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PenakumoHHbI coBeT:
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Hartanba YepHbiwoBa

[naBHbIN pegakTop:

Mapusa CepreeBHa CyBopoBcKas
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MNepesopn: Mapusa Kntouko
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1 X UCrosnib3oBaHue B Ntoboii opme

[OMyCKaeTcs TONbKO C pa3peLleHns peaakumnm
n3paHua «bnsHec-Aunanor Meguna.

PyKonucm He peLieH3MpYIoTCA U He BO3BPaLLAIOTCA.
Appec pefakuum:

143966, MockoBcKas o6nactb,
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KO®ENHbIA KOHBEVEP

KAK YCMELIHO OTKPbITb KOOEMHbI B3HEC MO OPAHLLIV3E:
PACCKA3BIBAET AJTEKCEW YAWKA, TEHEPANbHbBIV IMPEKTOP
ONE PRICE COFFEE.

HA CTbIKE O®JIAIH Y OHNAWH-BU3HECA

CEKPETAMU MPUBNEYEHVA M MOTUBALIM HOBbIX MAPTHEPOB
OENUTCA PYCIAH BUKTUMWPOB, AVNPEKTOP MO OPAHYAMBUHTY X-FIT
B POCCUN.

MOJHbI PASMAX

O PA3BUTUM PO3HUYHOTO PUTEMIA MPEMUATBHOM AETCKOM
OLEX bl PACCKA3BIBAET HATASTbA MUHATUHA, OCHOBATESb

W BNALENVLA BPEHIA STEFANIA.

«HALIA MUCCUA - BENATb AETEW CYACT/IUBbIMU»

IOPWI BEJTOHOLLIEHKO, OAWH 13 OCHOBATENEN CETU «B3BU-KITYB,
O TOM, KAK EE YOANOCh BBIBECTM HA OEIEPATIbHbIV YPOBEHbD

3A CYET OPAHLLIV3bI.

KOCMUYECKOE OBPA3OBAHME AJ14 IOHbIX BYHAEPKMHOB
EJTEHA MMHTOBA, OCHOBABLUAA CETb JETCKMX CALIOB

N TIPEMUYM-LIEHTPOB «KOCMO K[ C», = O CEKPETAX BbIXOLA
HA MEXXOYHAPOHbIV PHIHOK.

OPAHLUWU3A OT JINAEPA - TAPAHTUA YCNEXA

O TOM, KAK MPOBOW KOCMETWYECKI TUTAHT GUINOT 3ABOEBAJ
CYIMAATUM POCCUNCKX OPAHYAM3W, HALIA BECELIA

C HATAJIMEN 3A3EPCKOW, OCHOBATE/TIbHWLIEV GUINOT POCCHS.

«FEMOTECT»: PABOTA C HAJE>KHbIM MAPTHEPOM

OPAHLIV3ZA OAET YBEPEHHOCTb B CEFOAHALIHEM V1 B 3ABTPALLUHEM
[HE — TAKOB OfbIT JTIOBOBM EPMAKOBOW, AEMCTBYIOLLETO MAPTHEPA
«EMOTECTA.

3KCMNPECC-NOMOLLb OT «®ACTECTA»: BbICTPO N KAYECTBEHHO
KAK PASPABOTATTN YHUKATTbHYIO MEOMUMHCKYIO OPAHLLMIY -
KOMMEHTVIPYET TEOPIVI TBUTTABA, TEHEPATTbHBIV IMPEKTOP
KOMMAHUN «OACTECT».
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®OPYM ®OPAHYANU3UHTA

BUYBRAND ObbABINJI
OB CEOP

HA NMPOXOJSIWEW 22-24 CEHTSIEPS B
MOCKBE 19-1 BbICTABKE BUYBRAND EXPO
NMPEACTABJIEHO BOJIEE 150 PPAHLLUN3

Tpn AHA X1BOTO 00LLEHNA BMECTO MeCALeB NOUCKOB B HTEPHETe
— TaKOB MOCbI OPraHN3aTopoB yyacTHUKAM BbicTaBKu. bonee 150
$paHyaii3NHroBbIX KOHLENLMIA, Cpen KOTOPbIX TaKie ngepbl
PbIHKA, KaK CeTb MeAULMHCKIX NabopaTopuil «[emoTecT» 1 ceTb
Mara3nHoB 1o GUKCcMpoBaHHbIM LieHaM FixPrice, Mex ayHapoaHas
ceTb KodeeH Cofix n cetb putHec-kny6oB X-FIT, cepBuc goctaBku
0ZON n mHorue apyrue.

BCE ®PAHYAN3U
BrOCTU K HAM

Ha BUYBRAND Expo BnepBble npeg-
CcTaBneHa ¢paHWmM3a MMBHbIX Marasu-
HoB «TaHk&Xonnep» OT MeKAyHapoZHOMN
komnaHun Carlsberg group, nocne ponroro
nepepbiBa Ha BbicTaBky BUYBRAND Bo3Bpa-
waeTca ¢paHlimM3a pecTopaHoB ObICTPO-
ro obcnyxusaHua knacca npemuym Carl's
Junior, KoTopyto NpeAcTaBUT HOBbIN MacTep-
¢dpaHyansn 6peHpa B Poccum. Takxke w3
AaBHMX yyacTHUKoB Ha BUYBRAND npumyt
yuactue Baby Club, World Class n «33 nuh-
rBUHa».

BUYBRAND Expo - 37O He TonbKo OTpa-
eHve TpeHoB dpaHyan3nHra, AeMoHCTpa-
LUMA WMHHOBALUMI M CaMblX APKMX KOHLen-
unin 6usHeca, Ho 1 GopymHaa nporpamma
C aBTOPUTETHBIM NYSIOM CMIMKEPOB U LUKONa
¢dpaHuansepos. Ha dopyme «OpaHuansvHr
B Poccnm: cekpeTbl NOCTPOEHWA YCreLwHoM
ceTu» nporpamMmmMa paspaboTtaHa Tak, UToObl
HauMHaLwWwme npeanpYHUMaTeN CMOMU
MaKCMManbHO MNoApPo6HO pa3obpaTbca B
0CO6eHHOCTAX paboTbl No dpaHLLU3e.




NAHAEMWA B MOMOLLDb

Cpeaun Tem dopyma, noxanyin, camas ak-
TyanbHasa — 3apaboTok Ha ¢paHLiM3e B ne-
puoa naHgemuun. Kasanocb 6bl, maHAemus
1 eé orpaHnuuTesibHble Mepbl — 3TO CTpaLl-
HbIVi COH ANA MaJsioro 1 cpepHero 6usHeca.
Ho, kak oka3sanocb, He and Bcex. Y Buybrand.
ru ecTb macca uctopuii ot ¢paHyaiizepos
1 $paHyansm, Kotopble yanNBUTENbHBIM 00-
pa3om «B3netenu» B 2020 roay.

Ha ctapTe naHgemMun meanLHCKMM nabo-
patopuam npuwwiocb Henpocto. CHavana B
pexxume camon3onAunmn oHn Obin 6e3 Knu-
€HTOB, NOTOM He CMPaBAANNCH C 3anpocamu
Ha TecTupoBaHue. A Tenepb BbIPOBHANUCH,
Hayuunucb nepepacnpefenatb MOLHOCTU,
pasBunu ycayru JoMallHero TeCTMpoBaHus.
W otnuuHo ceba uyscTByloT. Hanpumep, B
nioHe «/IHBUTPO» BblILLIa Ha PEKOPAHOE KO-
nuuyecTtBo Touek — 700. A y nabopaTopHou
cny0bl «XennKc» KOoNMYecTBO 3aABOK Ha
NOKYMKy GpaHLM3bl BbIPOCSIO B 2,2 pa3a Nno
cpaBHeHwuto ¢ 2019 rogom.

HecmoTpsA Ha TO, YTO C TOUYKM 3peHus no-
rmkn fashion-retail pgomxeH wcnbITbIBaTL
TPYAHOCTY XOTA OGbl MOTOMY, YTO NIOAMN CTaNN
MeHbllle nepemMeLlaTbcs, NyTelwecTBoBaTh
1 BbIXOAUTb B CBET, paHYali3HroBasa ceTb
6enbeBoro peteina «Ctunbnapk» 3adpukcu-
poBania POCT 3a CYET MOKYNKU AOMaLLHEN
opexpbl. A obyBHasa ceTb Tamaris nosepuna
B CBOEro MoKymnaTens, He CHM3uaa o6bEeMbl
BbIMyCKa HOBOW KONNEKLUN 1 TOXKe ocTanacb
B natoce.

MNMoka3sana B3pbIBHOW POCT HUMLIA CaMOKa-
TOB 1 Benocunenos. /i3beras Tonn B o6Le-
CTBEHHOM TpaHCMopTe, NoAN nepeceny Ha
BefocMnedbl U camoKaTbl, ropofa Hayanu
co3paBaTb  MHOpacTpykTypy. CamokaTbl
nepectany 6biTb TPAHCMOPTOM ANA TEMIOrO
Knumata u yctpemunucb B Cnbupb. Crap-
Tanbl KMKLEPWUHra 3akpbiBaiM MHOTOMWJI-
NNOHHbBIE caenkn. «<CUTMMOOUNb» BO BPeMs
BTOPOW BOJIHbI MaHAeMuy 3aduKcuposan
pocT obopoTa fo 15,4 mnpg pybneit. BpeHa
lite, KOTOpbII MPVHAANEXNT OCHOBATENAM
KapuwepwHra YouDrive, nepesanyctunca no-
cne nepepbiBa B 2020 rogy 1 OTKpbIn $ppaH-
wmn3y. A komnaHma Urent, cneyuanusupyto-
LAACA Ha NpoKaTe ropoACKOro TpaHcnopTa
M CnopTTOBapoB, OTMpPaBuiacb MOKOPATb
Camapy Ha peHbr Cbepa m Kopnopaumu
MCI1. MepBbii Bblgan AEHbMM Ha MOKYMKY
obopyaoBaHusA, BTOpas Mopy4yumaacb, YTo
CpeAcTBa BEPHYTCA.

Camou3onAumA 3arHana Jilofgen Ha Aaauu,
YTO NOBNEKIIO 3a cobOi CNPOC Ha CafoBYyiO
TEXHUKY — POCT B 3 pa3a No CPaBHEHMIO C 0-
koBuaHbiM 2019 rogom. CagoBoabl Hayanu
CTPEMUTENbHO aMOPTM3NPOBATb MOKYMKU,
1 Ha 3TOM PpOHe Hayanu HabrpaTb 060POTHI
CeTV PEMOHTa JIeKTPOUHCTPYMEHTa U TeX-
HUKW. Y nuaepa B 3TOM cekTope cetn «220
BonbT» TONbKO B anpene OTKPbUIMCH Cpasy
7 PO3HMYHbIX TOYEK, ObLLee YNCSIO MYHKTOB
nepesanuno 3a 250.

AnKOMapKeTbl CTany CambiM CTabUIIbHbIM
CeKTopoM B MaHgemuio. He 3akpbiBanuch, nc-
NPaBHO MNATUAW apeHAy W akTVBHO MacluTa-
6upoBanuch. [axe oA apeHgodaTenein oHm
6blII CamMbIMK MEeNaHHbIMY KNMeHTamu. Tak,
ceTb pasnuBHoOro «[MBCTaHLUWA» OTKpbINach B
pa3rap KapaHTUHHbIX OFPaHUYEHNI U 33 OAWH
[eHb paboTbl 0TOWNa MecAL, apeHabl MomelLLie-
HUA. BTopoll marasviH OTKpbIBancA Mo3gHemn
oceHblo. Tenepb ke 3a Monrofga cospaTtenv
CETU XOTAT PacLUIMPUTLCA Ha CTO TOYEK.

«[AOPOXXHASA KAPTA»
OTKPbITUSAA ®DPAHLUU3bI

Kak Bugmm, ppaHyari3vHr ocTaéTca oueHb
BOCTPEeOOBaHHbIM  OGU3HEeC-HamnpaBieHneM,
JaXke B KPU3NCHOE BpPeMA. Ta TeMa KaXKeT-
CA OYeHb CJIOXKHOW MO APYro MpUYnHe:
HEMOHATHO, KaK KOHKPETHO MNPOUCXOAUT
BeCb MpoLecc MOKYMK1 ¢paHLumn3bl, Kakas
oYepénHOCTb AeNCTBMN XAET Oyayuiero
¢dpaHyansn. Yrtobbl 065€rYMTb MOHMMA-
Hue npeacrToAwero nyti, B Poccuinckon
accoumnaunn ¢dpaHyan3rMHra MoLroToBMAN
«IOPOXHYIO KapTy» OTKPbITUA ¢paHLLn3bI
C OMNMCaHMEM BCEX OCHOBHbIX LIAFrOB Mpes-
NPUHUMATENA: OT MOMEHTa MPUHATUA pe-
LIeHNA 0 MOKYMKe ¢dpaHLUIK3bl 4O NOMHON eé
oKynaemocTtu. OCTaHOBMMCA Ha CaMblX BaK-
HbIX BEXaX HEMPOCTOro MyTU.

[nAa Hayana Hy>KHO MOHATb, KaKMMU UC-
XOAHbIMW AAaHHbIMWU Bbl ObMlafaeTe 1 Kakue
uenn crtaBute nepes ¢paHYan3vHroBbIM
npoekTtom. B Kakon cdepe ¢paHwWwusy Bbl
nuete? Kak MHOro BpeMeHW Bbl TFOTOBbI
yaenatb 6usHecy? Kakum Gtogxetom Ans
3anycka busHeca Bbl obnagaeTe? Kakoii ewwé
00bEM CpPeacTB Bbl CMOXKETE NpuBeUb Npu
HeobxogmmocTn? Kak 6bIcTpo Bbl Obl XOTENN
OKYMUTb NPOEKT?

OCHOBHbIM [OKYMEHTOM, KOTOpbIA perna-
MEHTUPYET OTHOLIEHNA MeXay dpaHyan3n
1N OcHoBaTenem ¢paHLWm3bl, ABAAETCA JOrO-
BOP KOMMepYecKomn KoHueccun. Bcé, uto Bam
obellan ¢paHyan3ep Ha NpeabiayLLMX STanax
ZOMKHO ObITb BHECEHO B foroBop! MiHaue obe-
LWaHWA He OyayT UMeTb peanbHOM cunbl. /3
TeKCTa JOroBOpPa BaM CTaHET MOHATHO, Kakue
VIMEHHO MpenMyLLecTBa BamM JaéT dpaHLImM3a.
BO3MOXHO, TEXHOMOMNM MPOW3BOACTBA OCO-
6eHHOro MPOoAYKTa, BO3MOXHO, MPaBO Ha UC-
NoJib30BaHVie CBEPXPACKPYUYEHHOTO BpeHa.

Bbl JOMKHbBI COOTHECTM NMOJNTyYaeMble Mnpe-
MMyLLECTBa C NiaTex<amu, KOTopble Npeano-
naraet ¢dpaHyan3mHrosaa nporpamma. na
3TOrO HY>KHO HalTV B JOFOBOpPE BCE ABHbIE U
CKpbITble nnaTexu. Ha ocHoBaHUM dUHaAHCO-
BbIX JaHHbIX, NMOMYYEHHbIX OT dpaHyan3epa,
a Tak»Ke Ha OCHOBAHUWN COOCTBEHHbIX UCCTe-
ZJOBaHWI Bbl 4OSIXKHbI MOHATb CPOKM OKyrnae-
MOCTV NMPOEKTa.

Mpu nuyHOM BCTpeye C OCHOBaTenem
dpaHWK3bl, a TakXKe WCMOoSb3ysa WHTep-
HEeT-pecypcbl, Bbl AOKHbI M3YyYnUTb WCTO-
PUIO OTKPbLITUI 1 3aKpbITUI ceTh. Kak yacTto

®OPYM ®PAHYANU3UHTA

OTKPbIBAKOTCA HOBbIE TOUKU, CKONIbKO B Cpef-
HeM CyLllecTBYeT Kaxas, C Kakow YyacToToun
NPOVCXOAAT 3aKpbITUA. dTa MHbopMaLuA
OYeHb TOYHO XapaKTepusyeT «3[0POBbe»
6usHeca. O6s3aTeNIbHO Hafo OMPOCUTL CY-
LEeCTBYIOWNX M 3aKPbIBLUMXCA GpaHyaii3n.
3TO AeNCTBUE, KOTOPLIM NpeHebperaeT 99%
nokynatenen ¢paHwms. ipyrve ¢paHyansm
— 3TO JI0AN, KOTOPble NPOLWAN NyTb, KOTO-
pbii BaM ToNbKo npeactont. OTKpbITb Npea-
npuATUe No ¢paHLLM3e Bbl CMOXETE TONbKO
noj Haf30pPOM OMbITHOrO 1 OTBETCTBEHHO-
ro yenoseka. W, pasymeetcs, Bce gencraua
HaAo OCYyLLeCTBAATb MPY NOAAEPXKKE TaKoro
MeHeaepa.

O6blyHO MOAGOP MOMeELUeHNA OcyLle-
CTB/IAETCA CAMOCTOATENIbHO MOfb30BaTeNeM,
Ho no TpeboBaHMAM npaBoobnagatens. MNo-
CrleHUI »e NoMoraeT BblbpaTb 13 HECKOJIb-
KWX BapuaHTOB TOT, YTO OMTWMasbHO MOA-
XoAMT AnA AaHHoro BuAaa 6usHeca. MNopbop
nepcoHana OObIYHO OCYLLECTBNAET MOJib-
30BaTeslb camocToAaTenibHo. OpHako ¢paH-
Yyansep MOXET COrfiacoBaTb KaHAWAATYPbI
KNioYeBbIX COTPYAHMKOB. Ecnn 310 06LwenuT,
TO OCHOBaTeNb GPaHLLN3bl MOXKET MOMOYb C
nogbopom wed-noBapa 1 ynpassioLLero, a
yxe 3T ABoe noabepyT KoMaHAy nog cebs.
Hagnte B CBOEM pervoHe MOCTaBLMKOB
BCEro Heo6xoAMMOro AnA BeAeHNsA Ballero
6u3Heca. MNognuwwnte 4OroBOpPbI C HAMK U C
noapAguYnKamu.

Ytob6bl Balwa KOMaHAa Hayyunacb Co-
3[aBaTb MPOAYKT U OKa3blBaTb CEPBUC MO
CTaHpapTam ¢paHuyan3epa, OHa [OJKHa
061afaTb COOTBETCTBYIOLMM HABOPOM 3Ha-
HUI 1 ymeHnn. ObyyeHre 06A3aH NpPoBecTH
¢dpaHuansep, nepeaas BalMM COTPYAHMKaM
Heobxogumylo Ana paboTbl MHGopMaLio 1
HY>KHble HaBbIKW.

Balua KomaHpa y>ke yMeeT BCE, UTO HY>KHO.
Ho noka ewé onacHo 3amyckaTtb paboty u
HauMHaTb eé «Ha noToke». Heobxoanmo 06-
KaTaTb HaBbIK/ KOMaHAbI 1 JOBECT BCE NPO-
Liecchbl 4o aBToMaTr3ma. Korpa Bcé genaetca
6e3yKOPM3HEHHO, MOXHO CMENO OTKPbIBATb
[BEPU LMPOKON ayAUTOPUN.

OT TOro, HACKONMbKO TrPOMKMM 6ypet
OTKPbITME BaLLEro NPeanpuUATAA, BO MHOTOM
3aBUCUT Nepuog packpyTku. O Bac JosxKeH
y3HaTb BECb ropof, KaxzAbl Baw noTtpebu-
Teslb, HEOOXOAMMO «MOLYMETb» U MPUB/EYb
BCE peKNaMHble KaHaslbl K OCBELLEHUIO Ba-
LLIErO OTKPbLITUA.

K coxaneHuto, oTKpbITUE HENb3A CYMTaTb
Xennu-3HOOM Ballero 6Ou3Heca: Bnepeau
Jonraa ckpynynésHasa paboTa no JoCTuKe-
HUIO OKYMaemocCTu Bawero gena. Ha nyHkte
N°7 Bbl BMecTe C ¢ppaHyar3epoM MIaHUPO-
Ba/ln €€, a TaKXKe oXungaemyio BbipyuyKy, pac-
xoAbl U Mpubbinb. Tenepb Bawun AeNCTBUSA
JOJIKHbI ObITb HAaNPABNEHbI Ha TO, YTOObI 10-
CTWUTHYTb 3TUX MOKa3atenen, a ppaHyarizep
JOJIKEH MaKC/MaJibHO y60oKO Morpy»atb-
CA B Ball OM3HEC B Te MOMEHTbI, Korga no-
KasaTenm OTCTalT OT 3aniaHWPOBaHHOrO
YPOBHS.
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BUYBRAND ANNOUNCED
THE GENERALMEETING

MORE THAN 150 FRANCHISE BRANDS ARE GOING TO BE
REPRESENTED AT THE 19TH BUYBRAND EXPO THAT IS HELD IN
MOSCOW ON SEPTEMBER 22-24

hree days of live communication instead of months of searching on the Internet - this is

the organizers' message to the exhibitors. More than 150 franchising concepts from market
leaders such as Gemotest - chain of medical laboratories, FixPrice —chain of fixed-price stores,
Cofix - international chain of coffee shops, X-FIT - chain of fitness clubs, delivery service
OZON etc.



ALL FRANCHISEES
ARE WELCOME

We are glad to present the franchise of beer
shops Tank&Hopper of the international
company Carlsberg group for the first time.
After a long break Carl's Junior franchise of
premium fast food restaurants returns to the
BUYBRAND exhibition and its new master
franchisee in Russia will represent it. Baby Club,
World Class and 33 Penguins will also take part
in BUYBRAND as our constant participants.

BUYBRAND Expo is not only a reflection
of franchising trends or demonstration of
innovations and the most striking business
concepts, but also a forum program with
a reputable pool of speakers and school
of franchisors. The program at the forum
“Franchising in Russia: the secrets of building
a successful network” is skilfully designed for
aspiring entrepreneurs. They can get the most
detailed understanding of the franchising
peculiarities.

PANDEMIC APPEARS TO
BE HELPFUL

Perhaps the most relevant topic at the
forum among the others — how to earn
money off franchise during the pandemic. It
seems that the pandemic and its restrictive
measures are a nightmare for small and
medium-sized businesses. But, as it turns out,
not for everyone. Buybrand.ru has plenty of
stories from franchisors and franchisees who
surprisingly appeared to be on the rise in 2020.

Medical labs had a tough time at the start
of the pandemic. At the beginning of self-
isolation they were left without clients and
later they couldn't handle the testing requests.
But they managed to cope with it, learned
to redistribute capacity, developed home
testing services. And they're doing just fine.
For example, Invitro reached 700 outlets in
June. It is a record. Helix laboratory service
had a twofold increase in franchise purchasing
applications in comparison with 2019.

Despite the logical opinion that fashion-
retail should be experiencing difficulties at
least because people are not travelling and
going out often now, the franchise chain of
lingerie retailer Stylepark has recorded growth
through the homewear purchase. Shoe chain
Tamaris believed in its customer and decided
not to reduce the volume of new collections
and remained in the black.

The niche of scooters and bicycles showed
explosive growth. Avoiding the crowds on
public transport, people started to use bicycles
and scooters, and cities began to create
infrastructure. Scooters stopped to be the
transport of choice in warm climates only. The
scooter trend spread to Siberia. Kicksharing
startups were about multimillion-dollar deals.
Citymobil recorded an increase in turnover to
15.4 billion rubles during the second wave of
the pandemic. Brand lite, which belongs to the

founders of YouDrive carsharing relaunched
after a break in 2020 and opened a franchise.
Urent company, that specializes in urban
transport rent and sporting goods started
conquering Samara on the money of Sber
and the SME Corporation. The former gave
the money to buy equipment, and the latter
guaranteed that the money would be returned.

Self-isolation made people stay at the
dachas. It produced a demand for gardening
equipment. Its growth was 3 times higher
than in 2019 before COVID-19. Gardeners
began to amortize their purchases rapidly.
Against this backdrop, electric tool and
technical maintenance networks began to
gain momentum. Franchise 220 Volt —the
leader in this sector opened 7 retail outlets in
April. The total number of outlets exceeded
250 units.

Alcoholic beverage stores became the most
stable sector during the pandemic. They did
not close, paid their rent and actively scaled
up. Even for landlords they were the most
desirable customers. For example, the draft
beer chain Pivstation opened in the midst of
quarantine restrictions and paid a month's
rent in one day of its work. The second shop
opened in autumn. Now, in six months, the
network's founders want to open about 100
sales locations.

"ROADMAP"” FOR
OPENING A FRANCHISE

As we can see, franchising remains a very
popular business area even in times of crisis.
This topic seems to be complicated because
people don't have enough knowledge about
the process of buying a franchise. The future
franchisee doesn't know what succession of
actions he or she should do. Russian Franchise
Association has prepared a “roadmap” for
opening a franchise with a description of all
the main steps of the entrepreneur: from the
decision to buy a franchise to its full return on
investment. Let's focus on the most important
milestones of this difficult process.

First, you need to understand what kind of
background information you have and what
your main goals for the franchise project are.
What type of franchise are you looking for?
How much time are you going to devote to
your business? How much money do you have
at launch? How much more money can you
raise if necessary? How quickly would you like
to recoup the project?

The main document that regulates the
relationship between the franchisee and
the franchisor is the franchise agreement.
Everything that the franchisor promised you at
the previous stages must be included into the
contract! Otherwise, the promises will have
no real force. The text of the agreement will
help you to clarify the benefits the franchise
gives you. It may be the technology of a special
product or perhaps the right to use a name
brand.

®OPYM ®OPAHYAMUBUHTA

You must correlate the benefits you
receive with the payments that the franchise
program implies. To do this, you need to
find all the explicit and hidden payments in
the agreement. Based on the financial data
received from the franchisor, as well as on
your own research, you should understand
the payback period of the project.

When meeting with the franchise founder
in person, as well as using online resources,
you should research the history of the chain's
openings and closings. It is important to know
how often new outlets open, for how long one
exists, and how often closures take place. This
information characterizes the “health” of the
business. Don 't forget to interview existing and
former franchisees. This is an action that 99%
of franchise buyers neglect. Other franchisees
are people who have been down the road
you are following now. It is possible to open
a franchise business under the supervision of
an experienced and responsible person only.
And, of course, all actions should be carried
out with the support of the manager.

Usually, the choice of premises is
performed individually, but according to the
requirements of the rights holder. The latter
helps to choose from several options that are
optimally suitable for this type of business.
Personnel is usually hired by the franchisee.
However, the franchisor can coordinate about
the qualities of the key employees. If it is a
catering business, the franchisor can help to
find a chef and a manager, and these two will
build the rest of the team. Find suppliers in
your area and get everything you need to run
your business. Sign contracts with them and
with contractors.

So that your team could study how to make
a product and provide service according to
the franchisor's standards, they must have an
appropriate set of knowledge and skills. It is the
franchisor's responsibility to provide the training
and to give your employees the information and
skills they need to do their jobs.

Your team already knows the drill. But it's
still dangerous to launch the work and start
it straight-line. You need to test your team's
skills and bring all processes to automatism.
When everything is done flawlessly, you can
safely open the doors to a wide audience.

The period of promotion depends on the
way you are going to open your enterprise.
The whole city and your every client should
know about you. It is necessary to "make some
noise” and attract all advertising channels to
speak about this event.

Unfortunately, the opening cannot be a
happy end: a long meticulous work waits
ahead if you want to recoup your business.
At point Ne7, you and your franchisor have
planned it, as well as expected revenue,
expenses, and profits. Now your actions
should be aimed at achieving these rates,
and the franchisor should take part in your
business in the moments when the rates fall
short of the planned level.
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K pu3iC — BpemA BO3MOXKHOCTEl A CIIbHDIX 11 YBEPEHHDIX B cebe npeanpuHumaTeneil. IMeHHo B 3TOT nepuoz KOHKYPEHTbI, He
CyMeBLLIe NPaBUIbHO OPraHM30BaTh CBOE N0 B HOBbIX PbIHOYHbIX YCTIOBUAX, CXOAAT C AUCTAHLMM, @ MX MECTO 3aHUMAIOT KpYMHble
BnajienbLbl ceTeBblx Openz0B. Mangemuna 2020 rofa HarnAzHO NPOJEMOHCTPUPOBANA, NOA YbUM MMeHeM OM3HeCy He CTPALLHbI HUKaKIe
BHELLHUe u3MeHeHnA. YcnewwHblit Monogoit pectopatop, KAPEH MEJIKOHAH, Buue-npe3uaeHT 1 ocHoBaTenb caMoro KpynHoro B BoctouHoit
EBpone ¢paHyaiizuHrosoro xonautra BCA, HeogHoKpaTHo BxoamBLLEro B cincok Forbes, pacckasan o TpeHpax B pecTopaHHOM Ou3Hece B
2021 roay, npenmyLLeCTBaX KOMaHAHOI paboTbl B pecTopaHHON 0TpaciK, 0 CTabUNbHOCTI CBOUX 3aBeAeHNIi B Poccun 1 nnaHax pa3suTua
MeXayHapOAHOIA ceTn pecTopaHoB bbictporo nutanuA Burger Club B EBpone.

- Kapen Ba3szeHosu4, Kakue celi4ac
npoekmeol 86l pazeueaeme? CKO/IbKO ux u
Ha Kakylo yeseayio adyoumoputo oHU opu-
eHmupoeaHbi?

- Ha cerogHAWHNA feHb Mbl 3aHUMaeM-
Csl pa3BUTIEM HECKONbKNX BpeHaoB obLle-
CTBEHHOTO MUTaHWA 1 TOProBOWN CETU Mara-
3uHOB ¢dopmata «paH-won». Mol nepsbi
1 OCHOBHOW MPOEKT — pectopaH 6bicTporo
nuTaHua Burger Club, KoTopbliii 38 HECKONb-
KO N1eT BbIPOC 13 CTapTana A0 KPYMNHOW Me-
IyHapofHoW ceTn. 3a BCé Bpemsi paboThl,
HaumHaA ¢ 2008 roga, Mbl pa3BuAn ceTb A0
[BYXCOT PeCcTOpaHOB, KOTOpbIe YXe Haxo-
OATCA BO MHOTMX Pa3BUTbIX CTPaHax mupa.
Cenvac komaHZa BCA xonguHra pepxuT
KypC Ha OTKpbITve 3aBefeHun B EBpone.
Mocne Toro, kak Burger Club o6pén no-
NynAPHOCTb, Mbl CTanu pa3BuUBaTb HOBble
6V3HeC-NPoeKTbl CO CBOeN cneuyndukon n
anA cBoewn ueneson aygutopun. Ha gaHHbIn
MOMEHT ¢ppaHyai3nuHrosomy xonavHry BCA

RUSSIAN BUSINESS GUIDE {CEHTABPb 2021}

NPVHaANexaT CeMb OCHOBHbIX OpeHAoB.
CeTb rpunb-pectopaHoB «punb Xayc», ceTb
pecTopaHOB NpemuanbHOro yposHs Koster,
ceTb kodpeeH Winners' coffee, ceTb nuuue-
pun «AMepuKkaH lMruua», OCTPOBKM roTOBOMN
efpbl «<BKycHO» 1 MeXayHapoaHaa ceTb Ma-
rasvHOB KayeCTBEHHbIX TOBapoB ¢dopmara
«daH won» Yoko. Mbl paboTaem ana orpom-
HOro KonmnyecTBa Ntofeil B BO3PacTHOW KaTe-
ropuu ot 15 go 50 net.

