 10 14,2%. B pamkax kareropum
Within the safety category, penetration was roughly flat 6€30MaCcHOCTM CYLLIECTBEHHbIX 3MEHEHUI MO CpaBHeHio ¢ 2017
compared to 2017, the study said. Strollers grew from 6.4 FOAOM He 6bINo, FOBOPUTCH B MCCNEA0BaHN. Npogaxku NporynoUHbIx
percent to 6.9 percent, but potty seats declined from 5.5 KOMACOK BbIPOCIN C 6,4% 10 6,9%, & BOT NPOAAXKM MOPLIKOB CHUSM-
percent to 4.7 percent in penetration, the study said. nucs ¢ 5,5% no 4,7%.
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BRITISH STUD

OF SUDDEN UNEXPECTED
INFANT DEATHS

For the first time in England, a study has been conduct-
ed of official investigations of unexpected infant deaths. The
research, “Qualitative analysis of serious case reviews into
unexpected infant deaths”, was conducted by academics at
the University of Warwick who aimed to develop a detailed
understanding of the circumstances of sudden unexpected
death in infancy (SUDI) cases subject to serious case review.

The team led by Dr Joanna Garstang from the Division
of Mental Health and Wellbeing, Warwick Medical School
found that most SUDI cases occurred in hazardous sleep
environments and are potentially preventable. They also
found that they occurred in families well-known to servic-
es with concerns about neglect, substance misuse and poor
engagement.

Sudden unexpected death in infancy (SUDI) remains a sig-
nificant problem with around 300400 SUDI cases annually in
England and Wales. SUDI is defined as the sudden and unex-
plained death of an infant that had not been considered as a rea-
sonable possibility in the previous 48 hours.

The cause of death remains unexplained in approximately
two-thirds of SUDI cases and these are often categorised as
sudden infant death syndrome (SIDS). Potentially modifia-
ble risk factors for SIDS are well established including pa-
rental smoking, the infant sleeping face-down or on its side
sleeping, and co-sleeping with a parent who has consumed
alcohol or drugs. However SIDS has declined dramatically
since the 1990s following safe sleep campaigns and now oc-
curs largely in association with social deprivation and mod-
ifiable risk factors.

Jenny Ward, Director of Services at The Lullaby Trust
commented: “We welcome this study, which demonstrates the
urgent need to ensure safer sleep advice reaches all parents
and carers, particularly vulnerable families where extra sup-
port is often most needed. While reaching vulnerable parents
can be challenging, the study shows that it could ultimately
save babies’ lives.”

BPUTAHCKOE UCCJIEOBAHUE
0 BHE3AIMHbIX JETCKUX
CMEPTAX

Brepeble B AHMuK 66110 NPOBEAEHO UCCNeoBaHNe ourumans-
HbIX paccnefoBaHuli BHe3anHbIxX AeTCKnx cMepTeld. ViccnegoBaqne
«Ka4eCTBEHHbIN aHanM3 onncaHnii Cepbe3HbIX Crly4aes HeNpensu-
LEHHOM CMepTU MNaaeHLEB» ObINO MPOBEAEHO YYEeHbIMU N3 YHUBEP-
cuTeTa YopBurKa, KOTOPblE, OCHOBBIBASICH HA OMUCAHWAX CePbE3HbIX
cny4aeB, CTPEMUIMCH NONYYNTh feTanbHoe 0ObACHEHME 06CTOS-
TeNbCTB BHE3AMHOW 1 HeoXmaaHHo cMepTn aeten (BHCH).

KomaHpa Bo rmase ¢ gokTopoM [hkoaHHon MapcTaHr n3 Otaene-
HUSI MCUXMYECKOro 340P0Bbs 1 6narononyyvs MeavUMHCKOM LLKOSbI
YopsuKka y3Hana, 41o 60nbLIMHCTBO cnyvae BHC nponzowinu ns-
3a OMaCHbIX YCNOBUI CHA M YTO TaKme CryYan MOXXHO NOTEHUMAIbHO
npenotepaTtuTb. OHU Takxe 0OHAPYXXUK, YTO 3TK CrlyYan CMepTU NMpo-
N30LLMN B CEMbSIX, XOPOLLO U3BECTHbIX Cryx6am AeTcKkoin 6e3Han3op-
HOCTbIO, 3M0ynoTpebneHnemM HapKoTUKamm 1 MNOXMMM OTHOLLIEHWUAMM
B ceMbe. BHe3anHaa HeoxwuaaHHas cMepTb B paHHeM aetcTee (BHCL)
Mo-NPEXXHEMY OCTAeTCs CePbe3HON NPOONEMON, E)KEr0AHO HACHUTLIBA-
etcs npumepHo 300-400 nogobHbix cnyvaeB. BHCL onpepenseTtcs kak
BHe3anHas 1 HeoObsiCHMMas CMepTb MNafeHLa, KoTopas He cHiTanach
BO3MOXXHOW B NpefblayLime 48 4acos.

