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X Nipitions

1N the digital era

The main season of the inter-
national nursery products and toy
fairs is now over. We visited sev-
eral of them, in Europe and Asia,
and we noticed that the industry
in both sectors is very active and
eager to propose new products,
concepts and solutions even if
competition is getting ever strong-
er and innovation must always
take into account one main fac-
tor, the children’s safety. It is also
interesting to follow the growth
of start-ups and the international
expansion of local brands, signs of
a vitality which is not restricted to
emerging markets but has a global
scope.

An aspect which I find highly
meaningful concerns the exhi-
bitions themselves. In the digital
era one might expect that people
would no longer be willing to en-
gage in a journey, to spend money
for travel and accommodation and
to face days of non stop walking
and standing and of reduced sleep
in order to attend a fair. Why take
the trouble when you could stay at
home or in the office and obtain

the needed information through
the computer, the tablet or the
smartphone?

In September 1986, Microsofts
Bill Gates visited Europe aiming to
promote the CD-ROM file system
standard which had been developed
by the High Sierra Group. I listened
to his speech in Milan and after-
wards I interviewed him for the in-
ternational IT trade magazine ECE.
One of the issues we discussed was
the possibility that trade exhibitions
could eventually disappear as pro-
fessionals would simply exchange
compatible CD-ROMs with all the
useful pictures, texts and sounds
for information on companies and
products. Fairs are still here instead,
and some of them have been grow-
ing impressively in the last years.
The reason is we need to meet other
people, shake their hands and talk
to them, and to see the products,
touch them and test them. Not all of
our world can be virtual!

Daniele Caroli
Editor-in-Chief

In this issue of “Parents’ Choice”, Daniele Caroli reports from Nuremberg (Spielwarenmesse),

Kielce (Kids’ Time) and Florence (Pitti Bimbo), interviews Marco Schiavon, Vice President

South Europe Artsana, and writes about the Italian store Nidodigrazia.

BrICTaRrKM

B LINPOBYIO
SIIOXY

OCHOBHOW CE30H MeXAYHAPOAHbIX BbICTAaBOK ETCKMX
TOBAPOB 1 UrpyLUeK 3aBepLueH. Mbl MOCETUNN HECKOMBKO 13
HuX, B EBpone 1 A3uu, 1 3ameTunu, 4to NHAYCTpUA B 0601X
CeKTopax OuYeHb aKTMBHA 1 rOTOBa NMpefiaraTb HOBbIE MPO-
DYKTbI, KOHLENLMUWN 11 PELLEHNSA, Jaxke HECMOTPA Ha TO, YTO
KOHKYpeHLIA CTaHOBWTCA BCe CUIIbHEE, @ BCE HHOBALUM
Bcerga A0MKHbI yYUTbIBATb OAAMH OCHOBHOI daKkTop — 6e30-
NacHOCTb feTel. TakKe MHTEPECHO CNIenTb 3a POCTOM CTap-
TanoB 1 3a MeXAyHapOJHON 3KCNaHCKell ToKanbHbIX 6peH-
[0B, UTO CBUAETENbCTBYET O XKN3HECNOCOOHOCTU He TONbKO
pa3BYBAIOLMXCA PbIHKOB, HO FMOBaNbHO — UHAYCTPUN.

OpnvH acneKT, KOTOPbIN A CYUTa0 OYEHb 3HAYMMBIM, Ka-
CaeTCA CamMUX BbICTaBOK. B amoxy LndpoBbIx TEXHONOr A
MOXHO 6b110 6bl OXKMAATh, YTO JILOAM BONbLIE He 3aX0TAT
OTNPaBAATLCA B NyTELECTBUA, TPATUTb AEHbIM Ha Npoe3n
1 MPOXMBaHNe, @ TAKXKE TPATUTb BPEMS 1 CUMbl HA IHM 6e3-
OCTaHOBOYHOW XOAbObI, CTOAHWA 1 HEAOCTATOYHBIN COH, ANA
yyacTuA B BbICTaBKe. 3aueM 06peMeHATb cebsA NNWHUMN
XNOMNOTaMK, KOTAa Bbl MOXKETe 0CTaBaTbCA JOMa Ui B odrice
11 MOfyYaTh BCIO HEOOXOAMMYIO MHGOPMALIMIO Yepe3 KOM-
nbloTep, MAaHLWET U1 CMapTHOH?

B ceHTA6pe 1986 roga bunn leiitc u3 Microsoft nocetnn
EBpony ¢ Lenbio npofBrKeHUs cTaHgapTa GaitnoBom cucte-
Mbl CD-ROM, KoToppbii 6bin paspaboTaH komnaHueii High
Sierra Group. l cnywan ero BbiCTynaeHne B MunaHe, a 3atem
B3A/1 Y HEro MHTEPBbIO J1A MeXAyHapoAHOro XypHana IT-
Toprosnu <ECE». OfHUM 13 BOMPOCOB, KOTOPbIE Mbl 06CY-
nanw, 6bina NoTeHUManbHasa BO3MOXHOCTb UCUE3HOBEHMA B
KOHEUHOM WTOTe TOProBbIX BbICTABOK B CBA3M C TEM, YTO MPO-
dbeccmoHarbl CMOryT NpocTo 06MeHUBaTLCA KOMMAKT-ANC-
Kamu CO BCEMY MOME3HbIMM 1300 PaKeHUAMM, TEKCTaMU 1
ayavodaiinamu Ana nonyyeHns MHGopMaLmm o KOMnaHuax
1 npogyKTtax. Ho BbICTaBKM NO-MpeXXHeMy XBbl, 1 HEKOTO-
pble 13 HMX MOKa3blBalOT BNEYaTAALMIA POCT B NOCNefH/e
rogpl. [IprynHa B TOM, YUTO HaM HY»HO BCTPEYaTbCA C Apyrit-
MU OAbMU, MOXMMATb UM PYKM U pa3roBapmBaTh C HAMMU, a
TaKe BUAETb MPOJYKTbI, TPOraTh UX 1 TECTUPOBATH 1X. He
BCe B HalleM Mype MOXeET 6bITb BUPTYasbHbIM!

Janusne Kaponu
nasHbIli pedakmop

B s1oMm Boimycke xypHana «Parents’ Choice/BbiGop popureneit» [lannsne
Kapomu enaer penopraxu us Hiopu6epra (c BoicraBku Spielwarenmesse),
Kenbuie (sbicraka KIDS' TIME) u ®noperipu (bicraska Pitti Bimbo),
Oepet unTepBbI0 y Mapko CKbsABOHa, Biie-npesujienTa Artsana xuas
EBpomna 1 rotoBut crarpio npo marasu Nidodigrazia.




‘EVERY COMPANY
THAT WANTS TO FIND
ANEW MARKET

OR EXPAND

THE CURRENT ONE
WILL BE ABLE

TO CHOOSE

A SPECIFIC COUNTRY
THAT IS INTERESTED IN:

I would like to continue the intro-
ductory remarks of Daniele Caroli and
share with you my thoughts on the
development of exhibitions as a phe-
nomenon. No matter how extended
the boundaries of the Internet space
are, the opportunity to come, to see
and to touch all the new items, to meet
all manufacturers, distributors, retail-
ers in one place at one time - this will
always remain absolutely necessary
for all participants in the market for
children’s goods. But if you remember
those exhibitions that we visited in the
past few months, and these were Hong
Kong, Nuremberg, Shanghai, we have
to admit that, no matter for how long
the organizers extend their duration, it
is impossible to cover the entire exhi-
bition space and to see everything you
are interested in.

Having discovered this gap, we,
through the Parents’ Choice maga-
zine, have made increased obligations
to create a single information base of
manufacturers, distributors and chil-
dren’s goods stores from all over the
world. Now we are taking the first steps
on this path, data is collected only for
a few countries, but we definitely will
not stop at what has been achieved,
therefore, those companies that already
want to convey information about their

new products to all potential partners
can do it through our magazine.

The meaning of this data base is that
each company that wants to find or
expand the sales market will be able to
choose a particular country that is in-
teresting for them, or a particular man-
ufacturer. If we are talking about the
manufacturers, then they will be able
to choose from a detailed list of distrib-
utors. Thus, Parents’ Choice magazine
will become a guide to the world of ba-
by products. This is our future, and the
number that you hold in your hands is
our present, here you can find informa-
tion about exhibitions, new products,
interviews with leading manufacturers
of children’s goods. Please, pay special
attention to the section ‘Analytics, in
this and the next issues we will publish
in frames of this section the results
of the People’s Prize ‘Parents’ Choice
Award’, Everything you wanted to
know about trends in the consumer
behavior of parents in Russia, statistics,
metrics are collected on the pages 32-
35: read, use, produce only high-qual-
ity children’s products and make a
profit. Business only pleases and brings
pleasure when you give the consumer
exactly what he needs.

Tatyana Butskaya,
the publisher of
the ‘Parents’ Choice’ magazine

«KAXIAS KOMITAHUS, KOTOPAS XOYET
HAWTH UITH PACIIHPUTD PbIHOK CBBITA,
CMOMET BbIbPATb KOHKPETHYHO CTPAHY,
KOTOPAS Eil UHTEPECHA»

MHe xoTenocb 6bl NPOJOMKUTL BCTYNUTENbHOE
cnoBo [laHnana Kaponu v nofenntbca ¢ Bamy CBOU-
MU Pa3MbILLIEHUAMM Ha TEMY Pa3BUTUA BbICTaBOK Kak
ABNeHNA. Kak 6bl HY pacluMpAnNCb rpaHuLbl HTep-
HET-NPOCTPAHCTBA, BO3MOXHOCTb NpUexaTh, yBULeTb
1 MOLLYMaTb BCe HOBWHKM, BCTPETUTb BCEX NMPOU3BO-
anTenei, [UCTpObLIOTEPOB, pUTENIEPOB B OAHOM
MecTe B OHO BpeMs KpaiiHe BaKHa abcontoTHO Ans
BCEX YYaCTHUKOB PbIHKa AETCKMX TOBapoB. Ho ecnnt
BCMOMHMTb Te BbICTaBKM, Ha KOTOPbIX Mbl MOObIBaM
B nocnefjHne HeckonbKo MecALeB — a 3T0 [OHKOHT,
HiopHbepr, LaHxait — npnxoanTca npr3HaTth, 4To
CKONbKO Obl OPraH13aTopbl HY yBENMUMBANN X NPO-
JOMKNTENbHOCTb, HEBO3MOXHO 00T BbICTAaBOYHOE
NPOCTPaAHCTBO LENMKOM 1 YBULETb BCe, YTO BaC WH-
Tepecyer.

O6Hapy»1B 3TOT NPoben, NoCPefCTBOM XKYpHa-
na Parents’ Choice Mbl B35 Ha ce65 MOBbILIEHHbIE
06A3aTenbCTBa CO3AaTh efVHY0 MHGOPMALIOHHYI0
6a3y npowv3BoguTenel, AUCTPUObLIOTEPOB U Marasu-
HOB [IETCKMX TOBAPOB BCero Mupa. Ceityac Mbl Aenaem
nepBble LWary Ha 3TOM MyTh — AaHHble COBPaHbI TOMb-
KO MO HeCKOMbKMM CTpaHaM — HO Mbl TOYHO He OCTa-
HOBUMCA Ha JOCTUTHYTOM, MO3TOMY Te KOMMaHuu,
KOTOpbIE y>Ke Celiuac XOTAT AOHeCTH MHPOPMALIMIO O
CBOMX HOBUHKaX [J0 BCEX MOTEHLMabHbIX MAaPTHEPOB,
MOTYT CieNnaTb 3TO Yepes Halll XypHarn.

CMbicn 37OV 6a3bl B TOM, UTO KaXaasn KOMMNaHus,
XKenatoLLan HalNTX UK PacLUIPUTb PbIHOK CObITa, CMO-
XeT BblIOpaTb KOHKPETHYI0 UHTEPECYIOLLYIO e CTpaHy
nmb0o KOHKpPEeTHOro npoussoamuTens. Ecnu xe peub
ULET O NPOW3BOANTENE, TO OH CMOXET BblOMpPaTh 3
noapo6HeNLEero cnmcka ANCTprbbIoTePoB. Takum
ob6pa3om, xypHan Parents’ Choice ctaHeT nyTeBoauTe-
NeM B Mype IeTCKUX ToBapOB. IT0 — Halue byayLiee, a
HOMep, KOTOPbII Bbl AiepXITe B pyKaXx — Halle HacTo-
fAllee: 30eCb MHGOPMALMA O BbICTaBKaX, O HOBUHKAX,
VIHTEPBbIO C BEJYLUMMI MPOV3BOAUTENAMM JETCKNAX
ToBapoB. O6paTnTe 0cob0oe BHIMaHMe Ha pydpuKy
Analytics: B 3ToM 1 B cnepytolem Homepax Mbl my6au-
KyeM B Hell pe3ynbtaTbl HapoaHoit npemun «Bbibop
poauTeneit». Bce, UTo Bbl XOTENN 3HATh O TPEHAAX B
noTpebuTeNnbCKOM NoBefeHnr poauTeneil B Pocciu,
CTaTUCTUYECKMe AaHHbIe, METPUKN — BCE 3TO COBPaHO
Ha CTpaHuuax 32-35 yutaliTe, Nonb3ynTeCh, MPON3BO-
JWTe TONBbKO KaueCTBEHHble AeTCKMe TOBapbl U NOMy-
yaiiTe npubbiNb. Br3Hec TonbKo Torga pagyeT u npu-
HOCWT Y0BONLCTBIE, KOrfja Bbl AaeTe notpebutento
VIMEHHO TO, UTO eMy HYXHO.

Tamesaxa byykas,
usdameno XypHana
Parents’ Choice
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WCoverface

international
vocation

by Daniele Caroli

For an update about the ac-
tivities of Chicco, Artsana’s
world-famous nursery brand, we
have interviewed Marco Schiav-
on, Vice President South Europe
at the Artsana Group. The first
question has regarded Chicco’s
positioning in the world child-
care market: “Chicco is the his-
toric brand of Artsana Group:
in addition to Chicco, Artsana
has other brands in the baby care
market, such as as Boppy, Fioc-
chi Di Riso and the newcom-
er Recaro’, Schiavon explains.
“Chicco, born in the Fifties, is a
brand with an Italian heart and
a strong international vocation.
Today it is one of the top 10 Ital-
ian brands of consumer goods
in the world: present in more
than 120 countries with 21 active
subsidiaries and almost 400 mo-
no-brand stores - of which 113
in Italy. In Russia it is present
from 2011 with a direct subsid-
iary and 15 mono-brand stores,
including 3 in Moscow. Chicco
has a turnover of about 700 mil-
lion Euro, evenly distributed be-
tween Italy, Europe and the rest
of the world. The United States
represent the second market in
terms of turnover, after Italy,
while among the emerging mar-
kets Russia is certainly one of the
most representative’.

1CCO

MARCO SCHIAVON, VICE PRESIDENT
SOUTH EUROPE ARTSANA, TELLS US
ABOUT CHICCO, ONE OF THE MOST
IMPORTANT ITALIAN BRANDS IN THE
BABY CARE SECTOR WORLDWIDE: ITS
PRESENCE IN THE RUSSIAN MARKET
AND MUCH MORE

MAPKO CKbABOH, BULIE-IPE3UJIEHT ARTSANA 110 F0XXHOH EBPOIE, PACCKA3bIBA-
ET HAM 0 CHICCO, 0JHOM U3 CAMbIX BAXXHbIX UTA/IbSIHCKUX BPEH[I0B B COEPE
YXOJIA 3A IETbMU BO BCEM MUPE: 0 ET'0 IPUCYTCTBIU HA POCCHICKOM PbIHKE

1 MHOT'OM IPYTOM

Crarps [lannane Kapomn

MexxayHapoaHbIn

YT06bI y3HATb MOCNEAHNE HOBOCTU O iEATENb-
HocTyn Chicco, BCeMMPHO M3BECTHOFO AETCKOTO
6peHaa KomnaHuy Artsana, Mbl B3ANV HTEPBbIO
y Mapko CKbsABOHa, BULie-Npe3ngeHTa Artsana
Group no lOxHon EBpone. [epBbiii BONpOC Kaca-
etca no3uummn Chicco Ha MMPOBOM pbIHKe TOBapOB
Ans yxoga 3a getbmu: «Chicco aBnsetca uctropu-
yeckum bpeHgom Artsana Group, nomumo Chicco
y Artsana ecTb 1 apyrue 6peHzbl 3T KaTeropuu,
Takme Kak Boppy, Fiocchi Di Riso 1 HoBn4ok —
Recaro», - 06bscHAeT CkbsBOH. «Chicco, pogus-
WwKmnca B 50-x rogax, — 370 GpeHA C NTanbAHCKIM
CepALeM 1 CUNbHON MeXAYHapOAHON No3nLmen.
CeropHs 370 ofguH 13 10 BegyLmMX UTaNbAHCKNX

NS

6peHaoB NOTPebMTENbCKMX TOBAPOB B MU PE: OH
npeacTaBneH bonee yem B 120 cTpaHax, umeeT 21
aKTVBHbINA Gunman n nout 400 MOHOOPEHOBbIX
MarasuHoB, 13 KoTopbix 113 pacnonoxeHsi B ta-
nunn. B Poccum 6pena npucytceyet ¢ 2011 roga,
MIMeeT NPAMYI0 AOYEPHIO KOMMaHWIo 1 15 MOHO-
OPeHOBbIX MarasuHoB, B TOM uncrie 3 B Mockse.
06opor Chicco coctasnAeT okono 700 MUINMOHOB
€BPO, 1 OH PaBHOMEPHO pacnpeaeneH Mexay
Wranweir, EBponoi n octanbHbiM Mupom. Coean-
HeHHble LLITaTbl npeacTaBnAI0T BTOPOMN PbIHOK MO
obopoty nocne Wtanuu, B 10 BpeMs Kak cpeau
pa3sBuBaloLWMXcA pbiHKOB Poccua, 6e3ycnoBHo,
OfHa 13 CamMblX BaXHbIX CTPaH».




THE MOST SUCCESSFUL
PRODUCTS

Next, we ask Schiavon about the
brand’s most successful products
or lines worldwide: “In the juvenile
category a very successful prod-
uct throughout the world is Chicco
Next2Me, the side-sleeping crib for
the first months of the baby’s life”, he
replies. “A product that can respond
to some specific recognized and com-
mon needs: the necessity of the baby
to have the parents next to it but at the
same time a space all its own, as well
as the parents’ need for practicality
and closeness of the child in complete
safety. With Next2Me Chicco was
the first brand to introduce a ‘trans-
portable/non-wooden’ crib that can
be locked to the bed. This cradle has
been so successful that it is present
on the market today in three different
versions: Chicco Next2Me, Next2Me
Magic and Next2Me Dream. Another
product in that category is Baby Hug
4 In 1, launched a little over a year
ago and already a great success at in-
ternational level: it is an innovative
multifunction system with 4 different
configurations (crib, bouncer, high-
chair and first chair) following the
child’s growth from 0 months to 3
years of age. It allows families to man-
age everyday life more easily at home,

\/

The Chicco Physio Soft

W Coverface

without having 4 different products
to occupy space and without having
to buy 4 different ones: not by chance,
this product won the 2018 Kind +
Jugend Innovation Award in Cologne.
It is also ideal for second homes, such
as those of the grandparents or on
holiday. For the nursing category, the
Natural Feeling bottle line is a source
of international pride, having been
designed and developed to follow the

baby’s growth and its needs. Top prod-

uct in the world, Russia included, is
Chicco Physio Soft, a completely soft
soother, without any rigid part that
can disturb the child during bedtime:
a unique innovation that was ahead of
its time when it was introduced and
that still today owes its success in the
first place to the teat’s active physio-
logical form, chosen by Chicco for all
its soothers and designed to promote
the correct development of the mouth
and the night respiration, for a serene
bedtime. Moving on to Chicco’s early
development toys, the most success-
ful ones are the Talking Farm and the
Rodeo ride-on horse that over the
years have been sold in millions of
pieces! Finally, the Russian market is
beginning to also acknowledge Chic-
co’s child apparel, highly valued for its
high quality and style: the layette sets
are especially appreciated”

Cocxka Chicco Physio Soft

Marco Schiavon
at the event

celebrating
Chicco’s 60th

anniversary
at Pitti Bimbo
in Florence,
Italy
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CAMDIE YCMELUHBIE MPOAYKTDI
3aTem Mbl cnpaLurBaem rocnofyHa CKbABOHaA O
Hanbornee ycneLlHbIX NPoAYKTax Uan AMHUAX 6peHpa
BO BCEM Mupe: «B KaTeropuu IETCK1X TOBapOB OYEHb

soother is studied ot = Paspaﬁ":{“:gﬂ’:;’; ::E:;f:::; ycnewHbiM Bo Bcem mupe sinsetcs Chicco Next2Me,
for the child’s bedtime % & 9 . dussonornyeckoii hopmoi, KpoBaTKa AnA CHa B NepBble MeCALbl X13HU pebeH-

), ¥ ~
antq feat}:lrgs Ihe'te;itsh \ : \ KOTOpast UCTONb3yeTCA Ka», — 0TBEYaeT OH. «JTO NPOAYKT, KOTOPbI OTBEYaEeT
active physiological shape N , 6

" PEHIOM JIIA BCEX €TI0 COCOK

chosenbythebrand £ 5 4 > HECKONbKMM 06LieNPr3HAHHBIM 1 OBLLENPUHATLIM
for all its soothers 4 N ToBopsmas Pepma - NoTPEOHOCTAM: NOTPe6HOCTI pebeHKa HaXOAUTb-

OJTHA N3 CaMBIX
M3BECTHBIX

UIpyIIeK
Chicco

CA PAKOM C POAUTENAMM, HO B TO e BPEMA UMETb
OTAENbHOE NPOCTPAHCTBO, @ TAKXKe NOTPEBHOCTU
poauTeneil B NPakTMYHOM NPOJYKTe, KOTOPbIN AaeT
e BO3MOXHOCTb ObITb B HEMOCPEACTBEHHOMN BNN30CTY

toys "' ; == . e K pebeHKy 1 B TO e Bpems obecrneunBaeT pebeH-

| ' Ky nonHyto 6esonacHoctb. C npogyktom Next2Me
Chicco cTana nepBoit MapKon, NpeACTaBUBLLEN Nepe-
HOCHYI0 He iepeBAHHYI0 KPOBATKY, KOTOPYO MOXHO
3aKpenuTb Yy 60MbLIO KPOBaTU. ITa KoNblbenb cTana
HaCTOMbKO YCMELIHOIA, YTO CETrOfHA OHa NPefCTaB-
NleHa Ha pblHKe B Tpex pa3nunyHbix Bepcuax: Chicco
Next2Me, Next2Me Magic n Next2Me Dream. Ewe
OAVIH NPOAYKT B 3TON KaTeropum — 370 KpoBaTKa-—
cTynbumk Baby Hug 4 In 1, BbinyLLeHHbI HEMHOTUM
6onee rofa Hasag 1 ye nonb3yioLniica 6onbwmnm
YCMEXOM Ha MeXyHapOAHOM YPOBHE: 3TO MHHOBALW-
OHHaA MHOrodyHKLMOHaNbHas cmctema ¢ 4 pasnmy-
HbIMI KOHOUMIypaLmMamy (BeTCKas KPOBaTKa, LUE3JOHT,
CTYNbYMK ON1A KOPMIEHUA U NepBbIA CTyN ANnA efbl

The Talking Farm
is one of Chicco’s &

best-known

The Natural Feeling feeding
bottle line has been
developed to follow
the baby’s growth

JIunns OyToinovek s kopmnenns Natural Feeling
Obi1a pa3paboTaHa C y4eTOM B3pOC/IeHIs pedeHKa
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The highly successful Baby Hug 4 In 1

is a multifunction system

with four configurations
(crib, bouncer, high chair and first chair)

Vs

FOCUS ON FAMILY NEEDS

We tell Schiavon it would be very
interesting to know which are the
main reasons for such commercial
achievements: “The success of these
products depends on the fact that they
were designed following the families’
suggestions, with the aim of meeting
their needs through constant research
and development’, he stresses. “Dis-
covering, knowing, understanding the
child, in all its phases of growth: this
is the mission of the experts of our
Observatory. The constant interac-
tion with the medical world and the
scientific research, with the associa-
tions and institutions operating in the
world of childhood, is fundamental to
identify scientifically valid solutions
for the well-being of the child. But,
as we said, Chicco also makes use of
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Ouenp ycnemnbiit Baby Hug41In1 -
IT0 MHOTO()YHKIIMOHANIbHAS CUCTEMA
C YeThIpbMs KOH(UIypanmsamu
(meTckas KpoBarka, OayHcep,

CTYIBYMK JI/Is1 KOPMIEHUS U TIePBbIii CTYN)

a special contribution by the parents,
who are the most sensitive observers
of the needs of their young, an in-
exhaustible source of valuable expe-
riences and suggestions. Safety and
quality are also among the key drivers
of our innovation process: all our
products are designed, developed and
tested to meet and exceed regulatory
requirements and our stringent safety
and quality standards. We do not on-
ly sell products but also manufacture
them and the same standards are re-
quired and guaranteed in our produc-
tion processes, complying with ISO
standards and regularly monitored
through audits. Chicco is a compa-
ny devoted to innovation that always
puts families at the centre, supporting
them with new solutions and products
designed to simplify their lives”

3a CTONIOM), M3MEHAIOLLIAACA C POCTOM pebeHKa oT 0
MecsALeB Ao 3 NeT. 3TOT NPoAyKT NO3BOAAET CEMbAM
JIETKO OPraHK130BaTb NMOBCEAHEBHYIO XW3Hb OMA, Tak
KaK He 3aHMMaeT MHOro MecTa U M36aBnseT oT Heob-
XOLMMOCTM MOKYMaTb 4 pa3HbIX NpeaMeTa: He Clyyai-
HO 3TOT CTYNbUMK nonyumn Harpagy Kind + Jugend
Innovation Award 2018 B KenibHe. OH Tak»e npaeanb-
HO MOAXOJWT ANA «BTOPOrO JOMay, TaKOro, Kak oM
6abyLuek 1 aedyliek, uav ana otnycka. B kateropun
TOBApPOB 419 KopmieHuaA nMHuA 6yTbinoyek Natural
Feeling ABNAeTCA NCTOUHNKOM MEXAYHAPOJHON Fop-
[OCTU: OHa Oblla CNPOEKTUPOBaHa 1 pa3paboTaHa ¢
YUYETOM pocTa pebeHKa 1 ero NoTpe6HoCTeN.

Hawwum Ton-npogyKTom B MUpE, B TOM YKCTIE U
B Poccuu, aBnsetca Chicco Physio Soft, abconiotHo
MATKas cocka 6e3 Kaknx-nnbo XKeCTKIX 31eMEHTOB,
KOTOpbIe MOTYT NMOMeLLaTb Pe6GeHKY BO BPEMS CHa:
YHUKabHbIA MHHOBALWMOHHbIN MPOAYKT, KOTOPbIN
ornepeaus CBoe Bpems, KOraa oH 6bin 3anyLueH, 1 Ko-
TOPBbIN A0 CYX NMOP MOJb3YETCA YCNEXOM Y MOKynaTe-
nel, B NepByio ouepeb bnarogaps akTuBHOM GpU3no-
noruyeckoi Gopme CoCcKu, BbIOpaHHON KOMNaHMe
Chicco ana Bcex CBOMX COCOK 11 MPU3BaHHOI CNOCO6-
CTBOBATb NPaBUIbHOMY Pa3BUTUIO POTOBOI MOOCTH,
KOMGbOPTHOMY AbIXaHUIO HOUBIO 1 CMOKOMHOMY CHY.
[epexogum K paHHUM Pa3BUBaALOLLMM UrpyLIKaM
Chicco - Hanbonee ycrnewHbIMM 13 HUX ABNAKOTCA
Talking Farm u nowapka-katanka Rodeo, kotopble
3a CTOPWI0 CBOETO CYLLECTBOBAHWSA Obinvi MPOAaHbI
MUIIMOHamu WTYK! HakoHew, poCCUnCKMIA PbIHOK
HauMHaeT npu3HaBaTb U feTckyto ogexay Chicco,
KOTOpas BbICOKO LIEHUTCSA 3a €€ BbICOKOe KauecTBO U1
CTUNb: 0COOEHHO 3Ta NepemMeHa 3aMeTHa Mo OTHOLLE-
HUIO K KOMIEKTaM A1 HOBOPOXAEHHDBIX».

®OKYC HA CEMEMHbIX HYXAAX

Mel roBopyM rocnofHy CKbABOHY, YTO 6b110 Obl
OYEHb MHTEPECHO Y3HaTb, KAKOBbI OCHOBHbIE MPUYN-
Hbl TaKVX KOMMEPYECKIX AOCTUXKEHNIA: «YCreX STUX
MPOAYKTOB MPOUCXORMT OT TOTO, YTO OHM bl pas-
paboTaHbl MO NPeANoKEHNAM CEMEN, CNeLManbHo,
yTOGbI YAOBNETBOPUTD X MOTPEOHOCTY MyTEM MO-
CTOAHHbIX UCCNIEA0BaHNIA 1 Pa3paboToK», — Noavep-
KMBaeT OH. «PacKpblBaTb, 3HaTb, MOHMMATb PebeHKa
Ha BCeX 3Tanax ero pocTa — TakoBa MMCCYA HaLLNX
cneuyan1cToB-Habntopateneii. MocToAHHOE n3yye-
HIie Pe3ynbTaToB HayUHbIX MCCIEA0BaHMIA, B3aMMO-
AeNCTBYE C MEANLIMHCKAM MUPOM, C aCCOLMaLMAMM 1
VIHCTUTYTamu, Ae/CTBYIOLLMMM B M PE JETCTBa, Me-
10T OCHOBOMONAraloLLee 3HaueHme Ans onpeseneHns
Hay4HO 060CHOBaHHbIX pelleHNid Ana bnarononyyns
pebeHka. Ho, kak mbl yxke roBopunu, Chicco Takxe
CNoNb3yeT 0CobbIN BKNaA poauTeneli, Kotopble Hau-
6ornee yyTKO NMOHMMAIOT MOTPEOHOCTM CBOMX AETEN 1
ABNATCA HEMCCAKAEMbIM MCTOYHWUKOM LIEHHOTO Ofbl-
Ta U NpeanoXeHni. be3onacHOCTb 1 KauecTBO TaKxe
ABNAIOTCA OJHVMY 13 KIIOUEBbIX GakTOPOB HaLLEro
MHHOBALIMOHHOIO MPOLECca: BCE HALIM MPOAYKTI
CNPOEKTNPOBaHbI, Pa3paboTaHbl M NPOTECTUPOBA-
Hbl TaKMM 06Pa30M, UTOObI COOTBETCTBOBATD U AaXe




Asrokpecno Oasys iSize gocTynHo
B B€] hit

4T06BI peOeHOK He 0OCTaBaNCS
B aBTOMOOMIIE Ge3 mpucMoTpa

THE NEW BRAND RECARO
AND THE CHICCO PRODUCT
INNOVATION
Artsana has recently extended his

brand portfolio with Recaro. We ask
Schiavon how important is this acqui-
sition for the company: “The recent
purchase of the brand license and all
products in the child sector of Recaro
is part of the Artsana Group’s strategy
in the baby care business. With Recaro,
Artsana expands its brand portfolio by
strengthening its presence in the pre-
mium segment of car seats and push-
chairs in some key markets, particu-
larly in Central and Eastern Europe,
where Russia is certainly the most
promising one, able to fully appreciate
premium lines such as Recaro’s, com-
bining design and safety with high per-
formance products”.

Since Chicco has developed techno-
logical innovations in cooperation with
Samsung and Renault, we would like
to know more about them and about
possible other initiatives in this direc-
tion: “The brand’s constant goal is to
innovate and to search for simple solu-
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The Oasys iSize car seat is available
in the BebéCare version

incorporating sensors
in order to prevent

the child being left
unattended in the vehicle

tions able to support the families, not
necessarily always doing everything
by itself”, Schiavon says. “The collab-
orations with leading companies like
Samsung and Renault go in this direc-
tion, putting on the ground their re-
spective experiences and competences
in order to always support parents and
children. We believe in the importance
of complementarity between brands/
companies in different sectors: their
dialogue may result in more interesting
and valuable solutions for the consum-
ers. With Samsung we developed an
anti-abandonment system with sensors
integrated in the car seats to detect the
presence of the child in a bid to pre-
vent it from being left unattended in

a closed vehicle, and with Renault we
developed The Dream Cradle, a base
on which the stroller’s carrycot can be
placed simulating the car’s swinging
motion, allowing parents to soothe the
baby to sleep at home, without having
to put it in the car for a ride. We will
certainly pursue this path, with a view
to finding new solutions in response to
the real needs of families”.

NPEBOCXOANTb HOPMATUBHbIE TPE6OBaHMA 1 HaLLK
cTporue cTaHpapTbl 6e30macHoCTM 1 KayecTsa. Mbl He
TONbKO MPOAAaeM NPOAYKTbI, HO M NPOVN3BOAUM UX, U B
HaLLMX NPOM3BOACTBEHHDbIX MPOLIeccax NPYMeHSIOTCA
11 COONIOAATCA OAHU U1 Te e CTaHAAPTbI, KOTopble
COOTBETCTBYIOT CTaHAapTam ISO v perynapHo KOHTpO-
nmpytoTca nocpeacTBom nposepok. Chicco — 310 Kom-
MaHuWA, 3aHUMaIOLLAACA MHHOBALMAMY, 1A KOTOPON
CeMbA BCEraa ABNAETCA KPaeyrofbHbIM KaMHeM, 1 Mbl
NOAAEPXKVBaeM CEMbMW HOBbIMY PELLEHNAMU 1 NPO-
AYKTaMu, NPU3BaHHbLIMY YMPOCTUTb WX KU3HbY.

HOBbI BPEH[, RECARO
N NHHOBALIMOHHDBIE NPOAYKTbI CHICCO

HepnaBHo Artsana pactuvpun cBoe nopt$ponmo
6peHpom Recaro. Mbl cnpatuviBaem rocnoamHa Ckbs-
BOHa, HAaCKOJIbKO BaXHO 3TO NpUoBpeTeHe Ans Kom-
naHuu: «<HefaBHAA MOKyMKa NMLEH3MN Ha b6peHs v
BCeX NMPOAYKTOB AETCKOro cermeHTa Recaro aBnsetca
yacTblo cTpaterum Artsana Group B chepe yxopa 3a
Aetbmu. C nokynkom Recaro Artsana paciumpset cBon
noptdenb 6peHA0B, ycun1Bas CBOe NpUCyTCTBME B
npemuanbHOM CermeHTe aBTOMOOUbHBIX Kpecen 1
KONACOK Ha HEKOTOPbIX KKOYEBbIX PbIHKaX, 0CO6eHHO
B LleHTpanbHoin n BoctouHoi EBpone, roe Poccna,
6e3yCoBHO, ABNAETCA Hanbonee NepcneKkTBHLIM
PbIHKOM, CMOCO6HBIM B MOJHO Mepe OLEHUTb Npe-
MUasnbHbIe IMHUK, TaKue Kak nuHuA Recaro, coveta-
foLLme [13aitH, 6e30MacHOCTb U BbICOKYIO GYHKLMO-
HaNbHOCTb MPOAYKTOBY.

