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[IEPBBIE MECS1IbI 2020 TOJA MUP EILE OYHKIIMOHUPOBAI 110 CTA-
PbIM MPABUTAM - 10 COVID-19 MbI }XUITH, KAXETCS, HA IPYTOil
MAHETE. PAGOTA AHO «BbIBOP POIUTENEM» KUTENA KAK B MHTEP-
HET-NIPOCTPAHCTBE, TAK U BHE ETO - 3A TIEPUO]1 C AHBAPA 110 MAPT
MbI, KAK BCETTIA, YCNIEMM MHOTOE. XOYETCS BEPHTD, YTO MPOMHJIET
HE TAK MHOT'0 BPEMEHM, U MEXXYHAPOJIHbIE BbICTABKI BHOBb
OTKPOIOTCA AJ11 IKCIIOHEHTOB CO BCET0 MUPA, MAMbI CMOT'YT HE
TO/MbKO BUAETD, HO ¥ TECTUPOBATb TOBAPbI POCCUICKUX TPOU3-
BOIMTENEN HA HAIIKX KPYTTIbIX CTONIAX, A CTYUS PAIIUOCTAHIIMK
MEDIAMETRICS BO30EHOBUT CBOI0 PABOTY. A IOKA HAM XOTE/NOCb
bbl PACCKA3ATD 05 YXE PEAJTN30BAHHDIX IJIAHAX

| o 2020 §
HAJIATIO!

4YTO Mbl yCresin [0 BBOAA PEXMMA
camomnsonauum B Poccnn?

BeTpeun ¢ Npor3BoANTEAIMY

25 ¢eBpana 2020 roga B paMkax MexpyHapopHoit BoicTaBku «CJF — TETCKAA
MOJA-2020» cocTosn0Ch IBa KPYI/IbIX CTOIA HA TeMy MPOABIDKEHIUA POCCUIICKIX
IIPOU3BOAMTENEN JETCKIX TOBAPOB.

OpranusaTopom aTOro, y)XKe CTaBIIEro TPajnI1OH-
HbIM, MeponpusaTus, crana AHO «Bsibop Popureneii»
npu noagepxke Munnpomropra PO. Onun us koH-
depenr-3anos [IBK «JkcmoneHTp» cobpan Bmecte
IpeCTaBUTeNell TEKCTUIbHOM MHAYyCTpUH, Pockave-
crBa, Jlermpoma, a TaK)Ke KOHEYHBIX OTpebuTeNel
IPOAYKIUNU — OYIYIINX M COCTOSABIINXCA MaM.

CrrycTs1 MecsIl 04epeHOil KPYITIBL CTON OB Op-
TaHM30BaH yXKe IOCPEfCTBOM Z0om-KoHdepeHuu: 26
mapta AHO «Boi6op Popmreneit» cOBMECTHO € BOJIOH-
tepamu O611epOCCHiicKoit 001eCTBEHHOIT OpraHi3a-
myu CoseT Marepeit, 9KcriepTamu, IIpOU3BOAUTENAMU
¥ JUCTPUOBIOTOPAMI MHAYCTPUI [ETCKIUX TOBAPOB
Cesepo-3amagHoro PefepanbHOro okpyra o6cyaumm
Temy «IIpo6eMsl 11 BO3MOXKHOCTH». [leHTpanbHOit
TeMoit MeporpuATHA cTan «Ilogapox HOBOPOXKIEH-
HOMY» — 9TO MIHJMAJIbHBLI Ha0Op IpeMeTOB, He-
OOXOJJMMBIX CEMbe C TOTIbKO YTO POLMBILMMCS Ha CBET
pebeHKOM.

+ :
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Beginning
of 2020:

what we managed to do
before the introduction

of self-isolation

Meetings with producers

Two round tables were held 25 February 2020 as
a part of an international exhibition «CJF - IETCKAA
MO/[IA-2020». The topic of the discussions was pro-
motion of Russian children’s products. The next round
table was held online in Zoom: 26 March ANO ‘Vubor
Roditeley’ along with volunteers, experts and produc-
ers discussed the topic ‘Problems and Opportunities.




Tatyana Butskaya's
orogram Parents’ Choice’

In the first quarter of 2020 the Association held three
radio broadcasts involving producers and experts: 20
January with Belsi's director general and Wildberries'
head of development department (read more on page
20), 17 February with TM Choupette’s brand-manager
(read more on page 28) and 23 March with directors of
TM‘KotMapkoTt'and retail chain ‘Kopabnuk.

'WﬂuarterReport

ABTOPCKAY NMPOTOAMMOA
TaTbgHbl byLikow «BeiGop PoanTeaens

B nepsoMm kBapTase 2020 rofa Ac-
COLALINS IPOBeTa TP pajnoaupa
C IpUBJIEYEHNEM POUSBOJUTENEN 1
aKCIepToB: 20 AHBApA B PAMOM 3dupe
pazmoctaiym Mediametrics TatpsiHa
Bynkas BbrAcHMIa, BCeM M1 KOMITa-
HVAM HeoOXOIIMO BBICTABJIATb CBOI
IPOAYKT Ha I/IONIAJKe OH/IAiH-THIIep-
MapKeTOB, 1 pa300PaThCs B ITOM el
nomoryn Arekceit Cnbuies, reHepab-
HBIi AupeKTop Kommanuy Belsi, u Ap-
TeM JIOLIEHKO, PyKOBOJMUTENb IPYIIIbI
paspabotku kommanny Wildberries.

17 ¢eBpaist TOCTAMI CTYAUNU CTAIIN
6penn-menemxep TM Choupette Ana-
cracus BacuibkoBa 1 IpeficTaByUTeNb
Mocxkosckoro JkcnopTHoro LlenTpa

Banepusa Kucnnesckas. Anacracus
pacckasana 0 TOM, KaK BbICTPanBasach
SKCIIOPTHASA CTpaterns 6penpa, a Ba-
7iepys HAIIOMHM/IA CITyIIATENAM, 9TO
MOII nomoraeT MOCKOBCKIM Hpef-
IPVATIAM BO3BPAIIATD 3aTPaThl Ha
JIOTYICTUKY TOBApOB 3a Pybex.

23 MapTa Mbl YCIIeN IOTOBOPUTD C
reHepaIbHBIM IYPEKTOPOM TOProBOil
cetn «Kopabmux» Anexceem 3yeBbIM 1
reHepaabHbIM yipekTopoM TM «Kot-
Mapxot» TaTbstHOIT BonkoBoit o mep-
BBIX BbI30BAX, OPOIIEHHBIX 9KOHOMIUKE
HaHzleMueli KOpOHAaBMpYycCa — KaK Op-
TaHM30BaTh YAAIEHKY, 3AKOHUNTCA /TN
KOTJla-HUOY/Ib MaHAEMIS U 4eTo XKaTh
MarasyHaM JIeTCKMX TOBapOB.

DKCKYPCUM HA MPOM3BOACTBO

AHO «Bp160p Popyireeit» 3HaKOMITCS ¢ IPOMBBOJUTEIAMI He TOTBKO
Ha C7I0Bax: B TeUeHMe IIePBBIX MECALIEB TOfja Mbl IIOCETH/TY HECKOTIBKO IIPO-
M3BOJICTB 10 BCEJT CTPaHe 11 CBOMMY I71a3aMy YBUJEM, KaK YCTPOEHbI HaIlIN
(abpyxu 1 1exa: Ipou3BOACTBO TPUKOTXHBIX et OO0 «Pycb» B
YibAHOBCKe, GabpyKa MO MOIINBY AETCKOI OfeX/IbI KoMITaHny «ManeHbKas
negy» B Cankt-IleTepbypre, IpOM3BOACTBO M3HEMIT U3 IITIACTMACC METO-
moM muThs nof, gaBnerneM Ha 3aBoge OO0 «Tompsari [Tnactuk ITnroc» n
[lIseitroe mponssopcTBO OO0 «BAJIY» B TonbATTH, IPON3BOACTBO pas-
BUBAIOILIEro 000PY/I0BaHNA 13 HATYPAIbHBIX M OPraHNYeCKNX MaTepuasIoB
000 «Ymka» B Ype - Hac Besfje BCTpeyay TEIUIO 1 C YAOBOMbCTBUEM TOKa-
3BIBAJIIL, I7IE U M3 KaKMX MaTepyasIoB Je/aioT TOBAPBI /LT POCCUICKIUX fieTell.

Excursions
to factories

During the first
months of the year
we visited several
productions across
the country to see
with our own eyes
how the factories
and production fa-
cilities work.

Participation
in international
exhibitions

ANO ‘Vybor Roditeley”
took part in KIDS TIME ex-
hibition in Kielce. At Spiel-
warenmesse we were one of
the participants of a collec-
tive press-stand and intro-
duced the latest edition of
‘Parents’ Choice’ magazine.
During Kids Russia exhibi-
tion we took some inter-
views with representatives
of companies from Kursk,
Biysk and Arkhangelsk.

YUacTue B MeXAYHAPOAHbIX

BbICTOBKAX

AHO «Boi6op Ponureneit»
TPYHANA yYacTHe B BBICTaBKe
KIDS TIME B Kenblie 1 BbI-
CTYIIM/IA C IPe3eHTaLMel Ha
teMy «OObeMHNTD IPON3-
BOZUTeNIel! 1 oTpebuTeneit
JIETCKIX TOBAPOB 1 YCIIYT BO
671aro Kax/j0ro KOHKPETHO-
ro peberka B Poccum». Ha
BbICTaBKe Spielwarenmesse
MBI OBITI YYACTHUKAMI KOTI-
JIEKTUBHOTO IIpecc-CTeHfia
¥ IPefCTaBIIN TOCTIeHUI
BBIITYCK XXypHarna Parents’

Choice, kpome Toro, TatbsHa
By1ikas mosHakoMmmach co
BCeMIT 9KCIIOHEHTAMI BbI-
crasku 13 Poccun - co MHO-
TYMU IIPOM3BOJUTENAMIA CO-
TPYEHUUECTBO IIPOJOIDKALTCS
u ceropHs. Bo Bpemst BbicTaB-
k1 Kids Russia corpygamkn
AHO «Boi6op Ponurerneiit»
B3I MHTEPBBIO Y KOMITAHNIT
us3 Kypcka, buiicka, ApxaH-
Te/bCKA I PACCKA3a/IN O HIX
B O(UIIMaTbHOM HHCTarpaM-
akkayHte @viborroditeley.

s
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AT THE 2020 EDITION OF THE SPIELWARENMESSE WE HAVE BEEN LOOKING FOR TOYS AND

GAMES THAT ASSIST PERSONS WITH DISABILITIES, SPECIAL NEEDS AND DIFFERENCES OR By Daniele Caroli
REPRESENT THEM, FOLLOWING THE HINTS GIVEN BY “BE YOU!" ONE OF THREE TRENDS THAT Pictures: Da.nlie‘e Caroli
WILL GAIN IMPORTANCE IN THE WORLD MARKETPLACE IN THE NEAR FUTURE Spielwarenmesse G

ba [JaHnana Kaponu
{ a¢|/||/|:ﬂaH|/|3nb Kaponu;

7 HA BbICTABKE SPIELWARENMESSE 2020 Mbl

VICKAJIN UTPYUIKK W UTPBI, KOTOPBIE IIOMO-
<< >> TAIOT OCOBbIM JETAM (IETAM C UHBA/TUA-
HOCTbI0 U/TH C OCOBbIMU HYKIAMMU), UITH

M30BPAXAIOT UX. MbI BOCI0/Ib30BATUCD
MI0ICKA3KAMU CEKLIK “BE YOU!' KOTOPAS

-~ MIPE[ICTABH/IA OJIMH U3 TPEX TPEH[IOB, KO-
I/I r I I I K I/l TOPBIE BY[IYT AKTYA/IbHBI HA MHPOBOM
PBIHKE B BIIDKAIIEM BYYIIEM.

ha® 4



On October 15th, 2019, Spielwarenmesse eG an-
nounced the 2020 toy trends, selected on the grounds of
the input given by the TrendCommittee, which groups 12
toy experts from all over the world (I am one of them).

« TOYS FOR FUTURE: Environmental awareness,
sustainability and renewable energy can be explained
in a child-appropriate manner through play. And toys
made of various eco-friendly materials are not only fun
to play with, but also kind to the environment at the
same time.

« DIGITAL GOES PHYSICAL: Digitalization con-
tinues to make inroads in all areas, thereby also bringing

WFairsReport

inspiration to the world of classic toys. The stars of the
virtual world are a hit in children’s bedrooms as soft toys,
action figures, board games, puzzles and much more.

« BE YOU!: Small children don’t think twice about ap-
proaching others or making judgement based on appear-
ance, background or religion. Playing together encourages
togetherness and helps us to understand each other. Addi-
tionally, people with special needs or disabilities can train
their skills in leisure and therapy through play.

At the Spielwarenmesse I focused on products repre-
senting the trend “Be You!”, which had been one of my
recommendations.

NPUATHO UrpaTb, OHW elle 1 6e3onacHbl Ans
OKpy»KaloLLen cpefpl.

+ DIGITAL GOES PHYSICAL: Lin¢ppo-
BM3aLA HabmpaeT NonynAapHOCTb BO BCEX
0061aCTAX 1 BAOXHOBNSET NPOV3BOANTENEN
Knaccuyeckux urpyLuek. lepom BupTyanbHo-
ro MVpa HaxoAAT [OPOry B AeTCKMe B BUAE
MATKUX UTpyLLEK, GUrypPOK, HACTONBHBIX UTp,
Ma33noB U MHOTOro Apyroro.

« BE YOU!: ManeHbKue AeTn o4eHb bbl-
CTPO YCTaHaBNNBAIOT KOHTAKT CO CBEPCTHU-
KaMu 1 TaK xe 6bICTPO AeNatoT BbIBOAbI O

15 okTA6ps 2019 ropa 6bin 0bbABNE-
Hbl TPeHAbl Ha urpywku B 2020 rogy. 3Tn
TpeHAb! Obiny BbIGPaHbI N0 peKoMeHAaLMAM
KomUTETa NO TPEHAAM, B COCTaB KOTOPOro
BXOAAT 12 3KCNepTOB €O BCero mvpa (1 A
O[IH 13 HUX).

+ TOYS FOR FUTURE: 3awwmTa okpyxa-
loLLen cpefbl, yCTONYMBOE pa3BUTUE, BO3-
06HOBNAEMas SHEPruA — BCe 3TU NOHATHA
MOXHO 00BACHNTb pebeHKY B AOCTYMHOM
dopme uepes nrpy. Kpome Toro, uto B
UTPYLLKN U3 SKONOTMYHbIX MaTepranos

YenoBeKe, UCX0AA 13 UX BHELIHOCTI, Npouc-
xoxaeHusa unu penurn. CoBMeCTHbIe Urpbl
MOMOraloT JeTAM Pa3BrBaTb B3aVIMOMNOHM-
MaHue 1 CnIoYeHHOCTb. Kpome Toro, Aetu
€ 0COOBIMM HYXKAAMM U NHBANUAHOCTBIO
MOTYT TPEHVPOBATb CBOW HaBbIKM U AaXxe
MPOXOANTb TEPANMI0 NOCPECTBOM UFpPbI.

Ha BbicTaBKe Spielwarenmesse s 06pa-
TN 0c060e BHUMaHMe Ha MPOAYKTbl, npef-
CTaBneHHble B TpeHae “Be You!’, koTopble
MoABUAUCH TaM B TOM YMC/IE U O MOUM pe-
KoMeHZaLuaMm.

o



Inclusion

Ha npeppiayLyei BbicTaBke Spielwarenmesse 8 2019
rogy, Korfa Mbl ¢ TatbAHON byLKoi, n3gatenem xypHana
Parents’ Choice, nocewanu cteHg 6peHaa Mattel, Ham no-
Ka3anu oyeHb HeoObIYHyt0 KyKny Barbie: oHa cugena B uH-
BasMOHON KonAcke. Mbl 6biny yAVMBAEHbI U OUEHb TPOHYTbI.
[Mo3xe, B MOHE, KOMMaHWUA BbINYCTWUAA 3TY KYKIY B INHENKE
Fashionistas 2019, a TakXe eLLe ofjHy — C HOXXHbIM MPOTE30M.
TV UrpyLLKK MOKA3bIBAIOT, YTO COBEPLLEHHO Pa3Hble NN
MOTYT ObITb MPUBAEKATENbHBIMY, U YTO AETU XOTAT C HAMU
nrpatb. B T0 e Bpemsa, Korga AeTn UrpatoT C TakUMmM KyKna-
MU, OHM Y4aTCA CONepexunBaTth 1 NOHNMATb AeTel C HBa-
JINOHOCTBIO MY OCOBBIMU HYKAAMN.