MpuyrHa cMepTU ocTaeTcs HeOObACHUMON MPUMEPHO B ABYX TRETSAX
cnyvaeB BHC[, oHn YacTo knaccuduumpyoTcs Kak CUHOPOM BHe3an-
HOW MnageH4Yecko cmepTn. MoTeHumansHo dhakTopsl pycka nogo6-
HbIX CMy4aeB MOryT ObiTb Pa3HbIMUM, HO OHN XOPOLLIO U3BECTHbI: 3TO B
TOM YUCIe POAMTENBCKOE KypPEeHWe, COH MnafeHua NULOM BHU3 Unu Ha
00Ky, COH C poanTenem, ynoTpebmBLLMM ankoronb 1nu Hapkotnku. Op-
Hako 4mcno cnyyvaeB BHC[ pesko cokpaTunock ¢ 1990-x rofoB nocne
NPOBEAEHNS CoLManbHbIX KaMnaHuii, pacckasblBatoLLyx 06 YCNoBUSsX
6€e30MacHOro cHa, 1 B HaCTOSILLIEE BPEMS OHU BO3HUKAIOT B OCHOBHOM
B CBA3W C coumarnibHoM aenpusaumen n opyrumm dpaktopamn pucka.
[bxeHHn Yopa, ampekTtop cnyx6bl The Lullaby Trust, npokoMMeHTVpo-
Bana: «Mbl pafbl, 4TO ObINO NPOBEAEHO Takoe UCCNeaoBaHe, KOTOpoe
LOEMOHCTPUPYET HACYLLHYO HEOOXOAMMOCTL 06ECNEeYeHNs KOHCY Tb-
TVPOBaHWS POAMTENEN 1 ONEKYHOB NO BOMpocam 6e30MacHoro cHa,
0C0BEHHO Tex cemelt, rae vallle Bcero TpebyeTcsa AononHUTensbHas
noagep>kka. Xots 4OCTYN K TaKUM POAUTENSIM MOXKET ObITb CIOXHbIM,
1CCneaoBaHne NoKasbiBaeT, YTO B KOHEYHOM UTOre 3TO MOXKET CnacTu
XKM3Hb MNIaAEHLIEB> .

UK: BIRTHRATE FALLS

The latest figures for England and Wales show
a significant decrease in the number of babies born
in 2017. With 679,106 live births in 2017, this is a
decrease of 2.5% from 2016 and the lowest number
of live births since 2006.

The total fertility rate is now 1.76 children per
woman, falling in every age group except for wom-
en over 40 where it increased slightly — the high-
est level since 1949! The average age of mothers is
now 30.5 — it was 26.4 in 1974.

The good news is that the rate of still births has

BEJINKOBPUTAHUSA:
NAAEHWUE POXAEMOCTH

dropped to a record low.

[MocnepgHne gaHHbIe MoKasblBa-
0T 3HAYNTENbHOE CHWKEHME Y1cna
HOBOPOXAEHHbIX B AHMIUU 1 Yarb-
ce B 2017 rogy. B 2017 rogy 6bino
3apervcTpumposaHo 679 106 HoBoO-
POXAEHHbBIX, YTO Ha 2,5% HWXe no-
kazarenen 2016 roga, 1 9To camble
HN3KMe nokazatenn ¢ 2006 roga.

O6WMI KO3PDUUMEHT pOXXaa-
EMOCTM B HaCTosILLiee BPEMS CO-
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cTaBnseT 1,76 pebeHka Ha oHY
YKEHLLMHY, B K&XXAO0W BO3pPacTHOM
rpynne, 3a UCKMoYEeHNEM XKEHLLIH
cTapLle 40 neT, rae OH HeCKOJbKO
YBENNYNIICA — CaMblil BbICOKUM MO-
kazatenb ¢ 1949 roga! CpepHun
BO3PAcCT Marepen Ha CerofHs —
30,5 ropa, Torga kak B 1974 rogy
OH cocTaBnan 26,4 ropa.
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AGNE KUZMICKAITE
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tutis

Limited collection Aero Tutis x Agne Kuzmickaite
is an excellent combination of comfort, luxury and exclusive design of haute
couture that turns the baby stroller into a stylish and functional accessory.

Y€ +370 609 64123 Y€ support@tutis.It ¥ www.tutis.It
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