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We introduced the first issue
of Parents’ Choice to many inter-
national nursery business profes-
sionals whom we met at the trade
fairs in Cologne, Moscow and
Shanghai, between September and
October, and the reactions were
very positive.

The aim of the project that I
have shared with publisher Tatian
Butskaya has been understood
and appreciated: making specialist
communication among the nurs-
ery markets of Western Europe and
Russia easier. In fact, however, the
scope of the magazine is even larger
since the use of both English and
Russian for all the contents means it
can be read all over Europe and far-
ther off to Asia.

Accordingly, we are putting
special care in the selection of the
articles and pieces of news, knowing
that they should result of interest to
people of different languages, social
backgrounds, cultures and climatic
conditions, even if the main target

In this issue of Parents’ Choice,
Daniele Caroli reports from Cologne
(Kind + Jugend) and Shanghai
(China Kids Expo) and interviews
Mauro Barban, sales executive of

Llnglesina.

B sT0M BbIMyCKe )KypHana
Parents’ Choice Jlanuane Kaponu
NpEJCTAaB/IAET ABTOPCKUE OTYEThI
u3 Kenpha (Kind + Jugend) u
Illanxas (China Kids Expo) u
uHTepBHIO ¢ Maypo bapbanom,
VCIIOTHUTEIbHBIM AUPEKTOPOM

Llnglesina

likes

Project

is the Russian nursery business.
Although this may appear to be a
difficult and ambitious task, in re-
ality we are finding that the world
of parenting is a rather small one
where the consumers’ needs and
behaviours are very similar and that
most of the solutions proposed by
the industry are well received across
the borders.

Moreover, in the last few years
the Internet, smart phones and so-
cial media have changed the con-
sumer’s approach to nursery prod-
ucts as well, so that local brands
have become international, start-
ups have been able to compete with
established companies and regional
styles and tastes have found accept-
ance in other countries. In such a
changing scenario, with the support
of our readership we feel Parents’
Choice can position itself as a voice
worth listening to.

Daniele Caroli
Editor-in-Chief

MHoOro
«JTANKOB»
Halemy rnpoeKTy

B ceHTAbpe-okTAGpe 2018 roga mbl npeg-
CTaBUNU NepPBbIN BbIMYCK XXypHana Parents’
Choice mexpyHapofHOMy 613Hec-coobLue-
CTBY B UHAYCTPUW JETCTBA Ha BbICTaBKax B
KenbHe, Mockge n LLlaHxae, n peakuus bbina
oyeHb No3uTrBHOW. Llenb npoekTa, kKoTopon
Mbl Clleflyem BMecTe C 13faTenem xypHana
TaTbsAHOM ByuKoii, Gbina 03ByYeHa 1 BOC-
NPUHATA C BOOAYLIEBNIEHNEM: Mbl XOTUM
YyNpOCTUTb KOMMYHUKaLMIO CNeLanncToB
pbiHKa TOBapoB Ansa geten EBponbl n Poccun.
Mo dakTy, UMeHHO nybnuKauua MaTepuanos
KaK Ha PyCCKOM, Tak 1 Ha aHIIMNCKOM A3blKax
no3BoNAeT OXBaTUTb GONbLUYIO0 ayAUTOPNIO.
3T0 03HauaeT, YTo XypHan byayT untatb No
BCcel EBpone v Mbl MOXXeM NpoABUraTb ero
nanblue, B A3uto.

CooTBeTCTBEHHO, Mbl yAensem ocoboe
BHMUMaHVe BbIGOPY CTaTeil Y HOBOCTHbIX MaTe-
pUanoB., 3Has, UTO OHW AOJXKHbI NPEACTaBNATb
WHTEPEC AN Nofel pasHbIX A3bIKOB, COLN-
anbHOrO MONOXEHWA, KYNbTYp 1 KNuMaTuye-
CKUX YCIIOBUI, AaXke eC/IN OCHOBHOW TeMO
ABNAETCA POCCUNCKUI BU3HEC TOBApPOB AJiA
neTein. XoTa 3TO MOXKET NoKa3aTbCA CIOKHON
1 aMBVLMO3HO 3ajauell, Ha CaMOM [iene Mbl
cynTaem, YTo MUP POAWTENBCTBA ABMAETCA
[IOBOJIbHO €MKUM, MOTPEOHOCTH 11 MOBEAEHME
noTpebuTenei oueHb CXOXN, a OONbLUNHCTBO
npepasiaraembix B OTPAC/V PELIEHUI OAVIHa-
KOBO XOpOLUO paboTatoT Ans pogutenei n3
pasHbIX CTpaH.

bonee Toro, 3a nocnefHne HECKONbKO NeT
WHTepHeT, cMapThOHbI 11 coLnanbHble CETH 13-
MEHWNN NOAXOA noTpebuTtenei K npogyKTam
L)1 YXO[Aa 3a feTbMU, TaK YTO MeCTHble bpeHabl
CTanu MeXayHapoAHbIMY, CTapTarbl CMOF/N
KOHKYpPMPOBaTb C NPM3HAHHBIMW KOMMAHWAMM,
a NIoKanbHble CTUAN 1 BKYCbl HALWNW NPU3HaHMe
B [pyrux cTpaHax. B Takon gnHamnyHo meHs-
loLLEeliCA MOBECTKE, MPU NOAAEPKKE HALLUX
yuTatenein, Mbl UyBCTBYeMm, Uto Parents’ Choice
MO>ET NMO3MLOHMPOBaTh Cebs Kak rosoc, 3a-
CNYyKMBAOLLMIA BHUMAHWA.

Hanusne Kaponu,
2/1a8HbIl pedakmop



Mwup feTckmnx ToBapoB MOCTOAHHO Pa3BMBAETCA, U TOT, KTO
XOYeT 6bITb NPOdECCMOHANOM Ha STOM PbIHKe, JOMKEH ClnefuTb
3a TEHAEHLMUAMY He TONbKO B CBOel TeMe. Hao nMeTb WnpoKni
Kpyro3op, NOTOMy YTO HEBO3MOXHO NpefAcka3aTb, B Kakor obna-
CTV NOABUTCA HOBaA pa3paboTka, KOTopasa CMOXKET KapAMHanbHO
M3MeHUTb TBOW NpoAyKT. Cenyac Bce AeTcKmne ToBapbl CTaHOBATCA
MyNbTUPYHKLMOHaNbHbIMW. COBPeMeHHbIe KONACKM CKNafiblBaloTCA
MO HaXaTunio KHOMKM, CaMu [IBUraloTCA, MOAOrPEBaloT MMTaHue, a B
aBTOMOOUIbHbIX Kpecnax noAsunach GyHKLMA, KOTopasa HanoMu-
HaeT poAMTENAM O TOM, YTO OHM 3abbinn pebeHKa B MalwmHe! 3Ta
pa3paboTka CUNbHO YAMBIIA MEHA, KOTAa A BriepBble CTOJKHYNacb
C Hell Ha BbICTaBKe B KeflbHe, 1 MOKa3anacb MHe 34akoi ANKOBUH-
Ko, Hecypasuuen. Ho Koraa Ha KpynHenLwmx a3naTckmx BbiCTaBKax
A ybeannach, YTo Takas GyHKLMA ONoBeLLeHNA CTana HaCTOALMM
TpeHgom 2018 roga, MHe CTano cTpawHo. Ecnm Hawwmm pogutenam
Halo HaNMOMUHaTb O TOM, YTO OHW 3abbinn pebeHKa B MallvHe, 3Ha-
YUT, 4TO-TO HAZ0 MeHATb rnobanbHO. 3To ABNAGTCA CBOLOOPa3HbIM
CUTrHaNoM, 4To COBPeMEHHbIE MaMbl 11 Narbl OY4eHb YCTanu 1 € ro-
NOBOW YLUAW B CBOW COBCTBEHHbIN MUP FafiKeToB 1 paboTbl. Hy»KHO
BbIHOCWTb NMOJO6HbIE TEHAEHLMN Ha LWMPOKOe 06CyXAeHwe C ncu-
XOJloramu, COLMoNoramm, NOTOMy YTo 3T0 — Gomba 3ameAneHHOro
fencTemA. YTo CTaHeT C MMPOM, eC/IN aBTOKPEeC/a, OCHaLLeHHble
TaKkol GyHKLMeEN, CTONb NONyAAPHbI?

Ha Kaxpo cTpaHuLe Hallero XXypHasa Bbl HallAeTe CamMyto aKTy-
anbHylo MHGOPMALIMIO O TOM, YTO MPOUCXOAUT B Pa3HbIX CerMeHTax
pblHKa AETCKVX TOBAPOB — He MPOMyCKalTe HU OQHOW, N3yvanTe
TO, YTO NPOUCXOANT BOKPYT. EC/In Bbl 3aHMaeTeCb NOCYyA0N, 3TO He
3HaAUWT, YTO KOJTOHKa 06 ofexae OyaeT AnA BaC COBCEM HevHTepec-
Ha. MoxeT, IMeHHO 3[ieCb Bbl HanfeTe naeto, KoTopas caenaeTt Bac
nugepom otpacnu!

*Kenato Bam NPUATHOTO MPOUTEHUA, U, €CIN Bbl XOTUTE NOABUTH-
CA Ha CTpaHuLax )XypHana Parents’ Choice, noxanyiicra, oTnpasnaii-
Te CBOM npepJioxeHus Ha nouty info@viborroditeley.ru

TamesHa byukas

By the time the second issue of our magazine was
being prepared for publication, it became quite obvi-
ous that the original idea was not only realized, but al-
so received a much more powerful development than
we had supposed. Bilingual magazine Parents’ Choice
unites consumers and producers not only in Russia and
Europe, but is also in demand in Asian countries. Dur-
ing the autumn months, we visited Shanghai and Hong
Kong, and talked about this on the pages of the new
issue that you are holding now. The world of children’s
products is constantly evolving, and one who wants to
be a professional in this market should follow the trends
not only in her/his industry. You must have a broad out-
look, because it is impossible to predict in which area a
new development will appear that can drastically change
your product. Now all children’s products are becoming
multifunctional. Modern prams and strollers are folded
up by the touch of a button, they move by themselves,
they warm up food; and the new car seats have a func-
tion that reminds parents that they have left a child in a
car! This development surprised me a lot when I first en-
countered it at an exhibition in Cologne, and it seemed
to me to be some kind of a curiosity, a nonsense. But
when at the largest Asian exhibitions I was convinced
that such a function became a real trend of 2018, I was
scared. If our parents need to be reminded that they have
left the child in the car, then something must be changed
globally. This is a kind of signal that modern moms and
dads are very tired and have gone head over to their own
world of gadgets and work. It is necessary to table such
trends for a broad discussion with psychologists, sociol-
ogists, because this is a time bomb. What will happen to
the world if the car seats equipped with such a function
are so popular?

On each page of our magazine you will find the most
topical information about what is happening in different
segments of the children’s goods market - do not miss
a single one, explore what is happening around. If you
produce or sell tableware, it does not mean that a col-
umn about clothes will not be interesting for you at all.
Maybe this is where you will find an idea that will make
you the industry leader! I would like to draw your spe-
cial attention to the longreads that we have prepared for
this issue - interviews and analytical materials. Believe
me, we have collected them for you not by chance, per-
haps these numbers and ideas will be able to change your
business already now. The world is changing too quickly,
and, instead of reinventing the wheel, look at how it has
already become a reality, how it works. In addition, those
materials that are devoted to the birth rate in Russia, busi-
ness in Russia, the features of the functioning of the busi-
ness will be useful not only for Russian but also for foreign
entrepreneurs. I wish you a pleasant reading, and if you
want to appear on the pages of Parents’ Choice magazine,
please send your suggestions to info@viborroditeley.ru

Tatiana Butskaya
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1srCogstantly Rising
to the New Challenges

ERNST KICK, CEO OF SPIELWARENMESSE
EG, ABOUT MOTIVATION, IMPACT OF
DIGITAL TECHNOLOGY ON THE TOY
MARKET AND - A LITTLE BIT - ABOUT
X-TMAS MAGIC

ST/ 00900000004 10004 0000 0 I /00 0000004 1900000000000

- In one of your interviews in 2010, you de-
scribed yourself as an “exhibition junkie”. Your
career in organising large-scale exhibition projects
began in 1988, and you have been leading the Spiel-
warenmesse in Nuremberg since 2002. Do you still
have a keen interest in exhibitions? How do you
deal with professional burnout?

Ernst Kick: I'm definitely not suffering from burn-
out. 'm still just as passionate about my job as ever.
Driven by the pleasing growth of Spielwarenmesse
eG, my remit has obviously become much broader,
but I've been more than happy to assume responsi-
bility for the Spielwarenmesse, our subsidiaries, our
events on foreign soil and our stationery expo In-
sights-X. I never tire of the exhibition business. It’s as
exciting as ever because every event brings new tasks
and challenges, and every trip at least one new experi-
ence. I think it’s safe to say that success and hard work
go together in every profession. It's important to have
clear targets and a good team and you have to enjoy
the subject matter - then you can turn stress into a
positive or quite simply: your vocation.

IPHCT KUK, TEHEPANIbHbIA TUPEKTOP
SPIELWARENMESSE EG, 0 MOTHBALMH,
BITMAHUU DIGITAL-TEXHOJIOTHH HA PHIHOK
WT'PYIUEK M - HEMHOI'0 - 0 MATHH
POXIIECTBA

L

«Hara
KOMAaHITa
FOTORA
K HOBEIM
RHI3OBAM»




N/Cwerface

Lhever tire of the
exhibition business. It's

as exciting as ever
because every event
brings new tasks and
challenges.

9 Huko

BbICTABOYHOTO OM3HECA. ITO
TOK X 30XBATHIBAIOLLE, KOK

1 ObIAO BCEIAQ. MOTOMY UTO
KOXAOC BbICTABOYHOR CO@b\TM@
CTQBUT MepeA TOOOW HOBbIE
30AQUM U BbI3OBI.

- B 2010 ropy B ogHOM U3
MHTEpPBbLIO Bbl Ha3BaNu cebs
Messe-Junkie*. Bawa kapbepa B
opraHv3auumn maclTabHbIX Bbl-
CTaBOYHbIX MPOEKTOB Ha4Yanachb
B Aanekom 1988-m, a BbiICTaBKOW
Spielwarenmesse B HiopH6epre Bbi
pykoBopguTe ¢ 2002 roga. CkaxuTe,
Bbl BCE €llie UCNbITbiBaeTe cTpacT-
HbIW MHTEpec Kk BbicTaBkam? Kak
BaMm yaaeTtcsi 6opoTbcs ¢ npocpec-
CUOHasNbHbIM BbiropaHuem?

- 71 onpefeneHHo He cTpagjato ot
BbIFOPaHUs 1 yBNeYeH CBOel paboTon
TaK e, kak paHblue. BmecTte ¢ nosu-
TUBHbIM POCTOM Spielwarenmesse eG
MOSl MVCCUS, 04€BUAHO, CTana HaMHOro
LIMpE, HO ¢ OblN 6onee Yem cHacTInB
NPVHSATL Ha Ce6s1 OTBETCTBEHHOCTL Kak
3a camy BbICTaBKy, Tak 1 3a Hallu [jo-
YepHMEe KOMMaHUK1, HaLl1 MeponpuaTs,
NpoBOAUMbIE 3a PYOEXOM, a Takxe 3a
BbICTaBky-apmMapky Insight-X, kotopas
NOCBSILLIEHA KaHLIeNAPCKMM TOBapam.

7 HKOrAa He yCTato OT BbICTAaBOYHOrO
OusHeca. JTO Tak e 3axBarbiBaroLLie,
Kak 1 6bINo BCeraa, NoToMy HTO Kaxaoe
BbICTaBOYHOE COObITVE CTaBWT Nepen
TO6OW HOBbIE 33[1a4¥ 1 BbI30BbI, a
Kakaas noesaka npyvHOCKT HOBbIE Bre-
yaTnenus. A gymato, 4To MOXKHO C yBe-
PEHHOCTbIO FOBOPUTL O TOM, HYTO YCMex
1 YNOPHbIA TPYA MAYT pyka 06 pyky

B ntobon npodeccuu. BaxxHo nmetsb
YeTKMe LEenM 1 XOpOLLYo KoMaHay, a
Takxe NobuTb CBOE AeN0 — Toraa Bbl
cMoxeTe NpeobpazosaTtb CTPECC B MO-
3UTUB, UMK, ECAIM XOTUTE, 3TO AO/MKHO
ObITb BaLLMM NPU3BAHNEM.

- Kak nameHnuncs 3a nocnegHue
rofbl cam npoLecc opraHu3auum
BbiCTaBKM? Bbl ucnonb3yeTe HOBble
TEXHOJIOrMM ANS YNpaBneHUs Takum
OrPOMHbIM U 3HAYUMBIM COOLITUEM?
Kak meHsieTcs cocTaB KOMaHAbI:
niogen, oTBeYaloLMX 3a NPOeKT,
CTaHOBUTCS 6OMbLLE UK Ha060poT?

— [Ins BLICTABOYHOM MHZYCTPWN
€CTECTBEHHbIM SBNAETCS NPOLECC pas-
BUTVIS, KOTOPbI C TEYEHNEM BPEMEHN
NPUHOCHKT HOBbIE 1 HOBbIE BbI30BbI K
Hallemy nopory. B nocnenHve rogsi Mol
€o3[anm HECKOMbKO OTAENOB, KOTOPble

BbICTaBOYHO3aBUCKIMBIA.



- How has the process of or-
ganising an exhibition changed
in recent years? Do you use new
technologies to manage such a
huge and significant event? How
is the composition of the team
changing?

Ernst Kick: It’s only natural for
the worlds of trade and industry
to evolve over time and to bring
new challenges to our doorstep. In
recent years, we've built up several
divisions that constantly have their
eye on the market, that work on
visitor marketing all year round
and look after our exhibitors’ needs
and interests. Everything these
days is moving towards digitalisa-
tion. We already offer both visitors
and exhibitors a whole host of
different services on our website
www.spielwarenmesse.de. In ad-
dition, our 70th anniversary event
will incorporate several new con-
cepts relating to content. As part
of our plan to restructure some of
the product groups, the Electronic
Toys segment is celebrating its de-
but. Our team is constantly rising
to these new challenges, gaining
greater expertise along the way.

- How long is it before prepa-
rations for the next exhibition
begin? How long does this pro-
cess take?

'WCoverface

Ernst Kick: We start working
on a fair around 18 months in ad-
vance. We not only see ourselves
as an exhibition organiser, but al-
so as a provider of marketing ser-
vices. Our strength lies in track-
ing down relevant market trends
and presenting them to our target
groups in their best light. Besides
the business aspects, there’s a
growing expectation for the fair
to be a memorable and engaging

We start working
on a fair around 18
months in advance.
We not only see
ourselves as an
exhibition organiser,

but also as a provider

of marketing services.

Mbl HOUMHOEM MOATOTOBKY K
BbiCTaBKE 30 18 MecLes

ee Havyara. Mol suanmM ce
He OPraHU3ATOPAMM

JBKUM, HO M MOCTABLWLMKAMK

CTUHIOBbIX YCAVYT.

NOCTOSIHHO CNEAAT 3a PLIHKOM 1 paboTaroT
Haa MapKeTVMHrOM BbICTABOYHOrO BpeHfa Kpy-
MbI rofl, 3a60TATCS O HALLIWX NOTPEOHOCTSAX
1 MHTEpecax HalLmx 9KCMOHEHTOB. Bece B oTn
[HW ABVKETCA NO NyTW AUMKUTaNN3aLUK.

Ha Hawewm caite www.spielwarenmesse.de
Mbl YK€ NpeanaraeM NoCeTUTENaM 1 9KCMo-
HeHTaM Lienbii paa pasnuyHbix yenyr. Kpome
TOro, mporpamma npasaHoBaHns Hallero
70-neTusi OyAeT BKMO4aTb HECKOMBKO HOBbIX
KOHLIeNUWMI, KacaroLLmxcs KOHTeHTa. B pamkax
HalLero nnaHa no PecTpykTypr3aLmm HeKoTo-
PbIX FPYMN NPOAYKTOB Mbl MPEACTaBNM HOBbIN
cermeHT Electronic Toys. Halwa komaHga roto-
Ba K HOBbIM BbI30BaM 1 HapalllMBaeT npodec-
CUOHarbHY0 3KCnepTu3y, NprobpeTas Bce
60nbLLe OnbITa Ha 3TOM MyTH.

— 3a Kakoe BpeMmsi ;0 O4epeHOW Bbl-
CTaBKMN HaYMHaeTCs NOAroToBKa K HEN?
CKONbKO BpeMeHU 3aHMMaeT 3TOT npouecc?

— MblI Ha4/HaeM NOArOTOBKY K BbICTaBKe
3a 18 mecsueB 10 ee Havana. Mbl BuaMM cebs
He TONbKO OpraHM3aTopamu BbICTaBKM, HO 1
NOCTaBLLMKaMN MapKETUHIOBbIX yCnyr. Halua
CWbHas CTOPOHA 3aKMio4aeTCs B OTCNexXMBa-
HUW COOTBETCTBYIOLLIMX PbIHOYHbBIX TEHAEHUMIA
N NPEeLCTaBeHNM UX HaLLer Leneson ayau-
TOpWK B Nyyiliem ceeTe. [ToMUMO Nonb3bl Ans
6v3Heca, Takoi n1map cnocobCcTByeT pocTy
0XMOAHWS BbICTABKW, NPeBKyLLIEeHNs TOro,
4TO COObITVE CTAHET He3abblBaEMbIM U NPW-
BrnekaTefbHbIM. OTOro Mbl fobusaemcs Ans
Halmx nocetuTeneit. Bce KoHUenumm Heob-
XOAMMO TLLATENbHO PACCMOTPETL U TLLATENb-
HO CMNaHMPOBATb — U HY)KHO 10Ka3aTb, 4TO
OHW HafiexHbI B OyayLlem. Halum 6sicTpble
NPOLIECCHI MPUHATYS PELLIEHII 1 HaLlla ro-
6anbHas CeTb 3KCMNEPTOB 1 NPeAcTaBUTENel
no3BONSOT Ham BbITh B Kypce Bce 6onee auv-
HaMWUYHOrO PbIHKA UrPYLLEK BO BCEM MUPE.

- CeropHs Bce npodpeccuoHanbl, UMe-
IoLIME OTHOLIEHUE K UHAYCTPUMN UTPYLLEK,
o6palyaloT BHUMaHUe Ha BO3pacTaloLuid
MHTepec AeTell K KOMMbIOTEPHBIM Urpam
1 npunoxexusm. Kak yaaeTcs knaccuye-
CKUM UrpyLLKam, BpoAe noluagku-kadan-
KV UK NAIOLLIEBOro MULLIKK, YAEPXUBaTb
no60Bb ManeHbkux nokynarenei? Kro B
3TOM UrpaeT rmaBHyI0 POJib — POJUTENM
WU NPOU3BOJUTESIN UTPYLLEK, KOTOPble
[O0JXKHbI 60POThCS 32 BHUMaHUe pe6eHka?

— Mup urpyLLek pasaeneH Ha iBe 4actu —
KNaCCU4ECKINE UMPYLLIKM 1 3NIEKTPOHHbIE, 1 9TO
He 03Ha4aeT, YTO OTBETCTBEHHOCTL POAUTENEN



experience. This is something we
strive to achieve for our visitors.
The concepts all have to be care-
fully considered and thoroughly
planned - and they have to prove
that they are future-proof. Our
quick decision-making processes
and our global network of experts
and representatives enable us to
keep abreast of the increasingly
dynamic toy market around the
world.

- Today, professionals in the
toy and baby products industry
are attuned to children’s growing
interest in computer games and
applications. How do traditional
toys like rocking horses and ted-
dy bears manage to keep the love
of these little customers? Are
parents and toy manufacturers,
who have to fight for their atten-
tion, playing a bigger role in this
process?

Ernst Kick: The toy world is
split in two, which doesn’t mean
that manufacturers and parents
bear less responsibility. There’s no
question that digitalisation is one
of the more dominant themes in
today’s toy market and that is why
we decided to create a dedicated
product group. But the classic
toys are still going strong, too -
just think of traditional product
groups such as wooden toys, dolls
and soft toys. Not all toys lend
themselves to being digitalised.

At the end of the day, it’s the con-
sumer who decides. If the product
is good and responds to certain
needs, it will be accepted - re-
gardless of whether it is fitted with
electronic components.

- The Christmas season is
about to begin - can you already
predict which toys will become
the most popular gifts this year?

Ernst Kick: So far, I wouldn't
say that any specific on-trend
product has emerged as an ab-
solute best-seller. The sets from
the “big” manufacturers - the
evergreens of the Christmas sea-
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IAe toy world is
split in two, which
doesn't mean that
manufacturers and
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son — will no doubt be a sure-fire
success. And I expect some of the
well-known cinema movies and
TV series will boost sales for cer-
tain licensed products. Our Toy
Award winners will be appearing
under many Christmas trees: the
“Kullerbii - Car Park-Play Track”
(Haba), the “Robo Chameleon”
(Silverlit), “Pepper Mint and the
Treehouse Adventure” (Kosmos)
and the “1:87 VW T1 Samba
Camper 2.4G 100% RTR” (Tam-
iya-Carson). With 120,000 inno-
vations shown at the Spielwaren-
messe every year, the awards give
toy retailers valuable guidance.
And, of course, there are always
unexpected surprises.

- In your opinion, how long
should parents keep their child’s
belief in Santa Claus alive?

Ernst Kick: Parents have to
make this decision in line with
their child’s character and de-
velopment. External influences
often have a role to play - I'd say
it’s probably a good time to have
the conversation when kids are
mixing with peers who've already
unmasked the real consumers be-
hind the gifts. Even so, I think we
should all believe in the magic of
Santa Claus just a little.

1 NPON3BOAMTENEN U3MeHUNach. HeT comHe-
HWM, 4TO OMmKUTaNM3auna SBNSeTcs ogqHom 13
AOMUHUPYIOLLIMX TEM Ha CerofHALLHEM PblH-
Ke UrpyLUeK, 1 UIMEHHO NMO3TOMY Mbl PELLN
BbIAENWTb CNELan3npoBaHHyto rpynmny
NPOAYKTOB. HO Knaccn4eckve UrpyLUKm no-
NPEXHEMy akTyasnbHbl: MPOCTO NOAyManTe o
TPaAMLIMOHHbBIX MPOAYKTOBbIX FPyMnax, Takmux
Kak [epeBAHHbIE UMPYLLKW, KYKMbl 1 MATKME
MrPyLLIKK. He BCe UrpyLikm Hyxgatotcs B 6a-
Taperkax. B KOHLEe KOHLUOB, MMEHHO NOTpebu-
Tenb pelwaet. Ecnm npogyKT XopoLu 1 oTBeYa-
eT onpeneneHHbIM NOTPEOHOCTAM, OH OyaeT
MPUHAT — HE3aBMCUMO OT TOrO, OCHALLIEH NN
OH 3NEKTPOHHbBIMMU KOMMOHEHTaMU.

— Ce30H poXeCTBEHCKNX U HOBOTOf-
HUX NOAAPKOB BOT-BOT Ha4YHeTcs. Bbl yxe
NporHo3upyeTte, Kakme UrpyLLUKU CTaHyT
CaMbIMM XenaHHbIMU U NONYNSPHbLIMU NO-
Japkamu B 3TOM rogy ?**

- [Moka 4To 7 He MOry ckasaTb, YTO Kakou-
NB0 KOHKPETHbIA NPOAYKT U3 Yncna Tex, YTo
cenyac B TpeHae, CTaHeT abCoNOTHbIM 6eCT-
cennepoM. Ce30HHble HAboPbI OT «O0Nb-
LUNX>» NPOU3BOANUTENEN, HECOMHEHHO, ByayT
ycneLuHbIMy. V1 5 0)xmaaio, 4To HEKOTOPble 13
N3BECTHbIX KMHODUNBMOB 1 Tenecepranos
yBenuyat npofaxu onpeneneHHbiX NuLUeH-
3VOHHbIX NPOAYKTOB. MNobeanTenu Hawlewn
npemun ToyAward 2018 Takxe noaBATcsa nog
MHOXXECTBOM POXXAECTBEHCKMX €M0K: 3TO
Habop «[lopora ang napkoBky aBTOMOOU-
nen» (HABA), «PoboT-xameneoH» (Silverlit),
«[Tennep MUHT 1 NpuKNOYeHe B AOMUKE Ha
pnepese» (KOSMOS Verlag) v paanoynpasns-
emas Mofenb aBTobyca (PonbKcBareH
«1:87 VW T1 Samba Camper 2.4G 100%
RTR» (Tamiya-Carson).

- Kak Bbl cunTaete, kak Jonro popgure-
NV [ONXHbI NOAAEPXKUBATL BEPY CBOEro
pe6eHka B CaHTa-Knayca?

— Pogurenn fomkHbl NPUHSATE 3TO peLleHne
B COOTBETCTBUM C XapaKTepoM 1 pas3BuTem
cBoero pebeHka. BHellHue BNMsHMA 4acTo
MrpatoT OnpeaeneHHyio ponb. A Obl ckasarn,
4TO, BEPOSTHO, CaMoe NOAxXoAsLLee BpeMs ans
pagsroBopa HacTynaeT, Korfa AeTv HaunHaioT
06LLaTbCs CO CBEPCTHMKAMM, KOTOPbIE YXXe
pa3obnaymnm HacTosLLMx faputenei. He-
CMOTPSA Ha 3T0, A lyMalo, YTO Mbl BCE HEMHOIO
LOSKHbI BEPUTL B BONLLEOCTBO CaHTbI.

** Homep roToBUNCS B NeYaTh A0 HACTYNNeHUs
PoxpecTtsa-2019



In the world of children’s
products, the word “license”
has a special meaning, and a
person who is not related to
the industry will not always
immediately understand what
is this about. When a distrib-
utor or manufacturer of toys
thinks about buying a license,
it means that he wants to rent
the right to use a popular
character. It can be cartoons,
books, heroes invented for
various social networks blogs
and even objects of cultural
heritage!

The ‘Licensing World
Russia’ is a must-visit show

VFairsNews

Bl How to Sell the
Cheburashka Duly -
All about Licenses at
the Licensing World
Russia Exhibition
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for all the players of the chil-
dren’s products market in
Russia - this is a unique plat-
form for sharing experience,
obtaining valuable know-
ledge from industry experts,
and also an opportunity for
the exhibitors to present
their company and demon-
strate teasers and videos that
will be released soon.

The next edition of the
International Professional
Exhibition ‘Licensing World
Russia’ will be held from 12th
to 14th of March, 2019, in
Moscow, Crocus Expo, Pavi-
lion 2, Hall 9.
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B [Hcad for the
CHILDHOOD PLANET!
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Not only Moscow is a place of attraction for representatives
of children’s retail industry from all over the world - Saint-Pe-
tersburg will welcome exhibitors and visitors of the Interna-
tional Exhibition CHILDHOOD PLANET from March 28th to
March 31st at the congress and exhibition center Expoforum.
7 countries, 38 cities of Russia and 1,000 industry profession-
als, including wholesale buyers, marketing specialists, business
owners, will present the newest and most interesting products
and services for children. During special sessions, seminars
and round tables the specialists of the pre-school
education system and members of the Saint Petersburg’s Go-
vernment will answer the questions of visitors.

For children and their parents the organizers are preparing
a special entertainment program: everyone’s favorite event ‘Ba-
by Cross’ for families with children, various activities, fashion
shows of children’s clothing and different master classes. And
for the future parents the CHILDHOOD PLANET show will
be a truly invaluable gift, because they will be able to meet at
the exhibition the leading psychologists, pediatricians, obste-
tricians, breastfeeding and baby massage specialists.

B Kax nponath Yebypalliky
10 BCEM TIPaBUTIAM —

BCE O JIMIEH3MIX Ha
Licensing World Russla
S/ 00000009000 000005 /0050050000000 00

B Mupe peTckux ToBapoB CIOBO WIULEH3UA» UMEET OCO-
60€ 3HauEeHNe, 11 YeNOBEK, HE UMEILLNI OTHOLLEHUA K 1H-
[yCTpWK, He BCeraa NonmMeT cpasy, 0 uem uget peyb. Korga
ONCTPMOBIOTOP UM MPOU3BOANTEND UTPYLLEK 3a[lyMblBaETCA
0 MOKYMKe NILeH3MM, 3TO 3HAUNT, YTO OH XO4eT apeHAoBaTb
NpPaBo Ha MCMosib30BaHVie NOMYNAPHOro NepcoHaa. 1o
MOTYT ObITb MyNbTGUABbMBI, KHUTY, Fepou, NpuayMaHHble Ans
pa3nMuHbIX 6510rOB B COLIMANbBHDBIX CETAX, U [aXe 00beKTbl
KynbTypHOro Hacnegus!

BoicTaBka Licensing World Russia o6s3atenbHa K nocetue-
HUIO BCEM YYaCTHMKaM PbIHKa AETCKIX ToBapoB B Poccum —
3TO YHMKanbHasA NioLaaKka ana obMeHa onbITom, NoayyeHns
LIEHHbIX 3HAHWI OT SKCMEePTOB OTPAC/I, @ /15 SKCTIOHEHTOB
3TO BO3MOXKHOCTb MPOBECTV UHAVBYLYaNbHYIO NPe3eHTaLmio
CBOEN KOMMaHUK, NPOAEMOHCTPUPOBATb TU3EPbI 11 POSTUKY,
KoTopble YBUAAT CBET B OnvKaliLlee Bpems.