MockonbKy Chicco pa3paboTtana TeEXHONOrMYHbIE
VHHOBALMOHHbIE NMPOAYKTbl B COTPYAHUYECTBE C
Samsung 1 Renault, Mbl xoTenu 6bl y3HaTb 60sblue 0
HUX 11 O BO3MOXHBIX APYruX pa3paboTkax B 3TOM Ha-
npasneHum: «MoctofaHHasA Lenb 6peHpa — BHeapATb
VHHOBALMU 1 CKaTb NPOCTbIE PELLEHMS, CNIOCOBHbIE
NOAAEPXaTb CEMbM, Befib He 0643aTeNbHO BCeraa
fenatb Bce caMoMy», — roBopUT CKbABOH. «B 3ToM
HanpaBeHUn Mbl COTPYAHNYAEM C BeAYLLMMI KOM-
naHUAMM, TaKUMM Kak Samsung 1 Renault, onvpa-
ACb Ha VX 60oraTbifl OMbIT ¥ KOMMETEHLMMN B AAHHON
cdepe, uTobbI CO3AaBATL MPOAYKTHI, MOMOratoLMe
poautensam n getam. Mbl BepyM B BaXHOCTb B3au-
MOAOMONTHAEMOCTY 6pPeHA0B/ KOMNAHUI 13 Pa3HbIX
CEKTOPOB: VX ANANOr MOXET NPUBECTY K bonee 1H-
TEPeCHbIM 1 LIEHHbIM PeLIeHMAM Ana notpebuteneii.
CoBMecTHO ¢ Samsung Mbl pa3paboTany aBTomaTu-
YECKYH CUCTEMY C JaTYMKaMU, BCTPOEHHbIMM B aBTO-
Kpecna, No3BoNALLMMI 0O6HaPYXNTb NPUCYTCTBNE
pebeHKa 1, Takum 06pa3om, NpesoTBPaTHTL ero
ocTaBneHue 6e3 NpMcMoTpa B 3aKPbITOM aBTOMO-
6une. A BmecTe ¢ Renault Mbl paspabotanu npogyKkt
The Dream Cradle, ocHOBY, Ha KOTOPYIO MOXHO MO-
MECTUTb I0NIbKY KONIACKW 1 KOTOPas UMUTHPYeT
noKauvBaHvie aBToMobuNA, MO3BONAA POAUTENAM
yCNoKouTb pebeHKa, YToObl OH MO craTb AoMa, 6e3
Heo6XoAMMOCTY NEPEHOCUTb €r0 B MALUUHY AN1A
noesgku. Mbl, 6e3ycnoBHo, Noiigem no sTomy nyTu
Jarnblue C Lefblo NoMcKa HOBbIX PeLieHuin B OTBET Ha
peasbHble NOTPEGHOCTU cEMEN».



THE CHALLENGES
OF THE GLOBAL MARKET

How will the childcare market devel-
op at global level? “The world markets
currently go at two different speeds’,
Schiavon asserts. “On the one hand we
have markets affected by a strong drop
in birth rate: they are the most difficult,
where the growth of turnover mainly
results from innovation and the abil-
ity to better understand the families’
changing buying habits, generating new
categories and segments. In the markets
of this kind it is also essential to manage
in a careful way the distribution chan-
nel, where online sales are certainly the
most disruptive element. On the other
hand, there are emerging markets, in
full development: the challenge here
is on the cleverness in capturing and
better meeting the needs of families. In
both cases we can say that the compa-
nies able to find new solutions will make
the difference: through a mix of services
and products able to combine design
and functionality but also with the con-
sistency and the ability to enhance the
different channels. In the childhood
business, a company’s attitude will also
be decisive: its attention to trends and
sustainability and its approach to social
inclusion projects with focus on diversi-
ty. The ability to listen to families’ needs
and the know-how in the field will be
fundamental and we know it well, be-
cause it has been part of our DNA and
our philosophy for more than 60 years”.

Next2Me Magic is one of three versions
of the Next2Me co-sleeping cradle
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CHICCO’S GROWTH IN RUSSIA

Chicco products are very popular
among Russian parents. What does
Schiavon think the secret is?

“Chicco is certainly a recognized
and appreciated brand in Russia;
proof of it is the exponential growth
that we have had in recent years”, he
replies. "We think that this success is
due to the heritage of a brand with a
history and experience of more than
60 years but also to its ability to in-
novate over time with made in Italy
products that are always up to date,
able to combine design and quality.
Such features are absolutely appreci-
ated by Russian families, who recog-
nize the research and know-how be-
hind the development of each Chicco
product”

We ask him if Chicco executives
have ever considered starting produc-
tion in Russia: “Until now Russia has
not been a priority option in terms of
productive choices, but we do not ex-
clude the possibility of manufacturing
in Russia in the future: it is an option
we are considering. The first step will
definitely be to activate a recruitment
process for the best partner in line
with Artsana’s expectations. The same
stringent safety and quality standards
that our products must comply with
are, in fact, required and guaranteed
also in all our production processes,
whether they are placed inside or out-
side our units”

Next2Me Magic - ofHa u3 Tpex Bepcuii
Kombi0em i coBMecTHOro cHa Next2Me

MNCMNbITAHUA MNOBAJIbHOIO PbIHKA

Kak OyneT pa3snBaTbCA PbIHOK JETCKIX TOBApOB
Ha rnobanbHoM ypoBHe? «B HacTosLlee Bpema Mu-
pOBble PbIHKM OBUXYTCA C ABYMA Pa3HbIMU CKOPO-
CTAMUY, — yTBepPXAaeT CKbABOH. «C OfHON CTOPOHDI,
Ha NPOfaxax CKa3blBAeTCA CUIbHOE MafieHNe POX-
[aeMOCTH: YCIOBUA ABNAOTCA Hanbonee CoXHbIMM
ANA TeX PbIHKOB, e pocT 060poTa B OCHOBHOM 06-
YC/IOB/IEH MHHOBALMAMM 1 CMIOCOBHOCTbIO NyyLLe
MOHMMaTb MEHAIOLLMECH NOKYNATENbCKIE NMPUBLIYKM
CeMel, reHep1pys Tem camblM HOBble KaTeropuu 1
cermeHTbl. Ha pbIHKax Takoro pofa Take BaXKHO
TLWATENbHO YNPABNATb KaHanoM AUCTprbyLmum, rae
BCe BO3pacTaloLLe OHNalH-Npogaxu, 6e3ycnoBHo,
ABMAIOTCA CaMbIM Pa3pyLUMTENbHbIM 37IEMEHTOM.
C opyroi CTOPOHbI, Pa3BMBAIOLLMECA PbIHKW HAX0-
AATCA B CTafiUM akTWBHOTO POCTa: 3ajaya 34ech 3a-
KINIOYAETCA B TOM, YTOObI YMETb NIOBKO YNaBAMBaTb 1
nyyLue yAOBNETBOPATb MOTPe6HOCTM cemeil. B 06omx
CNyyasx Mbl MOXEM CKa3aTb, YTO KOMMaHWM, CNoco6-
Hble HaXo4UTb HOBblE peLleHNs, OyayT BbiAeNATbCs
Ha GoHe ocTanbHbIx 6narogapa Habopy ycnyr 1 npo-
BYKTOB, CNIOCOOHBIX He TOJIbKO CcoYeTaThb B cebe 1
AN3aiiH, N GYHKLMOHANBbHOCTb, HO MOC/ef0BaTENIbHO
1 NIOTNYHO PacLUMPATb Pa3fnyHble KaHanbl cobiTa. B
AETCKOM G13HEeCe pelualollee 3HayeHue OyaeT NMeTb
1 OTHOLUEHME KOMMNAHUW K Aeny: BHUMaHWe K TpeH-
[aM, 3KONIOTMYHOCTN U COLIMANbHON OTBETCTBEH-
HOCTW, @ TaKXe NOAX0Z K NPOEKTaM CoLManbHON

VHTErpaLum € akLLEHTOM Ha pa3Hoobpasuu. YmeHne
NPUCYLWKBATLCA K NOTPEBHOCTAM cemell 1 Hoy-Xay
B 3TOV 06nacTy 6yaeT oCHOBOMOJaraoLWym, U Mbl
3TO XOPOLUO 3HaeM, MOTOMY UTO 3TO ABNAETCA Ya-
ctbto Hawew IHK v Hawen punocodum Ha npoTaxe-
HuK 6onee 60 neT».

POCT CHICCO B POCCUU

Mpogykuwa Chicco oueHb nonynApHa cpeam poc-
CUNCKNX poguTenen. B uem cekpert, no mHeHuto Map-
Ko CkbABOHa?

«Chicco, 6e3ycnoBHo, ABNAETCA MPU3HAHHBIM U MO
npaBy OLieHEHHbIM 6peHAOM B Poccui; foKasaTesb-
CTBOM 3TOMY ABNIAETCA 3HAUNTENbHbIN POCT, KOTOPOrO
Mbl OCTUT/IN B NMOCNEAHE Fofbl», — OTBEYAET OH. «Mbl
CYMTaeM, YTO 3TOT YCrex 00yCNoBEH Haceanem
6peHpa c 6onee yem 60-neTHe NCTOPUEN 1 OMBITOM,
a TaKkxe CnocobHOCTbIO MATYU B HOTY CO BPEMEHEM U
BBOAMWTb MHHOBALMM B UTaNbAHCKIE MPOAYKTbI, KOTO-
pble Bceraa akTyasbHbl, CNOCOOHbI COYeTaTh AM3alH
1 KauecTBo. TaKne XxapaKTepUCTUKI BbICOKO LIEHATCA
POCCUNCKMM CEMBAMI, BEAb OHW BUAAT, YTO B OC-
HOBe pa3paboTku Kaxgoro npogykta Chicco nexar
MHOFOYUCIIEHHBIE NCCIIEN0BAHUA U HOY-Xay».

Mbi cnpalwvBaem rocnoanHa CKbABOHa, paccma-
TpyBanu v Koraa-Hubyab pykosogutenu Chicco
BO3MOXHOCTb OTKPbITUA NPOK3BOACTBa B Poccuu:
«[lo cux nop Poccus He 6bina NPYOPUTETHBIM Bapy-
AHTOM C TOYKY 3peHNA BbIOOPa pa3MeLLeHNA MPou3-
BOZJCTBEHHbIX N/OLLAA0K, OOHAKO Mbl HE UCKMI0YaeM
BO3MOXHOCTY Npown3soacTea B Poccum B byayiem:




There are great
expectations

for the new compact
Best Friends stroller

CHICCO IN RUSSIA

And how easy is the certification of
Chicco products distributed in Russia?
“Each country has its own regulation in
terms of certification; Russia certainly
requires several procedures: to deal
with them we rely on a combination
of operations, for us extremely effec-
tive’, Schiavon says. “Our subsidiary in
Russia, in fact, coordinates the whole
process and is in constant and direct
contact with our headquarters for all
information related to products, tests,
conformity to European or interna-
tional standards and processes. We do
not find any major difficulties in the
certification of our products in Russia,
as well as in all other countries where
we are present, thanks to the syner-
gy between the branch office and our
headquarters but also because Chicco’s
products already comply with the high-
est quality standards”

Which item from the Chicco prod-
uct line is best sold in Russia? “Chicco
has experienced significant increases in
the last four years”, Schiavon announces.
“Toys in particular are the most growing
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Ha HoByI0 KomACKy
Best Friends

BO3MAaranTCA

category of ours in Russia. In addition
to classic toys, we are having success
with the First Dreams line designed for
little babies and their sleep time. We
have registered strong increases in the
nursing categories too, with the Natural
Feeling bottle and soother line, in par-
ticular the silicone soother Physio Soft:
the study behind the development of
these products is highly recognized and
appreciated. On the juvenile side we had
great success with the new launch of
Baby Hug 4 in 1, an innovative product
that was immediately appreciated by
Russian families, and we expect great
results from the newly launched stroller
Best Friends, with a minimalist design
and great functionality features such as
compactness and handling. We have
an extraordinary portfolio that is now
further enriched with the acquisition
of Recaro, aiming at a new market seg-
ment: we are convinced that this new
development will become part of the
favourite children’s products in Russia
as well”

For further information:

www.chicco.ru

3TO BapMaHT, KOTOPbIN Mbl paccMaTpuBaem. MepBbim
warom, 6e3ycnoBHO, CTaHET aKTMBM3aLMA NpoLecca
HaiimMa nyyLlero napTHepa, COOTBETCTBYIOLLETO OXU-
faHuAm Artsana. Te e camble CTporue CTaHgapTbl
6€30MacHOCTY 1 KauecTBa, KOTOPbIM [OMKHbI CO-
OTBETCTBOBATb BCE HALLW NPOAYKTbI, PaKTUUECKN
TPebyIoTCA 1 rapaHTMPYIOTCA BO BCEX HaLUKX NPOU3-
BOJCTBEHHbIX NpoLieccax, He3aBMCHUMO OT TOTO, Pas-
MeLLEHbI OHY BHYTPY KOMMAHMM UK OCYLLECTBAAIOT-
CA NoApAzUMKammy.

CHICCO B POCCUM

A HacKonbKo NPocTo cepTMdMLIMPOBaTh NPOAYK-
umto Chicco, pacnpocTpaHsemyio B Poccuin?

«Kaxpasa cTpaHa MmeeT cBoe CO6CTBEHHOE pery-
JIMPOBaHVe C TOUKM 3peHus cepTudmKaLmm; B Poccun,
6e3yCiIoBHO, TaK»e TPebyeTcA NPONTN HECKOMbKO
npoueayp: ANA UX NPOXOXAEHWA Mbl UCMOMb3yeMm CO-
yeTaHvie onepaLuii, 3ToT npoLecc pabotaeT 3dpdek-
TUBHOY, — roBOpnT CKbABOH. «Halua AouepHAsA Komna-
HUA B Poccum, o cyTr, KOOPAMHUPYET BeCb MpoLecc
1 HAXOAMTCA B MOCTOAHHOM 1 MPAMOM KOHTaKTe C
HaLLMM rofoBHbIM OPUCOM A1A NOMYYEHNA BCE WH-
dopmaLyyy, CBA3aHHOI C MPOAYKTaMU, UCTbITAHUAMY,
COOTBETCTBMEM EBPOMENCKIM VAN MEXAYHAPOAHBIM
CTaHAapTam 1 npoueccam. Mbl He BUAUM KakuX-116o
Cepbe3HbIX TPYAHOCTEN NP cepTUGUKALIMM HaLlen
npoAyKuuy B Poccuu, a Takxe BO BCeX ApYrux CTpa-
Hax, rae Mbl IpUCyTCTBYEM, 6narofapa CMHepriv
mexay unmanom u Hatuen Wrab-KBapTUpPoN, a Takxe
notomy, 4to npogykuma Chicco yxe cooteTcTByeT
BbICOYalLUMM CTaHAaPTaM KayecTsay.

Kakoii ToBap 13 nuHerikn Chicco nyyLe Bcero
npopaetca B Poccun? «3a nocnefHve yeTbipe roga
accopTumeHT Chicco 3HauNTeNbHO BbIPOC», — 3a-
aBnaet CKbABOH. «B 4aCTHOCTW, MrpyLLKK — camas
pacTywias Hawa Kateropua B Poccun. B gononHeHne
K KNacc4eckmm UrpyLLKam yCnexom nosb3yeTca u
NHWA TOBApOB ANA ManeHbKux getei First Dreams,
pa3paboTaHHbIX 4515 cHa. Mbl Takxe 3aduKcmpoBani
3HaumMTENbHbIN POCT B KaTeropuy TOBapOB AflA yXO-
pAa - ¢ bytbinoukoin Natural Soeling n nuHnel cocok,

B YaCTHOCTY C CUIIMKOHOBOW cocKoli Physio Soft: nc-
ClefoBaHuA, NPoBefeHHble ANA pa3paboTku STUX
NPOAYKTOB, MPV3HAKTCA 1 BbICOKO LIEHATCA HALWIMMM
KNMeHTamu. B Kateropui feTckmux ToBapos 60MbLLIMM
yCrexoMm Nofb3yeTca HoBbli NpogyKT Baby Hug 48 1,
VHHOBALIMOHHBIN CTYNbYMK, KOTOPbIiA Cpasy xe Obli
OLIEHEH POCCUICKIMI CEMbAMM TaKKe Mbl OXKIAAeM
OT/INYHbIX PE3YNbTATOB OT HEJABHO BbIMYLYEHHOM
KonsAcku Best Friends: komnakTHoOW, nerkon B ynpas-
NEHUN, C MUHUMAZMCTUYHBIM 1 13aIHOM 1 BbICOKOIA
GYHKLMOHaNbHOCTBIO. Y HAac eCTb YHWKaMbHbINA NMOpPT-
denb 6peHoB, KOTOPbI TENepb ele bonbLue Npeod-
pa3wunca c npuobpeTeHnem Recaro, HanpaBaeHHbIM
Ha HOBbIV CETMEHT PbIHKa: Mbl YyBEPEHbI, YTO 3Ta HO-
BaA pa3paboTka NOMOHUT PAAbI N0OUMBIX AETCKIX
TOBapoB U B Poccumy.

[ina nony4eHus 0ononHUmMesnbHol UHgopmayuu:

www.chicco.ru
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24-26 July, 2019
cB!e NECC (:h!;nghal) China

CHINA www.cbmexpo.com UBM

World's Largest Trade Fair for Child,
Baby and Maternity Products & Services

293,757 3,300 4,700

Maternity and Baby Care Products N
m2 exhibitors* brands*

Baby Carriages, Car Seats and Furniture

Food, Health Care Products and Snacks

‘ Toys, Educational Products and

e C

. Souvenirs
‘Ean Children, Baby and Teenager Clothing, Scan the QR code
% Footwear and Accessories to register or visit
www.cbmexpo.com/en/register

Contact us: comexpo@cbmexpo.com



From 19" to 21 of June, 2019 in the larg-
est city of Central Asia - Tashkent - The In-
ternational Specialized Exhibition for ma-
ternity and childhood will be held. During
work of the KinderExpo Uzbekistan show
on the territory of Tashkent’s Palace of Youth
Creativity it will be possible not only to get
acquainted with the main sections of the ex-
hibition (toys and games, hygiene products

WFairsNews

_'-l'l' o wom ropope LientpanbHon A3unm - Taw-

for newborn babies, hygiene products and
cosmetic for children, medicines for children,
baby food and drinks, children’s furniture,
interior items for home and children’s insti-
tutions, clothes, shoes and accessories for
children, cosmetics and hygiene products for
pregnant women and nursing mothers), but
also to get advice on preparing for pregnancy

and childbirth.

TalllkeHT

C19n0o 21 nioHa 2019 B camom 60b-

KeHTe - npongeT 7-a MexpayHapoaHas
cneynannsnpoBaHHan BbiCTaBKa Ma-
TepuHcTBa 1 AeTcTea. Ha Tepputopum
TawwkeHTcKoro [1sopua Teopuectsa Mo-
nogexu B aHu nposegeHns KinderExpo
Uzbekistan moxHo byfeT He TonbKO
NO3HAKOMUTbCA C OCHOBHbLIMU Pa3-
[enamm BbICTaBKM (MIPYLLKIA 1 UTPbl,
npeamMeTbl TUTMEeHbI MO YXOAY 3a HOBO-
POXAEHHbIMM, CPEACTBA MUINEHb 1 KOC-
MeTUKa AN1A JeTel, NeKapCTBeHHbIe npe-
napatbl AnA AeTeld, feTCKOoe NUTaHue,
HanWTKK, AeTcKan Mebenb, npegMeTbl
MHTepbepa And AoMa 1 JETCKNX YUpex-
[eHuiA, ofexna, 0byBb 1 akceccyapbl
ONA feTel, KOCMeTHKa, CpefcTBa Y-
HOW rurreHbl ana 6epeMeHHbIX XKEHLLMH
1N KOPMALLUX MaTepeit), HO 1 NPUHATb
yyacTue B TBOPUYECKMX MacTep-Knaccax
ANA CaMbIX ManeHbKIX, @ Takxke nony-
YMTb KOHCYNbTaLMIO MO NMOAFOTOBKE K
6epemMeHHOCTN 11 POAaM.

U

Almat

From 19" to 21 of August,
2019, in Almaty, two key events
of the children’s goods industry
in Kazakhstan will take place at
once - the specialized b2b exhi-
bitions -‘Childhood’ and ‘Kid’s
Fashion. For the first time the
exhibition “Childhood” was
held in 2008, and has gained
respect and recognition among
entrepreneurs of Kazakhstan
and manufacturers from all
over the world. The recogni-
tion of exhibitions by foreign
partners is also growing - since
2013, the ‘Childhood’ and
‘Kid’s Fashion’ exhibitions have
been included by the Turkish
government in the list of rec-
ommended international ex-
hibitions for the participation
of Turkish manufacturers. Tra-
ditionally, exhibitions are held
at the ‘Atakent’ International
Exhibition Center.

C19no 21 asrycra 2019 roaa B ropoge AnMaTbl COCTOAT-
A Cpa3y ABa K/OUeBbIX COObITUA UHAYCTPUN JETCKIX TOBa-
poB B KasaxcTaHe - cneumanu3npoBaHHble b2b-BbicTaBKy
«[leTcTBO» 1 «[leTcKaa mopa». Bnepsble BbicTaBKa «[leT-
cTBO» OblNa NpoBefeHa B 2008 roay 1 3aBoeBana 3a npo-
WwepLee BpeMA yBaXKeHMe 1 Npr3HaHue Cpeam npeanpu-
HumaTenein KazaxctaHa 1 npowssoguTeneil co BCero mvpa.
Take pacTeT nNpm3HaH1e BbICTABOK CO CTOPOHbI MHOCTPaH-
HbIX NapTHepoB: ¢ 2013 roaa BbicTaBKM «[eTcTBOY 1 «[eT-
CKas MOfa» ObINY BKIIOUEHbI TYpPeLKUM NPaBUTENbCTBOM B
CMUCOK PEKOMEHOBaHHDBIX MEXYHAPOLHbIX BbICTaBOK ANA
yyacTua TypeLKux npounssogmteneit. o cnoxmsLUenca Tpa-
VLMY BbICTaBKM NPOBOAATCA B MexayHapogHOM BblCTaBOY-
HOM LieHTpe «ATaKeHT».



MHOTO®YHKLUWOHAJNIbHAA
KONACKA-BHEAOOPOXHUK
O19 KOM®O®OPTHDBIX MPOTIYJTOK

BIropOOoeE N HANMPUPOOE
STOKKE® TRAILZ™

Stokke® Trailz” coueTtaeT B cebe dYHKUMOHANLHOCTL C UCTUHHBIM CKaHAWHABCKWUM AM3aiHOM.
O6HoBNeHHoe waccK HépHOFO uBeTta npuaaeT Kondcke 3neraHTHOCTh, a BO3MOXHOCTb

Bblt’)opa Mex oy 60ﬂbl.lJHMI-"l, 3anonHeHHbIMW BO34YXOM MU KnacCcU4YeCKUMHW, N3roTOBNTIEHHbIMUW U3
mMaTepuana, CTOWKOTO K npokonam, NO3BONWUT BaM HacnaxaaTtbCq Nnporynkamu no nwoboi
MecTHOCTHM U B nioboe BpemMa roga. HapgéxHaa KOHCTPYKLUUS, YyYleHHoe NporynoYyHoe cuoeHne
M yCOBepLlUeHCTBOBaHHan NiofbKa-nepeHocKa rapaHTUPYIOT BalleMy Manbilly MakcUManbHo
KomMmdopTHOe NyTelecTene, Kyga 6bl Bbl HU OTNPABUNUC.

MoHobpeHnpoBble MarasuHel Stokke 8 Mockee:

UenTtpaneHbii Oetckmin Mup, TeatpaneHbiit npoesg, g. 5, cTp. 1, 3 atam
soecon @ @ O @

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

O

STOKKE
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The 12th specialized exhibition of goods and
services for future mothers, children and their
parents “THE WORLD OF CHILDHOOD. KA-
ZAN’ (Mir Detstva. Kazan) will be held from 30™
of May to 1* of June, 2019 in the territory of the
exhibition center ‘Kazanskaya Yarmarka’ (Kazan
Fair). The main sections of the exhibition are ded-
icated to toys, games, entertainment, products
for children’s creativity, learning and educational
games, books for children, educational literature,
stationery, shoes and clothes for children, prod-
ucts for newborns, bicycles, car seats and prams.

The exhibition is widely supported at the feder-
al level - so, last year, it went with patronage of the
Ministry of Health of the Republic of Tatarstan,
the Ministry of Labor and Employment of the Re-
public of Tatarstan and the Executive Committee
of the city of Kazan.

‘THE WORLD OF CHILDHOOD' in Kazan is
not just a major event of children’s goods and ser-
vices market, but also a real fete for children and
their parents. The exhibition program offers dif-
ferent master-classes, lectures, so called ‘schools of

WFairsNews

12-A cneynann3npoBaHHas BblCTaB-
Ka TOBapOB W ycnyr Ana 6yayLwmx mam,
petei n nx pogutenen «<MUP OETCTBA.
KA3AHb» npowget ¢ 30 mas no 1 noHa
2019 rofa Ha TeppuUTOPUM BbICTaBOY-
HOro LeHTpa «KasaHcKas Apmapka.
OCHOBHbIe pa3fenbl BbICTaBKM — UTPYLL-
KW, Urpbl, pa3BneyeHns, ToBapbl Ans
AETCKOro TBOPYECTBa, 0byyatoLme
pa3BuBatoLL e Urpbl, AeTCKan 1 yuebHas
NNTepaTypa, KaHLTOBapbl, 00yBb 11 OfEX-
[a onA feten, ToBapbl 4NA HOBOPOXAeH-
HbIX, BEIIOCUTE/bl, aBTOKPECna v fieTckue

health; and various trainings dedicated to education.

KONACKU. BbiCTaBKa LWMPOKO NOAAEPKM-

BaeTCA Ha ¢pefepanbHOM ypoBHe: TaK, B
MPOLUIOM Frofly MeponpuaTue NpoLuno
npu conpoBoxaeHn MnHucTepcTsa
3ApaBooxpaHeHus Pecny6nukn Tatap-
cTaH, MuHnCTepCTBa TPyAa 1 3aHATOCTU
Pecny6nunkm TatapcTaH, icnonHuTensHo-
ro komuteta ropoga Kasanu.

«MWP ETCTBA» B KasaHu - He npocTo
KpynHoe cobbiTne B chepe [eTCKUX TOBa-
POB 1 YCAIyr, HO 1 HAaCTOALLNIA MPa3fHUK
INA feTen n ux poautenei. Nporpammoi
npegycMOTPEeHbl MacTep-Kiaccbl, NeKLuu,
«LWKOJTbl 3[OPOBbAY, Pa3NNYHble TPEHUH-
I/ Ha TeMy BOCMUTaHUA.

In the spring, the ‘BabyExpo’
show will be held again in Minsk:
from 19" to 21% of April, more
than 100 companies from Belarus,
Russia, Ukraine, Kazakhstan will
present the latest of children’s and
teen fashion, as well as the newest
games and toys, and products for
pregnant women and young fam-
ilies. Among the participants of
the exhibitions business program
are representatives of large state-
owned and privately owned stores
with children’s goods sections: de-
partment heads, buyers and sales
specialists, merchandise experts,
specialists of the Belarusian Cham-
ber of Commerce and Industry.

As for visitors, the ‘BabyEx-
po’ fair is, above all, a family fete:
tastings, fashion shows, experts’
speeches, master-shows, entertain-
ment and games, all this awaits
you in the Belarusian capital at
Pobediteley Avenue, 14.

1

BecHoin B MuHCKe BHOBb Npon-
pet BabyExpo: c 19 no 21 anpens
6onee 100 KomnaHwii u3 benapycu,
Poccnn, YkpanHbl, KazaxctaHa npep-
CTaBAT NOCNEeHNE HOBUHKI ETCKOW
N NOAPOCTKOBOW MOfbI, HOBEMLIMNE
UrPbl 1 UFPYLLKM, @ TaKXe ToBapbl
AnA 6epeMeHHbIX XKEHLVH 1 MO-
nogabix cemeit. Cpeam y4acTHMKOB
[enoBOV NPOrpaMmbl BbICTaBKM —
NpeaCcTaBUTENN KPYMHbIX MarasviHoB
roCyAapCTBEHHOW 1 YacTHOM popm
COBCTBEHHOCTU C CEKLMAMM BETCKUX
TOBapOB: PYKOBOAWTENV OTLENO0B,
cneyyanicTbl Mo 3aKynkam 1 npo-
[axam, ToBapoBefbl, CNeLyanucTbl
benopycckoit ToproBo-npombiLu-
NeHHoW nanartbl. [Ina nocetutenen
BabyExpo 310, npexpe Bcero, cemen-
HbI MPa3aHUK: LeryCcTaumy, MOaHble
MOKa3bl, BbICTYMAEHNA SKCNePTOB,
MacTep-LUOoy, pa3BieyeHns 1 Urpbl.
Bce 310 €T Bac B 6enopycckoi
cTonuue no agpecy npocnekT Mobe-
autenen, 14.
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Parents’ Choice magazine online-version is:

o Interviews with top brands and industry leaders
o Trends in consumer activity, supported by real statistics
o News of the Russian and international nursery market

o Constantly updated trade exhibition calendar

We took another step

to make the markets of Russia,
Europe and Asia closer,

and the interaction between
players — more profitable.




WFairsNews

THIS YEAR THE 10TH, JUBILEE EDITION
OF THE INTERNATIONAL FAIR OF TOYS
AND PRODUCTS FOR MOTHER AND CHILD
KIDS' TIME WAS HELD IN THE POLISH
TOWN OF KIELCE. FROM FEBRUARY 20TH

. TO 22ND, THE TARGI KIELCE EXHIBITION

l ( l@ Q @ AND CONGRESS CENTER WAS FILLED WITH
. STROLLERS, CRIBS FOR NEWBORNS, ALL

KINDS OF TOYS FOR EARLY DEVELOPMENT

expectations Of visitors and AND COSMETICS FOR PREGNANT WOMEN.
THIS SHOW IS THE LARGEST EXHIBITION IN

exhibitors of the KIDS TIME fair  EASTERN EUROPE, WHICH IS GAINING M-
MENTUM FROM YEAR TO YEAR - SO, IN 2018
ABOUT 7515 INDUSTRY BUYERS VISITED IT,
8 EXHIBITION HALLS ACCOMMODATED 520
COMPANIES FROM 22 COUNTRIES OF THE
WORLD.

THIS YEAR A RUSSIAN-KAZAKH DELEGA-
TION OF 20 COMPANIES REPRESENTING
THE REGIONAL MARKET FOR CHILDREN'S
GOODS VISITED THE KIDS' TIME FAIR.
WE ASKED THE PARTICIPANTS TO SHARE
THEIR GOALS AND MOOD BEFORE AN IM-
PORTANT INTERNATIONAL EVENT AND TO
CLARIFY IF THIS IS THE FIRST TIME THEY
COME T0 KIDS' TIME OR THEY HAVE AL-
READY BEEN HERE.

B

MEXIYHAPOIHAA BBICTABKA VITPYIIEK 1 TOBAPOB [I71A MATEPH
it PEEEHKA KIDS' TIME 5 2018 [0y IPOLLTLA B IIOMGCKOM TOPOIKE
KEJIBLIE B FOBMIEVHBLIL, IECSITRIN, PA3. C 20 TI0 22 GEBPAJIS BBICTA a M
BOYHO-KOHTPECCHBII [IEHTP TAPTH K:MHE SATIOMHITI KOTSACKIL,

KPOBATKJ 17151 HOBOPOXIEHHDIX, BCEBOIMOMHRIE HTPYIIIKHL IS

OAITHETO PAIBUTIAS I KOCMETHEA TS BEPEMEIHBIX 310 KPYI B K@Eb @
HEMTIAS BBICTABKA B BOCTOYHOI EBPOIIE, KOTOPAA [0 OT [OIA )
TTHIIID HABYPAET OBOPOTRL - TAK, B 2018 TOIY EE TIOCETHIIO OKOJO
7515 OTPACTIEBBLX TIOKYIIATETIEIL, 8 TABIIBOHOB BMECTIIIO 520

J
OUPM U3 22 CTPAH MIPA O)K |/| .D'a H |/| ﬂ FO CTe |/|
B 9TOM T'OTY BBICTABKY KIDS' TIME TTOCETHIIA POCCUMCKO-KA3AX- |/| yL| a CTH |/| KO B
CKAS TIETIETAITIAS U3 20 KOMITAHWT, TIPENCTABMSIOIIIAX PETTO-
HAJIDHBI PRIHOK JIETCKIX TOBAPOB. MbI TIOTIPOC mm wcu IKOB
TIOIEMUTRECA CBOMMI TIEIAME 1 HACTPOEM TTEPET BAKHBIM MEX- B bl CTa B KVI

IYHAPOITHBIM MEPOITPUATEM 11 YTOYHITE, EHEPBJIE OHI IHLU KI D SI TI M E
JKAROT HA KIDS' TIME W11 Y)KE BbIBATT 31IECH



lexey ZURV
Korablik’
B0 of the company:

“Our main goal is to search for new pow-
erful manufacturers. I will be at the exhibi-
tion for the first time”.

Ariekcen
YEB,
@)

«Halwa ocHoB-
HadA Lenb — 310
NMOUCK HOBbIX
MOLLHbIX MPOU3-
BoauTenen. Ha
BbICTaBKe byay

DESNICHT
KOMITaH

«Kopabrmiky;

pectedly interesting”

BMepBble». /

[gor NEUDACHIN.,

CHO of the company:

“We have been visiting the “KIDS’ TIME fair already
for several years thanks to our partners - the company
‘CopiniConsulting. The exhibition turned out to be unex-

WFairsNews

ANUFRIEVA

CEO of the company:

“My main goal is to search for Polish
manufacturers of hats and hosiery: in Rus-
sia, unfortunately, no one produces ele-
gant polyamide tights for girls.

From our side we are ready to offer
manufacturers a cooperation with the
leading wholesale company for children’s
goods in the Ural region of Russia (Yekat-
erinburg, Chelyabinsk, Tyumen, Kurgan),
as well as in the northern districts: Khan-
ty-Mansiysk - Yugra, Yamalo-Nenetsky
District) - a cooperation to those who
want to promote products not only in
Moscow, but also in other Russian regions.
There are a lot of Polish manufacturers

interested in cooperation - what makes us
pleased. I have been visiting the exhibition
already for the second time”.