B 3TOM rogy s cHoBa nocetun cteng Mattel v yBupen, uto
nnHeliKa Fashionistas paclmpunach ele HecKoNbKUMI He-
06bIYHbIMY KyKnamu: nosasunach Barbie ¢ Butunuro, Hosas
BepPCMA KyKbl C HOXHbIM MPOTe30M (C 60/1ee TEMHOW KOXeN)
1 Kykna 6e3 sonoc. C 2015 ropa Kyknbl Barbie namerunuce.
Tenepb cpeaw HUX eCTb KyKJbl C Pa3HbIM LIBETOM KOXN 1
rnas, C pa3HoM CTPYKTYPOI BONOC, KOMMIEKLMEN 1 YepTamu
nmua. CTaBKa Ha Takoe pa3Hoobpasme cpaboTana: npopa-
X1 BpeHpa NOCTOAHHO PACTYT B TeUeHe NocnefHUX ABYX
JIET, OKOJ10 MONOBYHbI BCex Barbie, npogaHHbix 8 2019 rogy,
COCTaBWAW HeCTaHAAPTHbIe KyKnbl. /A3 10 6ectcennepos, 7
ObINM U3 HECTaHLAPTHON IMHENKI, BKIOYAA KYKNy B HBa-
NNJHOW KonACKe.

ha®
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At the previous edition of the
Spielwarenmesse, in 2019, as I was
visiting Mattel’s booth together with
Tatiana Butskaya, Parents’ Choice
publisher, we were shown a very
special Barbie doll hidden behind
a panel: it was in a wheelchair. We
were surprised and moved. Later,
in June, the company launched that
doll and another with a prosthetic
leg as part of the 2019 Fashionistas
line. These toys show that there are
different types of people who can be
attractive and something kids want
to play with; at the same time, by
playing with a diverse set of dolls,
kids develop empathy and under-
standing of little boys and girls with
disabilities and special needs.

SPIELWARENMESSE 2

So, I visited the Mattel stand
again this year and I found that the
Fashionistas line’s new products
included a Barbie with vitiligo, a
different version of the one with a
prosthetic leg (with a darker com-
plexion) and one with no hair. Since
2015, Barbie has changed, embrac-
ing a variety of skin tones, eye col-
ours, hair textures, body sizes and
face features; the efforts on broader
diversity and inclusivity were re-
warded: while the brand’s sales have
been constantly growing in the last
two years, over half of all the Barbie
dolls sold worldwide in 2019 were
diverse dolls. Of the top ten best
sellers, seven were diverse, includ-
ing the doll that uses a wheelchair.

IN FIGURES

The 7lst Spielwarenmesse, the international toy fair held

in Nuremberg from January 29th to February 2nd.
2020, attracted 62357 visitors from 136 countries; of

them 30.5% came from Germany, 40.0% from Europe

cluding Germany). 17

% from the rest of the world. The

most represented countries were Germany (22,754 units).

ltaly (3.771) and France (

had attended: the decline is ascribed to fears surrounding

the corona virus infection affecting China during that

period and to the actual decrease of visitors from the

Asian country.
Exhibitors amou

them exhibiting for the first time in Nuremberg). 77
203) and 22.5% German (04

intend to return in °

to be at the Spielwarenmesse. @

survey which sh
It is worth

rowing app

ding to an internal
iation of the event.

serving that at the Nuremberg exhibition the

international share of both visitors and exhibitors reached

its highest level ever this year
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Ravensburger’s 3D Labyrinth is an integration game adapted from
the company’s original, well-known board game. The board and cards
are covered with an embossed transparent foil, which allows blind
players to get all the information they need by sense of touch; game
board and figurines are magnetized in order to prevent everything
from moving when touched. This enables blind and sighted players to
join together on a treasure hunt in the shifting labyrinth. sHeaps no 2 despans 2020 roaa.

OCeTUAM / uenosexk w3 130 cTpaH:

HAY BLICTABKA MNTOYLWEK

WwAa B HiopHbepre ¢ 2
B

bICTABKY

COCTQBUMAM MOCeTUTEAN 13 [epmarnm, 46

Esporbl (nckatouas lepmanmio), 17.57

cTpaH. Hanbonsiee

ObIAC U3 [epMaHK

Opanumn (2400): Poccus saHsra /-oe MecTo

no koAuuectey nocetnteaen (1513). B 2019 ro-

Ay sbicTasky nocetuan 00870 yerosek n3 132

CTPAH: TAKOW CMAA CBI3AH C OMACEHWIMIA OTHO™

CUTEABHO KOPOHOBUPYCHOW MHOEKLMK, KOTOPAS

B TO BPeMd Oywesard B Kutae. v GakTrueckmm
CYTCTBMEM MOCETUTEACH U3 STC

B sbicTaske NpuHIAM yuacTue 2843 skcnoHeHTa

s /O crpan (431 vz Hinx sbicTasAIACs B HiophH-

Y

3ArOAHNYHbIZ KOMMAHK N ObIAN npea~

BTeAIMU [epoMarmi: [1o AQHHBIM BHY TP@H=

JAMCh

3D nabupuHT OT KOMMaHuW Ravensburger 370 3HameHUTaA HaCcToNbHaA
1rpa, afanTupoBaHHasA Ana feTeil c npobnemamu 3peHua. Mirposoe none
1 KapTOYKM NOKPbITbI TUCHEHOW NPO3PaYHON MIEHKOW, KOTOPas No3BO-
NAET HE3PAYMM MOYYNTb BCHO HEOOXOAMMYIO MHGOPMALIMIO C MOMOLLbIO
TaKTUbHOIO KOHTaKTa; GUIyPKIM MPUMarHMuMBaoTCA K UTPOBOMY MO0, CUMTAIOT BOXHBIM yyacTmne B Spielwarenmesse,
4TO He AaeT M yNacTb NPU ClyYalHOM KayaHuu. 3To NO3BONAET He3pA- YTO BE3YCAOBHO MOKA3bIBACT MOIMTHBHYIO OLEH™
UM 1 CNaboBUAALYMM UrPOKaM NPUCOEANHNUTBCA K MOUCKY COKPOBHLY B
U3MEHSIoLLEMCA NabrpuHTe.

MOOUEHT 3A9BNA O CBOZM HAMCPECHNM MOWNHITDH

YUQCTIME B BBICTABKE B CAAYIOLEM oAy 1 9O /%

KY MepOonpunaTimg.
CTOMT TAKXE OTMETNTDb, YTO B STOM TOAY HCA BbI™

craske B HiopHBepre 6hA0 3ahUKCUPOBAHO

PeKOPAHOZ YNCAO 3)C1FJ\,’6Q%\HM?\' YUACTHVKOB U

The countless new products by LEGO included
a hospital themed playset in the LEGO Friends
line, Heartlake City Hospital, featuring the build-
ing (reception, test rooms, wards, warehouses and
roof garden), medical equipment (X-ray scanner,
microscope, bandages, stethoscope, syringes and
thermometers) and three minifigures (LEGO
Friend Emma, Ethan and Doctor Maria), plus the
ambulance, the stretcher and the wheelchair for
Ethan, the patient.

OpyH 13 6ecyncieHHbIX HOBbIX
npogykToB oT LEGO 370 HOBbI KOH-
cTpyKTop 13 nuHelikn LEGO Friends -
Heartlake City Hospital. 310 KoHCTpyK-
TOP, BKOYAIOLWMI 38aHe 6ObHULbI
(npuemHan, nabopatopuu, Nanatbl,
CKNaf 1 cap Ha Kpblle), MeguLnHCKoe
0bopygoBaHyie (PeHTreH, MUKPOCKOT,
nepeBA30YHbI MaTepuan, CTeToCKon,
LWINPYULbI ¥ TEPMOMETPbI) U TPU MUHU-
¢urypkm (LEGO Friend Smma, AtaH 1
AokTop Mapus), o MalinHa CKOpon
MOMOLLM, HOCUIIKM W UHBANUAHAA Konsa-
CKa AnA nauvenTa - UtaHa.

=N
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In the Mattel booth I also saw Uno Braille, one of the nom-
inees of the ToyAwards 2020, category Teenagers & Adults (10

Feel And Race by Haba Education is a simple version of the popular
Ludo dice game. In order to make it quicker and easy to understand,

years and older), which allows the blind to play the very fa-

mous and highly
entertaining card game.

@ﬁ 5y

NATIONAL FEDERATION
OF THE BLIND

Ireland’s Lottie Dolls has a name

for unusual products since they in-
troduced dolls wearing glasses. At the
Spielwarenmesse, in the Trend Gal-
lery, they showed three items. Loyal
Companion Finn, a boy doll playset
inspired by Hayden, a real-life child
with a passion for all things space-re-
lated, who happens to be autistic and
has ADHD (Attention-Deficit / Hyper-
activity Disorder); included in the pack
are sunglasses for light sensitivity, com-
munication cards, ear defenders and a
service dog. Sinéad Doll, inspired by
activist Sinéad Burke as a child: while
the head and torso sizes are the same
as all the Lotte range’s, her hands, arms

s

Ha ctenpe Mattel s Takxe
YBUZEN HOBYIO BEPCUMIO HACTONb-
Hol urpbl - Uno Braille, koTopas
ABNAETCA OQHVM U3 HOMVUHAHTOB
Ha npemuio ToyAwards 2020 B Ka-
Teropum Teenagers & Adults (10
neT n ctapwe). Uno Braille nosgo-
NAET AeTAM C npobnemamu 3pe-
HUA OCBOUTb 3HAMEHUTYI0 UTPY.

shatl. SN

there are only two counters to be moved to the goal. The counters are
big and easy to grasp, each of them with a differently shaped head so
that visually impaired players can recognize their own by touch.

Feel And Race ot 6penpa Haba Education - 310 ynpoLyeHHas Bepcua
nonynApHoi Urpbl yao. YTo6bl Mrpa cTana Kopoue 1 Npolye ANs NoHUMa-
HUS, B COCTaBE UrPbl BCErO ABe GULLKY, KOTOPbIE JOMKHbI A0BPATLCA 10
duHMWa. ULIKM JOCTaTOUHO GONbBLUIOTO Pa3mepa 1 X JIETKo Aepxatb. Y
Kaxpol GULIKI pasHas BepXYLLKa, TaK YTO MrpoKam ¢ npobremamu 3pe-
HWA NErKo Pacro3HaTb UX HAOoLYMb.

and legs are smaller, in achondroplasia
(the most common form of dwarfism)
proportion. Wildlife Photographer Mia
was the first mass produced doll with

a cochlear implant: it was launched in
response to a request from the organ-
isation Toy Like Me, looking for more
representation in toys.

At Lottie Dolls they observe that
there are 150 million children world-
wide with disability and difference, hav-
ing so far little or no representation in
the toys they play with, so that they feel
isolated when they come to understand-
ing and accepting their place in the so-
ciety. A toy that connects with their per-
sonal situation can make the difference.

Vpnanacknin 6peny Lottie Dolls n3gecteH cBo-
MMM HeOObIYHBIMI KyKJ1amML eLLe C TexX Mop, Kor-
[ia OHU BbINYCTUNN KYK/Y B OYKax. Ha BbicTaBke
Spielwarenmesse B ranepee TpeHA0B OHY MPOAEMOH-
CTpUpoBany Tpu Hosble Mogaenu. Loyal Companion
Finn - 370 KyKna-mManbumk, Npoobpasom it KOTOPOWA
nocayXun XavaeH, HaCTOALNIA ManbyuK, KOTOPbIN
cTpapaert ot aytusma u CABI (cuHapom peduuyuta
BHVMAHWA NPU r1MNepakTUBHOCTY), HO TEM He MeHee
BINIOONIEH BO BCE, UTO CBA3AHHO C KOCMOCOM. B Kom-
MNEKT BXOAAT COMHLE3ALMNTHBIE OUKM, IN1A 3aLLUTbI
OT CBETOBbIX PasfpaK1TeNe, HayLHNKM OT FPOMKUX
3BYKOB, KOMMYHVIKaTVBHbIE KapTOUKM 1 cobaka-
KomnaHboH. Sinéad Doll - kykna, koTopyto co3ganu
BOXHOBWMBLUMCb aKkTuBUCTKOW LnHen Bypk: ronosa
1 TeNO KyKbl TaKOTO e pa3Mepa Kak Yy 0CTanbHbIX
KyKon nHeikm Lotte, B To Bpema Kak ee pyKu 1 Horu
MeHbLLE, YTO COOTBETCTBYET OObIYHBIM MPONOPLUAM
Tena npw XOHAPOANCTPOGUI (Camol pacnpocTpaHeH-
Hom popmont kapnukosocTw). Wildlife Photographer
Mia cTana nepBoi B Mype KyKnoW C KoXeapHbIM
VIMMNIQHTOM: KYKJTy BbIMYCTINIA B OTBET Ha MPOCbOy
ot opraHusauum Toy Like Me, koTopas BbicTynaet
3a Co3fiaHVe No3nTMBHOro obpasa feTeil ¢ pasHo-
06pa3HbIMI 0COBEHHOCTAMY C MOMOLLbIO UTPYLLEK.
B KomnaHuu Lottie Dolls roBopsaT o Tom, UTo B Mipe
cywectsyeT 150 MUNNMOHOB feTel C MHBaNNLHOCTbIO
UMK C 0COBEHHOCTAMM PA3BUTHA, I OHU YYBCTBYIOT
30/IMPOBAHHOCTb OT OCTaIbHOTO 06LLECTBa, B TOM
uKcse Mo NPUYMHE OTCYTCTBUS UTPYLLEK, KOTOPble
6blnn Gbl CO3AaHbI CNeLmManbHO AN1s HUX. UrpyLika,
KoTopas oTobpaxaeT X 0CO6EHHOCTb, UMeeT A
HUX 6ONbLLOE 3HaueHNe.
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My Little Muslim Friends by UK’s Desi Doll Company is an
exciting range of 5 talking dolls that promote friendship, respect
and understanding between children of Muslim faith and their
non-Muslim friends. When you press their heads the dolls talk in-
troducing themselves and their favourite hobbies and sing fun songs.

My Little Muslim Friends ot 6putaHckoit komnanuu Desi Doll
Company 3T0 NIMHeNKa W13 MATW FOBOPALLUUX KYKOJ1, KOTOPbIE MOOLLPAT
Apy0y, yBaXkeHe 1 MOHUMaHVe MeXAy AeTbMU MyCYSIbMaHCKOI Bepbl
V1 VX AiPY3bAMUW APYroro BepoucnosefaHus. ECiv HaxaTb Kykine Ha ro-
IOBY, OHa pacckaxeT o cebe, CBOMX X066U 1 CMOET Beceble NMeCeHKN.

Assistance

Chicco, Artsana’s brand, introduced the 4-Sea-
son Path, belonging to the Sense & Focus line which
supports children to gain or recover their ability of
focusing, become more capable to feel and enjoy exter-
nal stimuli and react more responsively to the people
around them. Developed in cooperation with two Ital-
ian organizations, National Association of Pedagogists
and Neuropsychiatric Study and Treatment Centre, the
game is suitable to any child, including those who ex-
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Sense & Focus

FOCUS ON THE WORLD
AND TRAIN YOUR ATTENTION

Fanmily are experiencing the lack of attention
of their children. Chicco understands this
growing discomfort and provides them with
toys that are developed with calibrated
{uminous and musical stimuli, which are
crucial for the improvement of children's
ability to focus on what they are doing.

/0

perience ADHD and autism, by avoiding the excess of
visual and auditive stimuli that many toys tend to offer
children. 4-Season Path features 10 experiential set-
tings by a sorter with calibrated musical and luminous
effects, calming fading lights, animal shapes and 5 fab-
ric discs providing several sensory points. The sound
can be deactivated in order to allow children to better
focus on their actions. Further research will help Chic-
co improve this product and other ones in the line.

Sense & Focus

FOCUS ON THE WORLD
AND TRAIN YOUR ATTENTION

. i

Developed with the collaboration
and the scientific support of:

e

[ e

Bpexa Chicco komnanum Artsana
NpenCcTaBU CEHCOPHYHO JOPOXKKY
4-Season Path, koTopas Bxogut B Nu-
HeliKy Sense & Focus 1 nomoraeT getam
Pa3BUTb UM BOCCTAHOBUTb CMOCOOGHOCTL
K KOHLIEHTpaLuK, pa3BrBaTh YyBCTBY-
TENbHOCTb 1 HAYUYNTbCA PAfoBaThCA
HOBbIM OLLYLLEHMSIM U KOHTAKTPOBATb
C OKpYXaloLMMU. ITOT MPOAYKT Obln 13-
FOTOBJIEH COBMECTHO C [1BYMSA UTaNbAH-

CKMMW OpraHun3aumammn: HaumoHanbHowm
opraHu3auuei negaroros v LieHTpom
U3yYEHNA U NeYeHNa HelponCuxXmnaTpm-
YecKux pacCcTPONCTB. ITa Urpa NOAXOAUT
BceM, BKntoyan feten ¢ CABI n aytamom,
TaK KaKk NCK/I0YaeT ype3mepHoe 3BYKO-
BOE W BM3yaNbHOE BO3[ENCTBIE, KOTOPOe
CBOWCTBEHHO MHOTUM OObIYHbIM AETCKUM
urpywkam. CeHcopHasa AOpOXKa BKIO-
yaeT 10 peXxnmoB, rge MOXXHO HaCTPOUTb

YPOBEHb 3BYKOBbIX U CBETOBbIX 3Qdek-
TOB. YCNOKamnBaloLLNii CBET, KOHTYPbI XU1-
BOTHbIX, 5 IMCKOB 13 Pa3HOMN TKaHU — BCe
3TO 06ecrneynBaeT noslyyeHne pasHoro
CEHCOPHOTO OMbITa. 3BYK MOXHO OTKH0-
YnTb, 4TOObI 4OOUTHCA BONbLLEN KOH-
LIeHTpaumn pebeHKa Ha AeATeNbHOCTM.
Chicco cobupaetcs NpoAOMKMTD KCCe-
[OBaHUA 1 YNYYLINTb 3TOT MPOAYKT, a Tak
e [ipyrue ToBapbl B 3TOV NIMHeENKe.
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Italtrike has developed an exercise bike for
children, a “phygital” trike, exhibited as a proto-
type at the Spielwarenmesse, which is equipped
with a monitor: an app shows moving images in
a 3D environment that encourage the child to
keep on pedalling while they entertain him/her
and also offer educational contents. The com-
pany sees a great potential for use in nursery
schools that do not have outdoor spaces at their
disposal and in hospitals. We also see a potential

now that we are experiencing the corona virus
infection which keeps kids confined at home.