- Pacckaxxume o eHympeHHeli pabome
xosni0uHza BCA: kak eam yoaémcs KoHmpo-
Nluposameb MHOXecmeo npednpuamuli
00HOBpeMeHHO U NpU 3MomM npodoskams
paszsusameca?

- LleHTpanbHbll oduc KomnaHum Gepért
Ha cebs 3afjaun Mo MapKeTuHry, paboTe
NOoCTaBLWMKaMW, KOHTPOJIK KayecTBa, BBO-
Ay HOBUHOK 1 O6GHOBEHNIO MeEHI0, TeEXHWU-
yeckon nopaepke paboTbl 3aBefeHUN,
AHaNUTUKK, LpPUNANYeCKnX KOHCyJ'IbTaLWII?I,

npoBefieHVA TPEHNHIOB 1 MacTep-KacCcoB.
OnepaunoHHOe YynpaBfieHe pecTopaHa-
MU - 3afaya ppaHyan3epoB, ynpaBaoLmx
N MeHeKepOB 3aBeAeHWl, HaxoAALmxca
Ha MecTax. 3a ycrnewHon paboToi XonanH-
ra CToAT KBanMdUUMPOBAHHblE, MONoAble
WU VHUUMATVBHble ntoan. Y Hac rpamoTHO
chopMmupoBaH LWTaT, NPaBUIbHO BbICTPOe-
Hbl 3afiaum. Becb pabounii npouecc ocylue-
CTBNAIOT BOCEMb [eMapTaMeHTOB, Kax[Abl
13 KOTOPbIX OTBEYAET 3a CBOE HanpaBs/ieHne.
B paboTe yyacTBylOT fenapTaMeHT gu3aliHa
WHTepbepa, OTAeN MapKeTUHra, OTAeN nuLie-
BbIX TEXHOJIOMMI, OTAEN CHabXeHuwsA, oTaen
NOTUCTUKK, OTAEN KOHTPONA KauecTBa, Iopu-
AVNYECKUIN OTAeN, aHaMTUYeCKUn oTaen n
IT-otgen. Mo cBoemy onbITy MOry ckasaTb,
UYTO VIMEHHO CTPYKTYpHOe pasfeneHue
06A3aHHOCTE NMOMOTaeT XONAMHIY ObICTPO
MaclITabnMpoBaTbCs, a TakKe UYETKO oTcre-
XKMBaTb PaboTy KOMMaHMM 1 OLEeHNBaTb 3¢-
beKTUBHOCTb COTPYLAHMNKOB.



— B KoHuye 2018 200a ebl cmasunu ons
cebsa 3adayy pacwupume 2eo2pdguio
cemu pecmopaHoeé 6biIcmpo2o0 numaHus
Burger Club c 10 00 50 cmpaH, 8 mom 4uc-
Jle omKpbimb 3asedeHue Ha poouHe Gyp-
2epoe 8 CLUA. Yoanoce nu peanusosameo
3Mu naaHel 00 HacmynyieHus naHoemuu?

— [laHpemua, HeCOMHEHHO, OoTpa3uniacb
Ha pa3BUTAM pecTopaHHOro 6usHeca BO
MHOIMX CTpaHax. Pectopatopbl OKa3anucb
B HOBbIX 1 CJIOXKHbIX OOCTOATENbCTBAX, CBA-
3aHHbIX C OrpaHWYEeHUAMU 1 BBEAEHHBIM
nokpayHom. Ho Halemy pasBuTWiO 3TO He
NMOMeLLano, eXerogHo Mbl OTKpblBaemM [O
50 3aBepeHuin obuiectBeHHOro nutaHuaA. C
2021 roga komaHga BCA xonguHra paspa-
6aTbiBaeT KOHLEMLMIO MO BbIXOAY Ha eBpo-
NeNCcKUN pbiHOK. B Heckonbknx ropopgax
y Hac yXe ecTb AOrOBOPEHHOCTV 06 3TOM.
Hanpumep, certyac mMbl o4eHb XAEM, KOraa B
BeHrpuun cHUMyT orpaHuyeHus. B eé ctonn-
Le byganewTe »KAET OTKPbITUA HaLl NepBbin
pectopaH. K peanusauuun nnaHos B CLUA mbl
TOXe NPUAEM, HO MO3XKe.

- Bmapme 2020 200a, 8 853U C pOCMom
3a6onesaemocmu COVID-19, o6opom
pecmoparos, 6apoe u Kage cHuU3uiCA HA
20%. Ho cameim 2nny60Kkum cmasno nadeHue
ompacsnu e anpesie-mae, K020a 3agedeHus
obwienuma moanu pabomame MoOJIbKO
«HABLIHOC» U 00CMAeKy: nadeHue cocma-
eusio 6onee 50%. A Kakyio noooepKKy
8bl 0KA3bleaslu c6OUM (hpaHyalisu, KaKkue
delicmeuss npednpuHuManu O0Jid Moz0,
4Ymob6bl cOXpaHUMb cemv pecmopaHos u
yb6epeyb napmHépoe om 3aKkpbimus?

— 370 BpeMsi Heslb3A Ha3BaTb MPOCTbIM, HO
Mbl MPEOAONEN BCe TPYAHOCTU C HAaMMeHb-
WMy notepsAMU. B KauyecTBe nopaepx-
KU LEHTPasbHbIAi OPUC KOHCYNbTMPOBAs
¢dpaHuyan3y B BOMPOCAX BBEAEHUS HOBbIX
npaBui 6e30MacHOCTM Ha TeppuTopum
Kade 1 pectopaHoB. Mbl HanpaBAAN BCEM
napTHEpPam peKoMeHAaTeslbHble MucbMa
M TMOMOraan MNpOBOAUTb MEPEroBOpbl C
apeHpofaTensamMn Ha mectax. [pakTnyecku
90% TOProBbiX LLEeHTPOB, rAae PacnosioXeHbl
TOYKWU HALIUX MAPTHEPOB, MOLIM HaM Ha-
BCTpeyy. PectopaHbl 1 Kade mop Hawmmu
6peHJaMu ycrnewHo paboTany HaBbIHOC,
TaK Kak 3ToT dopmaT ouyeHb ynobeH Ans
3aBefeHNin ObICTpPOro nuTaHus. KoHeuHo,
cuTyauus TpeboBana nepecmoTpa npriBblY-
HOrO anropuTma paboTbl NPesnpPUATUIA 1 CO-
KpalleHus 3aTpart. 1A 3Toro, K CoXKaneHuio,
npeanpuHYMATENsIM NPULLIOCh YMEHbLUNTD
yrcno nepcoHana. fl cuuTaio, YTo BnagenbLpl
HaLVX 3aBeAEeHNI [OCTAaTOYHO JIErKo nepe-
LWarHy M 3TOT 3Tam, YTO Hesb3A CKa3aTb O
KOHKYpEHTax.

- Kakue mepbl npedocmopoxHocmu 6
ceA3u ¢ COVID-19 ebl 88enu 8 caoux 3aee-
OdeHusax?

- B Hawwux pecTtopaHax 6e3omnacHo.
Hanpumep, Ha caite cet «[punb Xayc» mbl

MHOPMMpPYyeM rocTeil 0 TOM, UTO B 3aBefe-
HUsIX pa3paboTaHbl onpefenéHHble NpaBuia
6e30mnacHOCT. A UMEHHO, pa3 B Yac B MoMe-
LWEHNM NPOUCXOAUT MOJHaA Ae3nHdeKLuns
BCEX MOBEPXHOCTEN: pyyekK, ABeper, mepus.
Momumo exxefHeBHOW 0bsA3aTenbHON y6op-
KU, NOC/e KaKAoro rocTa COTPYAHMKIN Kade
06pabaTbiBatoT CTON € Ae3VHPULMPYIOLLUMI
cpepacTtBaMu. HeckonbKo pa3 B fieHb pPyKo-
BOACTBO PECTOPAHOB MPOBEPSET COCTOSIHNE
3[0pOBbA COTPYAHMKOB. Becb obcnyxumBa-
IOWNIA MepcoHan 4yacTto W TwaTeslbHO MOEeT
pyKu. [nAa Hawmx COTPYAHUKOB OTMEHEHDI
cnyXebHble 1 IMYHblE NOEe3AKN 33 rpaHULLy.
BepHyBLIMECA M3 OTMYCKOB HaXOAATCA Ha
JOMallHEM ABYXHefenbHOM KapaHTuHe. U
KOHeuHo, AnsA yaobcTBa noceTutenen y Hac
MHOIO JOKTEBbIX CaHWTan3epoB. Bce 3tn
Mepbl Heo6XoAUMbI A5l TOro, YTOObI coXpa-
HUTb JOBEpPUE KIIMEHTOB U CMAacTN 6U3HeC oT
3aKpbITUA.

- Kakue u3 eawux 6peH008 nocmpa-
danu Haubosiee cuibHO, a KMo ocmascs
Ha nnasy? Kak ebl cyumaeme, CKO/bKO
epemMeHU nompebyemcs 3aeedeHuUAM ons
NnoJsIH020 80ccmaHoeJsieHun?

— BcA cetb pectopaHoB 6bICTPOro MuTa-
Hua Burger Club pabotana 6e3 npoctos,
80% 3aBefeHu He OLWYTUAN CUIbHBIX MO-
Tepb 3a BpeMsA KapaHT/Ha U Kpusuca. Yto
KacaeTcsA pecTopaHoB, TakMx Kak Koster, To
BecHomn 2020 rofa OHW, eCTeCcTBEHHO, Npu-
OCTaHOBUNM PaboTy A0 CMArYEHNsA OrpaHu-
YyeHuin. K cuyacTblo, y Hac 6bly1a BO3MOXXHOCTb
COXPaHUTb BCEX MAPTHEPOB U AaTb UM Bpe-
MSA Ha BOCCTaHOBNEeHWe. Ha JaHHbIi MOMEHT
BCE 3aBefeHMA paboTaloT B MOJHY0 CUy 1
NPUHOCAT NPUObINb CBOMM BlaAesbLiaMm.

- Kakue Hoeble mexHon02uu u cucmemal
camoobcnyKueaHus 3a epems naHoemuu
8bl 8Hedpusiu 8 pabomy 3asedeHuti?

— Mbl CTpEMUMCA K aBTOMaTH3aLun npo-
LleccoB B paboTe pecTopaHoB, 1 BO MHOTUX
HaWwmx Kade ye CTOAT aBTOMaTbl CaMO06-
cnyuBaHus. MprHuMn nx paboTtbl focTa-
TOYHO MPOCT N 3HAKOM MHOMUM. fl aymaio,
yto B Oyayliem nofobHasa cucteMa obcny-
>KNBaHWUA rocTer NOHOLEHHO BOMAET B pa-
60Ty BCeX 3aBeAeHNI 06LLeCTBEHHOrO NTa-
HUA 1 N36aBUT KIIMEHTOB 1 PECTOPATOPOB OT
npo6em, CBA3aHHbIX C YeSIOBEUECKUM (aK-
Topom. He Mmory pacckasaTtb 060 BCex TeXHM-
YecKUx pa3paboTKax HaLLIEro XoNAvHra, Tak
KaK Ha [1aHHbIi MOMEHT OAHA 13 OCHOBHbIX
NOEN HAXOOUTCA B PEXMME TECTUPOBAHNS.
Ho A yBepeH, uTto oHa ob6si3aTesibHO cebs
OMpPaBAAET U Mbl CKOPO CMOXeM €eé BHe-
ApWTh.

- Kak y6edums nioodeii omkpsieame
HoB8ble 3as8edeHus 68 cchepe peCmopaHHo-
20 6usHeca 8 nepuod naHoemuu, Koz20a
cumyayua mak Hecma6uneHa? Kakux
puckoe nomozaem u3bexxame NoKynka
¢parHwusel?

JINLO C OBJTOXKN

— Mbl cunTaem, 4To Kak pas celuac Bbirog-
HO OTKPbIBaTb pecTopaHHbiin 6usHec! Mntoc
Kpu3mca B TOM, UTO Ha PblHKe CTaHOBUTCA
MeHblUe KOHKYPEHTOB. JTO OT/INYHbIA MO-
MEHT AnA pa3BuTuA. Mbl He 6omMMcA Teky-
Lero nonoxeHua BeLleil, Tak Kak yBepeHbl
B CBOel cucTeme paboTbl. Cellyac B ropogax
0CcBOGOANNNCH MeCTa, rae 6binn pectopaHbl
KOHKYPEHTOB, KOTOpble MO KakKoW-To npwu-
YvHe He nepexunu Kpmsmuc. Mbl 3Tn mecTa
3aHMMaeM. HoBble npepgnpuvHMmaTenu 4ys-
CTBYIOT Hally NOAAEPXKKY, CUNY 1N He 60ATCA
3aXOAMUTb Ha PbIHOK MO HalMUM 6peHoM.
fl cunTato, UTo HeT HebnaronpuATHOro Bpe-
MEHWN ANA Pa3BUTWA, B KaXXOOM eCTb CBOU
BO3MOXHOCTW. lMoKa fpyrne coOMHeBaloTCA,
Mbl 6yaem OTKpblBaTb HOBble 3aBefeHVA U1
3aMoHATb PbIHOK pecTopaHamu C OTNaXKeH-
HOWN PaboTol M KayeCTBEHHbIM MUTaHUEM.
Pabotatb ¢ ¢paHUYali3MHIOBOM KOMMaHWen
ropasfo BbirofHee, YeM n3obpeTaTb YTO-TO
camomy. Mbl He CTaBUM NAPTHEPY XECTKMX
YCNIOBWIA, OH MONIHOMPaBHO OyaeT HecTu
OTBETCTBEHHOCTb 3a pPa3BUTUE CBOEro 3a-
BE[EHNA, CaMOCTOATENIbHO PYKOBOAWUTH
LWITAaTOM Nll0AeN N KOHTPONMPOBATb UX pa-
60Ty. PeHTabenbHoCTb pecTopaHa — 20% ot
060poTa, yBeNMYeHne nNpmbbIIv 3aBUCUT OT
TOrO, HACKOJbKO NpeAnpvHMMaTENlb CMOXET
onTUMK3NpPOBaTb BCe paboure npouecch
Ha mecTe. CpefiHAA Npubbinb Burger Club: ot
TPEXCOT 10 WeCTUCOoT ThicAY pybrneli B Mmecal,.
[insa Toro yto6bl NPOEKT XKW B PErMOoHaXx, ero
LieHa omKHa 6blTb KOHKYPEHTOCMOCOOHO.
MbI XOpoLo 3TO MOHMMaeM 1 fenaem BcCe
BO3MOXHOE, UTOObl rOCTW PErynapHo noce-
LLaIN HaLLW PeCcTopPaHbI.

- U3meHnunuce nu ycnosus compyoHuye-
cmea 07151 Ho8bix napmHepos?

— Mbl fepxrM LeHy ¢paHWKM3bl 3a cyeT
obbema npopax. B 2012 rogy ¢paHwum3a
Burger Club ctovna Tpu munnvoHa pybnei.
3a 370 BpemsA Kypc Aonnapa Bblipoc BABOE, a
CTOMMOCTb MakeTa HEHaMHOTo U3MeHMach.
[lnA Toro, uto6bl He 3aBKCETb OT LiEH NOCTaB-
LUMKOB CO CTOPOHbI, Mbl CO3[AanN 3aMKHY-
TbIi UMK COBCTBEHHBIX MPOW3BOACTB, KO-
Topble obecrneunBaloT Hawwn GpeHAbl BCeM
Heo6X0AMMbIM, 338 UCK/OYEHEM MOCTaBOK
MMnopTHoOro obopyposaxusa. O6 yaeluesne-
HMW CTOMMOCTM GPaHLUK3bI HE MOXET ObiTb
N peyy, Tak Kak 3TO OTpasuTCA Ha KayecTBe
6peHpa. ®paHwwmsa Burger Club natb pas
Bowwna B pentuHr Forbes n ctana nepson
cpean dppaHLLIM3 0OLECTBEHHOIO NUTAHVA B
Poccru. 3Tn Harpapabl roBOpAT cami 3a cebs.
MpeanpuUHMMaTENY XOPOLLO 3HAKOMbI C Ha-
WM MPUHLMNOM pPaboTbl, OTBETCTBEHHO-
CTbIO 1 KauecTBOM. Ham [OBEPAIOT 1 K Ham
NOYT C YBEPEHHOCTbIO, YTO BCE MONYUYUTCA.

- C ye20 HaYuHaemcs paboma c Ho8bimM
¢panuaiizu? B kakoli cpok omkpbeieaemcs
pecmopaH u Kakue smanel pabomesi npo-
xo0um? UsmeHunoce nu e8udeHue 8u3y-
anvHol KOHYyenyuu pecmopaHos?
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JINLO C OBNTOXKN

— OTHOWeHMA C HOBbIMM MapTHEpPamu
HauMHalTCA C MoanucaHua gorosopa. [a-
flee CneuvannucTbl Hawero pernaptameHTa
Nno AM3aiHy VMHTEPbepPOB CO3AAlOT MPOEKT
6ynyLiero pectopaHa. [Nocne yTBepxaeHus
AN3aliH-NpoeKTa NapTHEP HauMHAET PEMOHT
B Bbl6paHHOM nomelyeHun. MapannensHo B
LieHTpasibHOM odurce XongnHra MeHeaepbl
MOAroTaB/AMBAlOT BCe HeobxoaVMble AOKY-
MEHTbI M MOAMMUCHIBAIOT [JOrOBOPbI C NMOCTaB-
wnkamy. locne OKOHYaHMA PEeMOHTHbIX
paboT Mbl gocTaBnseM BCE Heobxonmmoe
obopynoBaHue 1 MPOBOAMM NMYCKOHaNagou-
Hble paboTbl. Korga Bce TexHMYeckne n pe-
MOHTHble PaboTbl 3aKOHUYEHbl, HauMHaeTcA
obyyeHne nepcoHana. /I KoHeuHo, ponro-
XKIOAHHOE M TOPXKeCTBEHHOEe OTKPbITME Noj
ynpaBneHnem oTaena MapKeTuHra. MonHblIii
naket ¢paHwmsbl Burger Club ctout Tpmn
MWIMOHA TPUCTa NATbAECAT ThiCAY pyonein.
B Hero BxoguT 60nee NATMAECATU NO3ULNIA,
a MeHHO [M3aiiH-MPOeKT, MNaH 3NeKTPUKHU,
CaHTEXHVKM, MOTOJIKA, MOJMa, MOHTaXa CTeH.
Bce npoektbl co3patotca ¢ 3D-Busyanusa-
Lueit, YTo NomoraeT AeTasibHO NpefCcTaBUTb
mogenb Oyayliero pectopaHa. B cymmy nop
KoY Takxe BXofAT mebenb, NocagoyHble
MecTa, KyXOHHoe obopynoBaHue, peKknam-
HaA BbiBeCKa, 6apHaa CTolKa, CTONeWwHnLa,
KaccoBoe obopyaoBaHue, NporpammMHoe
obecrieyeHne, MOHTaXX 0bOpynOBaHMA,
nycKoHanafjouHble paboTbl, Bble3n 0byua-
lOLLero nepcoHana, OTKPbIBaloLWEero nepco-
Hana v Tak fanee. MonHbl 3anyck 6usHeca
6yAeT CTOMTb NAapTHEPY [0 NATY MUTTMOHOB
py6nenn. Cymma BapbupyeTca oT niowagmn
MoMeLLeHns, CTOMMOCTM €ro PemMoHTa W
apeHgpbl. na oTKpbITUA CO6CTBEHHOTO 613-
Heca C MVMHUMAaJbHbIMK PYCKaMK1 3Ta CyMMa
BMOJIHE OMpaBAaHa.

- Kakue ceexxue udeu ebl npednazaeme
Hoebim napmuépam? Kakue ckpbimele
803MOXXHOCMU 8bl 8UOUME 8 HOBbIX pe-
anusax? Pacckaxume o0 pecmoOpaHHbIX
mpendax 2021 200a. Kakoii popmam 3a-
e8edeHuli Ha OaHHbIli MOMeHmM 6osee npu-
e/lekamesieH u peHmab6eneH?

- Hawa KoHuenuuAa KapAuHanbHO W3-
MeHunacb B 2018 rogy. C 3TOoro MomeHTa
Mbl COBEPLUEHCTBYEMCA C KaXblM HOBbIM
0OBbEKTOM, BHEAPAEM CBexune paspaboTku
N co38aéM UHTepeCHble aBTOPCKMeE AMN3aliH-
npoekTbl. Kaxabli HOBbI pecTopaH — 3TO
ManeHbkn «anrpeng». Ecnm rosoputb o
TpeHAax, TO cernyac XOpoLO pa3BMBalOTCA
pecTopaHbl CpeAHero LieHOBOro CermeHTa.
OxBaT 1 06bEMbI MOXET fiaTb TONbKO cpef-
HuI knacc. Cenyac komaHga BCA xonguHra
60sbLLIOe BHUMaHWe yaensaeT pasBuTuio Ao-
CTaBKM, TaK Kak COBPEMEHHbIN TEMM >KN3HU
BblpaboTan y nofeli NpriBbIYKYy MONyyaTbh
enaemoe B KpaTyarime CpoKku. Ml KoHeuHo,
nokgayH 2020 roga nosnuan Ha $popmMuUpo-
BaHMe JaHHoro dopmarta. Hawa ocHoBHas
3afiaya ONTUMMU3MPOBATb MNpPOLEeCC TaKuUm
06pa3om, UTobbl KIIMEHT MOT KaK MOXHO Obl-
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CTpee NoJlyyaTb roToBYo efy. ITO KacaeTcs B
nepsyto ouepenb dactoyna. B pectopaHbl ¢
nocagKou Noau, Kak NpaBuiio, NPUXoaaT 3a
aTMocdepoit, No3ToMy 3[eCb, HECOMHEHHO,
Ba’KHO MOAAEPKMBaTb CEPBUC HA BbICOKOM
YPOBHE 1 COXPaHATb BHELIHIOW MNpYBeKa-
TeNbHOCTb 3aBefleHUA.

- Cumyayus ¢ naHOemueli 3acmasuna
MHo2ux to0eli nepecMompems ceoli 06-
pas Xu3Hu u 8327110 HG numaxue - 3mom
¢akmop y4yumelieaemcs e eauwiux 3dee-
OdeHusax? Kakue npodykmel @bl Ucnose-
3yemca npu npuzomoesieHuu 6ypzepos?
Mol 3Haem, ymo 01 cemu pecmopaHoe
8bl UCNOJIb3yeme My4YHble 3AMOPOXeH-
Hble nosy¢pabpukamel, Komopseie 20mo-
sume camocmoamenbHo. Paccka)kume
nodpobHee o eawiem x1e606yn04HOM
npednpusmuu.

— Cpenatb BKYCHO U JOPOr0 MOXeT KarK-
ObllA, @ caenatb BKYCHO, MOJIe3HO U [OCTYM-
HO — 3aflaya AJIA HaCTOALLUX PECTOPATOPOB.
[na npurotoBneHmsa 6yprepoB U [pyrux
651104 Mbl UCMONIb3yeM KayeCTBEHHbIE MPo-
OYKTbl BbICLIEro copTta, Takme Kak OrpoM-
Hble KOTNeTbl U3 HacToAlel MPaMOPHON
roeagvHbl Becom 150 r Kaxkas, BO3yLlHble
6yNnoYKY, KOTOPblE Mbl BbiNeKaemM NPAMO Ha
mecTe. Mbl roTOBUM KOTNeTbl A4nsa 6yprepos
No co6CTBEHHOW TEXHOMOMNN, CEKPET KOTO-
poW He pacKpbliBaeM, COYCbl Mbl TOXe fAena-
em camocToATenbHo. MPabprka no npous-
BOZLCTBY XJ1€606y10UHbIX U3aenuin Moscow
Bakery Solutions paboTaeT yxe 6onee Tpéx
NleT, Ha CerofgHAWHNM AeHb OHa OTAAET A0
NATHAALLATM TbICAY MYUYHbIX 3aMOPOXKEHHbIX
nonydabprkaToB B AeHb. MepBoHayanbHO
npeanpuATMe CO3AaBanochb AnA TOro, YTo-
6bl 0becrneumTb HalWKM pecTopaHbl Kaue-
CTBEHHOW MPOAYKLMEN, HO CO BPEMEHEM Y
babprKn NOABUANCH KINEHTbI CO CTOPOHDI,

M OHa CTafa MPUHOCUTb SOMONIHATENbHYIO
npubbiib. Bynoukn ana 6yprepos — ofuH

13 OCHOBOMOJAralolWmxX NPOAYKTOB B Ha-
LWeM CerMeHTe, 1 3aBUCETb OT MOCTaBLUMKA
6b110 6bl HepalymHo. B Halwem cnyyae Mbl
CaMOCTOATENIbHO BAMAEM Ha cebecTou-
MOCTb NPOAYKTa 1 PEFYIPYEM ErO LIEHY.

- Hackoneko usmeHunca o6opom
KomMNnaHuu 3a nocsiedHuli 200? Hackonbko
yeepeHHO 8bl cebsa yyecmeyeme 8 ycso-
susAx Kpusuca? Kakue nymu paseumus
KomnaHuu ebl guoume?

— [PaMOTHO BbICTPOEHHbIN MapKeTUHT,
co3faHvie HOBbIX peLenTyp 1 NogaepKaHue
YPOBHSA CepBMCa U KayecTBa JaloT HaMm BO3-
MOMHOCTb €XErofHO BbIXOAUTb Ha HOBble
PbIHKA U OTKPbIBaTb 3aBefEHUA B CaMblX
KpacuBbIX ropofgax Mupa. VIMeHHO mo3To-
My obopoT BCA xongvHra cTpemuTesibHO
pacTér. Ha paHHbI MOMEHT CeTb pecTo-
paHoB Burger Club HacuuTbiBaeT 6onee
[BYXCOT ToueK nutaHua. OCHOBHaa 3ajaya
LieHTpanbHOro oduca — cnocobcTBOBaTh
pa3BuTUIO GpaHyaii3n, TeM CambiM YyBENU-
ymBaTb MX 060POT. Mbl YECTHO BbINONHAEM
cBolo paboTy u TpygumcA Ha Gnaro napt-
HEPOB, Beflb OT HAaC MHOTOE 3aBUCUT.

- B yém cekpem ycnexa BCA xonournza? U
4ymo 66l 8bI XOMesiu NoX<eJlams npeonpu-
HUMamesnam, Komopbie 20moebl nolimu
Ha puck u nonpo6osams cebsa 6 pecmo-
paHHom 6Gu3Hece?

- 3anor ycnexa BCA xonguHra B ero
KomaHge. Al pato coTpygHuKam MpaBo Ha
OLIMOKY, yBa)<ato MX MHEHUE U BCErfa rotos
ero Bbicnywartb. [nA MeHA OYeHb LEHHO,
Korga cneumannuct npoasBnaeT NHULMATUBY
N npepnaraeT CBOV UAEW MO YCOBEPLUEH-
CTBOBaHMi0 pabouero npouecca. Cospe-
MEHHOe MOJIOfj0e MOKOJIeHNe MbICAUT
HecTaHAapTHO, ero npepacTaBuTenn 6onee
TBOpYECKME M KpeaTUBHble, MO3TOMY ANA
TOrO, YTOObI COTPYAHMK ObIN BEPEH CBOEMY
[eny 1 YyBCTBOBaJ CBOIO NMPUHAANEXHOCTb
K 6oNblIOW KOMaHAae, eMy TpebyeTca nog-
[eprKKa, a He KpuTrKa. Mbl YacTo MPOBOAUM
COBeLlaHsA, NMeperoBopbl 1 06CYKAeHNS,
roe KOJIEKTMBHO HaXOAMM WHTEpPecHble
1 BbIFOAHbIE /1A HAcC pelleHus. 1 yenosek
Pa3HOCTOPOHHWI, NGO U3yyaTb MHOTME
cdepbl AEATENBHOCTY U OKPYXato ceba nH-
TepecHbIMU nioabMu. Ecniv B npouecce nsy-
YeHMA MHe MOHPABUTCA KaKoe-TO Hamnpas-
JIeHVe, KOTopoe si MOr Obl MPVMEHUTb B
6r3Hece, TO A 06A3aTeNbHO 3TO CAenaw u
nocTaBnio nepep 6onee OMbITHbIM CreLu-
anncTom B 3TON 06/MacT HOBble 3ajayn.
Bcem xenawowmm Hayatb paboTy B pecTo-
paHHOM 6U3Hece A CKaxy, YTo He Hago 6o-
ATbCA BHELWHUX OBCTOATENbCTB, BO3pacTa
1 OpYryx orpaHnyrBaioLiMX Bawly cBobony
¢dakTopoB. Hukorga He No3gHo HanMTy cebs
N peanun3oBaTtbcA B HoBOM gene. OTKpbI-
BaliTe cBoW 6GM3Hec M pabotaiiTe B CO6-
CTBEHHOe yAoBoOsnbCTBME!

Moarotosuna lapbsa bakapuHa



he crisis is a time of opportunity

for strong and confident
entrepreneurs. It was during this
period that competitors who did
not manage to organize their
business properly in the new market
conditions left the race, and owners
of big network brands took their
place. The 2020 pandemic has clearly
demonstrated what brands are not
afraid of any external changes. A
successful young restaurateur, KAREN
MELKONYAN, Vice President and
Founder of BCA, the largest franchise
holding in Eastern Europe, repeatedly
included in the Forbes list, spoke
about the trends in the restaurant
business in 2021, the advantages of
teamwork in this industry, and the
stability of his business in Russia.
In addition, he shared plans for the
development of an international fast
food chain Burger Club in Europe.

