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Llens: cozpanmne 6panaa FAJIEPES BITATOJIENAA
A9 YHUKQIIbHOTO OBLEHALMOHANBHOTO NPOEKTa
IOBenupHas konnekumsa NPABOCNABHLIX UKOH B CTUNE
LUXURY (aanee — IOsennpHas konnekums MKoH).
MpoekT 6asupyeTcs Ha OBLLEPOCCHICKMX KYNbTYP-
HbIX LEHHOCTSIX M TPAAMLMSIX PYCCKOTO MCKYCCTBA,
NOMYYMBLUMX HOBOE COBPEMEHHOE BOMIOLLEHME.

1. MapkeTuHrossie 3aaaum:

1.1. BelseCTHt HOBYIO TOBAPHYIO rpynny HA BEIGPAH-
Hbilt LIENEBbIM IOBENMPHBIM PLIHOK M 0becneduTs ee
NPUHATME IOBENMPHBIM PbIHKOM.

1.2. O6ecneunts poct npucytctens 6paHaa FAJE-
PEA BNTATOJIEMNANG Ha toBEnMPHOM phiHKe.

2. Motpeburensckue 30aaum:

2.1. MNonynapusosaTs TEMY KymnbTypbl M MCKYCCTBA
yepes NPoayKT, Bbinyckaemsi noa 6psngom TAJIE-
PEA BNTATOJIEMNANG. PesynbtaTsl oueHMBaem no
Macce obpaLLeHmit NOTPebUTENE B KOMNAHMIO MK
B MQTQ3MHbI UIEPOB.

2.2. CnpoBouMpoBaTh CNpoc NOTPeGUTENS HA HOBBbIM
NPOAYKT, CO34ATh MOTUBALMIO K MOKYMKAM MKOH M3
konnekumn TAJIEPEM BJIATOJIEMNNG 8 marasmHax
Aunepos, CGOPMUPOBATE [ONTOCPOUHBIE MPUBLIYKM 1
QACCOUMALIMM B MBILLINIEHWM NOTPEBUTENS U B PESYIib-
TATE AAHHBIX AEHCTBUI 06ECNEeYUTb MOCTORHHBIE NPO-
LQXKM KOMMEKLUMU B MArasuHax aunepos. [poaasku
CTUMYTIMPYIOT NOSIBNEHME HOBbIX 30KA30B OT AUNEPOB
ANA BOCNONMHEHNA ACCOPTUMEHTA KOMNEeKUMU.

3. MNMpopykT npeactaenset coboM OBENMPHYIO
KONNEeKUnto MKOH, BbIMOJTHEHHYIO B €0MHOM CO-
BPEMEHHOM IOBENMPHOM CTUIE WM KOHLENTYANbHO
BOMOLLAIOLLYIO B KOMNEKLMOHHOM UCTIONHEHNH
M3BECTHbIE PYCCKME Yya0TBOPHBIE MKOHBI. Kaxkpoe
u3aenue — 310 GPArMEHT KOMNEKLMHU, OHO SBASETCS
KOK COMOCTOSITENbHbIM U3EMMEM, TAK U YACTHIO
KOMNEKLMM, NOAYEPKMBAS €€ LLEHHOCT.

IOBenupHas konnekumsa MKoH — 3TO HOBASH TOBAP-
HQAs KaTeropum4, ueneHanpasneHHo CoO30aHHAas ang
joBenMpHoro peiHka Poccun. Paree Gbinu nonbitku
M3roTABAUBATL MKOHbI C MODUMEHEHNEM APATOLEHHbIX
METQMNOB TAOKUMM KOMMAHUAMM KAK «ATIMA3-XONAMHI»
n «CesepHas YepHb», HO OHM HE NOMYHUAU WMPOKO-
O PA3BUTMA U NPEACTABNEHHOCTH B MATA3MHAX W3-30
OTCYTCTBMSI ACCOPTUMEHTA, OMbITA NPOW3BOACTBA U
NPOAAX AAHHOM TOBAPHOM rPYMbl, BLICOKOM LieHbl, O
IMOBHOE — HECOBPEMEHHOTO McnonHeHus. [ostomy
NPAMBIE KOHKYPEHTbI OTCYTCTBYIOT.

Hamu 6bin M36paH 10BENMPHBIN PLIHOK KAK LENEBOM,
NOCKOMbKY MMEHHO OH MOKA3an HaUBonee AMHAMMY-
HOE PA3BMTME MO CPABHEHMIO C PHIHKAMM CYBEHMPOB,
VIP-nogapkoB 1 pbIHKOM LLePKOBHbIX TOBAPOB, rae
TAakXe morna 6bITb npeacTasneHa AaHHaa KaTero-
pus Tosapa. Mo aanHbmM MHcnekumin npobupHoro
Hapszopa Pocenm 8 2008 r. 8 Poccun cywectsyer
okono 11 000 roBennpHbIX MArasuHOB, NPELCTaB-
NEHHBIX MYNbTUOPIHAOBLIMU U MOHOBPIHAOBLIMM
benepanbHLIMU 1 PErMOHATBHBIMK CETAMM, O TAKXKE
oTaenbHbiMu canoHamu. CpeaHuin poCcHitckuin no-
Kynartesnb NoCeLLaeT IBENMPHBIE MAra3uHbl OT 3 1O
10 pas 8 roa. beino npuHATO peweHne npoasuraTs
6p>ra TANTEPEY BJIATONEMNNY B MynsTBpsHAOBbIX
IOBEJIMPHbLIX MATrA3UHAX U CETAX POCCVIM KAK HAuK-
6onee NepcnekTMBHLIX ANs KOHTAKTA noTpebutenen
c 6panpom FAJIEPES BITATOJEMNG.