Onsra AHYOPHEBA,

DYKOBOOUTE/IL OIITOBOM KOMIIAHUU <[ aMMa-Y pas»)

«Moelt 0CHOBHOW Liefblo ABAAETCA Mo-
CK NMONbCKMX NPOU3BOAUTENEN FOOBHbIX
ybOPOB, UyNOYHO-HOCOUHbIX N3[ENNiA: y Hac
B Poccuu, K coXXaneHuto, HUKTO He NPoun3Bo-
OUT HapsAAHbIE MONMaMULHbIE KONrOTKM ANs
[IeBOYEK.

[ina nponssoguTenei rotobl Npegsio-
XWUTb COTPYAHNYECTBO C BefyLLel ONTOBOW
KOMMaHUen no JeTCKoMy acCOPTUMEHTY B

The company ‘Copini’ has
been helping Russian entrepre-
neurs to open up new markets
and expand their horizons for
more than 7 years, taking on
all organizational issues when
it comes to corporate visits of
large and important interna-
tional exhibitions like ‘Kind +
Jugend’ in Germany or ‘KIDS’
TIME’ in Poland. How to book
an exhibition space? How

TeHEePA/ILHBIV

KOMITAHWK L.apsi;

ropb HEYITAVVIFL

DEKTOD

«KIDS'TIME nocelaem
yKe HeCKOMNbKO NeT bnaro-
[apA HalVM napTHepam
000 «KonunHnKoHcanTuHr».
BbicTaBKa Oka3anachb He-
OXUNAAHHO UHTEPECHOMY.

much will the stand cost? How
to find a suitable hotel near the
exhibition center? This is just
a small list of questions that
business prefers to delegate to
Copini.

Ypanbckom peruoHe Poccun (EkatepuH6ypr,
YensabuHck, TiomeHb, KypraH), a Takxe B
CeBepHbIX oKpyrax: XaHTbl-MaHcuncknm -
tOrpa, AMano-HeHeLKwni1 OKpyr) — Tem, KTO X0-
YeT npogBuraTb CBOK NPOAYKLMIO He TONbKO
B MockBe, HO 1 3a ee npepenamm. [Monbckmnx
Npon3BOANTENEN, 3aNHTEPECOBAHHbIX B CO-
TPYAHNYECTBE, MHOTO — 3TO pagyeT. BbicTaBKy
MOCELLaL0 YKe BO BTOPOW pas».

Komnanusa Copini yxe 6onee
7 NeT NoMOoraeT POCCUINCKIM
npeanpyHUMATENAM OTKPbIBaTb
HOBbIE PbIHKM 11 PaCLINPATb ro-
PW30HTbI, 6epeT Ha cebs Bce op-
raH13aLMOHHbIe BOMPOCHI, Koraa
peub MAEeT O KOPNOPATUBHOM
MOCELLEHNN MEXAYHAPOAHbIX Bbl-
CTaBOK MacwTaba Kind + Jugend
B8 lfepmanuu nnu KIDS'TIME B
Monblue. Kak 3a6poH1poBaTh
BbICTaBOYHOE MecTo? CKONbKo
6ypet cTouTb cTeHa? Kak Hantu
np1emIeMy0 FoCTUHULY PAROM C
MECTOM NpOoBeAeHUs Meponpus-
TVA? BOT nuLub Manbli CNNCOK BO-
MpPOoCoB, KOTopble 6U3Hec npes-
nounTaet genernposatb Copini.
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OF PARTICULAR INTEREST TO THE AUDIENCE OF PARENTS
‘CHOICE MAGAZINE ARE RUSSIAN COMPANIES THAT ORGAN-
IZE THEIR STANDS AT THE ‘KIDS' TIME' SHOW. THEIR REP-
RESENTATIVES TOLD US HOW LONG IT TOOK TO PREPARE
FOR THE EVENT AND HOW MUCH IT COSTS TO PARTICIPATE
IN THE EXHIBITION.

OTIETIBHDBIN MHTEPEC [T AYIIATOPUI XYPHATA
PARENTS' CHOICE [IPEACTABIIAIOT POCCUUCKUE KOMITA-
HIH, KOTOPBIE OPTAHSYIOT CBOM CTEHI HA BBICTABK
KIDS TIME. VX TIPETICTABUTEIY PACCKA3ATIN, KAK
MHOT'0 BPEMEHN YIIIIO HA [TIOLTOTOBKY K COBBITHIO 11
CKOJIBKO CTONT YYACTUE B HEM

B

Dmitry STEPANOVITCH

ikhail VORONIN
F'DA Group, Sales Director:

“The exhibition will present the products of two factories from
Russia: FDA Start and Triumph. FDA Start is the largest manufactur-
er of car seats for children in Eastern Europe. We came to the KIDS’
TIME for the first time, and for us it is an opportunity to present to
potential customers from Eastern Europe our products, to tell them
about the advantages of working with us. Also during the exhibition,
we plan to hold a series of meetings with existing partners from Eu-
ropean countries. We'll present 3 of our new lines, so we plan to sur-
prise with the range. All our products to be sold in European coun-
tries must have a certification. To date, the chairs have been tested
in EU laboratories and are certified to ECE 44/04. Strollers and baby
plastic are in the process of obtaining certificates, which we expect to
get in the near future. At the exhibition we will present our goods on
a stand of 80 m?, which according to the exhibition tariffs costs about
5,000 EUR. We submitted the application for participation 6 months
before the fair, and within 1-2 months the exhibition organizers pre-
pared a proposal for possible places”

nxannr BOPOHUH,

[1ADE D DO/L12
— —

<CD,H,A‘1_‘ DVIITD.

«Ha BbicTaBKe GyneT npep-
CTaBneHa nNpoayKLums AByx Gabpuk
13 Poccun: OA Crapt v Tpuymad.

OA CrapT ABnAeTcA KpynHenwmnm
Npou3BOANTENEM AETCKIUX aBTO-
MOGUNbHbIX Kpecen B BocTouHol
Espone. Ha KIDS' TIME mbl npu-
exanu B NepBbili pas, 1 AnA Hac 3T0
BO3MOXHOCTb MO3HAKOMMTb MOTEH-
LManbHbIX KNeHToB 13 BoctouHom
EBponbl C HaWmMK NpogyKTamu,
pacckasaTb O MPenMyLLecTBax pa-
60Tbl ¢ Hamu. Takxe B XOfie BbICTaB-
K/ Mbl MIaHMPYyeM NPOBeCTU pag
BCTPeU C yXe AeCTBYyOWMUMM Nap-
THepamu u3 ctpaH EC. Mbl npe3eH-
TyeMm 3 Haluu HOBbIE IMHENKK, TaK
4TO NNAHUPYEM YANBUTb aCCOPTY-
meHToM. Bce npopaykuma, kotopas
peanusyetca B cTpaHax EC, nogne-

XKUT 06A3aTENbHON CepTUPMKALNN
C Hawwel cTOpoHbI. Ha cerogHALu-
HWIA IeHb Kpeca NpoLUiu Ucnblita-
HuA B nabopatopusx EC v nmetot
ceptudmkatbl ECE 44/04. Konackn
1 BETCKUIN NNACTUK HAXOAATCA B
npovuecce noayyeHna ceptTrduka-
TOB, KOTOPbIE Mbl OXKMAaem B 61n-
Xaviwee Bpemsa. Ha BblCTaBKe Mbl
Oyaem nNpeAcTaBneHbl Ha CTeHae
nnowagpto 80 M?, 4To No Tapudpam
BbICTaBKy ctonT okoso 5000 EUR.
3anABKy Ha yyacTue Mbl nofanu 3a 6
MecALeB, 1 B TeyeHune 1-2 mecaLes
OpraHu13aTopamu BbICTaBKY 6biNo
MOATOTOBNEHO NPeAnoXKeHne No
BO3MOXHbIM MECTam.

Experimentalnaya Nauka’
Experimental Science),
CEO of the company:

“We are taking part
in KIDS TIME for the
first time, as well as we
present our products
in Europe for the first
time, therefore this
exhibition is for us a
kind of exploratory
attack. Of course, our
main goal is to enter
the European mar-
ket and to occupy a
certain niche. On the
side, we want to get
the feedback about
our products from the
industry professionals.
Our product in gener-
al is new to the Euro-
pean market and our
target audience are children from 6 to 14 years old, regardless
of gender. We have a small stand, only 6 m? and we started
the registration process already in September. In general, the
process is quite short”.

[IMurrpriz CTEITAHOBIY,
VDEKTOD KOMITQHU
GOKCIIEPUMEHTaJIbHAY HaYKay:

«Mbl Bnepsble npuHumaem yyactrie B KIDS'TIME, paBHo Kak
1 BNepBble Mbl Ha Tepputopun EC, noaTomy 3Ta BbiCTaBKa Ans
Hac Kak pa3Befika 60em. KoHeuHo, Halla OCHOBHas Liefb — Bbl-
TV Ha €BPOMENCKUI PbIHOK 1 3aHATb OMpefeNeHHYI0 HLLY.
MonyTHO Mbl XOTVM NOAYYUTb NEPBble MHEHUA O Hallel Npo-
ByKUMM oT npodeccmoHanbHol cpefibl. Hall ToBap B Lenom Ho-
BUHKa AnA pbiHKa EC n opreHTnpoBaH Ha feten ot 6 go 14 net
BHE 3aBMCMMOCTU OT Mofa. Y Hac ManeHbKuNii CTEHA, BCEro 6 m?,
Hayany nNpoLecc perucTpauny ewye B ceHTAbpe. B Lenom npo-
Liecc HefloNrnin».



Denis NORKIN
B0 (Roxy-kids):

“We would like to present the unique
developments of our engineers, who have
already been awarded with prizes in Russia,
and to receive recognition also on the foreign
market. We will bring to the fair both -
best-selling products (for example, we are
now preparing documents to participate in
the Kids’ Time Star Award with a traveling
pot), as well as our novelties. Negotiations
on participation in the exhibition were con-
ducted from November, within two months
we decided on all the details. The process was
easy, everything was discussed in emails, no
unnecessary actions. We paid about 1,500
euros. We will have a small stand, about 15
square meters. We'll present the best and the
most interesting of our products”.

[Hermmc HOPKVH,
Roxy-kids:

«X0ueTcs NpefCTaBrTb YHUKambHbIE pas3-
paboTKY HaLLUX MHXEHePOB, KOTOPbIE YXKe Y0~
CTOEHbI Npemuii B Poccum, 1 nonyuuTb Npr3Ha-
HUe TaKe Ha 3apy6exxHOM pbiHke. C coboii Mbl
Be3eM Kak MPOAYKTbI-Nnaepbl Npogax (K npu-
Mepy, cefiyac Mbl FOTOBUM JOKYMEHTbI, 4TOObI
yyacTtBoBaTb B npemum Kids'Time Star Award ¢
[OPOXHbBIM FOPLIKOM), TaK 1 HOBUHKMU. lNepero-
BOpPbI 06 yuacTui B BbICTaBKe BENM C HOAGPS, 3a
ABa MecALa onpeAenmInCh Co BCemm AeTanamm.
Mpouecc wen nerko, Bce 06Cy»aanoch B nepe-
MNWCKeE, HAKaKMX NLLHUX AENCTBIWIA. 3aniaTunu
nopszka 1500 eBpo. Y Hac OyneT HebonbLLON
cteHp, 15 metpos. [peacTaBum nydllee 1 camoe
VHTEPECHOE 13 HaLUMX 13aennit».
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HECKO/TBbKO KOMMEHTAPUEB MBI
HOTYYUJIN 110 SABEPIIEHUEO
BBICTABKI TAKJKE OT TOCTELL,
[TOCETUBIINX EE B COCTABE ITE-
JIETATIVN

AT THE END OF THE EXHIBITION,
WE ALSO RECEIVED SEVERAL
COMMENTS FROM GUESTS WHO
VISITED IT AS PART OF THE
DELEGATION.
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nna VOROTNIKOVA

of the FEST company:

“Summing up, I would like to say that the glob-
al presence of Russian business in the European
market of goods for children is not particularly felt.
Although a number of our products may be of in-
terest to Europe. It should be the goods demanded
by the market of good quality and, most likely, at
an affordable price. According to my feelings, de-
veloping towards Europe is quite possible”

Appa BOPOTHMKOBA,
RAMECTUTE/L I'eH. nupekTopa kKoMauuy QOCT,

pony. 3To fOMKHbI 6bITb BOCTPEOOBaHHbIE
PbIHKOM TOBapbl XOPOLLEro KayecTsa 1, CKO-
pee Bcero, No JOCTyMNHOM LeHe. [1o moum
OLLyLLIEHAM Pa3BNBaTbCA B CTOPOHY EBpoMbI
BMOJTHE BO3MOXHO».

«MoBOAA UTOTW, XOUETCS CKa3aThb, UTo
rno6anbHOe NPUCYTCTBIE POCCUIACKOTO
6u3Heca Ha eBpOMNeNncKom pbiHKe TOBapoB
AnsA fetel 0cobo He owywaetca. XoTa, paa
HaLLKX TOBApPOB MOXET 3aMHTepecoBaTh EB-

L

“Since the volume of produc-
tion in Kazakhstan is relatively
small, we are not faced with the
task of entering the Western mar-
ket, it is more important to be sold
in Russia. As for Western com-
panies, for them the Kazakhstan
market is very interesting.”

Daria GAYLENREICH

[apba TAVTTEHPAVIX

Ka3aXCTaHa;

«[MockonbKy obbem npon3ssoacTaa B KasaxctaHe
OTHOCUTENbHO HEBONBLION, A1 HAC HE CTOWT 3aja4a
BbIXOZla Ha 3amnafjHbll PbIHOK, BaXKHee — MPOfaBaThCA
B Poccun. Yto KacaeTca 3anafiHbIx KOMNaHWUIA, TO Ana
HUX PbIHOK Ka3axcTaHa oYeHb NHTEpEeCEeH».
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The constant growth of

—

Kids

—

L e

AT ITS 10TH EDITION, THE
B2B POLISH FAIR DEALING
WITH NURSERY PRODUCTS
AND TOYS HAS ONCE
MORE BEATEN RECORDS

IN TERMS OF EXHIBITOR

AND VISITOR NUMBERS.
POLISH MANUFACTURES
ARE LOOKING ABROAD IN
ORDER TO INCREASE THEIR
BUSINESS

y Daniele Caroli

with contrlbutlons by Lena Hedo .

Kids'Time

B

NECSATBIN BBINYCK
[10/1bCKOM B2B-
BBICTABKH, IOCBY-
IEHHON TOBAPAM 11714
NETEN U UTPYIIKAM,
CHOBA NOBW BCE PE-
KOPIIbI 110 KOIMYECTBY
YYACTHUKOB U MOCETH-
TENEM. [IO/TbCKUE TPO-
U3BOJUTENU CMOTPAT
HA 3APYBEXHBIE PbIH-
KU, YTOBbI PACIIUPUTD
CBOJ BU3HEC.

NMOCTOAHHDbIN POCT
BbICTaBKW

Kids 'Thime

npw ydactm Aews Xeaé n Perin Paric. conpeaceaatenen
MexayHapoaHol accoumaumn xypHaos o6 urpyikax (TMA)
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Even if the Polish town of Kielce, located between Warsaw and Krakow, can
only be reached by plane by landing in the airports of those two cities, a two-
hour car ride away, its fair quarter is modern and constantly developing, thanks
to one of its most successful exhibitions too: Kids' Time. Formerly knows as Czas
Dziecka (“kids’ time” in Polish), the International Fair for Toys and Products for
Mother and Child, at its 10th edition in 2019, has grown from one hall and a half
in 2011 to 9 this year and has become ever more international. Definitely the sec-
ond most important event for the nursery business in Europe after Cologne’s Kind
+ Jugend, in 2019 Kids’ Time has attracted 564 manufactures and distributors
(+9.2%; 20% of them from abroad) from 19 countries, and 8,200 visitors (+8.5%)
from 46 countries. The most foreign visitors came from Russia, with a delega-
tion of 65 representatives, who participated in the fourth annual Polish-Russian
roundtable, with discussions, tips and guidance for attracting business between
the two countries.

Besides being a gateway between Western, Central and Eastern Europe and
the Russian Federation and former Soviet Union countries, the fair proves to be
appealing thanks to a very efficient organization and reasonable costs, according
to comments we heard from Western European exhibitors. Furthermore, in Po-
land there is a thriving nursery products industry; in particular, there are over 100
stroller manufacturers and many of them, being able to properly balance price
and quality, are gaining ground in foreign markets. The Polish market itself is
growing although the government’s monthly subsidy of Zloty 500 for every child
following the first one has not contributed to an increase in births as expected. As
in the previous years, Kids' Time offered a rich programme of keynote speeches
and of awards to top level products and companies.

The 11th edition of the Kielce fair will be held on February 19-21, 2020, also
Wednesday through Friday.

Interviews with three Polish manufactures and one distributor follow.

MUUVO

Created one and a half year ago in partnership with Mini-Maxi, a Polish dis-
tributor with almost 30 years of experience in the nursery products market (ABC
Design, Concord and Be Cool are among the brands they deal with at present),
Muuvo was born with the idea to make every day easier for mothers, says Maciek
Waloch, Project Manager: “Quick, our first stroller, was launched into the Polish
marketplace in November 2018. It is very light and comfortable, reversable and
easily foldable with its seat, a more Western Europe-oriented concept if compared
with the bigger strollers which are a standard here. At Kids’ Time we now intro-
duce a new stroller, Flex. Our products are manufactured in China and their qual-
ity is good since our agents there gave us the right suggestions for the choice of
the factory. We already have contacts with at least 10 countries in Eastern Europe
and we have begun receiving orders. As to Russia, our expectations are good since
we believe our prices are right for that market”.

Maciek Waloch,
Muuvo

Komsacka Quick
KOMIIaHUK
Muuvo.

Quick stroller
by Muuvo

Maum{Banox,. l —
KoMmanusa Muuvo.

He cmoTps Ha To, uTO A0 NONbCKOro ropoaa Kenb-
Lie, pacnonoxeHHoro mexay Bapluasoi 1 Kpakosom,
MOXHO [0OPaTbCA TONbKO CAMONIETOM, NPU3EMINB-
LUKCb B @3POMNOPTY OFHOrO M3 3TUX ABYX FOPOAOB, a
3aTeM elle 1 exaTb Ha MaluMHe ABA Yaca, ero BbiCTa-
BOUHbII KBapTaN BeCbMa COBPEMEHEH, U OH NOCTO-
AHHO Pa3BMBAETCA, B TOM UKCie 6narofapsa OAHON U3
CBOMX CaMblX YCMELUHbIX BbICTaBOK — BbicTaBke Kids'
Time. PaHee n3BecTtHas Kak Czas Dziecka («Bpems fe-
Tel» Ha NOMbCKOM A3bIKE), MEXAYHapOoaHasn BbiCTaBKa
UrpyLLeK 1 TOBapPOB [N1A MaTepy U pebeHka B 2019
rogy npowuna B 10-# pas3, KONMYECTBO 3aHNMaEMbIX
BbICTaBKOW 3a/10B YBEMYMIOCh C NONYTOPa 3a/10B B
2011 ropy fo 9 3an108B B 3TOM rofly, a Cama BblCTaBKa
CTana elye bonee NHTEPHaLOHaNbHON. be3 BCAKMx
COMHEHWIA, 3TO BTOPOE MO 3HAUNMOCTY COObITUE B
VIHAYCTPUM BeTCKMX TOBapoB B EBpone nocne Kenb-
Hckom BbicTaBkm Kind + Jugend. B 2019 roay Kids’
Time npuenekna 564 NpoV3BOANTENS U ANCTPUOBIO-
Topa (+9,2%; 20% - n3-3a py6exa) u3 19 cTpaH 1
8200 nocetutenen (+8,5%) 13 46 cTpaH.

Borbluas yacTb MHOCTPAHHbIX FOCTel Nprbbina
13 Poccum € generaumen n3 65 npepcrtaBuTenen, Ko-
TOpble NPUHANN y4YacTne B YeTBEPTOM eXXerogHOM
MONbCKO-POCCUICKOM KPYTIIOM CTONE C 06Cy»KeHN-
AMM, COBETaMY 1 peKOMEHALMAMM MO PasBUTUIO
6u3Heca mexay [ByMA cTpaHamu. [loM1mo Toro, YTo
BbICTaBKa ABAETCA MOCTOM Mexay 3anagHo, LieH-
TpanbHol 1 Boctounon EBponoii, Poccuinckoin Qe-
nepauuen n ctpaHamu 6bisliero Cosetckoro Colo3a,
OHa, N0 0T3blBaM, MOMTyYEHHbIM HaMV OT 3anajHOEeB-
PONENCKNX IKCMOHEHTOB, TaKXe BECbMa NpuBeKa-
TeflbHa barofaps ouyeHb SGPEKTUBHOW OpraHM3aLnn
11 pa3syMHOMY COOTHOLLIEHNIO LieHa-KauyecTBo. Kpome
TOro, HAYCTPWA [ETCKMX TOBapOB B [onblue npo-
LiBeTaeT; B YaCTHOCTY, 3[eCb CyllecTByeT 6onee 100
MPOW3BOANTENEN KONACOK, i MHOTUE 13 HUX, byayyn
B COCTOAHMM NPaBMIbHO COanaHCMpoBaTh LieHy 1
KauecTBO, 3aBOEBbIBAIOT INAVPYIOLME NO3ULMN HA
3apybexHbIX pblHKax. Cam MONbCKUI PbIHOK PacTeT,
XOTA eXeMecsiyHas Cyocuans NpaBnTeNbCTBa B pas-
mepe 500 310TbIX Ha Kaxaoro pebeHKa, cnegytoLlero
3a nepBbIM, COCOBCTBOBANA YBENUYEHUIO POXKae-
MOCTM He Tak CUNIbHO, KaK 0xmnaanoch. Kak v B npepbl-
Jyliue rogbl, BbicTaBKa Kids' Time npegnoxuna 6ora-
TYI0 NPOrpammy, BKNOYaBLUYHO B Ce6A BbICTYNNEHUA
BaXXHbIX OPAaTOPOB U BPYYEeHMUEe Harpag yyLuym npo-
AYKTaM ¥ TyULM KOMMAHWAM.

MUUVO

Co3paHHan noiTopa roAa Hasag B napTHepCTBe C
KommnaHuen Mini-Maxi nonbcKm AUCTPUOBIOTOPOM C
nouty 30-NETHIM OMbITOM PabOTbl Ha PbIHKE LETCKUX
TOBapOB (cpeam 6PeHA0B, C KOTOPbIMU OHU paboTatoT
B HacToALLee Bpems, Takne mapkm Kak ABC Design,
Concord 1 Be Cool), mapka Muuvo pogunach, 4tobbl
cnenatb 6yaHW mam nerye. foBoput Mauwik Banox,
pykoBoguTenb npoekTta: «Quick, Hawa nepsas Kons-
CKa, bbina 3anyLLeHa Ha NobCKUI PbIHOK B HOAGpe
2018 roga. OHa oueHb nerkas 1 yaobHas, JByCTOPOH-
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AVIONAUT

The story we hear from Lukasz Karwa-
la, CEO, is very interesting: “The company
was founded in 1980 by my parents - they
still are in the company - who started with
injection machines. Ten years later we
began producing plastic parts, as OEM,
for baby stroller manufacturers based in
Czestochowa and after some time, as re-
quested by our customers, we designed our
first car seat, a Group 0+ model that could
be fastened onto the strollers. Around
2012 I decided to develop more car seat
models as a separate company that I called
Avionaut. At present the two companies
are reunited again in one. Thanks to spe-
cial technology and materials we launched
Pixel, the lightest 0+ car seat in the world,
but very safe just the same. It took time to
introduce our products into the Polish and
international markets but we were even-
tually successful and we designed Aerofix,
an up to 105 cm car seat according to the
i-Size standard, that can be applied to the
same base as the light one. Now we are fo-
cusing in the promotion of the rearward
position through conferences where ex-
perts explain to retailers the differences in
terms of safety. We export to several coun-
tries, Russia included, and we have just
added a new model, Max Space (Group
2/3), to our range”.

Jlykam KapBana, kommanus Avionaut.

ABTOKpecna
Aerofix

u Pixel
c ux 6asoit.
Kommanusa
Avionaut.

Avionaut’s
Aerofix

and Pixel
car seats
with their base.

ANEX

Established in 2012, Anex is a Polish
brand specializing in baby strollers, car
seats and accessories for parents, with
production facilities in Poland and, for
textiles, a manufacturing unit in Ukraine
that also supplies other companies. In a
few years, the company’s products have
reached more than 40 countries; in Rus-
sia there is a branch office. To Anex first
models - Sport soon followed by Cross-
two more have been recently added, the
lightweight Air-X and the 2-in-1 system
Quant, which are manufactured in China.

“Air-X is foldable with one hand and
Komexa €21 be taken into the airplane’s cabin’, ex-
~ airx  plains Vita Kovalko, assistant to the CEO
xommanmn  and manager of the China projects. “A
Anex. totally new design has been developed in
one and a half year by our R&D team for
Quant, whose hood and some inner tex-
tile elements are made of recycled mate-
rials (plastic bottles); it can be folded and
unfolded with one hand and it features
the cradle’s mattress with memory foam
and LED frontlights to show the way in
the dark and for safety”.

Vita Kovalko, Anex.

Bura KoBainxko,
KOMIaHus Anex.

Air-X stroller
by Anex.
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HSS1, TPOCTO CKNafIbIBAeTCA: 3Ta KOHLENLWA bonee oprieH-
TMpOBaHa Ha 3anazHyto EBpony no cpaBHEHUIO C KPYMHbIMM
KonAckamm, KoTopble ABNAOTCA CTaHAapTom B [Monblue. Ha
BbicTaBKe Kids ‘Time Mbl npefcTaBnsem HoByto konacky Flex.
Hawwu npoayKTbl Npon3BoaATcA B Kntae; OHY BbICOKOTO
KauecTBa, TaK KaK Haluu areHTbl, HaXOAALLMeCs TaM, MPeao-
CTaBWN HaM OMTUMANbHbIA BbIGOP MECTHBIX 3aBOAOB. Y Hac
y>Ke YCTaHOBJIEHbI KOHTAKTbl Kak MUHUMYM ¢ 10 cTpaHamu
BocTtouHon EBponbl, 1 Mbl Hayanm nonyyaTb 3akasbl. Y10 Ka-
caeTca Poccum — Haluv OXUAAHNSA AOBOSIbHO BbICOKM, TaK Kak
Mbl CYMTAEM, YTO HaLLW LieHbl COOTBETCTBYIOT ITOMY PbIHKY».

AVIONAUT

/cTopus, KOTOpyto Ham paccKasblBaeT reHepanbHbIi
pvpekTop Jlykaw Kapsana, 04eHb nHTepecHa: «Komna-
HUA 6bina ocHoBaHa B 1980 rogy MouMu poguTenamu (1
OHU BCe ellle paboTaloT B KOMMAHWI), KOTOpble Havanw ¢
VHXEKLVOHHO-NITbEBbIX MALWWH. [1ecaTb NeT CnycTs Mbl
Havanu NPou3BOACTBO NNACTUKOBLIX feTanen Kak OEM-
npoussoautenu (OEM pacwucgposeisaemca kak Original
Equipment Manufacturer: OEM - opu2uHanbHbili npou3so-
dumesib 060py00B8AHUSA — U 03HAYdem, Ymo NPOOYKMel, Ha
Komopeix cmoum makas abbpesuamypa, npooaromcs Oe-
wegJie, yem 06bIYHbIE PO3HUYHbIE MOBAPbI) ANA NPOU3BOAN-
Tene AeTCKUX KONACOK, KOTopble paboTany B YeHCTOXoBe,
a CMyCcTA HEKOTOPOE BPems, Mo NPoCbbe HaLLMX KNNEHTOB,
Mbl pa3paboTany 1 Halle NepBoe aBTOKPEC/0, MOAENb 1A
BO3PACTHOM rpynmbl 0+, KOTOPOE MOXHO 6biNo Obl 3aKpe-
NnTb Ha Wwaccu Konacku. Mpumepro B 2012 roay A pewwnn
pa3paboTaThb elle HeCKObKO Mofenel aBTOKpecen 1 Bbige-
NINTb 3TO HanpaBfieHne B OTAENbHYI0 KOMMAHUIO, KOTOPYIo
A Ha3ean Avionaut. B HacTosLLee Bpems 3TU [jBe KOMNAHUN
CHOBa 06befIMHeHbl B 0fiHY. bnaropaps cneyuanbHbiM
TEXHOMOMMAM N MaTepuanam Mbl Bbinyctunu Pixel — camoe
nerkoe B Mipe, HO B TO e BpemsA 6e30macHoe, aBTOKpecsio
knacca 0+. Ham notpe6oBanocb Bpems, 4Tobbl NpefcTa-
BWTb CBOIO MPOAYKLIMIO HA NMONbCKOM 1 MEXIYHAapPOLHOM
PbIHKaX, HO B UTOTe HalUW TPYAbl YBEHYANUCh YCTIEXOM; @
3aTem Mbl paspaboTtanu Aerofix, aBTOKpeCno ana getei
poctom o 105 cm, B COOTBETCTBMM CO CTaHAAPTOM i-Size,
3TO KPEC/I0 MOXHO YCTaHOBUTb Ha Ty e 6a3y, UTo 1 nerkue
Kpecna. Ceyac Mbl CGOKYCMPOBaNy HaLLW CUSTbl Ha TOM,
yT06bI NPOABVHYTb AaBTOKPECSa C 06PaTHOI NO3nLKMe; Mbl
MPOBOAVM KOHEPEHLIMN, Ha KOTOPbIX SKCMNepPTbl 06bAC-
HAIOT pUTElNepam pasnnuns TPagULNOHHO U 06paTHON
MO3MLWIA Kpecen ¢ ToUKK 3peHna 6esonacHocTh. Mbl 3Kc-
MopTUPYeM CBOIO MPOJYKLIMI0 B HECKOMBbKO CTPaH, BK/Yan
Poccuio, a HelaBHO Hall aCCOPTUMEHT NOMOHUICA HOBON
mogenbto — Max Space (rpynna 2/3)».

ANEX

OcHoBaHHbI B 2012 rogy, Anex — 370 NoNbCKMin bpeHs,
Cneumanu3npyowmincsa Ha JeTCKIX KONACKaX, aBToMOOMb-
HbIX Kpecax v akceccyapax 4f1a poauTenen, C Nponseog-
CTBEHHbIMU MOLLHOCTAMY B MonbLue 1 NPOU3BOACTBEHHBIM
nogpasgeneHunem (o TeKCTunA) B YKpariHe, KOTOPOe Takxe
paboTaeT no 3aKasy Apyrux KOMMaHui. 3a HECKOMbKO neT
npoaykuma 6peHaa gocturna 6onee 40 ctpaH; B Poccum y
KOMMaHUmM ecTb cBoN dunuan. K nepsbim mogenam 6peHaa
Anex - Sport, 3a kKoTopoi1 Bckope nocnegosana n Cross — He-
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SCANDINAVIAN BABY

With 15 years of experience in the Polish marketplace, Scandinavian
Baby is a distributor which deals with high level brands only: BabyBjorn,
Baby Dan, Elodie Details, Herobility, Thule. According to Piotr Dmowski,
owner of the company, there is a big evolution going on in the Polish nurs-
ery products market: “At the beginning the traditional distribution channels
were on top and small chains started developing with hundreds of family
shops owning two or three points of sale; eventually, in 2006-7 many of
them began to create regional chains. Mothercare was present with shops in
good locations. When the crisis came in 2008, Mothercare disappeared and
several shops closed. Then e-commerce emerged: mothers who had become
confident with social media started selling online, in some cases opening
bricks-and-mortar points of sale usually to be used more like showrooms.
At the moment the market is highly fragmented because there are hundreds
of Internet shops and all the time some close while others open. There is
a leading chain, Smyk, but it is more focused on toys and clothes than on
nursery products. Price is very important for most consumers, but for Scan-
dinavian Baby’s customers evidently it is not the main point.

:andinavian

sScandinaviank

From Sweden with magnets

Distributed in Poland by
Marko, the country’s leading nurs-
ery products distributor, Bumprid-
er, owned by Elite Group AB, is a
Swedish brand which was awarded
the 2018 Kind + Jugend Inno-
vation Award (World of Moving
Kids) for its Connect stroller. The
company’s CEO, Nicklas Lindblad,
shows us the product which can be
easily converted into a twin stroller
using magnets and informs us that
the magnets now can also be used
for accessories, a bag or a basket,
tested for a maximum weight of
25 kg. It is expected that the Con-
nect, already exported to more
than 15 countries, will be availble
in over 30 by the end of the year.
An improved version of the prod-
uct, Connect 2, will be introduced
at Cologne’s Kind + Jugend show
next September.

[laBHO Obinvn f06aBNeHbI ele aBe: nerkas Air-X n cuctema
Quant 2 B 1, koTopble Npon3BoaATcaA B Kntae. «<Konacka
Air-X cknagbiBaeTca ofHoI PYKOW, 1 ee MOXHO 6paTb ¢ co-
601 B Ca/lOH CamoneTa», — 06bAcHAeT Buta Koanko, no-
MOLLHWK reHepasibHOTO JUPEKTOPA 1 MEHEXKEP KUTANCKIX
NPOEKTOB. «3a NosTopa roAa Hawa Komaxza R&D (no nc-
CNefoBaHMAM 1 pa3paboTkam) paspaboTana coBepLIEHHO
HOBBbIN JM3aiiH — Moaenb Quant, ee KamtLOH 1 HEKOTOopble
BHYTPEHHVe TeKCTUIIbHbIE /IEMEHTbI CAieNaHbl U3 nepepabo-
TaHHbIX MaTepUanoB (NNacTUKOBbIX GYTbINIOK); 3TY KONACKY
MOXHO CKNafblBaTb 1 pacKnafblBaTb OAHO PYKOW, Y Hee
€CTb CBETOANOAHbIE NepeHyie dapbl 4nA yaobcTaa — utobbl
ocBelaTb JOPOry B TEMHOTE — 1 Ans 6€30MacHOCTM.