FOOD
SERVICE

MARKET IN
NEW REALITY:E

HIDDEN

OPPORTUNITIES

- Mr. Melkonyan, what projects are you
developing now? How many projects you
have? What audience are they targeting?

- Today we are engaged in the development
of several brands of public catering and a
retail chain of stores in the Fan Shop format.
My first and main project is the Burger Club
fast food restaurant, which in a few years has
grown from a startup to a large international
chain. Over the entire period of our work,
since 2008, we have developed a network of
up to two hundred restaurants, which are
already located in many developed countries

of the world. Now the BCA Holding team
is heading towards opening restaurants in
Europe. After Burger Club gained popularity,
we began to develop new business projects
with their own specifics and for their target
audience. Currently, the BCA franchise
holding owns seven main brands. A chain
of grill restaurants Grill House, Koster
premium-level restaurant chain, Winners'
coffee chain, American Pizza chain, Vkusno
- small shops for ready-made food and an
international network of quality goods of the
Fan Shop format - Yoko. We work for a huge

number of people in the age category from
15 to 50 years old.

- Tell us about the inner processes at BCA
Holding: how do you manage to control many
enterprises and at the same time continue
to develop?

— The headquarters of the company takes on
the tasks of marketing, working with suppliers,
quality control, introducing new products and
updating the menu, technical support for the
work of restaurants, analytics, legal advice,
conducting trainings and master classes.
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Operational management of restaurants is the
responsibility of franchisors, managers of local
restaurants. Qualified, young and enterprising
people stand behind the successful work of
the group. We have a competently formed
staff, and tasks are aligned correctly. Eight
departments, each of which is responsible
for its own area, carry out the whole work
process. The work involves interior design,
marketing, food technology, procurement,
logistics, quality control, legal, analytical and
IT departments. From my own experience, I
can say that it is the structural separation of
duties that helps the holding to scale quickly,
as well as clearly monitor the company’s work
and evaluate the effectiveness of employees.

- At the end of 2018, you set for yourself the
task of expanding the geography of the Burger
Club fast food restaurant chain from 10 to 50
countries, including opening a restaurant in
the homeland of burgers in the United States.
Did you manage to implement these plans
before the onset of the pandemic?

— The pandemic has undoubtedly affected
the development of the restaurant business
in many countries. Restaurateurs found
themselves in new and difficult circumstances
related to restrictions and the imposed
lockdown. However, this did not hinder
our development, every year we open up
to 50 catering points. Since 2021, the BCA
Holding team has been developing a concept
for entering the European market. We already
have agreements on this in several cities. For
example, now we are very much waiting for
the restrictions to be lifted in Hungary. Our
first restaurant is waiting for the opening in
its capital, Budapest. We will also come to the
implementation of plans in the United States,
but later.

- In March 2020, due to the increase in
the incidence of COVID-19, the turnover of
restaurants, bars and cafes decreased by 20%.
However, the industry’s fall was the deepest
in April-May, when catering establishments
could only operate in takeaway form and
conduct delivery: the drop was more than
50%. What kind of support did you provide
to your franchisees, what actions did you take
in order to preserve the restaurant chain and
protect partners from closing?

- This time cannot be called easy, but
we overcame all difficulties with the least
losses. As a support, the central office
advised the franchisee on the introduction
of new safety rules in the territory of
cafes and restaurants. We sent letters
of recommendation to all partners and
helped to negotiate with property owners
on the spot. Almost 90% of the shopping
centers, where businesses of our partners
are located, met us halfway. Restaurants and
cafes under our brands have successfully
worked for takeaway, as this format is very
convenient for fast food restaurants. Of
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course, the situation required a revision
of the usual algorithm for the operation of
enterprises and a reduction in costs. For
this, unfortunately, the entrepreneurs had
to reduce the number of staff. I believe that
the owners of our restaurants overstepped
this stage quite easily, which cannot be said
about the competitors.

- What precautions have you put in place
in your restaurants regarding COVID-19?

— It is safe in our restaurants. For example,
on the website of the Grill House chain, we
inform guests that certain safety rules have
been developed in the restaurants. Namely,
a complete disinfection of all surfaces occurs
in the room once an hour: handles, doors,
railings. In addition to the obligatory daily
cleaning, the cafe employees treat the table
with disinfectants after each guest. The
restaurant management checks the health of
the employees several times a day. All service
personnel wash their hands frequently and
thoroughly. Business and personal trips
of our employees abroad were cancelled.
Those returning from vacation are in home
quarantine for two weeks. In addition, of
course, for the convenience of our visitors,
we have many elbow sanitizers. All these
measures are necessary in order to maintain
customer confidence and save the business
from closing.

- Which of your brands have been hit
hardest, and who have stayed afloat? How
long do you think it will take restaurants to
recover fully?

— The entire Burger Club fast food chain
worked without downtime, 80% of the
restaurants did not experience heavy losses
during the quarantine and crisis. As for
restaurants such as Koster, in the spring of
2020, they naturally suspended operations
until restrictions were eased. Fortunately,
we had the opportunity to keep all partners
and give them time to recover. Now all
establishments are working in full force and
bring profit to their owners.

- What new technologies and self-service
systems have you introduced into the work of
restaurants during the pandemic?

- We strive to automate the processes in
the work of restaurants, and many of our
cafes already have self-service machines. The
principle of their work is quite simple and
familiar to many. I think that in the future,
such a system of serving guests will fully enter
the work of all catering establishments and
relieve customers and restaurateurs from
problems associated with the human factor.
I cannot tell you about all the technical
developments of our holding, since at the
moment one of the main ideas is in testing
mode. However, I am sure that it will definitely
justify itself, and we will soon be able to
implement it.

- How to convince people to open new
restaurants during a pandemic when the
situation is so unstable? What risks does
buying a franchise help avoid?

— We believe that it is profitable to open a
restaurant business just now! The advantage
of the crisis is that there are fewer competitors
on the market. This is a great moment
for development. We are not afraid of the
current state of affairs, as we are confident
in our system of work. Now the cities have
vacated places where there were restaurants
of competitors, which for some reason did
not survive the crisis. We are taking these
places. New entrepreneurs feel our support,
strength and not be afraid to enter the market
under our brand. I believe that there is no
unfavorable time for development, each has
its own opportunities. While others are in
doubt, we will open new restaurants and
fill the market with businesses with smooth
operation and quality food. Working with a
franchise company is much more profitable
than inventing something yourself. We do not
impose harsh conditions on partners; they
will be fully responsible for the development
of their business, independently manage the
staff of people and control their work. The
profitability of the restaurant is 20% of the
turnover, the increase in profit depends on
how the entrepreneur can optimize all work
processes on the spot. Burger Club average
profit: from three hundred to six hundred
thousand rubles per month. In order for a
project to live in the regions, its price must
be competitive. We understand this well and
do our best to ensure that guests visit our
restaurants regularly.

- Have the terms of cooperation for new
partners changed?

— We keep the franchise price at the expense
of the sales volume. In 2012, the Burger Club
franchise cost three million rubles. During
this time, the dollar rate has doubled, and the
cost of the package has not changed much. In
order not to depend on the prices of external
suppliers, we have created a closed cycle of
our own productions, which provide our
brands with everything they need, except
for the supply of imported equipment. There
can be no question of reducing the cost of
the franchise, as this will affect the quality
of the brand. The Burger Club franchise was
included in the Forbes rating five times and
became the first among catering franchises in
Russia. These awards speak for themselves.
Entrepreneurs are well acquainted with
our principle of work, responsibility and
quality. They trust us and come to us with
the confidence that everything will work out.

- How does work with a new franchisee
begin? How long does it take to open a
restaurant and what stages of work does it
take? Has the vision of the visual concept of
restaurants changed?



— Relations with new partners begin with
the signing of an agreement. Further, the
specialists of our interior design department
create a project for the future restaurant. After
the approval of the design project, the partner
begins the renovation in the selected room.
At the same time, in the central office of the
holding, managers prepare all the necessary
documents and sign contracts with suppliers.
After the completion of the repair work, we
deliver all the necessary equipment and carry
out commissioning. When all technical and
repair work is completed, personnel training
begins. And, of course, there is the long-awaited
and grand opening under the direction of the
marketing department. The full Burger Club
franchise package costs three million three
hundred and fifty thousand rubles. It includes
more than fifty items, namely the design
project, the plan of the electrical, plumbing,
ceiling, floor, wall installation. All projects are
created with 3D visualization, which helps
to present in detail the model of the future
restaurant. The turnkey amount also includes
furniture, seats, kitchen equipment, advertising
sign, bar counter, countertop, cash register
equipment, software, equipment installation,
commissioning, departure of training
personnel, opening personnel, and so on. The
full launch of the business will cost the partner
up to five million rubles. The amount varies
from the area of the premises, the cost of repairs
and rent. To open your own business with
minimal risks, this amount is quite justified.

- What fresh ideas do you offer new
partners? What hidden opportunities do you
see in the new realities? Tell us about the 2021
restaurant trends. What format of business
is currently more attractive and profitable?

- Our concept changed dramatically
in 2018. From that moment on, we are
improving with each new object, introducing
fresh developments and creating interesting
author's design projects. Each new restaurant
is a small “upgrade”. If we talk about trends,
now restaurants of the middle price segment
are developing well. Only the middle class
can provide coverage and volumes. Now the
BCA Holding team pays great attention to the
development of delivery, since the modern
pace of life has developed the habit of people
getting what they want in the shortest possible
time. And, of course, the 2020 lockdown
influenced the formation of this format. Our
main task is to optimize the process so that
the client can receive ready-made food as
quickly as possible. This applies, first of all,
to fast food. People usually come to restaurants
with seating for the atmosphere, so here it is
undoubtedly important to maintain a high
level of service and maintain the visual appeal
of the restaurant.

- The situation with the pandemic has
forced many people to reconsider their
lifestyle and outlook on food - is this factor
taken into account in your restaurants? What
foods do you use when making burgers? We
know that for a restaurant chain you use
frozen convenience foods that you cook
yourself. Tell us more about your bakery.

- Everyone can make tasty and expensive,
but making tasty, healthy and affordable is a
task for real restaurateurs. For the preparation
of burgers and other dishes, we use high-
quality products of the highest quality, such as
huge cutlets from real marbled beef weighing
150g each, airy buns that we bake right on
the spot. We prepare burger patties using

JINLO C OBJTOXKN

our own technology, the secret of which we
do not disclose, we also make sauces on our
own. The factory for the production of bakery
products Moscow Bakery Solutions has been
operating for more than three years. Today it
gives up to fifteen thousand frozen flour semi-
finished products a day. Initially, the company
was created in order to provide our restaurants
with quality products, but over time, the factory
acquired outside customers, and it began to
bring additional profit. Burger buns are one
of the core products in our segment and it
would be unwise to depend on a supplier. In
our case, we independently influence the cost
of the product and adjust its price.

- How much has the company's turnover
changed over the past year? How confident
are you during the crisis? What ways of the
company's development do you see?

- Competently built marketing, creating
new recipes and maintaining the level of
service and quality give us the opportunity
to enter new markets every year and open
establishments in the most beautiful cities in
the world. That is why the turnover of the BCA
holding is growing rapidly. At the moment, the
Burger Club restaurant chain has more than
two hundred food outlets. The main task of the
central office is to facilitate the development of
franchisees, thereby increasing their turnover.
We honestly do our job and work for the good
of our partners, because a lot depends on us.

- What is the secret of BCA Holding’s
success? And what would you like to wish to
entrepreneurs who are ready to take risks and
try themselves in the restaurant business?

— The key to the success of the BCA Holding
is in its team. I give my employees the right
to make mistakes, I respect their opinions
and I am always ready to listen to them. It
is very valuable for me when a specialist
takes the initiative and offers his ideas for
improving the work process. The modern
young generation thinks outside the box, its
representatives are more creative, therefore,
in order for an employee to be faithful to his
work and feel that he belongs to a large team,
he needs support, not criticism. We often
hold meetings, negotiations and discussions,
where we collectively find solutions that
are interesting and beneficial for us. T am a
versatile person, I like to study many fields of
activity and surround myself with interesting
people. If in the process of studying I like some
direction that I could apply in business, then
I will definitely do it and set new tasks for a
more experienced specialist in this field. I will
tell everyone who wants to start working in the
restaurant business that there is no need to be
afraid of external circumstances, age and other
factors limiting your freedom. It is never too late
to find yourself and try new business. Open your
own business and work for your own pleasure!

Prepared by Daria Bakarina
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MCTOPUN YCTIEXA

KAK
YCMELWHO

OTKPbITb
KOPEWHbLIN

b3HEC 1O
OPAHLUWIE

- Anekceli, 3a mpu 200a ONE PRICE
COFFEE sbipoc u3 He6onbuioli KoMnasuu
00 KpynHoli ¢hedepanbHoli cemu KogheeH,
OCHOBHAA 4acMb KOMOPbIX 3Mo hpaHwiu-
3bl. B yem npeumywiecmea umeHHo eaweti
¢paHwu3eI?

— Mbl pa3paboTanu pabouyto mogenb 61s-
Heca KopeeH ¢ GUKCUPOBAHHLIMU LiEHaMW,
APOAYMAHHbIM aCCOPTUMEHTOM KOdENHbIX
HanWTKOB 1 6J1104 1 OKa3biBaeM CBOVIM MapT-
HepaMm MOJHYI0 MOAAEPXKY B OpraHM3auum
ornepauvioHHO paboTbl, B Pa3BUTUN, 3aKym-
KaxX N MapKeTuHre.

CeropHA PbIHOK KOGENHbIX GpaHLLN3 NpU-
BJleKaeT MHOFUX TeM, YTO He TpebyeT 3Haun-
TeJIbHbIX KamuTasbHbIX BROXeHWU. CrapTo-
Bble WHBECTULIAM Ha OTKPbITUEe KodenHn
ONE PRICE COFFEE ob6owngyTca npuMepHO
B 1,5-2,5 mnH py6neii, maywanbHbI B3HOC
cocTaBnAeT 450 TbicAY py6nen, poant — 7%
OT BaJ/loBOW BbIPYUKW. [1nA napTHepoOB, KOTO-
pble akTVBHO pa3BKBatoTCA, NpeAyCMOTPeHa
nporpamMma CKUgoK — npuv OTKpbITAX bonee
3-x KodeeH mayLanbHbIi B3HOC 3a KaKayto
koderiHio — 350 000 pybneit, poantu — 5%.

Hukakunx gpyrux B3HOCOB HeT. B otnnune
OT MHOFMX PppaHyaln3epoB, Mbl HE B3bIMaeM
C HalMX NapTHEPOB AOMONHNUTESIbHbIE NPO-
LieHTbl 3@ MapPKeTUHT, 3aKymnKu, JIOTUCTUKY
MOMHOCTbIO 6epem KX Ha cebs, Hanpumep
B CTPYKType ynpasnsdwoLlen komnaHui ONE
GROUP 3aTpatbl Ha MapKeETUHT COCTaBAOT
14-16% ot 0bLero o6bema 3aTpar.

— Mouemy c ¢ppanwiuzoli pabomams npo-
we, 4em omKpbimb co6cmeeHHyto KogeliHio?

— Bbixog Ha PbIHOK C HyNA — CHNOXHaA
3afjlaya Ana HoBuuka. Heobxopmmo 3HaTb
cneyndurKy oTpacnu, HanakneaTb CBA3N C
MOCTaBLMKaMK, AOrOBapvBaTbCA O LieHax,
NpaBuJIbHO BbIOUPATL MPOAYKT 1 060PYAO-
BaHve. [opa3ao mpotle HauvHaTb 6U3Hec ¢
MOAJEPXKKOM OMbITHOTO UIPOKa, KOTOPbIN
Xopoluo pasbupaetca B cBoel chepe.
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KO®ENHDIN
KOHBEWEP

NE PRICE COFFEE ctana camoit 6bicTpopacTyLLeit GppaHuali3uHroBoii CeTbio B

EB-pone. Kak oTmeuatoT pykoBoauTenu cetu, notpedbnenne kode B Poccuu
pacTeT ObICT-pbIMI TEMNAMU U BCe YalLie ero NbloT BHe [0Ma, 4T0 0becneynBaet
(TabubHbIN CNPOC Ha KayeCTBeHHbIN Kode. IMeHHO Tak v poaunach uae
pa3BUBaTb CeTb KopeeH, Npea-naratLLmx HanuToK no GUKCUPOBAHHON LieHe BHe
3aBUCMMOCTY OT KonebaHni poiHka. O TOM, Kak yAanocb peanin30Batb JaHHY0
busHec-mopenb, pacckasbiBaet reHepanbHblil aupektop ONE PRICE COFFEE
ATIEKCEV YAIKA.




Hanpumep, ecnu rosoputb O Halem
OCHOBHOM MpPoAyKTe — Kode, To Mbl pabo-
Taem Tonbko co 100% apabukon, 1 Hawwm
COTPYAHMKY NeTatoT B bpasunuio, roe Kax-
ObliA ypoxaln oTbupatoT y depmepos, npo-
BOAAT KannuHrX 1 3aKynaioT Kode BblCLle-
ro KayecTtBa.

EcTb cO6CTBEHHDBIN LIeHTP 06XKapKu, KOTO-
pbilh BXoAUT B Ton-5 06xapLurkoB specialty
coffee B Poccum n obxapusaet 6onee 30
TOHH 3epeH B MecAL.

Y cetn ONE PRICE COFFEE npoBepeHHbii
Ny NOCTaBLYMKOB C CAMbIMW HU3KUMI 3aKy-
NMOYHbIMU LieHamu. MPOoAYKTOBbIA accopTu-
MEHT Halux KodeeH COCTOUT M3 yeTbipex
KaTero-puin NPOAYKTOB: BblMeuka, KynnHa-
puA, COHABUUM W KOHAWUTEPCKME W3Lenus,
npogaa KoTopbix NpUHocUT KodenHe 30%
BbIPYYKM. [JNA COXpaHEHUA BbICOKOW Map-
XKW BaXHO MOMYUYNTb HU3KYIO LieHY, YTO Ham
ypaetca 6naropgapsa 6onbliomy obbemy 3a-
Kynok. HoBnukam B 6U3Hece HeBO3MOXHO
[OroBOPUTbCA O TaKMX BbIFOAHbIX YCIOBUAX
nocTaBok. Kpome Toro, Mmbl nomoraem ¢paH-
Yari3y HaxopuTb MOCTaBLUMKOB Hemocpen-
CTBEHHO Ha MECTHbIX PblHKaX, YTO TO3BO-
NAET COKPATUTb NOFUCTUYECKYIO LIeNoYKy 1
YAepPXMBaTb LieHbl Ha 3aAB/IEHHOM YPOBHe.

Mbl cuctemHo pabotaem C NpPoLyKTOBOM
Matpuuen. KodeinHn ONE PRICE COFFEE Ha-
XOAATCA Ha BbICOKOM Tpadurke n 70% noce-
TUTENEN — OQHU 1 TE Xe NIOAN, KOTOPbIM 6bl-
CTPO HajoepaeT OAUH accopTumeHT. OTaen
3aKyMOK 3aHMMaeTcsl 0OHOBNEHVEM MPOAYK-
TOBOW NIMHENKN, UAET NOCTOAHHAA poTauuma
npoaykra — Ao 30% accopTMMeHTa KaXAbin
ce30H o6HoBRAETCA.

HakoHel, kntoueBol ¢akTop ycrnexa Ha-
wero 6u3Heca — NPaBWUbHO NMOA0OPaHHasnA
nokauua. MHoroneTHWin, yCnewHbI OnbIT
N KOMMNETEHUUW B ynpaBaeHUW Mobusib-
HbIM PUTENIOM AAET BO3MOXKHOCTb Momov-
paTb nokaumu anA dpaHyaii3m C BbICOKOM
KOHLEeHTpauuen ueneson ayautopun. Mbl
TWlaTeIbHO OTOMPaemM MecTa Afis OTKPbITWS
KodeeH 1 NpoCUYNTbIBAaEM pasHble MOZESN.
Okoso 90% nokauuii ana ¢paHyansy nogo-
6pany UMeHHO Mbl. MapTHEPBI UMEeIT BO3-
MOXXHOCTb NPERJIOKNTb 1 CBOK TOUKY, TOraa
Mbl €e He MeHee TWATENbHO OLEHUBAEM
TONbKO €Ci BUAUM, YTO MECTO BblOpaHO
BEPHO, JaeM coryiacre Ha OTKpbITue Koden-
HW. A Janee CONPOBOXAAEM HaLIMX MapT-
HEPOB MpY 3aK/IOYEHMN OTOBOPA apeHAbI,
nomoras nosyunTb JiyyLume yCnoBus .

C Hawewn nopaepKkom dpaHyan3n 3apa-
6aTbiBAIOT Te AeHbIM, KOTOpble Mbl MM 00e-
LLanK Ha cTapTe ux busHeca.

— OpaHualizuH208bIli 6U3Hec 06e0UHs-
em MHO)ecmeo /1t00eii y Komopeix Mo2ym
pasnuyamecs MoyYKu 3peHusi Ha eedeHue
6usHeca. BozHukalom siu cnopbsi co ceoumu
¢paHuatizu?

- B ONE PRICE COFFEE BbicTpoeHa fge-
MOKpaTniHaa mofaesb B3aMIMOOTHOLLIEHN

C napTHepamu. Bce cnopHble MOMEHTbI Mbl
pewaem KonnernanbHo. Hanpumep, B 2019
rogy Mbl 3anyCTUAN NPOrpaMmMy JIOAbBHOCTU.
3a cKauMBaHME MOOWIBHOTO MPUNIOXKEHNUA
Mbl Aapuan rocTAM KodeeH KanyumHo. Tak
>K€ roCTU VIMeNn BO3MOXKHOCTb CnucCbiBaTb
noboe KONMMYecTBO HaKOMMEHHbIX 6annoB.
3aTpaTbl Ha nNporpammy MOAAbHOCTU BO3-
pocnu ¢ 1 go 3%. EctecTBeHHO, 3TO Bbi3BaIO
HepoBOMbCTBO ppaHUalian. M Torga Mbl BMe-
CTe C MapTHepamMu CTann UCKaTb peLueHue,
ob6cyxaTb pasnvyHble BapuaHTbl U B pe-
3ynbTate M3MEHWIV NPOrpaMmy, nepesenas
ee Ha NoJapoYHyto — coBepluasa NOKynKn B
KodelHe, rocTb KOnUT 6Ganbl, KOTOPbIMU
3aTeM MoxkeT onylaumBatb 100% ctommocTun
nokynku. Mporpamma NoHpaBunacb Hawmm
rocTAM — cerofHs B Hell yxe 6onee 300 Tbl-
CAY Nonb3oBaTeNien 1 MOHPaBUAACh HALIM
¢dpaHuan3m — 3aTpaThl Ha cncaHye 6oHycoB
He npes.bIwatoT 1%, YTO ABNAETCA OYEHb XO-
poLWMM NokasaTtenem B OTPAC/IN.

Bce cnopHble MOMEHTbI Mbl FOTOBbI 06CY-
»KAaTb C NapTHeEpPaMu, ANA 3TOro CyLIeCcTBYeT
yaT ¢ GppaHyYai3n, rae MoXKHO 3afaTb 06O
BOMNPOC 1 06cyauTb niobyto npobnemy. Tak-
»Ke Mbl NPOBOAMM YacTble BCTPEYM, Ha KOTO-
pbiX 06Cy>KAaem BakHble BOMPOCHI C MapT-
Hepamu B oduce KoMnaHuu.

- B 2019 200y npoekm 6bin1 Npu3HaH
camotui 6bicmpopacmyujeli cemoio 6 Poc-
cuu. A nomom npuwisia naHoemus...

- MNaHgemuna fokaszana, uto dopmat QK-
CUPOBaHHbIX LeH Ha KayeCTBEHHbIN Mpo-
JyKT MO3BOJIAET OCTaBaTbCcA B 6GU3Hece B
camoe TaxKenoe Bpems. Havbonee TpyaHbl-
MU cTanu anpenb 1 man 2020 roga, Korga
BO BpemA JIoKfayHa YacTb KOpeeH He pa-
60Tana. Ho Mbl MpUHANM peLleHne, 4To
[J1A COXPaHEHUA MepcoHana 1 NoANbHOCTY
roctein K Hawvm KoderHam byaem npoposn-
XaTb paboTathb. K MioHIO Obini OTKPbITHI BCE
kodenHn ONE PRICE COFFEE. bbino He Bce-
raa npocto. Bmecte ¢ ¢paHyaii3n exxeHeB-
HO BeNIM MeperoBopbl, MOMOrajan peLlaTtbh
BOMPOCbI C apeH[oN, [oroBapuBatbcA O
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CKuAKax v nepeHoce onnatbl. HekoTopble
KodenHn paxke paboTanu B yObITOK, Koraa
CTaBKa Mo apeHfe npe.blillasna BbIpyuKy. Ho
HaM Y[anocb COXPaHWUTb BCEX HaWMX NapT-
HepoB, 6o/1ee TOro, Mbl MPOAOIKMIN OTKPbI-
BaTb HOBble KodenHun. HecmoTpa Ha obLyee
CHVKEeHVe TpaduiKa, FOCTU NPOJOSIKaIM Mo-
KynaTb Kode, XOpOoLUO LW NMPOJaXKn B TOY-
Kax ¢opmata take away. B koHue 2020 roga
HaMETUSINCb MOJNIOKUTENBHBIE V3MEHEHNS,
a CErofHA y»e C yBepeHHOCTbIO MOXHO ro-
BOPWTb O 3HAUUTENILHOM POCTE — BO MHOTUX
KodeNHAX BbIpyUKa y»e o6orHana jonaHzae-
MUIiHbIE MoKa3aTenu.

- Ecmb lu Kakue-mo o2paHuyYeHus Ha
8x00 6 sauwly ppaHwiusy?

- [maBHoe Hale TpeboBaHME K MOTeH-
LManbHbIM NapTHepaM — BOBJIEYEHHOCTb B
6v3Hec. HecmoTpA Ha To, YTO Mbl MpeAana-
raeM roToBblii GU3HEC MPAKTUYECKU «MOpA
KMoY» 1 Bcemy obyuaem, KodeiHel Heob-
XOAMMO Cepbe3HO 3aHNMaTbCA. ECnv NpoeKT
3annaHnpPoBaH Kak WHBECTULMOHHbINA, TO
Mbl He MoifeM Ha Takoe COTPYAHUYECTBO.
Ha cTtaptoBOoM 3Tane ynpasneHue Kodeii-
Hell TpebyeT paboTbl Mo 12-14 yacos B CyT-
K1, 60NbLIOro BKNaAa B JEeN0 ANA OTNafKu
BCeX mpoLeccoB. Mo3ToMy Mbl 3aksioyaem
[OroBOPbI TOMbKO C TeMU, KTO HallefleH Ha
pesynbTaT U roToB YAENATb O3HECY MHOro
BpemeHu. Ecin yxe B npoLecce paboTbl, BO-
BJIEYEHHOCTb ppaHYaii3v NafaaeT, TO Mbl, Kak
npaBuno, pekoMeHayeT npopatb 6u3Hec
APYromy napTHepy, Koraa KodeiHei Hauu-
HaloT 3aHNMAIOTCA Ha AOMKHOM YPOBHE, TO U
Bblpy4ka MOXeT BblpacT Ha 15-20%.

- Kak ebl KoHmponupyeme ceoux napm-
Hépos?

- B cetn BbICTPOEHa MHOroypoBHeBas
cncTema KoHTpona. ECTb TeppuTtopuranbHble
ynpasiAoWme, Ha Kakgoro un3 KOTOpbIX
npuxoanTca 10-15 kopeeH. MuHUMym 3 pasa
B MeCAL, TeppUTOPUanbHbIN YNPaBAAoLWmnn
npriesxaer B KoderHio, obLiaetca ¢ dpaH-
Yan3u 1 3anoJiHAET YeK-IMCT Ha BblIMOJHe-
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HWe cTaHAapToB. B ero ¢yHKUMM BXOANUT He
TOJNbKO NPOBepKa, HO 1 MOMOLLb B peLleHnK
PasnnuHbIX BOMPOCOB. YnpasnawowWwmii npm
HeobXoAMMOCTM  MOMOXeT CKOPPEKTUPO-
BaTb MPOAYKTOBYID MaTpuLy, MOACKaXeT
Kak nopaboTaTb C MOTMBaLel nepcoHana u
[axe Kak NpaBUIbHO HAaCTPOWTb MOMOJI.

Bo-BTOpbIX, ¥ B Kaxpon KodeliHe ycTa-
HOBJIEHO BUAeOHabnofeHe, MNapPTHEPDI
NpefoCTaBNAIOT Ham npaBa JocTyna w
ornepaTtop Mo YeK-INCTYy NPOBOAUT OLIEHKY
KauecTtBa paboTbl. Kaxaasa kodelHsa npose-
pAeTcA No BUAEOMOHUTOPUHTY He MeHee 3
pasa B mecAL,

CywectBytoT  poTooTyeTbl. DpaHyansun
BbICbINAIOT UX exefAHeBHO. C X NOMOLLbIO
Mbl MOMEM KOHTPONMPOBaTb HanosHAe-
MOCTb BUTPVH, BbIK/IafiKy TOBapa, pa3meLle-
Hue peknaMHoOn NPOAYKUMMN 1 T.0.

- Kakue caHkyuu mo2zym 2po3ume ¢hpak-
qatisu e cyiyyae HapyuwieHuu?

— Y CceTn HeT »eCTKOWN MOANTUKN WwTpad-
HbIX CaHKU M. Moaenb B3auMOOTHOLIEHWI C
dpaHyan3y HaueneHa Ha KOpPeKLMo oLn-
60K, @ He Ha MpeccuHr wTpadamu. Mbl Bcerga
YKa3biBaeM Ha MPOCYETbl 1 MPOCUM NX CKOP-

peKT1poBaTh, MOMOras CBOMM NapTHEPOM B
3ToM. KOHeuHo, B cilyyae cmcTeMaTnyeckmx
OLINOBOK, y>Ke BKITIOYAOTCA 1 LUTPadbl, HO Mbl
cTapaemcsa obontucb 6e3 3Toi Mepbl. ITO
MoBbILWAET NOANbHOCTL dpaHyarsvn n naet
Ha nonb3y 6usHecy. besycnosHo, ecnu napT-
Hep He HaleneH Ha ncnpasnieHre oWwmnboK,
TO AOrOBOP C HUM OyAeT pacTOPrHyT, K cya-
CTbtO, O 3TOTO HU pa3y He JOXOAWO.