In fact, almost no games with digital technolo-
gy promote any healthy physical activity of the
child. A neuroscientific study conducted by the
Goldmedia Research Institute on behalf of the
LEGO Hidden Side game shows that the combi-
nation of physical and digital play has a positive
effect on sensory and motor skills and can en-
hance the children’s creativity.

KomnaHus Italtrike pa3paboTana BenotpeHaxep onis
aeteii. [poToTvn 3TOro NpogyKTa 6bin NPeACcTaBeH Ha Bbl-
cTaBke Spielwarenmesse. Benocunep ocHalleH MOHUTOPOM:
cnevuanbHoe NPUoXKeHUE NOKa3biBaeT ABVKYLLMECA Kap-
TUHKW B 3D, UTO MOTVBMPYET pebeHKa NPoJoKaTh KpYTUTL
nejany, noka oH CMOTPUT pa3BneKaTeNbHblil 1 06pa3oBa-
TeNbHbI KOHTEHT. KOMNaHWs BUAMT 6ONbLUIOV NOTeHLMan
CMONb30BaHWA TaKNX TPEHAXKEPOB B OLIKOMbHbIX 06pa3o-
BaTeNbHBIX YUPEXAEHNAX, A€ HET UTPOBOTO NPOCTPAHCTBA
Ha OTKPbITOM BO3JyXe, @ TaKxe B 60NIbHULAX. Takoi NpoayKT
0COBEHHO aKTyaseH ceiluac, Korfa Bo Bpems NaHgemMui Ko-
pOHaBMpYca AETW BbIHYXAEHbI CAeTb Aoma. Ha camom fe-
/1€, Ha PbIHKe NPaKTUYECKM HET LdPOBBIX 1P, KOTOPbIe Gbl
CnocobCcTBOBaNY GU3NYECKOI aKTUBHOCTY pebeHKa. Hellpo-
6uonoruyeckoe nccnenoBaHue, nposeaeHHoe Viccneposa-
Tenbckum MHcTUTyToM Goldmedia no 3akasy LEGO Hidden
Side, nokasano, uto couetaHue dr3nyeckon 1 LdpoBoi
Urpbl UMEET NO3UTUBHbI SGEKT Ha CEHCOPHbIE 1 MOTOP-
Hble HaBbIKM, a TaKXKe pa3BrBaeT BOOOpaxeHne pebeHkKa.

For children with disabilities, Legler’s
Small Foot brand includes the Active XXL
Dominoes, in FSC 100% certified wood,
made up of 28 large size dominoes, as well
as the XL Playing Cards, a deck of 52 (plus
two jokers) extra-large - cm 21 x 14 - and
sturdy cards.

[ina geteil C HapyLWweHWAMMN 340POBbA
6peHa Small Foot oT komnaHum Leger BblI-
MyCTUN INHENKY HACTONbHBIX UTP 6ONbLIOTrO
pa3mepa. B coctase vrpbl gomnHo Active XXL
Dominoes 28 6onbluix GpULIEK, N3FOTOBNEH-
HbIX U3 CePTUGNLIMPOBAHHON JPEBECHHBI.

XL Playing Cards - 310 Konopa u3 52 (nntoc
[Ba [KoKepa) 60MbLWUX KapT U3 NPOYHOrO
maTepmana.
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2020 TovAwards

At the Opening Show of the
world’s leading toy fair, five compa-
nies were presented with the coveted
ToyAwards in recognition of their
creative product ideas. In the Baby &
Infant category, Playmobil emerged
as the winner with its Playmobil 1.2.3
Aqua. The Knight's Castle Ball Track
from Gollnest & Kiesel clinched
first place in the PreSchool category,
whilst the Balloon Puncher from Sil-
verlit Toys Manufactory triumphed
in the SchoolKids group. Cranio Cre-
ations with Mystery House: Adven-
tures in a Box came first in Teenager
& Adults whereas.

This year’s winners were selected
by a jury of 16 experts judged the
entries based on the criteria: original-
ity, safety, potential at retail, fun fac-
tor, accessibility of the play concept
as well as workmanship & quality.
Exhibitors submitted a total of 772
products.

Ha Top»ecTBeHHOM OTKPbITUM MaB-
HO1 BbICTaBKM UrpyLUeK NATb KOMMaHWIA
nonyumnu Harpagbl ToyAwards B 3HaK
MPU3HAHA UX KPeaTUBHbIX UAeN, BO-
MOLLEHHbIX B HOBbIX MPOAYKTaxX. B
KaTeropuu Baby & Infant nobegutenem
ctana komnaxus Playmobil 3a ux HoBbili
npogaykT Playmobil 1.2.3 Aqua. Knight's
Castle Ball Track ot 6peHga Gollnest
MoNy4nan NepBoe MecTo B KaTeropum
PreSchool, a Balloon Puncher ot komna-
Hu Silverlit Toys Manufactory no6egun
B Kateropum SchoolKids. Komnanusa
Cranio Creations co cBoell HaCTObHOW
urpon Mystery House: Adventures in a
Box cTanu nobegutenamm B Kateropum
Teenager & Adults.

B sTOM rogy topu 13 16 sKkcnepTos
onpepenano nobefuteneil no cnepyto-
LWYM KPUTEPUAM: OPUTUHANIBHOCTD, 6e3-
0MacHOCTb, NOTEHLMan Ha pbiHKe, pas-
BeKaTeNbHbli GakTop, LOCTYMHOCTb
ANA NOHUMAaHWA, Ka4eCcTBO U3roToBe-
HUA 1 MaTepnanoB. KCMOHEHTbI Npes-
CTaBWSIN Ha KOHKYPC 772 NpoayKTa.

WFairsReport

MogynbHbiti Tpek Knight's Castle
Ball Track ot 6peHpa Gollnest &
e Kiesel caenaH B Biuze Bneyatnsio-
Knight's Castle ® LLEro 3amKa, COCTOALLETO U3 NIErKNX
GolicT gt & o G [ePEBAHHBIX 3TieMeHTOB. C MOMO-
Wbk NPOCTOrO MeXaH13ma 6aLlHm
1 OPYTI€ SNeMEHTb MOXKHO MEHATb
MeCTamu, Co3faBas pasHble KOHOK-
rypauuu. PasHoLBeTHble AepeBaH-
Hble WAPUKW KaTATCA U3 BbICOKOIA
6alHu B bonee HI3KYyIO.

The modular Knight's Castle Ball
Track from Gollnest & Kiesel is de-
signed as an impressive fortress with
lightweight wooden elements. With
a simple connector mechanism, the
towers and elements can be recon-
figured in many different ways. The
coloured wooden balls roll from tow-
er to tower at lofty heights.

WINNER

byt
PLAYMOBIL 1.2.3 AQUA|
PLAYMOBIL
L]

Playmobil 1.2.3 Aqua is a com-
pact water play world for toddlers.
The crank on the side produces a
stream of water in which figures and
boats merrily spin around. The play
features, which train toddlers’ fine
motor skills, are all marked red. The
basic set comprising steps, boats and
figures can be expanded to include a
water wheel, a slide and much more.

Playmobil 1.2.3 Aqua 310 Habop Ana urpsl
c Bogow ans getein 1.5-4 net. CneunanbHas
pYyKOATKa NPUBOLUT B [IB/KEHME NOTOK BO-
Abl, B KOTOPOM Kpy»aTcs GurypKu n nopoy-
K. dneMeHTbl UTpbl, KOTOPbIE Pa3BKBalOT
MOTOPHbIE HaBbIKW, OTMeY€eHbl KPaCHbIM LiBe-
ToM. B 6a30Bbii1 Habop BXOAAT NeceHKa, no-
BOUKM 1 GUrypKu. Paclumputb Habop MOXHO
[OMOMHEHUAMN: BOAAHBIM KOIECOM, TOPKOW
1 Bpyrumu.
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THANKS TO MEMBERS OF BABY CARE
MAGAZINES INTERNATIONAL WE OFFER
INTERNATIONAL FEEDBACK ON HOW IN-
DUSTRY, RETAILERS AND CONSUMERS
HAVE BEEN AFFECTED BY THE PANDEMIC

WE CONTACTED THE MEMBERS OF BABY
CARE MAGAZINES INTERNATIONAL (BC-
MI) IN ORDER TO BE INFORMED ABOUT
THE BUSINESS SITUATION RESULTING
FROM THE CORONAVIRUS INFECTION

IN VARIOUS COUNTRIES, ASKING THREE
QUESTIONS:

1 - HOW ARE NURSERY PRODUCERS/DIS-
TRIBUTORS IN YOUR COUNTRY DOING
RIGHT NOW?

2 - HOW HAS THE BEHAVIOR OF CONSUM-

ERS OF BABY PRODUCTS CHANGED?
J - WHAT COULD REPLACE TRADE EXHI-
BITIONS IN OUR INDUSTRY THIS YEAR?

ha®

RUSSIAN FEDERATION

TATYANA BUTSKAYA, publisher of
Parents’ Choice and President of the Vy-
bor Roditeley association

1 - According to the results of a re-
search carried out by INFOline Internet
portal, 25% of Russian suppliers and re-
tailers are expecting a 10% decrease of
sales by the end of 2020, a remarkable
recession as compared to last year. Despite
the fact that retail shops in many regions
have resumed their work, consumer de-
mand has dropped significantly. As it usu-
ally happens in times of crisis, people tend
to spend less. Online retail shops, on the
contrary, show exponential sales growth,
but demand is shifting towards cheaper
products. Market players put hopes on de-
ferred demand, as families with newborns
will still need strollers and car seats when
self-isolation is over. Many big producers
don't lay off the staff and don’t want to lose
valuable specialists, but make use of sup-
port measures offered by the government.

12

The member magazine Nursery
China applied to MAY LIANG,
President of the China Toy and
Juvenile Products Association

1 - For those nursery produc-
ers who do export business, ma-
ny orders have been postponed
and some cancelled because
of the pandemic. For produc-
ers who focus on the domestic
market, however, business hasn’t
been affected much.

2 - In China, consumer be-
haviour changed a lot because
of the nationwide quarantine.
Many consumers shifted their
shopping from bricks-and-mor-
tar to the e-commerce channel.
Taobao, JD, T-mall are the top
three online shopping platforms.
Especially during the quarantine
time, the sales on JD increased
dramatically: since JD has its
own shipping system, products
can be delivered more on time
compared with others.

3 - Due to the pandemic,
most trade shows have been can-
celled or postponed to the second
half of the year. In China, some
show organizers start trying digi-
tal exhibitions which showcase
their exhibitors and products via
website or app on Wechat. How-
ever, digital exhibition as a new
concept received more attention
when it was first introduced into
the market, while offline trade
exhibition is irreplaceable to the
industry, because people like to
touch and feel the physical prod-
ucts and prefer to talk to each
other face to face. Since the situa-
tion in China is better now, 2020
China Kids Expo is preparing as
planned, to be held from October
21 to 23.



The member magazine Lek
& Babyrevyn applied to CA-
MILLA EKLOF, Wonderful
Times Group, distributor of
toys and baby products

1 - Not many of our sup-
pliers are producing in Swe-
den, but the ones who do are
in the plastic industry and it
seems they are doing well in
terms of sales. The fact that
staff is at home due to coro-
navirus restrictions is affect-
ing the time of delivery with
some extra weeks but de-
mands on their products has
not diminished. Other dis-
tributors are having a tough
time if they do not have the
same wide product portfolio
as we.

2 - Not a lot of shopping
at the retailer’s: the buying
pattern has moved away from
the physical shop and into the
web. The first weeks of coro-
navirus affected all the baby
business since many people
were cautious in spending
money, perhaps afraid of los-
ing jobs: it caused a much
more careful shopping pat-
tern. We sold a lot of care and
hygiene, which are the always
needed basic products. After
some time passed, boredom
took over and shopping was
the thing to do when being at
home.

3 - Web based meeting
points, creating a virtual mar-
ketplace with news and offers.
The branch organization cre-
ating a web-based exhibition
where us members rent a space
to offer what we should have
offered live.

Daniele Caroli, Parents’
Choice International Manag-
ing Editor, applied to LUCA
TOMASI, CEO of L'Inglesina
Baby, nursery products man-
ufacturer

1 - In order to carry on
with our activities we have
enforced all the necessary
protocols to protect the work-
ers’ health. We have done our
best to assist the consumers
through social media, personal
shoppers, direct contacts, hav-
ing to fill the void left by the
shops’ closure. Many retailers
however have reacted enhanc-
ing their online presence and
service to their customers with
home deliveries and personal-
ized support and advice. We
have granted delays of payment
to several retailers.

2 - In Europe now most
shops have reopened and the
market is lively again, because
many consumers just post-
poned their purchases. Con-
sumers are more determined
and faster in their decisions.
There has been a strong slow-
down in sales for buggies and
car seats, but there should be
a recovery when families will
start moving again.

3 - What I know for sure
is that we will not exhibit at
Kind + Jugend this year, like
many other companies, I think.
Koelnmesse has not postponed
or cancelled the event yet, but
due to the situation (reduced
flights, fear to be infected, de-
crease of the companies’ turn-
overs and ensuing reassessment
of the investments) I expect a
decision to be taken very soon.

CAROLA SIKSMA-RUITERS,
editor-in-chief of Baby
Wereld

1 - To everyone’s surprise,
sales in the Netherlands have
remained stable. Of course,
some stores were closed but the
loss of sales was compensated
with online sales. Some produc-
ers/distributors experienced
a significant decline in sales.
There were worries about delay
in deliveries from other coun-
tries who had a total lockdown.
But we had no panic and, given
the circumstances, the expec-
tations are quite optimistic.
Overall there is understanding
for each other’s position in the
crisis and people are willing to
cooperate, for example to do
joint promotions or agree about
new payment terms.

2 - Consumers bought more
online. The drop in consumer
confidence is of some concern.
Slight decreases are expected,
but the mood is quite positive.

3 - Everybody is very curi-
ous to know how big inter-
national fairs such as Kind +
Jugend will proceed with the
government measures, security,
social distance, hygiene etc. We
expect it will be a European fair
only this year. In the Benelux
we see that fairs are postponed
or will be held in September.
Smaller, national fairs will prove
more attractive to visit than in-
ternational fairs because they
are less crowded, have more
space for a distancing plan, can
be reached by car, and offer the
possibility to make appoint-
ments with clients. This gives
people confidence!

URSZULA KASZUBOWS-
KA, editor-in-chief of Branza
Dziecigca

1 - In March and April
when all shops were closed, the
market moved to the Internet
but it was not the best solution
for every producer/distributor,
because not every company
cooperates with online shops.
Generally toys (board games,
TV/console games, bricks,
educational products) are do-
ing better than ever. Baby hy-
giene products are doing well
too. But prams and car seats
sales fell by several percent-
age points below normal level.
Since May 4th all shops are
open again and things are get-
ting better.

2 - Even though the shops
are open again, people still pre-
fer online shopping. In March
sales value of toys increased by
34% (vs February) and baby
products by 10%. But many
people have lost their jobs (in
April the unemployment rate
increased by 6% and may rise
to 10-11% by the end of this
year), so consumers will start
saving and choose cheaper of-
fers on the market.

3 - Many Polish companies
have not decided yet whether
to attend Kind + Jugend this
year. Even if the fair is held, it is
likely that there will be not so
many visitors. All Polish exhi-
bitions planned for the Spring
are postponed to Autumn but
it’s hard to suppose that they
will take place in traditional
way: virtual fairs will be the
new reality, not only for our
industry

s
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Kypran Parent’s Choice noapo6Ho
POCCKA3bIBACT O TOBAPAX AAY YXOAC
30 ACTHMU AO 3 ACT. O TaKXe 060
BCEX MPOAYKTAX, KOTOPbIC BXOAIT

B «CMMCOK HOBOPOXACHHOTOY.

Ho wmbi He Gbian b

B oduumanproM mpecc-penuse Spielwarenmesse o
BbIcTaBKe 2020 TOBOPAT KaK 0 CaMOJi MEX/{yHapOJHOI
32 BCIO 71-JIETHIOI0 MCTOPYIO, Y MbI HE MOXKEM C 9TUM
He COITIACUTbCA; TI0 KpaiiHeil Mepe, TAKOTO KOMNYecTBa
POCCUITCKMX MPOM3BOANTENell Urpylek pasom B HiopH-
6epr e1é He Ipresxano. 27 KOMIIAHMI, PaccpeoTo-
YeHHble 10 10 OrpOMHBIM BBICTABOYHBIM ITABU/IbOHAM:
Poccys 6bia IpencTaBeHa GyKBanbHO B KaX[0M TO-
BapHOIT KaTeropuit.