Cnepytowas BbicTaBka Licensing World Russia npoiiget
12-14 mapta 2019 roga B Mockse, B MBL| «<Kpokyc 3kcno», B
naBuIboHeE 2, 3ane 9.
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Bl Kypc Ha
JUIAHETY HETCTBA!
HH S99 000 /000000004 40000000000 00000 00000

B CaHkT-TeTepbypre ¢ 28 no 31 mapTa Ha nnowaake KBL
SKCMOD®OPYM nponpget MexxayHapopHas BbicTaBka «[J1A-
HETA JETCTBA». Cemb cTpaH, 38 ropogos Poccun 1 1000
CneuvanuncToB NHAYCTPMN NPeLCTaBAT BCE CAaMOe HOBOE U
VHTEpeCHOe B MMpe TOBApPOB U1 ycyr Ana aeteil. MNocetn-
TeNN CMOTYT 3aAaTb CBOM BOMPOChI CreLmanmcTam cucrte-
Mbl JOLIKO/IbHOrO 06pa3oBaHuA, uneHam MNpaButenbcTea
CaHkT-leTepbypra B xofe CEMUHAPOB U KPYTJIblX CTONOB.

[ina peten n nx pogmTenen opraHn3aTopbl FOTOBAT
0CO6€eHHYI0 pa3BneKaTebHyto MPorpammy: Nlo6MMbIA BCe-
mu Baby Cross, B KOTOPOM MOXHO y4acTBOBaTb BCEN Ce-
Mbell, pasnnyHble LWOY, MOKa3bl AETCKOM OfeX/bl, MacTep-
Knaccol. A ana 6yayLwmx poanTeneil AHN BbICTaBKM CTaHyT
no-HacToALemy 6ecLieHHbIM nofapkom, Befb Ha «MJTAHE-
TE JETCTBA» MOXHO OyaeT BCTPETUTLCA B OOHO BPEMA 1
B OAHOM MecCTe C BeflyLUMMM NCUXONoramu, negmatpamu,
aKylepamu, CreumnanmctaMmm no rpyAHoMy BCKapMmvBa-

HUIO 1 IETCKOMY Maccay. /
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B A Skrepka |Paper clip], a Stapler
and a Notebook for Everyone
\\/ ho 1s Crazy about Stationery
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March is traditionally event-
ful in terms of exhibitions, and
2019 will not be the exception -
from March 19th to March 21st,
the largest exhibition for profes-
sionals of office and stationery
industry Skrepka Expo will be
held in Moscow at the Crocus
International Exhibition Center.
More than 200 leading manu-
facturers and suppliers from 15
countries annually participate in
the Skrepka Expo show, so there

B «Ckperikar, cTEIIED U
OMOKHOT OJId BCEX, KTO
0e3 yMa OT KaHIe/Idpny

ISR/ IL L0000 000000000000 00 0 00 00000000/

MapT TpaguLmnoHHo 6oraT Ha BbICTaBOYHbIE COObI-
1A, 1 2019 rog He CTaHeT UcknoUeHnem — B Mockee
B MBL| «Kpokyc» ¢ 19 no 21 mapTa npongeT KpynHen-
wasnA B Poccum BbicTaBKa Ana cneumanncTos oTpacin
KaHuenapckon npoaykuum — «Ckpenka». bonee 200
BeAyLLMX NPOU3BOANTENEN N NOCTaBLMKOB 13 15
CTpaH Mypa eXerogHo y4acTsyioT B «CKpenke», no-
3TOMY JlyyLLEero MecTa v BpeMeHU [Jisl TOro, YToObl
NpeACcTaBUTb CBOM NPOAYKT LWUMPOKOW ayAUTOpnK,
NPOCTO He HaWTW.

XoTb BbICTaBKa ¥ NO3NLMOHMPYET ceba Kak
6v3Hec-nnowasKa, NoceTUTenam, He MMeloLMM OT-
HOLUEHWA K OTpac/u, Takxe OyfeT MHTepecHo cloaa

isn't any better place and time to
present your product to a wide
audience. Although the exhibi-
tion is positioned as a business
oriented one, it will also be in-
teresting for visitors who are not
related to the industry.

For the 6th time at the Skrep-
ka-Expo will be organized an in-
teractive creative platform called
the ART SHOW, where it will be
possible to take part in master
classes from manufacturers of
articles for handicrafts, hobby

SHOW the participating com-
panies will present their newest
products and the latest trends.
Last year 85 master classes were
held at the show - from creating
soap bouquets, diamond paint-
ings, working with fluffy wire,
decorating crafts using decoupage
technique, creating architectur-

al miniatures from cardboard,
stained glass painting, creating
paintings on water using ‘ebru’
technique to decorating of ceram-
ic figures etc. Art and craft lovers

3arnAHyTb. YKe B LWecTon pa3 Ha «CKpenke» opraHn-
3ytoT TBOpUecKyto niowaaky ART SHOW, Ha koTopor
MOXHO OyfeT NPMHATL yyacTue B MacTep-Knaccax
OT NPOV3BOANTENEN TOBAPOB AJ1A X066U 1 TBOpYE-
cTBa. KoMnaHWM-yYaCTHMKI NPefCcTaBAOT B pamMKax
ART SHOW cBOM HOBUHKM, MPEe3eHTYIoT NocefHne
TpeHfbl. B npowunom rogy 6bino nposegeHo 85 ma-
CTep-KNaccoB: co3faHve GYKeToB 13 Mblfa, anmasHas
XKMBOMNWCb, paboTa C NYLINCTON NPOBOSIOKON, JeKo-
prpOBaHMe NOAENOK B TEXHVKE AeKyNax, Co3jaHne
APXMTEKTYPHbIX MUHUATIOP U3 KapTOHa, BUTPaXKHaA
pOCMUCh, Co3faHne KapTrH Ha BOLe B TEXHUKe 30py,
[eKopuUpOoBaHUe MVHAHBIX GUrYPOK. YMeNbIM pyKam
He fafyT 3acKyyaTb!

and creativity. During the ART will not be bored here, for sure!
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B [0 the Kids Russia 2019
Fxhibition for Promising
Partners
Vil

The neighbour of the Licensing World Russia show in 2019
will be, according to tradition, the exhibition Kids Russia, one
of the key B2B exhibitions in the children’s industry. It will al-
so be held at the Crocus International Exhibition Center from
March 12th to March 14th, and will bring together in one
place products and toys for children of different age - from
newborns to teenagers, articles for handicrafts, hobbies and
creativity, children’s clothes and shoes, pregnancy and mater-
nity products - all told, 12 product groups will be presented.
The exhibition will also have an extended business programme
with interesting speakers, representatives of the Ministries and

Fom Mascow with Love

KlDS RUISIA

Departments of industry, distribution and trade.

B Ha KIDS RUSSIA 2019
32 MEPCIEKTUBHEIMY
TIAPTHEPAMMA

Cocepamu Licensing World Russia B 2019 rogy Tpagu-
LMOHHO cTaHeT BbicTaBKa KIDS RUSSIA, oiHa 13 Kno4yeBbix
B2B-BbicTaBOK peTckon uHpyctpuun. OHa Takxe NpoliaeT B
MBL| «Kpokyc» ¢ 12 no 14 mapTa 1 cobepeT nog ofHON Kpbi-
el TOBapbl 1 UTPYLLKW ANA feTen OT poXAeHWA A0 Noa-
POCTKOBOro BO3pacTa, TOBapbl ANA TBOPUECTBA, AETCKYIO
ofexay 1 obyBb, TOBapbl 418 6YAYLLMX U COCTOABLIMXCA
Mam — Bcero OyfeT npefctaBneHo 12 ToBapHbIX rpynn.

BbicTaBKa MHTepecHa enoBOo NPorpamMmMolt: npu-
CYTCTBYIOT VIHTEPECHbIE CMUKEpPbI, NPeACTaBUTENV MAHU-
CTEPCTB 11 BEAOMCTB, MPOMBbILLAEHHOCTY, ANCTPUOYLIMN 1
TOProsnu.
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FROM 25TH TO 28TH OF SEPTEMBER 2018,
THE ANNUAL AND LARGEST EXHIBITION

IN THE CHILDREN'S GOODS INDUSTRY IN
RUSSIA MIR DETSTVA WAS HELD AT THE
MoSCOW EXPOCENTER. THE ORGANIZATION
“PARENTS’ CHOICE" TRADITIONALLY
PRESENTS ITS PROJECTS HERE AT ITS
OWN EXHIBITION STAND, AND THIS YEAR
WAS NO EXCEPTION. WE TIMED THE
PRESENTATION OF THE FOLK AWARD
“PARENTS’ CHOICE” WITH THE EXHIBITION,
AND PERSONALLY AWARDED PRODUCERS
OF CHILDREN'S GOODS, MOST BELOVED
AND DEMANDED BY CONSUMERS. THE
GALA AWARDS CEREMONY TOOK PLACE IN
THE CONFERENCE-HALL OF THE PAVILION
FORUM ON SEPTEMBER 25TH - IN ONE
PLACE AND AT THE SAME TIME WE WERE
ABLE TO MEET AGAIN OUR RELIABLE
PARTNERS AND SINCERELY CONGRATULATE
THEM. THE “PARENTS’ CHOICE” AWARD

IS ONE OF A KIND, BECAUSE THOSE WHO
VOTED FOR THE BEST STROLLER, THE
BEST BABY CARRIER OR BEST DIAPERS'
BRAND, DID NOT CHOOSE FROM THE
OPTIONS OFFERED, BUT OFFERED THEIR
OWN. WE TALKED WITH THE WINNERS IN
VARIOUS CATEGORIES AND ASKED THEM
TO COMMENT ON THEIR SUCCESS AMONG A
WIDE AUDIENCE.

WFairsReport

Winners of

the “Parents’ Choice” Award
at the International Exhibition
for the Children’s Industry
MIR DETSTVA -2018

A

No6eautenn npemun
«BbIBOP POAUTEJIEN»
Ha BbicTaBke «MWUP OETCTBA - 2018»:

KAKSTO bblJ10

P 110 28 CEHTABPA 2018 T0IA B MOCKOBCKOM JKCIIOUEH-
TPE Ou A EXETOTHAA I CAMASA KPYTIHAA BRICTABKA B
;jﬂ/uTP I TETCKIX TOBAPOB B POCCHY «MIIP IIETCTBA»
OPTAHI3A HIN <‘EHB?P PONUTENEN» BIEPBBIE TIPEICTAB-

HEI 3IECH CBOW TTPOEKTBI HA COECTBEHHOM BBICTABOY
M CTEHIIE
MM [TPIYPOUMIIN K BRICTABKE BPY IIEHME 'I APOLIHON TIPE-
M1 «BbIBOP POITUTETIEY» I HATPATTIIN JTAYHO CAMBIX

JTTOBVIMBIX TTOKYTTATETAME 11 BOCTPEBOBA {HI IX TTPON3BO-
LUTENER ZLET”}’HV TOBAPOB TOPXECTBEHHAS ITEPEMOHIA
HATPAKIIEHWA COCTOSATACH B KOHOEPERI-3AJTE ITABUITHO
HA «QOPYM» 25 CEHTABPA - B OTHOM MECTE 11 B O[THO LPE ?l
MbI CMOT'TT BHOBB BCTPETUTBCA C HAITAMI HATEXKHBIM
[TAPTHEPAMI ¥ VICKPEHHE TI03IIPABITE 1IX. [TPEMIA “P
BOP POIMTEL EI » - EIMHCTBEHHAA B CBOEM POJIE, BEIIb TE,
KTO OTIABAJT CBOU TOJTOCA 3A JIYHIIYIO KOTTACKY-TPOCTD,
JIYHIITYH) TFPFU RY WK MAPKY [IOAT'YSHIKOB, HE BbIBI-
PAJTU U3 TPE[UIOKEHHBIX BAPUAHTOB, 2 PT {OMEHIOBAITH
CBOM. MbI TIOTOBOPUIIH C TIOBEIUTENAMMN B PA3TTUYHEIX

I
HOMUHAIIMAX 1 TIOTTPOCWIIY VX TTPO KUA/H.AAETJIPJBATB CBOIL
YCIIEX Y IIMPOKOM AYIIITOPHIL



SVETLANA
FOMICHEVA,
I Love Mum,
Brand’s Creator:

“We have well developed
social networks, for example,
on Instagram we have more
than 80 thousand followers,
and all of them are real peo-
ple who give their feedback,
write complaints, and help
us improve, but we believe
that the best advertisement
remains word of mouth -
something, that we once
started with. This is the case,
when mom buys a product
from us and recommends it
to her friends, in kindergar-
ten, at school, to her relatives.”

W/FairsReport

CBETJIAHA ®OMUYEBA,
co3pgarenb 6peHaa | Love Mum:

«Y HaC XOPOLLO Pa3BUTbI COLiMabHbIE CETH, Ha-
npumep, B ViHcTarpame y Hac 6onee 80 Tbicay nog-
MCYVKOB, 1 BCE OHM — XKIBble NIIOAY, KOTOPbIE AAKOT
CBOVI OT3bIBbI, MMLIYT PEKNamaLMi 1 NOMOratoT Ham
pa3BUBATbCA, HO Mbl CYMTAEM, YTO CaMOiA JyyLLEid
peKnamon ocTaeTcs capadaHHoe paguo, To, C Yero
Mbl KOrga-To HaurHanu. Korga mamouka nokynaet y
HaC NPOAYKT 1 PEKOMEHAYET 7o CBOVM MOApyram, B
[ETCKOM Cafly, B LUKONE, CBOVM POACTBEHHMKAMD.

ANDREI RASTORGUEY,
Stokke Russia, CEO:

“Stokke prams are prams without compromise.
We do not make a marketing product that should be
captivating with its design, we make a product that
“thinks” about the future of the child. When you buy
Stokke, you know that you are buying the best for
your child”

AHJPE PACTOPTYEB,
reHepanbHbiil ANpeK-
Top KomnaHuu Stokke
B Poccun:

«Konsackm Stokke -
3TO KONACKM 6e3 KoM-
npomnccoB. Mbl He fiena-
€M MapKETUHIOBbI NPO-
BYKT, KOTOPbI [JOMKeH
nofKynaTb CBOUM A3ait-
HOM, Mbl IefIaeM Npo-
BYKT, KOTOPbIN «AyMaeT»
0 6ypyLiem pebeka. Mo-
Kynas Stokke, Bbl 3HaeTe,
uTo NprobpeTaeTe A1s

pe6eHKa camoe nyyiuee».

NATALYA SAVATEEVA,
Luch, General Manager:

“Luch has always taken responsi-
bility for the quality of products, and
this is what the award we received
proves. Regardless of whether there is
a crisis outside or not, the main com-
petitive advantage of Luch has always
been the quality that under no cir-
cumstances did we reduce. Therefore,
teachers recommend to purchase our
paints and plasticine, because we take
care of our children and produce only
safe and high-quality products”

HATAJIbA CABATEEBA,
reHepanbHbIil AUPEKTOP

KomnaHum Jlyu»:

«Jlyu» BCerpja OTBETCTBEHHO OTHOCUANCA
K KauecTBy NPOAYKLWK, 1 KaK pa3 06 3Tom
rOBOPUT NPEMUS, KOTOPYIO Mbl MOMYYH-
nu. BHe 3aBNCMMOCTY OT TOTO, KPU3UC Ha
ABOPE W/ HET, OCHOBHBIM KOHKYPEHTHBIM
nperMyLLecTBoM «Jlyya» Bcerfa bbi1o To,
YTO Mbl H/ NPU KaKX YCTIOBUAX HE CHU-
anu kauecTso. Mo3TOMy 1 COBETYIOT Npe-
nopaBatenu nprobpeTaTh HaLW KPacKi 1
MAACTUAMH — Mbl 3360TUMCA O HALLMX [ETAX
11 BbIMyCKaeM TONbKO Be30MacHyto 1 Kaue-
CTBEHHYI0 NPOAYKLNIO».

KIRILL MIKHAILOVSKY,
BabyBjorn Russia, Sales Director:

“Even ten or fifteen years ago, parents needed an
explanation what an ergonomic baby carrier is for
and what advantages it gives. Today we see that par-
ents who pay attention to our products have already
studied the manufacturers, studied the market - they
know what they want. In such conditions, the one
who produces the highest quality and segmented
product, such as BabyBjorn, has an advantage””

KUPUNN MUXAMNOBCKUNA,
AnpeKTop no npopaaxam BabyBjorn
B Poccun:

«ELue net aecatb-nATHaALaTh Ha-
3a[ poauTensm HeobxoLumo 6bino
06DBACHATD, YTO TaKOE IPTOPIOK3aK,
KaKue npemmyLLecTsa oH AaeT. Cerog-
HA Mbl BUAWM, UTO POAWTENH, KOTOPble
06palLatoTCa K HalmM NPoAyKTaMm, yxKe

n3yuunn ﬂpOVI3BO,U,I/ITeJ'IeI7I, n3yumnn

PbIHOK — OHWM 3HAIOT, YEro XOTAT. BTa-

KUX YCNIOBUAX UMEET NPenmMyLecTBO
TOT, KTO NPOU3BOANT Hanbonee Kaue-
CTBEHHBI N CErMEHTUPOBAHHbIN MPO-
[DYKT, Tako, Kak BabyBjorn».



DIANA KARASEVA,
Mothercare,
Head of Marketing Department:

“Mothercare stores are not only
about quality products, but also about
a unique service. When a person be-
comes a parent for the first time, she/
he usually does not know anything
about this «world», and in order to
acquire the simplest things for the
first days of baby’s life, she/he needs
help and advice: what should be a
proper nursing bra, how to choose a
car seat, a crib, a stroller — there are
so many nuances. Our consultants
have a professional approach to their
work (we constantly hold trainings
and master-classes for them), hence is
the slogan of our brand “It’s easier to
be a parent with us”

OWAHA KAPACEBA,
pyKoBoauTenb AenaprameHTa
mapKeTuHra komnaHuu Mothercare:

«Marasuxbl Mothercare - 370 He
TONbKO KauecTBEHHbI TOBap, HO 1 YHU-
KanbHbl cepBuc. Korga yenosek snep-
Bble CTAHOBWTCA POUTENEM, OH, KaK
NpaBuno, He 3HaeT H1MYero 06 3ToM «Mu-
pe», n ons Toro, YtTobbl NprobpecTn Npo-
CTelwMe BeWu Ha nepBble AHU, KOrfa
poaunca pebeHok, eMy Hy>KHa NOMOLLb,
KOHCYNbTaLMA: Kakom JOMKeH ObITb
6locTranbTep AnA KOPMAEHUA, Kakue Bbl-
6paTb aBTKpecno, KPOBaTKY, KONACKY —
HI0AHCOB MHOXeCTBO. Halun KOHCynbTaH-
Thl NPOPECCHOHaNbHO NOAXOAAT K CBOE
pabore (y HaC NOCTOAHHO NPOBOAATCA
TPeHUHrK, 0byyeHus), oTcioaa n cnorau
Hawero 6peHpa «C Hamu npoLie 6bITb
poauTenem.
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ANASTASIA CHELUS,
Merries, Trade-Marketing Specialist:

“That’s not the first time we receive “Parent’s
Choice Award’, but this award is really very
important for us. We know that we were cho-
sen without preliminary references, it means
that our brand is the first to come to consum-
ers minds, and that we managed to convey
the value of the product through the quality.
No matter how beautiful the advertisement is,
if a mom buys diapers and they don't fit, she
wouldn’t recommend them, and, moreover, she
wouldn’t mention this brand in any survey. We
hope that next year we will be able to be among
the nominees for the “Parents’ Choice” con-
sumers award, organized by Tatiana Butskaya.”

AHACTACHA YENYC,
Tpeiia-mapKeTonor
6peHpa Merries:

«Mbl nonyyaem npemuio
«Bblbop popuTenein» yxe He
nepBbIii rog, 1 3Ta Harpaga
[NA Hac JeNCTBUTENbHO OUYeHb
BaXkHa. Mbl 3Haem, uTo BblbUpa-
NN Hac 6e3 npefBapuTeNbHbIX
NOACKa30K, 3HAYMUT, UMEHHO
3T0T O6peHp y notpebutenen
BCMNbIBAET NEPBLIM B FONI0BE, 1
HaM yfianocb JOHeCTH LEeHHOCTb
npoayKTa Yepes KauecTso. Ka-
Koi1 6bl npeKpacHoi HU Gbina
peknama, ecnu mama Kynuna
MOATY3HWKY, U OHN He NoJoLL-
I, TO OHa He NopeKoMeHayeT
€ro, 1 yX Tem 6onee Hii B Kakom
onpoce He CTaHeT 3TOT 6peHp
YNoMuHaTh. Mbl 04eHb Hageem-
CAl, UTO B ClIeflytOLLEM FOflY Ham
ynactca ObiTb B YMCIe HOMUHAH-
TOB HapOAHON Npemuy «Bbibop
popuTeneit», opraHu30BaHHO
TaTtbAHOM ByLKom».

YULIA MAYOROVA,
Pampers (Procter & Gam-
ble), Representative

in Eastern Europe and
Central Asia:

“As far as I know, the
“Parents’ Choice Award” is
held every year, and Id like

to address the following
message to the people who
voted for Pampers - if you
chose us this year, please
pay attention to us next
year as well! And we, for
our part, will delight our
customers with new prod-
ucts and improved current
range, because Pampers
means innovations. A large
research center is working
to ensure that our diapers
match the changing prefer-
ences of children and their
parents”

I0NNA MANOPOBA,
npeacraButenn 6peHaa Pampers

(Procter&Gamble) B BocTouHolii EBpone
n CpepHen Asun:

«[pemus «Bbibop poguTeneit» NpoBoaNTCA
KaXkZblll rof, 1 K Tem, KTo ronocosan 3a Pampers,
XOYeTCs 06paTUTHCA CO CIEAYIOLMM NOCaHU-
eMm: ecnvt Bbl BbIOpanu Hac B 3ToM rogy, obpatute
BHUMaHue 1 B cnepytowem! A mbl 6yfem pagoBatb
nokynaTenemn KakumMm-To HOBUHKaMM 1 ynyyLleHN-
AM Hallero NpoayKTa, noTomy uto Pampers — 310
MHHOBaLMW. bonbLION nccnegoBaTeNbCKNA LEHTP
paboTaeT Haf Tem, YToObl HalK NOATY3HUKM COOT-
BETCTBOBANN MEHAIOLWMMCA NPEANOYTEHNAM AeTel
N UX pogutenemn.



EKATERINA AVDEEVA,
Pigeon, Brand Manager:

“We want to thank everyone

who made a choice in favor

of Pigeon, a choice in favor of
breastfeeding, and we hope
that our product has helped
and continues to help parents,
and they will recommend it
further”

EKATEPVHA ABJIEEBA,
OpeHA-MmeHeKep KOMNaHUM
Pigeon:

«Mbi xoTVIM nobnarogapuTb
BCeX, KTO cienan Bblbop B Mosnb3y
Pigeon - BbI6Op B NOMb3Y rpyAHOrO
BCKapMNVBaHUA, 1 HaleeMcs, YTo
HaLL NPOAYKT MOMOT 1 NPOJOKaeT
nomoratb poauTenam, uto ero 6y-
[YT PEKOMEH[0BaTb 1 Aanbluey.
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OLGA BELYAKOVA,
Bliss, Owner:

“We want to thank
sincerely those who
chose us - dear moms,
thank you very much,
we are very happy to get
your attention! We work
and do our best for you -
we control the quality of
our clothes very careful-
ly, and we consider this
to be the main priority,
we monitor all stages of
production”

OJIbrA BENTAKOBA,
Bnageney mapku Bliss:

«XoTm nobnarogapuTb
HEeMoCPeACTBEHHO TeX, KTO Hac
BbIOpa: AOPOrne MaMouUKi,
cnacmbo 601bLLIOE, HaM OYEeHb

NPUATHO BaLue BHUMaHue! Mbl

paboTaem 1 CTapaemcsa Ans
BaC — 04YEHb CEPbE3HO Mog-
XOAUM K KauecTBy Haluero be-
JIbA U CYNTAEM 3TO OCHOBHBIM
NPUOPUTETOM, KOHTPONIMPYEM
BCe 3Tarbl NPOV3BOACTBAY.

IGOR KIZIL,
IKEA, PR and Communications
Manager:

“We are monitoring everything that
is currently going on on the market, one
of our principles is that the price of our
goods should be lower than those of
comparable quality from competitors. As
for product development, our key prin-
ciple here is democratic design that con-
sists of the following components: shape,
functionality, quality, sustainable devel-
opment and, again, affordability”

Uropb Kusun,
meHepxep no PR n kommyHuKaymam
B KomnaHuu UKEA:

«Mbl CMOTPUM, 4YTO B [laHHDbI MOMEHT npea-
Jlarae€TcaA Ha pPblHKE: O4NH 13 HalIX NPUHUMNOB
COCTOUT B TOM, YTO Li€Ha Ha Halll TOBap [OJTKHA
ObITb HIKE, YeM Ha TOBapbl CPABHMMOIO Ka-
4ecCTBa y KOHKYPEHTOB. Y70 e Kacaetca pas-
pa6OTKI/I npoaykumn, To 3aecb Hall KnoueBomn
npuHUNN - 3TO ,EleMOKpaTI/Il-IHbIVI [IN3aliH, KOTO-
pbll7l CKNlafibIBaeTCA N3 COCTaBNALINX: d)opMa,
¢yHKL|I/IOHaﬂbHOCTb, KayecTBo, yCTOI?I‘WIBOE
pa3ssuTne 1, oNATb XKe, AOCTYNHOCTb».

OLEG MITIN,
SweesLee CEO:

“Our bottle allows mothers to
save time on sterilization, because
disposable containers are already
sterile. Therefore, SweesLee products
are convenient to use both on the
road, on a walk, and at home”.

ONEI MUTUH,
reHepanbHbiii gupeKTop SweesLee:

«Halwa 6yTbinoyka No3BonseT Mamam
3KOHOMUTb BPEMA Ha CTePUAM3aLnV,
MOTOMY UTO OAIHOPA30Bble KOHTENHEPbI
ye CcTepusbHbl. Mo3ToMy NPOAYKLMio
SweesLee ya06HO NCMOMb30BaTb Kak B f10-
pore, Ha NPOTYJKe, TaK 1 JOMay.

ALEXANDR KUZMIN,
EDM Group (exclusive distributor
of the Britax Roemer brand), CEO:

“The trend of impulse purchases drop conti-
nue to gain momentum since 2010, at least in the
group of products we are engaged in — car seats,
prams, children’s electronics. On the other hand,
last year the so called ‘red price tag’ (low price) was
very important for the buyer, while today, when
choosing, they are increasingly starting to pay at-
tention to the brand, quality, image and style”

ANEKCAHAP KY3bMWH,
reHepanbHbIii AUPEKTOP KOM-
naHum 1M, 3KCKNO31UBHOIO
AncTpubbloTOpa TOProBoli
mapkum Britax Roemer:

«TeHAeHUMA K yMeHbLue-
HUIO CMOHTAHHbIX MOKYMOK C
2010 ropa TonbKo Habupaet
cuny, BO BCAKOM Clyyae B TON
rpynmne TOBapOB, KOTOPbIMI Mbl
3aHMMaemcs - aBTOMO6Mb-
Hble Kpecna, KonACKM, AeTcKas
anekTpoHuKa. C gpyrou ctopo-
Hbl, B POLUNIOM rofy nokynare-
o GblN BaXKEH «KPACHbIN LieH-
HUK», a CerofiHA npu Bbibope
Bce 6onblle HauMHaloT obpa-
LaTb BHUMaHe Ha 6peHa, Ha

Ka4yecCTBO, Ha UMNOX U CTUNb».



LYUDMILA TARANOVA,
Happy Baby’ Founder and
Co-owner of the Brand:

“Now the general trend is
“mom on the move’, that is,
mom is not just busy with the
child, raising and caring for
her/him, she does everything
on the fly and on the go. She
travels, meets friends, she
works, and the market adapts
to this lifestyle. All our gadgets
and products help mom to be
mobile”

JIIOAMUNA TAPAHOBA,
OCHOBaTenb U coBnagenew
6penpa Happy Baby:

«Celtyac obwmin TpeHg - 310
«Mama B [IBUXKEHUMN», TO €CTb, Mama
He NMPOCTO 3aHMMAETCA PeBGEHKOM,
€ro BOCMUTaHNEM 11 YXOZOM 33 HUM,
OHa BCE 3TO AieNaeT «Ha NleTy» 1 Ha
xogdy. OHa nyTeLLeCTByeT, XOAUT B
rocTi, OHa paboTaeT, U PbIHOK NpU-
cnocabnuBaeTcs K 3ToMy 0bpasy
XKN3HW. Bce Halwm ragkeTbl U BELL
MOMOratoT Mame 6bITb MOOUIbHOMY.
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NADEZHDA SINELNIKOVA,
FEST, representative of the Company:

“We are very proud of the fact that our
customers trust us and we are constantly
improving: there are so many models of
belly bands - for the office, for outdoor ac-
tivities, knitted, for additional support with
reinforced back support system, a separate
model for pregnant with twins. That is, each
future mother can choose a model from the
FEST range at her own discretion, because
we have the widest model and size range.”

HALEXJA CUHENIbHUKOBA,
npepgcraButenb Komnanum «®ICTy:

«Mbl ropgayMca foBeprem CBOVIX MOKymna-
TeNbHWL, 1 MOCTOAHHO COBEPLLEHCTBYEMCA: CY-
LecTByeT O4eHb MHOTO Mofenei GaHaaxen —
ana oduca, AN akTUBHOTO OTAbIXA, TPUKOTa-
Hble, C AOMONHNUTENBHON NOAAEPKKON B BUAE
KOCTOYEK MO CrHe, OTAeNbHaA MoAenb AnA
ABOHN. To ecTb Kaxaan OyayLlas Mama MOXeT
BblOpaTh Mogenb 13 accoptumenTa «®ICT» Ha
CBOE YCMOTPEHE, MOTOMY YTO Y HaC Camblii
LIMPOKMI MOLENbHbIN N Pa3MEePHbIN pAgy.

ANDREI GAPULENKO,
CS Medica (Omron
brand), Director

of Marketing:

“People reduce the
amount of medicines for for
oral administration , includ-
ing medicines for children -
they get more information,
refuse a number of medicines
and switch to simpler, phys-
iological methods of treat-
ment. It has been clinically
shown that Omron nebuliz-
ers help to recover faster and
more efficiently, you can be
sure that the proper amount
of medication will go to the
proper part of the respiratory
system.

AHIPEW FANYNIEHKO,
ANPEKTOP N0 MapKeTUHry
KomnaHum «Cudc Meguka»
(6peHp Omron):

«Jlioan yMeHbLIatoT KO-
JIMYECTBO NMPUHIMAEMbIX
BHYTPb NIEKaPCTB, B TOM YMC-
ne v BnA BeTelt - OHW nosy-
yatoT 6onblLUe UHOPMaLK,

OTKa3blBalOTCA OT pAfa

ALEXEY
KUDRYAVCEY,
Dochki-Synochki,
Marketing Director:

“We position ourselves
« > 2l
as a “people’s store’, where
even with a small budget,

the parent will be able

to provide his child with
everything necessary for
her/his harmonious growth,
so it was very nice to receive
the Parents’ Choice Award,
which means we are doing

everything right”

npenapaToB 1 NepexoAaTt

Ha bornee npocTbie 1 Gpu3no-
NOrUYHbIE METOAbI NIeYEHMS.
KnuHuueckmn okasaHo, 4to
Hebynaizepbl Omron nomo-
ratoT BblneuyuTbca bpicTpee

1 3GEKTUBHEE, Bbl MOXKETE
ObITb TOYHO YBEPEHDI, YTO
HY>KHOe KONMYeCTBO NieKap-
CTBa NONAET B HYXHbl OT-
[en ObiIXaTeNbHOW CUCTEMbI».

ANEKCEN KYZPABLIEB,
ANPEKTOP N0 MapKeTUHry
KomnaHunn
«[l04KN-CbIHOYKM»:

«Mbl no3numoHnpyem ce-
65 KaK <HapOAHbIIA» MarasuH,
1 naxe, obnaaaa HebonbLIUM
OI0[PKETOM, POAUTENb CMOXET
0becneunTb CBOero pebeHka
BCEM HeOOXOAVMbIM [J151 €T0
rapMOHWYHOrO Pa3BUTHS, MO-
3TOMY NOMYYNTb Mpemuto «Bbl-
60p poauTeneit» 6biNo OYeHb
MPUATHO, 3HAYUT, Mbl BCE fie-
NIaeM NPaBUIIbHOY.



ANDREI KAPUSTA,
Kotofey,
Marketing Director:

“Recognition of our
Russian brand by Russian
parents is an achievement
by itself, and we must
understand that foreign
brands despite their at-
tractive designs, do not
take into account certain
national features of our
consumers, including
physique, shape of feet
and even climatic condi-
tions. Therefore, the “Par-
ents’ Choice Award” is a
recognition of our merits;
I would like this choice to

AHAPEN KANYCTA,
BUPEKTOP N0 MapKeTMH-

ry komnaHum <Kotodeiin:

«[pu3HaHve poccuin-
CKVIMV POLMTENAMM Halle-
ro e, POCCUICKOro bpeH-
[Aa camo o cebe ABnAeTCA
BOCTUXKEHVEM, U Hago No-
HUMaTb, YTO MHOCTPaHHbIe
MapKu, HECMOTPSA Ha Npu-
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YUUTbIBAKOT HEKUX HALNO-

HasbHbIX 0COBEHHOCTEN
HaLwero notpe6utens, B
TOM YUCIIE U B TENIOC/IO-
XeHve, B Gopmy Hor, a Te
e camble KNMmMaTmyeckme
ycnous. Mo3atomy npemus
«Bblbop poguTeneit» - 310
Npr3HaHNe HaLnX 3acyr.
XoTtenocb 6bl, YTOObI 3TOT
BbIOOP BCerga 6bin npa-

be always justified” BneKaTeNbHbIil AN3ailH, He  BUMbHbBIMY.