- Kakue yenu ce2o0ua cmasum neped
co6oli ONE PRICE COFFEE?

- Mbl noctaBunu nepep coboii ambu-
LIMO3HYI0 uefb — OTKpbITh K 2023 rogy 800
kodeeH. CnTyauma Ha pbiHKe 3ToMy 6naro-
npuAtcTyeT. [lBa roga Hasaf ob6bembl Mno-
TpebneHua Kode, BNepBble NPEBbICKAN MO-
TpebneHue uyas B Poccun. U 31a TeHaeHunA
CoxXpaHseTcs.

[ina Toro, uTobbl AOCTMYL NOCTaBNEHHOM
3aflaun HaMm HeobXoAMMO OTKpbIBaTb no 20
KodeeH B MecAL 1 cneunanbHO Ana perno-
HOB Mbl pa3paboTany HOBbII GpopmaT Ko-
¢deeH ONE PRICE COFFEE LOCAL. NHTepec K
Kode B permoHax pacTeT, HO ecTb gedbuunT
KayecTBeHHOro Kode Mo JOCTYMHON LieHe.
MepBylo Takylo KOQEeWHIO Mbl OTKPbIIW B

noaMOCKOBHOM BocKkpe-ceHcke 31 aBrycrta.
3aBefeHVA HoBoro obpasua 6yayT OTKPbI-
BaTbCA B HeOOMbLUMX PErMOHANbHbBIX TrO-
ponax ¢ HaceneHunem ot 30 000 go 300 000
yenosek.

- B yem 3aknwoyaemcs cyme Hoeou
pezuoHanbHol KOHyenyuu?

- B Hebonblwunx ropofax Bxon B 6U3HecC
[JOJKeH OblTb 3HAUUTEeNIbHO AelueBne, YyeM
B KpynHbiX. Mbl npegnaraem napTHepam
ynpouueHHbIn dopmat KodeeH. N3pepxu Ha
OTKpPbITVE KOTOPbIX, HUXKE, YeM NPU OTKPbI-
™M KoderHn B ropofe MUnInoHHuKe. Cpok
3anycka kodenHn popmata LOCAL Kopoue,
KOHKYPEHLMA HUXKe, YeM B Meranosnmncax.

AccoptumeHTt LOCAL orpaHunyeH, Ho
OCHOBA He M3MeHunacb — kode 13 100% apa-
6U1KIM COBCTBEHHOW CBEXEN 0BXKAPKN.

MeHto xe 6yaeT cocToATb 13 KNacCUUYecKmx
1 CE30HHbIX HAaNMTKOB, @ TaKXe 13 1ecepToB.
Mbl cO3HaTeNIbHO YMEHbLUUAN YWCSIO NOo3U-
LMiA B MEHIO Tak Kak C HebonbLIMM accopTu-
MeHTOM paboTaTb ropa3fo npoLle — MeHblue
NOCTaBLUUKOB, TPYAHOCTEN NOTMMCTUKK, 3a-
TpaT Ha nnoLwaan, HeobxoarMble ANA XpaHe-
HuA. MNpy orpaHNYeHHOM BbIGope TOBapOB He
HyHa 6onbluan NIoLwWwaab, OHa BapbupyeTca
oT 6 go 50 m KB. MeTpoB. [1na HoBoro ¢op-
maTa LOCAL mbl TakKe pa3pabotanu 6onee
npocTon An3aiH Mebenn 13 3KOHOMUYHbIX
MaTepuanos. Bce BmMecTe 3TO fAaeT BO3MOX-
HOCTb 6bICTPEe OKYNUTb BIOXKEHWA.

Pazmep uHBeCTUUMI HanpAMyiO 3aBUCUT
oT pa3mepa KodenHu. ina Corner OHN MeHb-
we Bcero — ot 770 Tbic. py6, AnAa KoderHun
Island noTtpebyetca ot 1,05 mnH py6., a Ana
Standard — o1 1,15 miH pyo6.

MayLwanbHbI B3HOC AnA ¢ppaHyansm — 150
TbicAY pybnen, poantn — 5%. Mbl nonaraem,
yto obopoT B KodelHAx LOCAL coctaBut
350-700 Tbic. py6neii, a npubbib okono 100
TbicAY py6ner.

®opmat LOCAL - «nérkas» mopenb BXO-
Ja B 6r3Hec Ans napTHépa, KoTopaa byaeT
oueHb BocTpeboBaHa. [lonarato, uto uepes
ABa roga n3 800 3annaHNPOBaHHbIX KodpeeH
npvmepHo 30% OyayT OTKPbITbI MMEHHO B
3ToM popmarte.



- Mr. Chaika, in three years ONE PRICE
COFFEE has grown from a small company
to a large federal chain of coffee shops, most
of which are franchises. What exactly are the
advantages of your franchise?

- We have developed a working coffee shop
business model with fixed prices and a well-
thought-out range of coffee drinks and meals
and we provide our partners with full support
in organization of operations, development,
purchase and marketing.

Today the coffee franchise market
attracts many people as it does not require
considerable capital investments. Start-up
investments to open a coffee shop ONE PRICE
COFEFEE are about 1.5-2.5 million rubles, the
lump sum is 450 thousand rubles, the royalty -
7% of gross revenue. There is a programme of
discounts for partners who develop actively -
if you open more than 3 coffee shops, the lump
sum fee for each coffee shops is 350,000
roubles, and the royalty rate is 5%.

There are no other fees. Unlike many
franchisors, we don't charge our partners
extra fees for marketing, purchasing, and
logistics. We take them all on ourselves,
for example, the ONE GROUP COMPANY
management company spends 14-16% of its
total expenses on marketing.

TROPICAT™
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- Why is it easier to work with a franchise
than to open your own coffee shop?

- Entering the market from scratch is
a difficult task for a start-up. You need to know
the specifics of the industry, establish contacts
with suppliers, negotiate prices, choose the right
product and equipment. It is much easier to start
a business with the support of an experienced
player who is well versed in his field.

For example, if we are talking about our
main product, coffee, we work only on 100%
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COFFEE CONVEYOR

HOW TO START A SUCCESSFUL COFFEE
FRANCHISE BUSINESS?

=PRICECOFFEE

NE PRICE COFFEE has

become the fastest growing
franchise chain in Europe. As the
managers of the network say, coffee
consumption in Russia rapidly
grows. More and more people
drink coffee outside their homes,
which ensures stable demand for
good quality coffee. This ishow
the idea of developing a chain of
coffee shops with a fixed price,
regardless of market ﬂuétuations,
was born. ALEKSEY CHAIKA,
CEO of ONE PRICE COFEFEE, tells
about how this business model was
implemented.

Arabica, and our employees regularly fly to
Brazil where they take every harvest from
farmers, do the cupping, and buy the highest
quality coftee.

We have our own roasting centre, which
is one of the Top 5 specialty coffee roasters
in Russia; it roasts more than 30 tonnes of
beans a month.

ONE PRICE COFFEE has a proven pool
of suppliers with the lowest purchase prices.
Our product range consists of four product
categories: bakery, cookery, sandwiches and
confectionery, all of which generate 30% of our
revenue. To keep margins high, it's important
to keep prices low, and we manage to do this
by buying large quantities. For someone
new entering the business, it's impossible to
negotiate such favourable delivery conditions.
In addition, we help franchisees find suppliers
directly in local markets, which reduces the
logistics chain and keeps prices at the stated
level.

We work systematically with the product
matrix. The ONE PRICE COFFEE has a high
traffic and 70% of customers are regular
and they quickly get bored with the same
assortment.

The purchasing department is in charge of
product range renewal and there is constant
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product rotation — up to 30% of the assortment
is renewed every season.

Finally, the key to the success of our
business is the right location. Many years
of successful experience and competence
in mobile retail management make it
possible to select locations for franchisees
with a high concentration of the target
audience. We carefully select locations
for coffee shops and consider different
models. We choose ourselves about 90% of
the locations for franchisees. Partners can
also propose their own location, in which
case we evaluate it just as carefully; and
only if we see that the location is right, we
agree to open a coffee shop. We also help
our partners negotiate the lease and get the
best conditions.

With our support, franchisees earn the
money we promised them at the start of their
business.

— The franchise business brings together
many people who may have different
perspectives on doing business. Are there any
disputes with your franchisees?

- ONE PRICE COFEEE has a democratic
model for relations with its franchisees. We
resolve all disputes collegially. For example,
in 2019 we launched a loyalty programme.
For downloading the mobile app, we gave
coffee shop guests a cup of cappuccino.
The guests were also able to write off any
number of points they had accumulated. The
cost of the loyalty programme rose from 1
to 3%. Naturally, this made the franchisees
unhappy. We decided to look for a solution
together with our partners and discussed
various options. As a result, we changed the
programme to a loyalty gift programme. When
a guest makes a purchase at a coffee shop, he/
she accumulates points which can then be
used to pay 100% of the purchase price. Our
guests have liked the programme - today we
have more than 300 thousand customers, and
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our franchisees also like it — the cost of bonus
deductions does not exceed 1%, which is
a very good indicator in the industry.

We are ready to discuss all disputable points
with our partners, for this purpose there is
a chat room with franchisees where you can
ask any question and discuss any problem.
We also hold frequent meetings where we
discuss important issues with partners at the
company office.

- In 2019, the project was recognized as
the fastest-growing network in Russia. And
then came the pandemic...

- The pandemic proved that a fixed-price
format for a quality product makes it possible
to stay in business in the hardest of times.
April and May 2020 were the most difficult

T T £

for us, some coftee shops did not work during
the lockdown. But we decided that in order to
keep our staff and preserve guests' loyalty to
our coffee shops, we would keep them open.
By June, all ONE PRICE COFFEE shops were
open. Things were not always easy. Every day
we negotiated with the franchisees, helped
them to solve the lease issues, negotiated
discounts and payment postponements.
Some coffee shops even operated at a loss
when the rental rate exceeded the revenue.
But we managed to keep all our partners, and
moreover, we continued to open new coffee
shops. Despite the general decline in traffic,
guests continued to buy coffee, and sales in
the take away format were good. At the end
of 2020, we began to see positive changes, and
today we can confidently talk about significant
growth - in many coffee shops, revenues have
already surpassed the pre-pandemic figures.

- Are there any limitations on entering
your franchise?

- Our main requirement for potential
partners is to be involved in the business.
Despite the fact that we offer a ready-made
turnkey business and teach you everything,

a coffee shop needs serious attitude. If the
project is planned as an investment one, we
will refuse to take on such a partnership.
At the initial stage, running a coffee shop
requires 12-14 hours a day and lots of work
to make all processes streamlined. Therefore,
we conclude contracts only with those who
are result-oriented and ready to spend a lot
of time on the business. If involvement of
a franchisee declines during the process, we
usually recommend them to sell the business
to another partner. Once the coffee shop is
properly operated we expect the yields to
increase up to 15-20%.

- How do you control your partners?

— There is a multilevel control system in the
chain. There are territorial managers, each of
whom supervises 10-15 coffee shops. At least
3 times a month a territorial manager visits
a coffee shop, talks to franchisees and fills out
a checklist on compliance with standards. His/
her function is not only to check, but also to
help with various issues. If necessary, he or
she will help to adjust product matrix, advise
on how to motivate personnel and even how
to set up grindings properly.

Secondly, each coffee shop is monitored
by video surveillance system. OQur partners
provide us with access rights so that a check
list system can be used to check the quality
of our coffee shop. Each coffee shop is
checked by video monitoring at least 3 times
a month.

There are photo reports. Franchisees send
them daily. We can use them to monitor the
content of shop windows, the display of goods,
the placement of promotional products, etc.




- What sanctions can be imposed on
franchisees in case of violations?

— The network does not have any rigorous
penalty policy. The model of relations with
franchisees is aimed at correcting mistakes
rather than pressuring them with fines. We
always point out mistakes and ask them to be
corrected, helping our partners in doing it. Of
course, in the case of systematic mistakes, fines
are also involved, but we try to do without this
measure. This increases the franchisee’s loyalty
and benefits the business. Of course, if the
partner is not aimed at correction of mistakes,
the contract with him/her will be terminated, but
fortunately we have never faced such a situation.

- What goals does ONE PRICE COFFEE
set for itself today?

- We have set ourselves the ambitious goal
of opening 800 coffee shops by 2023. The
market situation is favourable for this. Two
years ago, the volume of coffee consumption,
for the first time, exceeded that of tea in
Russia. And the trend remains.

In order to reach our target, we have to open
20 coffee shops a month. So specifically for the
regions, we have developed a new format of
coffee shops, ONE PRICE COFFEE LOCAL.
Interest in coffee in the regions is growing,
but there is a shortage of quality coffee at an
affordable price. On August 31, we opened the
first coffee shop of this format in Voskresensk,
the Moscow region. The new-style coffee shops
will be opened in small regional towns with
populations of 30,000 to 300,000 people.

- What is the essence of the new regional
concept?

- Getting into business in a small town
will be much cheaper than in a large city. We
offer our partners a simplified coffee shop
format. The opening costs are lower than when
opening a coffee shop in a city with a million
residents. The start-up time for a LOCAL
coffee shop is shorter and the competition is
lower than in metropolitan cities.

The LOCAL range is limited, but the basis is
unchanged - 100% Arabica self-roasted fresh
coffee.

The menu consists of classic and seasonal
drinks, as well as of desserts. We have
purposely reduced the number of items on
the menu, because it is easier to work with
a small assortment - there are fewer suppliers,
less logistics hassle and less space is needed for
the storage. With a limited range of products,
there is no need for a large space. The coffee
shop area ranges from 6 to 50 square metres.

MCTOPUN YCTIEXA

For the new LOCAL format, we have also
developed a simpler furniture design with less
expensive materials. Together, these enable
a faster return on investment.

The size of the investment depends directly
on the size of the coffee shop. They are smaller
for Corner - starting from 770 thousand
roubles, for a coffee shop Island - from 1.05
million roubles, and for Standard - from 1.15
million roubles.

The franchisee's lump sum fee is 150,000
roubles, and the royalty rate is 5%. We believe
that the turnover in LOCAL coffee shops will
amount to 350-700 thousand roubles, and
the profit will be about 100 thousand roubles.

The LOCAL format is an "easy" entry
business model for a partner, which will be
very demanded. I believe that in only two
years, approximately 30% of the 800 planned
coffee shops will be open in this format.
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HA CThIKE ODJTANH

1 OHNTANH-

bN3HECA

pe3ynbTare NaHAeMUM GUTHEC-UHAYCTPUA Bbina NpU3HaHa 0AHON 113 Haubonee NOCTPaZABLLIKX.

Ka3anocb 6bl, B TaKinX YC0BUAX He Bpems AymaTb 0 MacluTabupoBaHum 6usHeca. OgHaKo ceTb
dutHec-kny6oB X-Fit npoomkaeT pa3BIBaTbCA U MPUPACTaTb HOBBIMY KNybamu, HeB31pas Ha Bee
anoxHocti. 0 Tom, Kak (paHyaii3epy MpuBneKaTb HOBbIX NapTHEPOB U MOTUBIMPOBATH 11X Ha JallbHeillLiee
pa3BuTme, pacckasbiaet PYCJIAH BUKTMWPOB, aupekTop no gpaHuaiiury X-Fit B Poccum.

- B pesynemame nandemuu gpumrec-uH-
dycmpus cmasna o0Hol u3 Haubosee no-
cmpadaswux ompacnei. Kak yodanoce
cnpasumecs co c/10XKHOU cumyayueti?

— [oBonbHo ycnewHo. OHnanH-GpuTHEC
MoMOr nepexmTb TO Bpems, Korga Bce cu-
Aenv no jomam. B Bbiurpbille okasanucb Te
UrPOKM, KOTOpble AecaTuneTuamn pabotaioT
Ha pblHKe, 3HaloT CBOero notpebutens, mo-
ryT ero 3aMoT1BMUPOBaTb, MMEIOT BbICTPOEH-
HY0 KOMMYHUKaLWIO.

Mbl MHOrO paboTanu Hag OHMalH-ycnyra-
MV, MePEHECV Halll MOAXOA K TPEHVPOBKaM
B OHnaniH-popmart. W gaxe nocne Toro, Kak
KNy6bl OTKPbINNCD ANA NOCETUTENEN, Mbl NPO-
Aomkaem pa3ssuBatb digital-HanpaBneHue, a
UneHbl HalWMX KybOB UMEIOT BO3MOMXHOCTb
TPEHMPOBAaTLCA He TOMbKO B 3a1ax, HO 1 JoMa
1 B oTnycKe. TakxKe OHNalH-TPEHNPOBKN A0-
CTYMHbI MO PacnmcaHnio B HEKOTOPbIX KNy6ax
X-Fit — Kak ogHa 13 anbTepHaTMB ANA MHANBK-
AYyanbHbIX 1 rPYMMOBbIX 3aHATWIA.

Mpn 3ToM pacTylas nonynApHOCTb OH-
nanH-GUTHECa He oTpasmnacb Ha BOCTpebo-
BaHHOCTV TPAANLMOHHbBIX TPEHUPOBOK. 1nA
MHOTUX nocetieHne uTHec-knyba — BaxkHaA
YacTb COLMANbHOM XU3HW. Jlloan NpUXoasT
B 3aJ1 He TOMNbKO 3a pur3nyeckor Gopmon, HO
1 3a obLyeHnem, aTMocdepoit. 3a NPOLLbIi

1 2021 rop Mbl OTKpbINU 16 HOBbIX KNy60B, 1
[0 KOHLa rofa OyeT oTKPbITO eLlé He MeHee
10 HOBbIX.

- A cKkonobko celivyac ecezo Kny6oe cemu
X-Fit?

- Cenyac B cetn 94 pgenctByOWNX Kiy-
6a X-Fit, n3 kotopbix 39 cOb6CTBEHHbIX U 55
¢dpaHuansmHrosbix. Cioga BXoAAT Kak Mos-
HodopMaTHble Knybbl ¢ 6accelHOM, TaK 1
HebonbLwe GUTHEC-CTYAUN.

B maHaemuio Mbl MoCTapanvcb COXPaHUTb
LUTAT, TaK KaK MIMEHHO TpeHepbl — OCHOBHas
LIeHHOCTb, a ceiyac UAET aKTVBHOE pacluu-
peHne KOMMaHUW, HanpaBNeHHoe npexpae
BCero Ha paboty Hap IT-cuctemoii (BKJto-
yas HOBOe MOOWIbHOE MPUIIOXEHWE, CalT,
nporpamMmy NOANbHOCTY, MopTan ana dpaH-
yarsn n gpyrve LMPPOBble NPOAYKTbI) U
ycunieHne KomaHabl GppaHyaii3vHra ans pas-
BUTWA MNAapPTHEPCKOW CeTH.

- A ecmb 1u nocnie naHOemuu cnpoc Ha
¢paHwu3sel X-Fit?

— Cnpoc He3HaunTenbHO CHU3WUACA — 3TO
obulas TeHAeHUMA Mo PbIHKY. VI B AaHHbIX
YCNIOBUAX BaXkKHO npefnaratb  dpaHyam3n
He MPOCTO GpeHf, a Uenblii NepcnekTUBHBIN
6v3Hec. Mbl M3MEHWNV copepKaHue MakeTa
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dpaHLLK3bl, NPefocTaBMB HOBble ycnyri. Te-
nepb MOJSHbIE MaKeTbl BKIIIOYAOT B cebs BeCb
KOMMNEKC MPOEKTHbIX PaboT, HeoOXoAUMbIX
LN OTKpbITMA Knyba: oT nopbopa momelle-
HVA [0 pa3paboTku Au3aliH-NpoeKkTa. Hawm
IT-pelueHys Tenepb «3aLlnTbl» BO BCE MAKETHI.
M3mMeHMNM MeXaHuKy B3aUMOAENCTBUA 1 CO-
NPOBOXAEHNA — KOHTPONMPYEM 1 MOMOraem
YNpaBnATb KOMMEPYECKVMY MoKa3aTensamm
Kaxxgoro ¢paHyai3v 3a CYET yyacTua Kypa-
TOPOB-3KCMNEPTOB B YNPABIEHYECKOM LMKIE.
Ewé okasbiBaem nomolib B GUHAHCOBOM -
31Hre, MOMOraemM MoyYnTb cybcmaum n nog-
[lepXKKy OT FOCy[AapCTBa, a TakKe yuyacTByeM
B MeperoBopax C 6aHKamu AnA MoslyyYeHus
KpeawTa Ha cTapT 6r3Heca. Ha sTane 3anycka
OCyLLeCTBIIeM MOAGOP 1 06yUeHMe BCEX KIto-
YEeBbIX COTPYAHVKOB U TPEHEPOB, OPraHU3yem
MapKETVMHIOBOE MPOABUXKEHME Kiyba «nop
Knou». M 3a cYET obHOBNEeHNA dpaHUali3vH-
rOBOro MpoAyKTa Ham yhanocb MOAnucaTb
B 5TOM rofy 8 HOBbIX JOrOBOPOB, a 6onee 20
MOTEHUMArNbHbIX $paHyai3n HaxopaTcAa Ha
CTagum BbIGOPA 1 COrNacoBaHWA NOKaLUIA.

- Kakue ¢popmamel 8bi ce200HA Moxeme
npeosioxume ceoum ppaHyatiau?

- DTO ¥ TpaguuMOHHble nonHodpopmat-
Hble Kny6bl X-Fit ot 800 m? («cyxue» u ¢ 6ac-




CeHOM), 1 feMoKpaTuyHble Studio ot 200
0 800 m?, 1 HoBbIN popmat X-Fit Point, Ko-
TOpbI 06NalaeT OrPOMHbIM NMOTEHLMANIOM.

X-Fit Point — 370 HebonblUMe PUTHeC-CTY-
Ann <y fomMa», paboTatowme 6e3 nepcoHana.
Takne Hebonblume ¢uTHec-KNybbl — CBOe-
06pa3HbIil «KapllepuHr» B Mupe duTHeca.
Kny6bl MONHOCTbIO aBTOMATV3MPOBaHbI, B3a-
MNMOLENCTBUE NPOUCXOAUT Yepe3 Mobusib-
Hoe NpunoxeHve. BpoHupyeTe TPEHNPOBKY,
camm npoxopauTe B KNy6 (nnbo uepes cucrte-
My Face ID, nnbo yepe3s KHOMKY «OTKPbITb
[Bepb» B MOOVIbHOM NPUNOXKEHNM) 1 cCamo-
CTOATENIbHO 3aHMMAEeTeCb. 3TO MOXHO CAe-
naTtb faxke Houblo, X-Fit Point paboTaeT Kpyr-
NOCYTOYHO. [pu Heob6XoAMMOCTM MOXKHO
CBA3aTbCA C yAANEHHBIM aAMVHUCTPATOPOM,
KOTOpbI MMeeT AOCTYyN K BuUAeoKamepam
N cucTemam Kny6a. HoBasi KoHUenuusa yxe
NMonyyYnsia NMonoXNUTENbHbIA OTKIUK HALLWX
napTHEPOB.

— B 4ém ke e€é ocHOBHbIe NJIIOCbI?
- [naBHOE — TEXHONOMMYHOCTD, ObICTPDIN
3anycK, MUHVIMasbHbIN MOpor BxoAa B 6u13-

HeC U KOPOTKUI CPOK OKynmaemocTu (gna
MuHU-popmaTa Point — go 24 mecsues).
Ecnn y Hawmx napTHEPOB HeT NnomeLleH s
1N OHW XOTAT BOWTU B 3TOT GU3HEC C MUHU-
ManbHbiMK uHBecTUUMAMKM, To X-Fit Point
MOXHO 3anycTuTb Ha 50-60 m? B ito6om XKK.
NHBecTnumm coctaBaT o 1,5 MiH pybnei,
npu 3TOM C HaWVMW BO3MOXHOCTAMU MO
NN3UHTY Y PUHAHCUPOBAHUNIO MOXHO UMETb
Bcero nuwb 500 TbicAY pybnen cobcTBeH-
HbIX cpeAcTB. MoXHO 3anyckaTb cpasy
HECKOJIbKO MpPOEKTOB, He MpuBnekaTb A0-
nonHutenbHble MHBecTUuun. Cenyac 25%
Hawux ¢paHyan3n nmeloT Nno aea un 6onee
Kny60B.

- MHo2ue nocmpadanu om Kpusuca u
onacaromcs omkpsieams 6usHec. Kakue
mMepbl N000epKKU (hpaH4aliisu celivac oco-
6eHHO akmyanbHbI?

- Hawwnm ¢paHuansm mbl nepepnaém Bce
roToBble WHCTPYMEHTbI, KOTOpPble MCMOSb-
3yemM B COOCTBEHHON ceTu. A elé nomollb
B MOJlyYeHNM [AOMOSIHUTENbHBIX CPeAcTB
y 6aHKoB-MapTHEPOB. Mbl MpoOWN y HKX
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COBETbLIOT X-FIT:
KAKMN3BEXKATD
OLWNBOK

OLUNBKAT.

Haém To/1IbKO O4HOr 0
«3KCnepTan, KOTOPbIN
MNPOLWEN NyTb OT TpeHepa
[10 YNIpaB/ISItoLLLEero B
0AHOM-ABYX-TPEX Kaybax.
HecMOoTps Ha OMbIT, Yalile
BCEro Takou 4yenosek byaet
CUJIEH TO/TbKO B Y3KMX
BOMpPOCax, HO 3anycK kayba
«No4 KoYy TpebyeT paboTol
KOMaHAbl C Pa3IMYHbLIMM
KOMMETEHUMSAMM.

OLLUNBKA 2.

OTKa3 OT OLEeHKMN

nokaumm knyba. 40%
ycrnexa knyba onpenenser
ero pacrnosioXxKeHume.
YA06CTBO Warosow v
TPaHCMNOPTHOW AOCTYMHOCTU,
MHOpaCTpyKTYypa m
KOHKYpPeHTHas cpeaa,
KOMMYECTBO XUTenemn

B PalIOHe 1 YPOBEHb
[0XOO0B NPAMO BAVSIOT Ha
NPpUOBLINLHOCTL MPOEKTA.
OTKa3 OT 3KCNepTHOW
OLIeHKM 3TUX MoKasaTenen
NIV UTHOPWPOBaHMe

ee pe3y/IbTaToB 4acTo
CTAHOBATCS MPUYNHON
3aKpbITUS Kyba.

OLUMBKA 3.

DKOHOMMS Ha 0By4eHN M
nepcoHana. He ctout
nosiaraTbCsi TOIbKO Ha
MMEKLLNINCS Y TDEHEPOB OMbIT.
CoTpyaHUKN GUTHEC-K1yba
OTBEYaT 3a pesy/1bTaThl,
ycnexm n 6e3onacHoOCTb
KNVMEHTOB, GOpMMPYS UX
OTHOLLEHME N NOANLHOCTD.
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EneHa JlokteBa, CO6CTBEHHUK
v ynpasnswowas X-Fit Studio
(3BeHuropon)

®paHwu3sa X-Fit - 3mo kpenkas
onopa 05 enadenbua, 0co6eHHO
de6romaHma e cepe pumHeca.
KauecmeeHHoe 0by4eHue

U NOCMOSIHHAS N00depXKKa
npogeccuoHanoé nomozarom
CNpasAssmMbcsl Co CAOXKHOCMAIMU,
Komopble Heu3MeHHO 803HUKarom
6 npouecce pabombpl, a useecmHoe
ums noebiwiaem ypoeeHb doeepusi
KAUeHmos.

Pabomamp no ¢ppaHwu3se X-Fit -
3mo 3Ha4yum ecez20a umempb
cneyuaaucma, Komopomy mbl
Mo)KeuWb N0360HUMb, U mebe
obs3amenbHo nomoz2ym. Kozda
603HUKAOM CNOXKHOCMU C
npoda)kamu uau npodsu)xeHuem,
¢paHvausep ecezda daem
peweHue, NnomMomMy 4mo y Hux
3amu busHec-npoueccbl 0aé6HO
ompabomatoi.

st Hac HemanoeaxHo u
npedocmasneHue cKUookK om
nocmasujukos, cneyugukayus
obopyodoeaHus, Ham dake
pucoseanu nnaHupoeky. Kozoa
pabomaeuwb ¢ npogpeccuoHanamu
ceoez0 dena, eecmu 6u3sHec 20pasao
npouje u npubbinbHee. Celiyac
emecme ¢ X-Fit paccmampueaem
¢popmam pabombpl knyba 6e3
nepcoHaaa.

Bnagvumup CupeHos,
ynpasnsowmin X-FIT (KoBpoB)
[nas Hawez2o npoekma mbl uckanu
¢paHwu3y om KpynHo20 uz2poka,
Komopbili Moz 661 damb HAM He
MOAbKO CB010 8bl8ECKY, HO U 8€eCb
Heobx00umbili pyHKUUOHAN O
3¢ppekmueHou pabombl pumHec-
6usHeca. I Hawau - ¢ppaHwusy om
cemu X-Fit.

Onepamop nododepykuean Hac

Ha écex s3manax omkpbimusi u
3anycka, daean 2pamomHble
coeembl, npednazan onmumanbHole
peweHusl, nepedan é nonb3oeaHue
mexHonozuu u busHec-npoueccbl no
ynpasneHuto knybom, MmapkemuHzy,
npodaxkam, cepsucy u paseumuto.

yepe3 cBoeobOpa3Hyl ayaUTOPCKYD MNpo-
BEPKy, pe3ynbTaT KOTOPOW JUWHUA pa3
NoATBEPAUS HAAEXKHOCTb 1 3PPEKTUBHOCTb
6usHec-mogenn dpaHwmsbl  X-Fit. Takxe
HeMasnoBaXXHO KauyecTBO GUTHeC-NMPoayK-
Ta 1 ero akTyanbHocTb. K npumepy, ceityac
Mbl MpoBoAVM OOyyeHVe Mo Mporpammam
peabunutaumn nocne kosuga. M kKoHueHo,
NoCTOAAHHOe B3aMMopencTBme ¢ ppaHyai3n:
Mbl perynsapHo npoBoaMm pabouvie BCTpeuun
C PyKOBOAUTENAMUN 1 COBCTBEHHUKaMU KNy-
60B, a TakKe OpraHM30BbIBaeM MOLALKM
Ana obMeHa orbITOM.

- QumHec-(ppaHyalisuHz 00cMamoyHo
KOHKypeHmHas cpeda. Kak e Heli ebiOe-
nameca?