Tarbana bynkas: «f yBupena odeHb MHOTO IIpo-
usBopuTenel 13 Poccuy, 1, 4To camoe IpUATHOE, BCe
OBV IIPeKPacHO IPefCTaBIeHbl Ha CBOMX CTeHfaxX. Ha-
II1a MPOAYKIINA YoKe BBIIINA Ha TOT YPOBEHb, KOT/IAa MbI
BIIO/THE MOKEM COCTAaBUTDb KOHKYPEHIVIO €BPOINeICKIM
Ko/uteram!»

MBbi BbIOpasi camble MHTEPeCHbIe HOBUHKM CITeIf-
ambHO 1st 0630pa Parent’s Choice.

Spielwarenmesse eG
... your cooperative partner
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Tatyana Butskaya: 'l saw a lot of Russian pro-

ducers, and what pleased me even more is the

* fact that all of them were wonderfully exhibited
at their stands. Our prodfpce has reached the

_level wherewe can competerwith our European
colleagues!’ \

— We have chosen the most interesting novelty

™ products specially for thef’arent’s Choice review.
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http://cybertoy.ru/

Yepes KOHCTPYKTOp — K 3HAHSIM!
Tak MO3MIMOHNpYeET IPOU3BOAUTEND
13 TI0IMOCKOBHOTO Tpouiika cBOM mpo-
IpeCCUBHBIE KOHCTPYKTOPbI, TPAHC-
(opMupyoLLIMecs B MAIINHbI HA PAJIO-
yIIpaB/ieHui. ITO camasi HACTOSIIAs
KnbepTexHIKa, KOTOPYIO pa3pabaTbiBaioT
poccuiickue nmKeHepsl. V3 neranen
MOXKHO [I004€PeJHO COOPaTh HECKOIBKO
Moyierieit aBTOMOOMIIEI, a TTOTOM YCTPo-
WTb TOHKI 110 BCeit KBapTupe. ABTO-
MOOWIIb IIepeMellaeTcs BIepef, Hasaf,
BIIPABO, BIIEBO — TO €CTh BO BCEX Ha-
npaB/eHNsiX. Borblie Ko/eca ¢ MaccuB-
HBIMI LIVHAMY JIETKO [PEOJONIEBAIOT 110~
poru u Apyrue npersTcTBis. brarogapst

o
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BbIcOKOI1 TpoxopymMocTi ¢ CyberTechnic
MOXHO UTPaTh fiaKe Ha ymuile. [mas-
Hoe, KOHCTPYKTOp coBMecTyM ¢ LEGO
Technic!

Jlpyroe Harpas/ieHyie KOMIIAaHUH — 3TO
TIPOM3BOJCTBO O0YYAIOIINX IPUCTABOK.
K mpumepy, Kubep3naiika (CyberShell)
TIpOfjaBaIach BO MHOTVX CTPaHAX, UTPhI
HiepeBefIeHbl Ha KUTAVICKUIA, apa6c1<1/1171,
Gapcu, MBPUT, AHIIMIICKIIL, MICTIAH-
CKUIA, TOPTyTanbcKuit. Vi, konedHo xe,
CyberToys mponssonut o6pasoBaTe/b-
Hble KOMIUIEKTBI II0 00y4eHII0 po60To-
TeXHMKe JIA KO/ Y IPYTHUX yIeOHBIX
3aBeJIeHII.

http://cybertoy.ru/

Through construction to knowledge! This is
the moto of a producer of innovative building
sets from Troitsk (Moscow region). These con-
struction sets transform into remote-controlled
cars. This is the real cybertechnics designed
by Russian engineers. There are several car
models that you can assemble each after each
and then set up racing across the flat. The car
moves forward, backward, left and right - that
is in all directions. Big wheels with massive
tires get over thresholds and other obstacles
with ease. Due to its high mobility you can play
with CyberTechnic even outside. And the ic-
ing on the cake - the sets are compatible with
LEGO Technic!

Another line business of the company is
production of educational games consoles. For
example, CyberShell was sold in many coun-
tries, the games are translated into Chinese,
Arabic, Farsi, Hebrew, English, Spanish and Por-
tuguese. And of course CyberToys produce ed-
ucational sets for robotechnics clubs in schools
and other educational institutions.
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Alaysky's Globe

KoMiIaaMg Globen

http://www.alaysky.com/

VnTepakTuBHBI 1106YC [eoprus Anmarickoro
TpUAYMaH [ JeTelt TOKoMeHus Z: GyHKIMA 1o-
TIO/THEHHOI! pea/TbHOCTH I03BONIAET U3Y4aTh I€0-
rpaduio, Bpalast 3eMHOI LIAp € Ka4eCTBEHHOI
KapToJi BCeX CTPaH U KOHTMHEHTOB, Ha KOTOPO
1306paKeHBI BCe MOPS M OKEaHbI, KPYITHbIE PeKyt
1 03€pa, 3a/VBbI I IIPO/IMBBI, OCHOBHbIE TEII/IbIE 1
XOJIOfHbIE TeUEHIIsT, TOPHBIE XPEOTHI M PABHIHBL,
OCTPOBa ! TTOYOCTPOBA, OKEAHWYECKIEe BITa/IVIHB,
BY/IKaHbI I BepIIMHBI C MX BbIcoTamu. Ha kapre
n306paskeHo 6oree 180 rocyapcTB 1 MX CTOMHNLI,
TNI0Ka3aHbl KPYIHENIIIIEe TOPOJA ¥ OCHOBHBIE IIOP-
b C IIOMOIIIBI0 cMapTOHA VI IVTAHIIETa TAKOM
I7106yC IETKO IPeBpPallaeTcs B HArMIAMHYIO HHTe-
PAKTMBHYIO SHIMK/IOMENMIO: 371eCh MOKHO OXKI-
BUTD 3a{HTEPECOBABILEE )KUBOTHOE, IOCETUTD
MIUPOBBIE JOCTONPYMEYATeTIbHOCTH, 3aIIyCTUTD B
KOCMOC PaKeTy. VI3y4aTb MUp C HOMOIIBIO MHTe-
PAaKTMBHOTO I7106yca Beceree ¢ TOMOIIHUKAMIL —
Apumetr, Temoit, Mutett 1 UX 4eTBEpOHOTUMIU
IpysbsaMu AcTopoM u VIpuckoii, KoTopble paccKa-
3BIBAIOT MA/IEHbKVIM NIOTIb30BATENLAM YAMBUTENb-
Hble GaKThl 06 OKPYXKAIOIEM MIIpeE.

Alaysky's Globe

http://www.alaysky.com/

Smart Globe of Georgy Alaysky was designed for
Z-generation kids: alternate reality function allows
children to study geography by rotating the sphere
with a quality map of all countries and continents,
which shows all seas and oceans, main rivers and
lakes, bays and straits, main warm and cold currents,
mountain ranges and plains, islands and peninsulas,
abyssal depths, volcanoes and pinnacles with their
heights. The map depicts more than 180 countries
and their capitals, the largest cities and main ports.
With the help of a smartphone or a tablet you can
easily transform such globe into a vivid interactive en-
cyclopedia where you can animate an animal, visit the
world sights, launch a rocket to space. It is more fun
to study the world with the helpers - Arisha, Tyoma,
Mitya and their four-legged friends Astor and Iriska,
who share some wonderful facts about the world
with little users of the globe.
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https://targ.toys/ https://targ.toys/

B 2016 ropy xommnanus T.A.R.G. oTkpbIa MarasyH COOPHBIX MOJIEEIt, In 2016 T A.R.G. opened a shop of unique build-it-yourself
He MMerIyX aHanoros B Mupe. Kommanns T.A.R.G mpoussonut c6opHsie models. The company produces models for construction of
MOJIENN CaMBIX IIOMY/IAPHBIX M Ma/IOU3BECTHBIX BMHTOBOK U IIVICTONIETOB, the most popular and little-known rifles and guns, and also
a TaKKe JiepeBAHHbIE MOJIENN BHEOPO)KHIKOB, 6arru, MMKpoaBT06yCOB, wooden models of off-roaders, buggies, minivans and tanks.
TaHKOB. Ka>kjias Urpylika MoxkeT BIOXHOBUTb peOEHKa Ha HOBOE X0601, Every toy can inspire a child to take up a new hobby and it
a TIOKO/IEHNIO TTOCTApIIle HATOMHUT O TIpeXkHeM yByedeHun. Kpowme toro, will remind the older generation of their former pastimes.
Bell[b, C/IeIAHHAs CBOMMI PyKaMu, BCET/ja MIMeeT [/t pebeHKa 0cobyIo IeH- In addition, DIY toys are always very valuable for a child. All
Hoctbh. Bce momenmn T.A.R.G nsroraBnmsarorcs ncKmounTensHo 8 Poccn. T.A.R.G. models are made exclusively in Russia. Their compo-
Kommexryolye k HuM mpousBopat 6onee 10 poccuitckux 1 eBpoIeiicKIX nents are produced by more than 10 Russian and European
IOCTABLIMKOB 113 HATYPa/IbHbIX, 9KONTOTMYECKY YMCThIX MaTepHATIOB. suppliers only from natural and eco-friendly materials.

W .
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http://nika-foryou.ru/

[TpoussozactBo kommanuu Nika
6asupyercs B YIMypTHUH, B TOpOfie
VxeBck. KoMmanus ycrenHo sefieT
CBOIO JIeATeNbHOCTH ¢ 1998 ropma. Ha
HPOM3BOJICTBEHHBIX IIO[A/IAX 60-
nee 20 000 KB.M pasMelLeHbI Liexa
HONIMMEePHOTO MOKPBITH, CBAPKI,
MITaMIIOBKI, TUTbS TIACTMACCHL U
c6opKu rOTOBOI MpoRyKLMu. Jid
nerckoro cermenTa Nika BoImyckaer
CaHKU, CAHKI-KOJISICKH, TETCKIIE KOM-
IUIEKTBI (CTOJIBI M CTY/IBS), MOMIbOEP-

WFairsReport

b1 [l0CTaBKM OCYLIECTBIANTCA IO
Bcell Poccu, a ygacTue B BHICTaBKe
Spielwarenmesse roBOpHT O TOTOB-
HOCTY TIPOM3BORNUTE/A K BBIXO/Y Ha
MeXyHapofHbIl ppHOK. B HiopH-
Gepre KOMIaHNA IPECTABIUIA MO-
Te/b KOMOVHIUPOBAHHOI KOJIACKIL,
KOTOpas TaK aKTya/lbHa /I eBPOIIeli-
CKOJI MATKOJ 3MIMbl: MEXaHU3M CMe-
HBI I10/103b€B Ha KO/leca MO3BOJLAeT
yEOGHO IepeKaThIBaTh KOACKY 10
acanbry.

http://nika-foryou.ru/

Production of the company is based in Udmurtia in Izhevsk. The company has carried
on its business since 1998. Production area of 20 000 m2 contains a polymer coating sec-
tion, wielding shop, stamping section, plastic molding section and an assembly section.

Nika produces sledges, stroller-sledges, table and chair sets, drawing easels. The
goods are distributed across Russia and taking part in Spielwarenmesse fair signifies
the readiness to enter the international market. In Nurnberg the company presented
its convertible stroller which is so relevant for European mild winters: its mechanism of
changing from sledges to wheels ensures convenient rolling on asphalt.

https://megatoys.pro/

Kommanus META Toiic siBnsercst AuCTpnbbio-
TOPOM ¥ IIPOU3BOANTENIEM UTPYIIIEK, Obl/Ia OCHO-
BaHa B 2012 ropy, NpousBoOJCTBO I0KA/IU30BAHO
B ropofie benropos. AccopTMMeHT KOMIIAHUY CO-
CTaB/IAIOT BCE CaMble MOIy/IAPHbIE Ha CETO/HANL-
HIIT [IeHb KaTeropyiut: AeTCKIIT TPAHCIIOPT, Habo-
bl A1t GOKYCOB, CIaiiMBbl 11 METKMIL ITACTIINH,
IIAXMATBI, ALK 1 fjayKe UTPOBble HAOOPBI AL
6oxca. Ha BoicTaBke Spielwarenmesse KommaHus
IpefCTaB/LsA/Ia HOBYIO JIMHENKY Mebem s Ky-
ko1 TM «MaHIoHsA», KOTOpast MOJTy41/Ia BHICOKYIO
OLIEHKY Y €BPOIIENICKIX KOJIIET.

META Torn

https://megatoys.pro/

META Toiic is a distributor and producer of toys.
The company was founded in 2012, its production is
located in Belgorod. Its range includes all the most
popular categories of toys: ride-on toys, magic trick
kits, slimes, light clay, chess and checkers sets and
even play kits for boxing. At the Spielwarenmesse the
company presented a new doll house furniture line
TM «MattoHa» which was highly praised by European
colleagues.
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Ras6epemcs Ha TpuMepe.

Does everyone need
Lo work with marketplaces?

Let’s study a case.
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Ceropnus Wildberries — aTo xpymHeiiimmii MHTEpHET-pUTeiLIEp, 00CTYXMBAOLINIT K/TVeH-
T0B Ha Tepputopyu Poccun, Kasaxcrana, Kuprusum, benopyccyun, Apmenyn u [Tonbum. 32
000 coTpysHIKOB, 3 600 apTUKY/IOB Ha caiite, 6oee 30 000 6peH/OB, U3 KOTOPBIX HO/bIIAs
9acTh — 9TO POCCUICKIE POV3BOMMATENIL, MaIblil i cpeHuit busHec, kotopsit Wildberries
oduIManbHO NOAAEPKUBAET. B cpefHeM omepaToph! cepBuca IpUHMMAIOT 0Koro 750 000 3a-
Ka30B B cyTku. O6opoTtsr Wildberries 3a 2019 rox cocraBuu 223,5 Muuapaa pyoreit, yse-
TMYUBIINCH Ha 88% 110 CpaBHEHMIO C MPEABIAYIIM rofoM. KoMmaHus mianupyer BIOXNUTH
€200 MIIH B CTPONTEIBCTBO JIOTYICTIYECKOTO IeHTpa B C/I0BAKIM /I BHIXOAA Ha €BPOIIei-
CKIIT PHIHOK. 3aHMe mIomanbio 300 ThICSY M” IIAHUPYIOT IOCTPONTD 32 IATH 11eT. O60poT

BELSI - poccuiickuit OpeHz GyHK-
LIMOHA/bHOI AU3aITHePCKOl MeGerL.
Crapasacp nepeOCMBICIUTD OKPyKa-
Iolllee IPOCTPAHCTBO 1 IPEIIOKIUTE
HOBbIE CIIOCOOBI €r0 OpraHN3alliIL,
BELSI co3paér opurrHabHble Ipefi-
MeTBI MHTepbepa. B 1Tore momyyaoTcs
CTU/IbHBIE Ka4a/IKV [/l B3POCIIBIX 1
neteit BELSI Zoo, xoTopble cosfaioT
HACTPOEHIIE 1 CTAHOBSATCSA /TeMeH-
TOM JieKopa I000r0 IPOCTPAHCTBA.
Kommabopanys ¢ kpeaTHBHBIM 610po
CHEBURDESIGN nopapuna Mmupy
KyxHuio yunress - Habop MOTY/IbHOIL

xaba MoXeT ocTUrHYTh 200 MIpA. py6eit.

me6emn s mkor, 1 EGGOMOBILE -
pabotee MecTo i feTelt OT 3-7 NIeT.
Hocnenusas paspaborka BELSI - aTo
BHOBb peBoyonyis. Opromenudeckue
crymbst SkeletON oduiyanbHO ofo-
OpeHbI BpaueOHBIM COOOIIECTBOM I 5IB-
JIAI0TCS OTINYHON 3aMEeHOI ODUCHBIM
kpecaM. CerofHst 06’b€M SKCIIOPTHBIX
nponax kaganok BELSI Zoo (310 He
Kopes, SInonns, lepmanns) cocraistet
6onee 10 myH. py6ieit, mo PO - okono
4 myH. pyo6. ITo cTynbam SkeletON: skc-
nopr 3a 2019 rog cocTaBuI IPUMEPHO
4,5 MyH. py6., a mo PO — 1,6 MyH.

Nowadays Wildberries is the largest online store which serves

clients in Russia, Qazagstan, Kirghizia, Belarus, Armenia and Poland.

32000 staff, more than 30 000 brands the majority of which are
Russian producers, small and medium business, which Wildberries
officially support. On average, the operators accept about 750 000
orders a day. In 2019 yearly sales of Wildberries amounted 223,5 bl
rubles which shows a climb of 88% in comparison with the previ-
ous year. The company is planning to invest €200 ml in construc-
tion of a logistic center in Slovakia to enter the European market.
They expect to construct the building of 300 thousand m2in 5
years. The turnover of the hub is expected to total 200 bl rubles.