Peknamnas kamnamus ctasuna nepen coboi cne-
ayloLpe uenu:

1. BOMTH B ACCOPTUMEHT KaK MOXHO 6OMbLLIETO YMC-
NQ NEePCNEKTUBHBIX IOBENMPHBIX MArA3MHOB MO BCEM
pervoHam Poccum m Takum obpasom chopmrposaTs
OBLLEPOCCHICKYIO CETb AMNEPOB.

2. Obecneunts NPoAaKH NOTPEBUTENAM U3AENUHA
6p>raa FAJIEPESA BITATONEMNA HenocpeacTeerHo
B MAra3unHOX AMNEepPOB.

3. Monyunts npusHanue 6psHpa TANIEPEA BIIATO-
JIEMAS Ha 1oBENUMPHOM phIHKE.

Kputepuem poctuxenuns 1 uenu aenanca nokasatens
E€XEMECAYHOrO YBENMYEHMS HOBOTO MPUCYTCTBUS B
marasuHax aunepos no Poccuu (c nnaHom yeenunue-
Hus Ha 10%—15% 8 mecau).

Kputepuit noctuxenms 2 uenu — xenaxue aunepos
NPOAOIXATE PABOTATH, EXEMECAUYHbIE 30KA3bI HA
BOCMONHeHue accopTumenTa konnekumn TAJIEPEN

BJIATOJIEMNA v pacumperme npucyTcTaus Konnek-
wm FTANIEPEM BITATOJEMNMY 8 marasmHax aunepos.
Kputepuit ocyliectenenus 3 uenu — [OCTUXEHWE
NPOCTOTbI BXOXAEHMS B ACCOPTUMEHT HOBBIX MArQ-
31HOB/CeTeN, ncnonb3yst GaKTOP Y3HABAEMOCTH
PEKOMEHAALMM [ENCTBYIOLLMX AUNEPOB.

OaHAKO NepBOCTENEHHbIE LIEIM HE BEIPAXAIOTCS

B KOMMYECTBEHHOM M3MEPEHMM M HOCAT NOBEAEH-
4eCKMit XapaKTep, TK KK Peyb MAET O BBOAE B
QCCOPTUMEHT I0BENMPHBIX MATA3MHOB MPUHLMMIUAb-
HO HOBOM M HEe XOPAKTEPHOM ANs IOBENMPHOTO PhIHKA
TOBAPHOW rPynbl (IOBEAMPHAS KOMNEKLMA MKOH) HQ
ponrve rogsl. KonnyectseHHbix nokasatenen, ot
KOTOPbIX MOXHO 6bI10 Gbl OTTANKMBATLCS, NOKA HE
CYLLECTBYET — HOM €LLE NPEACTOUT UX YCTAHOBUTL MO
JIOHHOM HOBOW TOBAPHOW rpynne.

Y10 KacaeTcs koHeUHOro NoTpebuTens, To, HOYAB CO
CTUMYTIMPOBAHMS CTIOHTAHHOM MOKYMKK HO MEPBOM
s1ane, 6610 HEOBXOAMMO CO3AATh NPHMBbIYKY CHOBA
1 CHOBQ NOKyNaATb n3penus w3 KOBenupHoM konnek-
umn ko TAJTTIEPEN BITATOJIEMNYG & 1oBenmpHBbx
MQArasuHax. A fns 3Toro HyxHo 6bino npeosoneTs
HEKOTOPLIE CTEPEOTHIbI BIAAENbLEB MATA3UHOB 1
NOTEHUMANbHBIX NOTPEBUTENEN, CONM3NUTL NPOAYKT
KOK C LeneBoi ayanTopuen (I0BefupHbIE MArasuHsil),
TAK M C KOHEYHBIM NOTPebuTenem. MaHauansHo

HOM BbINO BAXHO NPUBIEYL BHUMAHME K HALLEM
NPOAYKLMM B IOBENMPHOM MArA3MHE U 3QMHTEPE-
COBQTH €10, A B AAJIbHEMLLIEM, CO3AAB [OCTATOUHOE
NOCTOSIHHOE MACCOBOE MPUCYTCTBUE B MPOCTPAHCTBE
IOBENIMPHBIX MAra3uHOB No Bcei Poccum, obecneunTs
BCEPOCCHIICKYIO y3HaBaemoCTb 6parHpa TAJIEPEA
BIIATOJIEMNG.

[maBHas 3apa4a, chOPMUPOBABLLAS NEPCNEKTUBY
npoasuxeHus 6psHAa B ByayLiem, — 3TO Nonynapu-
3QUMS TEMBI PYCCKOM KyNbTyPbl B HOBOM COBPEMEH-
HOM BOMNMOLLEHMM, Bonee NOHATHOM NoTpebuTenio
21 Beka.

Caenatb pycckue MKkoHbl anst noTpebuTens cospe-
MEHHBIMH, CTUIIBHBIMK 1 MOCCOBO NMPUOBPETAEMbIMH
yepes HoBbIl NpoaykT “IOsennpHas konnekums
MKOH”, BbINyLLEHHBIM nog 6panaom FAJIEPES BITATO-
NEMUY; chopmmposaTs npusbluky y notpebure-

nei NoKynaTk 3Ty HOBYIO TOBAPHYIO KATErOPUIO B
IOBENMPHBIX MarasuHax no scer Poccun, gokasas,
4TO PYCCKAR KybTYPA MOXET GbITb MOHSTHBIM W 40~
CTYMHBIM KOKAOMY BP3HAOM.

B Poccum npasocnasHas kynbTypa sIBASIeTCS OCHOB-
HOW 4ACTBIO KysbTYpbl. [10 AAHHBIM SHBAPCKOTO Xyp-
Hana PYCCKMIM NEWSWEEK 3a 2009r. 6onee 40%
POCCHSAH CUUTAIOT, YTO NPABOCIABHBIE TPOAMLMM
LOJXHbI OTBEYATH AyXY BPEMEHM.