— QopmanbHO KOHKYpeHLMsA BbICOKas,
MOXHO HacuymTatb oT 10 o 20 MrpoKos B
Poccun. Ho dakTnueckn Ha pbiHKe TONbKO
3-4 Urpoka, y KoTopbix ecTb AeNcTBUTeNb-
HO Henyioxon MPOAyKT U peanbHaa ¢paH-
yamsmHrosasa cetb. Mbl caenanu CTaBKy
Ha Ow3Hec-mofenb, KOTOpas MpoBepeHa
BpeMeHeM 1 crnocobHa BblAeprKaTb ntobble
KPU3UCbI, Ha pa3BuTMe COBCTBEHHOW IT-cu-
cTeMbl 1 yBenuueHne 3PPeKTUBHOCTM 3a
CYéT aBTOMaTM3aUUM OBU3HEC-NPOLIEeCCOB.
MepcnektuBHaa TexHonorma «knyba 6e3
nepcoHana» BHEAPAETCA U B HALLUX TPaau-
LMOHHbIX dopmaTax, NPOoLOSIKAaeM pPa3BU-
BaTb OHMaiH-HanpasneHve. Y, 6e3ycnosHo,
Ha Hac MrpawT y3HaBaeMoCTb 1 penyTauua
denepanbHoro 6peHpa, KOTOPbI rapaHTuU-
pyeT KauecTBO YCIIyT.

- lMepexodam nu Kk eam ¢ppaH4yaiisu us
opyaux cemeti?

- TpaguumoHHo 20% Hawmx dpaHyansu
- 3TO KNyObl, KOTOpble paHee paboTanu
noa ApYrvmM Ha3BaHVEM U B OPYTUX CETAX.
[lnA Taknx NpOEKTOB Y Hac eCcTb 0Cobble pe-
OpeHAVHIOBbIE YCNIOBUA U WUHCTPYMEHTbI,
KOTOpble MO3BONAIT ObICTPO CMPABAATHCA
C TeKYLMMUN CIIOXKHOCTAIMMU, CBA3AHHBIMU C
MapKeTVHIOM, NepCOHaNoM, ynpaBneHnem,
npoaaKamu.

—Inaxnupyeme nu u danvHeliwee pacwu-
peHue unu ny4yuwe cocpedomovyumscs Ha
paseumuu cywecmeyrowux Ksiy6oe?

- Mbl yXe pa3BrBaemMcsA U MiaHUpyem
NpoAOMKaTb OTKPbITVA AaXe B MasblX ro-
popax n cénax C HaceneHnem OT 7 TbicAY
yenoseK. Ha AaHHbIN MOMEHT roToBATCA
K 3anycky (ceryac Ha CTagumn CTpouTenb-
cTBa) Kny6b! B Jlnneuke, Koctpome, Habe-
pexHbix YenHax, iIBaHOBO 1 gpyrux ropo-

Aax. MoanuncaHbl 4OroBOPbl Ha OTKPbITUE
kny6os B WpkyTcke, KpacHogape, CaHKT-
MeTepbypre n ap.

- Kakue, Ha saw 832150, nepcnekmuebl
y pumnec-ppanyatizunaa e Poccuu?

- [Jlymato, 4TO HaBepxy yaep»katca 2-3
KPYMNHbIX CeTW, BKOYaA Haly, KoTopble
OyayT CywWecTBOBaTb Ha CTbike odnaiH- 1
OHnarH-6u3Heca. lMNosBaTcA eweé 2-3 HOBbIX
NUrpoKa C MHTEPECHbIMW ANA HALIEro pbiHKa
npoayKTamu, Takumn Kak VR-putHec — ¢ut-
Hec B BUPTYanbHOWN peanbHOCTN 1 GUTHEC B
«KOHTeNHepax» — NepefBuKHble TPeHaXEp-
Hble 3anbl.

Hebonbwue cetn GygyT coxpaHATb CBOU
no3uumnm, HO He AyMalo, YTO OHM CMOTYT MO-
60pOTbCA 33 CYLIECTBEHHYIO OO0 PbiHKA
13-32 OrPaHNYEHHOCTM PECYPCOB U CIOX-
HOCTV B MaclTabvpoBaHuu. EcTb npumepsbl
HEeCKONbKUX OYeHb K3BECTHbIX OpPEeHAOoB,
KOTOpble He CMOIM CNPaBUTbLCA C MacLUTa-
6upoBaHMeM 1 NMMOO MOJIHOCTBbIO UCYE3NN,
nmbo nepecTtanu pa3BuBaTbcA U 6oproTca 3a
BbIKMBAHWE B OTAENbHbIX JIOKALMAX.

MogroTosuna
AnekcaHapa Y60XKeHKo

Ecau eac 3auHmepecoeana
803MOXKHOCMb OMKpPbIMUS
cobcmeeHH020 Knyba X-Fit -

x-Fit

FITNESS CLUBS

Haeedume Kamepy Ha QR-ko00,
U Mbl pacckaxxem 6am ece
nodpobHocmu 3¢¢pekmueHo20

6u3Heca 8 pumHec-cpede.
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- As a result of the pandemic, the fitness
industry became one of the most suffering
industries. How have you managed to cope
with the difficult situation?

— Quite successfully. Online fitness helped us
to survive during the time when everyone stayed
at home. Only those players who have been on
the market for decades, know their consumers,
can motivate them and have well-organized
communication turned out to be the winners.

We worked a lot on online services, we
brought our approach to training into the
online format. And even after our clubs have
opened for visitors, we continue to develop our
digital direction, and our members have an
opportunity to workout not only in the gyms,
but also at home and on vacation. Online
workouts are also available on a schedule in
some X-Fit clubs - as one of the alternatives
for individual and group classes.

- THE OFFLINE AND
NLINE BUSINESS

At the same time, the growing popularity
of online fitness has not affected the demand
for traditional workouts. For many people,
going to a fitness club is an important part of
social life. People come to the gym not only for
physical fitness, but also for companionship
and atmosphere. Last year and in 2021 we
opened 16 new clubs, and by the end of the
year at least 10 new clubs will appear.

- How many X-Fit clubs are there now?

— Currently there are 94 active X-Fit clubs
in the network, of which 39 are our own and
55 are franchises. This includes both full-size
clubs with swimming pools and small fitness
studios.

During the pandemic we tried to keep our
staff, because trainers are the main value;
and now we actively expand the company,
focusing primarily on IT system (including

-

he fitness industry has been

recognized as one of the
most affected ones as a result of
the pandemic. One would think
that such conditions are a bad
time to think about scaling the
business. However, the fitness
clubs network X-Fit continues to
grow and gain new clubs, despite
all the difficulties. RUSLAN
BIKTIMIROYV, Franchising
Director of X-Fit in Russia, tells
us of how franchisors attract new
partners and motivate them for
further development
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ADVICE FROM
X-FIT:HOW TO
AVOID MISTAKES

MISTAKE Ne 1.

Hiring only one "expert",

who has worked their way
up from the coach to the
manager of one, two or three
clubs. Such a person, in spite
of being very experienced,

is likely to be strong only

in narrow issues, but the
turnkey launch of the club
requires a team with a variety
of competences.

MISTAKE Ne 2:

Failure to consider the
location of the club. About
40% of a club's success is
determined by its location.
Convenience of walking
and transport accessibility,
infrastructure and
competitive environment,
the number of residents

in the area and the level of
income have a direct impact
on the profitability of the
project. Failure to conduct
an expert evaluation of these
indicators orignoring its
results often leads to the
closure of the club.

MISTAKE Ne 3:

Saving on staff training. You
should not rely solely on the
existing experience of your
trainers. The staff of a fitness
clubis responsible for the
results, success and safety
of the clients, thus shaping
their attitude and loyalty.

a new mobile app, website, loyalty program,
franchisee portal and other digital products)
and strengthening the franchising team to
develop the partner network.

- Is there demand for X-Fit franchises after
the pandemic?

- Demand has slightly decreased - this
is a general tendency on the market. And
in these circumstances, it's important
to offer franchisees not just a brand, but
the prospective business. We've changed
the content of the franchise package by
providing new services. Full packages now
include full range of design work required
for opening a club - from location to design
project development. Our IT solutions
are now integrated into all packages. We
have changed the interaction and support
model - we control and help to manage the
commercial performance of each franchisee
through the involvement of expert
supervisors in the management cycle. We
also provide assistance in financial leasing,
help in getting subsidies and support
from the state, as well as participate in
negotiations with banks to obtain loans for
business start-ups. At the stage of the launch,
we carry out the selection and training of all
key employees and trainers, we organize the
turnkey marketing promotion of the club.
And thanks to the renewal of the franchise
product this year we have managed to sign
8 new contracts, and more than 20 potential

ECTb
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franchisees are at the stage of selection and
approval of locations.

- What formats can you offer your
franchisees today?

— This is a traditional full-size clubs X-Fit
from 800 square meters ("dry" and with
a pool), and democratic Studio from 200 to
800 square meters, and the new format of
X-Fit Point, which has great potential.

X-Fit Point is a small fitness studio "near
your dwelling," operating with no personnel.
Such small fitness clubs are a kind of
"carsharing" in the fitness world. The clubs
are fully automated; the interaction takes
place through the mobile application. You
book a workout, walk into the club yourself
(either via Face ID or the "open the door"
button in the mobile app), and exercise on
your own. You can do this even at night, X-Fit
Point is open 24 hours a day. If necessary, you
can contact a remote administrator who has
access to the video cameras and systems of the
club. The new concept has already received
a positive response from our partners.

- What are its main advantages?

- The main thing - technological
effectiveness, rapid launch, the minimum
barrier to entering the business and a short
payback period (up to 24 months for a mini-
format Point). The X-Fit Point can be run
at 50-60 m® in any housing estate which
suits our partners having no own space and
willing to enter this business with minimal
costs. Investments will be up to 1.5 million
rubles, and with our capabilities in leasing
and financing you can have only 500 thousand
rubles of your own funds. You can launch
several projects at once without attracting
additional investment. Now 25% of our
franchisees have two or more clubs.

- Many people were affected by the crisis
and are afraid to start own business. What
support measures for franchisees are of
particular relevance now?

- We give our franchisees all the ready-
made tools that we use in our own network.
We also help them obtain additional funds
from our partner banks. We have passed



through a kind of audit, the result of which
confirmed reliability and effectiveness
of the X-Fit franchise business model.
The quality of the fitness product and its
relevance is also important. For example,
now we conduct training on post-covid
rehabilitation programs. And, of course, we
have constant interaction with franchisees:
we regularly hold working meetings with
the managers and owners of clubs, as well
as organizing platforms for the exchange
of experiences.

- Fitness franchising is quite a competitive
environment. How do you stand out in it?

- It may seem, the competition is high,
you can count from 10 to 20 players in Russia.
But in fact there are only 3-4 players on the
market who have a really good product and
a real franchise network. We have relied
on a business model which is time-tested
and can withstand any crisis, our own IT-
system development and improved efficiency
through the automation of business processes.
A promising technology "club without staft"
is implemented in our traditional formats and
we continue to promote the online direction.
And, of course, we are supported by the
recognition and reputation of the federal
brand that guarantees high-quality services.

- Do franchisees come to you from other
networks?

- Traditionally, 20% of our franchisees are
clubs that previously worked under a different
name and in other networks. For such projects
we have special rebranding conditions and
tools which allow us to cope with the current
difficulties associated with marketing,
personnel, management, and sales quickly.

- Do you plan to expand further or is it
better to focus on the development of existing
clubs?

— We keep developing and plan to expand
even to small towns and villages with population
of 7 thousand people. Currently there are clubs
in Lipetsk, Kostroma, Naberezhnye Chelny,
Ivanovo and other cities which are under
construction and about to be launched. There
are signed contracts for the opening of clubs in
Irkutsk, Krasnodar, St. Petersburg and others.

- In your opinion, what are the prospects
for fitness franchising in Russia?

- I think that the top will remain 2-3
major networks, including ours, which will
exist at the intersection of offline and online
business. There will be 2-3 new players with
products interesting for our market, such as
VR-fitness - fitness in virtual reality and fitness
in "containers" - mobile gyms.

Small networks will retain their position,
but I do not think they will be able to compete
for any significant market share due to limited
resources and difficulty in scaling. There
are examples of several very well-known
brands failed to cope with scaling and either
disappeared completely, or stopped developing
and now struggling for survival.

Prepared by Alexandra Ubozhenko
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Elena
Lokteva,
Owner and
Manager of
X-Fit Studio
(Zvenigorod)

Franchise X-Fit is a strong foothold for
the owner, especially a debutant in the
fitness industry. High-quality training
and ongoing support of professionals
help to cope with the difficulties which
invariably occur in the course of work,
and the well-known name boosts the
level of trust of clients.

To work with the X-Fit franchise
means to have a contact person you
can call, and they will always help
you. If you have problems with sales
or promotion, the franchisor always
gives you a solution, because they have
worked out these business processes a
long time ago.

For us, it's also important to provide
discounts from suppliers, equipment
specifications; we have even got
a layout. When you work with
professionals, it is much easier and
more profitable to run a business.
Currently together with X-Fit we
consider the format of the club
without staff.

ll Viadimir
Sirenov,
Manager of
X-FIT (Kovrov)

—

For our project we were looking for a
major player franchise, which could
give us not only its logo, but also

all the necessary functionality for

the effective operation of the fitness
business. And we have found it - a
franchise from the X-Fit chain.

The operator supported us at all
stages of the opening and launch,
provided competent advice, offered the
best solutions, gave us access to the
technology and business processes for
managing the club, marketing, sales,
service and development.

~——

72NN\

L

If you are interested in the
possibility of starting your
own X-Fit club, point your
camera at the QR code and
we will give you all the details
of an effective business in the
fitness environment.

x-Fit

FITNESS CLUBS
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bPEH/
STEFANIA
PACLLUWVPAET
[ PAHL B
CBOEIO
BJINMAHWA

peMuanbHblil OpeHz AeTCKON 0AeX Abl

Stefania Hatanba MuHAruHa ¢ myxem
Onerom nogapunu cgoeit fouke Crepanmn Ha eé
nepBblil AeHb poxaeHna. (eroaHa MMA Ho
06nazatenbHULbl G3LIeH-MapKI U3BECTHO
He TonbKo B Poccum, Ho 1 B EBpone u gpyrux
cTpaHax mupa. Onarmanckuii byTuk Stefania
HaxoAnTCA B pailoHe Map6enbs B Vcnanun,
MOMMMO 3TOr0, YCMeLHO paboTaeT ceTb
C0OCTBEHHbIX PO3HUYHbIX Mara3uHoB B Mockse
B JyULLIMX TOPTOBbIX LieHTPpax ropoja, ecTb CBOU
areHTbl B AHrnum, Upnangmm n CLLA, a Takxe
bonbLuan ceTb ppaHyaii3n, KOTopble aKTUBHO
paclwmpAIT 613HeC — OTKPbIBAIOT BCE bonbLue
TOProBbIX TOUEK B (BOUX ropodax. B HacToALee
BpemA KOMMNaHWA HaX0AUTCA Ha dTane pocTa
dupmeHHoli ceTnt 6yTUKOB. O TOM, KaK NAET
pa3BUTME PO3HNYHOTO PeTeiinia IPeMUanbHON
LLeTCKOI Of\eX/ibl paccka3ana oCHOBaTelb
n Bnagenuua bpenpa Stefania HATAJIbA
MAHATUHA.

Pa3BurTre dupmeHHOI ceTn ppaHYai3UHroBbIx Oy-
TUKoB Stefania ocTaéTcss NpPUOPUTETHBIM Hanpaese-
HUeM AnA Hawewn KoMmnaHuu. MNepsbiit Haw GrpMeH-
HbI Mara3uH oTkpbinca ewé B 2011 rogy B Camape n
paboTaet fjo cux nop. K HacTosALlemMy MOMEHTY CeTb
Bblpocna Ao 26 G6YTMKOB M y Hac BeCbMa ambuum-
O3Hble MaHbl Mo e€ pacLUNPEHUIO.

MMaBHOe TpeboBaHMe, KOTOPOe Mbl MpeabABAAEM
K HawyM ¢paHYyai3m — 3TO >KelaHue pas3BUBaTb
6u3Hec B chepe [EeTCKOW opexAabl NMpeMuanbHoro
CermMeHTa, a BeAb 3TOT GM3HEC OYeHb MEPCreKTUB-
Hbll. COBpeMeHHble pOANTENM XOTAT MOAHO OfleBaTb
CBOVIX AieTel, YTO COBepLUEHHO onpaBaaHo. CeroaHa
nopapacraloLLee NOKoNIEHUE OYeHb ObICTPO pa3BMBa-
€TCA 1 C MOMOLLbIO COBPEMEHHbIX MHPOPMALMOHHbBIX
TEXHONIOTUI MOJTyYaeT MHOXECTBO oOrepexalolen
MHOOPMaLMM O TOM, KaK YCTPOEH 3TOT MUP, Y MUP
MoZbl B ToM yucne. CTUAbHO U MOAHO OfeBaTbCsA
XKenarwT U 1eBOYKM, U MaJIbuVKKM, OHU pa3bupaloTcs
B MOAHbBIX TEHAEHUMSAX, Y HUX GOPMUPYIOTCS onpe-
JenéHHble 3anpochl. 1 cunMTalo, YTo MPUBKBATL M
YyBCTBO MPeKpPacHOro Heobxoaumo C paHHero JeT-
cTBa. be3ycnoBHO, 3TO KacaeTcA He TOJIbKO BHeLl-
Hero BuUAa, HO B TOM umcsie 1 ogexabl. Y HaC MHOMO
NMOCTOSIHHbIX MOKYyNaTesNel, KOTOpble Ha MPOTSKEHUN
MHOrVX NeT noKynatoT ofexay Stefania n Habnopa-
10T, MO Mepe TOro Kak peb&HOK pacTeT, 3a opMuUpo-
BaHMEM U Pa3BUTNEM ero BKyca 1 YyBCTBa CTUNIS.

Opexpa 6peHpa Stefania paccunTaHa Ha feBoYeK
1 Manb4yunKoB oT 2 fo 16 net. infa 6onbluero ynobcTea
Mapka Stefania o6beguHaeT B cebe cpasy HECKONbKO
nuHwnii: Stefania, Stefania Boys u Stefania School. B
Oy TMKax NpefCcTaBneHbl MOAENYV ofeX bl AN YUYEDDI,
urp, CropTa, Ans BEUYEPUMHOK W MPa3fHMKOB, Tak
YTo Hawwm ¢paHYaN3VHIOBbIE MAPTHEPDI, KOTOpbie



BMeCTe C HaMV Pa3BUBAIOT MPEMUASIbHBIN OfEXHbIN peTensn
AnA faeTell, HefoCTaTKa B aCCOPTMMEHTE He UCMbITbIBAOT. U
BECOMOE [OCTOVMHCTBO HallMX MOAENeil B TOM, YTO U3 HUX
nerko v ygobHo co3gaBaTb BCE HOBble 06pa3bl 3a CYET XO-
pOLIO NPOAYMAHHbIX COYETaHUIN BHYTPY Konnekumun. Haww
An3aiHepbl NPOAYMbIBAOT KaXaylo Karncyny TaK, 4tTobbl Mo-
enn nepeknrKanncb mexay cobol no LBeToBbIM U CTUMN-
CTUYECKMM PeLUeHMAM, TaK YTO KONMUYeCTBO OPUTMHANbHbIX
1 CTUNbHbBIX look’ 0B MPOCTO He orpaHnyeHo.

KoHeuHo, ana ¢paHuansvHra nmeet 6onbluoe 3HaveHue
NErkunn Bxof B 613HeC. Y Hac HeT nayLanbHOro B3HOCa 1 po-
ANTW. Ml [OCTaTOYHO yMepeHHas cpefHAA CyMMa MHBECTULMIA
B OTKpbITMe 6yTUKOB. Tak, B CpeiHeM Ha 3anycKk dpaHyan3mH-
roBoro 6yTuka Stefania nnowagbto 80 KB. METPOB NOTPeby-
eTcA okoso 3 MAH py6neid. U BnoxeHna foBosIbHO GbICTPO
OKYMATCA — BCEro 3a nontopa-Aga ropa. Mbl Moxem 370 ra-
paHTpoBaThb, BeAb 6peHp Stefania y3HaBaem v nonynapeH.
Tak uto ¢ppaHyam3nHr Stefania — 3To0 BO3MOXKHOCTb CO34aTb
CO6CTBEHHbIV BU3HEC MO NPOBEPEHHOW U NPUOGbLISIbHOM 6U3-
Hec-mopaenu.

Be3ycnoBHo, Mbl Npeanaraem ceoum ¢paHyansm BcecTo-
POHHIOK NOAAEPXKKY Ha BCeX 3Tamnax, HauMHaa C MOMEHTa
nognucaHua porosopa. Korga OyTVK TOMbKO FrOTOBUTCA K
OTKPbITVIO, Mbl MOMOFAeT BbIOpPaTb IOKaLMIo: Kak Npaswuio,
3TO TOProBO-pasBlieKkaTesNibHble LIeHTPbI C dpelleH-6peHaamum
Knacca «A», OpMeHTMPOBaHHbIE Ha CeMbU C AieTbMM, 1 MOMO-
raem CorflacoBaTb BbIFOfHble YC/IOBMS apeHAbl B BblOpaH-
HOM MecTononoxeHuu. [lanee, Mbl OKa3biBaeM NOALEPXKKY B
NPOEeKTMPOBaHNM 1 OpraHM3auMmn 3acTporikn byTrka. Hawm
6yTUKM BecbMa y3HaBaeMbl, U1 Mbl 3360TVMMCA O TOM, YTOGbI
cTunb Stefania coxpaHanca Bo Bcex ropofax npucyTCTBUSA:
npuBeKaTeNbHbIN NHTePbep B CTUIe 6APOKKO C dN1emMeHTa-
mu luxury.

Oka3sblBaem nomoLlb B GOpMUPOBaHNM accopTimeHTa. K
C/IOBY, Mbl pa3pellaem HallyM NapTHEPaM HamoNHATb OyTUK
1 APYrMMY TOProBbIMY MapKamu, KOHEYHO, COOTBETCTBYIOLL|e-
ro Kayectsa v ctuns. MpeacTtaBneHHOCTb Apyrux 6peHAoB He
MOXeT npeBbiwatb 20%. BmecTe ¢ ppaHUain3m paccumTbiBaem
613HeC-MNaH, FOTOBUM 1 0byyaem nepcoHarn.

Korga 6yTuK y»e OTKpbINCA, TO 338 KaXKAbIM U3 HVX Mbl 3a-
Kpenyifaem nepcoHanbHOro MeHeXepa-KypaTopa 1 MepyeH-
fan3epa, oKasblBaeM pPeKSlaMHylo MOAAEPXKKY U, KOHEUHO,
BHMMATENIbHO CNIEAMM 3a TeM, Kakux GMHAHCOBbIX YCNeXoB
OOCTUIN HaWW NapTHEPDI. Ecnn uTo-To MAET He No nnaxy, To
ornepaTrBHO KOPPEKTNPYEM, HO KaK MPaBUio, Mbl HACTONbKO
BCE XOPOLLO NPOCUYNTbIBAEM Ha STane niaHNpPoBaHWUA, YTo Cy-
LLLeCTBEHHbIX KOPPEKTMPOBOK He TpebyeTcs.

Xouy OTMeTUTb, YTO Mbl MpPefoCTaBiAeM CBOUM ¢paH-
Yar3n SKCKIIO3MBHbIE MpaBa Ha OTKPbITWE GYTWKOB B He-
60/bLWNX PErMoHalbHbIX ropofax C HaceneHvem He 6onee
300 TbiCAY XWTenen U NPUOPUTETHOE MPaBO Ha OTKPbITME
ABYX Nnocneayowmnx MarasuHoB B ropofAax-MUINIMOHHMKAX.
CerofiHA y Hac y»Ke HeCKoJIbKO NMapTHEPOB OTKPbINy Gonee
OfHOrO MarasuHa.

B uenom ¢paHyan3nHr — 060IA0BBIFOAHBIA NpoLecc
n ana ¢paHyaiizepa, u ana ¢paHyansm. OpaHyansn rme-
10T BO3MOXXHOCTb BOWTV B FOTOBbIV U yCMNelHbli 6r3Hec, a
KOMMaHus-Bnageney 6peHaa — MOCTPOWUTb AUCTPUOYLNIO,
afeKBaTHYI0 CMPOCY Ha 6peHA. DTO MPEKPaCHbIN MHCTPYMEHT
pa3BUTUA perMoHanbHOro OXBaTta C XOpoLUe CKOpPocTbio. U
Mbl He 6OMMCA OTKPbIBaTb OYTUKU B yAanéHHbIX OT MOCKBbI
ropofax, Tak Kak 6v3Hec-npoLeccbl AUCTaHLMOHHOIO yrpaB-
NEeHUs B KOMMAHUM NPOAYMaHbl 1O Mefnoyel, a Hawwy perno-
HaJibHble MapPTHEPDLI NPeKpacHO PaboTaloT, 1 Mbl UM MOJIHO-
CTblo foBepsaem. Ecnv BKnafbiBaTb B fieN0 BCo CBOO Nt060Bb
1 cunbl — 6U3Hec OyzeT NpouBeTaTbh, HECMOTPS HU Ha Kakue
TPYAHOCTN.

MUCTOPUN YCIIEXA

®PAHYAU3UHT CO STEFANIA

« MIHBECTULLM LN OTKPBITUS (BE3 TOBAPHOMO
HAMOAHERMS) oT 1,9 MAH PYBENEN

« TOBAPHOE HAMOJSTHEHVWE HA CE30H «BECHA -
nETo» o7 1,6 MAH PYBREN,

«OCEHb-3UMA» 0T 2 M/H PYEEN

-posntv: OTCYTCTBYHT
« navwanbHeii B3Hoc: OTCYTCTBYET

« BO3MOXHOCTb 3APABATBIBATb KPYI bl FOL, -
& CE30HHBIE KONNEKLMK

« CPOK 3AMYCKA BYTUKA - 1-3 MECALA

« T0ProBAS HALEHKA - oT 130%

OT OMTOBOM LLEHbI

« CPOK OKYMAEMOCTY NPOEKTA - 18-24

MECALIA C MOMEHTA OTKPbITUA
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atalya Pinyagina and her

husband Oleg presented
the premium brand of children
clothing Stefania to their
daughter Stefania for her first
birthday. Today the name of
the young owner of the fashion
brand is known not only in
Russia, but also in Europe and
other countries of the world.
The flagship Stefania boutique
is located in the Marbella region
of Spain, in addition to this, a
network of its own retail stores
is successfully operating in
the best shopping centers of
Moscow. There are agents in
England, Ireland and the United
States, as well as a large network
of franchisees that are actively
expanding their business
opening more and more outlets
in their cities. The company is
currently at the stage of growing
its boutique chain. The founder
and owner of the Stefania brand,
NATALYA PINYAGINA, spoke
about the development of the
retail of premium children
clothing.

STEFANIA
EXPANDS THE
BOUNDARIES
OFITS
INFLUENCE

RUSSIAN BUSINESS GUIDE {CEHTABPb 2021}




The development of a branded network of
Stefania franchise boutiques remains a priority
for our company. Our first brand shop was
opened back in 2011 in Samara and is still
working. By now, the chain has grown to 26
boutiques and we have very ambitious plans
to expand it.

The main requirement that we place on
our franchisees is the desire to develop a
business in the field of premium children
clothing, and this business is very promising.
Modern parents want to dress their children
fashionably, which is perfectly justified.
Today, the younger generation is developing
very quickly and with the help of modern
information technologies, they receive a lot
of advanced information about how this world
works, and the world of fashion as well. Both
girls and boys want to dress stylishly and
fashionably, they understand fashion trends,
they have certain requests. I believe that it is
necessary to instill in them a sense of beauty
from early childhood. Of course, this applies
not only to the appearance, but also to the
clothes. We have many regular customers who
have been buying Stefania clothes over the
years and watching, as the child grows, the
formation and development of their taste and
sense of style.

Stefania clothing is designed for girls and
boys from 2 to 16 years old. For greater
convenience, the Stefania brand combines
several lines at once: Stefania, Stefania Boys
and Stefania School. In boutiques, there are
models of clothing for study, games, sports, for
parties and holidays, so our franchise partners,
who together with us develop premium
clothing retail for children, do not experience
a shortage of assortment. Moreover, a
significant advantage of our models is that it
is easy to create new images from them, due
to well-thought-out combinations within the
collection. Our designers think over each
capsule so that the models overlap with each
other in color and stylistic solutions, so that
the number of original and stylish looks is
simply unlimited.

Of course, easy entry into the business is
of great importance to franchising. We have
no lump sum or royalties. In addition, a fairly
moderate average amount of investment in
opening boutiques. Therefore, on average, the
launch of a Stefania franchise boutique with
an area of 80 square meters will require about
3 million rubles. Moreover, the investment
will pay off quickly - in just one and a half
to two years. We can guarantee this, because
the Stefania brand is recognizable and
popular. Therefore, a Stefania franchise is an
opportunity to create your own business with
a proven and profitable business model.

Of course, we offer our franchisees
comprehensive support at all stages, starting
from the moment of signing the contract.
When a boutique is just getting ready to open,
we help to choose a location - as a rule, these
are shopping and entertainment centers with

A-class fashion brands, aimed at families with
children, and we help to agree on favorable
rental conditions in the chosen location.
Further, we provide support in the design and
organization of the boutique development.
Our boutiques are highly recognizable, and we
make sure that the Stefania style is preserved
in all cities where we operate — an attractive
baroque interior with luxury elements.

We provide assistance in the formation
of the assortment. By the way, we allow our
partners to fill the boutique with other brands,
of course, of the appropriate quality and style.
The representation of other brands cannot
exceed 20%. Together with the franchisee,
we calculate a business plan and, of course,
prepare and train personnel.

When the boutique has already opened,
we assign a personal manager-curator and
merchandiser to each of them, provide
advertising support and, of course, closely
monitor the financial success of our partners.
If something does not go according to plan,
then we promptly correct it, but as a rule, we
calculate everything so well at the planning stage
that significant adjustments are not required.

I would like to note that we provide our
franchisees with exclusive rights to open
boutiques in small regional cities with a
population of no more than 300 thousand
inhabitants and a priority right to open two
subsequent stores in cities with a population of
over one million. Today several partners have
already opened more than one store.

In general, franchising is a win-win process
for both the franchisor and the franchisee.
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Franchisees have the opportunity to enter a
ready-made and successful business, and the
brand owner - to build a distribution that is
adequate to the demand for the brand. It is an
excellent tool for developing regional coverage
at a good pace. Moreover, we are not afraid to
open boutiques in cities remote from Moscow,
since the business processes of remote control
in the company are thought out to the smallest
detail, and our regional partners work great,
and we completely trust them. If you put all
your love and strength into the business, it will
flourish, no matter what difficulties we face.