BELSI is a Russian brand of functional designer furniture. Striving to reinvent
the environment and to suggest new ways of its organization BELSI creates original
furnishing. As a result, they get stylish rocking horses for children and adults BELSI
Zoo, which create the atmosphere and decorate any living space. Collaboration
with creative bureau CHEBURDESIGN resulted in a Teacher’s kitchen - a furniture
set for schools, and EGGOMOBILE - working place for children of 3-7 years of age.
The latest BELSI development is revolutionary too. Orthopedic chairs SkeletON are
officially approved by doctors and offer a great replacement to office chairs. Today
export sales volume of BELSI Zoo rockers (to Korea, Japan, Germany) amounts more
than 10 ml rubles, across Russia — 4 ml rubles. As for SkeletON chairs, export sales
amounted around 4,5 ml rubles in 2019, while sales in Russia totaled 1,6 ml rubles.

s



PbIHOK OHAQIMH"
npoAdX b Poccun

[To maHHBIM aHaMUTIYECKOTO areHTCTBa Data
Insight, 06bém pbinka e-Commerce B Poccun B
2019 rogy coctasu $30,6 Mpp. [lons uHTEpHeT-
Toprosiu B o6uiem o6péme BBII cTpass! cocTa-
Bua 1,3 %. Ha kaxxporo poccusinmna B cpeiHeM
npuxoputca 170 1onmapos OHIaiH-MOKYIIOK 32
TOJ] — 9T0 BeCbMa CKpOMHas 1upa B cpaBHe-
Huu ¢ CIIA, Kutaem, I0xu011 Kopeeit u ctpa-
HaMyt EBPOIIBI, OIHaKO, IPOTHO3KPYEMBII POCT
e-Commerce Ha Teppuropun PO 1o 2023 ropa
cocTasyAeT 16%, 1 910 HOMblIle, YeM Y KaXK[Ot U3
BbIILENEPEYNCTIEHHbIX CTPAH.

Ecut roBopuTh KOHKpeTHO 06 06BéMe Ipo-
max B2C, To BRIpyYKa 3a IPOLI/IBII TOJ COCTa-
BUIa 1,6 TpIH. py6. 1 yBemumnach Ha 25% 1o
cpaBHenuo ¢ 2018 rogom. B obmeit cioxxHOCTH,
B 2019 rogry B pOCCHIICKIX MHTEPHET-Mara3inHax
PO3HIMYHBIX TOBAPOB OBITIO COBEPIIEHO 425 MITH.
TIOKYIIOK, 1 3T0 Ha 41% 6o7blire, 4eM B IPefbIAy-
meM rogy. Vinteprer-toprosna B Poccun pactér
13-3a yBEeMMYEHVA YICIa 3aKa30B, B TOM BpeMsA
KaK CpeJJHUII 4eK yMeHbIIAeTCs TPETUIi TOf MO -
psn u cocTasistet 0koyo 3 800 pyo.

s
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Onlineg market in

According to analytical agency Data In-
sight, e-Commerce sales in Russia in 2019
amounted $30,6 bl. Internet commerce
accounted for 1,3% of GDP in Russia. On

average, every Russian spends $170 online.

It's a really modest figure in comparison
with the USA, China, South Korea and
European countries. Nevertheless, it is
estimated that e-Commerce in Russia will
grow by 16% by 2023, and it is more than
in any of above-mentioned countries.

22

Russia

As for B2C sales, last year's revenue
amounted 1,6 tn rubles and grew by 25%
in comparison with 2018. In total, in 2019
there were 425 ml purchases in Russian
online stores which is 41% more than
the previous year. Online commerce in
Russia grows due to increase of purchas-
es while average receipt is going down
third year in a row and now totals about
3800 rubles.
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MapkeTtnaenc - aekapcTso
OT BCeX OOAE3HeM'?

Pocrt priHKa MHTepHET-TOProB/M B
Poccun aHanuTuKM CBA3BIBAIOT, TIpe-
JKJIe BCETO, C KPYITHEMIY OH/IaiiH-
pureitnepamu: Wildberries, Ozon,
bepy n ux xonkypentamu. IIpousonita
«PYTMHU3ALMA» OHJIAMH-TIOKYTIOK /I
TeCSITKOB MUJITMOHOB ITOJTh30BaTENeN —
KpYIIHeJiIlie MarasiHbl YTy IV
CepBIIC, CIeNaB €T0 CTaHAPTOM.

MHorue crielnuanmiCcThl TakxKe
TIPefPEKAIOT CKOPYIO Ibeb MOHO-
OpeHIOBBIM OHTIANH- U 0 draiiu-

MarasyHaM, KaK 3TO IPOM30LITIO
B CIIIA, rme Amazon BBITECHNII C
PpbIHKa KpymHeiimme pureiin-cetn. K

IJII0CAM MApKeTIIelICOB /I OCTaB-
LIMKOB OOBIYHO OTHOCAT OTCYTCTBIE
JIOTUCTIYECKIUX U3JePIKeK, OBICTPBLIL
¢unbex or moTpebUTEN 1 pacKkpy-
4eHHOCTb Tomanku. Ho Bcem mu
IPOV3BOANTE/LAM HY>KHO CTPEMUTBCA
3aHATDb CBOE MECTO Ha IIOJIKe» OH-
naitH-purtesinepa? UToOb! BHIACHUTD,
TaK JIM 9TO, MBI IPUITTACUIN B 9GUP
aBTOPCKOIT IpOrpaMMbl TaTbsAHBI
Byukoit «Bei6op Ponureneii» Ha pa-
muo Mediametrics Apréma JJoneHko,
PYKOBOZIUTENIA OTHENA paspaboTKu
Wildberries, u Anexcess Cubunésa,
COBJIajienblia OpeHpa AusaiHepCKoil
Mebenn msa mgereir BELSIL

[ [ ] MEDIAMETRICS.RU

warsers.

Arnexceit Cubués: « Mot npou3sooum demckue uepyuixu, Uy Hac ecmov 06e
ocobenHocmu: 1) OHU CIUMKOM KpeamugHble, UH020a epecyyp KpeamusHoie O
CPeOHeCAMUCMU4ecK020 NPOCMPaHcmed; 2) onu 0080vHo 2abapumuvte. JIns
Mapkemneticos 2a6apumol umerom 60bui0e 3HAUEHIE, HOMOMY IO HeM KOM-
naxkmuee Xpaxeue Ha cknade, mem 6onee 0HO IpexmusHo Ona busHecar.

Ho MapkeTIIeiicel He CTOAT Ha MeCTe I ILITAITCST OXBATUTh a0COMIOTHO pas-
HbIe TOBAPHBIE KATETOPIIL, IPeIarast B/Iafie/bIiaM OU3Heca pele s [TOf KOH-
KPETHBII IIPOAYKT.

Aprém Jlonerko: « Mot 3anycmunu ewé 00Hy ouepeds c80ezo cOOCMBeHH020
cKknadckoeo Komniekca 6 Mockosckoti 061acmu, u 91Mo HO360UNIO HAM BBECTIY 6
accopmumenm kpynnozabapumuuiii mosap (npum. asmopa - danee KI'T) umen-
HO 8 OemCKUX MOBAPAX, IMO ABMOKPECIA, KOTACKY U Momy nodobHoe. JJo amoeo
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s Marketplace
a Magic Pill”?

The growth of e-Commerce in Russia is associ-
ated, first of all, with the largest online retail stores:
Wildberries, Ozon, Beru and their business rivals.
Online shopping has become a routine for millions
of users: the stores have improved their service and
have made it a standard.

Many specialists forecast imminent death to mo-
no-brand online and offline stores as it happened
in the USA where Amazon pushed the largest retail
chains out of the market. Among the advantages
of marketplaces are the absence of logistical cost,
fast feedback from consumers and popularity of the
platform. But does everyone need a place on a virtu-
al‘shelf’ of online stores? To find this out we invited
Artyom Dotsenko, head of development department
in Wildberries, and Alexey Sibilev, co-owner of BELSI,
a brand of designer furniture for children, to Tatyana
Butskaya's program ‘Parents’ Choice’ on radio Media-
metrics.

Alexey Sibilev: ‘We produce toys and we've got two
peculiarities: 1) They are creative, sometimes to creative
for average environment; 2) They are quite big. Size is a
matter of great importance for marketplaces, because
the more compact is the storage, the more effective it is
for a business:

But marketplaces are moving on and are trying to
include various categories of goods and offer differ-
ent solutions suitable for particular products.

Artyom Dotsenko: ‘We launched one more ware-
house complex in Moscow region and it enabled us to
introduce bulky goods specifically in a category of chil-
dren’s goods: these are car seats, strollers and so on. Be-
fore that we used to have a serious restriction of size: one
side of a box couldn’t be more than 60 cm, but after the
new introduction its size can reach 110 cm.




MOMeHmA 0elictBo8ano cepvésHoe 02panuHerie no
pasmepam, panvuie CmopoHa KopoOku 0onHa 6vina He
npesviamy 60 cm, a nocne H080868e0eHUTl yNAKOBOUHAS
Kkopobka moxem 6vimy 110 cm.»

Jlpyroe cymiecTBeHHOE OrpaHIYeH e JI7iA TAKOTO
IPOAYKTA, KaK Kadajky uimn ctynbs SkeletOn - ato
JOCTAaTOYHO BBICOKAs PO3HIMUHAs LjeHa. UTOOBI IIpH-
HAITD PellleHle O OKYIKe TAKOr0 TOBapa, MoTpebu-
TeJTI0 HY’KHO OIeHNUTD €T0 B PeaNbHOCTH, IPOTeCTU-
posaTb. [Ina fusaitHepcKoit Mebenu, fOpOroCcTOAMNK
IIpefMeTOB MHTepbepa JeTCKOI aKTya/lIbHO Ha/Iu4ye

nI0y-pyMa.

Ewié onue akTop, KOTOPHIiT CTI0OXKHO U3MEPUTD B
JeHbIaX, HO KOTOPBIIT MMeeT CyIeCTBEeHHBIIT BeC I
TIPOM3BOAMTENA — 3TO KaPAIHATBHO pasHad 1eneBast
AYAUTOPUA [/ COCEACTBYIOMNX HA O[HOI TOProBoli
ITOLIa/IKe TOBApOB.

Arexceit Cubunés: «Kax s ckasan, y Hac cauxom
Ousaiinepcxuti npodykm. A usyun accopmumenm,
Kkomopoil npedcmasnen Ha Wildberries no Hawietl me-
Mamuke - 0emcKotl nPoOyKuuLU, u 04e6UOHO, 4o 30ech
Mol Habm00aeM HECKOMbKO AOCOTIOMHO PA3IUAIUAUXCS
Mexn0y coboil npodykmosvix cmpamezuii. Ecmv komna-
HUL, KOMOPDIM HYIHHO Kak-mo eviusamo. K npumepy, y
Hugo Boss 6 00exde - 00Ha cipamezust, y MONOObLX Oti-
3atinepckux 6penoos us Poccuu ona cosepuienno opyzas,
cmoum 3a0aua «8oiimu», Obimb 3aMeHeHHbLM».

Bo3MOXHO, [/ IPOAYKTOB, KOTOpbIe HECYT HeKMI
message CBOeMy IHOTpeOUTeII0, IPOAYKTY, KOTOPDIIL
CTPEMUTCA K TOMY, YTOOBI €r0 ayfUTOpUS pasaen-
J1a OTpefieNIEHHBIE LIEHHOCTY C CO3[JaTe/IAMM, HYXKHBI
«TOHKIMe» HACTPOIIKY [/ I0Nb30BAHNA TeMI IH-
CTPYMEHTaMU, KOTOpbIe IIpefyIaraeT popMaT MapKeT-
mevica?

Aprém [Tonenko: «Y Hac ecmp omden pexnamul,
xomopuwiii obuyaemces ¢ nocmasusuiom. CompyoHuxu
PaccKasvléam o 00NOTHUMENbHBIX UHCIMPYMeEHMAX
10 npoosuUMeHUI0 BHYMPU naousadKu. Jlns nebomo-
WUX KONAHULL 4acmo pasmeujerue 6annepa - 3mo
cyujecmeennas cymma. Mol cOenanu wiaz Hascmpeuy
MAKUM NAPMHEPAM, 3anyCIMUNU NPoPAMMY «ayKUu-
oH 6anHepos» Ha enasHoli cmpanuye. Cmoumocno
MAaKo20 pasmenweHus usmMepsemcs 0ecAmMKamu moicsy
pybneti, Ho HuKak He MunnuoHamu. Mol npudymanu
KACMOMU3UPOBAHHDLIL KOHCMPYKMOP OpeHd-30Hbl, 1o-
MoMy 4mo HeKOmopvle 0yMarm, umo mapkemnimetic -
91M0 02POMHBLTL KAMAILOZ, 6 KOMOPOM NPedCmasieHbl
npoCcMmo KApmouKu moeapos, U yHUKALLHOCHb NPo-
dykma nonpocmy He 3amemam. Smo He Max, 100U
3a6vtom 6 noucke, k npumepy, BELSI, u nokynamenv
yeuoum sau cobcmeenHbLLl KoHmenm, Komopoiii 6y-
Oem BvlensA0enb POBHO MAK, KAK 6bl CAMU 3AXOMUtme
e20 npedcmasumo. Pomoepaduu, sudeo, ucmopuu -
700U 6y0ym noHUMAMb, HoueMy Mmosap cmoum ma-
Kux dere.

s
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Another significant restriction for
such products as rockers and Skel-
etOn chairs is a high retail price. To
make a decision to buy such an item
a consumer needs to see it with their
own eyes and to test it. It is necessary
to have a showroom for designer fur-
niture and costly interior items for a
nursery.

One more factor which can’t
be measured in money terms, but
which has an important role for
a producer is different target au-
dience for different items on the
same platform.

Alexey Sibilev: As | have said out
products are too creative. | studied the
range which is introduced on Wildberiies
in our segment and it's obvious that we
can observe several absolutely different
product strategies. There are companies
which strive to survive. For example, Hu-
go Boss has one strategy and young de-
signer brands from Russia have an abso-
lutely different one: they aim at entering
the market and being noticed!

2%

Additional options are available for
those brands that want not only to sell
their products on a marketplace, but
also to convey their values.

Artyom Dotsenko: ‘There is an
advertising department which com-
municates with suppliers. The spe-
cialists inform them about additional
instruments of promotion inside the
platform. For small companies placing
a banner is a significant sum. We've
taken a step forward such partners and
we have launched a program ‘banners
sale’on the main page. The price of
such display costs tens of thousands of
rubles, but not millions. We developed a
customized constructor of brand zone.
Some people think that marketplace is
just a large catalogue where you only
see pictures of products, thus nobody
will notice the uniqueness of a prod-
uct. That'’s not quite right: people will
search for your brand and see your per-
sonal content which will look just like
you want to present it. Photos, videos,
stories: people will understand the rea-
son for the price’



JVBroadcast

KacToMM3aLmg NpoACX: O CMOXET
«BAW» MAPKETNACNC TAKOE?

Husaits crymbes SkeletON 6501 paspaboran coBmectHo ¢ Kadenpoit [lnzaitna Mebe-
it MIXTIA um. C. I. Crporarosa 1 610po CHEBURDESIGN, 1 9T0 0T/14HbIIT IpuMep
KOHIIETILJI, B OCHOBE KOTOPOIT — CaM 4e/IoBEK C er0 OTPeGHOCTAMM, & He MOJHbII MH-
Tepbep WM YHUKA/IbHAsA PopMa. ITO OPTOMENYECKIMIT CTYIL, KOTOPBIIT IOCTPANBAETCS
nop, 3D-Mopienb CIVHBL, TaKuM 06pa3oM, KaX/IBL CTY/I COBEPLIEHHO YHYKaIeH. [I1aBa-
fomyie IwacTuHbl SkeletOn mopIep>KMBaIOT MBILILIBI B TOHYCE 110 7-8 4acoB, KOTOpPbIE CO-
BpeMEHHBIE JTIOJY IPOBOJAT 32 KOMIIBIOTEPOM eXXETHEBHO. ITO TIOMOraeT 60pOThCst CO
CKO/IVIO30M J1 IMIIHIM BecoM. MO)KHO /it TIPOfiaBaTh TaKOil CTY/T Ha MapKeTIIeiice?

Tarbsna bynxas: «Kax amo 603mosncro? IIpodamy He npocmo mosap, a mosap u
KaKy-mo QyHKyui0, mo ecmv 0715 Moo, 4mobvt Imom cmysn 3apaéomar, Hado 4moow.
e20 Kkak-mo nacmpounu. Ckaxcem, 6amu cmynos svicmasnerol na Wildberries, st nuuiy
npo0asLy, 4mo xo4y Kynumo cmys, Ho npesxde Hado, 4mobv. MHe e2o Hacmpounu. Bos-
MOJMHO U 66e0eHUe KAKUX-10 00NONTHUMENbHbIX PYHKUUT HPU HoKynKe Mosapos?»

Anexceit Cubunés nogenmica Hopoctamu oT BELSI n coobmi, 9To ceifdac Kak
pas dpopmupyercs [ T-komaHza /11 TOANEPXKKM VM IPOABIDKEHNA KaCTOMU3UPOBAHHBIX
cTynbeB, a Aprém JJonieHko moaTBepaus, yto paspaborunku Wildberries moryt pe-
LIMTD ¥ 3a7ady 110 IIPOJAXKe TOBAPA C HACTPOIKOIL, e 9TO moTpebyeTcst: «<Komnanus
Wildberries e npocmo unmeptem-mazazun, smo u IT-komnanus. To, umo komnanus
umeem celinac — Imo catimol, NPUAONHeHUe, NOPMAT HOCHABULUKOB — INO 6CE HANUCAHO
pebsmamu, komopoie pabomarom eHympu xomnanuu. Kmo-mo 6onvuie 10 nem, noamomy
IT-pewseHust - 3Mo HAUL KOHEK, U MblL MONEM 00CYHOAMb MaKue 3a0a4ul ¢ KIUeHMamu».
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Sales customization:
is your marketplace
capable of that”?