Bonee 10 net Mbl 30HMMANUCH NPOU3BOACTBOM
npoaykumu ans Pycckon MpasocnasHon Llepkau.

M3 mHoronetHero onbita GbiNo OCO3HAHO, YTO CO-
BPEMEHHBIN NOTPEBUTENb C YBAXKEHUEM OTHOCUTCSA

K PYCCKUM TPOAMUMAM (MKOHAM) M FOTOB WX Npuob-
PEeTATh, HO HE BCErAd B LEPKBM, TAK KAK NOACBIISIO-
LM HOCTPOM CRYXMUTENEN LIePKBU NCUXONOTUYECKM
YTHETOET U OBPEMEHSET NOKYNATENS PENUMUO3HBIMM
0643aTENbCTBAMM, K KOTOPLIM OH HE BCETAA rOTOB,
COBEpLUAst MOKYMKM.

B korue 2007r. mbl pelumnu co3aats 0CobeHHsbIN
6paHa — FAJIEPES BITATOJIEMNUS pns nonynapwu-
3aUMK TOTO, 4TO ABNsETCS ropaocTsio Poccun Ha
NPOTAXEHMM MHOTHUX BEKOB, HO OKTUBHO BbITECHSIETCS
APYrMMK KYNbTYPOMM — PYCCKMX YyAOTBOPHbIX UKOH.
Poceuiickuit noTpebutens nokynan sHaku 304Maka,
KOTONMMYECKUE CIOXETbI, AMYTIETI 1 TOMY NMOAOBHbIE
M3AEnUs, TOK KAK 3TO JOCTYMHO, NOPO# MPUYYAIMBO,
30a6bIBAs HALLW POCCUICKHE KyTbTYPHbIE TPAAULMM.
Boccosnatb npoasuxeHne pycckmx MKOH peLLeHo
6bINO HO COBPEMEHHOM M LOCTYMHOM CBETCKOM YPOB-
He, ¢ 0693aTenNbHOM TENNON AyXOBHOM HOTOW, HO 6e3
AQBAEHUS U PENUIMO3HOTO CTPAXA.

Mpencrosno ¢ Hynst Co3aaTh NPOAYKT KAK HOBYIO
TosapHyto rpynny — lOBenupHsle 1koHbl, chopmmnpo-
BATb KOHLEMNUMIO €ro NPOABMXEHUS AN5 IOBENUPHOTO
PbIHKQ, G TAKXE LOOUTLCS BKIIOYEHUS IOBENMPHBIX
ukoH FATIEPEM BITATOJIEMNNY & nocTosaHHbIn ac-
COPTUMEHT IOBENMPHBIX MATA3MHOB, TO €CTb CAENATbL
npogykT 6psHaa FAJIEPES BITATOJIEMNAA maccoso
BOCTPEBOBAHHBIM HO CBETCKOM PbIHKE.



CnoxHOCTb COCTOSINA B TOM, Y4TO BNAAENbLbI IOBENUP-
HbIX MOrA3MHOB,/CETEM UBHAUYATBHO HE CYUTAMM, YTO
MKOHbI MOTYT BbITb MOCTOSIHHO NPUOBPETAEMBIMM B UX
marasuHax. Takue usnenus TpebyioT CyLLeCTBEHHOTO
JAOPOrOCTOALLETO BUTPUHHOTO NMPOCTPAHCTBA A
BbIKIOAKM B MArA3MHE MO CPOABHEHUIO C IOBENMPHbIMM
yKkpateHusimu. Takxke CyLLecTBoBanM oTnyreatoLLme
CTEPEOTUNBI OTHOCUTENBHO UKOH B MPUHLMME.
MosToMy Gbinut BEIGPAHbI COMBIE U3BECTHBIE Y4ACT-
HUKM IOBENMPHOTO PbiHKA Mo BCel Pocanu, Tak kak
OHMW NPUHLMMUANBHO CNEAAT 30 Tem, 4TO6bI HOBbIE

1 COMbIE MHTEPECHBIE (C MX TOUKM 3pEHMs) BPaHabI
Bbinn HA Wx BUTPHUHAX. OHKW NPUMIALIANUCE HO
BAVKANLLIME BLICTABKM C HALUMM YHOCTUEM 4SSt TOTO,
4TO6bI BNEUATNINTL, BOCXMTUTL W yBeauTs B nepcnek-
TUBHOCTH BKIIOYEHWS NMPOAYKTA HALIEro GP3HAC B
ACCOPTUMEHT Mx marasuHos. [peanonaranocs, 4to
€CIU KPYMHBIE U U3BECTHBIE MArA3MHBI/CETH B CBOEM
pervore BosbmyT 6paHa TAJIEPES BJIATOJIENNG 8
CBOM QCCOPTUMEHT, TO HO NMEPBOM 3Tane 370 Gyaet
CAMOM LeNCTBEHHOM PEKNIAMOM AN AANbHENLLIEro
npeanoxenus 6panaa FAJIEPES BITATOJIEMNAA
NPOYMM AMNEPAM U STOTO, U UHBIX PETMOHOB. Ml C
CAMOTO HAYANA GbiNK YBEPEHBI, YTO MAEH CAENATH U3
PYCCKOM MKOHBI BP3HA MMEET OrPOMHbIE NEPCMEKTH-
Bbl B CHITY HOBM3HbI 1 HEOPAMHAPHOCTU MOAXOAA, O
TAKXE HE BOMNOLLEHHOTO B KOHKPETHBIE NPOAYKTHI
IyXOBHOTO NoTeHuuana notpebutenein Poccum.

