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JINLO C OBNTOXKN

Mupe 6u3Heca ITOT yenoBek B 0Cobom npeacTaBNeHNN He HyXaaeTcA. Hy KTO eLue U3 BnapenbleB (I)paHum3 6yﬂET
ropanTbCa TéM, YTO He pacClLUPAET CETb N0 BCEMY MUPY, A, HANPOTUB, 3aKPbIBAE€T CBOU Touku! KOMy elle npuwno 6b1B rojioBy

BO3POXAATb KyNbTYpy uHTepHeT-Kade B XXI Beke? Y ac B roctax AJIEKCEN OKOHLIEB, co3natenb ABYX KOHLENLMiA, BO MHOTOM
nepeBepHYBLLMX NpefCTaBNeHue 0 GpaHyaii3uHre, — ceTeil 6apbeprionos TOPGUN u knbepcnoptusHbix kny6os COLIZEUM.

- Anekceli, napy 1em Ha3ao e caoem UH-
mepe@bio 8bl CKA3A/IU, YMO pA304apOB8aHbI
80 ¢(hpaHyaiizuHze. Kak 3mo noHame, c yye-
mom moezo, ymo celiyac y eac pabomaiom
comHu mo4vek TOPGUN u COLIZEUM?

— A 51 ceflvac OT CBOVIX C/IOB HE OTKa3bl-
BaloCb. Becb BONpoc B TOM, Kak OTHOCUTbCSA
K ¢paHwmse. Yto 370 ANnA 1e€6s — NpocTo
KOPMYLLKa, 1nn 613HeC, B KOTOPOM BCA TBOS
MKN3Hb.

Jliobyio, camyto rpaMoTHYO 1 NPOLYMaHHYI0
bpaHLLN3y MOXKHO Pa3pyLINTb OYEHb NMPOCTO.
Takux npumepoB B nctopum macca. lNpouncxo-
ZWT 3TO Torga, korga dbpaHyansm He ncnosn-
HAIOT YCIIOBUIA, KaK-TO HauYMHAIOT NX ONTUMM-
3upoBaTb nog cebs. Y HUXx moryT 6b1Tb CBOU
VNHTepeChI, OTINYHbIE OT UHTEPECOB TOTO, KTO
NnocTpown Becb 3TOT 6r3Hec. imeHHO noaTo-
My Mbl TaK CTPOro C/lieAuMm 3a cobnogeHnem
npasus 1 TexHonoruii. Npobnema B TOM, 4TO
He[o06POCOBECTHbIN MOAXOA K AeNy pa3py-
LaeT He TonbKo MecTHbI TOPGUN, KoTopbIi
paboTaeT no Takomy-To agpecy. 3To ygap rno
BCemy 6peHay.

fl, Mexxgy Npouunm, BNOXUN B 3TOT 6peHp
6onee 350 MmunnMoHoB pybnei, n Npoaos-
)Kato BblenATb CpefcTBa Ha NPOABMKEHVE
TOPGUN. lNo3ToMy coBepLlUeHHO He 3auH-
TepecoBaH B paboTe ¢ ¢ppaHuali3un, KoTopble
NpoCTO MbITAlOTCA Ha 3TOM 6peHAae napa-
3UTUPOBAaTb, He MOHMMAan OCHOB Br3Heca.
Jloruka paccykaeHuin NpuMepHO TaKoBa:
«TOPGUN packpyueHHbI, KNMeHT nger. Hy,
A €ro NoACTPUry TaM Kak-H1bYy b, BCe paBHO
e 6ynyT KnneHTbl». Ho npr Takom nogxope
KNMEHT NoJly4YaeTcs O4HOPA30BbI, HAKTO He
BO3BpallaeTca. bonee Toro, 3a HeOBOJIbHBIM
roctem crepyeT HeraTUBHbIN «capadaH»,
a My, 3HaeTe, o4eHb TeceH. iIMeHHO noaTo-
My A B 2020 ropy 3akpbin 25 Touek, a B 2021-m
nukeuguposan 14.

- Kak ebl onpedenseme, k020 3aKpol-
eame?