SkeletON chairs design was worked out by
Furniture Design Department of S.G. Stroganov
Moscow State University of Art and Industry
in collaboration with CHEBURDESIGN bureau,
and it's a great example of a concept the base
of which is a person with their needs and not
a fashionable interior or unique form. It's an
orthopedic chair which adjusts oneself to
3D-model of a human’s spine, that's why every
chair is completely unique.‘Floating’ seat ele-
ments keep the whole muscular system fit dur-
ing 7-8 hours: that is how long modern people
spend in front of the screen every day. It helps
fight against scoliosis and excess weight. Is it
possible to sell such a chair on a marketplace?

Tatyana Butskaya: ‘How is it possible? To sell
not just a product, but a product and its function?
Say, your chairs are placed on Wildberries, | want
to get a chair, but first  need to have it assem-
bled. Is it possible to introduce some additional
features for those who buy this product?’

Alexey Sibilev shared the news from BELSI
and announced that now a special IT-team is
being formed to support and promote custom-
ized chairs and Artyom Dotsenko confirmed
that Wildberries developers can also solve the
problem of selling products which need ad-
justment, if it will be necessary: ‘Wildberiies is
not just an online store, it is also an IT company.
The things that the company has now — websites,
application, platform for suppliers — all of it is
created by people who have been working for the
company for a very long time, that's why IT solu-
tions is our strong point, and we can discuss such
tasks with clients!




Alibaba vs Wildberries

B KATEropum
KOCATUBHOW MCOCAM

HecmoTps Ha 0OCTOPOXKHOE OTHOILEHME PYKO-
BopcTBa BELSI k pasmeleHno Ha poCCUiCKux
TOPTOBBIX OH/IAMH-TIIOMANIKAX, /1A MEXIYHAPOJ-
HBIX MapKeTIIIelICOB OH Je/MAl0T UCKTIOUEHIIe.
Tak, me6enb BELSI npencranrena Ha AliBaba ¢
COOCTBEHHBIM CAIfTOM, I/IABHBIM IITIOCOM TaKOTO
pasmemenns Anekceit CuOMIEB canTaET TO, 4TO
Ha AliBaba ux BunT Bech Mup. HeopayxapHsrit
nusaitn BELSI mpumeénca no ayme B I0xnHoit Ko-
pee, rje Ha 6penp paboTaer Iiemast KOMaH/a Bbl-
COKOK/IACCHBIX IPOfaBLoB. Bripouem, Wildberries
Pa3BUBAETCS OTPOMHBIMM TEMITAMIL, OHM YKe
«pyi» B II0NbINY M IIAHUPYIOT Aa/IbHENIYIO
9KCIIAHCUIO B cTpaHbl Bocrounoit EBpornbl.

Bricokast [1aHKa, KOTOPYIO CETOAHS B3s/IA
OHJIAJH-PUTeIi/Iepbl, I03BOJIET HAM TOBOPUTD
0 TOM, YTO HEBAXKHO, K KaKOil TOBAPHOIT KaTero-
PUI OTHOCUTCSI BALll IPOAYKT — COBPEMEHHbIE
MapKeTIUIENChI IOACTPOSITCS HOf, BAC ¥ [IOMOTYT
«BKITIOYNTD» Ha [OJTHYI0 MOLIHOCTD IIOTEHIAT
Balero Opexpa.

Anexceit Cubunés: «/[py3svs, uoume Ha map-
kemnneticol, uoume 8 Wildberries, ouenv pexomen-
Oyto 0nst OusHeca. 3a IneKMPOHHBIMU KAHATIAMU
npooas He npocto Gydyuiee, 3o yie HAcMos4ee
U 6e3 91020 PA3GUMUS He HOTYHUMC.
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V/Broadcast

Alibaba vs Wildberries

in the Category

of Creative Furniture

BELSI furniture is presented on a fa-
mous international platform AliBaba.
The main advantage of such placement,
according to Alexey Sibilev, is that on
AliBaba their products are seen around
the world. Unusual BELSI design attracted
attention in South Korea, where a team of
top sellers work for the brand. However, a
Russian online store Wildberries is devel-
oping at breakneck speed, they already
work in Poland and are planning further
expansion to Eastern Europe.
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The high standard of online retail-
ers allows us to say that it's really of no
importance which category a product
belongs to: modern marketplaces will
adapt themselves to your business and
will help to unravel the potential of your
brand.

Alexey Siblev: ‘My friends, cooperate
with marketplaces! Online commerce is not
just future, it's already our present and de-
velopment without it is simply impossible’



NASAL ASPIRA

—

Soft nozzle The transparent body allows
does not injure to spot the color of mucus
mucous membrane to identify the stage of rhinitis

Colorful restrainer
catches baby's
attention Comparing
to the analogues,

the tube’s length
and diameter are extended

INNOVATION
The new patented
two-chamber design
prevents the mucus
into the tube

NO EXTRA SUPPLIES

<l ol £ R Tube)

Follow us #roxykids
www.roxy-kids.com
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T @ p @ D* kak Choupette
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Poccurickag mMapka aeTecort oazxas Choupette nogsmaocs 13 et Hazoa. B nepssie roas noa Mopkon
Choupette NponssoArAoCs MEUACHOE AAS HOBOPOXACHHDIX U KDECTUAbHbIZ KOMMAEKTH. Kpyxeso.
WEAK, TOHYAKIIA OOPAOOTKA WEOB: TAKOTO B CTPAHEZ B TO BOEMI HZ ACAGA, KAXETCH, HUKTO. CeroaHs
Choupette npeararoer nokynateasm oaexay oT O A0 12 ACT, 1 3TO HZWUBMEHHO GKTYOAbHbIC
OOPA3L, KOTOPIZ HE OTCTAKT OT MUPOBbIX MOAHbIX TEHACHLIMM. KK BbICTDOCHAO
SKCNOPTHA CTROTENS MeXAYHAPOAHOTO 6peHaa Choupette ceroans? b dopmate
PUANOUHTEZOBLKD HO HALM BOMOOCH OTBETUAC AHacTacKs Bacnabkosa. avpekTop
no passuTiio TV B poan akcnepTa B asTopckon NporpaMme TaTbgHbl

byukoit “Beiop Poantesei” npuniaa yuactre basepus Kucuaesckas.,
npeacTasmteas Mockosckoro SkcrnoptHoro LenTpa.

]
1

Onwards
and upwards:

how Choupette
is becoming
a global brand

Russian brand of children’s wear Choupette was
launched 13 years ago. For several years Choupette
produced baby clothes and christening gowns. Laces
and silk, neat stitches: no other company in Russia
worked this way at that time. Nowadays Choupette
offers clothes for children of O to 12 years old, and
the looks are always trendy and up to the minute.
What does the export strotegy of the company

look like today? Anastasiya Vasilkova, development
director of Choupette, answered our questions in

the format of radiointerview. Valeriya Kisilevskaya.
representative of Moscow Export Center; also took
part in Tatyana Butskaya’s radio program Parents’
Choice’ as an expert.
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Amnacracus BacunbkoBa

Wntroduction

Banepusa Kucnnesckas

Poccig MOXeT ACACTD
HZ TOABKO CAMOAECTHI

[TOYEMY OJEXIY CHOUPETTE MbI
HA3BIBAEM POCCUVICKOM, A BOJIb-
ITAA YACTD MICITOJIb3YEMOTO CBI-
PbA ITPOM3BOINTCA 3A PYBEXKOM?
Anacracua Bacunbkosa: “Jlerye Bcero
OBITIO OBI fIeNIaTh 3AKYIIKM Y POCCUIICKIX
TIPOM3BONUTENEN, HO K COXKaJIeHMIO TOTfa
MBI He CMOXKeM COOTBETCTBOBATb KayeCTBY,
K KOTOPOMY ITPMBBIK/IV HAIIM TTOKYIIATeNN
¥ KOHKYPMPOBATh Ha 3aPyOEXKHBIX PHIHKAX.
Kak 06bI4HO pearnpyoT 01, KOIZa 3aX0-
JIAT B HAIll Mara3yH: WOW, 9TO POCCUIICKOe?
He MoxeT 661! OHI He BepAT, 4TO TaKoe
Ka4yeCTBO U3/IE/NiA, KNACCHBII AM3alH MOTYT
6b1Tb co3panel B Poccui. MbI yaacTByem
BO MHOTVIX MEKYHAPOJHbIX ITOKa3aX — BO
®pann, Jly6ae, Hoio-Vopke - i ¢ roprio-
CTBIO TIPEICTABIISIEM 3a PYOEKOM JJIEl0, YTO
Poccusa MoxeT fienaTh He TONBKO CaMOTIETHI,
HO J 3aMedaTe/bHyI0 AeTcKyo fashion-
OfEXTY .

AMBUIINN CHOUPETTE HA PYKY
BCEMY POCCHUICKOMY BU3HECY
B KATETOPUM IETCKOV OJEXK-
JIbL. HOCTATOYHO JIM [TPOM3BO/I-
CTBEHHBIX MOITHOCTEN, YTOBEI
YIOOBJIETBOPUTB CITPOC HE TOJIb-
KO Y HAC, HO 1 HA MPOBOM
PBIHKE?

Anacracus Bacunbkosa: “Ha sxcriopr
MBI Ie/IaeM TY Ke IIPORYKIMIO, YTO JLA
Poccun. Ham, KoHEeYHO, He XBaTaeT coo-

CTBEHHOTO TIPOM3BOJICTBA, 1 MbI paboTaeM
10 KOHTPAKTY. ECTh MapTHEPHI, KOTOPHIX
MbI 0becrieqnBaeM 3aKa3aMiu KpyIaorofiy-
HO. C HEKOTOPBIMM IIeXaMI MbI paboTaeM ¢
CaMOTO HayasIa: MM U3BECTHBI HAIIN TPebo-
BaHIA, & Mbl 3HaeM, Ha 4TO OHM CIIOCOOHBL
MBI 0THaéM Ha ayTCOPC FOCTATOYHO 6OITD-
11011 06BEM IPOFYKIN

XOPOIINI CITPOC, OT/INYHLBIE OT-
3BIBBI POCCUVICKMX ITOKYITATE-
JIEV - 9TO BECOMBIE ITOKA3ATEJIN,
HO BCE JXE KAK [IPMHMMAETCS
PEIIEHUE O TOM, YTO MOXKHO
CHETATD CJIEAYIOIINI IIAT, YTO
KOHKPETHAS KOJIJIEKLIVIA BYIET
3AIIYIIIEHA HE TOJIBKO BHYTPI
CTPAHBL, HO U IIOVIIET HA BHEIII-
HIE PBIHKI?

Amnacracug Bacunpkosa: “MHorue
CUUTAKT, YTO HpOI/ISBOJII/ITe]IeI?I OLCHMBAIOT
KakKmne-To :-)KCHeprI, HO 3TO HE TaK. OHeHI/I-
BaeT MPOJYKIIIO 6a171ep, 1 Ha JIPYTYIO OLeH-
Ky, Ha MO B3I/IA[N, l'IpI/I BbIXOJI€ Ha SKCHOPT
I10/1araTbCsAa HE CTOUT. HOSTOMY B HepBYIO
04epesib HY)KHO BBIATHU TYZIQ, T ThI IO/~
YUIIb 3TN peaanme OILICHKI. PeaIIbeIC
OIICHKM 3aK/TIOYa0TCA HE B C/I0BAX on06pe—
HIs1, OHM B 3aKa3ax. EC}II/I y Teﬁ}l €CTb 3aKa3
OT MEXYHapOIHbBIX 6a171ep0B — 3HAYUT, ThL
Ha 3TOM prHKe MHTepeceH, HOTOMY YTO Iro-
HOCYIOT 63.]7[6pr JICKTIOUUTE/IbHO CBOMMMI
IeHbIaMiL

Russian production
is not only about
olanes

WHY DO WE CALL CHOUPETTE RUSSIAN
CLOTHES WHILE MOST MATERIALS ARE
PRODUCED ABROAD?

Anastasiya Vasilkova: ‘It is much easier
to buy materials from Russian manufactur-
ers, but in this case, we wouldn't be able to
be in line with the quality that our custom-
ers are used to and to compete on foreign
markets. People’s reaction when they en-
ter our shops usually goes like this: wow,
it's Russian? No way! They don't believe
that such quality and fashionable design
could be produced in Russia. We take part
in many international shows - in France,
Dubai, New York — and we are proud to
represent the idea that Russia is not limited
to producing planes, but we can produce
wonderful children’s fashion wear’.

CHOUPETTE'S AMBITIONS ARE HANDY FOR
ALL RUSSIAN CHILDREN'S CLOTHES BUSI-
NESS. IS THERE ENOUGH PRODUCTION CA-
PACITY TO MEET NOT ONLY DOMESTIC, BUT
ALSO INTERNATIONAL MARKET DEMANDS?
Anastasiya Vasilkova: We make the
same produce for Russia as well as for ex-
port. Of course, our capacity is not enough,
so we work with partners. We provide some
of them with orders all year round. Some
partners are with us from the very begin-
ning: they are aware of our requirements
and we know what they are capable of. We
outsource quite a lot of production’.

SOLID DEMAND, POSITIVE RESPONSE
FROM RUSSIAN CUSTOMERS - THESE
ARE VALID ARGUMENTS, BUT STILL, HOW
DO YOU MAKE DECISION THAT YOU ARE
READY FOR THE NEXT STEP AND A COL-
LECTION WILL BE LAUNCHED NOT ONLY IN
RUSSIA, BUT WILL ALSO GO FOR EXPORT?
Anastasiya Vasilkova: ‘Many people
think that manufacturers are evaluated by
some experts, but that's not true. A buyer
evaluates produce and no other assess-
ment should be taken seriously while con-
sidering export. That's why the first thing to
do is to get this real evaluation which is not
words of approval, but orders. If you have
orders from international buyers it means
that you are noteworthy, because buyers
vote with their money’.
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M3L noaaepxmsaeT

OU3HeC PYyOACM

BCAKMV JIV TIPOU3BOAUTE/Ib
MOXET PACCUMTBIBATD HA
[IOMONIb M31I? ECTD JIN CYBb-
EKTVIBHBIE KPYITEPVIM OT5OPA
[TAPTHEPOB?

Banepua Kucunesckas: «Ileper
TeM KaK IIPUHATH pellleHNe O Bbje-
JICHUN 6IOJI)I(eTHbIX Cp€AcTB, MBI CO-
011paeM SKCIEPTHYIO KOMUCCHIO. MBI
OTBeYaeM KaXKIbIM BIIOXKEHHDIM Py-
671éM 3a pesynbrar. Ecn y koMnanuu
€CTb MOIITHOCTH, ‘{T06bl BBIXOAUTD HA
9KCIOPT — JOCTATOYHOE KOIITIECTBO
IIPOLYKLH, KOTOPOe KOMIIAHNS MO-
€T OTTPY3UTD, COTPYFHMUKIL, KOTOPbIe
CMOTYT 00€CIeunTh HeIPePhIBHOCTD
IIPOV3BOACTBA ~ Mbl [IOMOYKEM TAKOI
KoMmaHuu. Ecnt e B kKoMImaHuu pa-
6oTaeT OfMH COTPYAHNK U OTCYTCTBY-
10T 000POTHbIE CPECTBA, MBI MOXKEM
IIPEIOKUTD [IPYTIe MePbI IIOfIfIePK-
Kit: 106aBUTD KOMITAHNUIO B KaTaJIOL,

IPEATIOKNTD PYKOBOZCTBY IOMTH B
Maibiii 6usHec MOCKBBI, I7ie MOKHO
HOMYYUTD KOHCY/IBTALIIO [0 PA3BH-
TiI0 OU3Heca BHYTpy cTpaHsL. Ho Ha
9KCIIOPT 37lech HeT rapanTuil. Bee pe-
AT 9KCTIEPThI, CIIEIMaMNCThI OTpac-
J¥1, KOTOpPBbIE 3HAIOT TPOAYKT».
Banepua Kucunesckas: «<C TM
Choupette MBI yke COTpyRHIYAEM,
KOMITAHMs BK/TIOUEHA B HAIIl 9KC-
TIOPTHBIN KaTasor. B 5ToM rofy Mbl
Bo3MecTuM pacxonsl Choupette Ha
cepTUUKALIIO, TOTUCTHUKY — B JaH-
HbIJ1 MOMEHT MJIET IIPOLECC HALIMX
IeperoBopoB. 24 eBpasist crapTyer
mpueMoyHas Kommarusa MOLI mo
KOMIIEHCAIINM CPEACTB: T€ KOMITAaHW,
KOTOPBIE Y>Ke 3aTpaTU/Iy CPeficTBA Ha
TepeBo3 MPOAYKIMM 1 Ha CepTudu-
KalJIo B IEPUOJiE O 4-X JIeT, Ipef-
IIeCTBYIOIIVX fjaTe 00palieHNs, MOTyT
KOMIIEHCUPOBATH [0 3 MITH py0.»

o
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MEC sponsors
business

CAN ANY PRODUCER COUNT ON MEC? ARE THERE
ANY SUBJECTIVE CRITERIA WHEN SELECTING
PARTNERS?