SCANDINAVIAN BABY

KomnaHus ¢ 15-neTHM onbITOM paboTbl Ha NOSIbCKOM
pbiHKe, Scandinavian Baby, sBnseTca guctprbbioTopom,
KOTOpbIN paboTaeT ¢ bpeHfammn NCKNOUYNTENBHO Npemu-
ym-Knacca: BabyBjorn, Baby Dan, Elodie Details, Herobility,
Thule. Mo cnoeam BnagenbLa komnanuu MeTtpa JMoBCKH,
Ha MOMbCKOM PbIHKe JETCKMX TOBAPOB NPOUCXOANT 60JIb-
was 3sontouma: «CHavyana TpaguLMOHHbIe KaHanbl cobiTa
6bIN Ha BbICOTe, HAYany Pa3BKBaTLCA HebOMbLUME CETU
C COTHAMU CeMeNHbIX MarasHoB, Bfageiowmnx AByMaA U
Tpems TOYKaMu NPOAaX; B KOHLLE KOHL0B, B 2006-2007
rofax MHOrMe 113 HUX Hayanu co3faBaTb permoHasbHble
ceTu. Y komnaHuu Mothercare 6bin1 MarasuHbl B XOpOLUKX
mectax. Korga B 2008 rogy HacTynun Kpusuc, Mothercare
MCYE3IN 1 HECKONbKO MarasrnHoB 3aKpblanch. 3aTem BO3-
HUKNa 3NeKTPOHHAA KOMMEPLMA: MaMbl, KOTOpble CTau
YBEPEHHO YyBCTBOBaTb C6A B COLMANbHbIX CETAX, HAYanu
NpoAaBaTh OHMANH, B HEKOTOPbIX CTy4anX OTKPbIBaA 1
du3nyecKrie TOpProsble TOUKHM, KOTOPble OfHAKO 0ObIYHO
NCMONb3YITCA CKOPee Kak LWOoypyMmbl. Ha AaHHbIA MOMEHT
PbIHOK CUIbHO GParMeHTPOBaH, NOTOMY YTO eCTb COTHM
VHTEePHeT-Mara3nHoB, 1 BCe BPeMA OAHY 3aKpblBaloTCA,
a apyrue oTkpbiBatoTcA. CyLiecTByeT Takxe 1 Begyluas
ceTb Smyk, HO OHa 60sbLIe OPMEHTNPOBAHA Ha UTPYLL-
KV 1 OfieX Ay, YeM Ha AeTCKMe ToBapbl. LleHa oueHb Bax-
Ha AnA 60NbWMHCTBA NOTPe6UTENEN, HO ANA KNNEHTOB
Scandinavian Baby, oueBuaHo, 310 He rnaBHoe».

W3 WBeyun ¢ marHnTamn

LLIBefckuin 6peHa Bumprider npuHagnexalynii komna-
Huw Elite Group AB, B MonbLue pacnpoCTpaHAETCs KoMMa-
Huein Marko, Begywm B CTpaHe AUCTPUOBIOTOPOM AETCKIX
TOBApOB.

Bumprider 6binu yaoctoeHsl Harpagp! Kind + Jugend
Innovation Award (World of Moving Kids) 2018 roga 3a
cBoto Konscky Connect. leHepanbHbI AMPEKTOP KOMMAHNUM
Huknac JIuHp6nag nokasblBaeT Ham MPOAYKT, KOTOPbINA C No-
MOLLbIO MarHUTOB MOXHO JIETrKO NPeBPaTUTh B KOAACKY Ans
ABOVIHALLEK, 11 PaCCKa3blBAET, YTO MarHUTbI TeNepb MOXHO
CMONb30BaTb U ANS aKCECCYapoB: ANs CYMKM U KOP3HHDI;
NCMbITaHUA NOATBEPANIN MaKCUMaNbHbI BEC Harpy3ku — 25
Kr. Oxupaetca, uto mofenb Connect, yxe 3KCNOPTUPOBaH-
HasA B 6onee yem 15 cTpaH, K KOHLy rofia bygeT AoCTyrnHa
B 6onee uem 30 cTpaHax. YnyulueHHas Bepcus NpoayKTa,
Connect 2, 6yget npefcTtaBneHa Ha BbicTaske Kind + Jugend
B KenbHe B ceHTAOpe crepytoLero rofa.
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Childhome opens office and

arehouse in the USA

Childhome, a well-known Belgian manufacturer of ba-
by products and furniture, after a significant international
growth over the last 10 years - it already sells its products
in more than 50 countries worldwide - has decided that the
time was right to enter the American market.

The opening of the Childhome USA office and ware-
house took place in January, 2019, and all products arrived
mid-February. According to the owner, Stefan Aerts: “We
receive a lot of enquiries for our products from the United
States. It is a challenging market and we are looking forward”.

Childhome is known for its award-winning Evolu
ONE.80° a unique and multifunctional high chair with
adjustable height and swivel function. The Mommy Bag,
with matching Mommy’s Treasures clutch and Baby Ne-
cessities toiletry bag, is a real eyecatcher and best-seller
and has become a must have for new and expecting moms
all over the world.

e Porte Mon Bébé
pecomes [Love Radi
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Since the 2nd of January, 2019, Je Porte Mon Bébé -
JPMBB - has become Love Radius. If the name is new,
the brand’s baby carriers and wraps, expertise and team
remain unchanged.

Proud to be a successful French SME, the brand,
founded over 13 years ago and based in Paris, plans to be
even more relevant internationally and the name change
is part of the project.

LOVE (&) RADIUS

e Porte Mon Bébé

TIepEMEHOBAIIH
B Love Radius

Co 2 aHBaps 2019 roga 6peHn Je Porte Mon Bébé —
JPMBB - cTan Ha3biBaTbcs Love Radius. HecmoTps Ha HoBoe
Ha3BaHWe, CJIMHIU 1 NePeHOCKM AeTCKoro 6peHpaa, KomaHaa
11 3KCMepTI3a OCTaHYTCA HEN3MEHHBIMU.

BpeHp ropauTca Tem, UTo ABNAETCA yCnelHbIM GppaHLy3-
CKIM NPeAnprATAEM Manoro 1 cpefHero 6usHeca. OcHo-
BaHHbIil 6onee 13 neT Hasap v 6asupyowuinca B Mapuke, oH
MNaHMpyeT CTaTb ellie 6onee akTUBHBIM Ha MeXyHapOAHOM
YPOBHeE, 1 CMeHa Ha3BaHUA ABMAGTCA YaCTblO 3TOTO NPOEeKTa.

MAKES MY LITTLE WORLD COMPLETE
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SCANDINAVIAN
SAFETY

Over Christmas 2018 BeSafe
moved into a new purpose-built
warehouse to accommodate the
continued growth experienced by
the Norwegian brand over the last
8 years.

The new warehouse is five times
larger and serves most major Euro-
pean Countries, representing state-
of-the-art storage, stock control and
operational technologies. The civil

lldhome
OTKPHBEBaE
OPUC U CKJIan

Komnanus Childhome, n3sectHbiii
6enbruincKniA NPon3BOANTENb AETCKIUX
TOBApOB 1 Mebenu, peLunna, uto npu-
LSO BPeMA A1A BbIXOAA Ha aMepUKaH-
CKWI PbIHOK.

OTKpbITUE ameprKaHCKIX oduca
1 cknaga Childhome cocrosnoch B
auBape 2019 ropa, a BcA npoaykuma
noctynuna B cepefmnHe dpespans. Pac-
CKa3blBaeT Bnagenel komnaHuy CredaH
AepTc: «Mbl nolyyaem MHOTO 3anpocos
Ha HaLy npoaykumto u3 CoenHeHHbIX
LLITaTOB. TO CIOXKHBIN PLIHOK, 1 Mbl C
VHTEPECOM JeM pe3ynbTaToB».

edaf
expands
1Nto new

arehouse

ﬁ
D

engineering company consulting on
the project has been so proud of the
development that they are using the
BeSafe site in their own marketing
and promotion.

With two major new car seat
launches, four significant upgrades
and numerous new car seat acces-
sories in 2019 the brand, owned by
HTS, is confident the growth is set
to continue.

PeSafe pacIliupgeT CROM CKJIAlb

HakaHyHe Poxpgectsa 2018 roga kKomnaHus BeSafe nepeexana B HoBbI, crie-
LIManbHO MOCTPOEHHbIN CKNag, YToObl NoafepKaTh CBOV HEMPepbIBHbIN POCT,
KOTOPbI 3TOT HOPBEXCKMIA BpEHS MOKa3blBaeT B TeYeHMe NoceaHnx 8 neT.

HoBblii cknag B nATb pa3 6onblue npexHero 1 06cnyxmBaeT 60NbLINHCTBO
KpYMHbIX €BPOMeNCKIX CTpaH, NpeacTaBnssn coboil camble COBPEMEHHbIE TEXHOMO-
TV XpaHeHus, ynpaBneHus 3anacamm n skcnnyatauumn. CrpoutenbHasa KOMNaHus,
KOHCynbTUpytoLas BeSafe no gaHHOMY MPOEKTY, HACTONbKO rOpANTCA Pa3paboT-
KOW, 4To ncronb3yeT calT BeSafe ana cobcTBEHHOrO MapKeTUHra 1 NPOABYKEHNA.

2%



Build

your business.

TOYS MILANO, THE EVENT FOR TOY PROS, IS BACK.

There's room for toys of all kinds at the 4th edition of Toys Milano. It's the must-attend event for toy
industry professionals — a meet-up opportunity designed to stream new energy into the business of toys,
paper goods, Carnival and parties. And there's more: Toys Milano 2019 launches Bay-B, the new area
dedicated to baby gear and child safety. Join us! Don't miss out on tons of golden opportunities.

6 -7 May 2019 MiCo - Milano Congressi
FOURTH EDITION

S sl 195 miLano

_.--"___"--._______‘_ - - - - -
o oocamote. P359CI0carron  toysmilano.it Quando 1l gioco si fa serio.
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Director of Kimberly-Clark for Centrol and Eastern AV FY 3y

_ i H . BULEC MPOCINACHT
Furope - about thgst.r.ot@gg of entering the Russian  CHEDOANHOT AMDERTOD PEIOND
market, the responsibility for each manufactured LenTpansHas u boctouras Esporia

product and the education of valuable personnel. KumbepanKaapx - o crpatenn exoaa
HO POCCNNCKINM ObIHOK, OTBEZTCTBEZHHOCTU
30 KAXABI MPOM3BEACHHDIN MPOAYKT

W BOCHNTAHNM LICHHbBIX KOADOB.

Authors:
Ekaterina Aksyonova, managing editor of ‘Parents’ Choice’ magazine,

J
Tatiana Butskaya, publisher of ‘Parents’ Choice’ magazine I I O C Ty n a M
ONE OF THE MAIN TASKS THAT WE'VE . I-I p a B VI J-I b H O °

SET FOR OURSELVES BY PUBLISHING )

THE ‘PARENTS’ CHOICE' MAGAZINE, IS ]

TO FAMILIARIZE EUROPEAN AND ASIAN > (@

ENTREPRENEURS WITH THE MECHANISMS C L d

OF BUSINESS OPERATIONS IN RUSSIA. — — j .
THE INVESTMENT ATTRACTIVENESS OF

THE REGION DIRECTLY DEPENDS ON HOW ONHA 113 OCHOBHBIX 3ATIAY, ATITIAPATOM, BEPUTB JTH
FOREIGN COLLEAGUES SEE RUSSIANS: KOTOPBIE MBI CTABYM TEPEL CITYXAM 0 HETIOBOPOT/IMBON

IS IT DIFFICULT TO INTERACT WITH THE COBOYL, BBITTYCKAA JKYPHAT BIOPOKPATIYECKON MATIVHE?
STATE STRUCTURES, SHOULD YOU TRUST PARENTS' CHOICE - 310 MOXHO JTY TIOCTPOUTE

THE RUMORS ABOUT A CUMBERSOME 3HAKOMCTRO EBPOTIEVICKUX I TIPEIPUATUE TOMTHOTO [TUKTTA
BUREAUCRATIC MACHINE? IS IT POSSIBLE ASUATCKUIX TIPENTIPYHUMATENER  C HYJIA, UCTIONB3YA MECTHBIE
TO BUILD A FULL-CYCLE ENTERPRISE C MEXAHU3MAMI, TI0 KOTOPBIM ~ PECYPCEL B IIEPBYI) QUEPED,
FROM SCRATCH USING LOCAL RESOURCES, OYHKIUOHVPYET BUSHEC B KATIPOBBIE? O TOM, KAK

FIRST OF ALL, HUMAN RESOURCES? THE POCCUU VIHBECTUIMOHHAA CTPOMTICS 3ABOI KUMBEPIIH-
MANAGING DIRECTOR OF KIMBERLY-CLARK TIPVIBIIEKATE/IBHOCTE PETUOHA  KJTAPK B CTYIIMHO, PEIAKIIMH
FOR CENTRAL AND EASTERN EUROPE HATIPAMYIO 3ABUCHT OT TOTO, PARENTS' CHOICE PACCKA3ATT
DMITRY GUZUN TOLD THE PARENTS'CHOICE KAKVIMY POCCUAH BUIAT TEHEPAJTBHBIN IVPEKTOP
EDITORS ABOUT HOW THE KIMBERLY- VHOCTPAHHBIE KOJITETH PETMOHA TIEHTPAJIBHAL 1
CLARK FACTORY WAS BUILT IN STUPING, TAKENO T B3AUMONIENCTBOBATE  BOCTOYHAA EBPONA KUMBEPIIY-
MOSCOW REGION. C TOCYIAPCTBEHHBIM KJTAPK JIMUTPUIL TY3YH.
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- The first stage of the plant was
launched in 2010. How much or less
favorable was the investment climate
in Russia for a foreign investor in
Russia then, compared to today?

- This year, Kimberly-Clark cel-
ebrates 23 years of work in Russia. It
all started with a small office, then for
several years we have been seriously
developing, and 9 years ago we decid-
ed to build a plant. This suggests that
the Russian market has a big potential,
primarily in terms of the size of the
country, the number of mothers and
children. The investment climate is
improving, definitely, after 10 years we
can observe a great progress. Moreo-
ver, a Russian mother is very “premi-
um’, she wants to give her child the
best. Since one of the world’ leading
manufacturer of products for chil-
dren’s hygiene with the highest quality
standards, this approach, of course,
resonates with our vision to “Lead the
World in Essentials for a Better Life”.

- Why was such a decision made -
to start production here?

- I have been working in the com-
pany for more than 12 years and I was
part of the team that was engaged in
the opening of the plant. I can say that
we had no doubts whether to open
production here in Russia or not. After
9 years, we are increasingly convinced
that this investment decision was cor-
rect, because it allowed us: a) to launch
innovations on the Russian market

Wnterview

faster; b) to develop the market and
create new workplaces. We are one of
the major taxpayers in the Stupino dis-
trict, we have created about 400 work-
places, we support a local community.

- Why did you choose Stupino?

- We were far from being among
the first in the Stupino district, which at
that time was already known for a large
number of foreign investors. When we
were looking for the space, we paid at-
tention to many factors: the population
density, which, as we know, is higher in
the central part of Russia, the availability
of qualified technical personnel, logis-
tics routes, communications, proximity
to Moscow, major transportation hubs,
support of the local administration.

- Did you get any help? How did
you interact with local authorities?

- Of course, local authorities helped
us. The administration of the city of
Stupino and the Stupino district active-
ly interacted with us, and we still keep
collaborating, we are constantly work-
ing with the Moscow region, last year
we invested in expanding production
capacities, and are planning further
steps in this direction.

- What exactly was this support?

- When an investor comes to a new
market, he does not know much. It is
very important when you have some-
one to ask for information and that was
exactly the support local authorities
provided us with.

2

- MepBas ouepefb 3aBofa Gbina 3anyuieHa B
2010 ropy. Hackonbko 6onee nunn meHee 6naro-
NPUATHBIM ANA UHOCTPAHHOTO MHBECTOpPa Gbin
NHBECTULMOHHDbIN Knumart B Poccun Torga, no
CpaBHEHUIO C CErOAHALIHUM AHeM?

- B atom rogy Knmbepnu-Knapk otmeuaet 23 roga
B Poccun. Bce HaumHanoch ¢ HebonbLLOro NpeacTa-
BUTENbCTBA, 3aTEM B TEUEHVIe HECKOMbKMX N1eT Mbl Ce-
pbe3HO pa3BMBaNNCh 1 9 NET Ha3af PeLUVNV NOCTPOUTL
3aBOf. 2TO FOBOPUT O TOM, YTO POCCUNCKII PbIHOK —
BbICOKO MOTEHLMasbHbIIA, B NEPBYI0 0Yepefb, C TOUKM
3peHunsA pas3Mepa CTpaHbl, KONMYeCTa Mam 1 AeTeN.
VIHBECTMLIMOHHbIN KNMAT yNyYLUaeTcs, OfHO3HAUYHO,

1 crycTa 10 fieT Mbl MOXKeM HabmoaaTb GONbLLON MpPo-
rpecc. Kpome TOro, poccuiickas Mama OueHb «rpemit-
arnbHas», OHa XoueT JaTb pebeHKy NyJllee. A MOCKONbKY
Mbl ABNIAEMCA OfHUM U3 BeAYLLVX MPOBbIX MPOK3BOAN-
Teneln TOBapoOB 1A AETCKOW rmrieHbl C CaMbIMI BbICO-
KM CTaH[apTamu KauyecTBa, 3TOT NOAXoA, 6e3ycnoBHo,
PE30HMpPYET C Hallem BUAEHNEM «MOBbILLATb Ka4eCTBO
XV3HV Ntoaeit bnarofaps HaLUM MPOZYKTamy.

- Mouemy 6b110 NPUHATO TaKoe pelleHue - oc-
HOBaTb NPOM3BOACTBO 3/eChb?

- fl paboTato B KomnaHuy 6onee 12 neT 1 cam AB-
NANCA YaCTblO TON KOMaHAbI, KOTOPas 3aHMManacb
OTKpbITEM 3aBofa. Mory ckasaTb, UTO Y Hac He 6binio
COMHEeHWI, OTKPbIBATb /I MPOW3BOACTBO 34€eCh, B
Poccum. Mo npoluectBum 9 net mbl Bce 6onblue yoex-
[aeMCs, UTO 3TO NHBECTULOHHOE peLleHue Gbiio
BEPHbIM, MOTOMY YTO OHO MO3BONMNO: a) BbiCTpee 3a-
MnycKaTb MIHHOBALM Ha POCCUIACKOM PbIHKe; 6) pa3Bu-
BaTb PbIHOK, 1 KOHEYHO, CO3AaBaTb HOBble paboume
mecTa, Mbl ABAAAEMCA KPYMHbIM HanoronnaTenbLyikom
B CTYMUHCKOM paiioHe, co3fanu nopszka 400 pabo-
YMX MECT 1 MOAJEPKMBAEM JIOKANIBHOE KOMBIOHUTH.

- Mouemy Bbi6panu nMeHHO CTyNMHO?

— Mbl npyLwNy faneko He B Yncnie NepBbIX B CTYMWH-
CKI PaiioH, KOTOPbIN Y3Ke Ha TOT MOMEHT 6bl M3BECTEH
60/1bLLVM KOMNYECTBOM VHOCTPAHHbBIX MIHBECTOPOB.
Korga Mbl nckanu nnoLwagKy, obpallani BHAMaHVe Ha
MHOXeCTBO (aKTOPOB: MIIOTHOCTb HACENEHNIS, KOTOpas,
KaK M3BECTHO, BblLLE B LIeHTpanbHoi nonoce Poccum, Ha-
Nnume KBanMOULMPOBAHHOIO NepCoHana TEXHUYECKIX
CneLmanbHOCTel, Hanuuye NOrUCTUYECKIX NyTel, Kom-
MyHUKaLWiA, 6m130CTb K MOCKBE, KpyMHbIE TPAHCMOPT-
Hble y3/1bl, NOLAePMKKa MECTHOW aAMUHNCTPALMN.

- Bam nomoranu? Kak npoucxoguno s3anmo-
AelicTBUE C MeCTHbIMU BRacTamn?

- besycnosHo, Ham nomoranu. AMUHMCTPaumA
ropoga CTynvHO 1 CTYMUHCKOTO palioHa akTUBHO C
HaM B3aMMOZENCTBOBaNa, U 3T0 MPOAOIKAETCA, Mbl
NOCTOAHHO COTPYAHMYaeM ¢ MOCKOBCKOI 06/1acTbio,
B MPOLUIIOM FOAY Mbl IHBECTUPOBANY B PacLUipeHre
NPOU3BOACTBEHHBIX MOLHOCTEN, 11 NAaHUPYeM Aanb-
HeMLWKe Warn B STOM HarnpaBieHuN.

- B yem nmeHHoO Bblpaxaertca 3Ta noaaepKKa?

- Korpa nHBecTop npuxoguT Ha HOBbIN PbIHOK, OH
MHOTrOro He 3HaeT. OueHb BaXKHO, Koraa y Te6s ecTb, K
KoMy 06paTnTbCA 3a MHPopMaLmeir, MecTHble BnacTy
Ham OYeHb NOMOrasnu B 3TOM OTHOLLEHUW.



- What legislative requirements
of the Russian Federation did the
Kimberly-Clark management face
when starting construction? Have
any of them changed over the past
decade?

- When we arrived at Stupino,
it was a total greenfield, the edge
of the forest, a road and a huge
plot bought by Kimberly-Clark.

We built everything from scratch:
roads, basement, communications.
We built production floors, brought
machinery and speeded it up to the
desired capacity. The process took
about three years. I am not a lawyer
so I cannot say what specific changes
in legislation have occurred over all
these years but I can say for sure that
each of our next expansion stage was
easier than the previous one.

We did not know everything at
the beginning of our journey, but,
on the other hand, the country has
been developing and changing all
this time. We are clearly moving
forward on schedule, we start each
production line on time.

- However, you never know
what obstacles could appear if the
land had to be rented.

- Here I would suggest to make
opinions based on particular business
cases as well. Rent itself can be very
different: short term or long term,

Wnterview

I do not think that this factor is of

major importance. Based on our ex-
perience (and we have entered many
markets, including the CIS coun-
tries), I can say that initially an entre-
preneur should answer the questions
like “Do I have a market for sales?”;
“How will I enter the market?”; “Will
it be local production or imported
goods?”; “Do I have a winning prod-
uct” and so on. Land is just one of the
items from the checklist. Acquisition
or rent - it depends on the particu-
lar business model and on what you
want to achieve.

- Tell us about the procedure
for the certification of Kimber-
ly-Clark products. What are the
requirements, for example, for the
certification of diapers? What in-
stitutions you need to go through
and what documents need to be
collected and assured? When you
launch a new product - does it fit
the existing standards, or do you
do something new every time?

- We are a global company and
are present in 175 countries of the
world. Certainly before the prod-
uct gets to the shelf, it passes a long
way. First, we test each supplier of
materials the product is made of, so
that there is not the slightest risk to
consumer safety. In addition, at the
stage of prototyping (design approv-

28

- C KaKUMM 3aKOHOofaTeNIbHbIMU Tpe6oBaHuaAMuY PO
CTONKHYNOCb pyKoBoAcTBO «Knmbepnu-Knapk», Haum-
HaA cTpouTenbcTBo? Kakue-To M3 HUX M3MEHUANCH 3a
npouwlepuiee agecatunerne?

- Korga mbl npuwwnu B CTynnHo, 310 6b1710 abConoTHO
rofioe nore, KOTOPOe Mbl HasbiBanyu greenfield - onywka ne-
ca, ;opora v OrPOMHbIiA y4acToK. CTpOUnNCh C HynsA: LOPOry,
dyHaameHT, NoABoOA KOMMYHUKaLuiA. Bo3soamnm Lexa, nog-
BO3NV1 060PYAOBAHME U PA3rOHANY Er0 A0 HYXKHOI CKOPO-
ctn. Mpouecc Anmnca nopaaka Tpex NeT. fl He PUCT U KaKne
KOHKPETHO U3MeHeHUA B 3aKOHOAATENbCTBE NPOU3OLLAN 33
BCe 3TV rofibl Ha3BaTb HE CMOTY, HO TOUYHO MOTY CKa3aTb, YTO
KaXnblid HaLl mocnefyowii 3Tan paclupeHns NPOXoAuT
nerye, yem npefblAywmiA. Mbl He Bce 3Hanu B Havane Halue-
ro NyTH, HO, C APYroii CTOPOHbI, U CTPaHa BCe 3TO BpeMA pas-
BMBanachb U MeHsanacb. Mbl yeTko ABUraemcs no rpaduky u
KaXnayto MPOU3BOACTBEHHYIO ouepe[ib 3arnycKaem BOBPeMs.

- OfiHaKo, HeM3BEeCTHO, KaKue Gbl MO/ NOABUTLCA
npenoHbl, ecnu 6bl 3eMAio NPULLIOCh apeHAoBaTb.

- 3pecb 5 Obl NPeANOXIN OTTANKNBATLCA TaKxKe OT bu3-
Hec-Kelica. ApeH[ia MOXeT GbITb OUeHb Pa3HOIA: Kak KpaTKo-
CPOYHON TaK 1 AONrOCPOYHOIA, Ai HE CYNTaI0, YTO STOT PpakTop
MMeeT pelLatolliee 3HaueHme. Micxofa 13 cBoero onbita (a Mbl
BbIXOAUN Ha MHOTUE PbIHKY, B TOM uncne, CHI), mory cka-
3aTb, YTO U3HAYaNbHO NPeANPUHUMATENb JOMKEH 3aAaTbCA
BOMPOCOM «a €CTb /I y MeHsA CObIT?», «Kaknm 0bpasom A
OyAy BbIXOAUTb Ha PbIHOK?», «ByAeT 3TO NIoKanbHOe Npomn3-
BOACTBO WAV UMMOPT?», KMMEETCA SN Y MeHA NPOLYKT-nobe-
AVTenby 1 TaK Janee. 3emnsi — 3T0 BCETO JMLUb OAWH W3 MyH-
KTOB uek-nucTa. MprobpeTeHne nnu apeHia — 3To 3aBUCUT
OT KOHKPETHOI B13HeC-MOAEeNH, OT TOFO, Yero Tbl XOUellb
LOOCTUTHYTb.

- PacckaxuTe o npoueaype ceptudmrkauum npoayK-
umu «<Kumbepnu-Knapk». Kakne Tpe6oBaHus cywecTsy-
10T, K NpuMepy, AnA cepTudmnKaymn noarysHnkos? Kakne
VNHCTaHLMW HYXKHO NPOIATU 1 KaKune AOKYMeHTbl Heo6Xxo-
Aumo cobpartb U 3aBeputb? Korga Bbl 3anyckaeTe HOBbIIA
NPOAYKT - OH YKNafbIBaeTCA B Te e CTaHJapTbl, YTO U
6bInK, NN Bbl KaXKAblli pa3 fienaete YTo-To HoBoe?

- Mbl sBnAeMca rnobanbHoi KoMMNaHuel 1 NprUcyTCTByem
B 175 cTpaHax mupa. besycnosHo nepep Tem, Kak NpoayKT
OKaXKeTCA Ha MOJKe, OH NPOXOAMUT OFPOMHbIN NyTb. CHavana
Mbl TECTUPYEM Kax[0r0 MOCTaBLLMKa MaTepuasnos, 13 KOTo-
PbIX MPOW3BOANTCA NPOLYKT, YTOObI He BbINO HU Maneiwero
pucKa ans 6esonacHoCTU notpebutens. Kpome Toro, Ha
3Tane co3faHuA NpoToTMNa (YTBEPXKAEHNA AMU3aliHa) Halu
HOBbIE MPOAYKTbI CHauana NPoOXoAAT MHOTOYPOBHEBOE Te-
CTMpOBaHue BHyTpU «Kumbepnu-Knapk» Ha cooTBeTCTBIE
rno6anbHbIM cTaHAapTam. KOHEUHO, B KaX IOV CTpaHe MOryT
ObITb CBOU TpeboBaHws, npogyKuus u3 CTynuHo, HanpumMep,
npopaetca B ctpaHax CHI n EBponbl, An3anH yTBepxaaeTca
C YYeTOM BUAEHUA 3TUX CTPpaH. locne yTBepKaeHUs npoTo-
TMNa NPOAYKLMA NPOXOANT TECTUPOBAHUE Ha COOTBETCTBIE
TexHuueckomy PernameHTy TamoxeHHoro coto3a «O 6e3-
0MacHOCTY NPOAYKLMY, NpeAHa3HauYeHHO ANA AeTel 1 Nog-
POCTKOBY, KOTOPbI ABMAETCA OCHOBHbBIM PEryNupYIoLLM
LOKYMEHTOM B 3Tol cdepe, 3a 3T0 0TBevaeT cnyxba Pocro-
TpebHag3opa. Ytobbl nonyunts cepTrduKar, Mbl obpataem-
€A B Cneumann3npoBaHHyto nabopatopuio, KoTopas nmeet
COOTBETCTBYIOLLME TEXHONOTN 1 HaBbIKN.



al), our new products first pass mul-
tilevel testing inside Kimberly-Clark
for compliance with global stand-
ards. Of course, each country may
have its own requirements, products
from Stupino, for example, are sold
in the CIS countries and Europe,
and the designs are approved tak-
ing into account the vision of these
countries. After the approval of the
prototype, the products are tested
for compliance with the Technical
Regulations of the Customs Union
«On the safety of products designed
for children and adolescents»,
which is the main regulatory doc-
ument in this area, the ‘Rospotre-
bnadzor’ (The Federal Service for
Supervision of Consumer Rights
Protection and Human Well-Being)
is responsible for this. To obtain a
certificate, we apply to a specialized
laboratory, which has the appropri-
ate technologies and skills.

- What laboratory do you usu-
ally work with? The fact is that
recently there have been frequent
cases of exposure of unscrupulous
organizations that, without having
their own laboratory, issue quali-
ty certificates for products. What
measures are you taking to avoid
such troubles?

- One of the principles of Kim-
berly-Clark is: «Always do things
right”. The company has existed for
145 years, we have been in Russia
for 23 years, and I always tell our
employees that we did not come
here for a year or for two, but we
came for decades, so cutting corners
and making compromises - this is
all unacceptable for us. Our con-
sumer means everything for us. We
have a special function that deals
with certification and compliance
issues, top-level professionals work
there and they monitor these pro-
cesses. To get the confirmation of
conformity of our products, we
cooperate with several laboratories
that are accredited to conduct tests,
but mainly this is the laboratory of
the Kolomenskoye Certification and
Monitoring Center. Since July 2018,
test reports for this type of product
(diapers) are necessarily uploaded
to the web-site of the ‘Rosakkred-
itatsiya’ (The Federal Service for

Wnterview

accreditation) at the moment of reg-
istration of the declaration of con-
formity and are freely available, they
can be easily read. Thus, we interact
with two controlling organizations

- ‘Rospotrebnadzor’ and ‘Rosak-
kreditatsiya.

- How can parents understand
that they are buying exactly your
original and authentic products?

- We transfer all the documen-
tation for all our products to each
distribution network and to each
store with which we cooperate. If
the consumer has any questions,
they have the right to ask for a cer-
tificate. When studying it, you need
to pay attention to the label where
the name and address of the manu-
facturer, the coordinates of the place
where the product is produced, the
date of production are indicated.

- Have you come across cases of
fake Huggies?

- In Russia, we have a well-es-
tablished process of control. There
are mechanisms to protect copy-
right holders. Kimberly-Clark, as
the owner of the brand Huggies,
monitors the correct use of the
brand. In addition, our diapers and
panties are the only ones in the
world to have a Disney license, this
is our hallmark. When we create a
diaper, we configure it in a well-de-
fined way. I can not name a proved
case of counterfeiting our products.

- Being a manufacturer of sin-
gle-use products, do you think
about ecology in an applied sense?
After the diapers are disposed of,
they decompose for a hundred or

- C kakoi nabopaTopueii Bbl coTpyaHuyaerte? [leno B
TOM, YTO B NOCNeHee BpeMs y4acTuInchb cnyyam paso-
6naueHna He,O6POCOBECTHDIX OpraHU3aLuii, KoTopble,
He nMes cob6cTBeHHOI nabopaTopuu, BbiAAlOT cepTudu-
KaTbl KauecTBa Ha npogykuuio. Kakue mepbi Bbl npegnpu-
HUMaeTe, YTo6bl N36€XKaTb NOAOGHBIX HENPUATHOCTEN?

- OpuH 13 npuHUMnos Kumbepnu-Knapk 3ByyuT Tak:
«Bcerga noctynarn npasunbHO». KoMnaHuaA CyllecTByeT yxe
145 neT, 23 roaa Mbl paboTaem B Poccuu, 1 5 BCeraa roBopto
HaLUMM COTPYAHMUKAM, 4TO Mbl MPULLAN CIOfa HE Ha rof, He
Ha [1Ba, @ Ha AeCATUNETUA, NO3TOMY Cpe3aTb Yrbl, UATU Ha
KOMMPOMMCCbI — 3TO BCE 1A HAaC NPOCTO HejonycTumo. Io-
TpebuTenb — Halue Bce. Y Hac ecTb crieyuanbHas cy6a,
KOTOpas 3aHMaETCA BONPOCcamm CepTUPMKaLmm 1 COoT-
BETCTBUA, 1 TaM paboTatoT NpodeccnoHarnbl BbICOYaLLero
ypoBHsA. [pn npoBefeHN NOATBEPKAEHNA COOTBETCTBUA
Hallel NPOAYKLMM Mbl COTPYAHNYAEM C HECKONbKMMI N1abo-
paTopUAMU, UMELLMMU aKKpeauUTaLmIo Ha NpoBefeHe Uc-
MbITaHWiA, HO, B OCHOBHOM, 3T0 Nabopatopmsa KonomMeHcKoro
LleHTpa Ceptudmkaumm n MoHUTOpYHra.

Cuona 2018 roga NPOTOKONbI UCMbITAaHWI NO JaHHOMY
BUZY NPOAyKUMM (MOArY3HMKI) B 0653aTe/IbHOM NopsfKe
MOArPYKAKTCA Ha CalT PocakKpeAMTaLMy B MOMEHT peru-
CTpauum feknapaLmy 0 COOTBETCTBIMN 1 HAXOAATCA B CBO-
60AHOM JOCTYe, C HAMI 6€3 TPy[a MOXHO 03HAKOMUTHCS.
TaknM 06pa3om, Mbl B3aUMOLENCTBYEM C 1BYMS MHCTAHLUSA-
mu — PocrniotpebHag3opom 1 Pocakkpegutauueil.

- Kak pogutenu MoryT noHATb, YTO OHWN NOKYNaloT
MMEHHO Ballly YeCTHYI0 NpoAYKLuio?

- Mbl nepefiaem BCto JOKYMEHTALIMIO Ha BCE HaLLW MPo-
BYKTbI B KaX/jyt0 TOProBYytO CeTb 11 B KaXAbliA MarasuH,
KOTOpbIM COTpyAHMYaeM. Ecin y nokynatens BO3HuKaloT BO-
MPOCbI, OH BMpaBe NonpocuTb cepTudmkar. Mpu ero nsyye-
HUM HY>KHO 0BPATUTb BHUMAHWE Ha MapPKUPOBKY, B KOTOPOIA
yKa3aHbl HaMEHOBaHVe 11 afpec NPOV3BOAMNTENS, KOOPAN-
HaTbl MecTa, FAe NPom3BefeH NPoayKT, AaTta NPoV3BOACTBA.

- Bbl ctankuBanucb co cnyvaammn noggenku Huggies?