SERGEY MIHIENKO, VICTOR KOLESNIKOYV,
Representative of the Chicco Optima Kids (exclusive distrib-
brand in Russia: utor of the Bumbleride brand),

“In this digital age, we consider it
important to convey to our consum-
ers correct and accurate information
about Chicco products and use a
wide range of tools for this: websites
(our and partner sites), SMM, direct
contact by phone. What was previ-
ously only available in print format or
transmitted by word of mouth, today
we are trying to present in the digital
environment.”

CEPTE/ MUXWUEHKO,
npepgcrasutensb 6peHga Chicco

B Poccum n Ha TeppuTopun GbIBLIMX
COHO3HbIX pecny6nuk:

«B 3TOT LMPOBOII BEK Mbl CUMTaEM
BaXHbIM JOHOCHTb [0 HaLLVX NoTpebuTe-
neii KOPPEKTHYIO 1 TOUHYIO HbOPMALMIO
o npopykTax Chicco 1 ncnonbyem wu-
POKMIA Habop cpeacTB ANA 3TOro: CanTbl
(Haww 1 canTbl napTHepoB), SMM, npamoi
KOHTaKT no TenedoHy. To, 4to paHbLue
6bIN0 AOCTYNHO TONBKO B NeYaTHOM pop-
maTe VM nepefaBanoch 13 YT B YCTa,
CerofiHs Mbl CTapaemcaA NpeaCcTaBuTb B
digital-cpene».

Development Director:

“We focus on the quality of the
products supplied to the market
and also pay much attention to
logistics, moreover, we carefully
select the partners with whom we
work, while mothers make the
choice themselves - more than ev-
er, today moms on maternity leave
are mobile and active, and this has
a positive effect on sales growth in
our segment””

BUKTOP KOJIECHUKOB, gupektop
no pasBUTUI0 KOMNaHUM «ONTUMa
Kupc», 3KCKN03MBHOro AUCTpM6bDLIO-
TOpa ToproBoi mapku Bumbleride:

«Mbl GpOKycnpyemcs Ha KauecTBe
MOCTaBNAEMON Ha PbIHOK MPOAYKLNY
1 leNnaem ynop Ha NorucTuKy, Kpome
TOrO, TOUEYHO BbIOMpPaEM NapTHe-
poB, ¢ KoTopbIMU paboTaem. A Bbibop
MaMbl JeNaloT CaMil — CEFOAHsA Mambl
B JleKpETe Kak HIKOr[a MoBUbHbI
11 aKTWBHBI, 11 3TO MONIOXUTENbHO
BNWSAET Ha POCT NPOAAX B HalleMm
CermeHTe»,

PAVEL KLIMOY,
Multi-Pulti’ Brand Manager:

“People today have to save on
something, but parents are ready to
invest in children’ creativity, in spite
of everything. Moreover, since chil-
dren are maturing more quickly to-
day, parents also began to realize that
felt pens, for example, or plasticine,
could be given to a child, without
waiting for her/him to ask. You can
encourage her/his attempts at crea-
tivity from the moment she/he can
hold art and craft products in her/
his hands. When we were announced
that we were chosen for the participa-
tion in the “Parents’ Choice Award”,
we told about this fact in our social
networks, and our community helped
us a lot to win - we were pleased to
compete with well-known brands and
even outdo them.

MABEJ KINMOB,
6peHA-MeHemKep MapKu
«Mynbtu-MynbTiny:

«JtoAAM CErofiHA MPUXOANTCA Ha Yem-
TO 5KOHOMMTb, HO B I€TCKOE TBOPYECTBO
POAMTENN FOTOBbI BKMaAblBaTb CPEACTBA,
HEeCMOTPSA HI Ha uTo. bonee Toro, € ycko-
PUBLIVMICA TEMMAMI B3POCTEHIA eTell
POAVUTENN TOXE CTan NOHUMATb, UTO
dnomacTtepbl, HaNnpUMep, UK LWAPUKOBBbIN
MAACTUMH MOXHO [1aBaTb PeOEHKY, He
[OXMAACh, MOKa OH Cam nonpocnT. Mox-
HO MOOLLPATb €ro MOMbITKM TBOPYECTBA
C TOrO MOMEHTA, KaK TOJTbKO OH CMOXET
yaep»atb 1x B pykax. Korga Ham 06baBU-
JI1, YTO Mbl y4acTByeM B npemuu «Boibop
poAuTEneit», Mbl pacckasanii 06 3TOM B Ha-
LINX COLICETAAX, 11 HaLlle KOMbIOHUTMN OUYeHb
MOMOTJI0 AOCTUYb NMO6Eefbl — Ham 6bIo
MPUATHO COPEBHOBATHCA C IMEHNTBIMIA
OpeHamn 1 faxe 06ONTH UX».
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All players of the children’s goods
market acknowledge that the situation
today is complex: against the back-
ground of the crisis in the global and
Russian economy, we are also seeing
a decline of the birthrate. Simply put,

a small generation of the late 1990s is
entering the childbearing age, this gen-
eration, moreover, is analyzing every
single purchase — unanimously, all the

winners of the “Parents’ Choice Award”

have noted that purchasing behavior
has become more cautious and con-
scious, modern parents make almost
no impulse purchases.

But those manufacturers and distrib-
utors who invariably offer high quality,
attentive and reverent attitude to their
customers, noted the growth in sales
even during the difficult 2017-2018
years. Moreover, the competition on
market is increasing due to the emer-
gence of new players! But our intervie-

wees reassured us that they are not
afraid to compete, but, on the contrary,
are only happy with the natural process
that is inherent in a healthy market
economy. Success is achieved by the
manufacturers who actively communi-
cate with their customers through social
networks - now, it seems, everyone is
aware of the increase in sales which is
ensured by the correct positioning of
the brand in Instagram, VKontakte and
YouTube.

Combined with the serious exper-
tise, continuous improvement and the
desire to change according to audience
requirements, this promises us a pleas-
ant future. Well, let’s look at the results
next year!

Bce yyacTHVKWM pbiHKa AETCKMX TOBa-
POB MPU3HAIOT, YTO CUTYaLMA CEroAHA
CKnaAblBaeTcA CNoXHanA: Ha poHe Kpu3nca
B MMUPOBOW 11 POCCUNCKON IKOHOMUKE Mbl
Habntofaem Takxe Cnag poxaaemMmocTu.
lMpoLe roBops, ceityac B AETOPOAHbIN
BO3pPACT BCTYNaeT MalounCIEHHOe NOKo-
neHme KoHua 1990-X, KOTOPbIM K TOMY Xe
NPUXOANTCA MOABEPraTb aHaNn3y Kaxayto
CBOIO MOKYMKY: eANHOTNacHo Bce nobe-
autenu npemun «Bolbop pogutenein» ot-
METW/IN, YTO MOKYyMaTeNbCckoe NoBefeHve
cTano 6onee OCTOPOXHbBIM 1 OCO3HAHHDIM,
CMOHTaHHbIX MOKYMOK COBPEMEHHbIe po-

OUTENN NOYTN HE COBEPLLAKT.

Ho Te npoussoamTtenu n guctpubbio-
TOPbI, KOTOPbIE HEN3MEHHO NpeanaraoT
KaueCTBO, BHMMATENbHOE U TpeneTHoe
OTHOLUEHWE K CBOUM MOKynaTenam, oT-
METUAM POCT MPOAAXK Aaxe B HENPOCTble
2017-2018 ropbl. bonee Toro, Ha pbiHke
BO3pacTaeT KOHKYPEeHL A B CBA3N C NO-
ABNEHNEM HOBbIX UrpoKoB! Ho Hawim
CNVKepbl YBEPUIM Hac, 4To 60pbObI He
0racaroTcs, a, HA060POT, TONBKO pPaabl
eCTeCTBEHHOMY NPOLeCCy, KOTOPbIN Npu-
CyLL} 30POBOV PbIHOYHO SIKOHOMIIKeE.
Ycnexa go6vBaloTCs NPOV3BOLUTENY,
KOTOpbI€ aKTMBHO OOLLAIOTCA CO CBOU-

MU MOKyNaTenamm Yepes colmanbHble
CETU — CeYac, KaXeTCA, BCE 0CO3HAlOT,
KaKol NpupocT npofax obecneumsaet
rPamMoTHOE NO3NLIMOHNPOBAHKE MapKK B
VHcTarpame, BKoHTakTe 1 Ha YouTube. B
COYETaHUW C CePbe3HON IKCNEePTN30MA, Mo-
CTOSIHHbIM COBEPLUEHCTBOBAHUEM U Xena-
HMeM MeHATbCA BMECTe C ayguTopueit 31o
006eLLaeT Ham NPUATHbIE NEPCMEKTUBDI.
YT0 X, MOCMOTPVM Ha pe3ynbTaTbl B CeAy-
toujem rogy!
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B id-E-Cats from Russia

are Golng on a kuropean

Kids in Central and
Eastern Europe will soon
be able to get acquainted
with the characters of the
Russian cartoon “Kids-e-
Cats”™: Cookie, Pudding
and Candy.

STS Media signed
a contract with the in-
ternational publishing
house Egmont - this
is the first time for the
company to sell a brand
abroad. TV channels in

lour

170 countries bought the
rights to show the car-
toon “Kid-e-Cats’, it is
planned to launch sales
of books, albums and
colorings books with car-
toon characters.

Manbiwn B LleHTpanbHo 1
BocTouHom EBpone coBcem ckopo
CMOTYT NO3HAaKOMUTbCA C NePCOHa-
aMmn POCCUINCKOro MynbTduabMa
«Tpw KoTa»: Kopxumkom, Komnotom
1 Kapamenbkon. «CTC Megua» 3a-
KMOUMIO KOHTPAKT C MeXAyHapOA-
HbIM 3aaTenbcTBoM Egmont - 310
CTano NepBoi ANA KOMMaHu1 npo-
paxeit bpeHaa 3a pybex. Mpasa
Ha noka3 mMynbTdunbma «Tpu KoTa»
Kynunv TenekaHasnbl B 170 cTpaHax,
MaHNPYeTCA 3anycK MPOAAX KHUT,
anbbOMOB 1 packpacok ¢ ero nep-

COHakamu.

U 4

B s it Time
to B

Pet on Pets?

HHVSH R0 00 000090000000 000 00007/

The owners of “Detsky Mir”
are launching a chain of pet stores
“Zoosaur”. The main strategy of this
chain will be a combination of a wide
product range with optimum prices.
The first stores will be open in the
Moscow region and other cities of
the Central Federal Area, at the same
time it is planned to launch an epon-
ymous web-store. According to the
CEO of “Detsky Mir” retail chain,
the market of goods for pets today
is growing faster than the market of
goods for children. This data are con-
firmed as well by the study of the Eu-
romonitor Media newspaper.

Bnagenbupbl «[leTckoro Mmpa» 3amycKaiot

CeTb MarasuHOB A/ XMBOTHbIX «3003aBp».
OCHOBHOI CTpaTerven ceTi CTaHeT coyeTa-
HUE LIMPOKOTO acCOPTUMEHTA M OMTUMASIb-
HbIX LieH. [epBble Mara3vHbl OTKPOTCA B
MoCKOBCKOM per1moHe 1 Apyrmx ropofax
LleHTpanbHOro okpyra, napannenbHo nna-
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HUpPYeTCA 3anyck OAHOVMEHHOTO UHTEPHET-
MarasuHa. 1o cnoBam reHepanbHOro Apek-
TOopa ceTu «[JeTCK1n MUp», PbIHOK TOBApOB
ONA AOMALLHVIX XBOTHBIX CETOfHA pacTeT
ObICTpeE, UeM PbIHOK TOBAPOB AJ1A AETENA.
TV faHHble NOATBEPXKAAET NCCIe0BaHNE
rasetbl Euromonitor Media.



B Poccum cozpganu obyuatolyto nnat-

dopmy ana powwKonbHUKoB «CKasbykan:

BNaAenbLibl GpeHaa No3nLMOHNPYIOT Npu-
NOKEHWE Kak NepCcoHanbHbI AETCKII Caj

B A Kindergarten in Your Smartphone — B CMapTQOHE 1 PEKOMEHAY!OT €ro Beem 3a-
S s _ HATHIM pouTenam. Kaxablil ieHb npuno-
Now 1t is Possible eHue npepnaraeT pebeHKy MUHI-Urpbl,
obyuyalolye apudMeTIKe, aHTNICKOMY

A learning platform for arithmetic, English and reading. Par- A3bIKY 1 UTEHII0. POAUTENN MOTYT KOHTPO-
pre-schoolers “Skazbuka” was cre- ents can monitor the progress and NNPOBATb YCNEXM 1 MPUMEXaHe CBOero
ated in Russia: the brand owners diligence of their child through a dai- pebeHKa NPy NOMOLLY eXeAHEBHOIA No-
define the application as a personal ly newsmailing - reports will be sent YTOBOII PacCbIKY: Ha YKa3aHHbIN Mpu
kindergarten in a smartphone and to the e-mail address specified during PericTpaum 3neKTpOoHHbIi agpec yayT
recommend it to all busy parents. registration. The application is avail- MPUXOAUTL OTYETI. MPUoXKeHIe fOCTY-
Every day, the application offers the able for download on the AppStore HO [1Nf CKauMBaHUA Kak Ha AppStore, Tak 1
child different mini-games that teach  and on GooglePlay. Ha GooglePlay.

U 4

Launch
of First Payment Cards
for Children

okt

Tinkof, one of the largest Russian banks, issued a Tinkoff OnuH 13 KpynHeiiwnx poccuiickix 6aHkoB Tinkoff Bbi-
Junior debit card, which allows children to pay by themselves nyctun pebetoyio kapty Tinkoff Junior, ¢ nomoLwbio kKoTopoN
for school meals, games, mobile communications, or even to [T CMOTYT CAMOCTOATENBHO OMNAUMBATH LUIKOMbHOE MUTAHMe,
open a “piggy bank account” and transfer money to it. To get Wrpbl, MOBULHYIO CBA3L UM Aae OTKPbITb «CYET-KOMUAKY» U
a children card, kid’s parents must open a bank account in the nepeBoaNTb Ha Hero AeHbru. YTobbl 3aBecTy KapTy, poauTeni
bank. With the Tinkoff Junior card, for each online purchase, [OM%HbI OTKPBITb B 6aHKe pacueTHbili cueT. Mo kapTe Tinkoff
the holder receives points - 2% of the purchase amount, for Junior 3a KaXpyto OHNaH-NOKYNKY iepXaTeNtio HaUUCNAOTCA
spending in other categories — 1% of each purchase. Points can Gansbl B pasmepe 2% OT CyMMbl MOKYTKIA, 33 TPaTbl B OCTaNIbHbIX
be spent on food in the “Restaurants” category or on purchases KaTteropuax — no 1%. bannbl MOXHO TPaTUTb Ha efly B KaTeropum
in online stores. «PecTopaHbl» U1 Ha MOKYNKM B UHTEPHET-Mara3uHax.
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Innovation at
KIND+

IN ITS SUCCESSFUL 2018 EDITION
(SEPTEMBER 20-23) THE GERMAN
NURSERY FAIR HAS PROVED

ONCE AGAIN TO BE AWORLD-
CLASS EVENT, HOSTING THE

BEST INTERNATIONAL BRANDS
AND PROPOSING NEW TRENDS
AND SOLUTIONS IN ALL PRODUCT
CATEGORIES. THE EVENT
PROGRAMME INCLUDED THE KIND
+ JUGEND INNOVATION AWARD
CEREMONY, SEMINARS AND
SPECIAL DESIGN AREAS. TWELVE
COMPANIES EXHIBITED IN THE
RUSSIAN PAVILION IN HALL11L1

WFairsReport

\\\

JUGEND

MIHHOBaL MK Ha
Kind + Jugend

C 20 T10 23 CEHTAEPA 2018 TOTA HEMEIKAA TETCKAS BBICTABKA B O9E-
PEMTHOM PA3 TIPOLITIA C BOTIBIINM YCIIEXOM, IOATBEPIAB TEM CAMBIM,
YTO ABMTAETCA COBBITMEM MUPOBOTO YPOBHA W PEITATAET JIYHIIVE
MEXITYHAPOTTHBIE BPEHIBI, HOBBIE TEHIEHINY 11 PEITEHIA BO BCEX
KATETOPYAX TIPOIYKTOB. [IPOTPAMMA MEPOTIPYISAITIA BKITHOUATIA TIEPE
MOHIAH0 BPYUEHWA TPEMUIA KIND + JUGEND INNOVATION AWARD, CEMU-
HAPBI U CIIEIVATTDHBIE TTPOEKTBI [IBEHATIIATD KOMITAHWUY - YYACT-
HITKOB 13 POCCIAM BBICTABJIANIMCD B ITABMJIDOHE 3ATIA 111
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In September 2018 Co-
logne’s Kind + Jugend has con-
firmed to be the world’s most
important trade fair for nursery
products. Its success story con-
tinues: with more than 24,700
trade visitors (75 per cent from
abroad) from 123 countries,
the exhibition registered 10 per
cent more visitors than in 2017.
The attendance from abroad
grew strongly, but more visi-
tors from Germany also took
part. 1,217 companies from 49
countries exhibited in Kind +
Jugend 2018 and 86 per cent of
them (1,043) were foreign.

A meaningful increase in the
number of visitors from Europe-
an countries was achieved: more
visitors came, for example, from
the United Kingdom, France,
Italy and Spain. More visitors
were also counted from Bulgaria,
Latvia and the Czech Republic.
Although the figures from Rus-
sia declined somewhat, visits
from Eastern Europe as a whole
increased slightly. Once again
strong was the number of visits
from Asia; especially the figures

WFairsReport

for China. Attendance from
North America also showed a
slight upward trend. With regard
to Latin America, fewer visitors
came from Argentina, but more
from Peru.

Many companies have already
booked their trade fair stand for
the next year and nearly 80 per-
cent of visitors are planning to
come to Cologne again in 2019.
This is shown by the results of
the independent visitor survey
carried out at Kind + Jugend.
According to the survey, nearly
90 percent of the visitors would
recommend a visit to Koeln-
messe’s nursery products trade
fair to close business acquaint-
ances.

THE EVENT PROGRAMME
The presentation of new
products and trends is strong-
ly supported and promoted by
the event programme of Kind

+ Jugend. Competitions and
awards offer the innovative
industry, young designers and
newcomers a prestigious stage
and draw attention from the

With the highest safety standards (R129), the baby

B cooTBeTCTBIM € CAMBIMU BBICOKUMI

cranpiapramu 6esonacuoctu (R129) perckoe

kpecno Maxi-Cosi Jade or Dorel Juvenile
npejnaraer pe6enKy 60npuioii Kompopr:

MA/TBYMK VT T€BOYKA JICKUT POBHO U HAXOMUTCA

carrier Maxi-Cosi Jade by Dorel Juvenile

offers the child a great deal of comfort:
he/she lies flat and safe — whether being
transported in the car or in the pram

B 0€3011aCHOCTH — KaK B MalmnHe, TaK 1 B KO/IACKe
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B ceHTAbGpe 2018 ropa ycnex KENbHCKOM BbICTaBKM
Kind + Jugend ctan cBupeTenbCTBOM TOTO, YTO 3TO CO-
6bITNE ABNAETCA CaMbIM BaXXHbIM B MVPe HAYCTPUN
[EeTCKUX TOBapOB. Pa3BuTe 3TON BbICTaBKM NPOAOI-
»aeTca rog oT roga: B 2018-m ee nocetusnio 6osnee yem
24700 cneuuanucToB (cpeamn HUX 75% - n3-3a pybe-
a) 13 123 cTpaH, uto Ha 10% 6onblue, uem B 2017
ropy. Y1cno MHOCTpaHHbIX MoceTuTeNnen Bo3pocno
MHOTOKPAaTHO, HO OCHOBHOE KONMYeCTBO rOCTel Bbl-
CTaBKM COCTaBWUAM nocetutenu us fepmanmn. 1217
KoMMaHui 13 49 cTpaH NpefcTaBuav CBOM NPOAYKTbI
Ha Kind + Jugend - 2018, 1 86% u3 Hiix (1043 Komna-
HIK) ObINN MHOCTPAHHBIMU.

OpraHun3aTopbl AOOUNNCH 3HAUUTENBHOTO YBENN-
YeHMsA YnCa NoceTUTenemn n3 eBPonencKrx CTpaH:
6orblUe rocTeit NpubbINO, HanpumMep, U3 Bennkobpu-
TaHuwy, OpaHumu, Vtanum n icnannu. YBenuuunocb
yncno noceTuTenen Takxke n3 bonrapuw, JlatBun n
Yexumu. XOTA 4nMcno poccuaH HeCKOMbKO CHU3UIIOCh,
KONMYeCTBO BM3UTEPOB 13 BocTouHom EBponbl B Le-
JIOM BbIPOC/0. BHOBb 6b110 3adUKCPOBaHO 6OMbLIOE
KONMYeCTBO NoceLleHunii n3 A3nm; 0CO6eHHO 3TO aKTy-
anbHo ana Kutas. Mocelaemoctb NpeacTaButTensamm
CeBepHol AMepuKY Takxe nokasana HebosbLuyto
BOCXOAALYI0 TeHAeHUMI0. YTo KacaeTtca JlaTuHcKom
AmepuKK, TO U3 APreHTVHbI Nprexano MeHbLue roc-
Tel, Yem B NPOLLNIOM rofy, Ho 6onbLue — 13 Mepy.

MHorue Komnanuy y<e 3abpoHUPOBanyi BbICTaBOY-
Hble CTeH/bl Ha cnegytowmin rog, u nouty 80% Bu3nTe-
POB NNaHMPYIOT CHOBa NpuexaTb B KenbH B 2019 roay.
06 5TOM CBUAETENLCTBYIOT pe3ynbTaTbl HE3aBUCUMOTO
onpoca nocetuteneil, nposegeHHoro B Kind + Jugend.
CornacHo onpocy, noutvt 90% rocteii HbIHELLHEN Bbl-
CTaBKM MOPEKOMEH/YIOT 3HaKOMbIM MOCETUTb MepO-
NpuUATUE C LeNblo 3aBA3aTb JeST0Bble KOHTAKTbI.

‘-;;l':-‘k {_S;&iﬁéren;[ W HOSHam

Ha IpeMII0 3a UHHOBALIMIL,
TaB/IEHHBIE B CIIEUNATbHOIT 00/1acTH
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KIND +
JUGEND

2018 Kind + Jugend

Innovation Award ceremony

IlepeMOHMs BPYYEH ST IIPEMII
Kind + Jugend Innovation Award

media. The seminars focus on trend and market analyses.
Innovations and trend-compatible products inspired the
industry and showed that manufacturers and designers are
always adjusting to new target groups. The focus this year
was also on the theme of safety, which is being advanced by
numerous technical developments and digital applications.
Not only with regard to material, the significance of the
theme of sustainability is also growing; design, durability
and environmentally-friendly disposal are becoming sub-
jects of increasing interest for manufacturers, the trade and
end consumers.

The Kind + Jugend Innovation Award, conferred since
2005, enjoys a very good reputation in the industry. The
nominations and the awards are viewed as important mar-
keting tools. The Kids Design Award was also presented once
again, this time to the Lithuanian designer Gintare Cerniau-
skaite for her product Upe; the Inside The Box product from
Lisanne Koning also received an honourable mention. The
Consumer Award, on the other hand, introduced the best
products in eight different countries, chosen through surveys
of parents carried out by international partner magazines
and portals. All awards were showcased at Kind + Jugend
in attractive special areas. Other special sections were The
Kids Connected Room, with smart and digital solutions for
trend-oriented children’s rooms, and the Design Parc, which
presented outstanding design products and newcomers from
various countries.

A POSITIVE FEELING

The Russian pavilion in Hall 11.1, with 12 exhibitors,
proved highly successful and next year it is expected that the
companies’ participation will increase. In the six halls where
the exhibition was staged there was a general feeling of con-
fidence although attendance, as predictable, decreased on the
last two days (Saturday and Sunday).

In 2019 Kind + Jugend will be held from September 19 to 22.

In these pages we present new products that are repre-
sentative of the current trends in the nursery business.
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MPOrPAMMA MEPOMPUATUN

Mpe3eHTaLmMA HOBbIX MPOLYKTOB 1 TEHAEHLWI aKTUBHO
noaAepPXKMBaeTCA 1 NPOABUraeTcAa NPOrpamMmmMon Meponpus-
i Kind + Jugend. KoHKypcbl 1 Harpagzbl npeanaratT MHHO-
BaL{MOHHbIM MPOeKTaM, MONOAbIM An3aiiHepam 1 HOBMYKaM
PbIHKa NPECTVKHYIO MOLAAKY ANA NPOLABUXKEHNA 1 NPU-
BJIEKalOT BHMaHWe CpeAcTB MaccoBoi nHpopmaumm. Oc-
HOBHble TeMbl CEMUHAPOB, BXOAALLMX B A€NI0BYI0 NPOrpam-
My, — 3TO aHanu3 TPEHAOB U PbIHKOB CObITa. IHHOBaLMOHHbIE
pa3paboTKku, NpefcTaBieHHble Ha BbICTaBKe, BLOXHOBUN
YUYaCTHUKOB 1 MOKas3asu, 4To NPOV3BOANTENN 1 AN3aiiHepbl
BCerga nprcnocabnyBatoTca K 3anpocam HOBbIX LiefieBblX
rpynn. B 3Tom rogy oCHOBHO€ BHVMaHue 6bl1o yaeneHo Teme
6e30MacHOCTI, KOTOPas NPOABUIAETCA MHOFOUYVCIEHHBIMM
TeXHUYecK My pa3paboTkamm 1 LdpoBbIMM MPUNOKEHN-
AMK. TakKe pacTeT He TONIbKO 3HauYeHNe MaTeprasnos, Nc-
Nosb3yeMbiX Mpu NPOV3BOACTBE AETCKMNX TOBAPOB, HO U X
3KONOrMYHOCTU. [l3aliH, LONTOBEYHOCTb 1 IKONOrMYeCK
6e30mnacHan yTunm3ayusa — Bce 3T BONPOChI BbI3bIBAKOT MO-
BbILLEHHbBI HTEpeC Y NPOU3BOAMTENEN, PeTeNNepoB 1 Ko-
HeuHbIX noTpebuTeneil.

Mpemus Kind + Jugend Innovation Award, npucyxpga-
emas ¢ 2005 rofa, MoNb3yeTcAa OYeHb XOPOLLEN penyTauu-
eln B oTpacnu. HommHaumm n Harpafibl paccmaTpuBatoTcs
KaK Ba)KHble MapKeTUHIroBble MHCTPYMeHTbI. Mpemua Kids
Design Tak»e 6Gblna BpyyeHa B 3TOM rofly, Ha 3TOT pa3 OHa
[ocTanacb NMMTOBCKOMY fu3aiiHepy Gintare Cerniauskaite,
npepcTtaBmBLueid cBoi NpoayKT Upe. MpoaykKT Inside The
Box ot Lisanne Koning Tak»e nonyuun noyeTHoe ynomu-
HaHue. Mpemua Consumer Awards, C Apyroi CTOPOHbI,
npeAcTaBmna nyyllne NnpoayKTbl B BOCbMU pa3HbIX CTpa-
Hax: OHY GbINY BbIOPaHbI B pe3ynbTaTe ONPOCOB pofuTe-
neii, NpoBefeHHbIX MEXAYHAPOAHBIMU NAPTHEPCKUMU
XypHanamu v noptanamu. Bce Harpaabl Bpyyanucb Ha
Kind + Jugend B cneunanbHoO opraH1M30BaHHbIX NpYBeKa-
TenbHbIX NPOCTPaHCcTBax. OTAeNbHO GbiNU NpeAcTaBeHb!
ToBapbl B npoctpaHcteax The Kids Connected Room (c
WHTENNeKTYanbHbIMU 1 LdPOBbIMU peLleHnAMIN AnA feT-
cKkux KomHar) n Design Parc, B KoTopom pasmecTunm Bbi-
faloLmeca NpoayKTbl AN3aNHEPCKON MbICIN U HOBUHKN 13
pasHbIX CTPaH.

NO3UTUBHBIA HACTPOA

Poccuinckuin naunboH B 3ane 11.1 c yyactnem 12 skc-
MOHEHTOB OKa3ascsA OYeHb YCMeLHbIM, Vi OX1AAETCA, YTO B
cnefytoLem rogy Yncao KOMNaHmi-y4acTHUKOB YBEINYNTCA.
B wecTn 3anax, rae npoBofgunach BbiCTaBKa, BUTan o6LLnii
[yX YBEPEHHOCTH, XOTA NOCeLLaeMOCTb, Kak 1 npeanonara-
NOCb, yMeHbLUMAACh B NocnefjH1e aBa AHA (B cy660Ty 1 BOC-
KpeceHbe).

B 2019 ropy Kind + Jugend 6ypneT npoxoanTb ¢ 19 no 22
CeHTAOpA.

Ha 3Tux cTpaHunLiax mMbi € pagoCcTbio NpeacTaBnsem
HOBble MPOAYKTbI, KOTOPbIe OTPaX<aloT rNaBHble TPeHAbI
B IHAYCTPUW TOBapoOB ANA AeTeil.
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Developed in collaboration with carmaker
Renault, The Dream Cradle by Chicco (a brand
of the Artsana group) simulates a car’s rocking
in order to make it easier for the child to fall
asleep at home. The movements of the base,
compatible with two of Chicco’s carrycots, can
be activated and selected in three different
modes using a mobile device’s Bluetooth con-
nection through a dedicated app, and stop auto-
matically after 30 minutes.

Pa3pabotaHHOe B COTpyAHMYECTBE C aBTOMNpPO-
n3soguTenem Renault, The Dream Cradle ot Chicco
(6penp rpynnbl Artsana) MMUTMPYeT KayaHue aB-
TOoMO6UNA, UTOObI 06nerunTb pebeHKy 3acbinaHve
fnoma. [lBumxeHns 6asbl, COBMeCTUMble C ABYMSA
nonbkamm Chicco, MoryT 6biTb aKTVBMPOBaHbI 1
BblOPaHbl B TPEX Pa3HbIX PexunmMax ¢ NCMnonb30Ba-
Hnem Bluetooth-coeanHeHna mobunbHoro yctpon-
CTBa yepes crneyuanbHoe NPUNoXeHre N aBToMa-
TUYECKMN OCTaHaBNMBatOTCA Yepes 30 MUHYT.

Foppapedretti has announced it is of-
fering the opportunity to customize its
iWood travel system, the only product on
the market with a real wood frame, that
continues to be very successful in Italy and
abroad thanks to its unique design. Start-
ing from 2019, the consumers will be able
to choose the iWood frame in different
types of wood (the new ones are bleached
ash, natural ash, grey ash and elm), all
FSC-certified and made in Italy, to be
combined with one’s favourite upholster-
ing. iWood becomes a truly exclusive and
totally “custom-designed” product.

Foppapedretti o6baBuna, uto npepnaraet po-
OUTENAM BO3MOMHOCTb C€O3[aTb CBOI COOCTBEH-
Hyl0 MOOUNbHYIO cucTemy Ana nyTewecTtsuin iWood,
NpeAcTaBnAa eAVHCTBEHHBIN Ha PbIHKE NPOAYKT C
KapKacoMm 13 HaTypasbHOro fepesa. TOT TOBap no-
npexxHemy oyeHb nonynapeH B Utanum v 3a ee npe-
fenamu 6narofapa CBOemy YHUKanbHOMY AM3aiiHy.
C Hauana 2019 roga notpebuTenn cmoryT BblibpaThb
pamy iWood 13 pa3Hbix BULOB ApeBeCcHbl (0TOeneH-
Has 30Mna, ecTeCTBeHHas 30Ma, cepas 3ona v BA3). Bce
BapuaHTbl metoT ceptudurkat FSC v n3rotoBneHsl B
Wtannu, o6beanHnT nx nontobusLuanca Bcem obMBKa.
iWood cTaHOBUTCA AENCTBUTENBHO SKCKNIO3MBHbIM

npoAYyKTOM.
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Made with Oeko-tex certified NewLife

yarn, obtained from post-consumption
plastic bottles, Peg Peregos Happy Col-
lection meets the demand for sustainable
products: with 40 virgin PET (polyethy-
lene terephthalate) bottles it is possible to
make up the upholstering of one stroller,
as shown in the picture. NewLife’s me-
chanical process to transform bottles in-
to a polymer is 100% made in Italy and
100% traceable. Peg Perego is at present
engaged in experimenting with further
innovative materials.

The new Liberty collection
by Picci is Montessori-inspired,
featuring a wooden cot with a
house-like structure which allows
the child to access it and leave it
in total independence. Built with
a similar shape, the small bedside
table has three shelves where the
child can freely store books and
toys. The coordinated bed linen
is available in blue, pink or grey
and the colourful triangular flags
add a festive touch.
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Hosas konnekuus Liberty ot Picci BaoxHoBneHa
cuctemort MoHTeccopmn — B Hell NpefcTaBneHa Je-
peBAHHaA [eTcKaA KpoBaTKa, KOTOpas CKOHCTPYU-
poBaHa B BUAe AOMYKa 1 MO3BOMAET pebeHKy CBO-
600HO NepemeLLaTbCA BHYTPb HEe 1 HapyXy, npw
3TOM MOJIHOCTbIO COXPaHAsA CBOKO HE3aBUCUMOCTb. B
KONNeKLMM eCTb TaKKe ManeHbKan TyMbouKa Takol
e $opMbl, OCHaLLEHHas eLle TPeMs MoJloukamu, B
KOTOPbIX Pe6eHOK MOXET CBOOOAHO XPaHUTb KHU-
v 1 urpywwku. MoctenbHoe Genbe, pas3paboTaHHoe
cneyuanbHo ana Liberty, foctynHo B cuHem, po3o-
BOM WNIN CEPOM LIBETE, @ KPaCOUHble TPeyrofibHble
¢dnarv co3gatoT HaCTPOeHWe Npa3gHMKa.