B cuny cneundukm osenmproro peitka Cneumanmau-
POBAHHbIE IOBENUPHBIE BLICTABKM, OPrOHU3OBAHHbIE
BbICTABOYHBIMKM KoMNaHuamu “POCIOBENTMPOK-
CMO” e Mockee n “PECTIK” & Cankr-lNetepbypre,
ABASIOTCS OCHOBHBIMM MIOLLAAKAMM 419 KOHTOKTOB
IOBENIMPHbIX KOMNAHWM, NPOABMUIAIOLMX COBCTBEHHbIE
BP3HAabI, C NPEACTABUTENSIMU POZHUYHBIX IOBENMPHbIX
MQra3uHOB.
Ha BbiICTaBKOX NPEACTABAAOTCA BUTPUHBI C PAZINY-
HbIMM BOPUAHTAMM Bbiknaaku konnekumn TAJTEPEN
BJTATOJIEMMG & 3aBMcmocT oT ceoboaHOro
TOProBOro NPOCTPAHCTBA MATA3MHA (OT BUTPUHBI 4O
npunaekos). Takas BU3yanusaums no3sonseT Bna-
LEeNbLIOM MAra3uHOB CPA3Y NPEACTABUTL BbIKNAAKY B
CBOEM MArasuHe v NPUHATL PELLIEHUE O NepCneKkTH-
Bax NpoekTa. Takxe HaM BbINo BAXKHO CPA3Y 3AHSATL
KOK MOXHO 601bLUEe BU3YANbHOrO NPOCTPAHCTBA
B IOBEMIMPHOM MArasuHe, 4Tobbl B NOCIEAyIOLEM
APKO BLIKNIQAKOM NPUBREYb BHUMAHKWE noTpebutens
K npoaykTy Hawero 6paHaa. Ha spems nposeaerus
MEPONPUATHIN [NS NPUBNEYEHUS BNAAENbLEB MAra-
3WUHOB MCNOMb30BANACH PEKIAMA B OBLLECTBEHHOM
TPAHCMOPTE, 4OCTABASIOLLEM NACCAXMPONOTOK O
BLICTABOK, M HO MEAMA-HOCHTENSX BHYTPH CAMOTO
BbICTOBOYHOTO NPOCTPAHCTBA (BMAeoponmku, roll-
UPS, NEYATHAs PEKNAMA B BLICTOBOYHbIX M3AAHMSIX,
FIMCTOBKM, CTeHAb HOBMHOK). Ha cTeHpax pabotanu
HOLLK MEPYEHAA3EepLl, OBBACHSBLLIME GOPMAT W
0COBEHHOCTU MPABUIBLHOM BLIKIIQAKM KOMNEKLMH,
BAXKHOCTb CTAPTA KOMMEKLMM B NONHOM Obbeme
1 NPE3EHTYIOLLME KOMMIEKC COMPOBOAUTENBHBIX
MOTEpPHMaNoB, KOTOPLIMK KOXAbIM HOBbIN aunep Hec-
nnatHo cHabxaetcs nocne 1 3aka3a 3bpaHHOTo UM
sapuanTa Konnekumm.
B komnnekT Bxogat:
o6yuaioLLas 6poLLIoPa 4ns NPOAABLOB-
KOHCYNbTAHTOB MArA3MHOB O TOM, KOK HQYATb
NPABUNLHO MPOAABATL HOBYIO TOBAPHYIO KATe-
ropuio, Beinyckaemyto nog 6psnaom FAJIEPES
BNTATONENNG;
komnnekt [Nocrepos o konnekumnn FTAJIEPEN
BITATONENMNYG, uHPOPMATUBHO AONONHSIOLLMX
BreYaTieHre NnoTpebuTens o Hew Kak npu oT-
CYTCTBUM KOHTOKTQ NOTPEGUTENs C NPOAABLOM-
KOHCYNbTAHTOM, TOK M B MOMOLLb NPOAABLLY-
KOHCYMbTAHTY s 6bICTPOrO NOMCKA MOTUBALMM
nokynku. Y1o6bl MOKYNKK Aenanu He ToNbKO
CMOHTAHHO BMNEYATNMBLUMECS BHELIHUM BUAOM W3-
nenuit notpebutenu, 8 [Moctepax ucnonbayiorcs
06LLenoHATHbIE COBBITUMHLIE NOBOALI, TAKME KAK
CeapnebHbiit cesoH, Macxa, Hoswiit rog, Hapaay ¢
OCHOBHbIMM
«2 NPUYMHAMM NOKYNATH U AAPUTL MKOHbI»;
supeoponukmn o 6paHae FAJIEPES BITATOJIEMNAA
ANS TPAHCASALMM B IOBESIMPHBIX MATA3UMHAX.
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B MexBbICTABOUHBIM Nepuo Bbinv UCNONL3OBAHLI 2
KaHana:
cant 8 popmate B2B, cospaHHbIn ans 06-
CIYXWBOHWSA NMOCTOSIHHBIX U HOBbIX AMNEPOB C
BO3MOXHOCTbIO GOPMMPOBATL 3aka3bl on-line,
NONy4aTh AOCTYN K OBHOBAAIOLLMMCS OBYHQOLLMM
MATEPUANAM NPOEKTA;
TENEMAPKETUHT AN MHPOPMMPOBAHMS HOBbIX
BNIOAENbLEB IOBENMPHBIX MAra3MHOB O BpaHae
TAJIEPEA BNATOJIEMMA 1 ero yuactum 8 npea-
CTOALLMX BbICTABKAX.
[lns 3akpennexns 8 CO3HAHWM nokynarens 6paHaa
TAJIEPES BNNATOJIEMNNSG Gbinn cosparbi:
YHUKONbHBIA TOBAPHBIA AU3AMH M3AENuUit Kon-
neKwn ¢ 0633aTENbHBIM TIOTOTUNOM B TPABOM
HWXKHEM YTy M3Enus, TPUMEHEHA HOBEMLLIAS
BLICOKOTEXHONOMMYHAas 0bpaboTka cepebpa no-
gbiluenHon 960 npobe;
KOMMEKLMS BbINYLLEHA B 2 CErMEHTAX — CPEAHMM
knacc (cepusa KITACCUKA) u Mpemmnym knacc
(cepus MPECTMX);
CO3aaHbI 7 pasmepHsbix psaos B Konnekumu, 4to
No3BONSET NOTPEBUTENSIM MOCTOSHHO COBEPLLATH
PO3HOLENEBLIE MOKYMKM B KAKAOM PA3MEPHOM
pAaY C OBLLMM BHELLHWAM BUAOM;
Pa3pabOTAHA NIOKCOBAs YNAKOBKA BP3HAA
TAJIEPEA BJTATOJIEMNG.
Bo nsbexaruu snoynotpebnerms npoayKTom
6p3HAAG HEBNArOHAAEXHbBIMKU PACNPOCTPAHUTENAMM
ANst BCeX Aunepos Gbinu NOCTABNEHb! Cleaytolme
YCIIOBUS COTPYAHUYECTBA:
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OTKA3 OT NPEefOCTABNEHMS NPOAYKTA BpaHAA HA
YCNOBMSIX LOrOBOPA KOMUCCHH (0BbIYHO 4ACTO
NPUMEHSIEMOTO HA IOBENMPHOM PbIHKE MO MPHYm-
HE ero NepeHaCkILLEHNs OAMHAKOBBIMM MOLENSAMM
M3AEeNUi PA3HbIX NPOM3BOAUTENEN),