— Y Hac cyulecTByeT OYeHb KeCTKNi Ao-
roBop ¢ ¢paHyansn. 1 6ol Ha3Bas ero gaxe
YKECTOKMM — B XOpoLLeM CMbIcie cfioBa. Bo rna-
BY yrna CTaBUTCA CTPOXKalillee cobnogeHne
CTaHAAPTOB KauecTBa 1 cepBuca. Ecnv niogn
3TO HapYLLAIOT — OHU yXoaAT U3 ceTu. U s rop-
XKYCb TeM, UTO y MeHs 6bInio 256 Touek, a Yepes
aBa roga ctano 223. [lpryem oHM 3aKpbIINCh
He 13-3a KPU3MCHBIX ABJIEHW, Y HUX MO du-
HaHCOBbIM NMoKa3aTessam 6b1710 Bce Bpopae Obl
HUYero, To eCTb Mo MepKam Apyrux 6apbep-
LIOMOB MOKa3blBasv Aaxe XopoLune 060poThbl.

Yepes rog pabotbl Ha Touke TOPGUN pon-
»KeH ObITb MUINOH py6rnen o6opoTa. Ecnu

3TOrO HeT, 3HaUNT, TaM YTO-TO HapyLLaloT.
Torpa Ha3HavaeTCcA NPOBepPKa, OHa BblAaeT,
pgonyctim, 130 NyHKTOB, KOTOpble dpaHyan3u
Hago 3anonHuTb. Mo nToram BbIHOCKTCA 3a-
K/oYeHre, B KOTOPOM NPOMMUCAHO, YTO UMEH-
HO HaANeXuT ncnpasuTb. Ecnn yepes mecay
MN3MEHEHUN HeT, BbIHOCUTCA npeaynpexae-
HUe, eLle Yepes mecAL — BTopoe. A Ha TpeTun
MecAL — BbIXOf N3 CETU.

- Ho eedb 6onbwiuHcMeo enaoensvyes
¢paHwus, Hanpomus, cmapatomcsa pacuiu-
pAame cemu.

— Mos KoHUenuua He B TOM, YTOObI THaTbCA
3a KonmyecTtBoM. EcTb Hekmnin npenen oxsa-
Ta, 32 KOTOPbIM NOABNAETCA PeasibHbl PUCK
noTepsATb KOHTPOJIb 3a NMPOUCXOAALLNM Ha
MecCTax, a 3HauuT, nepectaTb KOHTPOAUPO-
BaTb KauyecTBo cBoero 6peHpa. Myctb nyywe
y MeHs OyeT MeHblle ToYeK C XopoLunmM 060-
poTom. Ho 3T0 3HauuT, UTO CETb MOXKHO MO3K-
LIOHMPOBaTb MPUMEPHO TaK: 3aX0AU B NoboN
TOPGUN, B nio6om ropofie, Tam Tbl NOAyULLb
yCnyry CTaHgapTHO BbICOKOIO KayecTsa.

Kak 6bl 5 onpegenun 6asoBoe oTanyne
TOPGUN oT gpyrux cetei, Bpoae 6bl Moxo-
XKUX MO KOHUEeNnunn u cnektpy ycnyr? leno
B TOM, UTO OHM paboTatloT pagu Toro, Ytobbl
npviBneKaTb AeHbI B yNPaBAsAioLLyo KoMma-
Huto. CpefcTBa B HYXKHOM 0Obeme NOoCTynatoT,
cTano 6bITb, BCE XOPOLUO, @ YeM TaM 3aHUMa-
10TCA GpaHyan3n — He CTOMb BaXKHO. Y HUX
€CTb JOroBOp, B KOTOPOM MPOMMCaH pasmep
eXemecsYHoro posnTy, 1 sce. MNpu Takom nog-
xofe, KCTaTyi, COBEPLUEHHO He BaXKHO, YeM Tbl
BOOOLLE 3aHNMaeLbcs. CeroaHsa nioaen cTpu-
Xellb, a 3aBTpa — TOpryeLlb HOCKaMMU.

C TOPGUN cutyauma npnHUMnuanbHo
MHas. fl KPOBHO 3aMHTEPECOBaH B TOM, YTO-
6bl y dpaHUaii3m pocnu Joxoabl, MOTOMY YTO
3TO [1A MEHSA He NPOCTO POANTU. ITO BU3HEC,
KOTOPbIN A BbICTPOWA C HYNA 1 BbICTPagan.
W dpaHuan3m — He nnaTenbLMKL, OHN 1 eCTb
KOMaHAa 3Toro 6usHeca, ero nuyo. fl rotos
NnoTpaTUTb Kyuy AeHer Ha To, YToObl K HM
npuwen nepsbli KNveHT. Ho nx 3agava —
cpenaTb Tak, UToObl OH OCTancsA, laBas emy
CTOMPOLEHTHOE KAauyeCTBO YCHYT.

- MpuHocum nu eawa nonumuka pe-
3ynemam? Kak smo ckasbieaemcs Ha 00-
xo0ax?