CpenaHHas ¢ ceptuduumpoaHHoin Oeko-tex-
HuTblo NewlLife, nonyyeHHON ©3 yTUAN3MPOBaH-
HbIX NNacTUKoBbIX 6yTbINOK, Peg Perego’s Happy
Collection ygoBnetBopseT cnpoc Ha NPOAYKTbI C
opvieHTaLmelr Ha SKONOrMYHOCTb: U3 40 ByTbINoK
yncToro nonuatuneHa (nonnatuneHTepedTanara)
MOXHO M3roTOBWUTb OOGVBKY OLHOMN KONACKU. Tex-
Honornsa Newlife no npespatyeHuio 6yTbinoK B
nonumep Ha Bce 100% Bocnpounssogutca B Ura-
nun 1 Ha 100% KoHTponupyetca. B HacToAwee
BpemMA KOHCTpyKTopbl Peg Perego skcnepumen-
TUPYIOT C PasNNYHbIMA VHHOBALMOHHbIMU MaTe-
puanamm.



Advansafix IV R is the first product
of the new line of Group 1/2/3 Britax
Romer car seats. Marked by its unique
design, encompassing a sleek, round-
ed black shell, and by superior comfort
for children and parents alike, the seat
grows with the child from 9 to 36 kg (=
9 months-12 years) in a few simple steps,
while retaining excellent safety features.
Advansafix IV R features Britax Romer’s
patented Isofix pivot link system, which
reduces the forward movement of the car
seat, while the V-shaped headrest con-
trols the movement of the childs head in
the event of a crash.
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Advansafix IV R - nepBbiii npofyKT HOBOW Nu-
HeNKn aBTOMOOWNbHbIX cuaeHuin Britax Romer
Group 1/2/3. BblgenatoLieeca CBOUM YHUKabHbIM
AV3aiHOM, KOTOPbIN BbIPaXKeH B MafKuX, OKPYbX
JINHUAX U YEePHOM LiBeTe, 0COBEHHO KompopTHOe
AN1A feTen 1 poauTenen, CuaeHbe «pacTeT» BMecTe C
pebeHkoM 0T 9 1o 36 Kr (= 9 MecALeB — 12 neT) ¢ no-
MOLLbI0 HECKOMBKMX MPOCTbIX LIAroB, COXpaHAs B TO
xe BpemA 6e3ynpeyHbll ypoBeHb 6e30MacHOCTY.
Advansafix IV R umeet 3anateHToBaHHy0 Gprpmorn
Britax Romer cuctemy noBopoTHOro coefnHeHUsA
Isofix, kKoTOpas ymeHbLUAeT NOABUKHOCTb aBTOMO-
6UnbHOrO CraeHbA, a V-06pasHblii NOATONOBHUK
KOHTPONMpYeT ABMXKEHWE roNoBbl pebeHKa B Cy-
yae aBapum.
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Dorel Juvenile has introduced the Quinny
Hubb, a spacious, highly comfortable and com-
pletely modular stroller, available in Mono and
Duo configuration. In order to meet any need,
it is possible to add one of the matching from-
birth solutions (the exclusive XL Hux carry-
cot, the snug Hubb From-Birth Cocoon or the
Maxi-Cosi Pebble Plus car seat), extra storage
capacity or even a second seat. Easily foldable
and unfoldable with one hand, the Hubb fea-
tures an extendable sun canopy with a practical
peek-a-boo window.

Dorel Juvenile npeactasuna Quinny Hubb, npo-
CTOPHYI0, OYeHb YAOOHYI0 U MOMHOCTbIO MOAYSb-
HYI0 KONIACKY, AOCTYMHYO B KOHdUrypauum Mono n
Duo. Ytobbl ynosnetsopuThb ntobble NoTpebHoCTY,
MOXHO [106aBUTb OfHY UX MOAXOAALMX pebeHKy
10 BO3PacTy KOHCTPYKLMI (3KcKo3unBHYto XL Hux-
NonbKYy, ytoTHbIN Hubb From-Birth Cocoon nnu as-
TomobunbHoe cngerHbe Maxi-Cosi Pebble Plus), no-
NMOSIHUTENbBHYI0 eMKOCTb [J/1A XPaHeHUA 1nun faxe
BTOpoe MecTto. Hubb nerko cknagbiBaetca u pac-
KnagblBaeTCcA OAHON PYKOW, a TakxKe MMeeT Lnpo-
KW TEHT C NpakTUYHbIM OKHOM peek-a-boo.

U 4
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Engineered in Germany, Concord’s Scout is
a folding carrycot that turns the buggy into a
pushchair. Thanks to its central hinge, it can be
folded up in an extremely compact volume (48
x 44 x 27 cm). The child enjoys maximum com-
fort and well-being, at home and on the move.
Equipped with a big sun canopy and sturdy
straps with comfortable handles, Scout weighs
only 4.7 kg and is available in a wide choice of
colours.

Philips Avents Natural teat has
been improved in order to achieve a
softer, more skin-like feel, increased
compressibility and greater degree of
stretch; since it has been made more
similar to the nipple, the baby feels
comfortable with it and easily goes
back to breastfeeding. Provided with a
rounded up tip that facilitates tongue
movement for a smoother milk extrac-
tion, it is available with 7 different flows
in order to follow the child’s growth
from newborn to 6 months plus.
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PaspabotaHHaa B lepmanum, Concord’s Scout
npefctaBnaeT cobon CKNafHylo JIoMbKY, KOTO-
pas npeBpawaer 6arry B KonAcky. bnarogaps
LIeHTPaNbHOMY LWAPHMPY €ro MOXHO CIIOXUTb
Upe3BblYANHO KOMMAKTHO (48x44x27 cm). Pebe-
HOK HacnaXpaaeTcs MakCMMasbHbIM KOMGOPTOM 1
6narononyuviem 1 foma, 1 B fopore. OCHaLeHHbIN
60NbLWUM TEHTOM Y MPOYHBIMU PEMHAMK C Y06-
HbIMK pyyKamu, Scout Becut Bcero 4,7 Kr u focTy-
MeH B LUNPOKOW LIBETOBOW ramme.

Cockm Philips Avent 6binu ynyuLieHbl, 4To6bl
[06UTbCA 6onee MArKOro, MPUOGVXKEHHOTO K KOXe
OLLYLLEHNSA, MOBbILEHHON COKMMAeMOCT 1 601b-
Wen cTeneHn pactaxeHus. Tak Kak oHU 6osnblue
HaMOMMHAIOT XXeHCKYI0 rpyab, pebeHOK uyBCTBYeT
ceba KOMPOPTHO U NETKO BO3BpPALLAETCA K rpyd-
HOMY BCKapMVBaHMIO. 3aKpyrMeHHbI KOHUMK
obneryaeT ABVKeHMe A3blka Ans 6osee nerkoro
n3BnedyeHns mosnoka. CoCKu NpeacTaBneHbl B ce-
MV PasfIMyHbIX BapWaHTax, uToObl OTCIEXMBATb
MNHTEHCMBHOCTb MOTOKA XKUOKOCTU B 3aBUCUMOCTM
OT BO3pacTa pebeHKka (0T HOBOPOXKAEHHOrO A0 6
MecCALEB U1 CTaplue).
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The new baby monitor line by An-
teprima Brands (Nuvita brand) fea-
tures Starry, an audio baby monitor
with TULE digital green technology,
650-metre range, coloured nightlight
projector, lullabies that can be acti-
vated by remote control, baby’s room
temperature indicator and alert, vi-
bration alert, baby feeding timer, bat-
tery life up to 150 hours. TULE (True
Ultra Low Emission) offers mini-
mal electromagnetic wave exposure
granting a healthier living environ-
ment for babies and parents.

HoBaA nmHelnka MHOroGyHKLVOHamNbHbIX pa-
OunoHsaHb oT Anteprima Brands (6peHp Nuvita) oc-
HallieHa Starry, 3ByKOBbIM MOHUTOPOM C LidpoBoii
TexHonoruen TULE, 650-meTpoBbIM [ManasoHoMm,
LIBETHbIM MPOEKTOPOM AjIsl HOYHOTO OCBELLeHUs,
KonblbenbHbIMU, KOTOpble MOTYT GbITb aKTUBUPO-
BaHbl C MOMOLLbIO NySbTa JUCTAHLVOHHOTO Ynpas-
NeHUs, NHANKATOPOM TeMrnepaTypbl B KOMHaTe f1s
neTen, Bubpauven, TanmMepom Ana KOpMIeHus pe-
6eHKa. Bpemsa aBTOHOMHOI paboTbl COCTAaBAAET O
150 vacos. TULE (True Ultra Low Emission) npeg-
naraet s leTeil U poAuTeNe MAHMMANbHOE BO3-
[efiCTBUE SNIEKTPOMArHUTHOrO M3NyyeHns, obecrne-

ynBas bonee 300pOoBYyI0 Cpeny AnA *KNU3HW.

Doona launches Liki Trike, claiming it
is the world’s most compact folding trike.
The consumers receive the assembled,
ready-to-use, product, that will be used
by the child from the age of 10 months up
to 3 years. Built with high quality materi-
als and available in two versions, S3 and
S5, Liki Trike is robust and safe; thanks
to its innovative design, it trasforms in
order to follow the child’s growth. When
folded, it can be easily put in the car’s
boot, brought into the airplane’s cabin or

Doona 3anyckaert Liki Trike, yTBepxaas, uto 310
CaMbll KOMMNAKTHbIV CKMaHOW BeNoCunes B Mupe.
MoTpebuteny nonyvarT coOpaHHbIN, FOTOBLIA K
NMPUMHEHWIO MPOAYKT, KOTOPbIA ByAeT Mcnonb3o-
BaTbCA pebeHKoM B Bo3pacTe oT 10 mecsues [0 3
net. CaenaHHbIi M3 BbICOKOKAYeCTBEHHbIX MaTe-
pranoB v JOCTYMHbIV B ABYX Bepcnax, S3 n S5, Liki
Trike npoyeH 1 6e3onaceH. bnarogaps HHOBaL K-
OHHOMY [U3aliHy OH TpaHcdopmupyeTca, YTobbI
ycneBaTb 3a pocTom pebeHKa. B cnoxeHHOM cocTo-
AHVN BeNOCUNEef MOXXHO JIerko MofoXmMTb B barax-

e

ke

carried on one’s shoulder.

HOCWUTb Ha nneve.

HVK aBTOMOOWNA, 3aHeCTV B KabyHy camoneTa nnu é{
|

g )
s
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For its i-Size car seats, Cybex introduces a
new technology which avoids possible critical
situations. Sensorsafe is a clip which is con-
nected to the seat and to a Bluetooth app for
mobile devices (both iOS and Android, avail-
able in various languages); the clip is turned
on the moment it is locked and sends an
acoustic signal and a notification to the device
in case of possible danger for the child: if the
child opens the clip, if the temperature inside
the vehicle is too hot or too cold, if the child
is left alone in the car. Sensorsafe also noti-
fies when the journey has gone on for over 2

hours in order to suggest a stop.

[inAa cBomx aBTOMOGUNbHBIX cupeHuii i-Size Cybex
BBOAMT HOBYIO TEXHONOTMIO, KOTOPas No3BonseT n3be-
aTb BO3MOXHDbIX KPUTNYECKUX CUTYaLuid. Sensorsafe —
3TO 3aKUM, KOTOPbI COENHAET CYAEHBE U NMPUNOXKe-
Hue Bluetooth gna mobunbHbIx ycTponcts (Kak iOS,
Tak 1 Android, BOCTYMHbIX Ha pa3HbIX A3bIKax). 3aXUM
BK/0YAeTCA B MOMEHT GIOKUPOBKU 11 OTTNPaBAAET 3BY-
KOBOW CUrHan 1 yBefOM/IEHNE Ha YCTPOWCTBO B Cllyyae
BO3MOKHOW OMAacHOCTY Ast pebeHKa: ecnu Masbill OT-
KpblBaeT 3aXKVM; ecnv TemnepaTypa BHYTPY aBTOMO-
6VNA CNVLIKOM BbICOKAsA MW Yepecuyp HU3Kas; eciu
pebeHOK ocTanca oAauH B MalHe. Sensorsafe Takxe
coobLyaeT, Korga nyTewecTsre AnnTca 6onee AByX Ya-
COB, 1 NpefnaraeT OCTaHOBUTbLCA.

W 4
THE WINNERS OF THE KIND + JUGEND INNOVATION AWARD 2018

o World of Moving Kids « World of Kids Toys
Bumprider Connect - Bumprider AB (Sweden) Berg GO? - Berg Toys B.V. (Netherlands)
o World of Travelling Kids o World of Kids Textiles
Maxi-Cosi Jade - Dorel Juvenile (Maxi Miliaan B.V.,, Netherlands) Kids Jacket - Miapka Design (Poland)
o World of Moving Kids & Travelling Kids Accessories o World of Kids Care
Mini Sling - Minimonkey (Netherlands) CanDoCup - Miyali BV (Netherlands)
o World of Baby Safety at Home o World of Kids Furniture

Buzzer - Felibaby GmbH (Germany) Chicco Baby Hug 4 in 1 - Artsana S.p.A. (Italy)
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Lne Nursery Business
Meets 1n Kielce

THE POLISH FAIR KIDS' TIME WILL BE HELD IN KIELCE IN TENTH TIME
ON FEBRUARY 20 T0 22, 2019. IT WILL BE THE ANNIVERSARY FOR THE FAIR.

Last year the exhibition was
held from February 21 to 23 and
brought together 512 companies
from 22 countries. 19,000 square
meters was the total exhibition
area taking up all the seven halls
of the Kielce exhibition and con-
gress centre and the additional
H Expo Hall which was put up
especially for the occasion. 7,515
visitors became familiar with
what producers and distributors
offered: toys, prams and strollers,
car seats, furniture, textiles and
baby products.

For the third time the Kids’
time programme included an
event dedicated to discuss the

Polish market opportunities
available for foreign compa-
nies. In 2018, the Poland - Be-
larus - Russia Round Table

session brought together dele-
gations from Russia and Be-
larus and entrepreneurs from
Poland; the session gave an in-
sight into the Russian market,
through speeches by Ekaterina
Migol (GFK), Tatiana Butskaya
(Parents’ Choice) and Natalia
Nawrocka (Academy of Ma-
ternity).

The KopiniKon company
gathered a delegation from 20
companies, including from Ka-
zakhstan.
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C 20 TI0 22 OEBPATIA
2019 TOITA B TOPOTIE
KETBIIE B IIECATBII,
FOBVTIEAHBIN PA3
TIPOVIIET TI0MTBCKAA
BBICTABKA KID'S TIME

[lpenctaButenu
NHOYCTPUKN OeTCKUX TOBapOB

BCTpeualoTcA B KenbLe

B mpowwunom ropy ebictaBka npoxoguna ¢ 21 no 23
deBpans, oHa cobpana 512 KomnaHui 13 22 cTpaH.
BbicTaBKa pacnonoxwmnacb Ha nnowagun 19 000 KB.Mm,
3aHAB BCe CeMb 3aJ10B BbICTaBOYHOIO U KOHrpecc-
LeHTpa B KenbLe, a TakKe 4ONONHUTENbHbIV 3an H
Expo Hall, koTopbiii 6611 060pyRoBaH cnewluanbHo no
3TOMy cnyyato. 7515 noceTmtenen CMOrnm no3Hako-
MUTbCA C NPEASIOKEHNAMUN NPON3BOANTENEN N ANC-
TPUOLIOTOPOB JETCKMX TOBAPOB: C UTPYLLKaMU, Pa3HoO-
06pasHbIMU KONIACKaMU, aBTOMOOWIbHBIMU Kpecsiamu,
Mebenblo, TEKCTUNEM W SpYyTrMy TOBapamu Ana feTeit.

B TpeTnin pa3 nporpamma BbictaBku Kid's Time
BKJIIOUasa B ceba MeponpurATe, B XO[4e KOTOPOTo JKC-
nepTbl 06CYKAaNN BO3MOXHOCTY NMOSIbCKOTO PbIHKA,
[OCTyNHble ANA MHOCTPaHHbIX Komnaxuii. B 2018 ropy
Ha 3acepaHuu Kpyrnoro ctona Monbuwa - benapycb -
Poccua cobpanuch generaumu 13 Poccum n benapycn
1 npegnpviHumaTenu u3 MNonbLw; ceccua gana npu-
CYTCTBYIOLMM NPefCcTaBneHne O POCCUNCKOM PbIHKE,
6naropapa BbicTynneHuam ExatepuHbl Murons (GFK),
TaTtbAHbI ByLkoii («Bbibop poamnTeneii») n Hatanbu
HaBpoka («Akagemusa maTeprHcTBa»). KomnaHum «Ko-
nuHuKoH» yaanocb cobpatb generaumio 13 20 Komna-
HWIA, B TOM ymncne, n3 KasaxctaHa.
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Meetings
in Shanghai

IN 2018 CHINA KIDS EXPO TOOK
UP 5 HALLS OF THE SHANGHAI
NEW INTERNATIONAL EXPO
CENTER. ATTENDING THE

FAIR, WE INTERVIEWED THE
MANAGERS OF A FEW LEADING
CHINESE COMPANIES LEARNING
THAT THE DOMESTIC NURSERY
MARKET IS GROWING THANKS
TO THE TWO-CHILD POLICY, AND
EXPECTATIONS ARE SPECIALLY
HIGH FOR THE CHILDREN'S CAR
SEATS CATEGORY.

Bctpeua B LLlaHxae

B 2018 TOLY BBICTABKA CHINA KIDS EXPO 3AHSATIA TIATH 3A-

JIOB HOBOT'O BbICTABOYHOIO HEHTPA B ITAHXAE SHANGHAT NEW
INTERNATIONAL EXPO CENTER HP H‘“ CETITIN %ETTHP" B""%TI WH-
TEPBBIO Y MEHEIDREPOB HECKO/TTBKUX ul Jl X KOMITAHII KIATAA
['Y3HAJIHW, YTO BHY LHHH\J\ U \Ut M]HJ\H JTA
[0 :L” PA TIONTUTHKE «[IBYX OETEID I H OCI GE{}H BOJIBIINE HA-

JKITBI TOKAJIBHBIE TTPOUSBOIUTEIN BOITATAIOT HA KATETOPUH
NETCKYX ABTOMOBM/TBHBIX KPECE]]
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Held at the Shanghai New Interna-
tional Expo Center (SNIEC) from Oc-
tober 16 to 18, 2018, China Kids Expo,
co-located with China Toy Expo, China
Preschool Expo and China Licensing
Expo, proved once again successful,
attracting professional domestic and
overseas trade buyers from over 130
countries and regions. As a bridgehead
for global buyers looking for quality
suppliers, China Kids Expo, organized
by the China Toy and Juvenile Pro-
ducts Association in cooperation with
Koelnmesse, has been visited by a larg-
er number of overseas visitors. Pre-reg-
istered overseas buyers increased 48%
this year, including a 60% growth of
big toy buyers. Among them, trading
groups from Germany, Korea, Rus-
sia, Japan, Vietnam, Peru and Brazil
attended the fair. International super-
markets, large chains, e-commerce and
other procurement giants, including
Lidl, Prebebe, SACO, Carrefour,
FamilyGames, Spin Master, Xalingo
took advantage of the business match-
making service to publish their sourc-
ing requests before the fair, and found
their right suppliers quickly and effi-
ciently during the expo.

W/FairsReport

The four exhibitions took up the
entire fair quarter (220,000 square me-
ters): quite impressive, if one considers
that in 2012 only about one third of it
(83,000 square meters) was taken up by
China Toy Expo, China Kids Expo - in
its second year - and the Brand Licens-
ing Hall, as China Licensing Expo was
known at the time (China Preschool
Expo has debuted in 2018 as an inde-
pendent event). Notwithstanding the
expanse of the exhibition area, every
hall we visited appeared to be crowd-
ed, except on the last day when many
exhibitors started packing up in the
early afternoon. China Kids Expo was
housed by 5 of the 17 halls that make
up the SNIEC.

With the assistance of the China
Toy and Juvenile Products Association,
we arranged a few in-depth interviews
with Chinese companies belonging
to the baby products business. We
were told that the two-child policy is
contributing to the nursery market’s
growth and that several cities have
started regulating the use of children’s
car seats or are preparing to do so,
which is obviously increasing sales in
that product category.
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BoictaBka China Kids Expo, nposo-
[MMas B BbICTaBOYHOM LieHTpe Shanghai
New International Expo Center (SNIEC) ¢
16 no 18 okTA6psa 2018 roga, cocefCTBOBa-
na ¢ BbicTaBkon urpywek China Toy Expo,
BbICTaBKOW TOBAPOB ANA [OLIKONbHNKOB
China Preschool Expo 1 BbicTaBKO n1LeH-
3uin China Licensing Expo. MeponpusTue
BHOBb MPOLLIO C YCNEXOM U NMPUBAEKIO
CMeLnanycToB BHYTPEHHEro 1 MUPOBOrO
pbIHKOB, 6aliepoB 13 6onee uem 130 cTpaH
11 PernoHoB Mupa. BbicTaBKa ABnAeTcA
nnaugapmom Ana 6aepos co BCero Mmpa,
LLYLLIMX KaueCTBEHHbIX MOCTaBLLVKOB.
Bonblwas yactb nocetuteneit China Kids
Expo, opraHusoBaHHow Kntaiickon ac-
counaumen npovsBoguTeneil UrpyLuek 1
TOBapOB ANA fieTell B COTPYAHNYECTBE C
KommaHuen «KenbHmeccs», nprbbinm 13
APYrvx cTpaH. B 3Tom rogy konnuectso
npenBapuTeNbHO 3apPerncTPUPOBaHHbIX
3apy6exHbIX rocTelt BbIPocno Ha 48%, Tak-
e Ha 60% BbIPOCIIO YMCIO KPYMHbIX 3a-
KynwuKos urpylek. Cpeay nocetuteneit
BbICTaBKM — TOProBble NpeAcTaBuTeny 13
lepmanuu, Kopew, Poccun, AnoHun, BoeT-
Hama, Mepy 1 bpasunun. MexpyHapogHble
cynepmapKeTbl, KpyrHble ceTu, NNoLaaKu
ONA OHNalH-TOProBAw, BKNoUas TaKue ru-
raHTbl, Kak Lidl, Prebebe, SACO, Carrefour,
FamilyGames, Spin Master, Xalingo, Boc-
nonb30Bancb ycnyroii nopdopa brsHec-
MapTHepOB, YTObbI 1O BbICTABKM 03BYUNTb
CBOU NOTPeOHOCTYN 1 paccKasaTb O TOM,
UTO MEHHO MX UHTepecyeT. 3T No3Bo-
JINNO UM 6BICTPO 1 3GGEKTUBHO HaWTH
MOAXOAALYMX NOCTABLLVKOB BO BPEMS Bbl-
CTaBKM.

Bce ueTbipe BblLLEYNOMAHYTbIE BbICTaBKY
3aHANM B 001U cnoxHocT 220 000 KB.M:
[OBOJIbHO BMeYaTNALLLNIA NoKa3aTesb,
yumTbiBaA TOT daKT, 4o B 2012 rogy Bbl-
crasku China Toy Expo v China Kids Expo
3aHVManu NULWb TPeTb 3TO NnoLaam
(83 000 KB.Mm) - 3TO 6bIN BTOPOW rof CylLe-
CTBOBAHMA 3TUX BbICTaBOK, Ntoc 3an Brand
Licensing Hall, Tak Kak BbiCTaBKa MLeH3MiA
China Licensing Expo y»e 6bina n3sectHa
B TO BpeMmA (a BblCTaBKa TOBApOB fiN1A [10-
wkonbHMKoB China Preschool Expo Kak
CaMOCTOATENIbHOE MepOonpuATUE B Nep-
BbIl1 pa3 npotuna B 2018 roay).

HecmoTps Ha 6onblune NpocTpaHCTBa
BbICTABOYHOW MIOLLAAN, KaxAblll 3a7, B
KOTOPOM Mbl 6bINy, BbIrAAeN nepenosn-
HEHHbIM, 3a VCKITIOYEHNEM NOCeHero
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AHA, Korga MHOrne sKCNoHEeHTbl HaYdanu

Larry Chao, | 9 ]
Vice President LJ
BESTBABY

" CBOpaymBaTb aKCNO3nLUNN. BbicTaBka
of Jangsu International

China Kids Expo pa3mecTtunach B naTu 13

Display of baby car seats
by Jangsu International

17 3anoB, KOTOPbIMM PacrosaraeT BbiCTa-
BOuUHbIN LeHTp SNIEC. Mpu cogenctaum
Kuraiickon accoumayum nponssogmtenei
UrpyLLEK 1 3AeNnii ANA HeCOBEPLLEH-
HOJETHUX Mbl OPraHN30BaV HECKOJIbKO
6ONbLUVX VHTEPBBIO C KUTANCKUMI KOM-
naHuAMK, PaboTaloLLMU B UHAYCTPUN
[eTcKnx ToBapoB. Ham pacckasanu npo

Mappu Yao, TO, YTO NONNTNKA «ABYX fieTel» Cnocob-
Bllle-PESHIeHT

CTBYeT POoCT blIHKa AeTCKUX TOBapOB U
Jangsu International Yerp ypP P

YCNYT 11 UTO B HECKOMbKMX ropogax yxe
Hayaan KOHTPONMpPOBaTb 06s3aTeNbHOE
CNOMb30BaHUE JETCKIX aBTOKPeCen Unu
cobupatotca 310 cienatb. OuUeBMAHO, YTO
3TN baKTOpbl yBeNMYaT NPOAaXM B 3TOi
KaTeropuu NpoayKToB.

JANGSU INTERNATIONAL

Herciute aBTOKpecna Jlappw Yao (Larry Chao), Buue-npesu-

Jangsu International

neHT Jangsu International, pacckasbiBaet o
KOMMaHWM: 3TO CEMENHBII 6|/|3HEC, co3faH-
HbII 21 rof} Ha3ag, PacroNOXKeHHbIN B ro-
Pre-registered overseas buyers increased 48% POACKOM OKpYre HX3HEUSAH MPOBAHLA
this year. including a 6O% growth of big toy
buyers. Among them. trading groups from

Germany. Korea, Russia, Japan. Vietnam. Peru

ond Brazil attended the fair.

Li3sHCy. KomnaHus npon3BoANT CrieHbs
Q1A CaMOJIETOB 11 [IETCKIIE aBTOKPECSa,
[QN3alH KOTOPbIX OHa pa3pabaTbiBaeT
CaMOCTOATENBHO U BbIMYCKAET KaK Mog
3aKa3 CTOPOHHIX KOMMaHWiA, Tak 1 nog

L

B 5TOM roay KOAMYECTBO MPEABAPUTEABHO 3APEIMCTPUOOBOHHDIX
3aPYOeXHbIX TOCTe BPOCAO Ha 48%. Takxe Ha OO% BHPOCAO
UMCAO KPYMHbIX 3aKYMNWMKOb Mrpywek. Cpean nocetuteaen
BHICTQBKM — TOProBble MPEACTOBUTEAM 13 [epmanun, Kopew,
Poccum, dnorum, beetHama, Tepy 1 bpasmanm,

JANGSU INTERNATIONAL
Larry Chao, Vice President of

Jangsu International, introduces the
company: family owned, established 21
years ago, based in Zhenjiang, Jangsu
province, it manufactures airplane
seats and children’s car seats, which are
designed internally and produced both
OEM and with its own brands, Best
Baby and Lucky Baby. Chao says since
2010 the company is equipped with its
own crash test laboratory which follows
the European standards and is calibrat-
ed for very specific details. At the mo-
ment the major market is represented

by China but Jangsu International is ex-
tending its presence in Western Europe
with the premium Best Baby brand and
in Eastern Europe with the lower price
Lucky Baby brand: materials and design
are the same but Lucky Baby products
cost less thanks to savings on shipment
and customs expenses. Best Baby’s
bestseller is the Group 0+/1 Isofix 360°
rotating car seat Gerald. Sono (Isofix,
Group 0+), which is available in Europe
with the Spanish Casualplay brand, now
adapts to different temperatures and re-
clines for the baby’s rest through a mo-
bile phone app.
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cobcTBeHHbIMM 6peHaamu - Best Baby 1
Lucky Baby. Yao rosopu, uto ¢ 2010 roga
KOMMaHUA OCHallleHa COOCTBEHHOI 1C-
nbiTaTeNbHON nabopatopyeit, KoTopas
COOTBETCTBYET eBPOMENCKIM CTaHAapTaM
1 0TKannbpoBaHa Nnog oueHb cneumduye-
CKMe fieTanu. B HacToAL WA MOMEHT OCHOB-
HbIM PbIHKOM KOMMaHW ABnAeTca Kntai,
Ho Jangsu International paciumpset csoe
npucyTcTBMe B 3anapHoi EBpone 3a cuet
npemuansHoro 6pexpa Best Baby, a B Boc-
TOuHOW EBpone - 3a cueT bpeHpa c bonee
HU3KoI LieHo — Lucky Baby. Matepuanb
1 AU3aiiH - OLHU 1 Te Xe, HO MPOJYKTbI
Lucky Baby ctosaT fiewwesne 6narogaps
9KOHOMMW Ha NepeBO3Ke 1 TAMOXKEHHDIX
pacxopax. bectcennepom 6peHpa Best
Baby aBnaetca Bpallatolleeca Ha 360°
asTokpecno Gerald (rpynna 0+ / 1 Isofix).
Mogenb Sono (Isofix, rpynna 0+), gocTyn-
HaA B EBpone nog ncnaHckum 6peHpom
Casualplay, Tenepb agantupyetca K pas-
JINYHBIM TEMMepaTypam 1 packnaablBaeT-
cA ANA OTAbIXa pebeHKa yepes MobunbHoe
npunoxeHue.



Cici Xing (left) and Fang Wang

= B
The Welldon brand’s stand

Cucu Kennr (cnesa) i @9ur Bour
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Rong Jianbo,
CEO of Decobébé

Pour XKanbo,

TeHepanbHbIil
JMPEKTOp
Decobébé

The Kiddo Portable Tablewear Set
by Decobébé

TlepenocHoit Habop mpuoop

(Ningbo Welldon Manufacturing) (Ningbo Welldon Manufacturing)

1 enpi Kiddo kommanum Decobébé

NINGBO WELLDON
MANUFACTURING
Cici Xing and Fang Wang, sales

managers of the Welldon car seat brand,
explain that the logo - a “w” with two
dots on top - represents a mum holding
the baby. Specialized in car seats, the
company, with its headquarters in Ning-
bo, Zhejiang province, was founded 15
years ago; in 2015 it was among the first
in China to introduce the i-Size safety
system and its products have performed
well in the European tests. In fact, as
OEM manufacturer it supplies com-
panies such as Artsana/Chicco, Cam,
Dorel Juvenile and Foppapedretti. Well-
don, which has in-house design team
and engineers at its disposal, entered the
Chinese market with its own brand in
2014 and sells well in Japan and South
Korea, where the consumers are rath-
er picky; it is already present in some
European countries and plans to reach
more territories. Both in Europe and
in China, best selling product to date is
Safe Rotate Fix, Group 0+/1, 360° rotat-
ing car seat, while a successful new one
is the Encore Fix, Group 1/2/3.

DECOBEBE

Rong Jianbo, CEO of Decobébe,
studied in France so when he star-
ted the company, 4 years ago, he took
“bébé” from French and added the
first two letters of “design” and “com-
fort”: design is the mission, he says,
“our aim is to launch new ideas for
babies in China’, although foreign
countries appear interested too (“we
are already present in some Eastern
Asian nations and in the Netherlands,
and talking with distributors in Ger-
many, Poland and Ukraine, while we
are looking forward to entering the
Russian market”). The bestsellers of
Decobébé, which was awarded the
Red Star (a Chinese equivalent of the
German Red Dot), are the Baby Pot-
ty and the Baby Bath, on the market
since two-three years; in 2017 they
launched their feeding products,
among them Kiddo (spoon, fork and
saucer contained in a foldable mat),
and this year they are adding textiles
for the winter season and a mum’s bag
in natural material imported from
Germany.
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NINGBO WELLDON MANUFACTURING

Cuicy KerHr n O3Hr BaHr, meHekepbl o
NpoAaxam MapKu aBTOMOOMIIbHBIX Kpecen
Welldon, o6bAcHstoT, 4o norotun — byksa
Wb ¢ [BYMA TOUKaMV CBepXY — NpefCTaB-
naet coboi Mamy, fiepalLyio Ha pyKax
pebeHka. Cneyuanmanpyowasca Ha npo-
3BOACTBE AaBTOMOOUIIbHBIX KpECen KoM-
naHus co Wrab-KBapTupon B ropoge Hux-
60, NPOBUHLMA YK3L35H, GblNa OCHOBaHa
15 net Hasap. B 2015 rogy oHa 6bina ogHo
13 nepBbix B Kntae KomnaHui, npepcra-
BMBLLMX cCTeMy Be3onacHocTy i-Size, a
ee NpofyKLMA XOPOLLO 3apeKoMeHfoBana
cebs B eBponenckux Tectax. Qaktnyeckn
KaK KOHTPaKTHbI1 NPOU3BOANTENb KOMMa-
HUA WM3rOTaBNMBAET MPOAYKTbI ANA TaKNX
6peHoB, Kak Artsana/Chicco, Cam, Dorel
Juvenile n Foppapedretti.