Valeriya Kisilevskaya: ‘Before making a deci-
sion to allocate funds we convene an expert com-
mission. We are responsible for every ruble that
we invest and we are in charge of the result. If a
company has enough capacity to export, enough
produce that a company can ship, staff that can
provide nonstop production - we will help such
company. If a company has only one employee
and there are no working assets, we can offer other
support measures: add a company to a catalogue,
offer the employers to go to Small Business of
Moscow where they can get necessary information
about business development in the country. But
there are no guarantees of export in this case. Only
experts and specialists of the field who know the
product can decide that'

Valeriya Kisilevskaya: ‘We have been working
with Choupette for some time now and the com-
pany is in our export catalogue. This year we are
going to reimburse Choupette’s expenses on certi-
fication, logistics — we are in the middle of negoti-
ations now. 24 February is the start of the accept-
ance procedure of MEC: those companies that have
already spent some costs on delivering products
and on certification during the period of 4 years
before submission date can receive compensation
up to 3 ml rubles.




ANAS MOADI TPAHML
HC CYLLECTBYET

KAK BBICTPO PACKYITAIOT HOBBIE
KOJIIEKIIVIMI CHOUPETTE HA MEX-
ITYHAPOJHBIX BBICTABKAX?

Amnacracua Bacunbkosa: «B saBncumo-
CTM OT PbIHKA Y HAC €CTb KaK OTPHIIATeNb-
HBIIT OIIBIT, TaK 1 O0/ee-MeHee OO
TebHbI. MbI y4acTBOBa/IM B BHICTABKE B
CIIA, B Hplo-Vlopke, 1 1 uyBcTBOBana cebs
TaM CTEK/IAHHOIL: Ha MEHSA CMOTPEIN, HO He
BUJIEIN — 1 TAK B TeYeHMe BCeil BBICTABKM.
[Ta, MBI IOZTy4M/IM KaKUe-TO OT3bIBbI, HO
TaKas peaKIy CTaa i Hac IIOKOM, I0-
TOMY YTO Ha BHyTPEHHX BBICTABKAX HAIll
CTeHJT, TOMUTCS OT baifepoB, a 37ech TIOIN
TPOXOIV/IM MVIMO VIV B3aJIMOJIeiICTBOBAIN
04YeHb 0CTOpOKHO. [To3xe oT Korer 1 y3-
HaJIa, 4TO 3T0, CKOpee, HopManbHO. CKaxeM,
Ha BbicTaBKe Pitti Bimbo Bo ®nopeniymy Mbi
TONbKO Ha TPETHii TOf] CBOErO IIPYUCYTCTBIA
Haya/Iy MOMy4aTh IPEIOKEeHNA O TTApTHED-
ctBe. Moy peKOMEeH/IALN — He OIyCKaTh
PYKU IIOCTIE TIEPBBIX IBYX Pas, IOTOMY 4TO
noHavaTy Guadex MoxxeT ObITh aOCOMOTHO
HeJTpa/IbHBIM, ThI He TIOHVIMAEIIb, YBUEN
v Tebs, sameTym . He cront HapeAThes
TONbKO Ha BBICTABKIL: HYXKHO UCIIONIb30BATh
pasHble METO/IbI — MeJINa, IBEHTBI, OH/IAiTH-
AKTUBHOCTI.

BOJIBIIOV BU3HEC CHOUPETTE HA-
YMHAJICA C MATIEHBKOV CEME-
HOVI KOMIIAHII. KAKOB OH, ITYTh
K MMPOBOMY IIPM3HAHNIO?
Amnacracua BacunpkoBa: «Korga Mbl
Hava/I1 9KCIOpTUpPOBaThcA B cTpanbl CHI,
BO3HIIKJIO TIOHVMMAHIe, YTO MBI MHTEPECHBI
He TOIbKo Poccyy. 310 mponsomuio et
7 Hasap,. [lajee HAlll IOKYIATe/b «IIPO-
IBMTa/» HAC: IMEHHO MOKYIIaTe/lb EPBbIM
TIONPOCHIT (PPAHIIN3Y, YTOOBI MBI POCTIHL
¥ 9KCIIOPTHPOBAMNCE 32 pybesx. ITepBbiit
MarasyH nossuucs B Jloc- AHpkenece, BTO-
poit — B JKenese. VI MbI 04eHb eCTeCTBEHHO
BIIVICA/IICD B 3aIIAIHBIN PBIHOK, TOSABUIIACH
TaKasi e MoOOBb K Halllell Mapke, KaK Jo-
Ma, TIPMYEM He Y HAIIX COOTeYeCTBEHHN-
KoB, a y xuteneit CIIA n [Isefirapun. Tak
YTO MBI TaM IPYDKIINCE. V] KOT/ia OTKpBIIN
9TH MarasyHbl, BO3HIK/IA CTPaTerls Mofi-
TOTOBKM Ce0sT K MEXYHAPOJFHOMY PHIHKY,
Bef[b OHA IIPe/TIo/IaraeT 04eHb MHOTO IITa-
TOB: PETMCTPAINIO CBOEr0 OpeHa, ero 3a-
IINTY, TIEPEBOJ BCEX CBOVX IIPOAYKTOB Ha
ZBa SI3BIKA — AHIIMIICKIIA 1 QPAHITY3CKILID».

Wntroduction

Fashion without boundaries

HOW FAST ARE NEW COUPETTE'S COLLECTIONS SOLD ON INTERNATIONAL EXHIBITIONS?
Anastasiya Vasilkova: It depends on the market. We have both negative and more or less
positive experience. We took part in an exhibition in the USA, in New York and | was feeling
as if | was made of glass: people were looking at me, but they didn’t see me during the whole
exhibition. We are still receiving some feedback, but such reaction was a shock, because dur-
ing domestic exhibitions our stand was always busy with buyers and there people were just
passing by or interacting very cautiously. Later | found out that it is normal. For example, as for
Pitti Bimbo exhibition in Florence we started getting offers only after 3 years of participation. |
would recommend not to give up after the first couple of times, because in the beginning the
feedback can be absolutely neutral, you don't understand if you were noticed or not. Don't put
hope only on exhibitions: you should use different methods - media, events, online activities.

CHOUPETTE IS NOW A BIG COMPANY WHICH STARTED AS A FAMILY BUSINESS. WHAT WAS
YOUR WAY TO INTERNATIONAL RECOGNITION LIKE?

Anastasiya Vasilkova: ‘When we started exporting to the CIS we understood that we are
interesting not only in Russia. It happened 7 years ago. After that, our customers promoted us:
it was our buyer who first asked us for a franchise, so that we could grow and export abroad.
Our first shop was in Los Angeles, the second in Geneva. We fitted very naturally into western
market. Our brand is loved in the USA and Switzerland as much as in Russia. So, we took roots
there. After these shops were opened we started to prepare ourselves for the international
market, as it comprises many steps: registering your brand, protecting it, translating all your
products into two languages - English and French’

,‘TLT‘— B
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CJIOXHO JIN ITOJIYYNUTD CEPTU®UKATDBI
HA OJEXIY 3 POCCHUM 3A PYBEXOM?
Anacracusa BacunpkoBa: «9T0 COKHasA TeMa.
HlaBaiire mpo ®paHIio: HECMOTPS Ha TO, UTO MBI He
HEPBBII IOfl BefIEM C HUMM NIePErOBOPbI, Mbl HUKAK HE
IPUAEM K TIOAMICAHNIO JOTOBOPOB B CUJTY TOTO, 4TO
O4YeHb MHOTO€ Mbl He 3HaeM ) He MOXKeM IOy 4IUTh 3Ty
nHbopmaiio. Ecnu mapTHep cepbesHblil, 3aMHTEpPeco-
BaH B JIOITOCPOYHOM COTPYFHIYECTBE — €CTECTBEHHO
OH XOYeT MacCy FapaHTHii, B YaCTHOCTH, O CepTudu-
Karuu mpoxykuum. Ects Takoit crangapr - Icotex, xo-
TOPBIIL ABIACTCA JOOPOBONBHBIM, HO I TAKUX CTPaH,
kak OpaHius, ox obs3aTeneH. Vl Hi oHa ceTb He
6ynet ¢ To6oit paboTars, ecin y Tebs He GygeT 9TOro
cepru¢uxara. Tl JO/DKEH CEIATh 3TO0 32 CBOM JJEHBIN
KaK TIPOM3BOAINTEND, ITOCTABIINK. [IpUHIIUIIBI 9TOI
cepTH(UKALINI COBEPIIEHHO PACXOMATCA C IPUHIUIA-
mu ceprudukanmnu B Poccun. Y Hac cepruduimpyercs
II0 C7I0SIM, Y HUX — 110 THITy BOTIOKHA J KPAacUTe/s I,
6oree Toro, 1o BospactaM. Takas ceprudukarus 06-
XOFUTCs 0KO7O 0,5 MITH €BPO, U e HY)KHO TTOATBEPIK-
JiaTh U3 FOJja B TO».

A YTO JXE JTIOIM? IIOKYITATEJIN OIVIHAKOBBI
BO BCEM MMPE WJIN ECTb PA3JINYMSI?
Amnacracus BacunbkoBa: «B xaxol crpane moan
pasuble. HyxxHoO HaiiTit Ty cTpany, rjie y Tebs 6yner
MaKCHMaJIbHbIV TIOTEHIMAT, Te ThI HaiiflellIb CBOIO
uury. Choupette — 9To moxa He EBporra, X011 MbI
CTpeMIMCS, KOHEYHO, B EBpory. Bombire BO3MOXKHO-
CTell A Hac OTKpbiBaeT bvpkHmit BocTok, a Taxoke
[O>xHas AMepuKa. B mponmoM rofy Mbl 3aKm04UIN
KOHTpaKT B KaTape, B 9TOM rofiy Haum napTHEpHI 3a-
K/TIIOUMI KOHTpaKT ¢ Salam Store: jyist Hac 910 cTaHeT
BBIXOZIOM Ha brokuuit Boctok. Beém neperosopsl ¢
Kysetitom, Caynosckoit Apasueii. [To I0xnoit Amepu-
Ke Y HaC y>Ke JOCTUTHYTa JOTOBOPEHHOCTb: BBIXO| Ha
18 marasyHoB! IT0 pe3y/nbTaT HalIell KO/IIA60paLu
¢ 6pasunbckuM 06yBHBIM 6penpoM. OHu paspaba-
THIBAIOT CBOJI AM3aIIH IIOJ HAILY KAIICYITY, OHY OYEHb
TBOPYECKILE, I MBI COLITICH 110 AyXY. Ta habpuxa pa-
6oTaeT Ha BeCb MIp, HO, HECMOTPSI Ha CBOU MOIIHOCTI
1 00'bEMBI, OHY TOTOBBI IOJCTPABATLCS TIOf, Hallle Ha-
YJHAIOIIeeCs COTPYAHIYECTBOY.

v
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Introduction

IS IT DIFFICULT TO GET CERTIFI-
CATES FOR CLOTHES FROM RUSSIA
ABROAD?

Anastasiya Vasilkova: ‘It's a dif-
ficult topic. Let's talk about France:
despite the fact that we have been
negotiating with them for a couple of
years, we don't come close to signing
a deal, because we don't know many
facts and we are unable to get this
information. If a partner is serious and
interested in a long-term cooperation
it is natural that he wants solid guar-
antees, especially when it comes to
certification. There is a standard - Ic-
otex, which is voluntary, but for such
countries as France it is compulsory.
So, no retail chain will work with you,
if you don't have this certificate. You
have to do this for your own money as
a producer, a supplier. Principles be-
hind this certificate differ greatly from
those in Russia. We certify according
to layers while they - to types of fabric
and colorants and, moreover, accord-
ing to ages. Such certification costs
about 0.5 ml euros and it needs to be
confirmed every year'.

AND WHAT ABOUT PEOPLE? ARE
CUSTOMERS THE SAME AROUND THE
WORLD OR ARE THERE ANY DIFFER-
ENCES?

Anastasiya Vasilkova: ‘People are
different in every country. You have to
find a country where you'll have maxi-
mum potential, where you'll find your
niche. Choupette is not a European
brand yet, though, of course, we are
looking toward Europe. There are more
opportunities for us in the Middle East
and in South America. Last year we
signed a contract in Qatar, this year our
partners signed a contract with Salam
Store: it will become our market entry in
the Middle East. We are leading negoti-
ations with Kuwait and Saudi Arabia. We
have reached an agreement with South
America: we are entering 18 stores!

This is the result of our collaboration
with Brazilian footwear brand. They are
making their own design to match our
capsules, they are very creative, we got
on very well. This factory works inter-
nationally, but despite its capacity and
volumes they are ready to adjust them-
selves to our starting collaboration’
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ViTporad Meberib
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YTO HYXXHO PEBEHKY 1711 UTPbI? [ITAHLIET C
BOJIbIINM OBLEMOM MAMATH U KYYEH NIPU-
JIOXXEHUMI? OYKY BUPTYA/IbHOH PEATTbHOCTH?
3T UTPYIIKY OYEHD TI0BMMbI COBPEMEHHbI-
MU JETbMU, HO MX BO3JIEHCTBUE OCHOBAHO
HA TIPEJIJIATAEMbIX MAIIMHOH CLIEHAPHAX,
OHU HE CIIOCOBCTBYIOT PASBUTHIO GAHTA3NU
H “TIPOXXMBAHUIO" CMOENHPOBAHHBIX CA-
MUM PEBEHKOM MCTOPHIl. MbI TO3HAKOMMU-
JIUCH C POCCUICKMM NTPOM3BOMUTENEM, KO-
TOPbI CO3JAET MEBE/b JI/11 CUTYALIUOHHOH
UTPBI, U 3AIANH HAILIY THOBMMBIE BOMPOCBI.
BCTPEYAHTE: JUPEKTOP 000 “JIAIbA" OCHII0-
BA HATAJIbS MUXAUJIOBHA!

WA 00 00090042507 AN LIS AL /000000000000 000000000000

Play furniture
from Perm

promising
production
with rich history
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What does a child need to play? A tablet with huge
memory store and hundreds of apps”? Virtual reality
glasses”? These toys are much loved by modern kids.
but their work is limited by a plot offered by a ma-
chine. therefore they don’t encourage imagination and
making up and living through’ stories that are de-
signed by kids themselves. We've met a Russian man-
ufacturer of furniture designed for a situational game.

and asked our favorite questions. Meet: director of
OO0 “Aaabs” Natalya Mihailovna Osipova
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Yro Takoe urpoas mebenn? B uém eé nasnauenne? Kakue
npenmetnl MeGenn Boimyckaer “ITapma meberns”?

HM: Cpa3sy yTOYHNM, YTO pedb UAET O HETCKOI UTPOBOI
Mebem. [leTckas urpopas Mebenb IpefHas3HaueHa, IPeKie
BCETO, /I OCHAIEHNST JeTCKUX JIOLIKOMbHBIX 06pa3oBaTelb-
HBIX YUPEXXJEHNI, Pa3BIeKaTe/bHBIX LIEHTPOB I JETCKIUX J0-
CYTOBBIX KOMHAT.

Yxe ceropHA Hama pabpyka mpepraraeT HeCKONbKO IPo-
€KTOB 110 KOMIUTEKCHOMY OCHAIIIEHIIO, HAT[pUMep MPOEKT “AJ-
7est MactepoB”. B urposoit popme pe6éHok “mpumepsier” Ha
ce6st pasHsle podeccut. Y HETo ecTh BO3MOKHOCTD IIPEICTa-
BUTD Ce0s TOBAPOM, CTUTMCTOM, YIUTEIEM VI BPauOM.

Emé oxuH roToBeIit IpoeKT — 310 IpoekT “Moit fom’,
BeJIb UIPa B CeMbIO — OJjHA 13 II0OMMBIX Y feTeit 3-7 net. [l
9TOTO [POEKTa MbI Pa3paboTa/i UTPOBBIE 30HbI:

o KyXH# (HECKOTbKO BapUAHTOB);

o IPUXOXas;

o CIasbHs (HECKONBKO BAPUAHTOB);

o o0eneHHas 30Ha;

o JOYKM-MaTepuL.

CospaBast B IeTCKOM Cajly W/ B Pa3BIeKaTeNbHOM LiEHTpe
UrpoByI0 30HY “Moit f0M’, HAIIN 3aKA3UNKI [IPEIIATAIOT /LS
LieTelt 607bIIOe Pa3HOOOpasyie Urp.

Taxxe TpagUIMOHHBIT accopTuMeHT pabpuku “Tlapma
Mebenb” MO3BOJIAET YKOMIIIEKTOBATD JIETCKIE YIPEeKAeHIS
TIOf KITIOU.

Y Hac ecTb BCE:

o Me6enb 14 pasieBaIoK U TyaNeTHBIX KOMHAT.

o DBorbI1oit BBIGOP CTEHOK, CTEITaXel 1 YTOKOB.

o Jletckue KpoBaTH 1 Pa3HOOOpPa3Hble BAPUAHTBI UTPO-

BBIX 30H.

What is play furniture? What’s its purpose? What pieces of furni-
ture are produced by «Mapma me6enb»?

NM: First of all, let's get this straight, we are talking about play furniture
for children. Play furniture for children is mostly manufactured for child
cary facilities, entertainment centers and children recreational rooms.

Today our factory offers several projects of comprehensive design, for
example a project ‘The Alley of Craftsmen’ While playing a child ‘tries on’
different professions. They have an opportunity to try a role of a chef, a
stylist, a teacher or a doctor.