- B Poccui y Hac XopoLuo oTaxeH NpoLecc KOHTPOnA.
EcTb MexaHM3Mbl 3aLLuTbl NpaBoobnagateneit. Kumbepnu-
Knapk, kak Bnageney, 6peHaa Huggies, otcnexwvsaet npa-
BUNIbHOCTb MCMOMb30BaHA TOProBoOl Mapku. Kpome Toro,
TOJIbKO HaLLM NOATY3HUKIA U TPYCUKI €AUHCTBEHHbIE B MUPe
UMeEIoT nueH3wio Disney, 3To ABNAETCA OTANYNTENBHON Yep-
TOW. fl He MOry Ha3BaTb NOATBEPXKAEHHbIX Cly4aeB NOAAENKM
HaLuen NpoayKuum.
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more years. Perhaps there is a de-
partment in Kimberly-Clark that
develops instant recycling tech-
nologies?

- Kimberly-Clark has a pro-
gram for sustainable, long-term
development. It concerns the use
of energy, water, natural resources,
ranging from replacing materi-
als with more sustainable ones to
recycling our products. In each
of these areas there are initiatives
that many people are constantly
working on.

K-C has been focused on how
best to recycle diapers for some
time. For example in New Zealand,
Huggies partnered with Enviro-
comp sponsoring the first commer-
cial diaper compost facility, which
combines diapers with green waste
to make compost that can be used
in commercial gardening and land-
scaping.

In Brazil, we are piloting an-
other diaper recycling operation
using reverse logistics to collect
used diapers at daycare centers in
Sao Paulo and turn them into oth-
er products.

Production wastes of the Stu-
pino plant are not placed on land-
fills. Industrial waste is divided
according the types of materials
(like polymeric materials and cel-
lulose) and is transferred to third
parties for use as secondary raw
materials.

In addition, even in our office,
we are guided by the principle of
little steps everywhere - we organ-
ize centralized collection of batter-
ies, use paper cups instead of plastic
ones, and so on.
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- How do Kimberly-Clark’s
corporate principles work in Rus-
sian team? Perhaps some of them
had to be changed a little or new
principles were set? Are there any
unique traditions?

- In Stupino, we have a very
engaged team. Every two years we
conduct an engagement survey to
receive a feedback on what peo-
ple like in the company and what
should be improved. We then in-
volve our staff to embody all the dis-
cussed wishes and suggestions. Plus,
we have an excellent development
program for employees - there is a
college in Stupino for training our
team where we teach and educate
our personnel. The company aims
to ensure that people acquire new
skills and grow professionally. We
have a lot of successful examples
of both «exporting» and «import-
ing» employees, often people from
Russia go to other countries for
example to set up commissioning
facilities. These rotation oppor-
tunities are very motivating. Our
employees recommend the Stupino
mill to their relatives and friends as
a promising workplace, where you
can develop a lot of skills, ranging
from foreign languages to technical
competencies. Sharing experiences
is also an integral part of the Kim-
berly-Clark culture.
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- byayun npousBoauTenem ofHOPa30BOI NPOAYKLMY,
Aymaerte nu Bbl 06 3konornu B npuknagHom cmbicne? Mo-
Cne Toro, Kak MoArysHuKMN yTWinsmnpyiot, OHN pa3narator-
cA B TeyeHMe cTa unu 6onee net. BoamoxkHo, B Kumbepnu-
Knapk cywwecTByer otgen, KOTopblii 3aHUMaeTcs
pa3paboTKoii TexHonoruii MrHOBEHHON yTununsauum?

- B Kumbepnu-Knapk ectb nporpamma ycToitunsoro,
[0AroCpoYHOro pa3suTtua. OHa KacaeTcs 1Cnob30BaHNA
3Hepruy, Bofbl, MPUPOLHBIX PECYPCOB, HAUMHAS OT 3aMeHbl
MaTepuanoB Ha 6osee SKONOrMYHbIE, 3aKaHUYMBasA MOBTOP-
HO NepepaboTKoi Hallel NPoAYyKLMW. B Kaxaom 13 aTnx
obnacTeil eCTb MHALMATWBBI, HAl KOTOPbIMM MOCTOAHHO TPY-
OATCA MHOXeCTBO fliofjeit.

K-C y»e fOBONbHO NPOAOMKUTENBHOE BpeMA paboTaeT
Hafj TeMOW yTuAmn3aumm noarysHunkos. Hanpumep, B Hosoi
3enanann Xarrv3 ABnAeTCA napTHepoM Envirocomp v Bbl-
CTyMaeT COHCOPOM MepBOi KOMMePUECKO NOoLaZKM Mo
3rOTOBSIEHUIO KOMMOCTA 113 NOATY3HUKOB 11 OTXOLOB 1eCO-
pa3paboToK, KOTOPbI MOXET ObITb B Ja/lbHeNLEM UCMONb-
30BaH [/ NPOMBbILLJIEHHOTO CAJOBOACTBA U NlaHAWAGTHOrO
nv3aiHa.

B Bpa3unum Mbl 3anycTuim ele oauH NPOeKT No yTu-
nn3aLmn: Mbl CO6MPaEM NCMONb30BaHHble MOAFY3HUKN B
neTcknx cafax CaH-Tlayny u oTnpaBnsem ux B nepepaboTky
ONs AaNbHENLLEro NCNob30BaHWA B MPOV3BOACTBE APYTX
NPOJyKTOB.

OTxopbl NPOM3BOACTBA CTYMUHCKOTO 3aBOfJa He pa3me-
LAKTCA Ha nonuroHax. [Mpon3BoacTBeHHbIN 6pak paspenset-
€A MO BYaM MaTepuanos (Hanpumep, NoNMMepPHble MaTepu-
anbl, Lennionosa) 1 nepefaeTca B CTOPOHHME OpraHn3aLmm
[N UCMOMb30BaHMA B KaueCTBe BTOPUYHOTO CbIpbA.

Kpome Toro, faxe B Haluem oduce Mbl pyKOBOLCTBYEMCA
npuHumnom little steps everywhere (ManeHbkumMy Wwaramm
K 60NbLLOI Lienn)- opraHr3yem LeHTpann3oBaHHbIn coop
6aTapeek, Ucnosnb3yem 6ymakHble CTakaHUMKI BMECTO Mna-
CTUKOBBbIX, 1 TaK Jarnee.

- Kak pa6otaloT KopnopaTnBHble npuHLunbl «<Kum-
6epnun-Knapk» B KonnekTnee poccnsaH? BoamoxHo,
KaKune-To 13 HUX NpULLIOCb HEMHOTO N3MEHUTb NN BBe-
CTu HoBble? ECTb N yHMKanbHble Tpaguuumn?

- B CTynnHO y Hac oueHb CiaxeHHbI KonnekTmB. Kax-
[ble [1Ba rofa Mbl MPOBOLUM UCCNE[0BAHE BOBIEYEHHOCTH,
rnony4aem o6paTHyt CBA3b — YUTO HPABUTCA COTPYAHMKAM,

a KaKvie MOMEHTbI XOTeNoCh Obl yyuLwnTb. 3aTem Mbl Npu-
BNeKaem COTPYAHVKOB NS NPETBOPEHNSA STVX MHNLMATIB B
XM3Hb. [110¢, y HaC 0TNMYHaA Nporpamma pa3sutua — B CTy-
MHO GYHKLMOHUPYET KONNea A/1A NOBblLEeHNA KBanuu-
KaLum coTpyAHMKOB. KomnaHua HaleneHa Ha To, 4tobbl Nito-
IV MONyYany HOBbIE HABBIKY U ieNanu Kapbepy. Y Hac ecTb
MHOECTBO YCMELLHbIX NPUMEPOB PenoKaLni COTPYAHNKOB,
yacTo ntofen 13 Poccum HanpaBnAoT pa3BUBaTb MHOCTPAH-
Hble PbIHKM, @ COTPYAHMKOB 3aBOAa, HanpuUmep, HacTpau-
BaTb NMYCKO-HaNaKy, 0CBarBaTb HOBbIE MOLYHOCTM Ha UHO-
CTPaHHbIX NPON3BOLCTBAX. T POTALMOHHbBIE BO3MOMXKHOCTM
0YeHb MOTVBHPYIOT. Halum coTpyaHMKN peKoMeHAYIoT 3aBog,
CBOMM POLCTBEHHMKAM 1 APY3bAM KaK NepCreKTBHOE Me-
CTO PaboTbl, FAe MOXXHO MOJTyYUTb MHOKECTBO HaBbIKOB, Ha-
YMHasA OT NHOCTPAHHBIX A3bIKOB, 3aKaHUMBaA TEXHNYECKMM
KomneTeHUAMU. OBMeH ONbITOM — 3TO Take HeoTbeme-
Mas YacTb KynbTypbl Kumbepnu-Knapk.
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XKYPHAJ1 PARENTS’ CHOICE B ONLINE-BEPCUUN - 3TO:
VHTepBbIO C NepBbIMM IMLamMK rnobasnbHbIX 6peHoB

TpeHAbl NOKynaTenbCKoOM aKTUBHOCTY, MOAKPEneHHble
peanbHOM CTaTUCTUKON

HoBoctun pOCCVIVICKOI'O N MeXAYHapOAHOro pblHKa AETCKUX
TOBapoOB N ycnyr

MocTosAHHO 06HOBNAEMbI KaneHOaapb OTPac/ieBbIX BbICTaBOK
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THE PEOPLE'S PRIZE IS ONE OF THE FIRST PRO-
JECTS OF THE ‘PARENTS' CHOICE  ANALYTICAL
CENTER. THE FIRST OPEN VOTING FOR THE BEST
PRODUCTS FOR CHILDHOOD AND MOTHERHOOD WAS
ORGANIZED BY TATIANA BUTSKAYA IN 2015. BY THAT
TIME THERE WERE VARIOUS AWARDS IN THIS AREA,
BUT THEY DID NOT REFLECT AN OBJECTIVE ASSESS-
MENT OF CHILDREN'S GOODS BY THEIR PARENTS.
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From the very beginning, the main distinction of the
‘Parents’ Choice Award’ was a special approach to determin-
ing the composition of voting participants. Manufacturers
do not need to pay any fees in order to be mentioned in the
questionnaire, the decision about who is the best in the mar-
ket is made by the consumer, that is, the parents themselves
name the brand they use most often and are willing to rec-
ommend.

This year, respondents were offered an exhaustive list
of manufacturers in each category, and also were given the
opportunity to specify a brand not mentioned in the list.
This was done so that parents could remember the name of
a manufacturer if, for example, they made a purchase a long
time ago or spontaneously. In 2019, voting within the frame-
work of the People’s Rating ‘Parents’ Choice’ started on Jan-
uary the Ist, and, by the time this issue was released, we cal-

culated, analyzed and discussed the results in 4 nominations.

Here we want to share with you figures that reflect the latest
trends in consumer behavior.

The long-term success of the award showed that the plat-
form of the People’s Rating ‘Parents’ Choice’ can be used as
a powerful information and analytical tool - for this reason,
the questionnaire included questions that allow not only to
calculate which brand leads in one category or another, but
also draw the conclusions why. In addition, we received a
kind of ‘portrait’ of our audience - we know and can tell you
who makes purchases and moves the industry of children’s
goods forward today.

The main audience of the ‘Parents’ Choice’ are parents,
aged from 25 to 34 years old.

Approximately 60% of them are currently raising one child.

About 18% expect a second child to appear
in the family soon.
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POIHAA [TPEMUA — OIH U3 TTEPBBIX MTPOEKTOB
AH/ TW ( *’ﬂf‘ ) [IEHTPA «BBIBOP PONUTENED
BITEPBBIE OTKPBITOE T'0I0COBAHUE 3A TIYYITIAE TOBAPHI

N1 IETCTBA I MATEPUHCTBA TAThAHA BYTIKAA

OPTAHM30BATIA B 2015 TOTTY. P H‘HHIE T?‘H"I’M E
3TOU OBJIACTH CYIIECTBOBAJIH 1 TOTMIA, HO OHH
OTE Ji JEEEBMEHJI’I OLEOKZ LETLJH’J\ T\JBAP 0B

CAMIJIMU POIUTEIIAMHY

]%blﬁopPoumeneu

MaBHbIM 0TAIMYMEM Npemun «Bbibop poguTeneli» ¢ camoro Havyana
6bln1 0COBEHHbIN NOAXOS K ONpefeneHnio CoCTaBa y4aCTHUKOB FOf10Co-
BaHus. [Tpor3BOANTENAM HE HYXKHO MNAaTUTb HUKAKKX B3HOCOB ANf TO-
ro, utobbl ObITb YNOMAHYTHIM B aHKETE, PeLUEHMe O TOM, KTO ABNAETCA
NYULIMM Ha pbIHKE, MPUHUMAeT NoTpebuTenb, TO eCTb POAUTENN CaMK
Ha3bIBalOT 6GPeHS, KOTOPbIM NONb3YIOTCA Harbonee YacTo 1 KOTOPbIN
rOTOBbI PEKOMEH[OBATb.

B 3TOM rogly pecnoHzieHTam 6bin NpeanoXeH NcueprbiBaloLwui
CMMCOK NPOV3BOAMTENEN B KaXK A0 HOMUHALMY, a TakKe, OCTaBNeHa
BO3MOXHOCTb yKa3aTb OpeHf He 13 CncKa. 3To 6bIo cienaHo ans 1o-
ro, YTobbl POAUTENN MOV BCMOMHUTD Ha3BaHME TOTO UM MHOTO NPo-
M3BOAMTENA, €AY, K NPUMEpY, MOKYTKY OHU COBEpPLLaaN OCTaTOYHO
AABHO VAN CMIOHTAHHO.

B 2019 rogy ronocoBaHve B pamkax HapoaHoro peiTtuHra «Bbi-
60p poawuTenei» CTapToBano 1 sHBaps, 1 K MOMEHTY BbIXOAa 3TOrO
HOMepa Mbl NOLCYMTaNN, MPOAHANN3MPOBaNM 1 06CyLUAN UTOTK NO
4-M HOMUHALMAM. 38eCb Mbl XOTVIM NOAENNTLCA C BaMy Lnppami,
KOTOpble OTpaxatoT camble NOCNeAHVE TeHAeHLUN NOoTpe6bnTenbcKo-
ro noBefeHus.

MHoroneTHwi1 ycnex npoBefeHUa Npemun nokasan, YTo NAoLaaKy
HapopHoro peitTuHra «Beibop poguteneit» MOXHO NCMONb30BaTh B
KauecTBe MOLYHOTO MHHOPMALIMOHHO-aHANIMTNYECKOTO UHCTPYMEH-
Ta — M0 3TOW NPUYMHE B aHKeTY Obln BKIOYEHBI BOMPOCHI, KOTOPbIE
MO3BONAIT HE TONbKO MOACYNTATb, Kakol 6peHa nuaupyeT B TON UK
VIHOI KaTeropuu, HO 1 CAenaTb BbIBOAbI, MoyeMy. Kpome TOro, Mbl No-
Ny4nnu cBoeobpasHbIN «MOPTPET» Halleld ayauToOpuiA: Mbl 3HaeMm, 1
MOXeM paccKasaTb BaM, KTO COBepLUaeT NMOKYMKK 1 IBATAET Briepes
VHAYCTPUIO BETCKMX TOBAPOB CErOfHH.

OcHogHas ayoumopus «Bei6opa podumeneli» -
cocmosewuecs podumesnu 8 gospacme om 25 0o 34 nem

IMpumepHo 60% u3 HUX 8B0CNUMbIBAIOM 8 OAHHbILU MOMeHm
00HO020 pebeHKa

Okono 18% oxudaiom noseseHus mopozo pebeHKa 8 ceMbe



CATEGORY 1

NEWBORN PRAMS & STROLLERS

A SOCIAL PORTRAIT OF PARENTS

4

expecting
second baby

12% 18.6%
parents, expecting
aged 25-34 first baby

%,
51,2% 6,2%
raising having 3 and

one child more children

TOP-10 NEWBORN PRAMS

ADAMEX
TUTIS
ANEX

INGLESINA

PEG-PEREGO

[ ToP
TOP-10 STROLLERS
PEG-PEREGO \
Yovo
ANEX
VALCO BABY ,
ADAMEX |_or

STOKKE
BUGABOO
VERDI
CAM

CYBEX

TUTIS
MACLAREN
BUGABOO
INGLESINA

CAPELLA/CHICCO

HOW DID THEY CHOOSE THE PRAM/STROLLER

66% studied online reviews
33,8% chose in store

22%  used friends’ recommendations
15,6% trust the manufacturers

9% used sales consultant's advice
7%  itwas apresent

6%  bought because of in-store promotion

1,7% 0,3%
bought the first chose because of
available option pediatrician advice

WHERE PARENTS BUY A PRAM/STROLLER

38%

online-

n store

“ L.

O]O,

other

58%

retail store

PRICE OF THE IDEAL PRAM

® fa
a -
- (k
IoI0) IL o o
from 10 000 from 40 000 more than
to40000Rup  'SStan10000 o en000RUB 80000 RUB
768%  53% 113% 41,8% 11% 5% 0,1% 0,2%
anewborn  astroller anewborn  astroller  anewborn astroller anewborn  astroller
pram pram pram pram

ADDITIONAL OPTIONS: WHAT DOES A CONSUMER NEED?

84,3%  amulti-adjustable seat & backrest
79%  safety belt system for strollers

T4%  handle height can be fixed or adjustable
1% big hood

70,8%

70%  rain cover

large shopping basket

64%  mosquito netting and blanket

L

63% reflective elements
58%  orthopedic pad
51%  mother's bag
wn meewie
46%  mattress
31%  detachable hood
1 2% >

14,5%  build-in LED flashlight

AN IDEAL NEWBORN PRAM

16,9% - a solid one, with
proper chassis,

big wheels, bumpers,
possible to use both -

in winter and in summer

r

AN IDEAL STROLLER

19,3% - alight one,
easy to take
with for travelling 638

% - you need
two ideal strollers

(X

;4 : (asolid one and a
D

light one)

WHAT PRAM/STROLLER DO PARENTS BUY?
SECOND HAND OR BRAND NEW?

SECOND
BRAND 1 HAND 0TAATM
NEW 4 / POACTBEHHMKM
3,3%
- 14)9% y
798%  68,1% stroller nevbor prem 8,6%
stroller  newborn pram newborn pram

4 0
g (\ 3F1u/e°r



CATEGORY 2

COTS AND CRIBS FOR NEWBORNS

A SOCIAL PORTRAIT OF PARENTS

WHICH BABY COT DID YOU CHOOSE?

AS A PRESENT

cradle

1810 completed forms ” 9% 3.3%
chose a cot suitable gggge Saecot
Y for the co-sleeping p: del;ign
[
13,2%
chose a coc{ 58,5%
comfortable chose a cot
for a mom gobrggt;nable for
12,3% 82% 18% 26,4% 55,4%
parents, respodents expecting having 2 and raising : HOW MUCH ARE PARENTS WILLING TO SPEND?
aged 25-34 are already a baby more children one child :
parents ; P n
HOW DID PARENTS CHOOSE THE COT AND THE CRIB : l QLT
: aL
48%  studied online reviews © from 10 000 less than from 40 000 Gonee
to 40 000 RUB 10000 to 80 000 RUB 80000
35%  chose in store / \ / \ / \ ¢
15%  used friends’ recommendations () n 47% 17% 52% 82% 08% 0,6% 0,2%
5 cot crib cot crib cot crib cot
12,4% it was a present .- ‘ :
: WHAT COT/CRADLE DID YOU BUY?
: 2
10,6% trust the manufacturers L : SECOND HAND OR BRAND NEW?
: P -
7.9%  bought because of in-store promotion : @'
b 2n’6:/°| n 066% f @_
t the first
6% used sales consultant’s advice a:auilgahle :p;ir:n ;fed%:;ic?:r? :?i?/ige : 3 SEI‘.‘.\%D
BRAND \g"/ PARENTS
: NEW 13,5% oot WERE GIVEN
WHERE PARENTS BUY A COT? :

: 71;1?%
34% : cradle
®n dther ‘ :
42,5%
online-store
v - . 54,1%
retail store
aL

WHAT DO THE PARENTS BUY WITH A COT?

80%  crib bumper pads

64%  mobile

47,5%  waterproof vinyl cover

71,8% mattress 8%
45,5%  removable mattress cover

30%  canopy 6%
91%  bed linen sets

T1,4%  blanket

43%  pillow

[T 15.7% baby changing table

6,5% positioner

. Q! -

) &

organizer

silicone rail pads
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80,5%

cot

10% - cot

15% - cradle

TOP-5 NEWBORN CRADLES

CHICCO
SIMPLICITY
MOXTA
ELLIPSE BED
FAHObINAH

f A
: _TOF
B TOP-5 NEWBORN COTS

MOXTA
FAHObINAH

WNKESA

OEA
CHICCO/BABYTON



CATEGORY 3

CAR SEATS

A SOCIAL PORTRAIT OF PARENTS

1238 comleted forms ”» Q
' [ I
18% 92% 1% 31% 61,2%
parents, respodents expecting having 2 and raising
aged 25-34 are already a baby more children one child
parents
WHAT SAFETY FEATURES CAN BE CONSIDERED
AS THE MOST IMPORTANT HEN CHOOSING A CAR SEAT
80,9%  The car seat passed a strong crash test
T1,7%  Five-point seat belts
76,2%  Side head support
61,9%  Safety Standart Certification
43,3%  Side airbags
38,1%  Additional security systems
1,5%  Other ™ [

HOW PAREN
HOW TO INS

S FIGURED OUT
ALL THE CAR SEAT?

50%
found the info
on the internet

31%

by themselves

13%
were taught by
the sales consultant

PRICE OF THE IDEAL CAR SEAT

PN
42%
from 5 000 to
10 000 RUB 8%
more than 20 000 RUB
1,6% 42,5%
less than from 10 000
5000 RUB to 20 000 RUB

WHAT CAR SEAT DID YOU BUY?
SECOND HAND OR BRAND NEW?

BRAND b/Y
NEW / \ 1 3.° To GOT A CAR SEAT
/ \ for children AS A PRESENT
22% 1yearold +
64% 82% for newborns 13.4%
for for children for newborns
newborns 1 yearold +
5.2%

for children 1 year old +
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IMPORTANT FEATURES OF AN IDEAL CAR SEAT

98%  Safety
77,6%  Comfort sleep
68,8%  Comfort adjustment of the seat and backrest
56,8%  Quick installation in car
53,3%  Possibility of front- and rear-facing positioning
48,5%  Comfortable adjustment of the headrest '
32,8%  Wide age range J
32,8%  Light weight
19%  Compact car seat
IMPORTANT ADDITIONAL FEATURES
OF AN IDEAL CAR SEAT
75,4%  Head fixation with the headrest
5% Breathable fabric
70% Orthopedic shape of the seat
60,1%  Insert for a newborn
49.3%  Soft pads
47,3%  Backrest ventilation
45,4%  Wide spacious seat o
44,8%  Removable cover > ol j"!
43,3%  Pads for the belts -
40,2%  Carry handle
39,3%  Wind shield and sun canopy 0+
I 16,3% »Armrests
15% Safety tablet
14% Summer cover

TOP-5 CAR SEATS FOR NEWBORN

MAXI-COSI
BRITAX ROMER
CYBEX

TUTIS

CHICCO

BRITAX ROMER
CYBEX
MAXI-COSI
CHICCO
HAPPY BABY

)
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[ ego: the triumph
of the era 2.0

Today, only one-third of Legos
total revenue is provided by tradi-
tional offline stores, retailers who
have placed the legendary sets on
their shelves are closing down -
as happened, for example, with
the US stores “Toys “R” Us. Amid
changes in consumer behavior,
Lego carries out a precautionary
maneuver and transfers most of
its sales to the online sector.

DI

L9
asha makes friends

The distribution of the ‘Masha and the Bear’ brand to Western
markets has been so successful in the last 7 years that the Animac-
cord company, the license holder, has decided to diversify the busi-
ness and is now acting as a global licensing company. The first foreign
project that Animaccord brings to Russia will be the Cleo & Cuquin
cartoon series, whose main characters are the cheerful Cleo girl, the
oldest in a family with 6 children, and her younger brother.

CerofHAa nuLWb TPeTb BCeN BbIpyykM Lego obecneunBaetca Tpa-
ANLMOHHBIMW 0ddnaliH-Mara3nHamm, putennepb, pasvellasLue
Ha CBOUX MoJKax lereH4apHble KOHCTPYKTOPbI, 3aKPbIBAKOTCA — Kak
3TO CNYYMNOCh, K NPUMEpY, C aMepUKaHCKMM Mara3nHom Toys «R» Us.
Ha dpoHe n3meHeHusa nokynatenbckoro nosefeHnsa Lego coepluaet
npenynpeauTenbHbIA MaHEBP ¥ MEPEHOCUT BONbLLYI0 YacTb NPoAaX
B OHNANH-CEKTOP.

~

allla 3aBOOUT OPYy3e

[Ounctpubyuma 6perpa «Mawa u Measefb» Ha 3anagHble pbiHKM Obina
CTOMb yCreLlHa B nocnefHue 7 neT, 4To npaBoobnafatenb AnLeH3nm —
KomnaHusa Animaccord — NpuHAn peLleHve anBepcndULMPOBaTh br3HeC
11 BbICTYMaeT OTHbIHE B KauecTBe rM06anbHOi NMLEH3UOHHO KOMMaHNN.
lMepBbIM HOCTPAHHBIM NPOEKTOM, KOTOPbI Animaccord npreeset B Poc-
cuto, ctaHet mynbtcepran Cleo & Cuquin, rnaBHble repou KOTOporo — Bece-
nas pesouka Cleo, cavas cTapluas B cembe € 6 AeTbMY, 11 €e MIafWwui 6par.

WWWWWWMWWW)/W/M :

B ]

NEXT is

leaving Russis

The British chain of clothing
stores ‘Next and ‘Next Kids’ can close
their business in Russia by July 2019.
Although the exact dates have not
been announced yet, it turned out,
that the retailer stops renting spaces
in ‘VEGAS shopping centers in Mya-
kinino and on Kashirskoye Highway.

3 HFOCCHUU

bpuTaHckas ceTb MarasMHoB ofex-
obl Next n Next Kids moxeT cBepHyTb
cBoW 6u3Hec B Poccun yxe K utonto 2019
rofja. XoTA TOUHble AaTbl MoKa He 06b-
ABeHbl, CTaNo N3BECTHO, YTO puUTenep
npeKpallaeT apeHAay nnoLjagen B Top-
roBbix LieHTpax VEGAS B MAKMHWNHO 1 Ha
Kawwmpckom Lwocce.
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BABY CARE
INDUSTRY
STRATEGIC MAP

Do you want to be visible on foreign markets?

We recommend those with whom you can

talk business. Get in touch with the representatives
of the best nursery trade magazines.

BELGIUM K-BOETIEK NORWAY BABY, HOBBY & LEKET@Y
CHINA NURSERY CHINA POLAND BRANZA DZIECIECA
ENGLAND NURSERY TODAY RUSSIA PARENTS' CHOICE
GERMANY BABY & JUNIOR SPAIN PUERICULTURA MARKET
NETHERLANDS BABYWERELD SWEDEN LEK & BABYREVYN

BCMI President Tanja Kraemer

tel.: +49 (0)951 861 119, bcmi@babycaremagazines.com
www.babycaremagazines.com

Baby Case Magaines inkemaliancl
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Olant decided. «O7IaHT> PEITTICY
o launch
a franchise

The idea to create a franchise offer Wpes cospatb GpaHuaii3MHrosoe npep-
for the Olant stores is not new, but NOXeHve Ana marasnHoB «OnaHT» He HOBa,
it has finally determined only now. HO OKOHUaTe/bHO CHOPMUPOBANOCH OHO
The consumer audience of ‘Olanta’ is TONbKO ceituac. Motpe6utenbckas ayanto-
growing, and with that the demand pust «OnaHTa» pacTeT, a BMecTe C Hell pac-
is growing as well, including the situ- TET 1 NOTPEBHOCT, B TOM YMCIE, B PETNO-
ation in regions. In stores opened by Hax. B MarasuHax, oTKpbITbIX Mo $ppaHLLm3e,
franchise, you can find almost all the MOXHO ByeT yBUAETb NPAKTUUECKME BCE
brands represented in the main chain. GpeHzbl, PEACTABNEHHbIE B CETU.

L

ANEXPO, the largest

festival of pregnant

Bl .C Stores Reopening

'Their Doors to Customers

Fans of educational toy stores can rejoice - the ‘Detsky Mir’
Group decided to unfreeze the project. Instead of not very effective
points of sales in the shopping malls ‘Atrium’ and ‘Gagarinsky, new
stores were open in the shopping center ‘Rio’ and the shopping center
‘Vegas' on Leninsky Prospekt. Due to this, losses were reduced by
1.2% (by 148.8 million rubles).

omen and infants,

11l stop its wor

The organizers of the festival of pregnant women and in-
fants WANEXPO, which was held annually at the Sokolniki
Exhibition and Convention Center, announced the closure of
the project from February 26, 2019 due to the lack of economic
efficiency of the event. Unfortunately, before making a decision
on closing the project, there was no idea to measure the social
effect of the festival for those who are already parents or plan
to become. There is not any project of this scale for this audi-

ence in Russia for the moment.

‘
T
WANEXPO
ANEXDPO

OpraHu3aTtopbl GpecTrBana 6epemMeHHbIX M MiafeHLeB
WANEXPO, KoTopbii exerogHo npoxoaun B KoHpreccHo-BblCTaBoY-
HOM LieHTpe «COKOMbHUKI», 0OBABMIM O 3aKPbITUV MPOEKTa C 26

JIVI0000000 00000000000 000 0000000000000 0 0000000000000

MACTEPOE

arasugnsl BLC
SHOBb OTKPOIO

[10 aTejld
BOW [OIBED

[MOKNOHHMKM Mara3nHoOB pas- ym» 1 <<Farap|/|HCK|/||7|», HOBbl€

SHIII90000000900 0040000000/ R 29 09009000 00000004000 00000004

deBpana 2019 roga B CBA3M C OTCYTCTBMEM SKOHOMUYECKON P deK-
BMBAIOLYMX UFPYLLEK MOTYT in- MarasuHbl OTKpbianch B TLL «PUO» TUBHOCTU MeponpuATUA. K coxaneHuto, neped NpUHATUEM pelue-
KoBaTb: rpynna «[leTckuit Mmp» n T, «Berac» Ha JleHHCKOM npo- HUWsA 0 CBOPAUVBaHWK NMPOEKTA HE OblNI0 NOCTABNEHO 3aAaun U3Me-
peLunna pasmopo3mnTb MPOEKT. cnekTe. bnarogaps aTomy y6bITKM pUTb COLMaNbHbIN 3GGEKT OT NpoBeaeHus GpecTrBans ans dygyLmx
BmecTo He cimwkom 3gpdekTmB- y[anocb cokpatutb Ha 1,2% (Ha 1 cocToaBLMXCA poguTeneit. MpoekTa nogobHoro macwraba Ans
HbIX TOProBbix Touek B TL| «Atpu- 148,8 MnH.py6.) 31OV ayauTopmK B Poccun Ha CeroAHALLHNI AeHb He CYLeCTBYeT.
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70

NOTWITHSTANDING A LOWER NUMBER
mg@K OF VISITORS, THE 2019 EDITION OF
THE MOST IMPORTANT TOY FAIR IN THE
WORLD PROVED HIGHLY SUCCESSFUL,
‘L[ am INTRODUCING A NEW PRODUCT GROUP AND
OFFERING MANY INTERESTING ACTIVITIES
AND SPECIAL AREAS. WE REPORT ON

@\/@ :l[" APPEALING NEW PRODUCTS IN THE INFANT/
PRESCHOOL CATEGORY
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HECMOTPA HA MEHBIIEE KOMYECTBO
TTOCETUTENEY, BBICTABKA 2018 TOIIA

SPIELWARENMESSE, CAMA
’E APMAPKA NT'PYIIEK, OKASATT
MA YCTIEIITHOI; HA HE BBITTA TIPEIICTAB-
JIEHA HOBAS TPYIIITA TTPOIYKTOB 1 BBIJIO
[TPEIVIOKEHO MHOKECTBO MHTEPECHBIX

MEPOTIPUATHN U CTIEITAATTBHBIX 30H. MbI

Sb BECh-

AC

PACCKA3BIBAEM O HOBBIX TTPUBITEKATETTH-

HBIX [TPOIYKTAX B KATETOPIN TOBAPOB
IUTA MITATTIEHIIEB 1 TIOTTKOJIBHUKOB

(AST BAYKHAA B MIA-

BbiCTaBKa UrpyLuek
Spielwarenmesse:

B JiIie'l MOJIOLIAY
Kak HVKOL'LA



The world’s largest and most important
B2B event for the toys and games business,
Spielwarenmesse (German for “toy fair”),
has celebrated its 70th anniversary this year,
offering visitors and exhibitors the Toy Fes-
tival, a free party in the brand-new Hall 3C
of Nuremberg’s fair quarter which attracted
more than 2,000 people, and honouring 21
companies that have uninterruptedly taken
part in the exhibition since the start. On the
occasion, a new and very attractive product
group, Electronic Toys, was hosted in Hall
4A: it properly included the highly success-
ful Tech2Play activity area which had been
launched in 2017.

In the covered space joining Halls 2, 3
and 4, the Baby and Infant Articles special
section exhibited products from more than
500 brands, every one of them with hall
and stand number displayed nearby and
descripted in a smart printed guide availa-
ble on site. The selection covered baby toys,
baby textiles, travel systems and feeding,
care and safety articles and proved once
again very useful for visitors interested in
child care products, besides being staged in
an improved way for better visibility of the
products.

SOME FIGURES

The 70th edition of the Spielwarenmesse
was attended by 66,876 visitors from 132
countries (they had numbered 70,348 from
130 countries in 2018, a 5 per cent de-
crease) who flocked to the booths of 2,886
exhibitors from 68 countries (against 2,902
from 68 countries, a 0.6 per cent decrease);
the share of international exhibitors rose
from 75.2 per cent to 76.3 per cent while
the share of international visitors remained
almost the same, 61.6 per cent against 61.5
per cent. The exhibition space - 170,000
square metres — was totally filled. A survey
shows that 80.6 per cent of exhibitors de-
clared to be happy or very happy with the
trade fair and 87.2 per cent to plan to exhib-
it again in 2020.

Following Germany, with 683 exhibitors
(the figure includes the German branches of
international companies), the best represent-
ed countries and regions were China (330),
the United Kingdom (186), Hong Kong (160)
and the United States of America (152).
German visitors amounted to 25,653; Italy
was the foreign contry where more visitors
came from (4,404) leaving France (2,575),
Spain (2,278), the Netherlands (2,166) and
the United Kingdom (1,739) behind. 1,451
visitors attended from Russia and Russian
exhibitors amounted to 30.