Y komnaHuu Welldon ectb co6cTBeH-
Has KOMaHAa 1M3aiHePOB U UHXEHEPOB,
BMEPBbIE OHA BbILL/IA HA KUTACKUI PbIHOK
CO CBOUM COBCTBEHHBIM OpeHaom B 2014
rofy, a cefyac ee TOBapbl XOPOLLO Npofa-
totcs B AnoHum n I0xHow Kopee, rge no-
TpebuTenn JOBOMbHO Pa3bopUMBbI; TaKKe
NPOAYKLMA yxe NpeAcTaBneHa B HEKOTO-
pbIX €BPOMENCKIX CTPaHaXx, 1 KOMNaHus
NNaHMpyeT AanbHeNLLY SKCNaHCKIO.

Kak B EBpone, Tak n B Kutae cambim npo-
[aBaemMblM MPOAYKTOM Ha CerofHAWHNIA
[eHb ABNsieTCA aBTOKpecsio Safe Rotate
Fix, Bpawatoleeca Ha 360°, rpynna 0+/1, a
yCneLHbIM HOBbIM PEAN30M CTan NPOAYKT
Encore Fix, rpynna 1/2/3.

DECOBEBE

PoHr ?KaH60, reHepanbHblii AMPEKTOP
Decobébé, yuunca o ®paHuuu, nosto-
My, KOTla OH OCHOBaJl KOMMaHWIo YeTbipe
rofla Hasafi, OH B3/ CJI0BO «bébé» n3
dpaHuy3ckoro A3blka 1 [obaBun nepable
nBe OykBbl U3 cioB «design» (gr3aiiH)
1 «comfort» (komopopT). «An3aiiH - 310
MUCCUSA, - TOBOPUT OH, — Halla Lienb — 3a-
nyckaTb HOBble Uaen Ans fetei B Kntaen.
XoTA 3apybexHble CTpaHbl TakKe 3auHTe-
pecoBaHbl B NpoAyKLMn KomnaHuu: «Mbl
y>Ke NPUCYTCTBYEM B HEKOTOPbIX BOCTOY-
HOA3MaTCKUX CTpaHax 1 B HupgepnaHgax,
BefeM NeperoBopbl C AUCTPUObIOTOPaMU
B [epmaHuu, Monblie 1 YKkpanHe, 1 B
TO e BPeMA Mbl C HETepreHnem xaem
BbIXOAA Ha POCCUNCKMIA PbIHOK». becT-
cennepbl Decobébé, koTopble bbinu Ha-
rpaxzeHbl npu3om Red Star (kuTaiicknin
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3KBMBANEHT HeMeL Kol npemun Red
Sharon Nan Kobler, Illapon Hau Kobnep,

Executive Director MCTIONHI i AMPEKTOP KOMIIAHUI
Goodbaby China Holdings

Dot), - 310 Baby Potty n Baby Bath, oHn

of Goodbaby China Holdings Ha pbiHKe Ba-Tpy roaa. B 2017 roay

KOMMaHWA 3anycTina cBou NPOAYyKTbl

ANA KopmneHus, cpeau Kotopbix Kiddo

Stroller belonging .I (noxKa, BUsKa 1 6nioaLe, 3aBepHyTble B
CKNagHom KOBPUK). A B 3TOM roly accop-

(gb brand)

Konsacka Swan (6penp gb) s

GOODBABY

Goodbaby’s booth is the largest one
at the China Kids Expo, with separate
areas for the four brands gb, Cybex,
Rollplay and h.d. (Happy Dino, re-
served to the Chinese market). Sha-
ron Nan Kobler, Executive Director
of Goodbaby China Holdings, shows
us the most important products after
explaining that the company, founded
by Song Zhenghuan in 1989, about 20
years ago started extending its range in
order to cover all major categories of
the nursery industry.

In the gb section we see Swan, a
full functional stroller (it can be trans-
formed into a travel system) that can
be used from birth; acting on the han-
dle, the front wheels automatically
change from swivelling to fast and vice-
versa. The High-Speed car seat, suitable
from 9 months up to 12 years, makes
sure that the child is safe even if an
80 km per hour crash occurs; the side

to the Rebellious Royal
collection by Cybex

O/ACKa U3 KO/ K
RebelliousRoyal or Cybex

impact protection is extractable. Pock-
it 3S, which holds the world record

for the smallest folded stroller, with a
1-second folding mechanism, boasts a
new fashion design, a larger sunshade,
new wheels and improved handles. We
are then led through the software area
featuring cosmetics, a bath collection,
the feeding line, breast pumps, wipes,
toothbrushes in their self-cleaning
packaging, and much more.

In the Cybex section we stop by the
Cloud Q car seat which flattens to 180°
and thanks to an adapter can easily fit
into a stroller. New fashionable collec-
tions include Scuderia Ferrari, Jeremy
Scott, and Rebellious Royal whose
complicated embroidery requires most
details to be made by hand.

Rollplay is a 5-year-old brand
launched in China for the first time
this year: it features innovative ride-
ons; among them, Stingray, a hit in the
USA.
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TMeHT Decobébé nononHnuTca TeKCcTunb-
HbIMW NPOAYKTaMI ANA 3MMHEro Ce30Ha 1
CyMKaMu 1A MaM 13 HaTypasbHOro Mate-
prana, UMnopTpyemoro 13 fepmaHun.

GOODBABY

CreHp Goodbaby asnaetca kpyn-
Henwwym Ha BbicTaBke China Kids Expo,
Yy Hero — oTaenbHble naowaan Ana ye-
Thipex 6penfoB: gb, Cybex, Rollplay 1
h.d. (Happy Dino, 3ape3epB1poBaHHbIii
BNA KUTaNCKOro pbiHKa). LspoH HaH
Kobnep, ncnonHuTenbHbI AnpeKTop
Goodbaby China Holdings, nokasbiBaet
HaM camble BaxkHble NPOAYKTbI, 06bAC-
HUB, YTO KOMMNaHWA, OCHoBaHHaA COHrom
YxaHxyaHem B 1989 ropgy, okono 20 net
Ha3aj Hayana paclmMpATb CBOI accop-
TUMEHT, YTOObl OXBATUTb BCE OCHOBHbIE
KaTeropuu VHAYCTPWM AETCKIX TOBAPOB.
B cekyum 6peHaa gb mbl BUAYM NPOAYKT
Swan — MHOrOQYHKLMOHaNbHYO KONACKY
(ee MOXHO Npeobpa3oBaTh B CUCTEMY
ANA NyTewWwecCTBi), KOTOPYIO MOXKHO UC-
nonb3oBaTh ¢ poxaeHnA. C noMoLLbio
PYYKM KONACKOW NErko ynpasnaThb —
nepefHWe Koneca aBToMaTMyYeCcKmn NoBo-
paumBatotca. AsTokpecno High-Speed,
nopxogAllee Ana feten ot 9 MecALeB A0
12 net, rapaHTupyeT, uTo pebeHok bynet
B 6e30MacHOCTW, laxe ecn nponsonaet
CTONKHOBEHMeE Ha ckopocTy 80 KM/vac.
Bknagky ana 3awutsl ot 60KoBOro yaapa
MOXXHO NPU XenaHuy u3sneyb. Mpogykt
Pockit 3S, KOTOpbI AePXKUT MUPOBOIA
peKkopa Kak camas ManeHbkas CKnafHas
KOnACKa C 0OHOCEKYHAHBIM CKNaAHbIM
MeXaHN3MOM, MOXeET MoXBacTaTbCA
HOBbIM MOJHBIM [j113aliHOM, 60/bLIMM
30HTUKOM, HOBbIMU KOleCamu 1 ynyuy-
LWeHHbIMW pyyYKamu. 3aTem Mbl MPOXOANM
yepes ceKLmto, NOCBALEHHYIO APYron
NPoAyKLMM — KOCMETVKe, ToBapam Ans
BaHHbI, NPOAYKTaM 1A KOPMJEHWA, MO-
nokootcocam, candetkam, 3y6HbIM LLeT-
Kam B CaMmoouMLLaloLLencs YNaKoBKe 1
MHoromy apyromy. B pasgene Cybex mbi
OCTaHaBNMBaeMcA nepes aBToMo6ub-
HbiM Kpecnom Cloud Q, KoTopoe pac-



Flacot stroller by Ailebebe

o Iteg

EBg | Komsicka Flacot
or Ailebebe

SOME MORE BOOTHS

We have paid faster visits to a few
more booths.

In China, Dorel is promoting
the Titan Pro Isofix car seat with
improved side protection, from 9
months to 12 years, and the Lara
stroller which is very light - 4.3 kg -
and folds enough to be taken into the
airplane cabin.

The Japanese company Ailebebe in-
troduces the Papatto Isofix car seat for
kids from 9 months to 11 years and the
Flacot stroller which includes a basket
and a removable bag, is very light -

5.1 kg - and stands when folded. Both
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5

Articles of gb’s
software range

TIponykTs! u3 KomreKuui gb

Notwithstanding
the expanse of the
exhibition area,
every hall we
visited appeared
to be crowded.

SN0 0000000000000000/

Hecmotps Ha 6oabwme

MPOCTOAHCTBA BLICTABOM HOW

MAOWAAM, KQXADbIV 30A, B
KOTOPOM Mbl ObIAV. BbIAJACA
NZOECMNOAHCZHHbIM.

products have received the 2018 Good
Design Award.

In the children clothing category we
have met Rita Romani, a company with
an Italian name, international design-
ers and Russian manufacturing for bet-
ter quality, and Elisabetta Franchi, Ital-
ian fashion brand distributed in China
by Beijing Mei Pingfang whose General
Manager, Judy Fan, says: “It’s expen-
sive but people like the collection very
much; luckily, tariffs are lower now”

In the halls of the China Preschool
Expo we saw many very interesting
educational toys, both traditional and
electronic.
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KnagpiBaetcs Ha 180° u bnarogaps agan-
Tepy MOXeT yCTaHaBNMBaTbCA Ha pamy 1
TpaHchopmMmpoBaTbCA B KonAcky. HoBble
MOZHble KONeKLmMy NpeAcTaBneHbl Mo-
penamu Scuderia Ferrari, Jeremy Scott

1 Rebellious Royal, cnoxHbiit gu3aiH
BbILUMBKY KOTOPbIX TpebyeT, 4Tobbl 60Nb-
LWIMHCTBO fieTanei 6bin0 caenaHo BpyY-
Hyto. bpeHay Rollplay natb nert, B Kutae
OH 3anyLUeH Bnepsble B 3TOM rogy. bpeHp
npepnsiaraeT MHHOBALMOHHBIE M1EKTPO-
mobunu, cpepu HIX — mogens Stingray,
xuT B CLUA.

ELLLEE HECKOJIbKO CTEHA,0B
Mbl 6bICTPO NOCETUNN elLle HECKOBKO
CTEH[I0B.

B Kntae komnanus Dorel npoasuraet
aBTokpecno Titan Pro Isofix ¢ ynyuwieHHoi
60KOBOWA 3aLUMTON, NPeAHa3HauYeHHoe Ans
neten ot 9 mecaues Ao 12 neT, 1 0YeHb
NerKyto — BeCOM BCero 4,3 Kr — KONACKy
Lara. Konscka yno6Ho cknagbisaetcs, 6na-
rofaps yemy ee MOXHO B3ATb B KabuHY
camornerTa.

AnoHckas komnaHus Ailebebe 3Ha-
KOMUT MoceTuTenell BbICTaBKM C aBTO-
MobunbHBIM Kpecnom Papatto Isofix gns
netein o1 9 mecaueB Ao 11 neT n KonAackom
Flacot ¢ Kop3vHOI 1 CbEMHBIM MELLKOM,
KOmnsACKa oueHb Nerkas (5,1 Kr) n MoxeT
CTOATb B CIOXKEHHOM cocTosiHun. O6a
npopykTa nonyunnu B 2018 rogy Harpagy
Good Design Award.

B kaTeropum fieTckoi ofexabl Mbl M0-
3Hakomunucb ¢ Rita Romani, KomnaHuen
C UTANbAHCKNM VMEHEM, MeXYHapPOAHbI-
MU y3aiiHePamm 1 POCCUIACKIM NPOU3-
BOJCTBOM JTyYLLIEro KayecTBa, a Takxke C
UTaNbAHCKUM MofHbIM 6peHpom Elisabetta
Franchi, koTopblii pacnpocTpaHseT B Ku-
Tae lNeknHckas KomnaHua Mei Pingfang.
[eHepanbHbIi MeHeKep KomnaHuu Mei
Pingfang [Ixynun Oan rosopuT: «310 f10-
poras KonneKuya ofexabl, HO NIOAAM OHa
oYeHb HpaBuTCA. K cyacTblo, cenvac pac-
LIEHKI HUXe.

B 3anax BbICTaBKV TOBAapOB AN1A f10-
wkonbHKKoB China Preschool Expo mbl
YBWZENN MHOFO UHTEPECHbIX Pa3BiBalo-
KX MrpyLLEK, KaK TPAAWULMOHHBIX, TaK 1
3NEKTPOHHBIX.
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By Emili Alsina, publisher of Puericultura Market, BCMI member magazine

PUERICULTURA MADRID, THE
INTERNATIONAL PROFESSIONAL
FAIR FOR CHILDCARE PRODUCTS
ORGANIZED BY IFEMA, HELD
ITS SEVENTH EDITION FROM
SEPTEMBER 6™ T0 8™ 2018

IN MADRID (SPAIN), WITH

THE PARTICIPATION OF 65
EXHIBITING COMPANIES.

THE EVENT, WHICH LASTED 3
DAYS INSTEAD OF THE USUAL

4 DAYS AND TOOK PLACE AT

AN EARLIER DATE COMPARED
WITH THE PREVIOUS YEARS,
WAS A MEETING POINT

FOR MANUFACTURERS,
RETAILERS, SALES AGENTS AND
DISTRIBUTORS, ALTHOUGH IT
WAS MARKED BY A STRONG
DECLINE OF EXHIBITORS
(THERE HAD BEEN 115 IN 2017),
AND CONSEQUENTLY BY THE
REDUCTION OF EXHIBITION
SPACE.

th Edition of
Puericultura

Viadrio

-4 MexxgyHapoaHas
BbiCTaBKa

Puericultura
Madrid

MNoprotosneHo Imunu AncuHa, nspatenem Puericultura Market,
uneHom MexayHapogHO accoLmaLy XKy PHaNoB Mo yxofy 3a eTbMM

MEXIYHAPOIHAS [TPOOECCHOHAJIBHAS BBICTABKA TOBAPOB [17151
YXOIA 3A IETbMU PUERICULTURA, OPTAHM30BAHHAA TTPU TIOIIEPKKE
[FEMA, B CEIIbMO PA3 TIPOIITIA B MAIIPYIE (MCTIAHIA) C 6 T10 8 CEH-
TABPA 2018 TOMA TIPU YIACTIY 65 KOMITAHWI-3KCTIOHEHTOB. MEPO-
[IPYATYE JUTAIOCE TPY THA BMECTO OBbIYHBIX YETBIPEX U1 OTKPBIIOCH
B BOJEE PAIHION JATY 110 CPABHEHUIO C ITPEOBIAYIITNMU TOTAMUT
BBICTABKA CTAJIA MECTOM BCTPEYH 1714 [TPOU3BOIUTENEH, POSHUYHbIX
TOPIOBBIX KOMITAHMA, ATEHTOB 110 [IPOIAYKAM 1 TACTPYIBBIOTOPOB,
XOTA 1 OTMEYATIOCE SHAYMTE/IBHOE YMEHBIIEHVE KOJTMYECTBA YHACT-
HUKOB (B 2017 TOMY X BbITIO 115) 1, CTIEIOBATEMTBHO, COKPAIIEHE BhI-
CTABOYHBIX TI7IOMIAIEN
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FOCUS ON CHILD SAFETY

In this edition, the organization put the spotlight on child safety
with the collaboration of OCU (Consumers and Users Organiza-
tion) and AIJU (Technological Institute for Toys). Friday the 7" was
designated the Child Safety Day, entirely dedicated to round-table
discussions and debates for professionals, so retailers could learn
everything they need to know about safety in childcare, both inside
and outside the house. Furthermore, Puericultura Madrid organized
once again the Safety Child Showroom, dedicated to the latest inno-
vations linked to child safety.

The hall that hosted the fair featured wide hallways that allowed
the visitors to spot at a glance the whole offer. The big brands were
all gathered at the center of the hall, with smaller companies and
start-up companies around them. The Safety Child Showroom and
the ‘Foro Retail, both spaces to host conferences and debates, were
located in one corner, and in the opposite corner one could find the
Star Products Gallery and the Innoshow Space, two areas that were
smaller than in the previous years.
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Friday the /*
was designated the
Child Safety Day,
entirely dedicated
to round-table
discussions and
debates for
orofessionals.

e/ CEHTIOPS OHIAO OOBIBACHO
/A\HeM ACTCKOW 6E30MACHO™
CTW, KOTOPbIN OPTAHU3ATOPSI
MOAHOCTBIO MOCBITUAM AUC™
KYCCMIM 30 KPYTABIM CTOAOM
M NPOGECCUOHOABHBIM AC™

OaTOM. /

®OKYC HA AETCKOW BE3OMACHOCTU

B aTOM rogy opraHusauyua ygenana ocoboe BHU-
MaHue 6e30MacHOCTV AeTell B COTPYAHNYECTBE C
OCU (OpraHu3aumen notpebutenein n nonb3osare-
nen) n AlJU (TexHONornyeckum NHCTUTYTOM Urpy-
LeK). 7 ceHTAbpA 6bino 06bABNEHO [JHEM feTCKOM
6e30MacHOCTI, KOTOPbI OPraH13aTopbl MOHOCTbIO
NOCBATUNN [UCKYCCUAM 3@ KPYT/IbIM CTONIOM U Mpo-
deccroHanbHbIM febatam. bnarogaps sTomy peteit-
nepbl CMOFAW NONYYUTb MHPOPMaLMIo 0 6e3onacHOM
yXOfe 3a AeTbMU KaK BHYTPY AOMa, TaK 1 3a ero rnpe-
nenamu. Kpome Toro, B pamkax Puericultura Madrid
BHOBb Obl1 OpPraHn30BaH [JeTCKMii BbICTaBOYHbIN 3a
Safety, NoCBALEHHbI HOBMHKaM, 06ecneurBaloLLym
6e30MacHOCTb fleTel.

LLInpokue BbicTaBOYHbIE NOLWAAM NO3BONANN MO-
ceTUTeNnAM Cpasy yBUAETb BCE, YTO NPeAnaranoch sKc-
noHeHTamu. KpynHble 6peHfbl 6bin cobpaHbl B LieH-
Tpe 3ana, a BOKPYr HWX pacronaranucb Hebonblune
KOMMaHMW 1 HOBUYKM PbIHKA. [leTCKMIA BbICTaBOYHbIN
3an Safety v Foro Retail - npoctpaHcTBa gns nposepe-
HVS KOHOepeHUWI 1 fe6aToB — OblIV PACTONOKEHDI B
OfHOM Yrly, @ HaNPOTKB pa3mecTununch Star Products
Gallery n Innoshow Space - aBe BbiCTaBOYHbIe MJ10-
LaAKK, pa3mepbl KOTOPbIX OblN yMeHbLUIEHbI N0
CPaBHEHWIO C NPeAbIAYLLMMI rofamMu.



CHILDCARE TRENDS

According to the professionals attending the
fair, in Spain the childcare industry is evolving
timidly, as a reflection of the current social situ-
ation in the country. The Spanish birth rate, the
lack of financial stability in couples that would like
to be parents and the new consumption habits are
the main issues. One of the most common com-
ment we could hear during the event was that the
industry needs to adapt to the present situation
and become aware of the fact that change is not
stopping. Nothing will be as it was before.

Parents look for quality and good prices, and
use various tools to search, compare, share and buy
what they really need. The new consumer lends its
belongings, buys second-hand products and access-
es the Internet easily, but also wants to get custom-
ized advice and demonstrations in the store.

The industry keeps developing products that
fit the new lifestyle of the families. Accordingly,
manufacturing sustainable products to reduce the
ecological impact is a settled trend, while nature,
animals and plants are becoming more common
in patterns and designs. Thanks to environmental
awareness, the use of transformable products and
articles that can extend their life cycle is also a
trend nowadays. Lifestyle products are also in de-
mand, and the packaging is now more important
than ever.
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TPEHAbI B UHAYCTPUU
LNETCKUX TOBAPOB

Mo cnoBam cneynanncTos,
NPUCYTCTBOBABLLMX Ha BbICTaBKe,
B MicnaHum nHaycTpusa no yxopy
3a 1eTbMM pa3BUBAETCA POOKMMM
TeMnamu, YTo ABNAETCA OTpaxe-
HIEM HbIHELLHeln counanbHON
cuTyaumm B ctpaHe. OCHOBHbIMM
npob6nemamu ABAATCA: H13KaA
POXAaeMoCTb, OTCyTCTBUE HU-
HaHCOBOW CTabUNBbHOCTM B Napax,
KoTopble xoTenu 6bl CTaTb Pofau-
TeNAMU, N HOBbIE MPUBBIYKA B MO-
TpebneHuun. OgHUM 13 Hanbonee
pacnpocTpaHeHHbIX 3amMeyaHuii,
KOTOpble Mbl C/TbILLIANN B XOAE Me-
ponpuATUA, BbIO TO, YTO NPOU3-
BOAWTENN AETCKNX TOBAPOB JOMXK-
Hbl AaNTUPOBATLCA K HbIHELUHel
CUTYaLMmM 1 0CO3HaTb TOT daKT,
4TO NepemeHbl He OCTaHOBUTD.
Huuero yxe He bygeT TakK, kak Obl-
N0 paHblLe.

PoanTenu nwyT KauecTso u
XOPOLUME LieHbl 1 NCMONb3YIOT pas-
NINYHbIE HCTPYMEHTbI AN1A Nouc-
Ka, CpaBHeHMA, 06MeHa 1 MOKyMnKun
TOTO, YUTO UM [eICTBUTENbHO HYX-
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Ho. COBpeMeHHbIN NoTpebutesns
BbICTaB/AET CBOW BeLyM Ha npofa-
Xy, MOKynaeT noep»KaHHble ToBa-
pbl ¥ UMEET MOCTOAHHBIN JOCTYN

K MHPopmaLmu B IHTepHeTe, HO
TaK>Ke XO4eT noJlyyaTb MHANBUAY-
aNbHble COBETbI U KOHCYNbTaLMK B
MmarasuHax.

MpoMmblILNEeHHOCTb NPOAON-
*aeT pa3pabaTbiBaTb NPOAYKTbI,
KOTOpble COOTBETCTBYIOT HOBOMY
06pa3sy XKn3Hu cemeit. B npons-
BO/CTBE CTAHOBATCA YCTONYMBbI-
MV TEHAEHL MW, HanpaBeHHble Ha
CHUKEeHMe BPeJHOro BO3AenCTBUA
Ha 9KONoruio, B TO BPeMa Kak
npupopa, XMBOTHbIE 1 pacTeHus
CTaHOBATCA BCe 6onee pacnpo-
CTPaHEHHbIMU TeMamu B An3anHe
[leTcKux ToBapoB. bnarogapa sko-
NOrNYecKon OCBEAOMNEHHOCTU
B HaLLW [JHW TaKxXe ycunmnBaeTca
cTpemseHmne noayyatb NPoAyKTbl
1 n3genma c bonee AUTENbHbBIM
MKU3HEHHbIM LunKnom. Mpoayk-
bl Lifestyle Take nonb3ytotca
CMPOCOM, 1 COCTaB, PaBHO KakK 1
[M3aiiH ynakoBKK, Cenyac BaxHee,
yeMm Korga-nmoo.
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THE FUTURE OF THE FAIR

IFEMA, Puericultura Madrid’s organizer, and
Feria Valencia, organizer of the children’s fashion
show FIMI, have recently announced an agree-
ment for the co-organization of the Puericultura
Madrid and FIMI fairs: both institutions will pro-
vide resources to ensure the success of the colla-
boration, and both yearly editions of FIMI will be
held in Madrid. IFEMA and Feria Valencia will
also study other markets in order to export the
fairs overseas, according to the internationaliza-
tion projects of both. Even if IFEMA announced
that next year’s edition of Puericultura Madrid
will be held from October 3 to 6™, with this new
agreement both parties have to look for a new date
in order to make the fairs coincide once a year; so
the final date for Puericultura Madrid 2019 is still
uncertain.

One of the most common comment
we could hear during the event was that
the industry needs to adapt to the present
situation and become aware of the fact
that change is not stopping.

VISIT PUERICULTURA MADRID
Puericultura Madrid is held at IFEMA - Feria
de Madrid (Spain), the fair quarter located on the
outskirts of Madrid, right next to the airport. It
is easily accessible from the centre of the city by
underground train and the organization provides
shuttle buses for visitors. Madrid, the capital of
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OAHUM U3 HAUOOAZE PACTPOCTPAHZHHDIX 3AMEUYAHUI, KO~
TOPbIZ Mbl CABILIGAN B XOAC MEOOMPMITUL, GbIAO TO, UYTO MPO™
MN3BOAUTEAM ACTCKIX TOBAPOB AOAXHB GACITUPOBATHCS K

Spain, offers different options for overnight stays
and has a great range of cultural and entertain-
ment activities, which make the city a perfect spot
for the event. Attending Puericultura Madrid al-
lows to connect with the Spanish nursery market
and its leading brands.

HbIHEWHEW CUTYAUMIM 1 OCO3HATH TOT GOKT, UTO NepeMeHbl

HZ OCTAHOBITD.

BYOYLWEE BbICTABKU

IFEMA, opranu3atop Pueri-
cultura Madrid, v Feria Valencia,
OpraHu3aTop AeTCKOro GaLH-oy
FIMI, HemaBHO 0OBABUMN O TOM, UTO
ynpaeneHue opraHu3aLmen Bbl-
cTaBok Puericultura Madrid v FIMI
CTaHeT eAnHbIM: 00a yupexaeHua
6ynyT NPefoCTaBNATb Pecypcbl
[na obecneyeHma ycnexa cotpya-
HVYECTBA, EXKErOfHbIE BbICTABKM
FIMI Takxe npongyT B Magpuge.
Accoumanum IFEMA n Feria Valencia
13yyaT Apyrue pblHKM, UTOObI IKC-
NopTUPOBATb BbICTABKU 3a pyOex,
4TO NPefyCMOTPEHO NMPOEKTOM VH-
TepHaLuuoHanusayum obenx. [laxe
ecnu IFEMA coobuywt, uto cnepyio-
wasn Puericultura Madrid nponget
¢ 310 6 OKTAGPS, B CBA3Y C 3TUM
HOBbIM COTJ1aLLEHNEM 0O€e CTOPOHbI
[OMKHBI 6YAyT MCKaTb HOBYIO ATy,
YTOObI BbICTABKU COBMaAany OAvH
pa3 B rofj; MO3TOMy OKOHYaTe/bHasA
nata ana Puericultura Madrid - 2019
elle He onpeaeneHa.
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MOYEMY CTOUT NOCETUTb
PUERICULTURA MADRID
Puericultura Madrid nposoguTtca

B IFEMA - Feria de Madrid (Vcna-
HW1), BbICTABOYHOM KBapTae, pac-
NOJIOXKEHHOM Ha oKpauHe Magpu-
[, pAaoM ¢ aspornopTom. [lo Hero
nerko fobpatbCA 13 LEHTPa ropo-
[la Ha MeTpPO, opraHu3aums obecre-
UMBaAET MapLUPYTHbIE aBTOOYChI AN1A
nocetutenei. Magpwua, ctonuua
McnaHuw, npegnaraet pasnvyHble
BapVaHTbl pa3MeLleHUns Ha Houner
1 MeeT 6ONbLIOI CNEKTP KynbTyp-
HbIX U pa3BJieKaTeNlbHbIX Meponpu-
ATUI, KOTOPbIE AeNatoT ropog uge-
aNbHbIM MECTOM AJ1 POBEAEHUA
BbICTaBOK. [loceleHne Puericultura
Madrid no3Bonset no3HakoMUTbCS
C UCMAHCKMM PbIHKOM TOBapOB ANS
JeTell 1 ero BeayLLMmn 6peHgamu.

- . madrid
puericultura
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B Mothercare Restructuring
at Watford Head Office
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Seeking to meet a £19 million cost-savings target, Mothercare
informed about 200 staff on October 31 that their jobs would disap-
pear as part of a restructuring. The net job losses are expected to total
roughly 150, with 50 new roles being created in the reorganisation.

The global specialist retailer announced in the summer that it
would close 60 stores, leaving it with an estate of just 77 UK outlets -
19 of which will be on reduced rental terms. In addition to the head
office redundancies, roughly 800 jobs will disappear as a result of the
shop closures.

In the six months to October 6 Mothercare saw total group rev-
enues, including international sales, drop 13.1 per cent to £295 mil-
lion. In the UK, total sales dropped 14.3 per cent to £196.2 million.

Mark Newton-Jones, CEO of Mothercare plc, commented: “Our
international business is showing signs of recovery and some core mar-
kets, including Russia, China and Indonesia, have moved into growth.
The UK retail environment, however, remains very challenging”

COPraHm3ang
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Yrobbl CHU3WTB 3aTpaThl B pasmepe 19 MiH GpyHTOB
CTepnMHroB, komnaHua Mothercare BbiHyxaeHa 6bina co-
KpatuTb 200 pabourx MecT, 0 yem odpuLmanbHO cooblmna
31 okTAbpA TekyLuero roga. CokpatleHure byaet npowns-
BefieHO B pamMKax pecTpyKTypu3aLmm, Npy 3TOM YiACTble
noTepw COTPYAHNKOB cocTaBAT 150 uenosek, a 50 13 HUX
3aliMyT HOBblE [JOKHOCTY C HOBbIMU 0BA3aHHOCTAMMU.

JleTom cnewumanucTbl no HegeuxmumocT Mothercare
06BbABUNN 0 3aKpbITUK 60 Mara3nHoB B BenukobpuTa-
HUW — «BbIKMBYT» NINLLb 77 TOPTOBbIX TOYEK B CTPaHe, 13
KoTopbIx 19 6yayT NpefoCTaBNeHbl NIbrOTHbIE YCIOBHA
apeHpbl. B pe3ynbrate 3aKpbITVA MarasnHOB NCYe3HET
nprmepHo 800 pabourx MecT.

3a WwecTb MecALeB ([0 6 OKTAOPSA) 06LWMit foxon
rpynnbl Mothercare, BKntoyan MexayHapogHble Npopa-
XN, cHU3UNCA Ha 13,1%, 10 295 MITH $yHTOB CTEPAVHIOB.
B CoepvHeHHoM KoponeBcTae 06wWmin 06bem npogax
cokpatnnca Ha 14,3%, 8o 196,2 MiH GyHTOB CTEPNINHIOB.

Mapk HbtoToH-[x0Hc, reHaupekTop Mothercare,
NPOKOMMEHTVPOBaN CUTYyaLmio: <Hal mexayHapoaHbIi
613HeC AeMOHCTPUPYET NPU3HAKN BOCCTaHOBIEHMSA, 1
Ha HeKOTOPbIX OCHOBHbIX PbIHKaX, BK/moyasa Poccio, Ku-
Tan v ingoHesuto, nepeluen B pocT. OfHaKo po3HUYHasA

cpena BeJ'IVIKOGpI/ITaHI/IVI 0CTAEeTCs OUYEHb CITOKHOI».

e

B Childrenswear Online Retail
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In January the e-tailer Mytheresa will launch Mytheresa
Kids, a site devoted to clothing, shoes and accessories for
children. The collections will cover the 0-12 years age range
and will include 35 brands: among them, the specialists Bon-
point and Tartine et Chocolat and the luxury brands Chloé,
Little Marc Jacobs, Stella McCartney Kids. Two 2018 Christ-
mas capsule collections in cooperation with Gucci and Dolce
& Gabbana had been put up on sale previously. In order to
test the kidswear market, in August 2017 the e-tailer had pro-
posed “mini me” shoes in partnership with Aquazzurra and
Charlotte Olympia.

Recently, other luxury e-tailers have tested childrenswear
sections: Net-a-Porter through a Gucci capsule collection and
Matchesfashion with Balenciaga children’s line.
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| MH‘T@pH@T MarasyH
TETCKOV OOEX [IH]

B anBape 2019 ropa oxupaetca 3anyck carita Mytheresa
Kids ot uHTepHet-peTeiinepa Mytheresa: Ha Toprosoii nno-
WazKe 6yayT BbICTaBNATLCA ofexnaa, 00yBb 1 akceccyapbl AnA
petein. Konnekuyu oxBaTaAT BO3pacTHO Avana3oH 0-12 net u
BK/OUaT B ceba 35 6peHpoB: cpeam Hix cBonpoint 1 Tartine et
Chocolat, a Takxe ntokcoBble Mapku Chloé, Little Marc Jacobs,
Stella McCartney Kids. [1Be Konnekumm poxaecTBeHCKUX Kancy
ye BbiCTaBfieHbl B 2018 rogy Ha npofaxy coBMecTHO ¢ Gucci
1 Dolce & Gabbana. Yto6bl npoBepuTh, Kak pearvpyeT pbIHOK
[eTcKom ogexabl, B aBrycte 2017 roga Mytheresa Bnepsble
npegnoxuna obysb Mini me B cOTpygHMYecTse ¢ Aquazzurra n
Charlotte Olympia.

3a nocnefHee BpemsA Apyrvie OHMaiH-peTelnepbl, cneyua-
NN3MPYIOLWMECs Ha TOBapax NMpeMmym-CerMeHTa, NpoBepum,
Tak1um 06pa3om, cnpoc Ha aeTckyto oaexay: Net-a-Porter uepes
Konnekumto Kancyn Gucci u Matchesfashion ¢ getckoit nuHuein
Balenciaga.
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B Apramo Sets up New Furopean HQ
L

In October Apramo,
known for its safe, stylish
and stress-free parenting
products, including the
award winning Flippa
Dining Booster and re-
cently launched All Stage
car seat, transitioned to
an independent UK com-
pany, with new European
headquarters based in the
Midlands.