YCTQHOBMEHBI KpUTEPMIM OTEOPA AMNEPOB,
YCTAHOBMEHbI OTPAHUYEHMS MPOAKM AUIEPAM
NEepPBOM MOCTABKM TOSNLKO KOMIEKLMOHHO. DTH
YCIIOBMS CHAYANA CYLLECTBEHHO OCHOXHAMM
NPOCTbIE MPOAXKM, HO CPABOTANM HA UMUAX,
cospanm penytaumio 6panaa TAJIEPEA BITATO-
JIEMM4 Ha 10BEMMPHOM PBIHKE M UCKITIOYMIW Er0
nosieNneHue B He6J'|O|'OI'IpMHTHbIX MeCTax NpoAaXMN.

1.1. OCHOBHBIM PE3YNLTATOM CTANO MPUHUMIUASb-
HO€ NpuHsTHE ToBAPHOM rpynnbl — KOBenMpHoJ
KOANEKLMM MKOH — MyNbTUEPIHAOBLIMK AMAEPAMM
I0BENMPHOTO PbIHKA. [1pHUinHaMM HaYaNa COTPYAHM-
4ECTBA, YKO3bIBAEMbIMU AMNEPAMK B AHKETUPOBAHMM
1 BNIArOAAPCTBEHHBIX MUCbMAX, ObINK: BO3MOX-
HOCTb 6E30MACHOM BLICOKON HALEHKU AMNEPOB 1
NPMBNEKATENbHBIE AOMONHUTENbHbIE PUHAHCOBLIE
YCNOBUS, HOBU3HA NPOAYKTA, NPUHATHE BP3HAA
NOTPEBUTENAMM W PEASIbHBIM CNPOC HA BEICOKO Ay-
XOBHYIO MPOAYKLMIO, BEICOKOE KAYECTBO UCMONHEHMS
u3aenuit (TOBapHbI AM3aiH) 1 oTcyTcTBME Bpaka,
CTABUABLHOCTb NOCTABOK, YHUKANBHOCTb POCCHIACKOTO
NPOW3BOACTBA.
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KATAJIOI
IS
HOBEJIMPHbBIX MATA3MHOB

Cenuac konnekums TAJIEPEN BITATOJIEMNMA
BkntoueHa B accoptumeHT nout 1 500 oBenmpHbix
marasuHos no Poccun (BnaroaapcreeHHsbie nncsma
M3BECTHBIX IOBEMMPHBIX CETEN NPUAAraloTCs B Kpea-
TUBHBIX MATEPUANAX).

Beinenenue ans soiknapnku konnexkumm TAJIEPEM
BJTATOJIEMNS BUTPUHHOMO NPOCTPAHCTBA, KOTOPOE
BCEraa sBNSeTcs LEGULMTOM B IOBEMMPHBIX MATa-
3MHAX M OTBOAUTCA TONbKO NOJL BbICOKOAOXOAHYIO
NPOAYKLMIO, MONOXUTENBHO BAMSIOLLYIO HO UMUK
CAMOro MarasuHa. bomnbwKMHCTBO MArasnHoOB Bbiae-
nuno ans 6psraa FAJIEPEA BITATONEMNA sutpune
86NM3M KACCOBOM rPYMMbl — 3TO LEHTP MArA3WHA
(boTo npunaraioTcs B KPEATUBHLIX MATEPHUANAX).

1.2. BExemecsuroe noaknioyeHue K Hawemy obLue-
POCCUICKOMY NPOEKTY HOBbIX Annepos (Tabnuua

Nel 3asskn).

2.1. CerogHs 8 komnanwmu [AJIEPESA BITATOJIENNG
(HOLM KOOPAMHATBI YKA3AHBI HO PUPMEHHOM APIIbIKE
K KOXAOMY M3LENUIO) eHCTBYET ropadas NuHUA ana
NOCTYNQIOLLMX 3BOHKOB OT NOTpeBbUTEnei M3 pasHsix
PETMOHOB C BOMPOCAMM, FAE MOXHO KYMUTb U3Lenis
HOLLEM KOMNEKLUMM B KOHKPETHOM ropoge. Takxe Ha
BLICTABOYHbIX NNOLLAAKAX Mbl HOBIOAAEM NOCTOAH-
HOE YBENMUYEHNE YMCIIA 3AUHTEPECOBAHHLIX B NPHUOG-
PETEHWMM U3AENUIM KOMNEKLMM NOTpebUTENe.
MoTpebutenu NnepeHanpaBAOTCA B MArA3MHbI MECT-
HbIX AMNEPOB YePes3 OTNEYATAHHbBIE CMIUCKM AUNEPOB.
DTO CBMAETENLCTBYET O TOM, YTO MEPONPUSTUA MO
npogenxeruio 6paHaa TAJTEPEY BITATONEMNNA
CO340NM PEQbHBIM CMPOC HA NPOAYKT 6pPaHAA.