Another complete set is the project‘My Home; after all, children of 3-7
years love playing house. For this project we designed several play zones
such as:

+ kitchen (several variants)

+ hall

+ bedroom (several variants)

« dining room

+ mommy-daughter role play zone

Creating a play zone’My Home'in a nursery school or in a recreational
center offers children a wide variety of games.

A traditional range of the factory «[apma me6enb» enables to provide
ready-made solutions for childcare centers.

We have virtually everything:

« Furniture for changing rooms and bathrooms.

* CI/ITyaLlMOHHaﬂ Urpa — 370 NOABUA aKTUBHOMO COLMANbHA-NCUXONOTUYECKOrD

00y4eHus, MeTofl CoUManbHOro TPEHIHIA, TP KOTOpoM 3aAA€TCA HeKoTopas CuTyalua + A wide variety of wall cabinets, shelving units and theme pieces of
11 YYaCTHUKI AeIiCTBYIOT B COOTBETCTBIM C Heil. furniture.

* Situational game is a type of social-psychological training where there is a set situations, and participants + Children beds

actin accordance with them. - Different variants of play zones.

. s
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Pacckaxure 06 McTOpUY BOSHUKHOBEHIIA BALIero IPOV3BOICTBA: C Ye-
T0 BBI HAYMHAIIN, KaK Pa3BUBAIIN COBIT?

HM: Ucropns dabpukn HaunHaeTcA elte B fanéknx 50-x rogax XX
Beka. B 1992 ropy rocynapcrBenHas MebenbHas padpuka 6bi1a npeobpa-
3oBata B OAO “Tlepmmebens” 11 IpOM3BOLIIA KOPIYCHYIO MeOerb, FOCTH-
Hble, IKaQbI-KyTIe, CIa/IbHYL, MeOesb /st 0¢ca, CTOMbI, KOMOJIBL, APTHL,
MATKYI0 Me6enb, KyXHIL.

C Tex mop CMEHMOCh HECKOTBKO COOCTBEHHIKOB, HO CBOI CETOfHAII-
Huit cTaryc pabpuka npuobperna B 2016 rofy, KOra OCHOBHBIM BEKTOPOM
pasButist 66110 BHIOPAHO MEPCIIEKTUBHOE HAIPABIIEHIE — CEPUITHOE IIPO-
M3BOJCTBO JITCKOI UTPOBOIT MeOe/N I JOIIKOMbHBIX YYPeXeHNI.

Taxk xak pabpuxy yxe sHamu B [Tepmu u TlepMckoM Kpae, leTcKue cajipl
Havya/Ii aKTUBHO OCYIECTBIATD 3aKYIKY HOBOJ MeOen, K TOMY BpeMeHM
y Hac yxe 6bUTa paspaboTaHa 1 peann3oBaHa KOHIIEMIN KOMIIIEKCHOTO
OCHAIIeHNA TPYIII B IeTCKIUX CaMKaX.

Taxoxe mapaiieNbHO MBI Pa3BUBA/IM PETVOHBI 1 3aK/TI0Ya/IM KOHTPAKThI
C IMIepaMIL.
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Tell us about the foundation of your production: what
did you begin with and how did you develop sales?

NM: The history of the factory begins as far as in 1950s.
In 1992 a state furniture factory was transformed into OAO
«Mepmmebenb» and was producing case goods, furniture for
living rooms, bedroom:s, offices and kitchens, sliding-door
wardrobes, tables, chests of drawers, desks, seating furniture.

The factory has changed ownership several times since
then, but it acquired its modern status in 2016 when the
vector changed to serial production of children play furni-
ture for preschool facilities.

The factory has already been well-known in Perm and
Perm Region, so kindergartens didn't hesitate to buy new fur-
niture. By that time, we had already developed and designed
the concept of comprehensive sets for kindergarten rooms.

At the same time, we started selling our products in oth-
er regions and made contracts with dealers.




Y10 mpPOMCXOAUT C KOMIAHMEN CETOTHA?
Kaxkue menu BbI cTaBuTe nepey co60it?

HM: Ceropns pabpuxa “ITapma me-
0enp” — 9TO COBpEMEHHOE IIPOM3BOLCTBO
¢ cOOCTBEHHBIMY BHICOKOTOYHBIMY CTaHKA-
M, IPOM3BOJICTBEHHO-CKIAZICKOIT 623011,
TMOKVIMI YCIOBISIMI COTPYSHIYECTBA.

Mb! 3aMHTEpeCOBAHbI B JOMTOCPOYHBIX
OTHOIIEHMAX U JIeAeM BCe [/ TOTO, YTOOBI
Ka4eCTBO HAIIel TIPOJYKIINIL, LieHbI I Cep-
BJIC OBUIV IIPYI3HAHBI IYYLIVIMY B MeOeib-
HOJT OTPAC/II HALLETO PErVOHa, a TAKXKe 10
Poccun B emom.

VnterView

ITnans! Ha GymyIee: BbI XOTeH ObI

YKpenuTb HbIHEIIHIe O3MIINI JII
ITAHNpYeTe PacmpAThCca? XoTnTe

npopnasatbcs 3a pybexxom? Kakne
YCHINA IpefnpyHUMaeTe?

HM: Kak mo6as coBpemeHHast
Pa3sBMBAIOIASACA KOMITAHIA, MBI
IaHnpyeM pacmupATbes. [Ipexne
BCETO, 9TO pacIIpeHie IPOU3BOJ-
CTBEHHBIX MOLIHOCTeil. C BBIXOIOM
Ha 9KCIIOPT — 9TO 00s3aTeNbHOe
ycnosue! IIpefBaputenbHoO MbI U3-

VYU eBPOIENCKIIT PBIHOK JIETCKO

UTPOBOIT MeOe/I 1 YBEPEHBI, YTO
HAIIIA TPOAYKIyS OyfeT MHTepecHa
€BPOIEJICKIM ITAPTHEPAM.

B 2018 1 2019 romax KoMmaHus
TPUHSA/A YIaCTHE B IBYX MEXK/Y-
HapOJIHBIX BBICTaBKaxX B Mockse, B
9TOM TOf[y MBI IPUHANN Y4acTue B
MexXIyHapopHoit BbicTaBke KID'S

TIME B nonbckom ropope Kenblie ¢

19 o 21 despars.
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What's going on in the company today? What
goals do you set?

NM: Nowadays «Mapma mebenb» is a modern fac-
tory equipped with high-accuracy machines, ware-
house and manufacturing facility and flexible collabo-
ration conditions.

We are interested in long-term relations and do
everything to make our products the best in the field
of furniture production in terms of quality, price and
service not only in our region, but throughout Russia.

As for your future plans: would you like to
strengthen your current positions or are you plan-
ning to expand? Would you like to export? What
steps are you making in this direction?

NM: As any modern developing company we are
planning to expand. First of all, it's expansion of pro-
duction facilities. If we are talking of export - this is
the essential condition! We've studied the European
market of children play furniture and we are sure that
our produce will interest our European partners.

In 2018 and 2019 the company took part in two
international exhibitions in Moscow, and this year we
took part in an international exhibition KID'S TIME in
Kielce, Poland from 19 to 21 of February.

s



VAward2020

HAPOJIHAS TPEMUS «BbIBOP POMTENEM» -
p@ﬂMT@EM p@CCMM 3T0 XXHMBOH «OPTAHU3M>», KOTOPBIH PACTET

1 COBEPLIEHCTBYETCS I'0Of1 OT I'OJA. UAE4, C

BH@Bb HagB a]IM KOTOPOIl TPEMIS CTAPTOBA/A B 2014 rofy,

OCTAETCS HEU3MEHHOI: ONbITHBIE POIH-

CaMbl& Hap O ﬂHbﬂ@ TE/TH BbIBUPAIOT U3 10 KATETOPHil IETCKUX

TOBAPOB, CPEIM KOTOPBIX TYYILUE KOJIACKH,

MapKM TOR ap OR ABTOKPECTIA, KPOBATKH, OJIEMIA, CTYNbYHKH

M1 KOPMJTEHHS, 3MEKTPOHMKA 11 JETEH,

- IIUTAHUE, TOBAPBI 1711 MAMbI, IOCYIIA H
ﬂmg{ EGT@M M MaM CPEACTBA 110 YXO[1Y 3A IETbMMU.

B stom ropgy mpeMm0 KOCHYINCh 3HAYNTE/TbHDIE HOBOBBEACHIA: TAK, IIOMIIMO Hapon-
HOII [IpeMII TTapa/IIeNIbHO POBOAMIACH DKCepTHAs mpeMitst «Boibop Poprerneit».
IIpou3BOANTENN [ETCKIX TOBAPOB B YKA3AHHDIX KATETOPYSAX IPef/Iara/iit SKCIIepTaM
B BOIIPOCAX KA4eCTBA, 3I0POBbSI 11 6€30IaCHOCT OL|EHNTb HOBUHKII I, II0 UTOraM 00-
CY’K[IeHIS, PeKOMEHJI0BATh VX (VI HET) POLUTEIbCKOI ayIUTOPIUIL.

WAA Ip
T

9 E1ré oiHa HOBOCTb: FONIOCOBaHME «Iepeexano» Ha 06HoBNEHHbI caiit AHO «Bribop
Ponurerneit» https://www.vremyarozat.ru/viborroditeley/. Terreps urorn mogcunraisa-
10TCs1 ObICTpee U yAoOHee — 910 03BO/IMIO K 31 Mast 2020 roga 06bsBUTS MOGEMTETEN
BO Bcex 10 HOMUHAIMSAX.

/ B bl 6 0 Crenytomuym marom OyzeT HarpaxxeHe mobefuTerest IpeMunt B CEHTIOpe 9TOrO Tofia
11, CTABIIIAs TPAFULMOHHOIL, ripecc-koHpepenust B TACC. Curyarus ¢ maHpemueit
P N MOXET BHECTYI CBOY KOPPEKTIBBI B HAMEUEHHBII [/IaH, HO XOYeTCs BEPUT, YTO K OCe-
Oﬂ.u Ten eu HU J€JI0Basi AKTUBHOCTD B OTPAC/IM BOCCTAHOBUTCS.

2020 B atom HOMepe MbI y6rnKyeM Operpbt mobenureneit Bo Beex 10 Hommnarysx. [pust-
HO BUJITD, YTO KaXK/IBIi 'OJI Ha IbefiecTajie Mbl BUAMM BCE HOMbIIe POCCUICKIX KOMITa-
Huit. [Tosgpasmsem mobegurenert!

Russian parents named
Che most popular brands
for children and mothers

‘PARENTS CHOICE  NATIONAL AWARD STAYS UNCHANGED: EXPERIENCED SEATS, BASSINETS, CLOTHES, HIGH-
ISALIVING BODY WHICH GROWS AND PARENTS CHOOSE WINNERS IN 10 CATE-  CHAIRS, ELECTRONICS FOR BABIES,
DEVELOPS YEAR AFTER YEAR. THE IDEA  GORIES OF CHILDREN'S GOODS, AMONG ~ BABY FOOD, MATERNITY PRODUCTS,
WHICH STARTED THE AWARD IN 2014 WHICH ARE BEST STROLLERS, CAR UTENSILS, BABY CARE PRODUCTS.

thies© »
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Categorie |

The results came as a surprise both for par-
ents and producers.
Unlike in previous years there were no clear
leaders in the category “THE BEST PRAM
FOR NEWBORNS": three leaders have fin-
ished neck in neck.

1st place - Anex

2nd place - Inglesina

3rd place - Cybex

In the category “THE BEST STROLLER”
the first and the second places differ in less
than 1%, and the third place was shared by
three brands. This means that nowadays
parents choose not a brand but a specific
model of a stroller and producers must
think ahead and be creative in order to re-
tain positions on the market.

1st place - Yo-yo

2nd place - Peg-Perego

3rd place - Bugaboo/Anex/Cybex.

The best brands of DOUBLE STROLLERS
are:

1st place - Bugaboo

2nd place - Uppababy

3rd place - Adamex/Bumbleride.

Categorie |l

The leaders of the category “THE BEST CAR SEAT FOR NEWBORNS”
stay the same, moreover, the three front runners have even strengthened
their positions:

1st place - Maxi-Cosi

2nd place - BRITAX ROMER

3rd place - Cybex.

The winners in the category “THE BEST CAR SEAT FOR CHILDREN 12+
MONTHS” were no surprise. Every year parents trust these brands with
their children’s safety, so they become the leaders in this category:

1st place - BRITAX ROMER

2nd place - Cybex

3rd place- Recaro.
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The places in the category “THE BEST BASSINET” were assigned as follows:
1st place - “KpacHas 3Be3ga”
2nd place - Chicco
3rd place - “faHgbinsH”

“THE BEST CRIBS” category looks pretty much the same:
1st place - “KpacHas 3Be3ga”
2nd place - “TaHabinsH"
3rd place - Comfortbaby

Categorie IV

There has been a drastic change of leaders in the cat-
egory “THE BEST DIAPERS” for the first time in four
years - Yokosun has pushed the main market leaders
off the first place with a significant gap.
Top-3 in this category goes as follows:

1st place - Yokosun

2nd place - Huggies

3rd place- Pampers.

There were also some changes in parents’ preferences
in the category “THE BEST BABY WIPES":

1st place - Lovular

2nd place - Huggies

3rd place - Yokosun.

Top-3 of the category “THE BEST BABY CARE
PRODUCTS” stays unchanged. The leaders are fight-
ing for 2-3%. This year the front runners are:

1st place - Weleda

2nd place - Bubchen

3rd place - Mustela.

In the end of 2019 the polling showed that parents are willing to
pay more for high quality clothing, which includes items made in
Russia. But top-3 in the category “THE BEST WINTER OUTWEAR”
is still Finnish classics:

1st place - Kerry

2nd place - Reima

3rd place - Lassie.

There are no significant changes in top-3 brands “THE BEST
CASUAL CLOTHING” in comparison with the previous year:
1st place - H&M
2nd place - Carters
3rd place - Next

Top-3 in the category “THE BEST CHILDREN'S FOOTWEAR” are:
1st place - Kotodei
2nd place - Ecco
3rd place - Kapika/Kuoma.
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Categorie VI

tributed as follows:
1st place - Philips-Avent
2nd place - Lubby
3rd place - Pigeon

1st place - lubby/Philips-Avent
2nd place - Chicco
3rd place - Dr. Brown’s

1st place - Philips-Avent
2nd place - lubby
3rd place - Chicco

between:
1st place - lubby
2nd place - Philips-Avent
3rd place - Pigeon

This year, the prizes in the “THE BEST BOTTLE" category were dis-

The TOP-3 in the “THE BEST DRINKER” category are:

The most popular brands in the “THE BEST PACIFIER” category are:

And finally, in the “THE BEST TEETHER" category, the fight unfolded

Categorie VI

“THE BEST BREAST PUMPS" in 2020 are:
1st place - Philips Avent
2nd place - Medela
3rd place - Zabota2

The results in the category “THE BEST VIDEO MONI-
TOR" are also stable:

1st place - Philips Avent

2nd place - Motorola

3rd place - Chicco

“THE BEST STERILIZERS" are:
1st place - Philips Avent
2nd place - Maman
3rd place - Medela

Baby scales and no-touch thermometers took part in the
‘Parents’ Choice’ National Award for the first time. The best
products in the category “DIGITAL SCALES” are:

Categorie VI

“THE BEST HIGHCHAIRS". TOP-3 leaders maintain their
positions from 2016 to today:

1st place - Peg-Perego

2nd place - Chicco

3rd place - Happy Baby.

As about results of voting for “THE BEST CHAISE
LONGUE” - there was a complete change of leaders.
1st place - Babybjorn
2nd place - 4moms
3rd place - Chicco.

BEST NURSING BRA:
1st place - ®3CT
2nd place - H&M
3rd place - Medela

BEST BABY CARRIERS:
1st place - BabyBjorn
2nd place - Ergo Baby
3rd place - Stokke

BEST MATERNITY CARE PRODUCTS:
1st place - Weleda
2nd place - Mustela
3rd place - Bio Oil
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1st place- LAICA
2nd place- Omron
3rd place- Maman

The most trusted brands of NO-TOUCH THERMOME-
TERS among Russian parents are:

1st place - B.Well

2nd place - AND

3rd place - Omron

Categorie IX

as in the previous year.

“THE BEST FRUIT PUREE":
1st place - Frutonyanya
2nd place - Gerber
3rd place - Babushkino Lukoshko.
“THE BEST VEGETABLE PUREE":
1st place - Gerber
2nd place - Babushkino Lukoshko
3rd place - Frutonyanya
“THE BEST WATER FOR CHILDREN":
1st place - Frutonyanya
2nd place - Agusha
3rd place - Fleur Alpine.
“THE BEST BABY JUICES":
1st place - Frutonyanya
2nd place - Agusha
3rd place - Fleur Alpine.
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Despite economic consequences of the pandemic, parents’ preferences have not
changed - in almost every product group, the same producers again became the best

“THE BEST CHILDREN'S PORRIDGE":
1st place - Fleur Alpine
2nd place - Heinz
3rd place - Nestle.
“THE BEST DAIRY PRODUCT FOR THE
YOUNGEST":
1st place - Agusha
2nd place - Téma
3rd place - Frutonyanya.
“THE BEST INFANT FORMULA":
1st place - Nutrilon
2nd place - NAN
3rd place - Similac.