FRANCHISING
WITH STEFANIA

« INVESTMENTS FOR OPENING
(WITHOUT COMMODITY FILLING)
FRoM 1.5 MILLION RUBLES

« PRODUCT CONTENT FOR THE

SPRING-SUMMER SEASON FROM

1.6 MILLION RUBLES, AUTUMN-

WINTER FROM 2 MILLION RUBLES
«rovaLT: NONE

« LumP-suM PayMENT: NONE

e OPPORTUNITY TO EARN ALL YEAR

ROUND - COLLECTIONS
FOR 4 SEASONS

« BOUTIQUE LAUNCH PERIOD -
1-3 MonNTHS

« TRADE MARGIN - FRoM 130%
OF THE WHOLESALE PRICE

« THE PAYBACK PERIOD OF THE
proJECT IS 18 -24 MoNTHS

FROM THE DATE OF OPENING
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DENATb AETEN CYACTJ/IUBbIMWU» S

2

LETCKUX KNYOOB 1 fieTCKIX CajoB CTana GefepanbHoli 1 NPOJ0IKaeT akTUBHO
pa3BUBaTbCA BO MHOroM bnarogapa ¢ppaniumze. O Tom, Kak 3T0 NPOUCXOANT,
PacckasblBaeT ofuH u3 ocHosateneii cetvt OPUI BENOHOLLEHKO.

y A g

- Kak y eac eo3Hukna udesa «b36u-
Kkny6a?»

- Ha Takom skcnepumeHT MeHA U MO
XeHy EBreHuno B4OXHOBUIV POXKAEHME Nep-
BOro pebGEHKa 1 KHMra AMOHCKOro YYEHOTO
Macapy U6ykun «lMocne TpEx yke Mo3aHO»,
COrNacHO KOTOPOM MO3r YenoBeka Hanbo-
flee BOCMPUIMMYMUB B PaHHME oAbl XU3HW.
Y Hac monyumnocb co3faTb YHMKanbHOe
MECTO, Fie 3aHATUA MPOXOAWIN B UTPOBOW
dopme. [leTAM HPaBUNOCb XOANTb B KIy6 ©
OCBauBaTb HOBble 3HAHWA, OHV PaAOBaNINCh
npovLeccy, a pPoaUTeNnu — pesysbTaTam.

Korpa »enawowmx 3aHMMaTbCcA CTano
6onblie, B pasHbix paiioHax Camapbl Mbl
OTKpbIIMN elwwé faBa «b36u-Kkny6a», a yxe ye-
pe3 Heckonbko net B Camape ux ctano 15, 4
- B TonbaTTM 14 — B Mockse. [Tocne 3anycka
B 2009 roay ¢paHLWM3bl CETb Hayana cTpe-
MUTENIbHO PaCTU: U MO KONMYECTBY TOYEK, U
no reorpadum. N Bbipocna B KpynHewnLyo
B Poccun cetb B chepe AOLWKONBHOrO 06-
pasoBaHus.

- Bol cmanu 3aHUMamocs ppaHyatizux-
20M MoJIbKO Yepe3 9 Jilem nocsie 0cHO8a-

rog Haag B (amape Ha3aj NoABUNCA NepBblii «ba6u-kny6» Ana
JieTeii 0T TPEX MecALeB 10 cemu eT. CerofiHs 0AHOUMEHHas CeTb

HuA cemu. [Toyemy 8bl 8bI6panu UMeHHO
makoe 6usHec-peuieHue? B Kakux 2opo-
0ax MOXXHO Halimu ce200HA eawiUX ()paH-
yaisu?

— MoHauany o ¢ppaHyan3mHre mbl He iyma-
NN, MPOCTO BUAENN, YTO Halla MoAesnb BOC-
TpeboBaHa, MecT AnA AeTeN yKe He XBaTaeT.
MepBas ¢paHwWwM3a 6Gbina npuobpeteHa B
CaHkTt-lMeTepbypre 11 net Haszag, a Tenepb
TaM NPaKTUYECKN He HalTN CBOOOAHYIO J10-
KaLuio ANA OTKPbITUA HOBbIX «5361-Kny6oB»
1 capoB. Ml He TonbKo Tam. Hawm napTHEpHI,
0CO6EHHO B HEGOMbLUIMX ropofax, CTPEMAT-
CA OTKpbIBaTb BTOpble, TpeTbU «B36um-Kny-
6bl». Mbl MOCTENEHHO 3aKpbiBaeM ropopa
anAa npopaxu ¢paHwm3 1 Aaém Hawum
dpaHyan3nm BO3MOXKHOCTV ASIA Pa3BUTKA
COOCTBEHHbIX MUHVW-CETEN.

Cenyac Mbl npepfcTaBnieHbl B Poccuuy,
KasaxctaHe n Yexuu. bbin ewé ycnewHbin
onbIT paboTbl «b36u-knyba» B [lybae — ana
[leTell PYCCKOA3bIYHbIX COTPYAHUKOB «Jly-
Komna». Ha kapte Poccum Tem He meHee
€CTb eLé MHOro HacenéHHbIX MyHKTOB, rae
Mbl BMeCTe C HalMW NMapTHEPaMK rOTOBbI
OTKpPbITb «5361-KNy6bl» 1 cagpl. Mpu 3Tom

Mbl OCO3HaéM, YTO B Pa3/INYHbIX PerroHax
eCTb CBOV OCOOEHHOCTU MeHTanuTeTa, 3a-
KoHopaTenbcTBa. [o3Tomy y Hac paspabo-
TaHbl pa3Hble LieHbl Ha GppaHLIn3bl 1 pa3Hble
¢nHaHcoBble mopenu. A npeumyLiecTBa
dpaHWK3bl C HAMX OYEBMAHbI: Y Hac ecTb
MOLIAroBbI MAaH OTKPLITUA U ynpaBneHns
6v3Hecom, pa3paboTaHbl UHCTPYMEHTbI Ha
pa3Hble 6V3Hec-CUTyauuy, BK/OYaA Kpu-
31CHble 1 GOPC-MaXKOPHbIE, a TaKXKe UHCTPY-
MEHTbI NPOABVKEHUA 1 Pa3BUTUA.

Cellyac Ha Hawein KapTte «b36u-mupa»
53 ropoga, Hawa ceTb 06beamnHAeT 27 co-
TPYAHVKOB ynpasnsiowen KomnaHuu, 147
napTHépos, 2000 nefaroroB M NOMOLYHU-
KoB, 6oniee 16 000 pgeten n 30 000 poau-
Tenei. Ectb «b36u-kny6bl» 1 cafbl NOJIHO-
ro gHsA, «b36u-kny6» oHnaiH. Mo 3anpocy
KNIMeHTOB pa3paboTany GppaHLIN3y LWKOSbI
«benaa BopoHa». /I mbl uyBCTByemM cuibl
natn panbue: B EBpony n Asnio, B HOBble
dopmartbl. Y Hac yxe ecTb OMAnNHrBanbHble
METOAVKN Ha aHIMNCKOM A3blKe, Halla
MeTofMKa nepeBefeHa Ha Ka3axckun, u
Mbl FOTOBbI paboTaTb Haj agantauymen me-
TOAVK B ApYyrue CTpaHbl.

- Kak 661 6bl Kopomko cpopmynupoea-
J1u K/lo4e8ble No3uyuu ceoezo memooa?

— Mbl dopmynupyem muccuto «babu-Kny-
6a» TaK: ienatb AeTei CYacTINBbIMU, CAMUM
nosyyatb OT 3TOrO PafjoCTb M MOMOraTb
poauTeNAM OCO3HaTb U PaCKPbITb UHANBU-
LlyanbHOCTb pebéHKa. B cBOEM meToge Mbl
coeanHunn obpasoBaHve U NCMXONOTUIo, B
€ro 0CHOBe — OMbIT BbIAAIOLMXCA Nefaroro
W NCUXONOrOB, MMPOBbIE METOANKN PaHHETO
pa3BuUTUA. ITO KOMIJIEKCHOE pa3BuTHe Ma-
MATW, NOTVIKM, BHUMaHWA, OLLYLEHW, BOC-
MPVATUI, MbILLNEHVA, BOOOPaXKeHNA.

- Kakue y sac nnanol Ha 6nuxatiuwee 6y-
oywee?

- Bo-nepBbix, pa3sutre camon ¢paHLmn-
3bl. Ecn paHblue Mbl MO NPeanoXutb
dpaHwWwK3y Tonbko «b36u-Knyba», To Tenepb
pa3paboTaHa ¢paHwm3a «b36um-kny6+b636u-
cag» u otgenbHo «b36u-cag» MOHOro AHA.
Ceifyac B pa3paboTtke ewé 3 popmaTa, Ko-
TOpble Mbl MAAHMPYEM 3aMyCTUTb B Crieayto-
Lem rogy.

Bo-BTOpbIX, pa3BuTMe mnpopykTa. Ecnm
paHblle y Hac Obina TONbKO OfHa BepcuA
HalUX KNacCUYeCcKMX 3aHATUI, TO Temepb
Mbl NpeJiaraemM 1 aBTOPcKyto Metognky KUT
(KpyroBas MHTeNNeKTyasbHasa TPEHPOBKa),
1 GUNHIBasIbHbIE METOAUKMN.

B-TpeTbux, OfHONM M3 HaWwmWx cTpaTernye-
CKUX Uenen sBAseTCA MaclTabupoBaHue.
3TO Nofpa3ymeBaeT BbIXOA Ha HOBble MecTa
npucyTcTBrA. Befb coBpemeHHble TexXHO-
JIOFMN MO3BOJIAIOT OKasblBaTb MOAAEPKKY
bpaHyan3m no Bcemy Mupy.

MogroToBuna
EneHa 3onotoBa



he first “Baby-club” for

children from three months
to seven years old was established
in Samara 21 years ago. Today
the network of clubs for children
and kindergartens of the same
name has become a federal one
and continues to actively develop,
primarily thanks to the franchise.
YURI BELONOSHCHENKO, one
of the network's founders, explains
the process behind this.

"OUR MISSION IS

- How did you come up with the idea of
the “Baby-club”?

- My wife Eugenia and I were inspired by the
birth of our first child and the book of Japanese
scientist Masaru Ibuka called “Kindergarten
is too late!”, according to which the human
brain is the most receptive in the early years
of life. We managed to create a unique place
where classes were held in a playful format. The
children loved going to the club and learning
new things, they enjoyed the process, and their
parents enjoyed the results.

When there seemed to be even more people
interested, we opened two more “Baby Clubs”
in different districts of Samara, and in a few
years there were already fifteen of them in
Samara, four in Togliatti, and four in Moscow.
After the launch of the franchise in 2009, the
network began to rapidly expand, both in
terms of the number of outlets and geography.
And it developed into Russia's largest network
in pre-school education.

- You started franchising only nine years
after you founded the chain. Why did you
make this business decision? In what cities
can one find your franchisees today?

- At first we didn't think about franchising,
we just noticed that our business model was
in demand, there weren't enough places for
children anymore. The first franchise was
acquired in St. Petersburg 11 years ago, and

now it is almost impossible to find a free
location to open new “Baby Clubs” and
kindergartens there. And not just there. Our
partners, especially in smaller cities, are trying
to open second and third “Baby Clubs”. We are
gradually closing cities for the sale of franchises
and giving our franchisees opportunities to
develop their own mini-networks.

Currently we are represented in Russia,
Kazakhstan and the Czech Republic. We also
had a successful experience with the “Baby
Club” in Dubai for the children of Russian-
speaking “Lukoil” employees. Nevertheless,
we and our partners are ready to open “Baby
Clubs” and kindergartens in many more
localities in Russia.

We do realize that different regions have their
own mentality and legislation. Therefore, we
have developed different franchise prices and
different financial models. And the advantages
of franchising with us are obvious: we have
a step-by-step plan for opening and managing
the business, we have developed tools for
different business situations, including crisis
and force majeure, as well as promotion and
development tools. Currently there are 53
cities on our “Baby World” map, our network
includes 27 employees of the management
company, 147 partners, 2,000 teachers and
assistants, more than 16,000 children and
30,000 parents. There are “Baby Clubs” and full-
day kindergartens, online “Baby Club” We have
developed the White Crow school franchise at
the request of clients. And we feel the energy to
go further: to Europe and to Asia, to try new
formats. We already have bilingual methods in
English, our methodology has been translated
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into Kazakh, and we are ready to work on
adapting methods for other countries.

- How would you briefly define the key
positions of your method?

- We define the mission of the “Baby Club”
as follows: our mission is to make children
happy, to get joy from this and to help parents
realize and reveal their child's individuality.
We have combined education and psychology
in our method, it is based on the experience
of outstanding teachers and psychologists, the
world's methods of forwardness of children.
This is a comprehensive development of
memory, logic, attention, feelings, perceptions,
thinking and imagination.

- What are your plans for the near future?

- First of all, the development of the
franchise itself. Previously we could only
offer a “Baby Club” franchise, but now we
have developed a “Baby Club-+kindergarten”
franchise and a full-day kindergarten franchise
separately. Currently there are three more
formats in development, which we are
planning to launch next year.

Secondly, the development of the product.
Previously we had only one version of
our standard classes, but now we offer the
proprietary methodology CIT (circular
intellectual training), and bilingual methods.

Thirdly, one of our strategic goals is to
scale up. This implies entering new places of
presence. After all, modern technology allows
us to support franchisees all over the world.

Prepared by Elena Zolotova
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- Enena Po6epmoeHa, kakoea 6bina uc-
mopus coz0aHusa cemu «Kocmo Kudc»?

— [leTckvM [OWKONbHbIM Pa3BUTVEM £
Hauyana 3aHumaTtbca 16 net Hasag. Mo 06-

pa3oBaHWi0 A Mefjaror U My3blKaHT, OKOH-
ymna CaHkT-lNeTepbyprckyio KoHcepBaTo-
puYto MO KNaccy CKPUMKK, U MHe NOKa3anocb
WHTEPECHOWN upes pa3BuBaTb feTell Yepes
My3blKy. B TO Bpema A MHOro BbicTynana
CHayana C Knaccmyeckon My3blKoW, a 3aTem
€O 3BE&3[amu 3CTPafbl U NapaneNibHoO 3aHu-
Manacb c feTbMu oT 1 roga. A Korga noHsna,
YTO 3TO MOE NPU3BAHUNE, Mbl C My>KEM OTKPbI-
JIN CBOIO MepBYK CTYAMIO WHTENNEKTyalb-
HOro pa3BUTKA Yepes My3blKy A/ JeTeil oT
rofa 4o 7 net. 3T1o 66110 12 neT Hasag.
CTyaua 6bla HACTONBKO YCMELLHOW, YTo
6bICTPO 06pena NonynAapHOCTb 1 Yepe3 rof
y MeHs 6bino yxe 6onee cTa yueHUKoB. Ewwé
yepes rofl Mbl OTKPbUIM CTYAUIO AETCKOro
MI03MKNa — obLyee KONMyecTBO AeTen, KOTo-
pble y Hac 3aHVManucob, npesbicuno 150. U
TOrga UX PoAVTENN CO3AaNU MHULMATUBHYIO
rpynny, Lesnbio KOTopoli 6bis10 yoeauTb MeHs
OTKPbITb AeTCKMN LeHTp. VIm 3To ypanocs,
MU TaK MOSBWICA MOJIHOLEHHBI [ETCKUN
LieHTp, rae 6bino 6onee 20 pasHOOOPa3HbIX
HanpaBNeHU AN 3aHATUIA C JOLIKONbHMKA-
MU. 3aTeM elé ovH LieHTp. A Korga camble
MasieHbK/e YUYEeHVK/ MOAPOCU, POAUTENV
npocTo noTpeboBany AeTckuii cag. Tak 6bin
OTKpPbIT NepBbI AeTckuin cag «Kocmo Knge»,
KOTOpPbIV Obl/1 MPAKTUYECKU 3aMOJHEH eLlé
40 oduUManbHOro oTKpbITusA. Yepes AaBa
roga, Korga mbl 06penu onbIT, U MeTofnye-
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EneHa MuHrosa.

CKUW, U YNpaBAeHYeCcKUn, N IopUaNYEeCcKnii,
3anycTunu ewwé aBa AeTCKUX caguka.

- A Ko20a ebl pewusnucb HA npoekm
¢ppaHwu3zeI?

- B 2018 roay. M onAtb 370 6blIa NPOCH-
6a ofHON Mambl, KOTopas 4 roga Boguna K
HaMm CBOIO [104b U 3axoTesla OTKPbITb CBOWN
[eTCKUI caf. Mbl 0Ka3anuncb K 3TOMy roTOBbI.
Celiyac y Hac 6onblue JecaTn ¢ppaHyansu.
HepaBHo noasunca unuan B baky.

- Kakum obpasom ebi omcnexueaeme
Kayecmeo oly4yeHus e OemcKux caoax,
OMKpbIMbIX NO (hpaHwiuze?

— Bo-nepBbix, BO BCEX HALLNX AETCKUX Ca-
[ax 1 LEHTpax ecTb cmcTemMa BUAEOHAbM0-
AeHNA C MPOCMOTPOM OHﬂaIZH, KaK anAa Hac,
Tak M Ana poputenei. Bo-BTopbix, NoCTo-
AHHO NPOXOAAT NPOBEPKN. Kpome TOro, Mbl
opraHumsyem Kaxzayto Hepento obyyeHue ana
npenopasaTenen 1 BoCNUTaTeNEN, a TakxKe
INA yNpaBnAoLWmx no Halen MeToanke un
nporpammam. C60eB noka He 6bl1o.

Mbl npepnaraem fBa ¢opmata ¢paH-
WK13bl — AETCKUI caf (MOJMHbIA AeHb, NuTa-
HMe) 1 JeTCKUA LeHTp (3aHATUA, cekuuu,
MoAroToBKa K lWkone). Ho nopasnsiowee
6ONbLUMHCTBO HalMX GppaHyan3un Bbibpanu
BapuaHT fBa B OOHOM — JETCKWN caf Mmic
JeTckuin ueHTp. Mbl npefocTaBnaem um
BECb MHCTPYMEHTapuii Ansa 3anycka ounu-
ana «mnop KIy», a Takke OKa3blBaem Mop-
OEPXKKY Ha BCeX 3Tanax OTKPbITUA. W Takas
nopfep)Kka B pasHbix GopmMax MpoposKa-

A1 FOHbIX
BYHOEPKMHAOB

ONynApHaA ceTb 6UNMHrBaNbHbIX JETCKUX Ca0B U

LieHTpoB npemuyM-knacca «Kocmo Kupo» winpoko
n3BecTHa B MockoBCKoMm peruoHe. HeiaBHO oHa
BbILUSIA HA MeXYHAPOAHbII YPOBEHDb — MO (paHLLK3e
oTKpbInca getckuin cag «Kocmo Knae» B baky. Yto
UMEHHO OT/IMYAET 3TOT OpeH 0T MHOXeCTBa ApYrux?
00 3TOM paccka3biBaeT OANH U3 0CHOBaTeNel CeTu

eTcA 1 nocne 3anycka ¢unmana. Hanprimep,
Mbl BK/lOYaeM MHGOPMALMIO O HaLlem Ho-
BOM MapTHEpPe B 06LLYI0 peKiamy ceTu.

- «Kocmo Kudc» - amo yxe 6peHo. Ho
4mo omau4aem 3smom 6peHO om dpyaux
yupex0eHuli 0oWKo/IbHOo20 o6pasosaHuA?

— D70 GUNHIBaNbHbBIN LETCKWI caj C ecTe-
CTBEHHO-HayuYHbIM YKIIOHOM. TO eCTb Mbl 3Ha-
KOMVM eTel C TaKMW HamnpaBieHnaMY, Kak
3KOMOrMs, acTpoHOMUSA, GU3NKA 1N XUMUA B
pamMKax SKCreprMeHTanbHON MoLWAAKKM, a
TaKkke poboToTeXHMKa. BTOpbIM A3bIKOM Mbl
noka BblOpany aHMUNCKUA, OH ABAAETCA
mMexxayHapoaHbiM. CKOpO MmnaHupyem [o-
6aBUTb elé N KUTANCKUI. Ha aHrnninckom,
Hanpvmep, BeAETCA KYNIMHAPHbIN KNacc — Tam
B XOZie 3aHATWIN AeTW yYaTCA pearnpoBaTh Ha
MHOCTpPaHHbIEe CJI0Ba Ha ObITOBOM YPOBHe.

[porpamma 3aHATUI CcOCTaB/leHa B COOT-
BETCTBMU C BO3PACTOM YUYEHUKOB. Tak, UHTeN-
NeKTyanbHbl 610K, PaCCUMTaHHbIN Ha CamMbIX
ManeHbKuX, A0 3 NET, BKIIOYAeT 3HAKOMCTBO
C OKpyXawwmum Mupom, GopmMrpoBaHme
3MIEMEHTapHbIX MaTeMaTUUYeCcKUX npeacTas-
neHun (OSM), pasButre peun, BHUMaHUA,
MamATY, JIOTMYECKOro MbiliieHus. Tsopue-
CKWI BSIOK — 3TO BCe BMAbI TBOPYECTBA: Ner-
Ka, prCoBaHve, annnmKauusa, mMy3sblkanbHble
TeaTpasnbHble MOCTaHOBKU. A yvyactma B
MIO3UKNaxX ATV yYaTcA akTEPCKOMY macTep-
CTBY W CLIEHNYECKON peyn, BoKany 1 TaHLy.
STO NO3BONAET UM MOMHOCTLIO PACKPbITLCA,
CHUMAeT MHOrMe [eTCKMe KOMMIEKCbl, yunT
He 60ATbCA BbICTYNaTb Ha Nybnmke.



Ectb 6nok ¢ur3nyeckoro pa3ButusA, Kyaa BXOAAT 3aHATUA GUTHe-
COM, PUTMUKOW, @ TakKe OGJIOK peuyeBOro pPasBUTUA, BKIIOUAOLMIA
3aHATUA C NIOronefoM, aHMUNCKNA. [Ana cTaplimx yYeHUKoB OT 4
neT NpeaycMoTpeHa NMOAroToBKa K WwKose. OHY M3yyvaloT, Kak A yKe
roBOpWa, eCcTeCTBEHHO-HayuYHble ANCLUUMIVIHBI — SKOJIOT1Io, acTpo-
HOMMIO, U3UKY 1 XMMUIO B PaMKax SKCMepUMeHTaNbHOW MIoLaAKN.

- K eam npuxodam demu pasHozo ypoeHs pazsumus. Hekomo-
Ppble yxKe ymerom, Hanpumep, Xopowlo cHumame, opyaue — Hem. Kak
8bl y4yumoieaeme 3mom ¢paKkmop npu npoeedeHuU c8oux 3aHAMui?

— B Hawen aBTOpCKOW nporpamme «Kocmmyeckoe obpasoBaHme»
Ba’KHOW COCTaBNAOLLEN ABNACTCA MHAMBUAYaNIbHbIA MapLIPYT pa3Bu-
A pebéHka. MNegarorn COBMECTHO C METOAUCTOM MYTEM MOHUTOPUH-
ra eXxefHEeBHbIX 3aHATUI TeCTUPYIOT AeTel no 12 napameTtpam. Vimen-
HO Ha OCHOBAHMM 3TOFO MOHUTOPVHIa GopMIMpPYyeTCA KapTa pa3BUTUA
KaXkpaoro pebéHka. 3To No3BOJIAET OnpefenuTb ero 3HaHNA 1 YMEeHNA.
Ecnu B Kakmx-To 061acTsX OH CUibHEEe APYruX, TO MOXKHO JaBaTb emy
6onee cnoxHble 3agaHuA. Ecnv rae-To ero Hafgo NOATAHYTb, TO CTOUT
YAEUTb MMEHHO 3TOMy 0cob0e BHVUMaHWe, BMOTb [0 MHAVBUAYaNb-
HbIX 3aHATUIA. TO ecTb pe6EHOK He MAET No ycpeAHEHHON Nporpam-
Me, HanncaHHOWM MeTOANCTOM AJA feTel onpefenéHHbIX BO3PacTHbIX
rpynmn, Kak B 60MbLIMHCTBE APYrMX AeTcKmx cafoB. C KaXkabIM Mbl pa-
60TaeM MHAUBMAYaNbHO, M 3TO HE MyCTble CNOBa.

- Bol npedocmaensaeme ceoum ppanHyaiizu ewé u makyio yciny-
2y, KaK cepmugpuyuposaHHoe npou3eoo0cMeo NUMAHuUsA, u ceoli
He6onbwoli hupmMeHHbIli asmonapK Ons ceoeepemeHHOU 00-
cmaeku. [Mo4yemy 83a1u Ha ce6a ewé u makyio hyHKyuio?

= I'Ipemne BCEro, HEKOTOPbIE HallK AETCKME Cadbl PACMNONOXKEHDI Ha
NEPBbIX 3TaKaX XMJ1biIX LJOMOB, e NPOCTO HEJIb3A 3aH/MaTbCA rOTOBKOW.
KpOME TOro, Hall KOMOWHAT 1 Halu NnoBapa roToBAT TakK, YTO C yAOBOJ1b-
CTBUEM eOAT AaXKe MANIOEXKKM. Y Hac 20-AHEBHOE MEHIO, COIacOBaHHOE C
PocnotpebHag3opom v BKiouatoLLee B cebA KPONUKa, UHAENKY 1 Apyrue
avetnyeckrie 6miofa. MeHIo coCTaBieHO C YYETOM BCeX MOTPeOHOCTEN
JII,ETE‘IZ NMo BO3pacTam. BbicuntaHo BCE — 11 BUTaMIWHbI, U MUHEpParbl.

- A Kakoebl njiaHbl Ha bnuxatiwuli 200? lymaeme pacuwiupamoca?

- Hapeemcsa oTkpbiTh ewwé go 10 ¢punuanos no ¢paHwmse, n He

TOJIbKO B MOCKBe, HO 1 B permoHax. I'Ipexqqe BCero B CaHKT—ﬂETep-

6ypre — 310 OyfeT yxe ckopo. A Takxe B HoBocnbrpcke, Coun n

KpacHogape. MNpubaBnTca 1 ewwé ogHo MeXXayHapoaHoe Harnpase-
Hue — Ka3axcTaH. 1o Bcem 3TM npoeKTam BeAyTCA NeperoBopbl.

MoarotoBuna EneHa 3onotoBa
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- Elena Robertovna, what is the story
behind the creation of the Kosmo Kids
network?

- I started working in pre-school
development 16 years ago. I am a teacher and
a musician by education, I graduated from
St. Petersburg Conservatory as a violinist, and
I found the idea of developing children's skills
through music interesting. At the time I was
doing a lot of performances, first of classical
music and then with pop stars, and at the same
time I was teaching children starting from the
age of one. And when I realized that this was
my calling, my husband and I opened our first
studio of intellectual development through
music for children from one to seven years
old. That was 12 years ago.

The studio was so successful that it
quickly gained popularity, and a year later
I had over a hundred students. A year
later we opened a studio for children's
musicals - the total number of children
who were attending our studio exceeded
150. And then their parents formed an
initiative group with the goal to convince me
to open a children's center. They succeeded,
and this way a full-fledged children's center
was established and there were more than
20 various directions for activities with
preschoolers. Then there was another center.
And when the youngest pupils grew up, the
parents simply demanded a kindergarten.
So the first Kosmo Kids kindergarten was
opened, and it was almost filled even before
the official opening. Two years later, after
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us about it.

we gained methodological, managerial, and
legal experience, we launched two more
kindergartens.

- When did you decide on the franchise
project?

- In 2018. Again, it was a request from
a mother who had been taking her daughter
to us for 4 years and wanted to open her own
kindergarten. We turned out to be ready for
that. Now we have more than ten franchisees.
Recently we opened a branch in Baku.

- How do you monitor the quality of
education in the kindergartens opened under
the franchise?

- First of all, all of our kindergartens and
centers have a video surveillance system with
online viewing, both for us and for parents.
Second, there are ongoing inspections. In
addition, we provide training for teachers
and daycare workers as well as managers on
our methodology and programs every week.
There have been no setbacks so far.

We offer two franchise formats -
kindergarten (full day, meals) and children's
center (classes, sections, preparation
for school). But the vast majority of our
franchisees have chosen the two-in-one
option — kindergarten plus children's center.
We provide them with all the tools to launch
a branch on a turnkey basis, as well as support
at all stages of the opening. And this support
continues in various forms even after the
branch has been launched. For example, we

he popular network of bilingual

kindergartens and premium-class centers
“Kosmo Kids” is widely known in the Moscow
region. Recently it entered the international arena
- Kosmo Kids kindergarten has been opened
under the franchise in Baku. What exactly makes
this brand different from many others? Elena
Mingova, one of the founders of the network, tells

EDUCATION

FOR CHILD
PRODIGIES

include information about our new partner in
the general advertising of the network.

- Kosmo Kids is now a brand. But what
makes this brand different from other
preschools?

- It is a bilingual kindergarten with
a natural science bias. In other words, we
introduce children to such subjects as ecology,
astronomy, physics, and chemistry as a part
of the experimental site, as well as robotics.
So far we have chosen English as the second
language, as it is an international language.
Soon we are planning to add Chinese as well.
For example, the cooking class is taught in
English, this is where children learn how to
respond to foreign words at the everyday level.

Study program is designed according to
the age of the students. Thus, the intellectual
block, designed for the youngest children,
up to 3 years old, includes an introduction
to the world around us, the formation of
elementary mathematical ideas (FEM), the
development of speech, attention, memory,
logical thinking. The creative block includes
all kinds of creativity: modeling, drawing,
applique, musical theater performances.
Children learn acting and scenic speech, vocal
and dancing for participation in musicals. This
allows them to fully reveal themselves, helps
to get rid of many children's insecurities, and
trains them not to be afraid of public speaking.

There is a physical development block,
which includes fitness classes, theory of
rhythm, as well as a speech development
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block, which includes classes with a speech therapist, English. For
older students from the age of 4 there is a preparation for school. As I
have already said, they study natural sciences - ecology, astronomy,
physics, and chemistry as a part of the experimental site.

- Children with different levels of knowledge attend your classes.
For example, some children are already able to count well, while others
are not. How do you take this factor into account in your classes?

- In our original program called “Space Education”, an important
component is the individual route of a child's development. The
teachers in collaboration with a methodologist test children
according to 12 parameters by monitoring their daily activities. It is
on the basis of this monitoring that a development map is made for
each child. This makes it possible to determine his or her knowledge
and skills. If the child has more knowledge in some areas, we give
him or her more difficult tasks. If the child has less knowledge in
some areas than the others, it is worth paying special attention to the
areas the child has difficulties with, up to individual lessons. That
means that the child does not follow an average program written
by a methodologist for children of certain age groups, as in most
other kindergartens. We work individually with every single child,
and this is no empty boast.