The move is a signifi-
cant one for Apramo UK
Limited, which is celebrat-
ing its 10th anniversary as
a brand this year and will
now be trading directly in
the UK & Ireland. The UK
base will also be responsi-
ble for pan-European sales
and distribution.

APRAMO

B Apramo
CO3NaeT HOBHIM
EBPOTIEUCKUY TT1Ta0

B oktA6pe 2018 roga npov3soamTens
Apramo nepeLuen B HesaBucmMyio 6pu-
TaHCKY0 KOMMaHUI0 C HOBOW €BPOMeVICKON
wrab-kBapTupoit B Muanenace. bpenp
3HameHNT 6narofapa CBOMM 6e30MacHbIM,
CTWbHBIM 1 aHTUCTPECCOBbIM fleBaricam
ANA AeTel, TakUM Kak, Hanprumep, CTyNb-
unk ana kopmneHus Flippa Dining Booster,
NOMYYMBLUNIA BCEBO3MOXHbIE Harpagbl,

UNV HeiaBHO NOCTYMUBLLEE B NPOfaxy
asTokpecno All Stage.

JTOT LWar ABNAETCA 3HAUMTENbHBIM ANA
Apramo UK Limited, Kotopblit oTMeyaeT
cBo 10-neTHUI tobrnein B KauecTse bpeH-
[Jia B 9TOM rofy 1 Tenepb GyAeT ToproBaTb
HenocpefCcTBEHHO B BenukobpuTaHiy n
Vipnananu. BputaHckan 6asa Takxe Gypet
0TBeyaTb 3a o6LLeeBponencKme Npoaaxm
1 [UCTprbyLMIO.

U 4

B [ icense Agreement Between
Recaro Holding and Artsana
Group

B
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ARTSANA-2GROUP

Recaro Holding GmbH, the holding company of the Recaro
Group, and Artsana Group signed a global license agreement
relating to the development, production and distribution of
premium child seats and strollers under the Recaro brand.

Under the agreement, Recaro Holding as licensor grants
Artsana Group as licensee a long-term license for the exclusive,
worldwide use of the Recaro brand for high-quality child seats
and strollers.

Artsana Group, headquartered in Italy, is an international
group focused on the baby care segment: it markets its brands -
among them, Chicco - in more than 150 countries with 10,000
employees worldwide.

Artsana Group will take over the existing Recaro Child
Safety product portfolio and the related child seat know-how
and will continue to develop new products in line with the Re-
caro brand heritage. With this agreement, Artsana Group will
be able to strengthen its presence in key markets, especially in
Central and Northern Europe.

4

B /[1I1eH3MOHHOE
cormalene Mexmy Rec
Holding n Artsana Group
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Recaro Holding GmbH 1 Artsana Group nognucanu rno-
6anbHoe NMLIEH3OHHOE CornalueHye, Kacaloleecs paspabot-
Ku, NPOU3BOACTBA U AUCTPUOYLIMM AETCKMX KPOBATOK 1 KONACOK
npemuym-Knacca nog mapkon Recaro.

Kak nuueHnsnuap, Recaro Holding npepoctasnset rpynne
Artsana Group AnLEeH3I0 Ha JONTOCPOYHOE IKCKI03MBHOE UC-
nonb3oBaHue bpeHaa Recaro B cerMeHTe BbICOKOKaUYeCTBEHHbIX
[ETCKNX Kpecen 1 KONACOK Mo Bcemy MUpy.

Artsana Group, WTab-KBapTVpa KOTOPOI HaxoauTcA B UTa-
nnn, ABNAETCA MeXAYHaPOLHOI KOMNaHWeN, cneumannsunpy-
I0LLIeCA Ha TOBapax Mo yxofy 3a AeTbMU: OHa NPOAaeT CBOM
6penabl, B Tom uncne Chicco, 6onee yem B 150 cTpaHax, y Hee
10 000 coTpyHUKOB MO BCEMY MUPY.

Artsana Group BO3bMeT Ha BOOPYXKeHMe CyLeCTBYIOLNI
noptdenb npoaykTos Recaro Child Safety n cBA3aHHble ¢ HUM
[eTCKre Hoy-Xay U NPOAOIKMT Pa3paboTKy HOBBIX MPOAYK-
TOB B COOTBETCTBUM C Hacneanem 6penaa Recaro. bnarogapa
3TOMY cornatueHunio Artsana Group CMOXeT yCUnuTb CBOe Mpu-
CYTCTBUE Ha K/IOYEBbIX PbIHKaX, 0CO6eHHO B LieHTpanbHoi 1
CeBepHon EBpone.
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M Joie Pecomes
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Joie GmbH, which celebrated its fifth anniversary in Au-
gust, has recently been renamed to Allison GmbH and has
moved its 40-member team to newly built company headquar-
ters in Frankenthal.

The German company, which was founded in summer 2013
by Oliver Mecky and Sven Hering, has grown rapidly over the
past five years. In 2017, the company increased its turnover by
around 70 per cent. The Joie and Nuna brands are in demand
among young families in Germany and Austria. From strollers
and buggies to baby carriers, car seats and rockers to high-
chairs and travel cots, the GmbH, now renamed Allison, offers
a diverse range of children’s products.

“With a neutral name we can position the brands Joie and
Nuna and soon the brand Graco even better. We are currently
developing a sales strategy for Graco in Germany and Austria,”
explains Managing Director Oliver Mecky. “And why Allison? As
a company, we belong to the international Wonderland Nursery-
goods Group. Allison in Wonderland is a perfect match for us
and our products”

B ol cTaHOBUTCY
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Komnanwua Joie GmbH, otmeTuBLuan B aBrycTe 2018 ropa
CBOE MATUNETYE, HeflaBHO Obina nepenmeHoBaHa B Allison
GmbH 1 nepemectuna csoin odrc 1 40 COTPYAHUKOB B TONbKO
4TO MOCTPOEHHY!IO WTab-KBapTMpPY B ropoge OpaHKeHTane.

Hemellkas komnaHus, koTopas bbina ocHoBaHa netom 2013
roga Onvsepom Mekkun 1 CBeHOM [epUHroM, CTPEMUTENBHO Bbl-
pocna 3a nocnefHue nAtb net. B 2017 rogy KomnaHua ysennyu-
na obopoT npumepHo Ha 70%. Bperpbl Joie 1 Nuna nonb3yiotcs
CMpOCoM cpefu Mmonogpix cemen B lepmanum u Asctpun. me-
Hyemas Tenepb Allison, KoMnaHWA NpeanaraeT WPOKNI BbIGOP
TOBapOB ANA AETCTBA — OT MPOTYNOYHbIX KOACOK, JIIONEK 1 aBTO-
Kpecen o CTYNbYMKOB ANA KOPMIEHUA N MaHeXei.

«C HeTpanbHbIM Ha3BaHMEM Mbl MOXKeM MO3MLVIOHNPOBaTb
6peHabl Joie v Nuna, a Bckope v Graco, Kyfa nyye. B Hacto-
fAlee BpemA Mbl pa3pabatbiBaem cTpaTeruto npopax Graco B
lepmaHuy 1 ABCTPUUY, — 0OBACHAET YNPaBAALUI ANPEKTOP
Onmeep Mekku. Ha Bonpoc, nouemy umenHo Allison, Onvisep oT-
BeyaeT: «Kak KoMnaHus, Mbl MIPUHAANEXNM K MeXAYHapPOAHO
rpynne Wonderland Nurserygoods. Allison in Wonderland - 310
1AeanbHO MOAXOANT ANA HAC U HALUUX MPOJYKTOBY.

e

B Coliath on

a Buying Spree
SIS0V L/0 005000040000 24 7009000 /040040000 000 00400000007

Soon after acquiring the UK Vivid Toy Group
from Privet Capital in mid-November, Goliath
announced the acquisition of MacDue, an Italian
company with a history of toy and game distribu-
tion for more than 40 years. This partnership will
support the launch of Goliath Italy. MacDue is
currently the exclusive distributor for Italy of the
Maisto, Bburago, Polistil and Rubik’s brands.

Vivid, headquartered in the UK (Guildford),
with additional sales and marketing operations in
France (Paris) and Germany (Frankfurt), as well as
operations in China (Hong Kong), is best known
in the industry for EMEA distribution of the iconic
Crayola brand and association with blockbuster
brands over the years such as AniMagic, Moshi
Monsters, Thunderbirds, Bratz Dolls, Nella The
Princess Knight.

Founded in 1980, Goliath is a world leading,
privately-owned, international games specialist. In
2017, NPD recognized Goliath as the #1 preschool
games manufacturer and #3 children’s games man-
ufacturer in the USA.

(Y ] o NTT S N 7\ 7 ~ 7 ~T
Bl Goliath Bomesn Bo BKYC TIOKYTIO

Bckope nocne npuobpeterna 6putaHckoii Vivid Toy Group u3 Privet
Capital, B cepepuHe Hos6ps 2018 roaa, Komnanus Goliath o6bsBuna o npu-
obpeTeHN UTanbAHCKON KomnaHuy MacDue, Kotopas yxe 6onee 40 net 3a-
HUMAeTCA NPOAAKEN UrpyLLEK 1 Urp. ITO NAPTHEPCTBO NOALEPMKUT 3anycK
Goliath Italy. B HacTosee Bpema MacDue ABRAeTCA IKCKMIO3VBHbLIM JUCTPU-
6bloTOPOM NTaNbAHCKNX Mapok Maisto, Bburago, Polistil n Rubik.

Vivid, co wrab-kBaptupoii B Benukobputanu (Mungdopa), nposogALasn
[OMOJHNTENbHbIE MPOJAXM 1 MAPKETUHIOBbIE KamnaHum Bo OpaHuum (Ma-
pwx) 1 fepmaHum (OpaHkdypT), a TakKe pa3BmBatoLLan akTMBHOCTb B KiTae
(TOHKOHT), ABNAETCA CaMbIM U3BECTHbIM AUCTPHObIOTOPOM GpeHpa Crayola
B pernoHe EMEA (EBpona, Banxnnii Boctok n Adpuka). 3a nocnegHve ro-
abl Vivid cotTpyaHuyana ¢ Taknmm «6nokbactepamuy, kak AniMagic, Moshi
Monsters, Thunderbirds, Bratz Dolls, Nella The Princess Knight.

OcHoBaHHas B 1980 rogy, komnaHua Goliath ABnAeTca Beayw M MAPOBLIM
nMaepom B 0bnactn mexayHapogHbix urp. B 2017 rogy NPD npusHan Goliath

KaK Npou3BOAMTENA HOMEpP OfVH B chepe Urp Ans JOLWKONbHIKOB, a Takxke
NPOV3BOAMTENEM HOMEP TPW B MHAYCTPUM nrpyLek B CLUA.

Y,



B [he Chinese Semir Group

Takes Over Kidiliz

VBusinessNews

B Kidiliz 1 The Chinese

Semir Group OOBIBUTIN

SIS O CJIGHNA

Since May the French Kidiliz
Group (formerly Group Zannier)
had been in negotiations with the
Chinese children’s fashion group
Zeijiang Semir Garment Co. Ltd
(headed by the founding family
Qiu). On October 1 the two com-
panies have eventually merged.

“With a combined turnover
of around 2 billion Euro, the

Cmasn 2018 ropa dpaHuy3ckas komnanusa Kidiliz
Group (paHee rpynna Zannier) Bena neperoBopbi
KUTaCKUM MOZHbBIM JETCKM JOMOM Zeijiang Semir
Garment Co. Ltd (ocHOBaHHbIM 1 BO3raBnsieMblM ce-
mbeli Lio). Vitorom ctano o6basneHHoe 1 okTabpa civs-
HUe 1BYX TOPrOBbIX rpyn.

CornacHo oduLManbHOMyY OTHETY, «COBOKYMHbIN 060-
POT [iBYX KOMMaHWA, PaBHbIA NpUbnu3nTenbHo 2 bun-
JIMOHAM EBPO, BbIBOANT 0ObeAMHEHHbIE KOMMAHUN Ha

two companies are now number
two worldwide in the children’s
fashion segment [behind the US
group Carter],” according to the
official report. About 80 percent
of the joint capital comes from
the Semir Group, the remaining
20 percent from Kidiliz.

The Semir Group is particu-
larly well established on the Chi-
nese market thanks to the brand
of the same name and Balabala;
it counts the German company
Marc O’Polo amonyg its clientele
and is a licensee of the US manu-
facturer The Children’s Place.

The Kidiliz Group was found-
ed by Roger Zannier in 1962. In
addition to its own brands, Ki-
diliz also produces the children’s
lines of various luxury brands
such as Kenzo, Levi’s and Paul
Smith under license agreements.

BTOPOE B MPE MECTO B CErMeHTe eTCKoi Mozbl (nepBoe
3aHMMaeT ameprKaHcKan KomnaHua Carter)». Okono 80%
obLuero Kanutana NPUXoAMTCA Ha rpynmny Semir, octanb-
Hble 20% - Ha Kidiliz.

Semir Group 0CO6eHHO XOPOLLO 3apeKOMEHAOBANA
cebA Ha KnNTalnCKoM pbliHKe 6n1arofilapA OBHOVMEHHOMY
6peHpy n mapke Balabala, kotopas cpegu nokanbHbix
KNMEHTOB CUNTAEeTCA aHaNoroM HemeLKo KOMNaHunmn
Marc O’Polo 1 sBnsieTCA NULEH31IAaTOM aMepPHKaHCKOro
npowussoautens The Children’s Place.

Ipynna Kidiliz 6bina ocHosaHa Popkepom 3aHbepom
B 1962 ropy. lMomumo cobcTeHHbIX 6peHaos Kidiliz Tak-
e BbINyCKaeT Mo NMLEH3VOHHbIM COTalleHUAM feTCKre
JIMHWW Pa3NNYHBIX IIOKCOBBIX MAPOK, TaKIX Kak Kenzo,
Levi's n Paul Smith.

U 4

B Raby Elnstein's

Expansion in kurope

At the end of September the US
brand Baby Einstein, a leader in baby
toys and multimedia, announced a
plan to expand its presence in Ger-
many, France, Italy, Spain and the
UK, offering solutions to help parents
in promoting the children’s curios-
ity. This effort had been prepared
through the summer campaign Ig-
nite a Curious Mind which linked
the brand to discovery, creativity
and exploration. Under the control
of Kids II, Baby Einstein, a 22-year-
old brand, is addressing the millenial
parents with its new products and
contents.

SIBSH IR0 0000 10000000000/

B KoHLe ceHTABPA amepuKaHcKuii 6peHy Baby Einstein, nuaep B npon3soacTae [eTCKmX
UrpyLLek n MynbTUMeamna, 06bABMA O NaHe pacluMpeHna CBOero NpUCyTCTamaA B fepmaHunn,
OpaHuum, Utanun, Vicnannm n BennkobputaHuu, npeanarasn peLueHs, NoMoratoLLme poau-
TeNnAM CTUMYNIMPOBATh AETCKOE N0OOMNBITCTBO. 3TN YCUNMA ObINN NOATOTOBNEHbI B PaMKax
neTHen kamnaxuu Ignite a Curious Mind, koTopas cBsi3ana 6peHp ¢ OTKpbITUEM, TBOPYE-
CTBOM 1 HOBaTOPCTBOM. 1o KOHTpONeM amepukaHckon kopnopauum Kids Il, Baby Einstein,
22-neTHWiA bpeHp NpefnaraeT ThicAYaM pofuUTenelil NpnobpecT ANA AeTel CBOU HOBble NPO-
DYKTbl Yl KOHTEHT.

Sources: Luna Journal (Germany), Nursery Online (UK), Nursery Today (UK), Pambianco Daily (Italy),
Puericultura Market (Spain), das spielzeug (Germany), Toys ‘n’ Playthings (UK), Toy World (UK)
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1THE COMPLIANCE

Ob GOODS

FOR CHILDREN - 4

How 1T Works
N Russia?

INTERACTIONS WITH THE STATE MACHINE

OFTEN PRESENTS CERTAIN DIFFICULTIES FOR
ENTREPRENEURS. IT SEEMS THAT FOR ANY PIECE
OF LEGISLATION THERE WILL BE A "CUNNING”
EXCEPTION, INTERPRETATIONS OF DECISIONS
ARE OFTEN AMBIGUOUS, WE HAVE TO TAKE INTO
ACCOUNT MANY DIFFERENT RESTRICTIONS

AND CRITERIA. TO HELP BOTH RUSSIAN AND
FOREIGN BUSINESSES IN THE CHILDREN'S GOODS
INDUSTRY, WE ARE OPENING A NEW HEADING
BUSINESS AND LAW IN RUSSIA. IF YOU HAVE SOME
CLARIFICATIONS ON THE ISSUES THAT WE RAISE
IN THESE ARTICLES, THEN WE KINDLY ASK YOU TO
SEND THEM TO INFO@VIBORRODITELEY.RU.

To assess the compliance of goods for children means to confirm
that they comply with the requirements of the Technical Regulations
valid for Russia and the states of Eurasian Economic Union.

The basic technical rules for children’s goods are TR CU 007/2011
“On safety of the products for kids and teenagers” and TR CU
008/2011 “On safety of toys”; other technical requirements for the
safety of certain products, used for or by children, can also be set in
other technical rules, for example, technical regulations on safety of
furniture, perfumery and cosmetics products, sporting goods, etc.

The state requires the manufacturer to comply with the standards
set forth in the technical regulations and the standards developed to
ensure a certain level of children’s products’ safety. It is prohibited to
sell products that do not meet the requirements; goods that do not
meet the requirements should be withdrawn from the market as soon
as they are identified.

m

OUEHKA ==
COOTBETCIBAA
TORAPOB

TS HETEN -
Kak 27T0 pa()OT&@T
B Poccuin?

SAVMOLENCTBUE C TOCYIAPCTBEH-
HOU MAIITAHON 9ACTO [TPEACTABIIAET
OIPEIEITEHHBIE CIIOXHOCTY IJIA
[IPENTIPYHIMATENEN. KAXETCH, 970
[UIA TIOBOTO SAKOHOIATEJIBHOTO
AKTA HAVIIETCA «KOBAPHOE» CKJIIO-
YEHHE, TPAKTOBKI [IOCTAHOBIIEHMI
YACTO HEOIHOSHAYHBI MTPUXOOUTCA
YUNTHIBATH MHOKECTBO PASJIMYHBIX
OTPAHIYEHIN 1 KPUTEPHEB. YTOBDI
[TOMOYb KAK POCCHICKOMY, TAK I
JAPYBEXKHOMY BU3HECY B MHITY-
CTPUM OETCKUX TOBAPOB, MbI OTKPbI-
BAEM HOBYIO PYBPUKY "BUSINESS
AND LAW IN RUSSIA” ECTT Y BAC ECTh
YTOYHEHIA 110 BOITPOCAM, KOTOPBIE
MbI TIOTHUMAEM B 3TNX CTATBAX, TO
OYEHD ITPOCUM HAIIPABJIATD MX B PE-
JAKIH: INFO@VIBORRODITELEY RU
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The conformity assessment of products for children can
be carried out in one of the established forms: state registra-
tion, certification or declaration of conformity. State regis-
tration may be combined with the subsequent adoption of a
conformity declaration (for example, in TR CU 007/2011). In
case of the state registration goods are registered in the joint
catalog of state registration certificates, valid for all countries
of the Eurasian Economic Union. In case of certification or
declaration of conformity tests are done by invited accredit-
ed laboratories / centers, which are included in the Unified
Register of Certification Authorities and Testing Laboratories
(Centers) of the Customs Union. The certificate can also be
issued by an accredited certification organization included
in the Unified Register of Certification Authorities and Test-
ing Laboratories (Centers) of the Customs Union. The state
registration of products is carried out by an authorized or-
ganization in the corresponding state, belonging to the Eur-
asian Economic Union. In Russia such an organization is the
Russian Federal Service for Surveillance on Consumer Rights
Protection and Human Wellbeing (Rospotrebnadzor).

It is prohibited to sell products that
do not meet the requirements: goods
that do not meet the requirements
should be withdrawn from the market
as soon as they are identified.

[MooACXa TOBAPROB, HE COOTBETCTBYIOLLMX TPEOOBAHI
M, 30MPelleHa, ToBapbl, HE COOTBETCTBYIOUIME TPEOO™
BOHVIM, MU BBISBACHMI AOAXHbI ObITb U3bITbI C PbIHKA.

/

An applicant for a conformity assessment may be a Rus-
sian company that is a manufacturer, an official represent-
ative of the manufacturer (authorized entity) or a seller of
the corresponding goods.

The conformity assessment of products manufactured on
the territory of Russia and the Eurasian Economic Union’s
states is carried out at the stage of the production process’s
beginning, the assessment of the products, which haven't
been imported into the territory of the Eurasian Economic
Union before should be carried out before the importation
into the Eurasian Economic Union territory.

The certificate of state registration is currently termless,
but it is planned to impose limitations - the certificate will
be valid within no more than 5 years.

The usual certificate will be valid for no more than 3 years,
and in cases if the manufacturer of the product has a certified
quality management system, the certificate will be valid for
no more than 5 years. The frequency of inspection during the
validity of the certificate will in any case be once a year.
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MpoBeCTY OLieHKY COOTBETCTBUS TOBAPOB AN AETEN 03-
HavaeT NOATBEPAMTb, YTO OHM COOTBETCTBYIOT TPEOOBAHNAM
TeXHWYECKINX PErNameHToB, AENCTBYIOLLMX HA TEPPHUTOPUM
Poccun v rocynapcts EASC.

[ns AeTCKMX TOBAPOB OCHOBHbIE TEXHUYECKME pernameH-
Tl = TP TC 007/2011 «O 6e30nacHoCTV NpoayKuuu, npea-
HagHa4eHHow Ana aetelt v nogpoctkos», TP TC 008/2011
«O 6e30MacHOCTH UrpyLLEeK», Takxe TpeboBaHms K 6e30-
NacHOCTW HEKOTOPbIX TOBAPOB, NCMOMNb3YEMbIX AN AETEN,
MOTYT yCTaHaBNMBaTLCS M B UHbIX TP, Hanpumep, o 6e3onac-
HOCTN Mebenn, NapdroMepPHO-KOCMETUHECKOV NPOAYKLMM,
CMOPTMBHbBIX TOBAPOB 1 T.A.

locynapcTso TpebyeT OT NPon3BOAUTENS COOMIOAEHNS
HOPM, YCTAHOBNEHHbBIX B TEXHUYECKMX PErnameHTax 1 ctaH-
fapTax, KOTopble Npu3BaHbl 06eCNeYnTb JOMKHBIA YPOBEHb
6e30MacHOCTV TOBAPOB [N1s AeTei. [poaaxka ToBapoB, He
COOTBETCTBYIOLLMX TPeboBaHNAM, 3arnpeLleHa. Toapsbl, He CO-
OTBETCTBYIOLLME TPEOOBAHMAM, NPV BbISBNEHWN AOMKHbI ObITh
N3bSATHI C PbIHKA.

OueHka COOTBETCTBUSA ETCKMX TOBAPOB MOXET ObITb NPO-
Be[eHa B O[IHOM U3 YCTaHOBMEHHBIX (DOPM: rOCYAapPCTBEHHASA
pervcTpauus, cepTudrKaums, eKnaprpoBaHne CooTBET-
cTBUs. [ocynapcTBEHHas perncTpaums MOXeT ObiTb COBME-
LLieHa C NocneayioLLMM NPUHATMEM AeKnapauum 0 COOTBET-
ctBun (Hanpumvep, B TP TC 007/2011). Mpw rocynapcTBeHHON
perncTpaLmy ToBap perucTpupyeTcs B eavHoM Ans CTpaH
EASC peecTpe cB1aeTeNbCTB O rOCYAapCTBEHHOM perncTpa-
umnn. Mpy cepTrdmKaLmMmn 1 4EKNapUPOBaHMK COOTBETCTBUS
C Uenbio NpoBefeHNs NCMbITaHW NPUBMEKAOTCS akkpeau-
TOBaHHble NabopPaTopU/LEHTPbI, BKMIOYEHHbIE B ENHBbIN
peecTp OpraHoB Mo CepTUMVKaLMK 1 UCMbITATENbHbIX Nab0o-
patopuii (LeHTpoB) TamoxeHHOro cotosa. CepTudomnkar Takxke
MOXET ObITb BbldaH akKpeaTOBaHHbIM OPraHoM Mo CepTy-
hrkaumm, BKNIOYEHHbIM B EAVHBIV PEECTP OpraHos no cep-
TndpmKaUmMM 1 ncnsiTatenbHbIx NabopaTtopuin (LeHTPoB) Tamo-
XKEHHOrO coto3a. [0CYAapCTBEHHYIO PErMCTPALMIO NPOLYKLMM
NPOBOANT YMOMHOMOYEHHbIN OpraH B COOTBETCTBYIOLLIEM FOCY-
napctee — vnere EASC. B Poccun a1o @enepansHas cnyxba
no Haagopy B cdhepe 3alnThl Npas notpebutenent 1 6naro-
nony4us yenoseka (PocnotpebHaazop).

3asBuTENeM Ha NPOBEEHVE OLEHKN COOTBETCTBUSA MOXKET
ObITb POCCUIICKAs KOMMAHNS, SBNAIOLLAACS N3rOTOBUTENEM,
oh1LManbHbIM NPeacTaBMUTeNeM U3roToBuTenNs (YroHOMOYeH-
HbIM NMLOM) UMV MPOLABLIOM COOTBETCTBYIOLLIErO TOBapa.

OueHka COOTBETCTBUA NPOAYKLMM, N3roTaBn1MBaeMoit Ha
Tepputopun Poccun v rocynapcTs EASC, ocylecTsnseTcs Ha
3Tane ee nocTaHoBKM Ha NPOM3BOACTBO, a NPOLYKLMM, BNEP-
Bble BBO3WMON Ha TeppuTopmio EASC (EBpasuniickoro akoHo-
MUYECKOro COt03a), — 10 ee BBO3a Ha TeppuTopuio EASC.

CBu1aeTensCTBO O rOCyAapCTBEHHOM perncTpaLmv noka 6ec-
CPOYHO, HO MaHNPYETCs BBECTU OrpaHnyeHus — He Genee 5 ner.
Cpok feiicTaus ceptvdvikara — He 6onee 3 neT, a ecnuv u3roTo-
BUTENb NPOLYKUMN UMEET CEPTUULIMPOBAHHYIO CUCTEMY MEHeS-
»KMEHTa Ka4ecTBa, TO CPOK AENCTBUSA cepTudvkara — He 6onee 5
neT. Mepuoan4HOCTb MHCMEKLIMOHHOTO KOHTPOMS BO BPEMS AElA-
CTBUS cCepTudoMKaTa B NioboM BapuaHTe — OfWiH pas B rof.



PRAM / Konsackn

W Analytics

in the First Year
of Your Child’s Life?

Moscow & the Moscow region | $ 756,88
Saint Petersburg $599,34
the Novosibirsk region $ 540,77

Tatarstan

$ 460,45

THIS WAS THE QUESTION, OUR PUBLISHER
TATYANA BUTSKAYA ASKED THE FOLLOW-
ERS IN HER INSTAGRAM ACCOUNT @TANYA.
BUTSKAYA. PARENTS WERE ASKED TO INDI-
CATE THEIR NAME, REGION OF RESIDENCE
AND CITY, AS WELL AS A PRECISE AMOUNT
OF MONEY IN ROUBLES, WHICH THEY SPENT
ON BASIC ITEMS FROM THE “NEWBORN'S
BASKET": PRAM, COT, CHANGING TABLE,
CLOTHES, HYGIENE ITEMS AND SO ON. WE
DIVIDED ALL THE GOODS IN 4 MAIN CATEGO-
RIES AND CALCULATED HOW MUCH MONEY
OUT OF THE FAMILY BUDGET DID SPEND

CAR SEAT / ABTOKpecno

HOW MUCH

Did You Spend

Per capita income average for 1 year
CpepHuii AOX0oA Ha Aylly HaceNneHus B rog

Moscow & the Moscow region | $ 768,88
Saint Petersburg $ 607,39
the Novosibirsk region $381,99
Tatarstan $473,40

Moscow & the Moscow region | $ 158,09
Saint Petersburg $156,99
the Novosibirsk region $91,44
Tatarstan $ 89,03 ‘ ,’




W Analytics

CKOJIbKO AEHET

BLl IIOTPATUIN
B IIEDPBHM DO/
SKM3HY pebeHKa?

HYGIENE* / Turnexa*

Moscow & the Moscow region | $ 267,35

y
Saint Petersburg $232,30 ~ 4
the Novosibirsk region $172,33
Tatarstan $201,81

PLAYROOM** / leTckas KOMHaTa**

Moscow & the Moscow region | $ 1807,32
Saint Petersburg $ 1425,98
the Novosibirsk region $ 1421,11
Tatarstan $1101,93

* HYGIENE / [uruena:

bath, towels, thermometer, baby first aid kit, diapers /
BaHHOUKa, MOMOTEHLIa, TEPMOMETP, IeTCKasA anTeuka,
MOATY3HNKN

** PLAYROOM / [leTckas KOMHaTa:

clothes, furniture, toys, deck chair, baby monitor,
air humidifier, bottles, soothers, breast pumps /
opexna, Mebenb, UrpYLLIKY, WE3JIOHT, BUAEOHAHS,
YBRAXHWUTENb BO3/lyXa, 6y TbIIOUKM, MYCTbILIKY,
MOJIOKOOTCOChI

TAKOU BOTIPOC HAII M3MATE/TH TATBAHA
BYIIKAS 3ATATTA TIONTTACYMAKAM B CBOEM
WHCTATPAM-AKKAYHTE @TANYA BUTSKAYA
BOIUTETAM BbITIO MIPEIIOKEHD YKA3ATD
CBOE M4, PETMOH ITPOKUABAHYA U TOPOT, A
TAKOKE, KOHKPETHYIO CYMMY B PYBJIIX, KO-
TOPAS BbIJIA TIOTPAYEHA HA BA30BBIE MPEI-
METBT U3 «KOPSMHBI HOBOPOKIEHHOT 0>
KOJACKY, KPOBATKY, TIENTEHAJIBHBIN CTO-
JIVK, OLIEX Y, IPEOMETBI TUTMEHBI 1 TAK
TATIEE. MBI PASTIEMTU/N BCE TOBAPBI HA YE-
ThIPE OCHOBHBIE KATETOPUY 1 TIOCHUTAIH,
KAK MHOTO JEHEL 713 CEMEMHOTO BIOMXETA
YIIITIO Y POMUTEIEIL B CAMBIX AKTUBHO
['07I0COBABIIVIX PETTOHAX - MOCKBE 11 MO-
CKOBCKOM OB/IACTH, HOBOCHBUPCKOM OB/IA-
CTU, TATAPCTAHE )1 CAHKT-TIETEPBYPTE. [1711
CPABHEHIA MBI TAIOKE [TPYBOIVM 31ECH
CPEOHYE NOXOMbI HA OTHOTO YEJIOBEKA 3A
IO TI0 TAHHBIM POCCTATA HA ABT'YCT 2018
[OIA, UMEHHO 3TOT [TEPYOI MbI B3AJIX 3A
PACYETHbIN




Vnterview

Author: Ekaterina Aksyonova

Baby scales
Baby bottle sterilizers
Baby food warmers

Thermometers
Baby monitors

and baby cams

IleTckme BecH
CTEpMIM3aTODH
[onorpeparernm

TJI9 TETCKOTO

TTUTaHWY
TepMOMETpPHL
Pamyo-

Y BUICOHIHN

RUBICOM CEOQ IGOR ALEYNIKOV

TALKS BUSINESS IN RUSSIA, (( H a Ka l"I e CT B e
HIS TRIALS AND TRIBULATIONS
ON THE ROAD TO SUCCESS AND

WHY MAMAN NEVER SKIMP ON M bl H e 3 KO H o M VI M))
QUALITY.

Astop: EKaTepunHa AKcéHoBa

[EHEPATTBHBIN TMPEKTOP 000 «PYBUKOM» UTOPB ATIEMHIKOB - 0
TOM, CTTOXHO JT HAJTATTUTD TTPOW3BOACTBO B POCCHHY, O BECIIEHHOM
METOJTE TTPOB W OIIHUBOK 1 O TOM, TTOYEMY ITPON3BOIUTEITN JJTEK-
TPOHIKI MAMAN TIETTATOT CTABKY HA KAYECTBO
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What's the story behind the
emergence of your brand on
the Russian market? When did
it happen?

- Our first foray into Russia
happened in 2001. It's got an in-
teresting history behind it, actu-
ally, as at the time the brand was
a subsidiary of LG - a Korean
company - in Asia and Australia
and produced diapers. We acted
as distributors for LG and our
company handled the MAMAN
trademark. Then LG stopped
dealing in diapers, and we've got
a whole company on our hands,
all to ourselves. Our brand is ori-
ented wholly towards the Russian
market and we don’t want to send
any mixed signals to our custom-
ers as many of our competitors
do, posing as a Russian branch of
some larger international trade-
mark. We put quality and reliabili-
ty first and are unabashedly proud
of our Russian roots and heritage.
We pioneered the production of
baby cams in Russia, some years
before Philips and Motorola did it.
It was our test flight, so to speak.
As the company grew; our selec-
tion expanded to what you see on
the shelves today. In those years,
there was literally nothing to
choose from. There were no ergo-
nomic digital scales designed for
home-use, for instance. We had to
lay out all the necessary technical
specifications ourselves and then
developed easy-to-use, modern
and slick baby scales, and at a rea-
sonable price to boot.

Wnterview

Where is your manufactur-
ing located?