WFairsReport

Han6onee maclutabHoe 1 BaxHoe B2B
cobbiTrie B chepe GU3HeCa UrpyLLek 1 urp,
Spielwarenmesse (B nepeBofie € HemeL|Koro
03HayaeT «ApMapKa UrpyLeK»), B STOM rogy
otnpasaHoBana 70-netue. B HoBom 3ane 3C
BbICTaBOUHOIO KBapTana HiopHbepra ans
noceTuTeneil U y4aCcTHUKOB BbICTaBKM Obina
opraHu3oBaHa becnnatHas BeuepuHka Toy
Festival, B koTopoil npuHaAnu yuactne 6onee
2000 yenoBek. Takxe BblCTaBKa YecTBOBana
21 KOMNaHuIo, KOTOPble HeNPepPbIBHO MPUHM-
Manu B Hel yyacTue C MOMEHTa ee CO3AaHunA.
Mo 3Tomy cnyyato, B 3ane 4A 6bina pasmeLye-
Ha HOBaA 1 OYEHb MHTEPECHaA rpynmna npo-
[YKTOB — «9NIEKTPOHHbIE UFPYLLKI»: OHa, Kak
V1 onaraeTcs, BK/toyana B ce6s oueHb Bax-
HYI0, MPUBNEKAIOLLYI0 BCeoblLee BHUMAHNE,
30HY akTUBHOCTel Tech2Play, 3anyck Koto-
poii coctosanca B 2017 rogy.

B KpbITOM NPOCTPaHCTBE 06bEANHEHHDIX
3an0B 2, 3 n 4 pacnonoxumnca pasaen «ToBapbl
INA MIafeHLeB 1 aeTely, rae 6binn npeg-
CcTaBneHbl NpofyKTbl 6onee 500 6peHAoB. Y
Kaxgoro 6peHpa 6binv CBOM HoMep 3ana
HOMep CTeHA], yKa3aHHble PAZOM CO CTEHLOM,
a TaKKe BHeCeHHbIe Ha YMHYIO KapTy-MyTeBo-
OWTeNb MO BbICTaBKe, AOCTYMHYIO K NPOCMOTPY
Ha caiiTe BbICTaBKW. [TpeacTaBneHHbIN accop-
TUMEHT NPOAYKLMM OXBATWA Chepbl AETCKIX
UrpyLLEeK, BETCKOrO TEKCTUAA, CUCTEM ANA My-
TeLeCTBWI 1 KOPMIEHUS, NPEAMETOB MO yX0-
Iy 3a pebeHKOM 11 TOBAapOB Afisi obecneyeHus
6€30MacHOCTY, U B 04epeSHON pa3 BbiCTaBKa
nopTBepAMna ot 3$HeKTVBHOCTb 1A noce-
TUTENEN, NHTEPECYIOWNXCA NPOAYKTaMM AnA
neTteit. ToMMMO 3TOro, B 3TOM rofly BbICTaBOY-
Hble MoLALKM ObINK YCOBEPLLEHCTBOBAHDI C
Lienblo NyyLue BUAUMOCTY MPOAYKTOB.
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HEMHOIO LUoP

BobicTaBka Spielwarenmesse npouuna B
70-1n pas, ee nocetnnu 66 876 yenosek 13 132
cTpaH (B 2018 rogy nocetuteneit 6bi1o 70 348
13 130 cTpaH, uTo Ha 5% 6onblue NnokasaTenen
HbIHELUHEro rofia), YTo6bl MOCMOTPETb CTEHADI
2886 3KcnoHeHTOB 113 68 cTpaH (MpoTus 2 902
3KCMOHEHTOB 113 68 CTpaH, CHUKeHWe Ha 0,6%);
[0NA MeXYHapOAHbIX SKCMOHEHTOB BbIPOC-
nac75,2% po 76,3%, B To Bpems Kak gons
VNHOCTPaHHbIX NOCeTHTeNel ocTanach npak-
TUYeCKN Hem3meHHow: 61,6% npoTre 61,5%.
BbicTaBouHas nnowasb — 170 000 KBagpaTHbIX
METPOB — OblNa MOIHOCTbIO 3anonHeHa. Onpoc
nokasan, uto 80,6% 3KCMOHEHTOB OCTaNNCh
[0BOJIbHbI AV O4eHb AOBOSbHbBI BbICTABKOW,

4

a 87,2% nnaHupyoT NOCETUTb BbICTaBKY CHOBA
B 2020 ropy. Bcnen 3a fepmanment ¢ 683 3Kkc-
MOHeHTaMV (3Ta Ldpa BKNOYAET HEMeELIKIE
dunmanbl MexxayHapoaHbIX KOMMaHWIA), Hav-
60nee 3aMeTHbIMI CTPAHAMU U PervioHamm
6biny Kntain (330 yyacTHrkos), Bennkobpu-
TaHuA (186), foHkoHT (160) n CoearHeHHble
LLratbl Amepmkm (152). Yncno nocetntenein 13
epmaHnm coctaBuno 25 653 yenosek; Vitanua
CTana CTpaHoiA, 0TKyaa Npmexano 6osbLue Bce-
ro nocetuteneii (4 404 yenoBek), OCTaBMB No-
3aau OpaHumto (2 575 yenosek), cnanuio (2
278 yenoBek), HngepnaHabl (2 166 yenoek)

v Benvkobputarnio (1 739 yenosek). 1451
yenosek npuexanu u3 Poccnm, a poccuinckinx
3KCMOHEeHTOB 6bino 30.




SPECIAL ATTRACTIONS

Most of the visitors were bricks-and-mortar retailers
(mainly specialists, 21.4 per cent), e-commerce opera-
tors (17.7 per cent) and wholesalers/international trad-
ers (16.3 per cent). Besides visiting the booths of big and
small companies, they appreciated the activities and spe-
cial areas arranged by the organizers, such as the Trend
Gallery, the Toy Business Forum speeches, the Toys Meet
Books section and the License Preview.

Winners of the prestigious Toy Award in 2019 were:
Magic Touch Piano Musical Toy by Hape International
and Kids I (Baby and Infant, 0-3 years), bworld theme
sets by Bruder Spielwaren (Preschool, 3-6 years), Mag-
ical Mermaid World by Playmobil (School Kids, 6-10
years), KNOW! by Ravensburger Spieleverlag (Teenager
& Adults, 10 years up), Mabot by Shenzhen Bell Creative
Science and Education (Startup).

The next Spielwarenmesse will be held in Nuremberg
from January 29 to February 2, 2020.

HOW THE SPIELWARENMESSE WAS BORN

During the fair we took part in an exclusive meeting,
open to BCMI (Baby Care Magazines International) and
ITMA (International Toy Magazines Association) mem-
bers only, with Ernst Kick, CEO of Spielwarenmesse eG,
the event’s organizers.

He recalled how the Spielwarenmesse was born:
“Four German company leaders discussed what could
be done for the toy industry and they founded an asso-
ciation which launched its first fair in 1950. At the time
there were 250 toy companies operating in the town of
Nuremberg alone! Only German companies were admit-
ted until in 1958 the German Minister for Economic Af-
fairs asked to open the fair to international exhibitors. So
it grew from 351 at the debut to 2,900 companies taking
part, and from 5 per cent foreign ones in 1958 to 76 per
cent at present. It is the largest playroom in the world”.

As to the decreased number of visitors, Kick observed:
“Attendance is higher than expected in view of the distri-
bution contraction. Just because of Toys ‘R’ Us, there are
over 1,000 visitors less. What really matters is that all the
important people dealing with toys are coming”.

WFairsReport

CMELWANDBHDIE 30HbI
A MEPOMPUATUA

bonbLuyto yactb nocetutenen
BbICTaBKYV COCTaBUAN pUTENepbI
oddnaiiH-marasmHoB (B OCHOBHOM
cneyvanucTbl HAycTpum - 21,4%),
onepaTopbl S1EKTPOHHOW TOPTroB/M
(17,7%) v onToBMKM/MeXLyHaPOA-
Hble npogasupbl (16,3%). Mommmo no-
CeL|eHNA CTEH0B OObLLIMX N MaSIbIX
KOMMAHWIA, OHN BbICOKO OLIEHUNN
MEepONpPUATIA 1 CNeLanbHble 30Hbl,
YCTPOEHHbIE OpraHM3aTopamu, Takue
Kak ranepes TpeHgoB Trend Gallery,
Joknagbl Ha brsHec-Gpopyme nrpyLiek
Toy Business Forum, pasgen Toys Meet
Books (KHUIM-+MrpyLLKK) 1 CMOTP N~
LieH3ui License Preview.

Jlaypeatamu npecTmxHow npe-
muu Toy Award 8 2019 rogy ctanu:

My3blKanbHas urpyLka Magic Touch
Piano komnaHwuin Hape International
Kids Il (kateropus «MnaaeHLbl 1 Ma-
nbiwy o1 0 10 3 neT»), TeMaTuueckne
Habopbl bworld komnanuy Bruder
Spielwaren (kaTeropus «[JoWwKoNb-
HUKW», OT 3 10 6 neT), Habop Magical
Mermaid World 6peHga Playmobil
(kaTeropusa «LLkonbHMKK», 0T 6 1o 10
neT), HacTonbHas nrpa kNOW! kom-
naHum Ravensburger Spieleverlag
(kaTeropus «TuHeKepbl 1 B3POC-
nble», 10+ net), Habopbl Nporpam-
mupyemoit pobotoTexHukm Mabot
komnaHuu Shenzhen Bell Creative
Science and Education (kaTeropus
«Craptan»). CnegytoLan BbiCTaBKa
Spielwarenmesse byaeT npoxoanTb B
HiopH6epre ¢ 29 aHBaps no 2 Gpespa-
na 2020 roga.
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KAK POAUNACDH BbICTABKA SPIELWARENMESSE

Bo BpemA BbICTaBKM Mbl MPUHANN y4acTUe B SKCKIIO3MBHON BCTPEYe, OTKPbI-
TOW TOMNbKO Ans uneHos BCMI (Baby Care Magazines International - mexpyHa-
pOoAHble XypHarbl 06 yxoae 3a pebeHkom) 1 ITMA (International Toy Magazines
Association - MexayHapofHas accoLmaLma XXypHanos 06 nrpyLlkax), ¢ JpHCTOM
Kukom, reHepanbHbiM frpekTopom Spielwarenmesse eG, 1 opraHusatopamy Me-
ponpuATKA.

locnoanH Kk BcnomHun, Kak poAmnnach BbicTaBka Spielwarenmesse: «Ye-
Tbipe NMAVPYIOLLMX HEMELIKUX KOMMaHUM 06Cyanu, YTo MOXHO CAenaTb AN
MHAYCTPUM UTPYLLEK, M OCHOBAN accoLMaLyio, KOTOPas 1 OpraHn3oBana CBo
nepByo BbiCTaBKy B 1950 rogy. B To Bpems B ogHOM Tonbko HiopH6epre pabota-
10 250 urpylueyHbix komnaHui! K yuactio B BbICTaBKe Torfa bl JonyLeHbl
TONbKO HeMeLK1e KoMnaHuy, noka B 1958 rogy MUHUCTP SKOHOMMKM [epMaHui
He NonpPOCKN OTKPbITb BbICTABKY 1 ANA MEXAYHAPOAHbIX YYaCTHUKOB. Taknm
06pa3om, KONMYECTBO YYaCTBYIOLLMX KOMMaHWiA BbIPOCSO ¢ 351 (B mepBbIi rog
paboTbl BbicTaBKM) 40 2900 11 C 5 NPOLIEHTOB NHOCTPAHHBIX KOMMaHWii B 1958
rogy i0 76 NPOLIEHTOB B HacToALLee BpeMs. ITo caman 60nbLuas rpoBas KoM-
HaTa B Mupe». YTo KacaeTca CHUPKEHWA KonnyecTBa noceTutenei, Kuk sametun:
«[locellaeMocCTb axe BblLUE, YEM OXMANO0Ch BBULY COKpALLEHUsA AUCTprUbyLmN.
Tonbko n3-3a Heyyactna komnanum Toys R ‘Us nocetnTenei ctano meHbLue Ha
1000 yenosek. YTo AeCTBUTENbHO BaXHO, TaK 3TO TO, UTO BCe BaXKHbIe Nt0AN, 3a-
HUMaIOLLMeCA UrpyLLKamMm, MPUCYTCTBYIOT Ha BbICTaBKe».

Y,
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WHAT WE FOUND

IN THE STANDS

YTO MB HAIIJIN
HA CTEHIA

Ll

HABA

Every year the German
company, whose lines are dis-
tributed in Russia by Da Baby,
totally renews its range, made
up of toys, books and games
for children of all ages. In 2019
we have particularly appreci-
ated the colourful collection of
clutching toys in wood, plastic
and silicone for infants (0 or 6
months up) and the dangling
figures featuring the car, the
snail and the hedgehog.

HABA

ExerofHo sTa HemeLKaA KOM-
MaHus, Ybi NPOAYKTbI B Poccun
pacnpocTpaHaeT kKomnanua Da
Baby, nonHocTbto 06HoBRAET
CBOW aCCOPTVMEHT, COCTOALLMI 13
UrpyLLEK, KHUT 1 Urp ANA AeTei
BCEeX BO3pacToB. B aTom rogy Ham
0C06eHHO MOHPaBUIaCch KPacoy-
HaA KONNeKLuua norpemyLuex n3
AepeBa, NnacTyka v CUAKoHa Ana
mnageHues (0T 0 1o 6 MecsALEeB) 1
MOABECHbIE UTPYLLKI B BUE aBTO-
MO6UAA, YIUTKN 1 eXa.

Ll
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MATTEL/FISHER-PRICE

Soothe & Smuggle Otter is a very sweet
plush toy that helps children - from birth -
to fall asleep by imitating the parent’s breath-
ing: its belly slowly moves up and down
and it features soothing music (up to 30
minutes), sounds and diffuse lights, which,
together with the soft silky material, help in
developing the babies’ senses. Addressed to
newborns as well, Lay To Play Tummy Time
Lama encourages the children to play fol-
lowing the different stages of their growth:
its little blanket is also a pocket for three
small toys, a teething carrot, a mirror and a

rattling slice of watermelon.

PLAYMOBIL

screens in August.

Small children, 18 months up,
can approach the Playmobil world
thanks to the 1.2.3 line, made up of
colour-fast, easily washable and safe
toys in larger size than the standard
figures and with rounded shapes.
The Take Along Police Station set,
with lockable prison cells, an office,
helipad and police bike is a new
addition to the line. In 2019, a great
event is the first Playmobil feature
film, “Playmobil The Movie” (“Film”
in Russia), due to reach the big

PLAYMOBIL

ManeHbKue feTu, KoTo-
pbIM ncnonHunoch 18 mecs-
LieB, MOTYT MPUKOCHYTbCA K
mupy Playmobil 6narogaps
nuHenke 1.2.3, coctosLuen
13 APKVIX, HENVHSIOLLNX 1
HeBbIL|BETAIOLLMX, Ierko
MotoLMxca 1 6e3onacHbIX
urpyluek 6onbluero pas-
Mepa, Mo CPaBHEHWIO CO
CTaHAapTHbIMK Grrypamu,
1 OKpyrnoii popmbl. Ho-
BOe MOMOJHEHVE B IMHNN
«Bo3bmu ¢ coboiil» — Habop

Kycouka apbysa.

«MonunuencKnin yyacTok» ¢
3anMpaembIMy TIOPEMHBIMU
Kamepamu, oprcom, BepTo-
NETHOW MIOLLAAKON 1 No-
NNLENCKUM MOTOLMKITOM. B
2019 rogy 60nbLwM COObI-
TWeM CTaHeT NepBbIN UrPo-
Boit punbm Playmobil -
«Playmobil The Movie» (8
Poccun BbiigeT B npokat
nop Ha3BaHuem «Playmobil:
OunbMm»), KOTOPbIA AOMKEH
BbIITY Ha 6ONbLLME IKPaHDI
B aBrycre.

N

MATTEL / FISHER-PRICE

Soothe & Smuggle Otter - oueHb Munas nnioLe-
Bas UrpyLLKa, KOTOPaA NOMOraeT AeTAM C POX/AeHA
YCHYTb 3a CYeT UMMTaLUK AblXaHUA POAUTENeN: X
BOT UTPYLLKV MeANIEHHO ABMXKETCA BBEPX U BHU3, TaK-
e B UrPyLLKY BCTPOEHbI yCroKanBaroLas My3blka (fo
30 MUHYT), 3BYKM 1 PacCeAHHbIN CBET, KOTOPbIEe BMe-
CTe C MATKUM, LUeNKOBUCTbIM MaTepuanom nomorarT
pa3BrBaTb OpraHbl YyBCTB Manbilia. Pa3srBalowuin
KoBpuK Lay To Play Tummy Time, Takxe co3faHHbIN
ANA HOBOPOX/EHHbIX, NOBYXAaeT fieTeil rpaThb Ha
pasHbIX CTaAMAX X pocTa: y ManeHbKOro KoBpuka
TaKxe eCTb U KapMaH Ans TPeX ManeHbKIX UrpyLuek,
1 Npope3biBaTefb, U 3epKaso, 1 NorpemyllKa B Bife
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CHICCO

Tpw HOBbIX NpOAYyKTa NONOAHUAN NNHMIO First
Dreams; ofuH 13 HYX — 3TO UrPOBOIA KOBPUK My
First Nest 3-B-1 co BCTPOEHHbIM NpoUrpbiBaTenem
KNnaccmyecko My3biki (30 MUHYT): 3TO yioTHOe
rHe3AbILIKO, FAe MOXHO BanATbCA U 06HNMATbCA
(o1 0 MecALeB), noayLUeyKa AnA NexaHnA Ha Xu-
BOTe (0T 2 MecsALeB) v NoAAePXKKa ANA CuaAYero
nonoxeHus (0T 6 MecALeB). JIMHNA MATKUX UTPY-
LeK NpemMmym-Knacca (Takxe Ana HOBOPOXEeH-
HbIX) — My Sweet Doudou - 6bina paclmpeHa ¢ 5
n0 11 npeameToB: Cpean HOBbIX — MAYNK, KOTOPbIN
NpeBPAaLLAeTCs B HEXXHOTO MaJIeHbKOTO MeiBe-
aA. Baby Gardener — 3T0 XoflyHKM, OCHaLLeHHble
PasNMYHbIMU AONOHNUTENbHBIMU GYHKLMAMY,
BKJ/IOYas coptep duryp u cneymans-
HYI0 INEKTPOHHYI0 GYHKLMIO: NEVKY,
OCHaLLEHHY0 AaTUMKOM, KOTOPbIN
aKTUBUPYET CBET 1 3BYKM, €C/IN NO-
CTaBWTb €e PALJOM C LIBETaMU, U30-
6paKeHHbIMI Ha NepeaHei CTOPOHe
XOAYHKOB (0T 9 MmecALeB).

CHICCO

Three new products have been
added to the First Dreams line; one of
them, My First Nest, 3-in-1 playmat
with 30 minutes of classical music, is
a comfortable nest for cuddle time (0
months up), a pillow for tummy time
position (2 months up) and a support
for the sitting position (6 months up).
The premium soft toy line - also for
newborns - My Sweet Doudou has
been extended from 5 to 11 items:
among the new ones, a ball that
transforms into a tender little bear.
Baby Gardener is a walker equipped
with various activities, including a
shape sorting game, and with a spe-
cial electronic feature: the watering
can incorporates a sensor which ac-
tivates lights and sounds when put
close to the flowers on the product’s
front side (9 months up).
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REVELL

The super soft, wash-
able Revellino is the
childs first RC car, very
easy to drive using the
wheel-shaped controller

(2 years up).

REVELL

Cynepmarkas MotoLasca Ma-
wwuHa Revellino - 310 nepBas aeT-
CKas pagmoynpasnsemas MallrHa,
KOTOPOIi OUeHb NErKo YNpaBNATb C
MOMOLLbIO NyNbTa B BUAE Konecuka
(ona peten ot 2 neT).
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RASTAR

The Hong Kong
company, a ride-on
specialist, introduces
a Land Rover-licensed
balance bike which
easily transforms into a
tricycle; the product is
foldable so that it can
be put in the car boot.
The Smart Sweeper al-
lows the child to help
mum clean the floor
while playing. The Ras-
tar lines are distributed
in Russia by TNG.

RASTAR

[OHKOHrCKasa KoMMaHus, cre-
LManu3npyioLwanca Ha cpeacTBax
nepeABUXeHNs, NpefcTaBnaeT
6eroBen, NMLEH3NPOBAHHDIN
Land Rover, koTopbli nerko npe-
BpaLLaeTCA B TPEXKONECHbI Be-
nocunes; U3aenue cknaablBaeTca
TaK, UTO ero MOXHO MONOXNTb
B GaraKHuK aBToMo6unsA. Smart
Sweeper — TaK Ha3blBaeTCA 3T0T
TPaHCMopPT — N03BONAET pebeHKy
nomoraTb Mame NofmeTaTb Nnon
BO Bpems urpbl. [pogykTbl Rastar
pacnpocTpaHsaioTca B Poccuun
KomnaHuen TNG.
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OO0PS OOPS

New from the Swiss company is HoBUHKoI! WBeliLLapcKoit KOMNaHUM ABNAETCA
the Ride-On Trolley which combines yeMofaHuuK Ha Konecax Ride-On Trolley - coueTanvie
the usefulness of a real suitcase with MoMb3bl 11 BECESbA, TaK Kak OH $yHKLIMOHAsEH KaK
the fun and comfort of a ride-on. HaCTOALMI YeMOZAH, a eLLe Ha HeM MOMHO e3[UTb
Especially attractive thanks to 3D BEPXOM — BECENIO 11 ¢ KOMbOPTOM. HeBeposTHO npu-
graphic elements, available in two BNleKaTe/bHbIN 61arofapa CBOeMy AU3aiiHy — Tpex-
different colours and themes, the arti- MepPHbIM rpadryeckmm /1eMeHTaM, JOCTYMHbIM B
cle is produced with durable and safe ABYX Pa3HbIX LIBETAX 1 PUCYHKAX, AAHHbI/ MPOAYKT
materials. W3rOTOBNEH 113 NPOYHbIX 11 6e30MacHbIX MaTeprasos.

Y

PEG PEREGO PEG PEREGO

Small children (1 year up) can ManeHbkue getu (0T 1 roga) MOryT Hac/a-
enjoy their first bike ride thanks to AUTHCA CBOEI NepPBON NOE3/KON Ha Benocuneae
the 3-wheeled electric Mini Duca- Gnarofaps TPEXKONECHOMY 3/IEKTPOMOBUIIIO
ti, equipped with a 6 Volt battery, Mini Ducati, ocHalLeHHoMy 6-BoNbTOBOI GaTape-
horn, accelerator and brake on the ell, KNaKCOHOM, aKCeNepaTopoM 1 TOPMO30M Ha
same pedal. For older kids (3 years OfHOW 1 Toi e neaanu. [letam noctapuue (ot 3
up) great fun is guaranteed by John JIET) MOpE Y[OBONbCTBUA [OCTABUT 12-BONbTHBIN
Deere Ground Force, the 12 Volt aneKTpuyecknii Tpaktop John Deere Ground
electric tractor complete with trailer, Force c npuuenom, FM-pagwno, ABymA cKOpoCTAMY
FM radio, two speeds forward and Brepes 1 Ha3ag, a perynmpyemoe cugeHbe obe-
reverse; the adjustable seat comforta- cneunt ygo6Hoe pasmelyeHie pebeHka no mepe
bly accommodates the child as she/he ero pocra.
grows. The Italian company’s ride-ons MpoAyKTbl UTaNbAHCKON KOMMaHNM XOPOLLIO
are well-known for their powerful WN3BECTHbI CBOMMM MOLLHbBIMI MOTOpamu, 60sb-
motors, large wheels, all-terrain per- LIVMI KONIECaMI, CBOVMCTBaMI BE3[1EXO/I0B, CMEH-
formance, long charge removable bat- HbIMM aKKyMYNIATOPaMI C [INTESNbHBIM 3aPALOM,
teries, “made in Italy” quality, safety KauecTBOM «CAefnaHo B Mtanuu», 6e30nacHoCTbio
and assistance. 11 OMOLLbIO.

Ll

HASBRO HASBRO

Kids can have a lot of fun brushing Snip [letn MoryT oueHb BECeno NpoBOANTL BPEMS, pacye-
’n Style Baby’s hair, watching it grow and CblBas BONIOCHI UTpyLKiA Snip ‘n Style Baby, Habniopas, Kak
then pretending to cut it: the included inter- OHV PACTYT, a 3aTEM NOHAPOLLKY NOAPE3as UX: BXOASLMe
active scissors allow the game to be repeat- B HaBOP MHTEPAKTVBHBIE HOXHUL|bI O3BOSIAIOT MOBTOPATH
ed over and over again, with the doll saying Wrpy CHOBA 11 CHOBA; KyK/la MPOWU3HOCUAT NPOCTble $pasbl 1
silly phrases and giggling; the packaging XVMXMKaET; B KOMMEKT BXOAAT LWETKa, HOXHMLIbI 1 akceccya-
includes brush, scissors and styling accesso- pbl ANA YKNAKK, KOTOPbIE MOXKHO MPUKPENUTb Ha FONIOBHYI0
ries that can be snapped into the headband MOBA3KY, YTOGbI U3MEHNUTb 06pa3.
to change looks. For the same age range, 3 [lins 3701 e BO3paCTHOI rpynmib (0T 3-x eT) - Habop ¢
years up, Play-Doh Stamp "N Top Pizza Ov- maccoit ana nenku Play-Doh, nocBAlLEeHHbI NpuUroTosneHnio
en requires no batteries or electronics, just nuuubl, Stamp ‘N Top Pizza Oven. OH He TpebyeT 6aTapeek
imagination: the kids stamp a pizza crust VAN 3NEKTPOHVKM — TONIbKO BOOOPaxeHe: AeTU TammyoT
in the oven, then create and customize us- OCHOBY [N1A1 NNLILIbI B IyXOBKe, @ 3aTeM GpaHTa3mpyIoT Ha Te-
ing the cheese crank that sheds Play-Doh MY HaUMHKI, NCMOSb3ys CIPHYIO HACAfIKY, MPEBPALLAoLLYI0
compound into grated cheese and the many maccy Play-Doh B TepTbiii Cbip, a Takke MHOXeCTBO $pop-
molds to make pretend pepperonis, veggies MOYEK [i/I51 IPUrOTOBIIEHS NENMEPOHM, OBOLYEN 1 [PYTIX
and other toppings; when it’s ready, they TOMMMHIOB; KOrAa nuLua GyAeT roToBa, ee MOXHO HapesaTb
slice it up with a cutter. creuyanbHbIM HOXOM ANs MALLbI.
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HAPE INTERNATIONAL

Part of the Kitchen & Food line - 3 years
up - the Pop-Up Shop with its accessories,
including cash register and scanner (with
lights and sounds), is completed by a whole
range of vegetables, fruit, eggs, meat and
fish, hamburger and hot dog, cupcakes and
other sweets, all in wood and silicon, some
with magnets. For younger children - 12
months up - the selection of pull along toys
includes the Ladybug and the Baby Bird.
Newborn babies’s senses will be stimulated
by the Garden Friends Play Arch and by
the Bumblebee Pram Chain, the Bumblebee
Pram Rattle and the Ladybug Pacifier Clip,
belonging to the same Infant Toys line.

HN524 040907
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HAPE INTERNATIONAL

MpoAyKT U3 MMHWN
Kitchen & Food - ina geten
oT 3 neT - Habop Pop-Up
Shop (Mon-an marasuH) co
CBOMMM aKceccyapamu, Taku-
MU KaK KacCOBbII annapart n
CKaHep (C nofCcBeTKOM 1 3BY-
KOM), YKOMMIEKTOBAH LiefibIM
PALOM OBOLLEl, GPYKTOB,
AuL, MAca v pbibbl, rambypre-
POB U XOT-[JOrOB, KanKeikoB
1 PYrux cCnagocTent: Bce
CAenaHo 13 fiepesa u cunun-
KOHa, Y HEKOTOpbIX AeTanel
€CTb MarHuTbl. ins peten
MaaLuero Bo3pacta - ot 12

LEGO

Movie 2”.

The Duplo colourful, sturdy and
safe bricks are easily handled by the
little fingers of the smallest builders.
For children from 18 months up,
the line offers the Disney licensed
characters My First Minnie and My
First Mickey - there is great activity
around Mickey Mouse on his 90th
birthday - and two zoo-themed sets,
My First Balancing Animals and My
First Animal Puzzle. From 2 years up,
The Visitors Of Planet Duplo playset
allows children to re-enact scenes
from the forthcoming “The LEGO

MecALeB — npepiaraeTca
ACCOPTMMEHT MrpyLUeK Ha
BepeBOYKe, YTObbI BO3UTbH 3a
coboit, HanpumMep 60Xbs KO-
POBKa 1 ManeHbKas nTuukKa.
Pa3BuTMe opraHoB YyBCTB
HOBOPOXEHHbIX MOXHO
CTUMYNMPOBATb C MOMO-

Lbto MrpoBoit apkmu Garden
Friends Play Arch, uenouku
Bumblebee Pram, norpe-
MyLKu Bramblebee Pram un
MPULLENKI ANA COCKM B BUAE
60xbelt kopoKu Ladybug
Pacifier Clip, npuHagnexatymx
K TOVI XKe NIMHeliKe nrpyLuek
Ana mnageHues Infant Toys.

L L L A  / a

LEGO

KpacouHble, npouHble 1 6e3onacHble Kup-
nuumky Duplo nerko nogpatTca ManeHbKUM
nanbynkam camblx OHbIX cTpouTenei. Ana
AeTeil T 18 MecALeB NMHeliKa NpeanaraeT
NNLEH3MPOBaHHbIX NepcoHaxeit Disney, «Mos
nepsaa MuHHW» 1 «Mow nepBbIi MUKKn» (BO-
Kpyr Mukkn Mayca v ero 90-ro gHa poxaeHua
ceyac MHOTO aKTUBHOCTE), 1 [iBa CeTa Ha Te-
My XMBOTHbIX: «Mou nepBble 6anaHcmpyoLme
XKMBOTHbIE» 1 «MoW NepBbIi Na33n C XKUBOTHbI-
mu». [1nA Bo3pacTa OT 2 NeT 1 CcTapLue npeana-
raeTcA urpoBoi Habop «MoceTuteny NnaHeTbl
[ynno» — oH N03BONAET A€TAM BOCMNPON3BO-
ONTb CLEHbI 113 TOTOBALLErocs K Bbixogy duib-
ma «LEGO Movie 2».

L

SPIN MASTER

Moonlite is a different and charm-
ing way to tell the child fairy tales
when it’s time to go to sleep. Using
an app, a written tale appears on the
smart phone and a special device
connected to it projects relevant im-
ages on the wall or ceiling. The cata-
log of the plush brand Gund, a recent
acquisition, includes the Baby Gund
line (0 or 1 year up, according to the
models) featuring a wide selection of
funny and tender animals, some of
them animated, with sounds.

SPIN MASTER

Moonlite - 3T0 0TIMYHBIN OT ApyrIX, O4apO-
BaTesIbHbIN CNOCO6 paccKasbiBaTb [ETAM CKa3Ku,
Korga HacTynaet Bpema natn cnatb. C nomoLLbto
NPUOXEHNA Ha CMapTPOHe NOABAAETCA TEKCT
CKa3KM, a NOAKOUYEHHOE K CMapTGOHyY creLimanb-
HOe YCTPOICTBO NpOeLMpyeT COOTBETCTBYIOLLME
1306paxkeHnA Ha CTeHY UK NOTONOK. KaTanor
6peHpaa nnioLeBbIx Urpywek Gund, HeaBHee
nprobpeTeHue, BKOYaeT B cebs nuHMto Baby
Gund (ot 0 vnu oT 1 ropa, B 3aBUCMMOCTM OT MO-
[Zieneit), B KOTOPOI NpefCTaBeH WUPOKNI BbIGOP
330aBHbIX 1 HEXHBIX >KMBOTHBIX, HEKOTOPbIe 13
KOTOPbIX aH/MUPOBAHbI 1 CO 3ByKaMMu.
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GEOMAGWORLD

Constantly expanded since it
was launched three years ago, Mag-
icube is a building system made up
of magnetic cubes which attach to
one another on all six sides allowing
small children - 12 months up - to
easily create colourful 3D construc-
tions. Among the latest additions,
the Transport, River Animals and
Savanna Animals playsets and two
16-piece Free Building sets. The Swiss
company has also launched four

WFairsReport

GEOMAGWORLD

MocToAHHO paclmpaeman € Tex nop,
Kak OHa Oblna 3anylyeHa Tpu roaa Hasag,
Magicube - 310 KOHCTpYKTOp, COCTOALMN 13
MarHUTHbIX KyO1KOB, KOTOPbIE COEAUHAIOTCA
APYr C APYrOM CO BCeX LeCTN CTOPOH, 4TO no-
3BOJIAET MaNleHbKUM eTAM — OT 12 MecALieB —
NIerko co3jjaBaTb KpacoyHble TpexmepHble KOH-
cTpyKummn. Cpepy NocneaHNX HOBUHOK — UTpo-
Bble Habopbl «TPAHCMOPT», «PeUHbIe XKBOTHbIE»
1 «CaBaHHa» 11 fiBa Habopa 13 16 yacTeil na
KOHCTPYKLIMI Ha BONbHYIO Temy. LLIBeiapckas
KOMMaHUA TakXe BbIMyCTrNa YETbIPe UrPOBbIX

Habopa PAW Patrol (o1 18 mecAueB); 370 ee

its first licensed products. Geomag- NepBble INLEH3NOHHbIE MPOAYKTbI. MPOAYKTHI
world’s lines are distributed in Russia Geomagworld pacnpoctpaHstotcs B Poccin
by Toy Toy. komnaHueit Toy Toy.

PAW Patrol playsets (18 months up),
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YONGKANG TANGSHENG YONGKANG TANGSHENG

INDUSTRY INDUSTRY

This Chinese company special- JTa KiTailcKas KomnaHms, cneumany-
izing in scooters exports to sever- 31PYIOLLAACA Ha IKCMOPTe CAMOKaTOB B
al countries, including Russia. Its HECKOMbKO CTPpaH, BKAoyasa Poccuio. Ee
Snail brand offers running bikes 6peHn Snail npeanaraet feTckue 6ero-
and scooters for children. One Besbl U CamoKaTbl. B 0HOI 113 Mopeneit
of the scooter models features a CaMOKaTOB C3a/j1 HAaXOAWNTCA MaLUNHKa
bubble machine in the rear: the MO NPOV3BOACTBY MbISIbHbIX My3blpelt:
scooter, in plastic and steel, is very CaMOoKaT 13 MNacTiKa 1 CTail OYeHb
easily assembled, being made up nerko coGparb, TaK Kak OH CAenaH Bce-
of just two parts, fixed by pres- ro 13 [1BYX YacTeil, GUKCUpyeMblx Ha-
sure. The new version of the Glid- xatuem. Hooi Bepcun Glider Scooter,
er Scooter, which is shaped like a KoTopas MeeT GopMy MOTOLMKA, a B
motorbike and when folded looks CNOMEHHOM BUIE BbIFAANT KaK KOCMU-
like a starship, adds music and YecKmin KopabJib, 06BN My3bIKY 1
lights. dbapbl.
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LISCIANI

The educational games of the Carotina Pre-
school line are distributed by Prime Toys in the
Russian marketplace and available in the translat-
ed version. For children from 3 years up.