- You also provide your franchisees with such services as a certified
food production and your branded fleet for on-time delivery. Why
did you take on such a function as well?

— First of all, some of our kindergartens are located on the first floors
of residential buildings, where you simply cannot do the cooking. In
addition, our combine and our cooks cook in such a way that even
light eaters eat with pleasure. We have a 20-day menu, agreed upon
with Rospotrebnadzor, which includes rabbit, turkey, and other dietary
meals. The menu is designed to meet all the needs of children by age.
Everything is calculated - vitamins and minerals.

- What are your plans for the upcoming year? Are you considering
expanding?

— We hope to open up to 10 more franchise branches, not only in
Moscow but in the regions too. First of all, in St. Petersburg, which
will be soon. And also in Novosibirsk, Sochi and Krasnodar. Another
international direction will be added: Kazakhstan. Negotiations are
being held on all of these projects.

Prepared by Elena Zolotova
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[1Ha 13 BefyLMX MUpOBbIX KocmeTuyeckux pupm GUINOT

MPUCYTCTBYET Ha POCCUIACKOM pbiHKe ke bonee 20 net. Ho
[laNneKo He Cpasy 3TOT OpeHA CTan AoCTyneH AnA GpaHyai3uHra.
(Boum onbitom senutca ocHoBatenbHuua GUINOT Poccua
Hatanua 3a3epckas.

- Kakoebl ocobeHHocmu pocculickozo
poiHka 0ns GUINOT? Kak 6peHo passueasnca?

— B 2002 rogy, nocne YeTblpéx NeT AnCTpudy-
L KocMeTnKM Guinot Ha POCCUCKOM PbIHKE, A
OTKpbIna canoH. OdurLmanbHO OH He Gbin GpaH-
LLUM30M, MOCKOJIbKY TaKoro MOHATUA Torga Boo6-
LLie He cyLecTBoBasio. OfHaKo Mbl paboTanu nc-
KIoUmUTENbHO Ha NpoayKumy Guinot, cobntopas
BCe CTaHAAPTbl KOMMNAHWW: OT BHE[PEHNA HOBU-
HOK [10 00yYeHs COTPYAHNKOB.

B 2010 rogy Guinot 3anycTun ceTb ¢ppaH-
wn3 Bo OpaHumn, a B 2014 rogy oHa po-

RUSSIAN BUSINESS GUIDE {CEHTABPb 2021}

6panacb po Poccum. Moatomy ceityac Mbl
paboTaem B ABYX HarmnpaBfieHUsX: CaJIOHbI-
dpaHwWm3bl, JencTByOWre B COOTBETCTBUN
C onpefenéHHoN KoHuenuuen, Kak, Hanpu-
mMep, 6yTuKM LouisVuitton, 1 NpocTo canoHbl,
KOTOpble MOTYT WCMONb30BaTb KOCMETUKY
Guinot. ®paHwWwn3bl - 3TO BCerga MnosnHas
NIMHWA MPOAYKTOB, CBOEBPEMEHHbIe 3anyc-
KM HOBUWHOK, aKTyaNllbHas MapKeTUHroBas
cTpaTervs, aganTMpoBaHHasA AN PbIHKOB MO
BCceMy mupy. IHbIMM cnioBamu, KauecTBo, ra-
paHTVA 1 pe3ynbTaTUBHOCTb. Ha cerogHAL-

OPAHLLUN3A
OT NTNAOEPA —

rapaHTus
ycnexa

HWUI aeHb paboTaeT 6 canoHos Guinot: Tpu B
Mockge v Tpu B CaHkT-leTepbypre.

- B 4ém npeumyujecmea 6usHeca no
¢panwuse umeHHo ¢ GUINOT? Hackonbko
3mo 8bI1200HO huHAHco8o?

— Ectb cpa3y cemb npuumnH. Bo-nepsbix,
3TO HaAEXHOCTb 1 onbIT 6peHaa. Victopusa
Guinot 6epét cBoé Hayano ¢ 1963 ropa. Ha
[aHHbI MOMeHT 6peHA 3aHUMaeT nManpy-
owre no3mumm Ha pbiHke Bo MpaHumn B
obnactm npodeccrioHanbHOM  KOCMETUKY,
a ¢paHwm3a 6peHAa — 3TO BO3MOXKHOCTb
OTKPbITb FapaHTMPOBaHHO peHTabenbHbIN
6bOTN-6M3HEC, OPUEHTMPOBAHHDIN Ha Mnpe-
MUANbHbINA CEFMEHT KIMEHTOB.

Bo-BTOpbIX, Guinot MmeeT COOGCTBEHHBbIN
VNHCTUTYT U MOLLHYIO HayuYHO-TEXHUYECKYHO
6a3y AnA co3faHna KOCMeTUYECKON NPoAyK-
LU1Kn 1 annapaTtoB Aja KocMeTonoros. Npo-
AYKLMA OTBeYaeT CaMbiM BbICOKUM CTaHAap-
TaM MeuLMHCKOro 1 dapmaueBTUYeCcKoro
NPOU3BOACTBA, YTO MOATBEPXKAEHO CepTu-
duKaTamn KauecTBa.

B-TpeTbnx, MHOrONETHWIA OMbIT KOMMAAHWM
[loKa3blBaeT 3PeKTMBHOCTb GU3HeC-Mope-
nu, rae KOMOUHaLVMA CanoHa KpacoTbl 1 KOC-
MeTOJIOrM1 B OQHOM NPOCTPaHCTBE Npeana-
raeT MOMHbIA CNeKTP YCnyr AnAa camblX
B3bICKATENIbHbIX KNNEHTOB. B-ueTBEPTbIX, 3a
CBOI0 ANITENBHYIO NCTOpUio B Poccnmn 6peHp
Guinot nepexwun 4 Kpusnca, n 3To ABNAETCA
NpPeKpacHbIM [OKa3aTe/IbCTBOM HaAEXHO-
CTU KOHLeNuun 6rsHeca.

Ha nATom mecte B uncne npeumyLlecTs:
KNMeHTbl canoHoB Guinot — noan ¢ gocTaT-
KOM, KoTopble wumeloT cHOpMUPOBAHHDIN
3anpoc K KayecTBy YCNYT, YPOBHIO CepBurca 1
CaMoro casnioHa KpacoTbl, JI0AN, KoTopble 13
[BYX afibTepPHATVB BbIOMPAIOT NyULLYIO 1 He
NPUBbIK/IM SKOHOMUTb Ha 3[0POBbE U Kpa-
cote. [No3ToMy, B-LIeCTbIX, OKa3aBLWNCb pa3
B HalleM CaJioHe, OHM OyayT BO3BpaLlaThCA
CHOBa 1 CHoBa. A popmMmMpoBaHMe MOCTOAH-
HOW KNMEeHTCKOM 6a3bl — OCHOBa KOMMepye-
cKkol adpdeKkTMBHOCTU. U HakoHeL, 3To npo-
CTO APKWIA 3anoMuHatoWwuincs bpeHa!

- Kak konmponupyemcs ka4ecmeo pa-
6omobl canoHos ¢ppaHwusebl GUINOT? Kak
npoxooum oby4yeHue nepcoHana?
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- Guinot pa3spabotaHa  KoHuenuuA
«[narpamma nporpecca 360 rpagycoB»,

B KOTOPOW NpOoMucaHbl MpaBuna BeAeHus
613Heca No 4 HanpaBNEeHNAM: MaPKETUHT, Me-
He[PKMeHT, OV3Hec-aHannTMKa, KOCMETONOT.
B obnactn mapkeTvHra Mbl yaenunm ocoboe
BH/IMaHWe BHeLLHeMy B/AY CaloHa: BXOfHasA
rpynna onpepaenseT NpeMunanbHOCTb GpeH-
[ia, KpuCTanantbl B BUTPMHAX Npurnaiiaiot
Ha npouenypy 1 MHPOPMUPYIOT 06 aKLMAX
N NPenioXeHrAX, MepyeHaansnHr obecne-
yMBaeT AOCTYMHOCTb NMPOAYKUUM U NHOP-
Mauum O NPOAyKTax, KabuHeT KocmeTonora
pa3genéH Ha YéTKue 30Hbl U NpepnonaraeT
MHOTrOQyHKLNOHANIbHOCTb.

YTto KacaeTcA MeHedXMeHTa, TO OCHOB-
HbIMV MPVHLUMNaMK ycrewHow paboTbl nep-
COHana ctanu ero TlaTesbHbI noabop, a
TaKXe pa3BuUTHE B KaxK[OM HacToALLEero cre-
unanucrta. COTpyaHMK JOMKeH NiobrTb CBOE
peno. Kpome Toro, TujatenbHaa nposepka
pesiome 1 ero noaTeepxaeHne C npeabiay-
WMX MecT paboTbl AaloT GofbluMe LWAHChI
Ha BO3MOXHOCTb HaHATb AO6POCOBECTHOrO
coTpyAHuKa. Cuctema 60HyCoB, Npepycmar-
puBalowas npemmu 1  [OMNONHUTENbHbIE
BbIXOAHblE 33 KayeCTBEHHOe KIMeHTCKoe

obcnyXKnBaHme — TaKkxKe Ba)kHasA MOTMBaLMA
ANA NIMYHOCTHOrO PoCTa.

He meHee BaxHa 6u3Hec-aHanUTUKa —
6e3yKopu3HEHHOe BefleHMe  KJIMEHTCKOW
6a3bl, MaKcMManbHbI c6op MHPOopMaLUn
0 KNIMeHTe, aHann3 KoNMyecTBa HOBbIX KNu-
€HTOB, KONMYeCTBA MOTEPAHHbIX KIIMEHTOB.
CoBpeMeHHbI  KNneHT BblbrpaeT 6onee
nporpeccuBHyto Mofenb 6r3Heca, NosTomMy
Guinot cTpemnTCA NpPeABOCXULIATb OXU-
JaHua Kaxgoro rocta. C6op MHbopmMaLmm
NPOUCXOAUT EXKEMECAYHO, STUM 3aHNMAETCA
MeHemkep Mo dpaHyYar3nHry, pesynbraTbl
npopabaTbiBaloTCA COBMECTHO C TPEHEPOM,
Ha OCHOBaHWM 3TUX OTYETOB CasloHy Npepasa-
raeTca nnaH AencTBumn.

B Guinot HeT KocmeTOnoros, 3aTo ecTb
[lokTopa KpacoTbl, npowepwne obyyeHve B
yyebHOM UeHTpe UHCTMTYTa Guinot Poccus,
rae oHv obyuyaloTcA NCUXONOrUK ObLLEeHUA
C K/IMEHTaMW, TEXHMKaM BbIMOJIHEHMA MPO-
Leayp, 3HaHMAM O CBOWCTBAX U NpeumyLie-
CTBax BCeX NpofyKToB. Mbl Bceraa yunTbiBa-
eM MeHslolWmecss NoTpebHOCTU KINEHTOB.
Hapagay c a¢peKTBHBIMU MPOAYKTaMM U Me-
ToAaMU — 3TO YETKMI BEKTOP paboTbl, Npu-
HocAWWMIA bnecTAwe pesynbTaThbl.

B Poccumn 6onee 300 canoHOB COTPYAHU-
yatoT ¢ Guinot, a 6 canoHoB paboTaloT no
dpaHwmse. I HeCMOTPs Ha TO, UTO KaxAbli
13 HUX OTKPbIBaNCA He B camblii Gnarono-
NYYHbIA SKOHOMMYECKUI Nnepurog, OoKyrnae-
MOCTb HacTynana y»e yepes 18-24 mecaua.

Bce HoBOBBefieHNA Mbl TeCTUPYeM Ha cebe,
a TO/IbKO NOTOM Mpepasiaraem pbiHKy. OTpa-
6aTblBaeM MexaHV3Mbl paboTbl ppaHLLM3bI,
YUMTbIBaeM OMbIT 3apyOeXHbIx Konner u
naptHépos Guinot. B cpeaHem y Hac 35 Ho-
BbIX K/IMEHTOB CafloHe B MeCAL, NIOANbHbIX K
6peHay. Mbl Kak canoH ¢paHLLn3bl UHTEpeC-
Hbl PbIHKY TpyAa. COTpyAHMKaM HPaBUTCA pa-
60TaTb B MPO3PAYHON 1 YETKOW CUCTEME, rae
BCE NpoAyMaHO 1 OPraHm13oBaHo.

- Hackonvko cepbé3Ho Ha pabome casno-
HOB8 CKAa3anucb Ko8UOHble 02paHu4eHusa?

- A cuuTalo, YTO nNaHAemMuUs HaHecna
6onbluoi yuwepb Bcet OGbIOTU-UHAYCTPUN
B UenoM. EcTb canoHbl, KoTopble MPOCTO
He OTKPbIINCb NOC/e BbIXOAA W3 KapaHTu-
Ha. Ecnv roBoputb Npo Halun canoHsbl, To B
MOCKOBCKMX CafioHax 060pOT CHM3UACA Ha
17%, B CaHKT-leTepbypre — Ha 25%.

Ho, Kak roBopwuTcs, TPyAHOCTM AenaroT
Hac cusibHee. MOXHO BbIHECTU ONpeaenéH-
Hble YPOKMN M3 3TON KPU3WUCHOW CUTYyaLMW.
MbI BOMKHBI OTAYCTUTb TO, UTO He paboTaeT,
YTO 6bINO aKTyasIbHbIM NMONrOAa Ha3af, HO He
cervyac. Hago 6bITb roToBbIM K MepeMeHam.

- Kak 6y0em passusameca ¢ppanwiusa
GUINOT e 6nuxcaiiwiue 200e1? Bydem nu
pacwupamecsa zeozpagusn?

- 3a ¢paHyanm3mHrom O6yayuiee, B mMo-
cnefjHee BpeMsA OYeHb MHOIO 3amnpoCcoB Ha
¢dpaHwWwm3y canoHa Guinot, BUANMO, KPU3NC
Tak CKasancA. B Hawwmx nnaHax oTKpblBaTb
no Tpu canoHa ¢paHLLIn3bl B rof, NOBbIWATb
y3HaBaeMocCTb 6peHAa, pacwmpATb reorpa-
duo. Tak ceryac mMbl NAaHUPYyeM OTKpbITME
HOBbIX canoHoB ¢ppaHLLn3bl B MockBe, Bopo-
Hexe 1 ropogax MoBomKbA.

MoaroroBuna EneHa 3onoroBa
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A FRANCHISE FROM THE LEADE

A
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a guarantee for success

UINOT, which is one of the world's leading cosmetics brands, has been present on the Russian
market for over 20 years. However, it took some time before the brand became available for
franchising. Natalia Zazerskaya, Founder of GUINOT Russia, shares her experience.

- What are the specific features of the
Russian market for GUINOT? How did the
brand develop?

- In 2002, after four years of distributing
Guinot cosmetics on the Russian market,
I opened up a salon. Officially it was not a
franchise, since that term did not even exist
at the time. However, we worked exclusively
on Guinot products, complying with all the
standards of the brand: from the introduction
of new products to the training of employees.

In 2010, Guinot launched a franchise
network in France, and in 2014 it reached
Russia. So now we work in two directions:
franchised salons operating according to
a certain concept, such as Louis Vuitton
boutiques, and simply salons which use Guinot
cosmetics. Franchises guarantee a complete
product line, timely product launches and
an up-to-date marketing strategy tailored to
markets around the world. In other words,

RUSSIAN BUSINESS GUIDE {CEHTABPb 2021}

quality, assurance and efficiency. Currently,
there are 6 Guinot salons: three in Moscow
and three in St. Petersburg.

- What are the advantages of franchising
with GUINOT? How profitable is it financially?

— There are seven reasons at once. First of
all, it is the reliability and experience of the
brand. Guinot traces its roots back to 1963.
Today, the brand is the market leader in France
in the field of professional cosmetics. The
brand franchise is an opportunity to open a
guaranteed profitable beauty business aimed
at a premium customer segment.

The second reason is that Guinot has its
own institute and a strong scientific and
technical base for the development of cosmetic
products and devices for beauty therapists.
The products meet the highest standards of
medical and pharmaceutical production,
which is confirmed by quality certificates.

The third benefit is that the many years
of the company experience prove the
effectiveness of its business model, which
combines a beauty salon and cosmetology
in a single space to provide a full range of
services for the most sophisticated clientele.
Fourthly, during its long history in Russia the
Guinot brand has survived four crises, and
this is excellent proof of the reliability of the
business concept.

The fifth place among advantages: Guinot
customers are prosperous people, who have
already formed requirements for quality and
level of services and beauty salon itself. These
people choose the best of two alternatives and
are not used to save money on their health
and beauty. The sixth reason is that once they
visit our salon, they return again and again. A
loyal customer base is the basis of commercial
efficiency. And finally, it is simply a bright
memorable brand!
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- How is the quality of GUINOT salons
supervised? How does staff training work?

- Guinot has developed the 360-degree
Progress Chart concept, which sets out the
rules for doing business in 4 areas: marketing,
management, business intelligence and beauty
therapy. In marketing we have paid particular
attention to the appearance of the salon: the
entrance area defines the premium image
of the brand, the crystals in the windows
invite to a treatment and inform about
promotions and offers, merchandising ensures
the availability of products with accurate
product information, the beautician's office
is divided into defined areas and assumes
multi-functionality.

In terms of management, thorough staff
selection and the development of each individual
into a real specialist have been the guiding
principles for the success of the company.
The employee must love what he or she does.
In addition, a thorough check of CVs and
recommendations from previous jobs gives a
better chance of hiring a conscientious employee.
A bonus system with rewards and extra weekends
for quality customer service is also an important
motivation for personal growth.

Business intelligence is equally important
- impeccable maintenance of the client
base, maximum collection of client-related
information, analysis of the number of new
and lost clients. A modern client chooses a
more progressive business model, so Guinot
strives to anticipate the expectations of every
guest. Information is gathered every month
by the franchise manager, the results are
discussed with a trainer and an action plan

is proposed to the salon based on the reports.

Guinot has no beauticians, there are Beauty
Doctors instead trained in the Guinot Russia
Institute's training centre, where they learn
psychology of communication with customers,
procedure techniques, product features
and benefits. We are always sensitive to the
changing needs of our customers. Along with
effective products and methods - this is a clear
vector of work, which brings brilliant results.

Over 300 salons in Russia cooperate with
Guinot, and 6 salons work as franchisees. In
spite of the fact that we opened each of them
in a rather unfavorable economic period, their
payback period was 18-24 months.

We test all the innovations on ourselves,
and only then offer them to the market. We
work out franchise operation mechanisms and
take into account the experience of foreign
colleagues and Guinot partners. On average,
we have 35 new clients per month, loyal to the
brand. We, as a franchise salon, are interesting
to the labour market. Employees enjoy
working in a transparent and clear system
where everything is structured and organized.

- How heavily have salons been affected by
the covid restrictions?

— I think the pandemic has seriously affected
the beauty industry as a whole. There are salons
which simply failed to reopen after the quarantine
was lifted. As for our salons, turnover in Moscow
has dropped by 17% and in St Petersburg by 25%.

But, as the saying goes, challenges make us
stronger and there are certain lessons to be
learnt from this crisis situation. We should
refuse from things that don't work anymore,
which were relevant six months ago but not
now. We must be ready for the changes.

- How will the GUINOT franchise
develop in the years to come? Will it expand
geographically?

— The future belongs to franchising. There
have been a lot of requests for a Guinot salon
franchise lately; it's probably because of the
crisis. Our plans are to open three franchise
salons a year, to increase brand recognition
and to expand geographically. So now we
plan to open new franchise salons in Moscow,
Voronezh and cities of the Volga region.

Prepared by Elena Zolotova
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M eauULMHCKasA nabopaTopua — CTabUbHbIA 1 MPUOBINbHBIN OM3HeC, CNOCOBHbI paboTaTb NpaKTUYECKIn Npu N0ObIX YCNOBMAX. 3T0 KauecTBo
NPUBNEKAET Kak HAUNHAIOLLWX, TaK 1 OMbITHBIX NPEANPUHIMATENEN, HO HAUMHATb «C HyNA» B 3TOI cepe HeBEPOATHO CIIOMKHO.

Ectb apyroe peluene — GpaHLLKM3a U3BeCTHOrO 6peHaa. 3T0 N03BONAET HauaTb BIU3HEC axe TeM, KTO He MMeeT MeJULMHCKOro 00pa3oBaHus,
HO (paHuaii3ep JOMKeH He TONbKO 3aHNMATbCA HACTaBHNYECTBOM, HO U 0Ka3blBaTb PeajibHylo BCECTOPOHHIOH MOMOLLb NapTHepY.
Jlabopatopua «[emoTtecT» — KOMNAHNA, NOAOKMBLUAA STOT MPUHLYMN B OCHOBY (BOeiA paboTbl. Ceituac 3a 3Tum bpeHaom ctout bonee 1100
otaenenuii B Poccun, Kuprusun, Tagxukinctane v KasaxctaHe, iBa c06CTBEHHbIX TeXHONOrMueckix Komnaekca 1 2600 BIAOB nccie0BaHWi, B
ToM ymcne 6e3 aHanoro 8 PO. B 2020 rogy ycnyramu KomnaHum Bocnonb308anuch 11,6 MUNMOHOB YenoBek.

Peranuu «lemoTecTa» (BA3aHbI He TOAbKO C MeAULIMHCKMMI AOCTUKeHAMU. KomnaHuA ABNAETCA nuepom peiTuHra PBK B Kateropum
«MefNUMHCKaA dpaHLLmu3a», a Takke cuuTaeTca dpaHwwmsoi No1 no Bepcum nepsoro B Poccun katanora dpaHium3 «bUb0CC».

YacTo 6u3Hec no GpaHLumze «[emoTecTa» HaUNHAKT N0 PeKOMeHAALMN 3HaKoMbIX. (BOK0 MCTOPUIO PaboTbl C KOMNaHIeN pacckaxeT
LelicTBYtOLLMIA NapTHED «[emoTecTax, pykoBoauTenb ogHoro u3 otaenenuii 1I0608b EPMAKOBA.

FTrEMOTECT

I VIEOVIUVIHCKAA NMABOPATOPWMSA

- Bbei1 nu 'y eac oneim 8 6usHece 00
moezo, Kak eébl NpUHANIU pewieHUe 0 No-
Kynke ¢ppaHwiuser?

- [Ja, A paboTtana pykoBoauTenem B Kpyn-
HOI KOMMaHWUW B PO3HUYHOM HanpaBieHUn
o Npofaxe feKOPaTUBHOIO OCBELLEeHMA.

- Kak ebl pewunuce Kynumeo ppanwiusy
u noyemy 8bl6panu umeHHo «[emomecm»?

- Mpesa noctynuna oT Moero 3HakoMoro,
KOTOPbIN pelmnn NHBECTUPOBaTb B HOBbIE
6U3HeC-NPoeKTbl. Y HEro 6bifio HECKONbKO
CTapTanos, 1 OQHO 13 HanpaB/ieHW — nabo-
paTopHan agnarHoctuka. Npenmyectsom
MMEHHO 3TOro HanpasfeHuA cTana, B nep-
BYI0 ouepefib, BOCTPe6OBaHHOCTb JaHHbIX
ycnyr. OTa nea MeHA 3anHTepecosana,
A NOHUMana, Yto 3To 6yfeT HOBbIM 3Tarnom
pasBUTUA MOUX yNpaBieHYeCKNX HaBblKOB,
nonyyeHne HOBOroO 3KCNEPTHOrO MHEHMA,
o6MeH onbiTom. CTaTb YacTbio KPYMHOTO
6peHpa — OTBETCTBEHHO M OYEHb NHTEPECHO.

Mouemy nmeHHo «femotect»? [loTomy UTO
3TO OfHa M3 KPYMHEeNLWnX ceTen Ha poccui-
CKOM pblHKe N1abopaTopHOI [MarHOCTUKN,
Ncnonb3ylouwas BeayLine MMpoBble TeEXHO-
Nnornn, Nosb3yeTcsA BbICOKNM fOBEPUEM CO
CTOPOHbI MEAULMHCKOTO CoOobLLecTBa.

- Kakoewl ocob6eHHOCMU ¢hpanuwiuzei om
«femomecma»? Pacckaxume o camom na-
Keme ¢hpaHwu3ebI.

— KomnaHwnAa lemoTtecT npepocTtasnaer
roToBYto 6M3HEC-MOoAesb, FOTOBbIE MHCTPY-
MEHTbI 1115 BbICTpauBaHus 6usHeca. To ecTb
Tbl HAUMHaeLb He C HyNA, BCe NpoLecChl pe-
rMaMeHTUPOBaHbI, NOSTyYaellb KOMMNIeKC-
HY10 MOAAEPXKY Ha BCeX dTarnax 3anycka.
Tbl NOKynaewb y3HaBaeMblll 6peHA ¢ noa-
Oep>KKOWM HaféXHOro napTHepa.

- bBoinu nu kakue-mo cnoXxHele cumy-
ayuu, Ko20a eam nomozas (ppaH4alizep?
- nobanbHbix Npobnem ceyac He Mory
BCMOMHUTb, B N060M G13HECe NpUxoanTbCs

CTaNKMBaTbCA C TPYAHOCTAMM, OCOBEHHO
Ha HayaJbHOM 3Tane, Korga uaeT npotecc
pa3BuTnA. 3gecb camoe rnaBHoe — He 60-
ATbCA 1 ABMraTbCA fanblie. A Ha MOMOLb
TaKoro napTHepa, Kak «[emoTecT», Kak A yxe
roBopusa, BCeraa MOXHO PacCunTbiBaTb,
npuyém Ha lobom 3Tane coTpyaHUYeCcTBa.
Mpexpe Bcero, B nogbope nepcoHana,
NOTOMY YTO B Halllem Jiefie BaXHee BCero
noan, rpaMoTHble, KBanMULMPOBaHHbIE
cneymanncTbl — OT afMUHKCTPaTopa A0
mepcecTpbl. «femoTecT» obecneynBaer
obyuyeHne COTPYAHNKOB, UX aTTecTaLuto
Kaxpable 6 mecAaues. M kakol 6bl BONpoc He
BO3HUKan, BCerga nosnyyaellb rpamMmoTHYI0
KOHCynbTaumto. MegnumnHCKmx GpaHLLmn3 He
Tak MHOTO, 1 «[emoTecT» — 0AHa U3 NyYLWKnX
Ha POCCUNCKOM PbIHKeE.

- Beinu nu y eac kakue-nu6o npegeper-
yuu npu noKynke Heo6xod0umozo obopy-
doeaHus 6nazodaps ¢ppanwuse?

- YuuTbiBas, uto «femoTecT» — ofiHa 13
BeAyLmX penepanbHbIX CETEN, C WNPOKUMU
CBA3AMM, Y HEEe YXKe eCTb CBOU COBCTBEH-
Hble BbIXOAbI Ha MOCTABLYMKOB, Y KOTOPbIX Tbl
MOXeLb Kynutb Mmebenb 1 0b6opyaoBaHue
Ha 6onee BbIFOAHbIX YCN0BMAX. HaunHas
C 3Tana oTKPbITWA, MapTHEP NOSHOCTbIO
Tebs CONPOBOXKAAET U NPEAOCTaBNAET BCIO
HeobxoanMyio nHGopmaLmio.

- Pacckaxxume, kak ¢ppaHyaiizep no-
Mo2aJ1 6amM 6 nepeblili, Camblli CZIOXHbIU
nepuod naHoemuu, 8 nepuod 1okdayHa?

- BTto BpemMsA BCe CTOJIKHYNNCb CO CJTOXK-
HocTsamu. Koraa «Jlabopatopus lemoTtecT»
Ha4yaJla BBOAUTb nccsiegoBaHMAa Ha KOpPo-
HaBUPYCHYIO NHGEKL IO, BCe MapTHEPDI
nonyyunnnm 4yeTkne MHCTpyKunm — oT noa-
rOTOBKU CBOUX OTAEHEHVIVI, Ao O6y‘4€HVIF|
nepcoHana. [Mocne 3T0ro mMbl Hayanu pa60—
TaTb, HECMOTPA Ha TO, YTO BCe 6blnn noa-
BepXKeHbl CTpaxy nepeg 3TM HENPOCTbIM
3aboneBaHuem.

- Y3Hanu nu bl Ymo-mo Hogoe 0/11
ceb6s 8 6usHece c npuobpemeHuem ppaH-
wusel?

— Mcnonb3ys onbIT KPYNHOW KOMNaHUK,
noABNATCA HOBbIE UHCTPYMEHTbI, KOTOPble
Tbl FOTOB MCMOMIb30BaTb B CBOEW yNpaBneH-
Yyeckol npakTuke. Ho xoueTca nofuepKHyTb,
YTO KYNUTb FOTOBbIN OPeHA — eLle He 3HaUNT,
YTO MauMeHTbl MPUAYT K Tebe B oTAeNneHne
NpoCTo NOTOMY, UTO y Tebs BbiBeCKa «lemo-
TecT». JTlo6bIM GU3HECOM HYXKHO 3aHMMaTb-
cA. Ecnv He BKnagbiBaTh U He paboTaTtb Hag
pa3BuTMEM — pe3ynbTaTa He byaeT.

- Bbl nnaHupyeme pacwupamecs, Mmo-
)Kem 66Imb, 83AMb ewje 00HY hpanwiusy?

— B 6nuxanwmnx nnaHax Het. Ho B nanb-
HeNLweM BO3MOXHO.

- Moxeme nu dame Kakoli-mo coeem
N1100AM, KOmopble XomAm Ha4yams pa-
6omames no ¢ppaHwuze. Ecmoe ymo-mo,
0 YyeM 8bl He 3HAJ/IU, A mMenepb 20MO8bl
noodesnumeca c6OUM ONbIMOM € HO8bIMU
YyYacmHUKamu 3moezo pelHKa?

- OpaHwnsa - 310 rotoBas 6usHec-
Mogesb, 3TO y3HaBaeMmblln 6peHA. Ho Bbl
AOJ1IXKHbI OblTb FOTOBbI BKNaAblBaTb CBOU
cunbol, pa6OTaTb Ha[ pa3BuUTnem CcBoux otae-
neHun BMmecTe ¢ JTabopatopuein «femotecT».
CnoXHOCTW ecTb B II06OM Aiene, Ho Korga
y TebA nogaepKa KPynHoOro n HagexHo-
ro napTHEpa, TOo CNPaBUTbCA C HUMK ByaeT
HaMHOro npotiye.