- We produce our electron-
ics both in Russia and abroad.
One of our products is made in
Tambov, for instance. Now let
me explain our reasoning be-
hind this. Basing our production
exclusively in Russia is ridicu-
lously expensive, so we have to
manufacture most of our goods
in China in order to stay afloat.
We've long contemplated pos-
sible solutions to bringing our
production homeward, but it’s
just not viable as of now. Besides,
all of our hardware components
are still manufactured in Asia,
making the communication
near-instantaneous in case we
need to change some materials.
In Russia, that’s sadly just not
possible. Even just setting up the
production lines here is itself a
monumental task. I know few
manufacturers who managed
to survive in Russia. And that’s
what the whole world economy
revolves around now, too.

We've got our own manu-
facturing tools, however: we
have press-molds and all the
specifications for manufacturing
procedures. We use them on as-
sembly lines in China which we
feel meet our standards. Those
are usually large enterprises with
experience in assembly for Ger-
man and Japanese companies.
Obviously we share the space
with some international brands
there, too.
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- PacckaxuTe o Tom, Kak 6peHp, NoABMACA Ha poc-
CUICKOM pPbIHKE 1 KaK laBHO?

- BpeHp 6bin pranyeckn odopmneH B Poccuii-
ckoit ®epepaunm B 2001 rogy v UMeeT fOBOJIbHO MH-
TepecHyio NCTOpWIo, NOTOMY YTO B A3un 1 ABCTpanun
OH 3apernucTpmMpoBaH Ha KOpencKyto Komnaxuio LG,
KoTopas Npou3BOAMAa Nog 3TM 6peHAoM fieTckune
NoAry3HuKn. Mol 6bin1 guctpubbotopamu LG, n Maman
B Poccum 6bin 3aperncTprupoBaH Ha Hally KOMMaHWIo.
Korpa LG npekpatuna npofaBatb NoAry3Huku, 6peHp
ocTanca y Hac. Mbl MO31LMOHMPYeM Hally TOProByio
MapKy Kak pOCCUNCKYI0, MOTOMY 4TO He XOTUM BBOAUTb
B 3a6/1yK[i€HMe NOKynaTenei, Kak 3To AenatoT MHorme
HaLW Konnery, NpeAcTaBiAA CBOV TOBapbl NOA AKOObI
3anafHbIMM TOProBbIMY MapKamu. [naBHoe — 4To Mbl
[OOUNNC BbICOKOTO YPOBHA KauyecTBa 1 HaleXXHOCTH
HaLwen NPoAYKLUMI 1 FOPAUMCA POCCUNCKIM MPOUNCXOX-
AeHvem. Mbl nepsbiMu nprBesnu B Poccuio BUAEOHAHIO,
Ha HEeCKOMbKO NeT paHblue, yem Philips nnu Motorola,

11 3T0 6bIN HaLll NUNOTHbBINA NPOAYKT. A flanee, no mepe
pasBUTVA KOMNAHWK, CMOFAIN NPeACTaBUTb BCIO TEKY-
Lyt0 NMHENKY NPOAYyKLMK. B Te roabl Ha MarasnHHbIX
nonkax eil He 6bIn0 anbTepHaTKBbI. Hanpumep, He 6bino
YOOOHbIX 1A JOMALLHero NpyMeHeHns SNeKTPOHHbIX
BecoB. Mbl COCTaBMAN TEXHNYECKOE 3afaHNe 1 nepBble
Ha 3TOM pbiHKe pa3paboTany Tak HasbiBaeMble NAOCKNe,
yno6Hble B XpaHeHWW AeTCKre BeChl 1A JoMa Mo npu-
eMnemMol LieHe.

- Ine pacnonaraetca npou3BOACTBO NPOAYKLMUMN
Maman?

- [Npon3BoanTCA Halwa 3NeKTpoHMKa 1 B Poccum, n
3a ee npegenamu. Tak, OfHa 13 Mofeneii cobupaetcs B
TamboBe, NosicHIo, noyemy. Poccuiickan cbopka — 310
OYeHb JOPOTo, 1, eC/IN Mbl XOTUM Ha PbIHKe yaepxu-
BaTbCA, NPUXOANTCA COOGMpaTh OGONBbLIMHCTBO U3AENNIi B
Kutae. HeogHOKpaTHO Mbl MPOCUNTbIBa BO3MOXHbIE
BapwaHTbl, Kak CAeNnaTb 3TO «40Ma», HO Takas MoAesb
noKa He paboTaer. M noTom, Bcs anemMeHTHas 6a3a npo-
13BOAUTCA B A311, TIe KaKne-To BbICTpble pelleHns
Mo 3aMeHe MaTepuanoB NPUHUMAKOTCA MTHOBEHHO, a B
Poccuu, yBbl, Mbl 3TOr0 06€cneumnTb He MoxeM. Opra-
HU3aLUmMA NPOU3BOACTBA Y HaC — cama no cebe 3agava
CNOXHas. fl 3Hako Mano NPoV3BOACTB, KOTOPbIE Obl BbI-
xmBanu B Poccun. Ho Tak nocTpoeHa cenyac BCAa Mupo-
Basi 5KOHOMMKa.

Y Hac ecTb cBoe 060pyf0OBaHMe AnA NPOU3BOACTBA
Hallel NpoAyKLmm — 3To npecc-Gopmbl, eCTb 1 [j0-
KYMEHTbI C TEXHONOTMYeCKMMM npoLeccamt. Mol pas-
MELLIaeM 1X Ha Tex COOPOUHbIX MOLWHOCTAX B KiTae,
KOTOpbIEe HaC yCTpaKBaloT MO YPOBHIO OpraHu3aLmm
npowv3BofCTBa. Kak NpaBuno, 370 KpyrHole npegnpu-
ATUA, UMetoLYe OMNbIT COOPKM NPOAYKLAN AMOHCKMX
UIN HEMELKUX KoMNaHuin. O4eBUAHO, UTO NepeceKkaem-
CA Ha NPOU3BOACTBE C MeXAYHapPOAHbIMMU TOProBbIMY
MapKamm.



What’s your take on the
growth of business competition
of the last two or three years?
We all know that birth rates in
Russia are on the decline and
the sales are plummeting. Does
it allow for some breathing
room or does this just foster
the emergence of new players
on the market?

- Let me put it this way:
there are definitely no black
swans on the current market.
Everybody’s striving to take
their current product and make
it more expensive by cramming
it chock-full of features, some
of which are just gimmicks, in
my opinion. People often ask
why our baby cam line-up lacks
a sort of a swiss-army-knife
product with a direct feed to
a monitor and Wi-Fi connec-
tivity for remote surveillance.
Sounds great on paper, but a
standard web-enabled security
camera costs around 15 dol-
lars, you can just buy one and
set it up yourself. However, the
downside here is that it’s a sta-
tionary remote object. A baby
camera, on the other hand, has
the portability factor. You can
take it anywhere, on a trip or to
the countryside, even if there’s
no Internet access. Still, we dab-
ble in many ventures and test
everything the market has to
offer. If we manage to create a

Wnterview

product that meets our quality
standards at a reasonable price,
then of course it’ll join our line-
up and you'll be able to buy one.
We see a rise in products’
price and complexity en masse
while the population’s income
hasn’t been doing very well for
the last three years, to put it
mildly. The birthrates are de-
clining, too, so the market’s
hitting a bit of a valley. Bluntly
speaking, we are not grow-
ing. We haven't seen a decline
in sales compared to previ-
ous years, but there’s been no
growth either, which is not a
very comforting thought. Still,
it’s not all doom-and-gloom
when pitted against compe-
tition. I can’t say our revenue
didn’t take a hit, but we’re still in
the game and are working with
different retail chains. We're in
the black, too, even though the
retail chains really milk us dry
here. What really hampers us is
weak social media presence, as
we've always been putting our
all into quality and R&D.

Do you have your own ser-
vice centers?

- Yes, we operate our own
service center. We take all of our
returned goods there and exam-
ine everything that’s been bro-
ken or malfunctioning so that
these problems could be avoid-
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- Yro cKaxeTe No NoBoAy TEMMNOB POCTa KOHKY-
peHuun B nocnegHue aBa-Tpu roga? O6uenssectTHo,
4TO POXKAAEMOCTb CTarHMpYeT, NpofaXu NaaaloT -
MOXET, B CBA3U C 3TUM Ha PbIHKe CTano «cBo6ofHee,
nnu, Ha060pOT, 3TO flaeT YCNoBUA ANA NOABNEHNA
HOBbIX UTPOKOB?

— CKaXKeM TaK, HOBbIX MPOPbIBHbIX el Ha PbIHKE
CerofHs Het. ECTb MombITKM cienathb TeKyLWi NPOayKT
LOPOXe, HaMYKaB ero PasHbIMA HY>KHBIMM 11 HEHYX-
HbIMU GYHKLMAMN. Hanprmep, Hac YacTo CpaLumBaloT,
rnoyemy B Hallel IMHElKe BULEOHSAHb HET HEKOEro YHU-
BepCanbHOro NPOAYyKTa, 4Tobbl Obila 1 NPAMan CBA3b
C MOHWTOPOM, 1 eLle BaiA-dali, uTobbl HabnaaTh 3a
pebeHKOM yfaneHHo. 3ByumnT 340POBO, HO BEfb Cama
no ce6e Kamepa BUaeoHabnoaeHns yepes UHTepHer,
KaK OXPaHHbliA IHCTPYMEHT, CTOMT, YCIIOBHO, ThiCAUY py-
Oneit, N KynnTb-yCTaHOBUTb €€ He TaK CIOXHO. Ho OHa
ABNAETCA CTALMOHAPHBIM OOBEKTOM NpW yAaneHHOM
HabnogeHun. Mpenectb BUAEOHAH 3aK/0YaeTcs B
TOM, UTO Bbl MOXXETe B3ATb €€ € 0601 B Moe3AKy, Ha Aa-
uy - KyAa yrofHo, rie HeT 4OCTyna B VIHTepHeT. Mbl, Tem
He MeHee, 3aH/MAeMCA TakUM MPOAYKTaMU U NCMbIThI-
BaeM BCe, UTO MOABNAETCA Ha PbIHKE. ECv Mbl nosyunm
MPOAYKT, TPMEMNIEMBINA MO LieHe 1 MO KayecTBy, TO, KO-
HEYHO, OH Y HaC MOABUTCA.

MaccoBO NPONCXOAUT YCNOXKHEHME, YAOPOXaHMe
MPOAYKLMY, @ MOCKOMbKY JOXOAbl HACENEHNA B No-
CNefHvie TpY rofia, MArKO BbIpaxasch, HE PacTyT U elle
POXAAEMOCTb CHUXKAETCA, PbIHOK HEMHOTO «MafjaeT».
Mory cka3aTb YeCTHO: Mbl He pacTem. [pogaxu He yna-
11, MO CPaBHEHMIO C MPebIAYLLMM FO4OM, HO 11 pocTa
HET, UTO, KOHEYHO, HEMPUATHO 0CO3HaBaTb. Ho Ha poHe
KOHKYPEHTOB Mbl HEMJIOXO BbIrNALUM. [pUGbIb, KOHEY-
HO, CHM3MACh, HO paboTaem, paboTaem ¢ cetamu. Mpu-
uem paboTaem B NJIIOC, XOTA BCEM U3BECTHO, UTO CETH
BbIKMMAIOT BCe coku. Halle cnaboe mecTo - 370 Hefjo-
CTaTouHOE NpUcyTCTBMe B VIHTepHeTe nHdopmaLmn o
OpeHze — Mbl Bcerga GoKycMpoBaninch Ha KauecTse 1
paspaboTKax.

- Bbl pacnonaraerte co6CTBEHHbIMU CEPBUCHBIMU
ueHTpamu?

- [la, y Hac cBOI COBCTBEHHbIN CEPBHUCHDII LIEHTP,
Kyfia Mbl CBO3VIM BC€, YUTO BEPHYNIOCb, CCNeflyeM, 4To
C/I0Manoch, 1 NNaHMpyem, Kak He AONyCTUTb 6paka B
6ypywem. OfHaxabl Mbl NOAYYUIM 3akas Ha 200 TbicAY
[ONNAapPOB Ha PaMOHAHN, 1 HIA OffHA 13 HUX He 3apa-
6otana. [ponsBoguUTENb, He CTaBA HaC B U3BECTHOCTD,
3aMeHWT KaTyLIKY UHAYKTUBHOCTY — 3TO TaKOW SN1EMEHT,
KOTOpbI1 06ecneumBaeT cBA3b Mexay 6510KkoM nepe-
Aauv 1 6510kom nprema. Mbl Be3aM 3Ty NapTuio 3MON
1 camoneTom, 1 npu Temnepatype -50 °C KaTyLK©
nepecTany B3anmMogeicTBoBaTb. Y1o Hapywmn npoms-
BOLMUTESb: BO-MEPBbIX, HE COOOLM HaM O 3aMeHe, a
BO-BTOPbIX, He MPOBEN NpefBapUTeNbHbIX UCMbITaHWUI B
MOPO3WSIbHON Kamepe.



ed in the future. We once got an
order for two hundred thousand
dollars worth of baby monitors,
and none of them worked. The
manufacturer changed the in-
ductors without notifying us
(those are things which connect
a transmitter with a receiver).
The batch’s been shipped via
plane during winter at -50 °C
and the inductors stopped work-
ing. The manufacturer made
two mistakes here. First, they
should’ve told us about the re-
placement they did. Second, the
batch should have been tested in
a freezer.

And how did you get
through this downright unfor-
tunate predicament?

- We've since changed the
terms of our model contract.
Some manufacturers don’t even
want to work with us now, as
it includes a very extensive list
of requirements. We've also
gotten our own crew, and they
painstakingly examine every
batch in accordance with our
manufacturing plans. All of
this comes with a hefty price-
tag attached for us, but ask
any retailer and they’ll tell you
that we've got impeccable build
quality with no defective items
and we boast perfect logistics.
We've got quite a stock reserve
in our warehouses. Yes, those
are kind of suspended assets,
but at least we never let down
our clients.

Speaking of service... What
do your clients do in the event
of a hardware failure?

- They go to a nearby store.
Of course, there are some re-
strictions as to what we can take
in, but generally you just visit the
store with the receipt and we'll
take your order back.

How does Rubicom general-
ly deal with customer feedback?
How do you keep in touch with

Wnterview

your target audience? If it’s pri-
marily social media, then what
platforms do you operate on?

- Obviously we've got our
own VK page. Some of my
co-workers even think that it’s
got a lot of subscribers, but I
personally feel the number is yet
underwhelming.

How many subscribers is
‘aunderwhelming’ to you?
- 15000.

If all of those are actual peo-
ple and not bots, then I think
this number is to be proud of.

- All of these are real peo-
ple who got there through the
pages of large retailers we work
with, like Dochki-Synochki and
Detsky Mir. I think we could do
with some better content, but
we've got plans to improve the
situation by the end of the year.

Have you any plans to ex-
pand and tackle other markets?

- We've long been plan-
ning to come on the scene in
the European market, but I
fear we may be a bit too late.
Still, it’s not yet etched in stone
and we've even got a booth in
an expo in Germany. Let me
make this clear: it would be
one thing if we based all of our
production process in Russia.
The workforce’s cheap and the
Euro is in a comfortable posi-
tion. And look how itd all play
out now: wed have to set up a
warehouse in Riga, stifling our
assets, and then ship the goods
from there. It's a whole opera-
tion and not quite the kind of
business we're used to. Wed also
literally have to claw our way
through, seeing as Europeans
are very well-versed in terms of
logistics and design. There are
certain ambitions in the air, but
I am not yet sure if we’ll be able
to put them into action. But
there is definitely a potential
market to be considered.
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- W KaK Bbl nepexunnu Takyto ne4anbHylo, NpAMo
cKaxem, cutyaumio?

— CTex nop Mbl CUNbHO U3MEHN HalLl TUMOBO KOH-
TPaKT C NPOU3BOAMTENAMM, [ia TaK, YTO He BCe CornaLLa-
l0TCA C Ham paboTaTb: y HaC O4eHb MHOTO TPeGOBaHNIA.
Cobpanu komaHAy, KoTopas MPOBEPAET Kaxay'o NapTuio
M0 HalLLMM COBCTBEHHBIM TEXHOMOTMYECKIMM KapTam. TO
[0BONbHO JOPOroe YA0BONbCTBYE, 3aT0 tobas ceTb Bam
MOATBEP/ANT, UTO Hallle OCHOBHOE OCTOMHCTBO — 3TO OT-
CyTCTBYE BpaKa 1 KOHeUYHO be3ynpeyHasn ormcTrKa. Y Hac
60nbLLOI CKNAACKOI 3anac - fia, 3TO «3aMOPOXKEHHbIE»
[AeHbrV, 3aTO Mbl He NOABOAVM HaLLVIX 3aKa34MKOB.

- Yro KacaeTca cepBUCHOro 06C/YKIBaHNA: KyAa
MOXeT 06paTUTbCA KNNEHT B cny4yae 06HapyXeHns
HemcnpaBHoOCTU?

- B marasuH. KoHeuHo, y Hac ecTb orpaHuyeHua no
npuiemy, HO eCnn Y Bac YTO-TO He paboTaeT, To CMeno
MPVXOANTE C YEKOM, U Mbl BO3bMeM Npnbop Hasag.

- Hackonbko Boo6we komnanma «Py6ukom» npu-
CNyLIMBAETCA K CBOMM NOKYNaTeNAM 1 Kak Bbl B3aMO-
[felcTByeTe C Ballen ueneson ayauropuen? Ecnm yepes
couuanbHbie CeTH, TO KaKue KaHasbl ucnonb3yere?

- KoHeuHo, y Hac ecTb cTpaHmnyKa Bo BKoHTakTe,
MOMM COTPYAHMKAM KaXKeTCA, YTO y HacC fjaxke JOBONIbHO
MHOTO MOAMUCYMKOB, HO A TaK He AyMalo.

- Mano - 3710, no-BaLuemy, CKoJIbKo?
-15000.

- Ecnu 3710 He 60Tbl, TO, N0 MOEMY MHEHWI0, 3TO
npekpacHas undpa.

- Her, 370 Bce pearnbHble N0Au, KOTOPbIE NPULLAY U3
aKKayHTOB OONbLUMX MarasuHoOB, B KOTOPbIX Mbl Mpef-
cTaBneHbl: «[Joukn-CbiHOUKNY, «deTcKunii Mup». KOHTEHT
MOr Obl ObITb 11 MOCUbHEE, HA MOV B3rNAL, HO Mbl COOU-
paemcA NPUAOKNTL YCUNMA A0 KOHLA 3TOrO roAa, 4tobbi
CMTYyaLmsa N3MeHUnac.

- MnaHupyeTe N Bbl BbIXOAUTb Ha APYriue PbIHKK,
pacwmparbca?

- Y Hac ecTb JaBHUIN NNaH BbIxoAa Ha EBpony, Ho A
60H0Cb, UTO Mbl HEMHOXKO 0ro3gaani. Bnpouem, 31o He
MPUroBOp, 1y Hac Aae 3annaHnpPoBaHO MECTO Ha Bbl-
ctaBke B [epmanuu. [osAcHHo: ogHO feno, ecnm 6bl Mbl CO-
CpefoTouMNY NPOU3BOACTBO B Poccuu, ing 3Toro v Kypc
€BPO NOAXOAALLMIA, 1 paboyas cuna feluesas. A ceitvac,
Bbl TONIbKO NPEACTaBbTE, HaM HyXKHO OPraHN30BbIBaTb B
Puire cknag, onATb Xe, 3aMOpaxuBaTh CPeACTBa, OTTyAa
OTNpaBnATb ToBap. B obLuem, 370 Lienaa CTpyKTypa, 1 He-
MHOTO ApYroii 613Hec, NoC HaM NPUAETCA, B NPAMOM
CMbIC/1e, NPO6MBATLCA, OTOMY UTO €BPONENALbI CUMbHbI
TEM, UTO OHV XOPOLLO 06Pa30BaHbI B MiIaHe 1 f13aiiHa, 1
noruncTuky. NMnax Takol ecTb, HO A MOKa He 3Hato, byaeT n
OH peanu3oBaH. MoTeHLManbHble NOKynaTeny MeTCA.



B Frugi Announces

Julia Reynolds as Chair
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True, UK retail and consumer sector
specialist investor, has appointed Julia
Reynolds as Chair of Frugi, a business
acquired by True in July 2018 which de-
signs, manufactures and sells sustaina-
bly sourced organic cotton apparel and
accessories for babies, children and new
mothers.

Julia’s extensive retail apparel experience
includes appointments as CEO for Antler,
Blacks Leisure and Figleaves.com and Di-
rector of Buying & Merchandising at Tesco
where she was responsible for the launch
of the Florence and Fred (F&F) clothing
brand. Julia is also founder of Difficult
Women - an organisation that promotes
womenss skills in the boardroom.

Julia will work alongside CEO Hugo Ad-
ams and founder Lucy Jewson to help drive
the next stage of Frugi’s growth.

WPersonalitiesNews

B Frugl oObdeniIa
O HazHaJICHUV
Iy PerHomnbac
Ha JOJDKHOCTE
[JIARE KOMITAHUU
SN0 0000000000 0007000070000 00 0000000

BpuTaHckas komnaHusa True, koTopas
cneyyanv3npyeTca Ha MHBECTULNAX B
PO3HUYHBIV 11 NOTPEOUTENbCKII CEKTO-
pbl, HasHaumna [xynuio PeiiHonbac Ha
noct pykosogutens Frugi — 6usHeca, npu-
06peTeHHOro KomnaHuvei True B utone
2018 roga. Frugi paspabatbiBaeT fu3aitH,
MPOV3BOAMT 1 NPOAAET IKONOTNYECKU
UKCTYI0 OfEXAY U3 OPraHNYEeCKoro Xor-
Ka 11 akceccyapbl A MnageHLeB, AeTeil,
GepeMeHHbIX 11 KOPMALLYIX.

Y [kynuu — 6oratblil onbIT B Che-
pe peTeiina ofexabl, B €e NoCayKHOM
cnucke - paboTa B KauecTBe reHepanb-
HOTo IMpeKTopa KomnaHuii Antler,

Blacks Leisure n Figleaves.com, B kaue-

CTBe AMpPEeKTOpa Mo 3aKynkam v mep-
yaHpaii3mHry B Tesco, rae oHa oTBeuva-
na 3a 3anyck 6pena ogexabl Florence
1 Fred (F&F). [xkynua Takxe agnaetca
ocHosatenem Difficult Women («Tpya-
Hble XKEHLMHbI») — OPraHm13aLmny,
KOTOpan NPOABUraeT XeHLUH-PYKO-
BOAMTENEN U pacCKa3blBaeT O Nosb3e
1 MPerMyLLeCcTBaX XeHCKINX KayecTB B
pyKoBogsALel paboTe.

[xynua 6ynet pabotaTb BMecTe C
reHepanbHbIM AVPEKTOPOM KOMMAHWN
Xbtoro AlaMmCOM 1 OCHOBaTeNeM KOM-
naHuu Jliocn [XKeBCoH, uToObl MTOMOYb
npoaBuHyTb Frugi Ha cneaytowmin stan
pa3BUTUA 1 pOCTa.
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B chmann [ eads

the REEMEA
Division at 1.EGO

SN II N1/ 00000000000 2000000007

Frédéric Lehmann is about
to take his next career step at
LEGO. The General Manager
and Vice President of LEGO
GmbH will become Senior Vice
President for the REEMEA divi-
sion on January 1, 2019.

The native Frenchman thus
enlarges the area for which he
will be jointly responsible. The
REEMEA region includes Rus-
sia, Eastern Europe, the Middle
East, Turkey and Africa. These
are exciting markets in finan-
cially and politically challenging
times. According to the Moscow
Times, LEGO has been on the
Russian market since 1985. From
2007 to 2013, the company in-
creased its turnover there tenfold
to 360 million Euro. LEGO is

also popular in Turkey. Istanbul,
for example, is home to one of
the five European Legoland Dis-
covery Centers.

Lehmann joined the LEGO
Group in October 2015. At the
age of 43, he assumed the posi-
tion of Managing Director of LE-
GO GmbH. He was responsible
for business in Germany, Austria
and Switzerland.
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B /[cvan BORITIARUT
noapasierene REEMBEA
B KoMmanmy [LEGO

L

®pepepyk JlemaHH cobupaeTca chenatb crepyoLuii
war B cBoen Kapbepe B LEGO. [eHepanbHbin gupekTop
1 BuLe-npe3ugeHT LEGO GmbH Bo3bMET Ha cebs 065-
3aHHOCTU NepBOro BULie-Npe3naeHTa NoapasaeneHus
REEMEA c 1 aHBapa 2019 roga.

Takum 06pa3zom, GppaHLy3 no npouncxoxaeHuo, lle-
MaHH pacLUMpAET 30Hy CBOEl OTBETCTBEHHOCTY, TaK
Kak OyneT 3aHMMaTb cpasy ABe [LOMKHOCTY. B BeaeHnn
REEMEA HaxopsaTca Poccus, Boctounas EBpona, bavikHui
BocTok, Typums n Adprika. 3T0 04eHb NHTEePEeCHbIe PbIHKM
B CJIOXHble B GHaHCOBOM 1 MONUTNYECKOM MNilaHe Bpe-
meHa. o panHbIM Moscow Times, LEGO cywectsyeT Ha
poccumiickom pbiHke ¢ 1985 roga. C 2007 no 2013 rog kom-
NaHKA yBenmumuia cBoi 060poT B fecaTb pa3 Ao 360 mun-
nnoHoB eBpo. LEGO Takse nonb3yeTca nonynapHOCTbIO B
Typumn. Tak, Hanpumep, B CTambyne HaxoaMTCA OAMH 13
NATW eBponencKknx LeHTpoB Legoland Discovery.

JlemaHH npucoepuHunca K rpynne LEGO B oktabpe
2015 ropa. B Bo3pacTe 43 net OH 3aHAN SOMKHOCTb
ynpasnatoLero aupektopa LEGO GmbH. OH otBevan 3a
6usHec B lfepmanun, Asctpun 1 LLsenapun.
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B First General
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Luca Tomasi

LInglesina Baby, the Italian nursery
products company founded in 1963
by Liviano Tomasi, has appointed
Michele Sarli as General Manager.
Since such position was not present
in the company before, Luca Tomasi,
Managing Director, has explained:
“Adding a General Manager to our
staff is an important step in our devel-
opment plan. In order to face up to the
ever more difficult and competitive
scenarios looming over us, not only a
clear vision but new competences and
quicker reactions are needed.”

Before joining Inglesina, Sarli

Michele Sarli

B [[eppoin

reHe ,pdﬂhmw
TAPEKTOP
KOMIIaHMK Inglesina

SIS VAL 00000000 10/ 1000 10/ 1000 100 10000077

L'Inglesina Baby, utanbaHckas komnaHna —
NPOU3BOANTENb MPOAYKLMMN ANA AeTell, OCHOBaH-
HaA B 1963 rofy JIusmaHom Tomacu, HasHaumna
Mwuwenb Capnu reHepanbHbiM AUPEKTOPOM. Tak
KaK TakoM AOMKHOCTY B KOMMaHWW PaHblUe He
6bl710, UICNONHNTENbHBIN fAupeKTop Jlyka Tomacu
06bACHNN: «BBOZ, B HaLLy CTPYKTYPY [OMKHOCTY
reHepanbHOro AMpeKTopa ABNAETCA BaXKHbIM
LUIarom B pa3BUTAM Halleil KomnaHuy. Ytobbl
NPOTUBOCTOATD BCe 6osee CNIOXKHbIM CLieHapuam
1 60NbLLIOI KOHKYPEHL MY, HABUCLLMM Haf, Hamu,
HeobXO[MMO He TONbKO YeTKOe BULEHNe, HO TaK-
e HOBble KoMMeTeHL 1 6onee ObicTpas peak-
ums». lo npuxopga B Inglesina Capnu pabotan B

worked in Electrolux for about 20 years.

komnaHum Electrolux okono 20 net.
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B | cursen to Drive
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Mattel s Business

N Burope
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The former LEGO and Top Toy manager
Soren T. Laursen is Executive Director of Mat-
tel Inc. since the beginning of October.

According to Mattel, Laursen will contribute
to accelerating important aspects of the group’s
growth strategy in Europe. His areas of respon-
sibility include business planning, product and
market development, commercial implementa-
tion, regional partnerships and cooperation with
retailers. With Laursen, Mattel has gained an
expert in the toy industry. In the LEGO Group
for 29 years, he worked his way up from a mar-
keting trainee to various management positions
and Senior Vice President of LEGO Americas.
In April 2016, he joined Top Toy, the leading toy
retailer in Northern Europe, as Managing Direc-
tor. The group operates nearly 300 stores under
the names BR and Toys ‘R’ Us. These include
more than 20 BR stores in Germany. Laursen
is a consultant to the toy industry trade group
Toy Association. From 2004 to 2014, he was al-
so a member of the Executive Board there, and
Chairman from 2012 to 2014.

B IBIKEHNe Gm
KoMITaHny Mattel
B Eppore

BoiBwnn meHepxep LEGO 1 Top
Toy CopeH T. JlaypceH Ha3HaueH nc-
NONHUTENbHBIM AUPEKTOPOM KOMMa-
Hun Mattel Inc. ¢ Hayana okTAGpA.

Mo cnosam npepcTaBuTenemn KOM-
naHuu Mattel, JlaypceH nocnocobcty-
€T YCKOPEHWIO BHELPEHMUA BaXHbIX
acneKToB CTpaTerMy pocTa rpynmnbi B
EBpone. B chepy ero otBeTCTBEHHOCTU
BXOLAT G13HEC-NNaHNPOBaHNe, pa3pa-
60TKa NPOLYKTOB 1 Pa3BUTHE PbIHKOB,
0CyLLEeCTBNEHVe KOMMEPYECKNX Nia-
HOB, COTPYAHWYECTBO C PernoHanb-
HbIMW NapTHepamu 1 peTennepami.

B nuue Nayperca komnanusa Mattel
npuobpena cneunanucta B IHAYCTpUM
urpyLek. B reuenne 29 net, npose-
AeHHbix JlaypeHcom B LEGO Group, oH
npoLuen nyTb OT CTaXepa oTAena Map-
KeTWHra o PasfnyHbIX PyKOBOAALLMX
[OMMKHOCTEN U HaKoHeL, 1O No3nLum

CTapluero Buue-npesugeHTa LEGO
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Americas. B anpene 2016 roga oH
nprcoeanHuca K komnaxuu Top Toy,
BefyLLel CeTU PO3HNYHbIX MarasuHoOB
urpywek B CeBepHoii EBpone, B Kaue-
CTBe ynpasndoLiero gupekropa. lpyn-
ne Top Toy npuHagnexart okono 300
MarasnHoB nog HassaHuamm BR n Toys
‘R’ Us. K HUM, B TOM uncrnie, OTHOCATCA
6onee 20 marasvHos BR B lfepmaHuu.
JlaypceH, Kpome TOoro, ABAAETCA KOH-
CyNbTaHTOM TOPrOBOW rPynMbl NH-
pycTpum nrpyuek Toy Association. C
2004 no 2014 rop oH Takxe Obin une-
HOM YnpaBnALLeroo coBeTa JaHHON
rpynnbl 1 ee npeacefatenem ¢ 2012
no 2014 ropa.
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CREATED IN 2004, BABY CARE MAGAZINES INTERNATIONAL, AT THE BEGINNING A EUROPEAN
ASSOCIATION, BECAME GLOBAL IN 2012 WHEN THE CHINESE MEMBER JOINED. IT IS NOW MADE UP
OF TEN NURSERY TRADE MAGAZINES, INCLUDING THE RUSSIAN JOURNAL “PARENTS’ CHOICE”

by Daniele Caroli

S

In September 2004, a meeting promot-
ed by Daniele Caroli, editor-in-chief of
1l Giornale dell'Infanzia, the Italian baby
care products trade magazine, gathered six
similar journals which decided to create
an association in order to make it possi-
bile for the members to exchange market
data, branch information and articles. The
meeting took place in the press room of
the Kind + Jugend fair in Cologne, and the
organizers of the exhibition immediately
asked the members of the association to
be part, on a rotation basis, of the jury of
the Innovation Award, which would be
launched the following year. Ever since, the
annual meeting of BCMI has taken place
in Cologne during Kind + Jugend.

The six founding members - Baby Hob-
by and Leketoy, Norway; Baby Wereld, the
Netherlands; I Giornale dell'Infanzia, Italy;
K-Boetiek/K-Boutique, Belgium; Nursery
Today, United Kingdom; Puericultura Mar-
ket, Spain - after having approved the as-
sociation’ statute, which defines rights and
duties of the member magazines and pro-
motes their cooperation, elected Caroli as
President for a three-year term, at the end
of which he was succeeded by Filip Werni-
ers, editor-in-chief of K-Boetiek.

In 2008, as Werniers had left his job to
join a Belgian company in the toy business,
Carola Siksma-Ruiters, publisher and edi-
tor-in-chief of Baby Wereld, was elected new
President.

IBTORY QF

A 1L

CO3MAHHAS B 2004 TOMY KAK EBPOIIEMCKIN TTPO-

EKT, B 2012 ACCOIATINA BABY CARE MAGAZINES
INTERNATIONAL TIOCTIE TPUCOEIMHERNSA K HEM YIIEHA
113 KUTAS TIPVIOBPENTA MEXIYHAPOIIHBIN CTATYC. CE-
[OIHA ACCOIMATINIO COPMUPYIOT IECATD AKYPHATIOB,
[IOCBAIIEHHBIX YX0IY 3A IETbME, B TOM YUCJIE 1 POC-
CUCKII KYPHAIT PARENTS' CHOICE.