2.2. Yeenuuenrue posHuunbix npogax (Mpaduk Nel
309BKM), YTO BAMAET HO PACLUIMPEHME NPUCYTCTBUA
6p3Haa. CNUCOK OCHOBHBIX CETEN, KOTOPLIE NPUHANK
KOMMEKLMIO B CBOM ACCOPTUMEHT M BKIIOUMIIUCD B
npogenxerue 6paHaa no scei Poceun, npunaraetca
(Cnncok Nel sasekm). 3asiBneHHbIE PE3yNbTATH Mbl
roTossl No TpeboBaHMIO NoATBEPAUTL Takxe Joroso-
POMM NOCTABOK M ThICAYAMM POTOrpadmit CanoHos,
rAe NPeLCTABNEHd KOMMEeKUMs, TOK KOK BEAETCA Mo-
CTOSIHHbIA AUCTAHLMOHHBIA MEPUYEHAAN3MHT BbIKNAAKM
1 0By4eHre NPOAXaM annepos no ecei Poccum.

1. Mbl yBEpeHbI, 4TO pe3ynsTaT Gbin AOCTUMHYT
6naronaps TOMy, 4TO B HALIEM MPOAYKTE YAANOChH
COEaMHNTL ABE HECOEAMHMMBIE, HQ NEPBbIN B3MAL,
BeLm: cnefosaHue kaHoHam Pycckoit Mpasocnas-
Hou Llepkew (Bnarogaps onbity paboTs KOMNaHum

ans npeacrasuteneit Llepkeu) u cospemertoe
BOMOLLEHME MAEM C MCMOTMb3OBAHMEM NOCTEAHMX
LOCTUXEHUM IOBENUPHBIX TEXHOMOTMIT 06PABOTKM
AparoueHHbix metannos. M masHoe — 370 oco-
3HAHWE HEOBXOAMMOCTU NPUMEHEHMS COBPEMEHHBIX
METOLOB MAPKETUHTA, peknamsl, PR u GpsHaunHra ana
BbIBOJA KY/IbTYPOMNOrMYECKOrO NPOAYKTA HA PbIHOK,
TAEe PaHee He CyLecTBoBano 6p3HAQ, MPOABUrAemo-
O C UCMOMb3OBAHWUEM TAKMX MYTER U METOAOB.

2. Takxe BaxHbIM GAKTOPOM ABMNACH OBLLAS NCK-
Xonornyeckasa rotoBHOCTb pOCCMﬁCKOrO nokynartens
K MOSIBMEHMIO HOBOM TOBAPHOM rpynMibl (l0BENMPHbIE
MKOHBI) HO LLENEBOM PbIHKE.

3. Obuiee cTpemuTeENbHOE PA3BUTHE IOBENIMPHO-

ro PbIHKA 3a NocnejHune rofbl, NogaBneHmne HOBbIX
KpynHewwux ceter (takmx kak «585» — 6onee 450
IOBENMPHBIX MArasunHos no Poccuu, ctpemutensHoe
paclumpeHme posHnuHoi cetn «Mockosckoro tOse-
nmpHoro 3asogax, «CronnuHoro 3asoaa Agamacy,
ceten «lOsenmpHas Toproens Cesepo-3ananay,
((IOBeJ'IaH,D,»), Q TaKXe pasBMTHUE BbICTABOYHOIO
joBenMpHoro GusHeca no scein Poccum.

4. Ha o6uweit BONHE MOLLHOTO pA3BMTHS CYyLLECTBO-
BAA FOTOBHOCTb IOBEMIMPHOTO PIHKA K MOSIBIEHMIO
NPUHUMNNMAITBHO HOBbLIX MPOAYKTOB, CKOpee Aaxe,
OXMAAHME UX ANS PUBIIEYEHMS HOBBIX MOKYNATE-
nen 30 CcHET NOABNEHNUS TAKMX HOBbIX POCCUMCKMX
6p>Hpos, kak TAJIEPES BITATOJIENMSG, ¢ HoBbiMu
HEOPAMHAPHbLIMU SPKUMM U3AENUAMM, OBNAACIOLLMMM
BbIPDAXKEHHBIM SCTETUYECKMM U KYIIbTYPHBIM OCTIEKTOM.

Galereya Blagolepiya

Gallery of Glandour

Jewelry collection of icons

Campaign title: Jewelry icon is modern and
trendy

Category: Culture and Art

Project scale: National

Goal: creation of the brand GALEREYA BLAGOLEPI-
YA for the unique national campaign Jewelry collec-
tion of Orthodox icons in a LUXURY style (hereinafter
referred to as Jewelry Collection of Icons). The
campaign is based on the Russian cultural values
and traditions of the Russian Artin a new modern
execution.

1. Marketing objectives:

1.1. To launch a new product group in a targeted
jewelry market and guarantee its success.

1.2. To provide growth of the brand presence in the
jewelry market.

2. Customer obijectives:

2.1. To popularize the subject of culture and art
through the product manufactured under the
GALEREYA BLAGOLEPIYA brand. Results are to be
estimated on the basis of number of customers ad-
dressed the company or its dealers.