- HedaeHo komnaHusa «femomecm»
ommemusa o4yepedHOUi 0eHb pOXKOeHUs.
Umo6ei 6ol 8bl eli noxenanu?

- KomnaHusa otmetuna 19 net csoen
JeATeNbHOCTU Ha PblHKE TabopaTOpPHbIX
nccnefoBaHnin. Xotenoch 6bl noxenaTb e
¢durHaHcoBOro 6narononyuus, cTabunbHo-
CTV 11 fanblie 0CTaBaTbCs IMAEPOM B CBOEM
HanpaBfieHUN.
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"GEMOTEST"
business
WIth a
reliable

partner
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medical laboratory is a stable and profitable business, which can operate under almost any circumstances. This attracts

both start-ups and experienced entrepreneurs. However, it is incredibly difficult to start from scratch in this field.
There is another solution - a franchise of a well-known brand. This allows to start a business even those who have no medical
training; yet the franchisor should not only provide mentorship, but also offer real all-round assistance to the partner.
Laboratory Hemotest is the company which has put this principle at the heart of its work. Now it has more than 1,100 offices
in Russia, Kyrgyzstan, Tajikistan and Kazakhstan, two in-house technological complexes and 2,600 types of tests, including
those with no analogues in the Russian Federation. In 2020, 11.6 million people used the services of the company.
Hemotest's regalia are not only related to its medical achievements. The company is the leader of the RBC rating in the Medical
Franchise category, and is also considered to be Franchise No. 1 according to Russia's first franchise catalogue, BIBOSS.
Often the Hemotest franchise business is started on the recommendation. LUBOV YERMAKOVA, Acting Hemotest
Partner, Head of one of the Hemotest offices, will tell her story of working with the company.

- Did you have any experience in business
before you decided to buy a franchise?

- Yes, I worked as the head of one of the
major companies in the retail sector. We were
engaged in the interior lighting business.

- How did you decide to buy a franchise
and why did you choose Gemotest in
particular?

- I got the idea from an acquaintance of
mine who, at that time, had decided to invest
in interesting business projects. That was six
years ago. He had several startups. Laboratory
diagnostics was one of the niches. The
advantage of this particular line of business
was, first of all, the demand for this kind of
service. When he offered me this business,
I felt that it would be an interesting stage in
the development of my management skills.
A franchise provides new expertise and an
exchange of experience. This is responsible
and very interesting kind of business.

Why Gemotest? This is one of the largest
networks, which is highly trusted by the
medical community. It has a very wide and
probably the largest range of tests on the
Russian laboratory diagnostic market, as
well as world-leading technology, which it
incorporates into its business.

- What are the special features of the
Gemotest franchise? Tell us about the
franchise package itself.

- It was not easy for me to start, especially
as I had previously worked in a completely
different field. But I was given an already
defined, ready-made business model
and ready-made tools for setting up the
business. In other words, you don't start
from scratch, all the processes are regulated,
and you receive comprehensive support at
every stage, primarily from the franchise
support department. They help you to
choose a location and make all the necessary
financial calculations: from buying furniture
to recruiting and training personnel. They also
help you with logistics and marketing. You
buy a recognizable brand. And you know all
the time that you work with one of the most
reliable partners. So there is probably no fear
as such.

- Were there any difficult situations in
which you received help from the franchisor?

- I don't remember any major problems
at the moment, but every business has
certain difficulties at the start-up. The most
important thing here is not to be afraid and
to develop step by step. As I said earlier, you
can always count on the help of such a partner
as Gemotest at any stage of cooperation. First
and foremost, in recruiting staff, because in
our business, it is people who matter the
most — these should be competent, qualified
specialists — from the receptionist to the
nurse. Every 6 months Gemotest provides
training for employees and their certification.
Whatever question you have, you always get
competent advice. There are not so many
medical franchises, and Gemotest is one of the
leading and best ones on the Russian market.

- Have you had any preferences in
purchasing the necessary equipment because
of the franchise?

- The partner guides you through the
whole process starting from the stage of
opening. This includes a list of equipment,
the requirements, licensing and much more.
You do it yourself, of course, but you can
always rely on the professional advice of
your franchisor. In addition, given the fact
that Gemotest is one of the leading federal
chains, it is clear that it already has its own
access to suppliers from which you can buy
furniture and equipment on favourable
terms.

- Tell us a little about the involvement of
your branch during the first and the most
challenging period of the pandemic - the
lockdown period?

- Everyone faced difficulties at that time.
However, Gemotest immediately began
performing tests for coronavirus infection; the
company gradually engaged all of its partners
in this work, introduced such tests in its own
departments, as well as provided instructions
on how to train staff, how you should behave,
for example, with patients. The instructions
were clear and we worked despite the fact
that everyone was exposed to the fear of this
difficult disease.

- Have you learned something new
for yourself in business with the franchise
acquisition?

- When you use the experience of such
a large company, there are obviously new
tools that you are willing to use in your
management practice. But I want to stress
the fact that buying a ready-made brand still
means that patients come to your department
simply because you have the “Gemotest” sign.
Every day you have to work hard. You have
to develop. You have to collaborate all the
time. You must be sure that your departments
provide quality and good service.

- Do you plan to expand, maybe take on
another franchise?

- That is not in my immediate plans at
the moment. My priority as a manager is to
provide quality services, to recruit professional
staff. But in the future, anything is possible.
Why not?

- Can you give some advice to people who
want to start a franchise. Is there anything
you never knew about, but now you are
willing to share with new entrants to this
market?

- A franchise is convenient; it is a ready-
made business model, a ready-made brand
that is already recognizable on the market.
To some extent, you skip the first stage of
setting up your business. But you have to be
prepared to invest your energy and to work
on development of your branches together
with your partner. So you cannot relax. There
are difficulties in any business, but when you
have that kind of support, it is much easier to
cope with them.

- Gemotest has recently celebrated its
birthday. What can you wish the company?

- Yes, the company celebrated 19 years
of activity on the market of laboratory tests.
I would like to wish it financial prosperity,
stability and to remain number one always.

JIEMOTECT

MEOVILWIHCKARA INABOPATOPVIA
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SKCIPECC-

[TOMOLWb OT
«DACTECTAN:

6biCcTpO M

KadyeCTBeéHHO

«DACTECT» — MHHOBALMOHHAA KOMMAHNA, KOTOpas Hayana
(BOI0 paboTy TONbKO B 3TOM FOfY, HO YXKe ycnena HaiiTin (Boto
HULLY Ha PbIHKE MeULMHCKIX 1abopaTOPHbIX UCCNIE[0BAHWI.

loa poxaeHna HecnyyaeH: uMmeHHo 6opbba ¢ COVID-19

6blna B LEHTPE BHUMAHIA ee ocHoBaTenel. Celiuac pamkin
aeatenbHocTn «OACTECTa» paclmpatotca, u B 6numkaiiunx
nnaHax — 6onee WPOKNIi CNEKTP UCCIeN0BAHII, HANpUMeEp

BHeJpeHune TeneMenLMHbI, YTO NO3BOJIUT NONYy4YaTb

pacLuMdpoBKM pe3ynbTaToB TeCTOB Nt060i CNOXKHOCTH, Ha
MOAX0fie HOBbIiA NPOAYKT — AU depeHLManbHas AnarHocTuka
pecnupaTopHblx 3aboneBaHuii. A B aBrycTe 6bina pazpabotaHa

YHUKanbHasA MeanumnHckas ¢ppaHiumsa. 06 37om Mbl

nonpocuan pacckasatb reHepanbHOro ANPeKTopa KoMnaHun

TEOPTWA TBUTABY.

- leopauii Omapuesuy, eawa KoMnaHusa
oKasanace Ha nepedoeoli 60 epeMs oye-
pedHozo nuka naHoemuu. Ymo ydanoce
cdenamo?

- Hawa uenb B nepuwop naHpemun -
KOHTPOJIb 3a 30pPOBbeM Jilofden, npefoTepa-
LLieHne pacnpocTpaHeHna BuUpyca W ComMyT-
CTBYIOLLMX OCSIOXHEHWI 1 MponaraHfa paHHen
[MArHOCTVKM pa3Hbix 3abonesaHwin. Mostomy
Mbl MpefiaraeM BCce BO3MOXHble BUfbl TECTU-
pOBaHUA — 3KCMPecc-TeCT Ha aHTWreH, Knac-
anyeckun TLP-aHanu3 w gpyrne BapuaHTbl
nccneposaHuii. CpaBKy O pesyribraTax MOXKHO
MOMYYNTb MO SNEKTPOHHON MOYTE UK B 11060
13 TOYeK CETU.

Mbl nomornu yxe 6onee yem 50 000 KnneH-
TOB nNpontn TectuposaHue. «PACTECT» Takke
OpraH/30BbIBaeT K/MEHTaM TeCcTUpOBaHUe
NPy NOSABNIEHMM NEPBbIX CMMNTOMOB 3abore-
BaHWA, NMPU TECHbIX KOHTaKTax C MHGMULMPO-
BaHHbIMM, MOCSIE BaKLMHALMWN W 60ne3HN.

Kpome Toro, «®ACTECT» pa3spaboTan
TakoW MPOAYKT, Kak TeCTUpOBaHVe nepep
BaKkUuHaumen Ha COVID-19. KomnnekcHoe
nuccnefoBaHne MO3BONAET BbIABUTb BO3-
MOXHbl€ MPOTMBOMOKa3aHWA, MPU KOTOPbIX
BaKLMHaLUMA AOMKHA NPUMEHATbCA C OCTO-
POXXHOCTbIO MV BOBCE ObITb OT/IOKEHa.

Haw napTHEp — MeauUMHCKaa KOMNaHuA
«MOJIMME» (BxopAwaa B rpynny Komna-
HU «BanT MNMpopakT»). OTO ceTb Bble3HbIX
nabopatopuii Mo 3KCNPecc-TeCTVPOBaHMIO

RUSSIAN BUSINESS GUIDE {CEHTABPb 2021}

Ha COVID-19 n cbopy 6romaTepuana ana
BbIMOSIHEHVSA  N1abOPaATOPHbIX  MCCNefoBa-
HWIA. TInoCc Ham OTKPbIT JOCTYN U K Bepy-
Wym nabopatopmAamM CTpaHbl, ORO0OPEHHbBIM
PocnoTpebHaazopom.

Mpryém mbl paboTaem He TONbKO C ¢u-
3UYeCKUMM LMK, HO U B KOpropaTus-
HoM cekTope. Pa3paboTaHHOe COBMECTHO C
«Bant MpopakT» ynobHoe IT-peleHre nos-
BOJAET CO3HaTesNIbHbIM paboTofaTensam, Ko-
Topble 3a60TATCA O 30POBbE COTPYAHUKOB,
TeCTUPOBaTb UX 6e3 NNLLIHeN NoTepy Bpeme-
HV Ha opopMmIieHMe, B TOM UYKCIE U Ha Bble3-
ne, B opuce knneHTta. CTOUT TakXKe OTMETUTb,
YTO Hawm ycnyru 6binv BocTpeboBaHbl 1 Ha
MeponpuATUAAX MEXAYHapOAHOro YPOBHS,
Takux Kak «MHHOIMPOM>», MAKC 1 B3O.

- B cenmabpe komnaxnua yyacmeyem &
mex0yHapooHoli evicmaske BUYBRAND
Expo 8 Mockee u cobupaemca akmueHo
npodsuzame 600 ()paHWIu3y 6 pasHbIX
peauoHax cmpaHel. B 4ém yHukanbHocme
¢ppanwuzel «PACTECT»?

- Bo-nepsblx, y Hawwmx ¢paHyansm byaert
nosHblii foctyn K 6onee yem 2000 Bugam
TECTMPOBaHWUIA U CTOJIMYHON WHOPACTPYK-
Type nabopaTopuin ¢ BO3MOXHOCTbIO MOJy-
YaTb paclndpOoBKM MOCKOBCKMX Bpauyeil,
YTO BbIBOAMWT YCNYry Ha KaYeCTBEHHO HOBbIV
ypoBeHb. Kpome Toro, oH1 cMoryT peanuso-
BblBaTb yC/yru Bble3fa Ha JOM WK B O¢VIC

KoprnopaTuBHbIM KnveHTam. A ewwé — 6bl-
CTPbIN CTapT, OTCYTCTBUE EXEMECAYHBIX PO-
ANTU N APYTMX COOPOB, KOPOTKUIA CPOK OKY-
MaeMocCTy 1 MHoroe fpyroe. Haww 6yaywme
MapTHEPbI CMOTYT OTKPbITb TOYKY TECTUPO-
BaHVA B TEX FOPOAAX, FAe YXKe OTKpbITa TOY-
ka TectupoBaHua «OACTECT» B aspornopTy.
DOpaHyaii3n-nakeT y»<e rotos.

- Kak mHoz20 y eac makux nynkmoe? U
noyemy 8b160p nan Ha asponopmei?

—MNepBas TouKa TeCTMPOBaHVIS Oblnla OTKPbI-
Ta mapTe B TPL «<Adpumonn Cutuy. Cenyac oHn
eCTb eLLé B1BYX MOCKOBCKUX OU3HEC-LIeHTpax—
«Cunpuyc Mapk» n Comcity. ipyroe Hanpasne-
HVie — TOUYKM B MEXYHAPOAHbIX a3ponopTax.
Celyac nx 6onee 20, Bknioyasi BHykoBo. leo-
rpadua oyeHb WpoKas — oT KanuHuHrpapa
no Bnagmsoctoka. [lpuuém TecTmpoBaHue
MO>KET NPOM3BOAUTLCA HE TONBKO B a3poriop-
Ty FOPOAa, HO 1 Ha Bble3ge. [1o KoHLa rofa Ml
niaHUpyem OTKpbITb 6onblue 100 Touyek pas-
Horo ¢popmarta. Halua 3agaya — cosaaTb KoMna-
Huto depfepanbHOro maciutaba.

Ha Ka)kpgow Touke TeCTUPOBaHMA MOXHO
KyMNuTb U CONYTCTBYIOLLVE TOBapPbl KOBU-Te-
MaTUKUN — IKCMPECC-TECTbI HA aHTUTEH U aH-
TUTENa OT BeAyLlero Kopemnckoro 6peHpa
SD Biosensor, nHppaKkpacHble TEPMOMETPbI,
NyNbCOKCUMETPbI, MacKu, pecnupaTopbl u
MHOroe apyroe.

MoarotoBuna EneHa 3onoroBa
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EXPRESS HELP FROM FASTEST:
quickly and qualitatively

FASTEST is an innovative company that started its work only this year, but it has already managed to find its niche in

the market of medical laboratory research. The year of foundation is not accidental: it was the fight against COVID-19

that was in the center of attention of its founders. Now the scope of FASTEST’s activities is expanding, and in the near

future there will be a wider range of tests, for example, the introduction of telemedicine, which will make it possible to

obtain the results of test of any complexity; a new product, differential diagnosis of respiratory diseases, is on its way. In
addition, in August, a unique medical franchise was developed. We asked CEO of the company GEORGIY GVILAVA to tell

you about this.

- Mr. Gvilava, your company has been at
the forefront during the peak of the pandemic.
What did you manage to do?

- Our goal during the pandemic is to
monitor people’s health, prevent the spread
of the virus and related complications, and
promote early diagnosis of various diseases.
Therefore, we offer all possible types of
testing — a rapid test for antigen, classical
PCR analysis and other research options.
You can get help on the results by e-mail or
anywhere in the network.

We have already helped over 50,000 clients.
FASTEST also organizes testing when the
first symptoms of the disease appear, in close
contact with infected people, after vaccination
or illness.

In addition, FASTEST has developed a
product such as testing before vaccination for

COVID-19. A comprehensive study allows
you to identify possible contraindications for
which vaccination should be used with caution
or be postponed altogether.

Our partner is the medical company
POLYMED (part of the White Product
group of companies). This is a network of
mobile laboratories for rapid testing for
COVID-19 and the collection of biomaterials
for laboratory research. Moreover, we have
access to the country’s leading laboratories
approved by Rospotrebnadzor.

Moreover, we work not only with
individuals, but also in the corporate sector.
A convenient IT solution developed together
with White Product allows conscientious
employers who care about the health of their
employees to test them without unnecessary
loss of time for registration, including on the

¢ACTECT

road, at the client’s office. It is also worth
noting that our services were also in demand
at international events such as INNOPROM,
MAKS and Eastern Economic Forum.

- In September, the company participates
in the international BUYBRAND Expo in
Moscow. It is going to promote its franchise
in different regions of the country. What is
the uniqueness of the FASTEST franchise?

- Firstly, our franchisees will have full access
to more than 2,000 types of testing and the
metropolitan laboratory infrastructure with
the ability to receive results from Moscow
doctors, which will bring the service to a
qualitatively new level. In addition, they will
be able to provide home or office services
to corporate clients. It is a quick start, no
monthly royalties and other fees, a short
payback period, and much more. Our future
partners will be able to open a testing point in
those cities where the FASTESTA testing point
has already been opened at the airport. The
franchisee package is already ready.

- How many of these points do you have?
Why the choice fell on airports?

— The first testing point was opened in March
in the Afimall City mall. Now they are in two
more Moscow business centers — Sirius Park
and Comcity. Another direction is points at
international airports. Now there are more than
20 of them, including Vnukovo. The geography
is very wide — from Kaliningrad to Vladivostok.
Moreover, testing can be carried out not only at
the airport of the city, but also at the exit. By the
end of the year, we plan to open more than 100
points of various formats. Our task is to create
a company of a federal scale.

You can buy related covid-themed products
at each testing point - rapid antigen and
antibody tests from the leading Korean brand
SD Biosensor, infrared thermometers, pulse
oximeters, masks, respirators and much more.

Prepared
by Elena Zolotova
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PACMNPOCTPAHEHUE

KAPTA PACMPOCTPAHEHUS MEYATHOW
M 3NIEKTPOHHOW BEPCUW XXYPHAJIA:
83 apgMuHUcTpaumm ryéepHatopos P®;

88 pernoHasibHbIX
TOProBoO-NpOMbILLIEHHBIX NanaT;

36 KOpropaLuii pasBUTUSA PerMoHoB;
Toproso-rnpombliisieHHas nanara Po;
npaBUTENbCTBA PErMOHOB.

JAenosbie COBETbI:

— PoCCcUCKO-SINOHCKWIA le10BO COBET

— HIM «Poccumncko-Kntamckmm nenosomn
coBeT»

— AHO «Poccmincko-TypeLuKnii LenoBomn
coBeT»

— Poccnmcko-KOXKHOKOPercKmii A,es10BoM
coseT

— HIM «[,enoBor COBET N0 COTPYAHMYECTBY C
NHaven»

— Poccumcko-TannaHackuii 1eno0Bom coBeT
- Poccnmcko-MpaHckmii ienoBomv CoBeT

— AHO «[lenoBow COBeT Mo COTPYAHUNYECTBY C
AdraHncTaHoM»

— HIM «[,enoBor COBET N0 COTPYAHMNYECTBY C
BbeTHamMmom»

— Poccumcko-CrHranypckmi 4esoBon coBeT
— [lenoBoOW COBET MO COTPYAHNYECTBY C
MHaoHe3ven

— [1enoBo COBET MO COTPYAHMYECTBY C
MakncraHom

— Poccumcko-OuannnmHCKmMin geioBon CoBeT
— KOoMUTET N0 3KOHOMMYECKOMY
COTPYAHUYECTBY CO cTpaHamMm A3nmn n Okea-
HUM

— [1enoBoi COBET MO COTPYAHMYECTBY C
Manawnsuen

— CoBeT npeanpuHumarenen Poccus-Apres-
TUHa

- [enosou coBeT Poccma-bpasmnms

— Jenosowu coBeT Poccma-Kyba

— KomuTteT npeanpvHumarenemn
Poccusa-Mekcnka

— Poccumcko-Ymnmnimckmm genoBowv coBet

- Jdenosoi coseT BPUKC

— NenoBou coseT LLIOC

3apy6exxHbie TMIM:

— TN Asepb6anaykaHckor Pecrny6imkm
—TMN Pecny6amku ApmeHus

— benopycckas TMMM

— BHewHeToprosas nanara KasaxcraHa

— TN Kbiprbizckon Pecnyb6anku

— TN Pecny6anku Mongoea

— TN Pecny6amkun TagXXMKUCTaH

— TN Pecny6anku TypKMEeHUCTaH

— TN Pecny6anka Y36eknctaH

— TN YKpanHbl

=TMN py3nn

— ®epepanbHag nanara 3KOHOMUKM ABCTPUMN
— Coto3 TMMN AnbaHun

— benbruncko-Jltokcembyprckas Toprosast
nanara

— bonrapckas ToproBo-npomblLLIeHHas
nanara

— bonrapo-Poccurckas ToproBo-npombiLu-
JNleHHas nanaTa

— BHellHeToprosas nanara bocHuu n
[epLerosnHbl

— BeHrepckas ToproBo-npombiLu/ieHHas
nanara

- ObbeanHeHWe TOProBO-NPOMbILLIEHHbIX
nanat FrepmaHnun

— ®epepaumsa Toprosbix nanat Uspanns
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- ®epepauns MHAUMIACKUX TN

- WcnaHpackas Toproeasi nanarta

—Toprosas nanarta NcnaHuu

— JlaTBMinCcKas TOproBo-npoMbILLIeHHAS
nanara

— Accoumaums TOproBo-NpOMbILLIEHHBIX U
pemecneHHbIX nanat JInTebl

— KoHdepeHLumst NpoMbILLNEHHUKOB JINTBbI
- MakefoHcko-Poccuiickas ToproBo-npo-
MblILLIEHHas nanara

— HopBexcko-Poccuiickas Toprosas nanata
(HPTM)

— Monbckas x03sMCTBEHHas nasarta

— Poccmmcko-FepmaHckas BHeLHeToprosas
nanara

— Xo3ancTBeHHas nanata Cepbum

— Cnosaukast ToproBo-npomblLLIeHHAsA
nanara

— ToproBo-npombilneHHas nanara Pecny6-
nnkm ChoseHUs

- Coto3 nanat v 6upx Typumm (TOBB)

— LleHTpanbHas Toprosas nanata ®UHASH-
anv

— X0o3ancTBeHHas nasnata Xxopsatum

— DKOHOMMYecKas nanaTa Yewuckon Pecny6-
KN

— Xo3s1cTBeHHas nanaTta YepHoropum (XM4)
- Poccumcko-bpuTaHckas Toproas nanara
- UTtano-Poccuiickas Toprosas nanata

- MNpeacTaBUTENbCTBO XO35MCTBEHHOM Nana-
Tbl Cepbum B Mockse

- MpepcTaBuTenbcTBo HopBeXXcko-Poccuii-
CKOW TOproBow nanatbl B MockBe

- MNpeacTaBUTENbCTBO XO35MCTBEHHOM Nana-
Tbl XopBaTnun B Poccnm

- MpepacTaBuTenbcTBo bonrapo-Poccmmckom
TNM B Poccum

- BcemunpHas denepaums TOprosbix nanat
— Poccumckmni HauMoHanbHbIA KOMUTET
MeXxayHapoAHOM TOproBoi nanaTbl

— Accoumaums TOproBo-NpOMbILLIEHHbIX
nanart eBponenckmx cTpaH «EBponanarta»

— KoHdepnepaums TIIMN ctpaH ATP

- AsnaTckmin popym OAO (BAF)

CDeAepan bHble BeAOMCTBa:

— ®epepanbHOe areHTCTBO MO Aenam
Coppy>xecTBa HesaBMCMMbIX FOCyaapcTs,
COOTEeYeCTBEHHMKOB, MPOXXMBAIOLLMX 32 py-
6e>x0M, 1 N0 MeXxAyHapoAHOMY r'yMaHuUTap-
HOMY COTpyAHWNYecTBy (POCCOTPYAHNYECTBO)
— ®epepanbHas cnyx6ba no BOEHHO-TeXHUYe-
cKomMmy coTpyaHuyectsy (PCBTC Poccmn)

— ®epepanbHas cyx6a no TeXHNYeCKoMy U
3KCMOPTHOMY KOHTpoto Poccurickon Oepe-
paunn (PCTIK Poccunn)

- ®epepanbHas cTy>x6a UCMOTHEHNS HaKa-
3aHun (PCUH Poccunm)

— ®epepanbHas aiyxba cyaebHbix npucTa-
BoB (PCCIM Poccum)

— QepepanbHas aryx6a no Haa3opy B chepe
3apaBooxpaHeHus (Poc3apaBHaa3op)

- ®epepanbHoe MeauKo-bronornyeckoe
areHTcTBO (PMBA Poccun)

- ®epepanbHOE areHTCTBO MO TYpU3MY
(PocTtypu3sm)

— ®epepanbHas cyxba no Hag3opy B cdepe
ob6pasoBaHus 1 Haykm (PocobpHap3op)

— ®epepasibHOe areHTCTBO MO AenaM Mo-
nopéxm (PocmMonoaéxnb)

- ®epepanbHas cyx6ba no ruapomeTeopo-
JIOTMM Y MOHUTOPUHIY OKPY>KatoLLen cpefbl
(Pocrugpowmer)

— ®epepanbHas cnyxba no Haasopy B chepe
npupogononb3oBaHus (PocnpupoaHaasop)
— depepanbHOE areHTCTBO BOAHbIX PECYpPCOB
(PocBoppecypchbl)

— ®epepanbHOe areHTCTBO JIECHOr O X038M-
ctBa (Pocnecxos)

— ®epepasnbHOe areHTCTBO MO HepOMo/b30-
BaHuto (PocHenpa)

— depepanbHOE areHTCTBO MO TEXHNYECKOMY
perynnmpoBaHuio 1 meTponorum (PocctaH-
Aapr)

— @epepanbHas cyxba no Haa3opy B chepe
CBS3U, UHPOPMALMOHHDBIX TEXHOSIOTUI U
MaCCOBbIX KOMMYHUKaLm (POCKOMHaZA30p)
— depepanbHOE areHTCTBO MO NeYaT n
MacCcoBbIM KOMMYHMKaLUusM (PocneyaTb)

— @epepanbHOe areHTCTBO CBSA3U (POCCBSI3b)
— ®epepanbHas c1yxba No BeTepuHapHOMyY
1 bUTOCAHNTAPHOMY Haa3opy (Poccenbxos-
Haa3op)

— depepanbHOE areHTCTBO MO Pbi6OIOBCTBY
(Pocpbi60/10BCTBO)

— ®epepanbHas cnyxba no Haasopy B chepe
TpaHcnopTa (PocTpaHcHaa3op)

— depepanbHOE areHTCTBO BO3AYLLHOMO
TpaHcnopTa (PocaBnauus)

— depepanbHOE JOPOXHOE areHTCTBO (Po-
caBTOAOp)

— depepanbHOE areHTCTBO XKee3HOA0POX-
Horo TpaHcnopTa (Pooxenaop)

— depepanbHOE areHTCTBO MOPCKOro U pey-
Horo TpaHcnopTa (PocmoppeydnoT)

— ®epepanbHasg c1yXk6a no Tpyay v 3aHATo-
ctn (PocTpya)

— @epepanbHas Hanorosas cnyxéa (PHC
Poccun)

— ®epepanbHas TaMoXxeHHas cyxéa (PTC
Poccun)

— ®epepanbHoe KazHavyencTBo (KasHaven-
cTBO Poccumn)

— ®epepanbHas cyxba No akkpeauTaunm
(PocakkpeguTauus)

— ®epepanbHas cybéa rocysapcTBeHHOM
permcTpaunn, Kagactpa u kaptorpapum
(PocpeecTtp)

— ®epepanbHas cnyxba rocyaapcTBeHHOM
cTatmucTukm (PoccTar)

— ®epepanbHas cyxba no MHTennekTyanb-
HOW co6cTBEHHOCTU (POCNATEHT)
depepanbHOe areHTCTBO MO YNPaB/IEHUIO
rocyaapcTBeHHbIM MMyLLECTBOM (Pocnmy-
LL,eCTBO)

MoconbcTBa U TOprnpeacTsea:

—MoconbcTBO ABCTpanmun

— MoconbcTBO ABCTPUIACKOM Pecnybankm
—MoconbcTBO APreHTUHCKOM Pecnybnnkm
- MNoconbcTBo Micnamckon Pecny6ivkum
AdraHncraH

—MoconbcTBO KOoponescTBa benbrnun
—ToproBsoe npencraBnTeNbCTBO BeHrpun
—'eHepasibHOe KOHCYNbCTBO PpaHLumm
—Toprosoe npeacTaBMTeNbCTBO Ervnra

— ToproBoe npeAcTaBUTeNbLCTBO Manansum
—Toprosoe npeacTaBUTENbCTBO KOXHON
Kopen

—Toprosoe npeacTaBUTe/IbCTBO PyMbIHUA
—ToproBsoe npeacTaBnTeNibcTBo CMHranypa
—Toprosoe npeacTaBnTenbcTso C/10BaLIKON
Pecny6nvkn

—Toproso-3KOHOMMUYECKUI OTAeN Top-
roBOro npeacTaBMTe/IbCTBa MOCO/IbCTBA
TaunnaHpga
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Mbl CO3[JAEM KAYECTBEHHOE BUJEO
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Mbl AENAEM HAC OT/IMHAET Mbl TFOBUM Mbl OTBEHAEM
BCE BMAbl BWAEO — CKOPOCTb, MPO®ECCHOHA/IbHbLIN 3A PE3VY/IBTAT
OT AOKYMEHTAJTbHOTO OOCTYIMHOCTb, noaxos HALLEWV PABOTbI
dNIbMA 4O ABTOPUTET N CBEXXWE NOEWN

NTPOBOIO POJIMKA

business
BDM::
MEDIA

KoHTaKTbI:
MockoBcKkasa obnactb, r. Hapo-®omuHck, na. CBobopgpbl, 4. 10, 2 aTax
TenedoH: +7 495 730-5550 (506. 5700)
E-mail: mail@b-d-m.ru

Ha npaBax peknamb!



ONTUMUCT
@) ONTUKA

DOEOEPAJIBHAA CETb CAJIOHOB

OTKPOWUTE CBOW BU3HEC

BMECTE C KOMMAHWEN «ONTUMUCT OMTUKA»!

Bu3Hec nopg Hawum 6peHaom — 3T0:

0% -
POANTY

0 pybnen —
nayLanbHbIl BBHOC

OTKpbITME CanoHa
«noa K4y» 3a 1 mecau!
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111123, r. MockBa,
ANeKTPOAHbIN Npoeag,
8A, opuc 26

TenedoH: 8 800 511 63 37