AsTop: [laHnanb Kaponu

KpaTtkas nctopud

B ceHTAGpe 2004 ropa Ha coBeLLaHnm, opraH13oBaHHoM [JaHuanem Kaponu,
rMaBHbIM PefaKTOPOM UTanbAHCKOro »ypHana /l Giornale dell'Infanzia, koTopbiii ocse-
LLaeT BOMPOChI MHAYCTPUM [ETCKUX TOBAPOB, COOPanuch NpeAcTaBuTeNy eLle natm
NoA06HbIX XKypHanoB. PegakTopbl peLunimv co3faTb accoLmaLmio, Kotopas npepo-
CTaBUT CBOVM YnieHam nnatdpopmy Ana obmeHa pbIHOUHLIMU AaHHBIMY, OTPaC/IEBON
nHbOpMaLMenn 1 ctaTbamu. Bctpeya coctosnach B npecc-3ane BbictaBky Kind +
Jugend B KenbHe, 1 opraHm3aTopbl BbICTaBKYM Cpasy »Ke NMonpoCuin YieHOB accoLm-
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The BCMI members at the 2018 annual

meeting in Cologne, Germany. From left:

'Wﬂssociation

Unenst BCMI Ha exxeropHoii Bcrpeve 2018
roga B Kenbne, [epmanns. CneBa Hanpago:

Tatiana Butskaya (Parents’ Choice), Emili

Tarbsina Byukas (Parents’ Choice), Immmm

Alsina (Puericultura Market), Carola
Siksma-Ruiters (Baby Wereld), Irina
Poznysheva (Parents’ Choice), Penny Franks

Ancuna (Puericultura), Kapona Cuxcma-
Pyurepc (Baby Wereld), Vipuna Ilosupimesa
(Parents’ Choice), llennn ®@panxc (Nursery

(front, Nursery Today), Anne-Grethe Burg
(Baby Hobby and Leketoy), Tanja Kraemer
(Baby & Junior), Hans Henrik de Gl

PP

(Baby Hobby and Leketoy), Urszula
Kaszubowska (Branza Dziecigca), Marek
Jankowski (Branza Dziecigca), Daniele
Caroli (Parents’ Choice), Lena Hedo (Lek &
Babyrevyn, formerly Leksaks Revyn).

Today), Iun-Iperxe bypé (Baby Hobby u
Leketoy), Tans Kpamep (Baby & Junior),
Xanc Xenpuxk e Imazenan («Xo66u u
Jlexeméii»), Ypuryna Kamy6oscka (Branza
Dziecigca), Mapek SIukoBckuii (Branza
Drziecigca), [lannanb Kapomu (Parents’
Choice), Jlena Xenio (Lek & Babyrevyn,
panee Leksaks Revyn).

Baby Care Mogazines International

BEYOND EUROPE

In 2010 the association welcomed a new member, the Polish
magazine Branza Dziecigca, and in 2012 two more journals joined:
Leksaks Revyn (Sweden), a toy trade magazine which had added
a nursery section, and Juvenile Products (now Nursery China), in-
itially a supplement of Toy ¢ Hobby, the official magazine of the
China Toy & Juvenile Products Association.

Further changes, in September 2014, concern the entry of the
tenth member, Baby & Junior (Germany) and the election of a
new President, Marek Jankowski, publisher and editor-in-chief of
Branza Dziecigca, after Siksma-Ruiters expressed the wish to be
substituted having by far gone beyond the duration of her term.

INTERNATIONAL ACTIVITIES

Since 2004, the association has consolidated its cooperation
with Koelmesse, especially as regards the Kind + Jugend Innova-
tion Award, and its members have been invited to attend interna-
tional nursery fairs such as China Kids Expo in Shanghai (since
2011), Kids' Time in Kielce, Poland (since 2012), and Puericultura
Madrid, Spain (since 2014). Delegations of BCMI members have
also visited companies like Childhome (Belgium), BabyBjorn
(Sweden), Cybex (Germany), Goodbaby (China), and attended
international events staged in Europe by Dorel.

At the 2018 annual meeting in Cologne a new magazine, the
Russian B2B journal Parents’ Choice, was accepted into the asso-
ciation, while the Italian member magazine lost the right to be a
member having its publication been suspended. Since Jankowski’s
term expired, a new President was elected: Tanja Kraemer, edi-
tor-in-chief of the German journal Baby & Junior.
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aLMm yyacTBOBaTb B poTaLu »Kiopu npemum «Innovation
Award» B cnepytowem rogy. C Tex nop exxerogHoe cobpaHue
BCMI npoxoguT B KénbHe Bo Bpemsa Kind + Jugend.

LLlecTb uneHoB-ocHoBartenelt — Baby Hobby u Leketoy,
Hopserus; Baby Wereld, Hnpepnangpi; Il Giornale
dell'Infanzia, Vitanns; K-Boetiek/K-Boutique, benbrus;
Nursery Today, BennkobputaHnus; Puericultura Market,
VicnaHuwa — yTBepamny ycTaB accoumaLm, KoTopbii
onpegenseT npasa 1 06A3aHHOCTY XXyPHaNoB-UNeHOB
1 CNOCO6CTBYET NX COTPYAHMUYECTBY, @ TaKKe 136panu
Nannana Kaponu B KauecTBe npe3ugeHta BCMI Ha Tpex-
NeTHWI CPOK. [0 OKOHYaHMKM cpoKa ero cmeHun Guaunn
BepHbe, wed-penakTop nsganHus K-Boetiek.

B 2008 rogy, koraa BepHbe octaBun cBoto paboTy, uto-
6bl NPUCOEANHUTLCA K 6eNbrMNCKON KOMNaHUM — NPow3-
BoamTento urpyLuek, Kapona Cukcma-Pyntepc, nsgartens
1 rnaBHbl pegakTop Baby Wereld, 6bina n3bpaHa HOBbIM
npe3ngeHToMm.

3A MPEAENbI EBPOMbI

B 2010 rogy accounauna nprBeTCcTBOBaNa HOBOro
uneHa — NoNbCKNI XypHan Branza Dziecieca, a B 2012
rofly K Helh NprMcoeanHMUNNCD elle ABa XypHana: Leksaks
Revyn (LLIBeuua), xypHan, MOCBALEHHbIV PbIHKY UTpy-
LeK 1 BNOCNefcTBMK, Ao6aBMBLLMIA pyOprKy No yxony
3a getbmu, 1 Juvenile Products (tenepb Nursery China),
KOTOPbIN M3HaYabHO BbIMyCKancs Kak ornonHeHme K Toy
& Hobby, oduumanbHomy xypHany China Toy & Juvenile
Products Association.

[NanbHewwne n3meHeHus B ceHTAOpe 2014 roga Kaca-
l0TCA BCTYNNEeHUA B accoLmaLmio JecAToro unexa, Baby
& Junior (fepmaHus) 1 N36paHUA HOBOTO Npe3naeHTa
Mapeka AHKOBCKOrO, M3paTens v rmaBHOro pefakTopa
Branza Dziecieca, nocne Toro kak Cnkcma-Pyutepc Bbipa-
31na xenaHue yiTu co CBOero nocTa..

MEXAYHAPOOHAA OEATEJIbHOCTb

C 2004 ropa accouvauyma yKpenuna cBoe COTpyaHuYe-
ctBo ¢ Kind + Jugend, 0ocobeHHO B OTHOLIEHUW NPeMU
Kind + Jugend Innovation Award, 1 ee uneHbl 6bI1 Npu-
rnalleHbl Ha MeXyHapoaHble JeTCKNe BbICTaBKM, Takue
kak China Kids Expo B LWaHxae (c 2011 roga), «[leTckoe
Bpems B KenbLe», Monbuwa (c 2012 roga) n Puericultura
Madrid, Vicnanus (c 2014 rona). lenerauwm uneHos BCMI
TaKXe NoceTuny oprchbl Takux Komnaumia, kak Childhome
(benbrus), BabyBjorn (LLseuws), Cybex (Tepmanus),
Goodbaby (KnTait) n mexayHapoaHble MeponpuaTus,
opraHr3oBaHHble B EBpone komnaHuei Dorel.

Ha exerogHom cobpaHum B KénbHe B 2018 rogy B ac-
couuaLmio 6bi MPUHAT HOBbIN XypHan — XypHan Parents’
Choice n3 Poccun, B To Bpems Kak UTaNbsAHCKUIA XXypHar-
YYaCTHUK NOTepAn Npaso ObiTb UNEHOM accoLpaLm, Tak
KaK ero ny6nmkauma 6bina nproctaHoBneHa. Nockonbky
CPOK [eCTBSA NOTHOMOUIA IHKOBCKOTO UCTEK, Obln 13-
6paH HOBbIV NPE3NAEHT: Tenepb 370 TaHA Kpamep, rmas-
Hbll PeAaKTop HeMeLKoro x)ypHana Baby & Junior.
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Inglesina

Fver More Engaged
1n the Childs Wellbeing

THE 55-YEAR-OLD ITALIAN
BRAND HAS DEVELOPED
SEVERAL NEW PRODUCTS
DESIGNED WITH THE BABY'S
COMFORT AND HEALTH AS THE
MAIN AIM. WHILE PROMOTING
A RENEWED BRAND IMAGE, THE
COMPANY IS UPDATING AND
EXPANDING ALL ITS PRODUCTS
SEGMENTS: TRAVEL SYSTEMS,
CAR SEATS, LIGHT BUGGIES AND
CHILD CARE ARTICLES TO BE
USED AT HOME

INGLESINA, ESTABLISHED 99
YEARS AGO, SHOWS INCREASED
ATTENTION TOWARDS THE
CHILD'S WELLBEING AND
RENEWS ITS BRAND IMAGE,
WHILE INTRODUCING NEW
PRODUCTS AND COLLECTIONS.
WE HAVE TALKED ABOUT THESE
DEVELOPMENTS WITH MAURO
BARBAN, SALES EXECUTIVE OF
L'INGLESINA BABY, THE ITALIAN
COMPANY WHICH OWNS THE
INGLESINA BRAND.

Inglesina:

ere Ooee 3a00TH
O 30POBBE U KOMOPTE

[TATUIECATUIIATUNIETHIIN UTA
GQHCHHH BPEHIT BBIITYCTHII
HECKO/TBKO HOBBIX TIPUIYKTOB
PA3PABOTA HH% %\ B ITEPBYH]
OYEPE[D [T KOMOOPTA H ‘*J
POBBA PEBEH P HP OIIBUTA
OBHOB/EHHBIA UMUK BP F.FJ‘.&\,
KOMITAHA COBEPIIEHCTBYET 1
PACIITMPAET BCE CETMEHTbI CBOEN
[TPOITYKIIY: CHCTEMBI JITTA T1Y-

TEITECTBH H XBWI JEM A, JIETKHUE
KOTHACK KTbI IJTA 110
M/ UHEF‘ _UHETM\M’I

pebeHKa

SLESINA, COSIIAHHAA 58 TTET
3AII, IEMOHCTPUPYET CBON
BOSPOCIIII MHTEPEC K 3110
POBBI0 PEBEHKA I OBHC B)M*
ET UMIJDK CBOETO BPE LA,
TAKOKE TIPENICTABITAE HOH,
IPOOYKTDI M KOTJIEKITN. MBI
[TOTOBOPUJTY OB 3TNX COBBITUAX
C MAYPO bBAPBAHOM, TUPEKTO

P M 110 TIPOITAYKAM L'INGLESINA
B - HTHTMH H‘ )L KOMIIA-
1, KOTOPOU TP HAIIEXUT
IP HJJ LEk
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Pr d in the innovative Quattro System configuration,
which consists of a pram, a stroller, a car seat and a Stand

- PacckaxuTe Ham nogpo6Hee 0 TOM, 4TO

1 ted by the innovative
Welcome Pad newborn support
in bamboo fibre, Aptica is
the flagship model of
the Inglesina 2019 collection

N3MEHWNOoCh.

- B nocnepHue pBa roga Inglesina cocpepo-
TOuMNa CBOE BHMaHUe Ha pa3paboTke npo-
[YKTOB A1 3A0POBbA 1 Pa3BUTUA pebeHKa,
TaK KaK Mbl MOHANM, YTO pebeHOK ABNAETCA
OCHOBHbIM MOMb30BaTeNeM NPoAyKTOB, 1 eCn
OH/OHa UyBCTBYeT cebs XOPOoLUO, XN3Hb BCell
cembW ByfieT nyuyLue 1 criokoiHee. B 3Tom KoH-
TeKCTe Mbl cOTpyfHMYanu ¢ acnamu Ospedale
Maggiore B ropopae bonoHbs, utobbl paspabo-
TaTb Smart Matt, maTpac ansa HOBOPOXKAEHHbIX
NS MeANLMHCKOrO NCNOb30BaHUS, TaKXe
Mbl CA€Nany Halww JIIOJbKK 6osee LWNPOKMMY,
YTO CMOTYT OLleHNTb B Poccuu, NOCKonbKy B
31IMHee BpeMsi peBeHOK AOMKEH ObITb XOPO-
LUO 3aLUKLLEH OT X0JI0[a, @ 3HAYWT, B JIIOJIbKe
LLOMMKHO 6bITb 6osblie MecTa. Kpome Toro, Mbl
BblOpanu 6onee Tensble LBETA, B OTINYME OT
HaLLIMX KNnaccnyeckmx — 6enoro v cuHero. Ho-
BbIVl UMUK OpeHa OTPa3ucs 1 Ha Au3aiiHe
Hawwmx 6yTMKOB (MarasuH B MarasuHe) B Mu-
naHe v Pume, kopHepos Inglesina u Toproeoro
obopyaoBaHUA B AeTCKMX MarasuHax Utanuu,
a TaKkXKe Ha Au3aiiHe canTa. B 10 ke Bpemsa Mbl
noanepXunsanu v ynydwanv GyHKLMOHamb-
HOCTb, CTWJIb, KAYeCTBO HaLLNX NPOAYKTOB, yae-
NANN BHUMaHWeE CTONb BaXKHOMY MOMEHTY, Kak
COOTBeTCTBME MapKnpoBke «CaenaHo B MTa-
Ny — B 06LLeM, TeM NYHKTaM, 3a KOTopble Tak

LeHAT 6peng Inglesina. MepBbiM NpoayKTOM,

l'[peuc’ralmeﬂnaﬂ B MHHOBal[MOHHOﬁ[
KoHurypauun Quattro System,

COCTOHHIei[ Y3 KOIACKH, KOMACKU-TPOCTH,

ABTOKpEC/Ia i CTONK U I0NOTHEHHAs I

KOTOprI?I HeceT B cebe BCe KauecTBa HOBOM

KoHuenuun, Ctala cuctemMa gna FIyTeLLIe(TBVII?I

Aptica, npegnaratb KOTOpPYIO Mbl CTas B MIOHE,

HETCKUM MaTpacuKoM 13 6aMGykoBbIX Welcome Pad
pLos POXXIEHHBIX, CHCTeMa Aptica ABnAeTCA BK/II04aA CaM MpOAYKT, GpoLutopy 1 Toprosoe
¢rarmanckoit komrexuyu Inglesina 2019 o6opy,qosaH ve.

room is needed. Meanwhile, we have
opted for warmer colours as opposed

Tell us more in detail about
what has changed.

“In the last two years Inglesina
has focused its product development
on the child’s health and growth, as
we have realized that the child is the
main user of the products and if he
or she feels fine, the whole family
will be granted a better and quieter
life. In this context, we have coope-
rated with the Ospedale Maggiore’s
nursery in the town of Bologna to
develop the Smart Matt, a mattress
for newborn babies for medical
use, and we have made our car-
rycots wider, a feature that will be
appreciated in Russia since in the
wintertime the child has to be well
protected from the cold and more

to our classical white and blue. The
new brand image is reflected in the

shop-in-shops we have in Milan and

Rome and in the Inglesina corners
and display stands in the Italian
nursery stores, and in our website
as well. At the same time, we have
maintained and improved function-
ality, style, quality and ‘made in Ita-
ly’ all of them important elements
that Inglesina has always valued.
The first product to take advantage
of the new concept is the Aptica
travel system that we started mar-
keting in June, as regards both the
product itself and its brochure and
display stand”
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IAe Russian marketplace is
important for Inglesina as the
consumers there love ltalion
products’. says Mauro Barban,
sales executive of L'Inglesina

ypo bapbaH, Apextop no ny
A |
L'Inglesina b
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Which are the factors thatkeep ~ Arabian nations: accordingly, the
the brand appealing after more than  plastics we employ for our articles,
half a century? for instance, must perform perfectly

“There are some constant features  in such extreme environments, and
in the history of Inglesina. One of the research for new technologies
them is the quality that grants the and new materials is always on. The
products a duration well beyond the ~ prams’ frames are made in alumi-
market average, due to the fact that ~ num and non-recycled plastic and
the manufacturing, although fol- the test phase is very important,
lowing an industrial model, remains  both for the parts and the finished
craftsmanlike in its approach, with products. The top-of-the-range ar-
great attention to both sturdiness ticles are all entirely manufactured
and details, according to the ‘made in Italy according to our quality and
in Italy’ tradition. That the products  safety standards. Design solutions
last for a longer use is a requirement  are also to the fore, including the
not only in countries with cold cli- selection of textiles and other mate-
mate, like Russia, but also where the  rials, like imitation leather because it
temperatures go very high like in the  is fashionable at present.”

1ot

The new My Time high chair comp the restyling of
Inglesina’s Home Line. The ideal ally to swing and lull
the baby, thanks to a reclining backrest and footrest

to help ge breaks between one spoonful of baby
food and the next, it features a large, comfortable seat
which is height-adjustable to four positions

Hosbrii cryn My Time
munmn Inglesina’s Home Line. Veanbbii ¢
4T00BI KaYaTh U yHaKuBarh pebenka, Gnarogaps
OTKI, fiCS CIIMHKe M MOJICTABKe 15l HOT, KOTOpbIe
NOMOTAIOT CIPABUTHCA C IIEPePbIBAMU MEKTY IEPBOii It
TOCTIe[{HelT TOXKKOIi IeTCKOTO MUTAHMS BO BPeMs KOPM/IEHU.
Cryn ¢ 6 yR00! CHIEHbEM, PEryTUpPYeMbIM 10
BBICOTE 10 YeTHIPEX NOIOKEH il

T pecTaiimHr
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- Kakune ¢paktopbl nossonsior 6peHay
ocTaBaTbCA NpUBNeKaTeNbHbIM U aKTy-
anbHbIM cnycTA 6onee yem nonseka?

- B nctopun Inglesina ectb HekoTOpble
NOCTOAHHbIE NPU3HaKN. OfHUM 13 HUX
ABNAETCA KauecTBO, KOTOPOe rapaHTupyeT
npoayKTamM J0NITOBEYHOCTb, 3HAUUTENb-
HO NPEBBILIAIOLLYIO CPELIHION MO PbIHKY,
6narofapa TOMy UTO NPOU3BOACTBO, XOTA
1 paboTaeT No NPOMbILLAEHHON Mogenu,
no-npexxHemy ABAAETCA OUYEHb MOXOXKNM
Ha py4Hyto paboTy no ceoemy noaxoay.
Benb 6onbluoe BHUMaHMe yaensetca
NPOYHOCTY 1 [eTanaM, Kak v NONoXKeHO
no6omy NpoayKTy ¢ nomeTkon «CaenaHo B
Wtanuuy. To, 4To NPoAyKTbl AOMKHbI ObITb
6onee fonroBeyHbimMm, ABNAETCA Tpebo-
BaHMEM He TOSIbKO B CTPaHaX C XONOAHbIM
KNMMaToM, Takmx Kak Poccns, Ho v Tam, rae
TemnepaTypa 06blYHO OUeHb BbICOKaA, Kak,
Hanpumep, B apabcKux CTpaHax: CooTBeT-
CTBEHHO, NNACTUK, KOTOPbIA Mbl NCMONb3Y-
eM N HalnX U3LEeNniA, BOMKEH OTIIMYHO
NepeHoCHTb TaKne SKCTPeMarbHble yCno-
BUA. Kpome Toro, Mbl NOCTOAHHO NPOBO-
OUM NCCNefoBaHUA HOBbIX TEXHONOTNIA 1
HOBbIX MaTepranoB. Pambl HaLLMX KONACOK
BbIMONHEHBI 113 aNOMUHUA U Henepepa-
6aTbIBaEMOro NNacTrka, Takke 60nbLuoe
BHVMaHWe yaensetcs dpase TeCTUpoBaHUA
KaK AeTanen, Tak 1 rotoBbIx n3genuii. Bce
HalM NpeKpacHble MPOAYKTbI MONHOCTbIO
N3roToBfeHbl B MITanun B COOTBETCTBIM C
HalWMy CTaHAapTamMuy KayecTsa 1 6e3o-
nacHocTuv. [lusaiHy Mbl Takxe npugaem
60sbLUOe 3HaueHNe, TIaTeNbHO OTOUpPaem
TKaHWU 1 apyrue matepuvanbl (Hanpumep,
VNCKYCCTBEHHYIO KOXY), MOTOMY YTO B Ha-
cToALLee BpeMA 3TO MOLHO.

- Kakue kaTeropuv npoayKToB npo-
n3sopur Inglesina?

— OCHOBHOW BMA AeATeNbHOCTM — 3TO
TOBApbI /19 HOBOPOXAEHHDIX: KOMACKM,
KOTOPbIe MOXHO MCMOb30BaTb C POXKAe-
HUA. B nocneaHue roabl Mbl 4o6aBuan 06-
neryeHHble KONACKN 1 BROXWAW 60sbluvie
VNHBECTULMM B KaTEroputo MPOLYKTOB N1f
6e3omacHOCTY B aBToMobUne. Hawwa nuHus
ABTOMOOUNbHbIX Kpecen byaeT NOMHOCTbIO
obHosneHa B 2019 roay. Inglesina Takxe
paspaboTana IMHNIO CTUMbHbIX NPesMeTOB
N4 joMa, NOCNefHUMI B JaHHOW JIMHWK
6bInn 3anyLeHbl We3oHr Lounge, kavenu
Wave un Bbicokuin ctynbunk My Time. 3tn
MoZEN JONONHUAN YKe CyLlecTByoLme
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Quid is Inglesina’s brand

new ultra light-weight
stroller (5.9 kg) which

is compact when folded,
suitable for car and train

travel, and especially
for aircraft, measuring

just 46.5x58x17.5 cm,
dimensions that make it

ideal as hand luggage

Which product categories does
Inglesina cover?

“The main area concerns the
newborn baby: prams and stroll-
ers that can be used since birth. In
the last years we have added light
buggies and have strongly invested
in the car safety section; our chil-
dren’s car seats line will be totally
renewed in 2019. Inglesina has also
developed a stylish range of articles
to be used at home whose latest
additions are the Lounge bouncer,
the Wave swing and the My Time
high chair which join the Fast seat
table and the Lodge travel cot, all of
them designed to grant the childs
wellbeing and health. We have great
expectations for the new light buggy
Quid, which folds so compact that
it is allowed into the airplane’s cab-
in: it is available in winning colours
and features wider seat and back
and larger wheels compared with

f?'ll "(‘v
NN H”’" vzv
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Quid - coBepenHo HOBast
YIbTpanerkas nporyioyHas
koAcka Inglesina (5,9 kr),

HEBEPOATHO KOMIIAKTHAR

B CT0KEHHOM COCTOsTHUH,
TOJIXOJUT LA M0e3[I0K

Ha aBTOMOOMIIE, O€3Ie i
0c00eHHO /1 lepeNeToB.
PasmepsI KOMACKH — BCero
46,5%58x17,5 cM - lenaT ee
MeaNbHOI /LA PYYHON KT

the segment’s standards, according
to our mission. Among the travel
systems, Aptica is quickly becoming
our best seller in its category, thanks
to the highly satisfactory acceptance
both in Italy and abroad”

Worldwide, where are you lines
sold?

“We reach more than 50 coun-
tries, with a remarkable presence in
Europe and Asia. We avail ourselves
of a network of international dis-
tributors save for the United States
and Russia where we control our
own branch companies. The Rus-
sian marketplace is important for
Inglesina as the consumers there
love Italian products, including
ours, and a few years ago we decid-
ed to open our affiliated company,
with its warehouse, in order to
supply the local customers directly
from Moscow”
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Thanks to its ergs ic shape,
generous dimensions and tilt
angle, Cab, Group 0+ car seat,
is extremely comfortable for

the baby. Easy to transport,
due to its low weight (just 4.4

kg), it can be easily hooked and
hooked to the Cab car base,

to the Standup support or to
the stroller chassis

Brarogaps cBoeii spronoMiraHoii gopme, 6

pasMepam u yriuy
HaK/10Ha aBTOMOONIbHOE cuperibe Cab, Group 0+ upesBbIvaiiHo y106HO
s peenka. Jlerko TpancopTupyercs 6narogaps Heb y Becy
(Bcero 4,4 Kr), Kpecno MOKHO 1erko KpemnTh K aBToMoOnIbHOii 6ase Cab,
K IIOJICTaBKe Standup MIH K IHACCH KO/IACKH M Ta JKe JIETKO OTCTErNBaTh

B JIMHUW NPOAYKTbI — CTYNbUMK A KopMie-
HuA Fast n kposaTky-maHex Lodge. Bca nuHua
CNPOeKTUpPOBaHa Takum 06pa3om, Utobbl obec-
neunTb pebeHKy 300poBbe 1 KOMPOPT. Mbl
BO3naraem 60nblUMe Hafexabl Ha Hally HOBYIO
nerkyto KonAacky Quid — B CnoKeHHOM BUAe oHa
HaCTONbKO KOMMaKTHa#A, YTo ee MOXHO 6paTb

c coboi Ha 6opT camoneTa. Konacka npep-
CTaBneHa B HECKOJbKMX NPUBNeKaTeNbHbIX
pacuBeTKax, N0 CPaBHEHWIO CO CTaHAAPTHBIMU
KONIACKaMM 3TOrO CerMeHTa ee cufieHbe Wupe,
a Koneca — 6osblue, YTO COOTBETCTBYET Halleil
HoBol muccun. Cpeau cucTem Ana nyTelle-
cTBUI Aptica 6bICTpo cTaHOBKTCA becTcenne-
pom cBoelt KaTeropuu, 6narogapa Tomy uTo ee
OYeHb XOPOLUO MPVHMMAIOT MOKyMNaTenu v B
Vitanum, n 3a pybexom.

- B KaKunx cTpaHax npogaloTca Bawum
npoAyKTbI?

- Mbl npefictaBneHbl 6onee yem B 50 cTpa-
Hax MMpPa, 3aHMMaeM Cepbe3Hoe NoJIoXKeHue B
EBpone 1 A3un. Mbl nonb3yemca ceTbio MeXay-
HapOAHbIX AUCTPUOLIOTOPOB, 3a UCKIIOYeHEeM
CLUA v Poccru, rae Mmbl KOHTPONMPYEM HaLim
Co6CTBEHHbIe Ppunmanbl. POCCUNCKUIA PbIHOK
BaxeH AnAa Inglesina, Tak Kak notpebuteny Tam
NIOGAT UTANbAHCKYIO MPOAYKLIIO, B TOM Uncie
Hallly, @ HECKO/bKO €T Ha3az Mbl PELLWIN OT-
KpbITb HaLly JOYEPHIOI0 KOMMaHUIO CO CBOUM
CKNafioM, YTO6bI HanpPAMYI0 MOCTaBAATb CBOU
TOBapbl IOKaNIbHbIM KineHTam 13 MoCKBbI.



WFairsReport

Presentation of
Parents Choice Magazine

1N the Largest

Center of Hong Kong

From October 20th to 23rd, 2018, the Hong
Kong Convention and Exhibition Center hosted
the Asian Toys & Games Show which is included
in the Mega Show Part 1 exhibition together with
fairs dedicated to gifts, housewares and festive ar-
ticles. For the first time, we brought our B2B mag-
azine to Hong Kong to proclaim the important
mission of The Parents’ Choice magazine to our
partners from all over the world: we want to rally
Russian and European markets, and we are ready
to provide the companies that look forward and
work for the best future with an opportunity, with
a platform to tell everyone about themselves.

The curator of the “Parents’ Choice” project
and the publisher of the magazine of the same
name, Tatyana Butskaya, presented the maga-
zine in front of a multilanguage audience. This
year the exhibition gathered over 450 suppliers
from around the world under one roof, while
the number of visitors increased by 4.1% and
made up 38,960 people. The scope of coverage
was impressive! Next year, the organizers plan
to multiply the success of the exhibition, and we
will be happy to become a part of it. Hong Kong,
we are coming!

X Nibition

[lpe3seHTaUNA XypHana

Parents’ Choice

B CAMOM 60/blLLOM
BbICTABOYHOM LieHTpe [OHKOHra

C 20 no 23 okTsa6pa 2018 ro-
na B TOHKOHICKOM LieHTpe KOH-
bepeHUMit 1 BbicTaBoK (Hong
Kong Convention and Exhibition
Centre) B ouepegHol pa3 npowuna
BbicTaBKa The Asian Toys&Games
Show. 370 KpynHeriwan B A3un
BblCTaBKa UrpyLuek, TOBapoB A
feTei 1 NOAPOCTKOB, TOBapOB
no yxopy 3a aeTbMu. Bnepsble
Mbl pUBe3Y B TOHKOHT HaLw
B2B-xypHan, utobbl JOHECTN A0
napTHEPOB BO BCEM MUPE BaXK-
HYyI0 MUCCUIO n3gaHua Parents’
Choice: Mmbl XOTUM 06 beAVHUTD
pbiHKM Poccrn n EBponbl 1 roTo-
Bbl NPejOCTaBNTb BO3MOXHOCTb
KOMMaHUAM, KOTOPble CMOTPAT B

6ynywee n paboTaloT Ha nepcnek-
TVBY, NNOLWAAKY, YTOObI 3aABUTb
o cebe.

Kypatop npoekTta «Bbibop po-
auTenen»  n3gatenb OQHOUMEH-
Horo »ypHana TaTbAHa byukasa
npoBesna npe3eHTaLmio XypHana
nepeg MynbTUA3bIYHON ayauTOpU-
ein. B aTom ropy BbicTaBKa cobpana
nof ofjHOM Kpbilwei 6onee 450 no-
CTaBLUVKOB CO BCErO MUPA, a KONu-
4ecTBO NnoceTUTenen yBenmunnocb
Ha 4,1% wn coctaBuno 38 960 yeno-
Bek. O6bem oxBata Brnevatnset! B
cnepytoLiem rogy opraHu3aTopbl
MNaHNPYIOT NPeyMHOXUTb ycrnex
BbICTABKM, U Mbl C PafoCTbiO CTa-
HeM ero 4YacTbio. [OHKOHT, Xau!
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¥

ol o, Pl prodosers o 1
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PHILIPS

ops  PHILIPS

Phips AVENT

Piedncy it dricny
single dectri breastpump

) OAOKO At MaAbilL
» (. ‘OMGOPTOM AAS Mambl
N / Meko dia dziecka
MoAokooTCOCh! o N Konort da many

Philips Avent —

Nel Bbibop

NeSAN anOB
c 2005 roaa’ \ AR

EcTecTBeHHbIV NpoLLecc cocaHna MaTepPUHCKOM Fpyan

MnafeHLeM cocTouT u3 2 ¢as: dasza CTUMynaumm n Gasa CLeXMBaHUa MosoKa.
Ho TonbKo HoBelllee UccnefoBaHMe? MoKasano, Uto Bo BpeMs dasbl
CTUMYNALNN Masblll He TOMTbKO CO30aeT YacTbl MOBEPXHOCTHbLIM BaKyyM,

HO 1 fenaeT BONIHOO6pPa3Hble/MacCcarKHble OBVKEHUA A3bIKOM.

DNEeKTPOHHbIA MOJIOKOOTCOC
Philips Avent Ultra Comfort BocnpoussoauT
NOJIHOL,eHHbIN NPOLLECC COCAHUA pebeHKa:

1 dasza. Crumynaums Co3aaTb OaHK MOAOKa

A MoTop paboTaeT B Hanbonee & Ph|||p3 Avent Aerko
KOMbOPTHOM U3 TPEX PEKMMOB

™ ~_ CueXnBaHwnga, cos3nabad rny6oKun rp)/AHoe MOAOKO MOXHO XPaHWT:

Me[/IeHHbIN BaKyyM

1 cyTku M 3 mecaua
JlenecTKoBbIA MaccaEp “ B XOAOAMABHMKE B MOPO3MALHOM
_ Kamepe
Ha BOPOHKe C MArkom
. bapxaTncTom TeKCTypOon nMUTUpyeT
MaccakHble/BonHoo6pa3Hble V Philips Avent ecTb pellieHMs, Kak CO3AaTb
ABWXXEHUS A3biKa Malbllla 6aHK rpyAHOrO MOAOKA B AOMaLLHMX YCAOBUAX

2 daza. CuerxkmBaHume

A MoTop paboTaeT B peXxume
CLIeXXMBaHWS, CO30aBas ryboKnn

~ Me[dJiIeHHbIV BaKyyMm

A

CuexwuaHme XpaHeHue Kopmaerne

Mo AaHHbIM nccaeposaHist komnann OOO «Mncoc Komkowy ¢ 2005 no 2016 rr. 8 Poccimn cpeart NEAMaTPOB B KaTEroprsix MOAOKOOTCOCOB.
2Burton P Deng J, MacDonald D, Fewtrell MS. AHan3 MoAy4eHHOTo B pexivme peaasHoro Bpemeri 3D-yAbTPasByKOBro U306PaKEHUA ABVKEHUI MAGAEHIECKOTO A3bIKA BO BPEMS TPYAHOIO BCKAPMAWBAHHS.
Early Hum Dev. 2013; 89(9): 635-41. doi:10.1016/j.earlhumdev.2013.04.009.



AGNE KUZMICKAITE

dero

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 Y€ www.tutis.It
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