2.2. To provoke demand for the new product, to mo-
tivate purchase of icons of the Collection in dealers’
stores, to form long-term habits and associations in
mind of customers and as a result, to provide con-
stant sales of the Collection in dealers’ stores. Sales
stimulate new orders from dealers for a complete
range of the Collection.

3. The product is a jewelry collection of icons

made in a uniformed modern jewelry style and is a
conceptual embodiment of famous Russian miracle-
working icons in a collection version. Every item is an
independent jewelry and a part of the collection at
the same time, which emphasizes their value.

The Jewelry Collection of Icons is a new product cat-
egory which was created deliberately for the jewelry
market of Russia. Before that, attempts were made
by “Almaz-Holding” and “Severnaya Chern” to
produce icons using precious metals but they failed
to be widely present in jewelry stores due to absence
of assortment, experience of manufacturing and sell-
ing of this product type as well as a rather high price,
and, most importantly, old-fashioned design. That is
why there are no direct competitors.

We targeted at the jewelry market as this was the
market to demonstrate most dynamic growth, as
compared to markets of souvenirs, VIP presents and
church ware, where this product category could
have been presented. As per data by the Russian
Assay Inspection, there were around 11, 000 jewelry
stores in Russia in 2008 represented by multi-brand
and mono-brand federal and regional chains as well
as independent stores. An average Russian customer
goes to jewelry stores from 3 to 10 times a year.

The decision was made to promote the GALEREYA
BLAGOLEPIYA brand in multi-brand jewelry stores
and chains of Russia as the most suitable ones for
getting customers to contact the brand.

Advertising campaign had the following objectives:
1. To become a part of the assortment of as many
promising jewelry stores as possible in all regions of
Russia thus forming the all-Russian chain of dealers.
2. To provide sales of products of GALEREYA
BLAGOLEPIYA in dealers” stores.

3. To reach recognition of the GALEREYA
BLAGOLEPIYA brand in the jewelry market.

The first objective is measured by the index of
monthly growth of new presence in dealers’

stores throughout Russia (with plans for growth by
10%—15% per month).

The criterion for meeting the second objective is
willingness of dealers to continue cooperation, their
monthly orders aimed at gaining a full range of
products from the GALEREYA BLAGOLEPIYA Col-
lection and expansion of the Collection in dealers’
stores.

Reaching the third objective is shown by how easy it
was to enter assortments of new stores/chains due
to the brand awareness and references by existing
dealers.

However, the primary objectives are not quantifiable
but are behavioral ones as they concern introducing
a brand new product type (the Jewelry Collection of
Icons), not typical for the jewelry market. There are
no quantifiable indices to be the basis for measure-
ment yet — we are to define them with regard to this
new product category.

As far as customers are concerned, having stimulat-
ed an impulse purchase at the beginning, it was then
necessary to form a habit to purchase products from
the Jewelry Collection of Icons again and again. For
this to be possible, there was a need to overcome
some stereotypes which owners of jewelry stores and
potential customers had, to bring the product close
to the target audience (jewelry stores) as well as to



end customers. Initially it was important for us to
make our product stand out in a jewelry store and to
awake interest in it. Further on, we were to achieve
constant mass presence in jewelry stores throughout
the country and thus reach all-Russian awareness of
the GALEREYA BLAGOLEPIYA brand.

The primary goal, which has outlined the perspective
of further promotion of the brand, is popularization
of the subject of the Russian culture in a modern
execution which is closer to customers living in the
21st century.

To make Russian icons look attractive, fashionable to
customers and thus make people actively buy them,
through the new product “Jewelry Collection of
Icons” under the GALEREYA BLAGOLEPIYA brand;
to form a habit of buying this new product category
in jewelry stores throughout Russia, having thus
proved that Russian culture can be a brand which is
understandable and comprehensible.

In Russia orthodox traditions are a dominating part
of the culture. According to the RUSSKY NEWSWEEK
magazine (January, 2009), over 40% of Russians
believe that orthodox traditions should be in line with
the spirit of the age.

For more than a decade we were manutfacturing
products for the Russian Orthodox Church. As our
extensive experience implies, customers respect Rus-
sian traditions (icons) and are eager to buy them but
not always do it in church as a depressive look which
churchmen tend to have psychologically burdens
customers with religious obligations which they are
not always ready for when going for shopping.

At the end of 2007, the decision was made to estab-
lish a special brand — GALEREYA BLAGOLEPIYA —
to popularize what Russia has been proud of for all
the past centuries and what is actively being pushed
out by other cultures, namely Russian miracle-
working icons. Russian people were buying things
with zodiacal signs, Catholic attributes, amulets and
so on, because they were easy to get and sometimes
quaint, while forgetting our own cultural traditions.

It was decided to restart promoting Russian icons
but in a modern and secular way with a compulsory
spiritual hint, however, with no pressure or religious
fear.

The task was to create a product from scratch as a
new product group — jewelry icons, to build a con-
cept of its promotion in the jewelry market, and get
our jewelry icons into permanent product range of
jewelry stores, which means to create mass demand
for our product in the secular market.

The difficulty was that businessmen did not think that
there would be a constant demand for icons in their
jewelry stores. As compared to regular jewelry, icons
need to be displayed in expensive large show-cases.
In addition, there were some scary stereotypes at-
tached to icons.

That is why we chose the most famous players in the
Russian jewelry market, for they make sure that their
assortment has the newest and most attractive (from
their point of view) items. They were invited to the
trade shows in which we participated, so that they
could get impressed and excited by our products,
and get totally convinced that having them in their
stores was perspective. It was considered that if
large and famous stores/chains of the region would
include our brand into their assortment, this would
be the most effective advertising for further offering
of the brand to the rest of dealers in both this and
other regions. We were assured from the start that
the idea of turning a Russian icon into a brand had
enormous perspective, thanks to the innovative

and extraordinary approach and due to the fact
that spiritual potential of Russian customers had not
found its embodiment in any other product before.