LISCIANI

PasBuBatowme nrpbl nuHmm Carotina Preschool
pacnpocTpaHAoTCcA KoMmnaHuen Prime Toys Ha poc-
CWIACKOM PbIHKE 1 JOCTYMHbI B NEPeBefjeHHON Bep-
cun. ina peteit ot 3 ner.

4
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~ Igor Neudachin,
‘Lapsi, CEO

—

o succeea

n childrens retail
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[ [ ] MEDIAME

Bb'lﬁup
¥ Poauteneq

WE HAVE LONG BEEN LOOKING FOR AN OPPORTUNITY TO MAKE A DETAILED INTERVIEW
WITH IGOR NEUDACHIN, THE CREATOR OF THE ‘LAPSI' BRAND, WHO HAS BEEN BUILDING A Author:
BUSINESS FOR MORE THAN A DECADE IN A DIFFICULT SEGMENT FOR AN ENTREPRENEUR, Tatyana Butskaya,

‘Parents'Choice’ magazine,

IN THE SEGMENT OF CHILDREN'S PRODUCTS, AND WHO DOES IT SUCCESSFULLY: AT THE publisher
MOMENT, BESIDES THE LAPSI ONLINE STORE, THERE ARE ALSO STORES IN M0OSCOW, ST.

PETERSBURG, YEKATERINBURG AND KRASNODAR. THEREFORE, TATYANA BUTSKAYA INVITED

IGOR TO THE STUDIO OF THE ‘'MEDIAMETRICS  RADIOSTATION TO HER AUTHOR'S PROGRAM

‘PARENTS CHOICE RUNNING LIVE, TO ASK HIM HOW TO BECOME A SUCCESSFUL RETAILER IN

CHILDREN'S RETAIL AND HOW TO WIN OVER A BUYER.

T Urops Heypaunn,
reHepaJIbHbIN JUPEKTOP
KoMmmanuy Lapsi

—

TOONTBCT YCITEXA

B DUTEM/IC TORAPOR 19 ACTEN

Asrop: Tatbana Bynkas, usnarens xyprana Parents” Choice
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MBI TABHO MICKATTY BOSMOKHOCTD
CIEJIATD BOTIBILIOE MHTEPBBIO C UTOPEM
HEYIAYMHDIM, CO3MATENIEM BPEHIIA
LAPSI, XOTOPBI BOT Y)XE BOJIBIIE IECATH
JIET CTPOUT BM3HEC B HETIPOCTOM /14
[IPENITPMHUMATE/A CETMEHTE TOBAPOB
1S IETEW, 1 IETTAET 370 YCTIEIITHO: B
TAHHbBIV MOMEHT, KPOME UHTEPHET-
MATASVHA LAPST, VTSI TIOKYIIATETTEN
NIOCTYITHBI TAKXKE CAJIOHBI B MOCKBE,
CAHKT-IIETEPBYPTE, EKATEPUHBYPIE I
KPACHOTIAPE. T103TOMY TATHSHA BYTIKAA
[TPUTTIACUTIA TOPA B CTYIUIO PATIIO
MEDIAMETRICS, 9TOBbI B [TPAMOM 30UPE
CBOEM ABTOPCKOM ITEPEIIAYM «BBIBOP
POMTATENEN» PACCTIPOCHTD ETO 0 TOM,
KAX CTATb YCTIEIIHBIM PUTENTEPOM B
NETCKOU PO3HUIIE 1 3ABOEBATD «CBOET0»
[TOKYIIATETA.



- It always seemed to me that
strollers, cots - this is a very large
volume of the market, it has got a
lot of potential. What volume of
this market is yours?

- Our products for newborns
belong to the premium segment,
these are products of very high
quality and high prices, and the vol-
ume of this market is not very big.

- But, at the same time, you
created a chain of stores that has
existed for a long time, it is very
loved by parents and you won
their trust; parents come to you
for certain goods. How to find
your niche? What is your ideology,
who is a Lapsi customer?

- Our customer wants to choose
the best for the child: best prams
and strollers, best car seats and best
furniture.

- But “the best” is a relative
term, what is important for you
when choosing a product for your
assortment? Is it your own taste,
or the taste of the staff?

- We can say that our customers
decide on our product range them-
selves. With such a variety of retail-
ers, I just feel happy because of the
fact that every client can find what
he/she needs. Probably, our special-
ty and ideology is the absence of
low-quality goods.

Wnterview

- This is a very important idea,
also in the context of the work that
we do with our parents! We try to
convey to them that it is necessary
to request certificates while mak-
ing a purchase, you need to un-
derstand what exactly is indicated
in these documents, and then
(and this is the highest degree of
consciousness) you need to go to
the manufacturer’s website and
check their compliance with the
purchased product. Few people
do this work. Do people often ask
for product certificates in ‘Lapsi’
stores?

- We get such requests on our
web-site, for example, once or twice
a month, and in the brick-and-mor-
tar stores even less often.

- That is, the buyer trusts the
quality offered by Lapsi. We have
no questions about the quality. Let
us return to the assortment - do
you educate your customers, or
do they come to you already pre-
pared?

- Usually, the clients come with
their own point of view and with
the understanding what exactly they
want. In addition, our wide range
allows you to come to the store and
to make a choice on the spot. Mod-
ern future mothers are very well
educated, they are aware of all the
new products already at the stage of

- MHe Bcergia Ka3anocb, YTo KOJIACKMN, KpOBaTKM — 3TO
o4eHb 60nbLLoil 06bem pbiHKa, 3To NnepcnekTuBHo. Ka-
Kol 06'bem 3TOro pbiHKa - Baw?

- Hawww ToBapbl Ana HOBOPOXAEHHBIX MPUHAANEXAT K
npemuanbHOMY CErMEHTY, 3TO TOBapbl OYE€Hb BbICOKOTO Ka-
YeCTBa U BbICOKOW LieHbl, U 06bEM 3TOTO PbIHKa HEBENIK.

- Ho npu 3TOM Bbl CO3AanM ceTb MarasuHoB, KOTopas
CyLiecTBYeT JaBHO, O4eHb JIlD6MMa poauTensimu 1 3aBo-
eBana ux foBepue, K Bam poanTenn uayT 3a KOHKPETHbI-
My ToBapamu. Kak HainTu coto Huwy? B yem Bawa npaeo-
norus, KTo oH - nokynartenb Lapsi?

- Haw nokynatenb xoueT nogobpatb pebeHKy camoe
nydluee: B KONACKAX, B aBTOKpecnax v mebenu.

- Ho «camoe nyuLiee» — 310 oTHOCUTENbHaA Gpopmy-
nupoBKa. Ha uTo Bbl opueHTUpyeTech, nog6upas accop-
TMeHT? Ha cBOM BKYC, Ha BKYC COTPYAHNKOB?

— MoXHO CKa3aTb, UTO Hall MoKynaTtenb cam Gopmmpyet
HaLl acCOPTUMEHT. 1 Takom MHOTo06pasn puUTenepos s
JINLLb NCMNbITbIBAK PAJOCTb OT TOFO, YTO KaXKAbli MOKynaTesb
HaXoAmT TO, YTO HyXHO emy. HaBepHOe, Hallla 0cO6eHHOCTb
1 NAE0NOTYA 3aKI0YAEeTCA B OTCYTCTBIMN HEKaYeCTBEHHOrO
TOBapa.

- DTo O4eHb BaXKHasl MbiCJib, B TOM YUC/E, B KOHTEK-
cTe Toli paboTbl, KOTOPYIO Mbl NPOBOAVM C poauTenamn!
Mbi cTapaemcs fJOHeCTH 10 HUX, YTO HeO6X0AMMO 3a-
npawuBaTh cepTudurKaTbl, COBeplLas NOKYMKY, HYXHO
NOHMMATb, YTO UMEHHO YKa3aHOo B 3TUX AOKYMEeHTaXx, a
noTom (1 3To yXe BbIClIasA CTeNeHb 0CO3HAHHOCT) Hafo0
3aliTV Ha caliT NPON3BOAUTENSA U NPOBEPUTb X COOT-
BeTCTBME KyrJieHHOMY ToBapy. Mano KTo npoBoauT 3Ty
pa6ory. Y Bac yacTo cnpalumBaiot ceptudurKkarbl Ha Npo-
AyKuuio B MarasuHax Lapsi?

- o 3anpocam ¢ caliTta, Hanpumep, 3To OANH-ABA pa3a B
MeCSLL, a B MarasuHe 1 TOro pexe.
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pregnancy. As for the age range of our audience, then, perhaps, it is
30+, adults who can afford pretty expensive things.

- Do sales consultants in your stores help to make the best
choice? Do you train your sales consultants? Do you send them for
trainings?

- Our consultants work with us for a very long time and there is
practically no staff turnover. Therefore, they thoroughly know our
range. When new items arrive, we, of course, make a training. All our
consultants are professionals.

- If you remember, in the pre-crisis times it was often possible
to observe the following picture: a dad comes to the store with an
impressive list of kid’s “dowry” and asks to pick up the goods for
him according to the list. Are there such customers still today?

- Today there are not so many clients like this, but only because of
the fact that father and mother are trying to choose bulky products
together, they select “dowry” mainly before the birth.

- They say that now it is more profitable to buy online, and
offline stores are used more as showrooms. How often do people
come to you to look, to see into a pram or a chair, and then they
buy the product on the Internet, where it is cheaper? Maybe you
and other strong players should unite in order to fight somehow
this phenomenon?

- Indeed, such a problem exists. But we have a free market. There
are also some players on the market who are overly fond of discounts,
“Black Fridays” and so on. At the same time, other offline stores suffer
as they do a lot of work to show their products in the best possible way.

- Is it right that you had such a system, that a pram was cheaper
in your online store in comparance to offline stores?

- Yes, true, we practiced this approach, but due to the fact that
there was a conflict between the offline and the online stores, we had
to abandon it. Only because of this.
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- To ecTb NOKynaTenb AoBepseT TOMY KauecTBy, KOTOpoe
npepnaraer Lapsi. K kauecTBy BonpocoB HUKaKux HeT. BepHem-
sl )Ke K acCOPTUMEHTY: Bbl 06pa3oBbiBaeTe CBOEro nokynarens
1AY K BAM OH NPUXOJUT YKe NOAroTOBNEHHbIM?

- Kak npaBuno, nokynartesb NPUXO4UT CO CBOEI TOUKON 3peHUst
1 MOHVIMaHNeM, YTO UMEHHO OH XoueT. K ToMy e Halll LINPOKNI ac-
COPTUMEHT MO3BOJIAET MPUIATI B MarasvH 1 Ha MECTE OMPEeLenTb-
A ¢ Bbibopom. CoBpemeHHble OyayLyre Mambl NpeKpacHo 0bpa3zo-
BaHbl, OHU eLLe Ha 3Tane 6epeMeHHOCTY HAXOLATCA B Kypce BCeX
HOBVHOK. YTO KacaeTcs BO3PACTHOI rpaHuLbl HaLlen ayanTopui,
TO, NoXanyi, 370 30+, B3pOC/bIE NI0AY, KOTOPbIE MOTYT MO3BONNTL
cebe AOBOJBbHO 10POTYie BELW.

- MomoraioT M NpoAaBLbl B BalUKX CanoHax caenatb nyy-
wuii Bbi6op? O6yuaete nm Bbl cBoMX NpopaBLoB? OTnpasnse-
Te Ha TPeHunHru?

- Hawwm KoHcynbTaHTbl paboTaloT ¢ HaMK OYeHb NPOJOSIKUTENb-
HOe BpeMs, 1 TeKYUKI KafipOB NMPaKTUYECKM HeT. [03ToMy OHU f0-
CKOHaNbHO 3HAIOT Hall acCOpTUMeHT. Koraa noaBnsaioTcA HOBUHKMY,
Mbl, pa3ymeeTcs, NPOBOAUM 06yueHVe. Bce Halun KOHCYNbTaHTbl —
npodeccroHanbl CBOEro Aena.

- Ecnn BcnomHuTe, B AOKPN3UCHbIE BPpeMeHa YacTo MOXHO
6bu10 HaGnogaTh CieAyIoLLYI0 KAPTUHY: B Mara3uH NpuxoauT
nana ¢ BHYWTe/IbHbIM CMIVCKOM i€TCKOTO «NPUAaHoro» U Npo-
cuT nogo6patb emy Bce Heo6xoaumoe. OcTanucb nu ceyac
TaKkue nokynartenu?

- Cenyac Takvx nokynatenen CTano MeHbLue, HO TONbKO NNLLb
MOTOMY, UTO Mara 1 Mama CTapaloTcs BbloMpaTb KpynHorabaputHble
MOKYMKM BMECTE, COBMPAIOT «MpULaHOe» B OCHOBHOM [0 POXIEHUS.

- loBopAT, uTO Ceilvac BbirofjHee NOKynaTb OHNAIH, a pe-
anbHble MarasuHbl NCMOJb3YI0TcA 6onblue B KauecTBe Woy-
pymos. Kak 4acTo K Bam NpMXoAAT NocMOTpeTb-pas3obpatb
KONACKY, CTYNbYMK, a NOTOM noKynaioT B IHTepHer, rae nope-
wesne? MoxeT 6bITb, BamM 11 PYrMM CUNIbHbIM UrPOKam CTOUT
06beNHNTbCA, KaK-TO 60pOTbCA € 3TUM ABJIeHNnem?

- [leicTBUTENbHO, Takas npobnema cyuiectayet. Ho y Hac cBo-
60[HbIN PbIHOK. ECTb 11 Takne UrpoKM Ha pbiHKe, KOTOpble Ype3mep-
HO YBIEKAIOTCA CKNAKaMU, <YepHbIMI NATHULLAMW» 1 TaK fanee.
Mpm 3ToM cTpagatoT gpyrue opdnaitH-MarasnHbl, KOTOpble Npo-
BOAAT 60nbLuyto pPaboTy, UTO6bI MOKa3aTb CBOV TOBAP HanyyLLUM
obpazom.




Wnterview

- Your online store Lapsi is generally perceived as an independ-
ent project, it is very well quoted in search engines. How do you
promote it?

- Like everyone else, we invest in advertising. We have the Lapsi.
TV Youtube channel, where professional actors demonstrate how to
properly handle a pram. For 8 years, a lot of content has accumulated
there - even some manufacturers ceased to exist and their products
can be seen only in our archive. For example, Teutonia, if you re-
member such a great brand. Lapsi. TV is successful, although perhaps
we could use the possibilities of this resource better. But it works, and
the reviews about it are only good.

- Let’s imagine that some company that is not yet represent-
ed on the Russian market wants to sell its products in the Lapsi
stores. What selection criteria do you use?

- Undoubtedly, it should be original products and, of course, safe,
certified. We regularly monitor new products ourselves. If the man-
ufacturer wants to offer a cooperation, they should write to the Lapsi
purchasing department. The decisions are made collegial.

- What should be the first letter so that it could ‘catch’ you?

- It should be, above all, short, sum and substance. And with the
proposal to send the samples. If a decent quality is offered with the rea-
sonable price, we will undoubtedly consider the application. If we are
talking about foreign partners, for example, members of the Eurasian
Economic Union, the best is to go to the exhibition and see the product
personally. In principle, each manufacturer has a chance to sign a co-
operation agreement with us. All our direct competitors are constantly
looking for new products that will attract attention to their range.

- Or they are busy with creating their own brands.

- We also have our own brand - this is the furniture line ‘Fiorel-
lino, which we produce in Slovenia from alpine beech. High quality,
excellent furniture that can be presented on the European market.

- From the manufacturer’s point of view, how do you assess the
potential of the Russian market?

- The quality of production in Russia has greatly increased, this is
noted also by our foreign partners. As for our segment, for example,
prams - this is a more technological product, and it is a very expen-
sive business that is not easy to start. Even harder is to produce car
seats. Personally me, I have not tried. If the Russian-made car seats
are able to pass the same tests as the German or English products, the
same ADAG for example, I will be happy to sell them, and the Rus-
sian certification, in my opinion, is not enough.
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- Kaxercs, Yy Bac 6bina Takas cMcTema, YTo B NHTEepHeT-Ma-
rasuiHe KosiAicKa cTouna aeluessie, Yem B cajsioHe?

- ,D,a, LeCTBUTENbHO, Mbl npakTuKoBaan TaKkom NoAxog, HO 13-
3a TOro, Yto noAsnAnca KOH¢|J’]I/IKT MeXay CaJloOHOM U HTePHEeT-Ma-
ra3nHOM, MPULLNIOCh OT HEro OTKa3aTbCA. Tonbko 13-3a 3T0r0.

- Baw nHTepHeT-mara3suH Lapsi Boo6ue BocnpnHnmaetca
KaK CaMOCTOATENbHbI NPOEKT, OH OYeHb XOPOLLO KOTUPYeTCA
B NOMCKOBBIX cucTemax. Kak Bbl ero npogsuraere?

- Kak 1 Bce, BKnaabiBaeMm B peknamy. Y Hac ecTb Youtube-
KaHan Lapsi.TV, Ha KOTopom NpodeccroHanbHble apTUCTbI AEMOH-
CTPUPYIOT, KaK NPaBWIbHO 06paLLaTbCA € TOW U NHOW KOMACKON.
3a 8 neT Tam HaKoMmuI0Cb MHOTO KOHTEHTA; HEKOTOPbIE MPOU3BO-
OUTENN Jaxe NpeKpaTuin CBOe CyLLeCTBOBaHUE, 11 UX NPOJYKTH
MOXHO YBMAETb TONbKO B Halem apxmse. Hanpumep, Teutonia,
€C/n NOMHWTe TaKol npeKpacHblil 6pena. Lapsi.TV umeet ycnex,
XOT$l, BO3MOXXHO, Mbl MO/ Obl MCMONb30BaTb BO3MOXHOCTH
3TOro pecypca nyyuwe. Ho oH paboTaer, 1 0T3biBbl O HEM TOSIbKO
xopouuue.

- [laBaiiTe npeAcTaBMM, YTO KaKasn-TO KOMNaHWNA, KOTopas
NOKa HMKaK He NpeACTaB/ieHa Ha POCCUIICKOM PbIHKE, XOueT
peanunsoBbiBaTb CBOIO NPOAYKLMIO B MarasuHax Lapsi. Kakne
KpuTepuu ot6opa Bbl Ucnonb3yere?

— HecomMHeHHo, 370 fo/mKHbI GbITb OPUTMHANbHBIE MPOAYKTI 1,
KOHEYHO e, 6e30omacHble, cepTudrLmpoBaHHble. Mbl perynapHo
MOHWTOPVM HOBble MPOAYKTbl camut. ECim npon3soamTenb xouet
NpeanoXnTb COTPYAHUYECTBO, OH AOMKEH HanUcaTb B OTAEN 3aKy-
nok Lapsi. PelieHnsa nprHrMaoTca KoniernanbHo.

- Kakum BO/MKHO GbITb 3TO NepBOe NNCbMO, YTO6bI OHO MOT-
no Bac «3aLenuTb»?

— OHO JOMKHO GbITb NpeX[e BCEro KOPOTKUM 1 no feny. U ¢
npennoxeHnem npucnatb 0bpasubl. Ecnv npy foctoiHoM Kave-
cTBe GyAeT NpeanoXeHa Nnpuemnemas LieHa, Mbl, HECCOMHEHHO,
paccmoTpum 3asBKy. Ecniv peub et o 3apy6exHbix napTHepax,
Hanpumep, uneHax EBpasuiickoro SkoHommyeckoro Coto3a, nyy-
LUe BCETO MPUEXaTb Ha BbICTABKY U MOCMOTPETb NPOAYKT INYHO. B
MPUHLMNE, y KaXA0N KOMMNaHUU-NPOM3BOLMTENSA €CTb LWAHC 3aKto-
UnTb C HaMV JOrOBOP O COTPYAHMYeCTBE. Bce Halum npAMble KOH-
KYPEHTbI MOCTOAHHO 3aHATbI MOMCKOM HOBbIX MPOJYKTOB, KOTOpbIe
MPVBNEKYT BHAMaHWE K UX aCCOPTUMEHTY.

- Wnn ke oHM 3aHATbI cO3faHNEM COBCTBEHHbIX MapOK.

- Y Hac Toxe ecTb CBOAl MapKa — 310 Mebenb Fiorellino, koTopyto
Mbl Npou3Boaum B CIoBEHUM 113 anbnuickoro byka. MpesocxogHas
mebenb BbICOKOrO KauecTBa, KOoTopas MOXET ObiTb NpeAcTaBneHa
Ha eBPOMENCKOM PbIHKe.

- C TOYKM 3peHns Npou3BOANTENsA KakK Bbl OLleHUBaeTe nep-
CNEeKTUBHOCTb POCCUIICKOTO PbIHKa?

- KauecTtBO Npou3BoacTBa B PoCcum 04eHb BbIPOCIO — 3TO OT-
MEUaIoT B TOM YMCIe Haluy 3apy6exkHble mapTHepbl. YTo e Kaca-
€TCA HaLLEero CermMmeHTa, HarmpuMep, KONAICOK — 3To 6osee TeEXHONO-
TUYHBIN MPOJYKT, U 3TO O4YEHb AOPOroN 613HEC, KOTOPbIN HEMPOCTO
HayaTb. ABTOKpeCna Npou3BoamnTH eLye cnoxHee. JINYHO A He npo-
60Ban. Ecnn aBTOKpeca poccuitckoro Npou3BOACTBa CMOTYT NPO-
XOIWTb Te e TeCTbl, YTO HEMeLIKMe Unn aHrnnnckne, Tot e ADAG,
A C yBOBOMbCTBYEM Byfy MX MPOAaBaTh, POCCUICKO e cepTudu-
KaLumu, Ha MO B3rnag, HefloCTaTOuHO.
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AT PITTI BIMBO NO. 88, 564
Q AUTUMN-WINTER 2019/2020
O d COLLECTIONS WERE INTRODUCED

TO OVER 10,000 PROFESSIONAL

VISITORS FROM MORE THEN 60
COUNTRIES AND TERRITORIES.

THE EXHIBITION CONFIRMS ITS
INTERNATIONAL APPEAL.
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HleTcKaa opgexpaa
BO CDnopeH T71%

HA TTPOIIE :LUT B 88-1 PA3 BBICTABKE PITTI BIMBO BbIJTI [TPEACTABIIEHDI 564 KOTIEKIIMN CESOHA
OCEHD - 3UMA 2019/2020. BBICTABKY IIOCETIIN BOMEE 10 000 TOCTEN-TIPOGECCUOHATIOB UHIYCTPUN
3 BOTTEE {EP E[\ CTPAH MIIPA. BBICTABKA [IOOTBEPKIAET CBOM MEXIYHAPOIHDIN CTATYC
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Held at Fortezza da Basso in Florence, Italy (January 17-19, 2019),
the winter edition of Pitti Bimbo, international kids’ fashion and life-
style exhibition, introduced 564 collections of which 354 from abroad
(58% of the total) to 6,400 buyers and a total of almost 10,000 visitors
from over 60 countries and territories. Featuring 11 main sections
(Pitti Bimbo, EcoEthic, Kid’s Evolution, Apartment, KidzFIZZ, The
Nest, #ACTIVELAB, Fancy Room, Sport Generation, SuperStreet,
Fashion at Work), Pitti Bimbo No. 88 attracted a lower number of
Italian buyers (about 9 per cent less) compared with the previous
winter edition while attendance from abroad remained more or less
the same (2,450 units). Among the main foreign markets involved in
the event, the numbers of buyers from Russia (-14 per cent), Germa-
ny and Ukraine decreased; on the contrary, increases were registered
from Spain, United Kingdom, Turkey, France, Greece and Belgium.
The top five reference markets were Spain (217 buyers), Russia (216),
United Kingdom (173), Germany (135), Turkey (103).

\r ‘ ﬁﬂl’ Jrlul)
bie by Patrizia Pepe capsule

| llectlon features tie & dye effect fuchsia
tones w1th black touches, strass and sequin
applications and pop-style graphics.

b

pras”

Mini-me approach
according to
Monnalisa:the
Italian company,
based in Arezzo,
has been a leader
in premium
childrenswear for

50 years.

B Kanc KOIUleKMM Y atr a Pepe

* NCIOIb30BaHA TeXH]/lKa okpackir «tie & dye’, BeToBas
raMMa — QyKcis ¢ YepPHBIMIL IITPIXaMI, CTPA3aMIL i

- malieTkam, a Taioke FpaMKoil B CTILE TIOM.
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Topxxog Mini-me ot 6penga Monnalisa: uranbsiHckas

KOMIaHus, 0asupynmasaca B Apenno, yxe 50 ner
SIBISAETCS TUEPOM B IPOU3BOJCTBE
JEeTCKOIT 0TIl MPeMUYM-KIacca.

Ha npoBogumoli B kpenoctu GopreiLa-
pa-bacco (Fortezza da Basso) Bo ®nopeHuuu,
Wrtanua (17-19 anBapa 2019 rofa) 3UMHeN Bbl-
ctaBke Pitti Bimbo, mexayHapoaHoii BbicTaB-
Ke feTckoi Mogbl u lifestyle-ToBapos, Ha cyn
noyti 10 000 nocetuTeneit 3 6onee yem 60
CTpaH Munpa, 6400 13 KoTopbIX — Galiepbl, 6biNo
npefcTaBneHo 564 konnekyum, n3 HUXx 354 -
MHOCTPaHHbIMW KoMnaHuamm (58% oT obLwero
yuncna nokasos). BoicTaBka bbina nofgeneHa Ha
11 ocHoBHbIX pa3genos: Pitti Bimbo, EcoEthic,
Kid's Evolution, Apartment, KidzFIZZ, The Nest,
#ACTIVELAB, Fancy Room, Sport Generation,
SuperStreet, Fashion at Work. lMpoBogumas
B 88-i1 pa3, Pitti Bimbo npuenekna meHbLue
(NpumepHo Ha 9%) UTaNbAHCKIX MOKynaTe-
nelt No CPaBHEHWIO C NPeAbIAyLLEen 3MMHeN
BbICTAaBKOIA, B TO BPEMA KaK NOCELLAEMOCTb
3apy6exHbIx rocTeil octanacb bonee-meHee
Takom xe (2450 komnaHwuin). Cpefm OCHOBHbIX
3apy6eXKHbIX PbIHKOB, YYaCTBYHOLIMX B MEPO-
NPYATAK, COKPATUIOCh YNCSIO NOKYNaTenen
13 Poccun (-14%), lfepmanunm n YKpauHsl, 1,
HaMpoTVB, Obl 3aPErMCTPUPOBAH POCT Yncia
nocetutenen n3 Vicnanum, BennkobputaHuu,
Typuwu, ©paHuum, Mpeumnn v benbrn. B ton-5
PbIHKOB C HaMOObLLVM KOIMYECTBOM NOCETU-
Tenei Bownn VicnaHus (217 6anepos), Poccus
(216), Benukobputanusa (173), lepmaHua (135),
Typuwua (103).



RICH CALENDAR OF EVENTS

An important appointment for
buyers of large department stores, bou-
tiques, concept stores, e-commerce
sites, independent stores and for all
those who work with the ever-wid-
ening and transversal business of
kidswear collections, the exhibition is
steadily improving its role as a platform
for the global launch of projects related
to the world of research.

In January, the calendar of events
was as rich as usual, including cat-
walks (such as those by Stefania, by

WFairsReport

Black & white
solutions by Stefania.

six Spanish brands under the umbrella
of Children’s Fashion from Spain and,
outside the Fortezza, by Monnalisa and
Il Gufo), presentations, entertainment
and special activities. In 2019 Barbie,
the most famous among fashion dolls,
will turn 60-years-old and the cele-
brations of this important anniversary
began at Pitti Bimbo with a special area
inside the Fortezza; on the occasion,
the partnership with the brand Patrizia
Pepe was presented for the launch of

a capsule collection, which includes a
special T-shirt.

54

YepHo-0ernble pelenns
ot Gpenpa Stefania.

BOTATbI COBbITUAMU KANIEHOAPD

[laHHas BbiCTaBKa — BaXKHOe COObITUE A balte-
POB KPYMHbIX YHBEPMaroB, 6y TNKOB, KOHLIENT-CTO-
OB, OHMalH-Mara3HOB, HE3aBUCVIMbIX MarasuHoB 1
BCEX TeX, KTO paboTaeT C NOCTOAHHO PacTyLLMM 1 pas-
BMBAIOLYMCH OU3HECOM KONNEKLIMIA AETCKOI Oflex-
Abl. OHa HeYKNOHHO MOBbILLAET CBO 3HAUNMOCTb
Kak nnatdopma A rnobanbHOro 3anycka npoeKTos,
nnathpopma s N3yyeHus pbiHKa.

B sAHBape KaneHaapb cobbIThiA Obin, Kak Bceraa,
OYeHb HaCbILEHHbIM: OH BK/OYan B cebA nokasbl Ha
noguymax (Hanpumep, noka3s 6peHpa Stefania, nokasbl
LIeCTN NCMAHCKKX OpeHoB B paMKax rpynmbl «[leTckas
Mogia 13 MicnaHumy, a TakKe Nokasbl 3a npegenamm
KpenocTu Fortezza - 6peHgos Monnalisa v Il Gufo),
npe3eHTaL, pa3BeyeHrs 1 cneLuasnbHble Meponpi-
atva. B 2019 rogy bapbu (Barbie), camoin n3sectHoiA
CPeAmn MOfIHbIX KyKOs, UCMOAHUTCA 60 NeT, U Npa3aHo-
BaHMe 3TOro BaXKHOro obunea Hauanochb Ha BbiCTaBKe
Pitti Bimbo B cnewmanbHol 30He BHYTPU KpenocTu
Oopreyua. Takxe No 3ToMy NOBOLY Ha BbICTaBKe Obina
npefCcTaBiaeHa KancybHas KoneKuus, Co3faHHas B
napTHepcTBe ¢ 6peHpom Patrizia Pepe, B KoTopyto BXO-
AT cneunanbHas GyToonka.

ASEPRI travelled to Florence with 37 brands from Spain spe-
cialising in children’s fashion, footwear and newborn products
in order to present their Autumn-Winter 2019/2020 collections
to buyers from around the world. Six companies - among them,

Tuc Tuc (picture) - took part in the Children’s Fashion from

Spain catwalk.

Komnanus ASEPRI ornpasumucs Bo ®@nopenumio ¢ 37 6penja-
Mt i3 Vicnannu, ClienyanusupyomuMuca Ha IeTCKOol Mojie, 06-
YBU M TOBapax JyIsi HOBOPOXKJEHHBIX, YTOODI PEJCTABUTH CBOU
KOJUIEKIINM Ce30Ha 0ceHb-3uMa 2019/2020 moKymaTensm co Bce-
ro mupa. Illects kommanmii, cpean koropsix Tuc Tuc (1a ¢oro),
NPMHA/IN y4acTie B mokase «JleTckas Mosia us Vicnmanuin».
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MOJHbBIE TPEHAbI (TEHAEHLIW)

HeckonbKo OCHOBHbIX TPEHA0B NPOABK-
JINCb B KONMEKLMAX [JETCKO OAeXabl Ce30Ha
oceHb-31ma 2019/2020, npeacTaBneHHbIX Ha
BbiCTaBKe BO OrnopeHumn.

Hoppuyeckuin cTuib HaxoauT oTpaxeHue
B YepHO-6enoi LiBeTOBOI ramme 1 n3obpaxe-
HUW FOPHbIX Nel3axel, B Urpe CBeTa, Co3AaH-
HOW LUENKOBbIMY anmnMKaLyamMy U KpUcTanna-
Mu CBapOBCKMU, B LIBETAX, BbILUUTBIX BPYUHYHO.
Manbuunkam npegnaraioTca Knaccuyeckme
KOCTIOMbI C OHOTOHHBIMY, YaLLle CepbIMU, NN
B TOHKY!O MOJIOCKY MILKakamm B COYETaHUM C
Knaccmyecknmm pybatikamu.

Bo3Bpat K 06pa3zam NIOHLOHCKOro Konnes-
a 1 aHINNNCKON fiepeBHY OTPaXKaeTCA B CO3-
[aHUM 3NeraHTHO OflEXAb, BbIMOIHEHHO B
CVHUX 1 6OPAOBBIX TOHAX; CMONb3yeMble TKa-
HU — [PKEPCY 1 TPUKOTaX — CTaHOBATCA 6onee
MNOTHbIMU, 6ONee NOAXOAALMMM ANsA XONOA-
HOTO 3IMHETO Ce30Ha.

B rapaepobe geBoyek — MUKC poMaHTMYe-
CKoro 6€33a60THOrO HaCTPOEHUA C COBPEMEH-
HbIM ypbaHucTMyecknm ctunem. Ha rapaepo6
[EBOYEK BCe 6onbLLe BAVAKT 06pasbl UX
MaM, HEOXIAHHbIE CTUEBbIE COYETAHMA: OT
YTOHUYEHHbIX 3M1eraHTHbIX 06pa3oB [0 NIyKOB,
KOMOVHMPYIOLLMX CMOPTUBHBIE 1 FaMypHble
3NEMEHTBI.

Chicco’s padded jacket in Ecodown, with Thermore Hello Kitty’s 45th anniversary was celebrated in a special
thermal quilting, 100% per cent made by fibres area exhibiting licensed products, including plush, clothes,
obtained recycling PET (Polyethylene terephthalate, shoes and cradles.

Lavsan in Russia) bottles; it is a sustainable,
performing and versatile alternative to feather: the
fabric is warm, light and unbelievably soft.

Crerannas kyprka Chicco ¢ 3Ko-1myxom u Tepmo-
nopknaakoit Thermore na 100% usrorosnena us
BOJIOKOH, ITOTyY€eHHBIX 13 niepepabdoTannbix [ T-
6yTHIIOK (MOMM3TUNEHTepe)TaIAT, WM TABCAH

(Lavsan) B Poccun). 910 sxonornyxas, sdpextus- 45-netue openpa «Hello Kitty» 0b110 0TMeU€eHO B crienuaabHOil
Has Ml YHUBEPCANbHAA abTEPHATHBA MIEPbAM: TKAHh  30He, I/ie GbUII peCTaBIeHbI MIeH3IOHHbIE TOBAPDI, B TOM

TeNnasd, 1€rKasa U HEBEPOATHO MATKaA. YMCIe INMIIIEBbIE UTPYUIKH, OXEKA, 06YBb W THONIbKI.

FASHION TRENDS

A few major trends emerged from the
Autumn-Winter 2019/2020 childrenswear
collections introduced at the Florence
show.