Due to the specific nature of the jewelry market,
specialized jewelry trade shows organized by
“ROSYUVELIREXPO” in Moscow and “RESTEK”

in St.-Petersburg are the main places for jewelry
companies promoting their own brands to contact
jewelry retailers.

At trade shows, show cases with various types of
lay-out of our Collection are presented, depending
on the amount of space in a store (from show case
to counter). Visualization like this gives an owner of
a jewelry store an idea of a possible lay-out and
allows to assess how perspective the project is. It was
also important for us to occupy as much visual space
in a store as possible from the start so that our strik-
ing lay-out would draw customers” attention to the
products under our brand. At the time when events
took place, attention of businessmen owning jewelry
stores was supposed to be caught by ads in shuttle
buses and on media-carriers inside the show room
(videos, roll-ups, print in show editions, leaflets, in-
novation booths). Our merchandisers at booths were
explaining the format and specific features of the
proper lay-out of the Collection and how important
it was to start with the complete range of items; they
were presenting hand-outs which was given to every
new dealer upon their first order of the variant of the
Collection they had chosen.
The hand-outs include:
a brochure for sales assistants on the proper start
of selling the new product category under the
GALEREYA BLAGOLEPIYA brand;
posters for a complete impression on the Col-
lection when there is no contact with a sales
assistant as well as to help the latter quickly find
a motive for a purchase for a customer. For a
purchase to be not only impulse one, based on
the impressive look of products, posters show
occasions which are close to everyone, such as
Wedding, Easter, New Year together with the
basic religious ones — “12 reasons to buy and gift
icons”;
videos about the GALEREYA BLAGOLEPIYA
brand to be shown in jewelry stores.
In between the trade shows there were the two chan-
nels used:
B2B web site created for existing and new deal-
ers and allows on-line orders, gives access to
up-to-date training materials;
telemarketing for providing information on the
GALEREYA BLAGOLEPIYA brand to newly ap-
peared owners of jewelry stores and keep them
updated on pending trade shows.
To secure the image of the GALEREYA BLAGOLEPI-
YA brand in customers” mind, the following measures
were faken:
a unique product design with the compulsory
logo in the lower right corner; a brand new
technology of processing 96%-silver;
the Collection is executed in two versions for two
segments — middle class (CLASSIC series) and
Premium class (PRESTIGE series);
there are 7 size rows available in the Collection;
luxury packaging of the GALEREYA BLAGOLEPI-
YA brand.
To avoid abuse of the products by unreliable
distributors, the following conditions of cooperation
were put up for all the dealers:
products cannot be delivered on terms of a
commission agreement (which is often used in the
jewelry market as the latter is oversaturated with
similar items by different manufacturers),
criteria for selection of dealers,
the first order a dealer makes is to be for the
whole Collection. This made it rather hard for
sales at the beginning but worked for the image,
contributed to the reputation of the brand in the
jewelry market and helped avoid appearing the
products in ambiguous places of sales.

1.1. The main result was that the product group - the
Jewelry Collection of Icons — got accepted by multi-
brand dealers of the jewelry market. Applications
and letters of thanks submitted by dealers indicated
that the reasons for cooperation were: high margin
opportunities and attractive additional financial
terms, innovative nature of the product, acceptance
of the brand by customers and real demand for
highly spiritual products, high quality of product
execution (product design) and no defective items,
stable delivery, unique Russian manufacturing.

The Collection can now be found in almost 1, 500
jewelry stores throughout Russia (letters of thanks
from famous jewelry chains are enclosed herewith).
The Collection was displayed in show-cases which
are always in shortage and which are used for
popular products only. The majority of stores dis-
played the GALEREYA BLAGOLEPIYA products near
the cashier which is the center of a store (pictures are
enclosed herewith).

1.2. Monthly recruitment of new dealers (Table 1).
2.1. There is a tip-line (our contacts can be found on
labels attached to every item) for calls available to
customers from all regions for enquiries as to where
our products can be purchased. Trade shows also
reveal a constant growth of people interested in
buying our icons.

Printed lists of dealers help customers to get di-
rected. This proves the fact that the measures taken
to promote the GALEREYA BLAGOLEPIYA brand
have created demand for our product.

2.2. Retail sales increase (Chart 1) adds to the brand
expansion. The list of the key chains which included
our products into their assortment and got involved
in the brand promotion are enclosed herewith

(List 1). The results stated can be proved by supply
agreements and thousand of pictures of jewelry
stores where the Collection is displayed for we are
constantly monitoring lay-out merchandizing and
sales training of dealers throughout Russia.

1. We are assured that the result has been achieved
due to the fact that there is a fusion of two com-
ponents in our product which seem impossible to
combine at a first glance: following the canons of the
Russian Orthodox Church (thanks to the experience
of working with the Church) and modern execution
of the idea using the latest technological methods

of metal forming. Most importantly, we realized the
necessity of applying new marketing, advertising,

PR and branding tools, to launch a culture product
in the market where there had been no brand pro-
moted with such methods before.

2. Itis also significant that Russian customers
appeared psychologically ready for such a new
product group (jewelry icons).

3. Dynamic growth of the jewelry market in the
several past years, new large chains (such as “585”
— over 450 jewelry stores throughout Russia, rapid
expansion of the retail chain “Moscovsky Yuvelirmy
Zavod”, “Stolichny Zavod Adamas”, the chain
“Yuvelirnaya Torgovlya Severo-Zapada”, “Jew-
eland”), and growth of the Russian jewelry trade
show business.

4. The jewelry market, on the wave of its rapid
growth, was mature enough for a brand new prod-
uct to come. Furthermore, it was even waiting for

it fo attract new customers by showing them newly
launched brands like GALEREYA BLAGOLEPIYA with
their new extraordinary products addressing esthetic
and cultural aspects.