The Nordic style chooses black & white
and mountain imagery, lit up by optical
reflective plays created by silk appliqués,
Swarovski crystals, and hand embroidered
flowers; for boys, formal suits made up by
grisaille or pinstripe jackets are matched
with classic shirts.

Throwbacks to the London college
mood and the English coutryside are re-
flected in clothes with a bon-ton taste,
developed in blue and burgundy tones;
the fabrics used - like jersey and tricot -
become heavier and more suitable for the
cold of the winter season.

A romantic carefree mood mixes with
an urban contemporary style in the girls’
wardrobe that is increasingly influenced
by the looks of mom, featuring unexpect-
ed matchings with a sophisticated look
and mixing sporty and glamour pieces
together.

In line with an increasingly pro-
nounced need for comfort, the athleisure

approach focuses on performing fabrics
and is attentive to the mini-me world too:
the time for dance and everyone’s favorite
sport has arrived, experienced with style
and energy.

A sophisticated luxury concept blends
with craft workmanship and a designer
vision: a magical atmosphere drives the
universe of refined collections taking ad-
vantage of the poetry of original designs
on prints, creative wallpaper, timeless toys,
children’s books, the circus, animals, and
Sixties and Seventies décor.

A green mindset is increasingly pres-
ent in the collections for kids on every
level and in every segment. The concept
of investing not only in the health and fu-
ture of the littlest, but also in the planet,
evolves. Organic cashmere and organic
cotton, strictly originating in certified
mills, are to the fore next to baby alpaca
and a series of technological materials
that use alternative resources like soy or
natural rubber. This is true not only of
newborn collections, with their matching
sets of onesies, covers, sleeping bags and
accessories, but also in outerwear, formal
wear and clothes for daily use.
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B cooTBeTCTBUN CO BCe Bonee BblpaxkeHHOM
noTpebHOCTLI0 B KOMPOPTE, NPK CO3AaHNN
Belweit athleisure (Bewwm ana cnopta n otabixa)
BCe BHUMaHMe COCPEeJOTOYEHO Ha KauecTse
TKaHeM, 3TOT e NPUHLMM NPUMEHSAETCA U NPY
CO3AaHuM BeLUeil A MAPa <MUHU-B3POCIbIX»:
ANA BCeX MPULLIO BPems TaHLEeB U Io61MbIX
BWJOB CMOPTA, BPEMS, HAMONHEHHOE CTUEM U
SHepruen.

YTOHUeHHan KoHuenuuma «luxury» couetaet-
€A C peMec/ieHHbIM NPOU3BOACTBOM 1 An3ait-
HEPCKIM BULIEHEM: BONLLEOCTBO OLLYLIAeTCs
B KaXK[OM 13 OPUTHANbHBIX NPYHTOB, Kpea-
TUBHbBIX 000X, UrPYLIKaX, ETCKMX KHUraX.

«3eneHblit» 06pa3 MblLNEHMA BCE Yalle
NPUCYTCTBYET U B KONNEKLUAX A1A AETEN — Ha
BCEX YPOBHAX U B KaXA0OM cermeHTe. Pa3BuBa-
€TCA KOHLeNLUMA MHBECTUPOBAHMA He TONbKO
B 300POBbe 1 byayliee caMblX ManeHbKIX, HO
11 B nnaHeTy. OpraHyecKunii Kalemmp u opra-
HUYECKMIA XNOMOK, MPOU3BOAVMbIE CTPOFO Ha
cepTndULMpPOBaHHbIX GabpuKkax, CTOAT B nep-
BbIX PAJaX BMeCTe C anbnakow AnA Manblliei u
PALOM TEXHONOTMYHbIX MaTepUanoB, CO3AaH-
HbIX 13 anbTEPHATMBHbIX PECYPCOB, TaKUX KaK
COA UK HaTypanbHbIN KayyyK. TO OTHOCUTCA
He TOMNbKO K KONNEKUMAM /18 HOBOPOXAEH-
HbIX C X KOMTIEKTaMV1 KOMOVHE30HOB, Ofie-
AN, CNanbHbIX MELLKOB M aKCeCcCyapoB, HO 1 K
BEPXHel ofiexze, WKOMbHOM popme 1 ofexae
ANA NOBCEOHEBHOTO UCMONb30BaHUS.
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Nidodigrazia

THE SHOP BASED IN
BUSTO ARSIZIO (A
SMALL TOWN NEAR
MILANO, ITALY),

AFTER NEARLY HALF

A CENTURY MOVED

TO A BEAUTIFUL

NEW LOCATION:

THEIR COMBINED
E-COMMERCE ACTIVITY,
THEIR WAY TO DEVELOP
THE OFFER BASED

ON THE CONSUMERS'
REQUIREMENTS, THEIR
CUSTOMER SERVICE
ACTIVITIES. LUISA
REGALIA, OWNER

AND CEO, AND CINZIA
MARGARITO, CONTENT
AND MARKETING
MANAGER, TALK ABOUT
THESE ISSUES

BY DANIELE CAROLI

56

OCOCOIIANH
1 OHJIANH
MAaraznH

MATA3UH, PACTIONTATABIIVICA B BYCTO APCUTINO
(HEBOJIBILION TOPOIT HETATIEKO OT MUTIAHA), CITYCTA TI0YTH
[10/IBEKA [IEPEESKAET B IIPEKPACHOE HOBOE MECTO: OHIZ
COBMECTVIU VHTEPHET-TIPOIAXY, CBOM YHUKAJIBHBIN
CIIOCOB PASBMBATD ACCOPTYMEHT, OCHOBBIBAACHE HA
TPEROBAHUAX TIOKYITATENEN U CBOU AKTVBHOCTH B COEPE
OBCITY XUBAHIA KITMEHTOB. JTYU3A PETATIVS, BITAIIETIITIA
VI TEHEPATIBHON OMPEKTOP, 1 YMHIIMA MAPTAPHTO,
KOHTEHT-MEHEIDKEP 1 CIIEIVATTUCT 110 MAPKETHHTY,
PACCKASBIBAIOT OB 3TUX COBBITHAX

TEKCT IIAHUIJIE KAPOTTI



Luisa Regalia

When we visited the Nidodigra-
zia store in Busto Arsizio, in its new
location where it moved in Novem-
ber 2017, it was a pity that the bad
weather could not provide the proper
illumination to fully appreciate the
beauty of the glass building which
houses the exhibition on its ground
floor, rationally divided in various
product areas, with sections reserved
to particularly attractive brands and
nappy-change and toilet facilities; the
offices and a breast-feeding area are
on the upper floor. From the shop one
has direct access to the large ware-
house. The name of the store in Eng-
lish would sound like “Grace’s Nest”.

Luisa Regalia, owner and CEO
of Nidodigrazia stl, tells us the
story of the firm: “Nidodigrazia is
more our home than a commercial
activity. Its story, in fact, is the sto-
ry of our family. Today my brother
Francesco and I are the owners and
managing directors, but it all start-
ed in 1945, when our grandparents
manufactured brass cots and other
baby products, particularly play-
pens and highchairs. Growing up
in such environment, in 1969 our
parents eventually founded the his-
torical point of sale in Corso Italia
avenue, Busto Arsizio (Varese), ‘Il
Nidodigrazia, a very popular store
in our area, which for many years
has been, and still is, a trusted fam-
ily shop. In the Eighties the outlet
had 9 windows and a vast range of
products on display. At that time,
it was one of the best-stocked and
most reliable stores in this sector
in Italy. When my brother and I
joined the ‘tean’ we decided we
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should maintain the primacy and
run the business in the best pos-
sible way, making the most of our
strengths and always aiming high-
er. We have been specialists in the
childcare business for decades and
we want to continue being a refer-
ence point for our customers. That
is why in 2000 we started an e-com-
merce activity on the Internet. We
were received with enthusiasm on
the web, also because we were the
first in the field, in Italy, to open an
online store. Since then our phys-
ical store in Busto Arsizio and our
online activity are a single reality,
with stock being updated in real
time and the possibility also for our
nearest customers to buy, either in
person or comfortably from their
home. Finally, after 48 years, we
decided to make a big a change. We
set out to always keep up with the
times, constantly innovating and
renovating, keeping a productive
interaction with our customers/
users. The old historical outlet did
no longer represent us so, with a
lot of sacrifice and help from our
precious staff, on November 24th,
2017, we eventually moved to our
new premises and inaugurated the
new Nidodigrazia point of sale”.

THE ONLINE STORE

To talk about the e-commerce
activity intervenes Cinzia Marga-
rito, content and marketing man-
ager: “We have been online since
2000 with Nidodigrazia.it, the first
e-commerce portal in the nursery
sector in Italy. We have always been
offering our customers not only the
same products they can find in our
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Koeda mel npuexanu c susumom 8 Nidodigrazia 8 bycmo
Apcuyuo 8 ux Ho8ell MazasuH, Kyda KOMNAHUA nepexand 8
Hosabpe 2017 200a, cmoAaa naoxas no200d, KOMopas, K CoXa-
JIeHUIo, He N0380/1U/A HaM y8udems Hadsexaujee ocgelyeHue
U 8 nosIHOU Mepe oyeHUMb Kpacomy Cmek/IAHH020 30aHUA.
Ha nepsom 3maxe H0B020 noMeleHuUs pasmelyeH 8bicma-
BOYHbIU 3011, T02U4HO pazdeneHHbIl NO PazuYHLIM Mosap-
HbIM 06/1aCMAM, € CEKYUAMU, NPeOHA3HAYeHHbIMU 0715 0C060
npusJsiekamesbHoix 6peH008, a MAKXe C NeleHabHbIMU U
myanemHelMU KOMHAMAmu; Ha 8epXHEM 3MAaxe Haxo0amca
o¢hucsl U 30Ha 07151 KOpMAIeHUsA 2pydbio. VI3 Maza3uHa ecme
npsamot docmyn K 6osbLomy cknady. HazeaHue mazasuHa Ha
aHenulickom A3bike 6ydem 38y4ame Kak «[He300 [pelic».

Jlyn3sa Peranus, Bnagennua u reHepasnbHblil AypeK-
Top Nidodigrazia srl, paccka3sbiBaeT Ham nctopuito Grupmbil:
«Nidodigrazia - 370 6onbLUe Hall JOM, YeM KOMMepYecKas
[eATeNbHOCTb. Ero uctopus, no cyTu, 310 MCTOpUA HaLlei
cembl. CerogHa Mbl ¢ 6patom OpaHyecko ABAAEMCSA B/a-
AenbLamyi 1 yNpasnaioLLyiMmn AMPeKTopamu, HO BCe Havanochb
ewye B 1945 rofy, Korfia Halwwy JeAyluKka 1 6abyLika npov3so-
JVAV MeJHble KPOBaTKM 1 ipyrue NeTCKMe TOBapbl, B YacT-
HOCTM MaHeXM 1 CTYNIbYMKI ANA KopMieHus. Bbipociume B
Takol cpefe, B 1969 rogy Halum poauTeni OTKPbINY ceinvac
YKe CTaBLUYI0 MCTOPMYECKOI TOProBYI0 TOUKY Ha NpocrneKTe
Kopco Wranua B Bycto Apcuumo (Bapese) n Hazsanu ee |l
Nidodigrazia».“ll Nidodigrazia» oueHb nonynapeH B Hallem
PErvoHe 1 Ha NPOTSKEHM MHOTWX J1ET Oblfl N OCTaeTcsA ce-
MeIHbIM MarasviHOM, KOTOPOMY JOBepAIOT. B BocbMuaecaTbIx
roflax B TOProBom TOUKe 6bino 9 BUTPYH 1 LWINPOKNIA acCop-
TUMEHT NPOLYKLMM. B TO Bpems 3T0 Obll OAMH 13 NyYLmnX 1
Hambornee HafjeXHbIX MarasMHOB B 3TOM cekTope B Mtanuu.
Korza mMbl ¢ 6paTom NpricoeanHANCD K <KOMaHAE», Mbl pe-
LUK, YTO JOMMKHBI YAePXKMBaTb NafbMy NepBEHCTBA 1 BECTH
6U3HeC HamyyLwm 06pa3om, MakCMManbHO UCMOMb3yA HaLl
CUAbHble CTOPOHbI 11 BCeraa CTPeMACh K poCTy U Pa3BUTUIO.
Ha npoTaxeHnn pecatneTnii Mbl ABNAEMCA CreLmanctamm
B cdhepe yxofa 3a AeTbMY, U Mbl XOTVIM OCTaBaTbCA AN HaLLMX
KNWEHTOB OPMEHTPOM, MaakoM. Bot noyemy B 2000 rogy mbl
Hayanu 3aH1MATbCA SNEKTPOHHOW KOMMEPLIMEN B HTEPHETE.
Hac ¢ 3HTy31a3mMoM BOCNPUHANN B CETU, B TOM YUCIE U NO-
TOMY, UTO Mbl NEPBbIMY B HaLLel cdepe B ViTanum oTkpbian
OHnaiH-mara3uH. C Tex nop Haw ¢pursnyecknii, opdnaiiH,
MarasuH B bycto ApcrLmo v Halla OHNalH-AeATeNbHOCTb
CTanv eyHON PeanbHOCTbIO, MPU 3TOM TOBapHbIe 3anackl 06-




physical store but also the same service. Unlike the ter-
ritorial reality, the Internet is a fast ever-changing world.
In the same way, we constantly update our approach

to the online business. Our web site is updated in real
time based on the arrival of new products and on the
latest offers for parents. It is connected to the physical
store, and until now this has been a winning feature in
our market. Our client can easily buy online from home
or come to our store to look at the products and talk to
our expert staff, and later decide to make the purchase
from home. Our online service is different from the oth-
er e-commerce stores thanks to its human approach, its
reliability and assistance. If customers/users have any
question about a product, they can reach us in real time
and get a response by just picking up the phone or writ-
ing an e-mail.

“In order to offer the best and most up-to-date child-
care products on our portal, we operate online using
every possible channel available on the web. We operate
on all social media and in particular Facebook, Insta-
gram, Youtube, Twitter and Google My Business. Also,
we have often involved our customers in prize contests,
obtaining a very high level of participation. We send a
newsletter to customers alerting them about upcom-
ing promotions or novelties. Through the web we also
inform about special opening hours and discounts. Fi-
nally, we narrate the early childhood world in our blog
devoted to mothers, with advice and insights, as well as
through the news on our web site, addressed to the gen-
eral public and others interested in the subject”

UNDERSTANDING THE CUSTOMERS’
REQUIREMENTS

Based on her experience, Luisa Regalia tells us about
the developments she has witnessed through the years in
the customer service area: “During the years of ‘field ex-
perience’ we have learnt in the first place to understand
the parents’ requirements based on the latest trends and
changing habits. In this view, our store may serve as a
link between the final consumer and the manufacturers,
who receive from us retailers the right feedback to create
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HOBJIAKOTCA B peXIME peanbHoro Bpe-
MEHW, @ HaLLW KITMEHTbI, B TOM Yncie 1
Te, UTO XMBYT HeMOAANEKY, MOMyUUIN
BO3MOXHOCTb COBepLUaTb MOKYMKK
JINYHO B MarasumHe uim ¢ KOMGOpPTOM y
ce6s goma. HakoHeL, uepes 48 net mbl
pewmanch Ha 6onbluvie N3MeHeHNA.
MbI cTpemmmca Bcerga UATK B HOTY CO
BPEMeHeM, MOCTOAHHO OGHOBNIATHLCA U
BBOAWTb MHHOBALWV, NOAAEPXKNBATb
NpoAyKTVBHOE B3aMOAENCTBIE C Ha-
LMK KNMEHTaMW/NONb30BaTeNAMM.
Crapas ncropmyeckas Toprosas Touka
60/bluUe He COOTBETCTBOBAA HaM, M03-
TOMY, NyTeM GONbLUMX XePTB ¥ NpK No-
MOLLM HaLMX BecLieHHbIX COTPYAHIIKOB,
24 Hos6ps 2017 rofja Mbl B KOHEUHOM
1TOre nepeexanu B Hallle HOBOE Mo-
MelLLeHe 1 OTKPbIIM HOBYIO TOPrOBYHO
Touky Nidodigrazia.

Yt06bl MOroBOPUTL O JEATENBHOCTY
B 06/1aCTV1 3NEKTPOHHOI KOMMepLK, B
pa3roBop BcTynaeT YuHuma Maprapu-
TO, KOHTEHT-MEHeKep 1 creuyanmct
Mo MapKeTUHry: «<Mbl npeacTaBneHbl
B MHTepHeTe ¢ 2000 ropa, Koraa 3any-
ctunm Nidodigrazia.it, nepsbiii noptan
3NEKTPOHHOI KOMMepLII B CEKTOpe
[eTCKNX TOBapoB B Mtanun. Mbl Bcerga
npepnarany HaWwmum KimMeHTam He Tonb-
KO Te e TOBapbl, KOTOPble OHU MOTYT
HalT B Hawem oddnaiiH-marasuHe, HO
1 Te e ycnyrit. B oTnnure ot MecTHbIx
pernoHanbHbIx peanuii, MiHTepHeT -
3T0 ObICTPO M MOCTOAHHO MEHSIOLNIACS
mup. [Mo3ToMy TaK e — BbICTPO 1 No-
CTOAHHO — Mbl 0BGHOBJIAIEM HalLl MOA-
X0f K OHnanH-6usHecy. Haw se6-caitt
OOHOBIIAETCA B PEXIIME PeanbHOro
BPEMEH! B 3aBUCMMOCTM OT NOCTYMne-
HUNA HOBbIX MPOAYKTOB U NOCNEAHUX
npeanoxeHnin ana pogutenei. OH
CBA3aH C GPU3NYECKIM MarasuHom, 1 io
CErofHALLIHEro iHA 3TO OCTaeTCA Ha-
LM NPenMyLLECTBOM Ha pblHKe. Halw
KIIMEHT MOXeT Nlerko Kynutb ToBap Ha
cawiTe U3 JoMa Ui NMPUNTY B HaLL Mara-
3UH, 4TOObI MOCMOTPETH Ha MPOAYKTHI
1 IOrOBOPUTD C HALIUMM CrieLaniicTa-
MU, a 3aTem, No3xe, MPUHATH PeLLeHe
11 COBEPLUNTb MOKYMKY 13 Aoma. Halu
OHNalH-CepPBIC OTAIMYAETCA OT APYTNX
VHTEPHET-MarasnmHoB brarofaps ye-
NI0BEYECKOMY MOAX0AY, HAAEXHOCTN 1
nopnepxke. Ecnm y kneHToB/nonb3o-
BaTenen ecTb Kakue-nmbo Bonpockl o
NPOAYKTE, OHU MOTYT CBA3ATHCA C HaMM
B peXVMe pearnibHoro BpeMeHu 1 no-
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Jly4nTb OTBET, NPOCTO MOAHAB TPYOKY
TenedoHa UK HanNKcaB NEKTPOHHOE
MUCbMO.

Ytobbl Npepnaratb camble yyLuvie
11 CaMble COBPEMEHHbIE MPOAYKTbI MO
yxopy 3a AeTbMU Ha HalleM nopTarne,
Mbl paboTaeM B pexime OHMalH, 1c-
Mosnb3ys BCe BO3MOXHbIE KaHasbl,
BOCTYMHbIE B UHTEPHeTe. Y Hac ecTb
aKKayHTbl BO BCEX COLIMANbHbIX CETAX,
B yactHocTy B Facebook, Instagram,
Youtube, Twitter n Google My Business.
Kpome Toro, Mbl 4acTo nprBneKaem Ha-
LUIMX KNEHTOB K Y4aCTUIo B KOHKYpCax
C Np13amu, Nofyyas oYeHb BbICOKUI
YPOBeHb yyactus. Mbl aenaem HoBoCT-
HYI0 PaCcCbIIKy KIMeHTam, npesynpex-
[as X O NPEeACTOALMX aKLMAX UMK
HOBUHKaXx. Yepes NMHTEPHET Mbl TaKXe
coobLaem 06 13MEHEHNAX B Yacax
paboTbl 1 ckipKax. HakoHew, Mbl pac-
CKa3blBaeM O MVPe PaHHEero AeTCTBa B
Hallem 6510re, NOCBALLEHHOM MaTEPSAM,
rae AeNMMCA COBETaMI 1 MEAMM, A
TaKXe B pa3fiesie HOBOCTEl Ha Hallem
Beb-caliTe, afpecoBaHHOM bonee -
POKOW ayAUTOpUm, TO €CTb BCEM 3aUH-
TepecoBaHHbIM 3TOI TEMOIA».

OcHoBbIBasACb Ha CBOEM OrbITE,
Jlynsa Peranna pacckasbiBaeT Ham 06
M3MeHeHUAX, KoTopble OHa Habntofana
B TeUEHMe MHOrUX neT B chepe o6Cny-
KVBaHWA KNMEHTOB: «3a rofbl «none-
BOrO OMblITa» Mbl, B EPBYIO 04epesb,
Hayu4m1n1cb NOHMMaTb TpeboBaHMA
popuTeneil, OCHOBaHHbIe Ha nocres-
HUX TEHAEHLIMAX U MEHAIOLMXCA NpY-
BbluKax. C 3TON TOUKM 3peHus, HaLw
Mara3svH MOXeT CIY>KUTb CBA3YIOLM
3BEHOM MeX [y KOHEUHbIM NoTpebuTe-
NeM 1 MPOV3BOAMTENAMY, KOTOpPbIE Mo-
NYYakoT OT HaC, PO3HWYHBIX NPOJABLIOB,
npaBubHYt0 06paTHYI0 CBA3b A CO3-
[aHVA NPOJYKTOB, NpefHa3HauYeHHbIX
creuuanbHo ANA YAOBNETBOPEHMA Mo-
TpebHOCTEl COBPEMEHHbIX cemeit. Halw
OCHOBHOW 6U3HeC - 370, 6€3yCNOBHO,
CermeHTbI KONACOK 11 aBTOKPeces], HO
Mbl TaKXe Npeiaraem BCe, YTo MOXeT
noHapo6uTbCa GyAyLLen Mame, el ca-
MO 11 ee pebeHky. Haw accopTmeHT
NPOAYKLMI CTaHOBUTCA BCe bonee non-
HbIM, UTOObI YAOBNETBOPUTL NOTPED-
HOCTU CErOfHALIHVX POAUTENEN — MO-
nofabIX Nofel, KOTOpble XMBYT C YMOM,
MHOTO NyTeLLeCTBYIOT, BCErAa UCMonb-
3YH0T CMAPTGOHbI U KOMMbIOTEPbIY.



products specifically targeted to meet today’s families’
demand. Our core business is definitely the strollers
and car seats segments, but we offer everything a future
mother may need, for her and the child. Our range of
products is more and more complete to satisfy todays’
parents’ demand, young people who live smart, travel a

> »

lot, always using smart phones and PC’s”.

PRACTICAL AND MULTIFUNCTIONAL
PRODUCTS

We ask Cinzia Margarito about the changes she has
seen in the customers’ requirements, tastes and habits:
“As far as our target customer is concerned, it is inevita-
ble to make comparisons with the past’, she says. “A few
decades ago parents had no choice but buying heavy,
analogical types of products, but they were necessary an-
yway. That was what the market could offer at that time.
Today, instead, parents look for technological and digital
products, with practical and multifunctional features,
often preferring the 2 in 1 kind of product: Mom’s hand-
bag becoming a diaper-changing mat; the lightweight
travel system which avoids having to buy a new stroller
after six months; the carrycot that can be used in the car
and as a bassinet; the food processor that can be used to
prepare both baby food and meals for the whole family.
We can say that today’s parent is generally well informed
and practical, therefore he tends to be a conscious con-
sumer who avoids waste also when it comes to buying
baby products”

SECTORS IN THE EXHIBITION AREA

How are the different product categories distributed
in the physical store and what is their relevance for the
purpose of the shop’s appeal and turnover? Luisa Regalia
replies: “Our new outlet is very bright and large, and it
displays a vast range of products for babies from 0 to 3.
We have many strollers, divided by brand. Our activity
is focused mainly on strollers, a segment we have been
specializing in for generations, and we are always in
search of novelties. Every year, in fact, we attend the in-
ternational baby trade show Kind + Jugend, in Germany,
where we concentrate our attention on the new propos-
als in the strollers area, to be able to offer our customers
the latest products in this sector. Then we have an exhi-
bition area for children’s rooms and a sector devoted to
car safety where we display the best car seats available
on the market. The children’s feeding corner with the
best highchairs for the weaning phase and the relevant
dinnerware. An entire wall of our store is reserved for
maternity and baby clothing. Then we have toys, a sec-
tion devoted to baby cleaning and care and a sleep cor-
ner. Last but not least a part of the store is devoted to
home safety, with a display of indoor safety gates and
many other items for the protection of children inside
the home. There are in-store video displays throughout
the outlet, showing interesting stories regarding baby-
hood and improving the customer experience, helping
parents to choose among things they already know and
at the same time find out about useful products they did
not know”.

W/CaseHistory
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MPAKTUYHbBIE
N MHOTOOYHKUMOHAJIbHbIE
MNPOAYKTbI
Mbi cnpawmsaem YuHzuo Mapra-

pYTO 06 N3MEHEHNISIX, KOTOPbIE OHa
3ameTnna B TpeboBaHUAX, BKyCax 1
NpYBbIYKaxX KNMEHTOB: «4TO KacaeTca
HalLel LieneBoii ayanTopum, To cpas-
HEHWE C MPOLLIbIM HEN30EXHOY, — FO-
BOPWT OHa. <HeckonbKo gecatunetuin
Ha3ag y poguTeneii He 6bino BbIGOPa,
Kpome Kak NMoKynaTb rpOMO3[Kue aHa-
NOTUYHble NPOJYKTbI, HO OHU BCE PaBHO
6bl7IM HE06X0AVMBI. ITO BbIO TO, UTO
PbIHOK MOT NPeSJIoKNTb B TO BpeMA.
CerofHs »e poAUTEeNN MLLYT B3aMeH
CTapoMy TEXHONOTNYECKIIE, ANIKUTaN-
MPOAYKTbI, NPAKTAYHbIE 1 MHOFODYHK-
LIMOHaNbHbIE, YacTO NPeanoYmnTas npo-
[yKTbl 2 B 1, Hanprimep: CyMKa Mambl
NpeBpPaLLAETCA B KOBPUK [l CMEHbI
MoAry3HMKOB; 0bferyeHHas cructema
ONA NyTeLLeCTBIIA NO3BONSAET N3bexaTb
MOKYMKW HOBOW KOMACKM Yepes LecTb
MECALIEB; JI0NbKa, KOTOPYH MOXHO 1C-
nonb30BaTh B KaueCTBe aBTOKpecna v B
KauecTse NoNbKI; KyXOHHbI KOMOGaiH,
KOTOPbI MOXHO MCMOMb30BaTh /1A
NPUroTOBNEHA JETCKOro NUTAHKA 1
nUTaHWA ana Bceil ceMbu. MOXHO cKa-
3aTb, YUTO CETOAHALIHUI POAUTENb, KaK
MPaBWIO, XOPOLLO NHPOPMUPOBAH 1
BeCbMa MpaKTUYeH, MO3TOMY OH CKIO-
HeH ObITb CO3HaTeNbHBIM NOTpebyTe-
nem, KOTOPbIN TakKe 136eraet n3numL-
HUX TPaT ¥ NOKYMOK, KOrfa peyb 1get o
MPUOBPETEHNI AETCKIX TOBAPOB».

CEKTOPbI B BbICTABOYHOM 3AJIE
Kak pa3nuuHble Kateropuu npopyK-
TOB pacnpepenstoTcs B oddnanH-ma-
rasyHe 1 KaK OHU BIIUSIOT Ha BHELLHIOW
npuBeKaTenbHOCTb M 060POT Marasu-
Ha? Jlyn3a Peranua oteevaet: «Hall Ho-
BbIl MarasuH O4eHb APKMIA 11 6ONbLLOIA,

B HEM Npe[CTaBNeH WNPOKMIA acCopTH-
MEHT TOBapoB 1A feTel o1 0 1o 3 neT.
Y Hac eCTb MHOIO KOMACOK, pa3feneH-
HbIX Mo 6peHaam. Halla festenbHoCTb
COoCpefoToYeHa B OCHOBHOM Ha KO-
CKax — CerMeHTe, Ha KOTOPOM Mbl Crie-
Lanm3npyemca B TeUeHne HeCKOMbKIX
TMOKOMEHWI, U Mbl BCEr/a B NMOUCKE
HOBVHOK. DaKTNUeCKu, Kax bl rof Mbl
noceLaem MeXayHapoaHYHO BbICTaBKY
neTckux ToBapos Kind + Jugend B lep-
MaHWV, e KOHLEHTPUPyeM BCe CBOe
BHVMaHIE Ha HOBbIX NPeANOKEHNAX

B 00/1aCTN IETCKMX KONACOK, YTOODI
MMETb BO3MOXHOCTb NMPeAsarath Ha-
LM KAMEHTaM HOBEMLLME MPOAYKTbI B
3TOM CeKTope.

TakXe B Hallem Mara3yiHe ecTb Bbl-
CTaBOYHasA 30Ha, NOCBALLEHHasA 06y-
CTPOWCTBY AETCKIX KOMHAT, 1 CEKTOP,
NOCBALLEHHbI 6e30MacHOCTY B aBTO-
MO6UAAX, Fae Mbl OKa3blBaeM nyyLuvie
aBTOKpeC/1a, AOCTYMHbIE Ha PbIHKe.
[leTckui yronok ans KopmneHus ¢
AYULIMU AETCKAMY CTYNBYUKAMU 1S
basbl oTnyueHUsa pebeHka oT rpyau
1 COOTBETCTBYIOLLEN nocygont. Lienaa
CTeHa Halllero marasviHa oTBeieHa rnog
ofiexay Ans 6epemeHHbIX 11 feTeid. Tak-
e Y Hac ecTb UrpyLLKW, OTAEN, NOCBA-
LLeHHbI yOopKe 1 yxopy 3a pebeHKoMm,
11 YrofIoK TOBApOB AfA cHa. [ocneaHas,
HO HE MeHee BaXkHas YacTb MarasviHa
NocBALLeHa JoMaLLHel 6e30MacHOCTY
C AEMOHCTPALMEN 3aLUTHBIX BOPOT
A5 CMONb30BaHNA BHYTPU NomeLe-
HUS 1 MHOTUX APYTWX MPeaMeToB Ans
3alKMTbl ieTel B AoMe. B marasuHe
€CTb BUEO-AUCTIIEN, NOKa3blBaloLme
VHTEPECHbIE MCTOPUN O JETCTBE
YAyuLLAoLLMe KauecTBO 0BCNyKMBaHNA
KNMEHTOB, NMOMOratoLLvie poguTenam
BbIOVPATL 113 TOTO, YTO OHM YXKe 3HakoT,
11 B TO K€ BPeMs y3HaBaTb O MOJe3HbIX
NPOAYKTaX, KOTOPbIX OHI HE 3HANN.
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TO BE HELD ON MAY 6-7, THE FOURTH EDITION OF TOYS MILANO, THE ITALIAN B2B
{ @ t { EVENT DEDICATED TO THE SECTORS OF TOYS, NURSERY, CARNIVAL AND PARTY

PRODUCTS, WILL LAUNCH THE BAY-B EXHIBITION PROJECT.

loys
Milano

C 6110 7 MAA B MUJTAHE B YETBEPTBII PA3
[TPOVIIET BBICTABKA TOYS MILANO, UTATIBAHCKOE
B(j MEPOIIPYATIE, TOCBAIIE HHUE THIYCTPIN
[TPYTIEK, TOBAPOB IIJTA HJHM}:M [TPOITYKTOB [JIAA
KAPHA \ [1 BEYEPIHOK. BO BPEM{ BBIC T“%F
TAK EB»:LTL%H/LLHTP\E\TE \Y-B EXHIBITION

-q BEICTABKA
NIPYILEK

loys
C Milano

OxupaHus ot yeTBEPTOI BbICTaBKYM Toys Milano oBonbHO Bbl-
COKU: C yuacTneMm B Heli 6onee 130 KOMMaHWiA, YACIO NOCeTUTENEN,
BEPOATHO, BO3PacTET Ao 1600 Yenosek: Nx JOMKHbI MPUBEYb LUN-
POKMI1 aCCOPTUMEHT, Ka4eCTBO YCAYr N KaCTOMU3MPOBAHHbI KOH-

Expectations are high for the fourth edition of Toys Milano: with TeHT. B npoLunom rogly B BbICTaBKe MPUHAMN yyacTve 115 SKCMOHeH-
over 130 companies exhibiting, the number of visitors will probably TOB 1 1482 6aitepa v3 Utanum v apyrix cTpaH, Toraa Kak B nepsblii
rise to 1,600, attracted by width of offer, quality of services and cus- rog nposeaeHns — 2016 — MeponpurATIe NPUBIEKIO K yYacTuio 60
tomized contents. Last year 115 exhibitors took part and 1,482 buy- KOMMaHuit 1 837 nocetuteneil.
ers, from Italy and abroad, attended the event, which at its first edi- Y4yacTHIUKI ByayT NPeACTaBAATb BCE UTASIbAHCKIAE KaHaslbl ANC-
tion, in 2016, had seen the presence of 60 companies and 837 visitors. TprbyLMK, B OCHOBHOM COCTOSILLME U3 OObIUHbBIX TOPrOBbIX PUTENA-

Attendance will represent all Italian distribution channels, mainly NepoB 1 6aliepoB — OT MacC-MapKeTa /10 CeTeil creLnani3npoBaH-
consisting of normal trade retailers and buyers from the mass market HbIX Mara3uHoB. OXIaeTca Takke POCT UHOCTPaHHbIX Galiepos
and specialist store chains. An increase of foreign buyers is expected 6Grarogaps yBennmueHmio peKnamHbiX akTMBHOCTEN 3 PYBEKOM.
too, thanks to improved promotion activities abroad. OAHUM 13 rNaBHbIX HOBOBBELEHUI YeTBEPTON BbICTaBKM ABNA-

One of the main new features of the fourth edition is Bay-B, an eTcs NPOeKT Bay-B - 30Ha, MOMHOCTI0 NOCBALWEHHANA NPOJYKTaM
area entirely devoted to childcare products, created to enhance the M0 YXOAY 33 I€TbMM, CO3AAHHAA ANS PACLUVPEHIS YYaCTUA STOTO
participation of this sector both from an exhibiting point of view and CeKTOPa KaK C TOUKM 3pEHMSA 3KCMOHMPOBAHA, Tak U C TOUKM 3pe-
in terms of communication. HUA KOMMYHUKaL .

This year the event will take place in a different and wider hall at B 5TOM rogy BbiCTaBKa 6y/ieT npoxoauTb B pyrom, 6onee npo-
Milan’s MiCo Sud, Gate 3. CTOPHOM 3ane B MunaHckom BbicTaBouHoM LieHTpe MiCo Sud, 3an 3.
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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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