- B pekabpe 2021 roga Mbl nocymnTanm
cpeaHemecaYHbln 060poT no cetu. Monyuw-
nocb 1 MunnuoH 260 Toicay pybnen. Y meHs
eCTb pa3BeafaHHble 06 060poTax NPAMbIX
KOHKYpPEeHTOB. Tam NonyyaeTca B yyLlem ciy-
Yae 550 Tbicay py6nei. Korga s 03ByumBaio

nokasatenn TOPGUN, oHn ycmexatoTca. He
MOTYT NOBepWTb, MOTOMY YTO He MOryT cebe
npeacTaBuUTb. A A CUMTAIO, UTO JOMKHO ObITb
nonTopa MUINIMOHA B MeCALL.

- Kecmamu, eawiu koHKypeHmeoi 206opam,
4Yymo 2n1a8Hoe 8 MaKom 6u3Hece - xopowas
JIoKayus moyYyKu, a ece ocmasabsHoe 8mo-
puyHo. Mo»xem, y eac npocmo ece mecma
«xo0o08bie»?

— KoHeuHo, nokauus BaxHa ansa nioboro
6u3sHeca B cdepe ycnyr. Ho ecnm cam 6r3sHec
paboTaeT Kak Yacbl, TO MOXHO Y HEBbIVIPbILL-
HYI0 NO3KMLMIO MPEBPATUTbL B MPUOBINIbHYIO.
Mpuseny oguH npumep. Haw dpaHyaiizn
OTKpbIN TOUKy. [ToHavany gena wnm He OYeHb:
yTOGbI Tyfa MONacTb, HaZlo OblNIO NOAHATLCSA
Ha BTOPOW 3TaXK 6ONbLLIOro 34aHWA U NPOWTH
Lienblil KBECT, X HAWTV BOOOLLE-TO I0BOJIbHO
CNoXxHo. MakcumarnbHbIi 060poT — 350 Thi-
€AY, H1 0 yem. Ho B mapTe npownoro roga
3Ty «MepPTBYI0» TOUKY BbIKYMNI OAUH YeNTOBEK.
[nAa Hauana Bcex Tam yBonw. HaHAN HOBbIN
nepcoHan 1 cTan CTPoro KOHTPONMpPOBaTb
cobniofeHne ctaHaapToB. K HoBomy rogy
nofdHsn o6opot fo 1 munnmoHa 200 TbicAY.
Bce npocto. Ecnn cneguwb 3a KauecTBoMm, No-
JlyyaeLlb MOCTOAHHbIX KTMEHTOB, @ OHU 3HAIOT,
KaK Tebs HaTn.

- Y eac ece no cmaHoapmy, a cpedu
¢paHyalizu moxe ace oouHakoewie? Unu
Kmo-mo 8ce e abldensemcsa?

- CmoTpuTe, y MeHsa B ceTn — 150 dppaH-
yai3u. M3 HUX — BoceMb NpeaCcTaBUTENbHUL,
npekpacHoro nona. Lectb n3 HMX BXOAAT
B TOMN-10 nugepoB no obopoTam, a fiBe OCTaB-
wnxca - B TOMM-20. Kak Bbl gymaeTe, novemy?

- busHec, npeOHA3Ha4eHHblli O/ JKeH-
wuH?

— HeT, 370 3HaUWT, UTO >KEHLUKMHBI, KaK Npa-
BUNO, 60Nlee akKypaTHO 1 YETKO UCMONHAIOT
npeanoXeHHble NPaBuIa U He CKIOHHbI K BHe-
ApeHmno cob6cTBEHHbIX. CaMOMHeHMe 6onbLue
XapaKTepHO Ana My>k4mH. CibHbIN NON YacTo
npeyBesinyrBaeT CBOU BO3MOXHOCTU. Y My-
KNKOB CBOW NOHATUA: «Yemy MeHsA JTokoHLeB
HayuuT, A U CaM C ycaMm, fieHbrv 3apabaTbiBaTb
yMeto». BepeT forosop, 6pocaeT ero He yuTas,
1 HauvHaeT BHeAPATb COOCTBEHHbIE, COBEP-
LLEHHO He paboune pelleHus. ..

370, KCTaTW, OYEHb MOKa3aTesbHbIl MOMEHT.
Ecnn akkypaTHble 6apbllLHY OnepexatoT no
roKasaTtensm My>K4uH, a Befib 613HeC Tpagu-
LIMOHHO CUMTAETCA MYXKCKUM Je/IOM, 3HAUWT,
dpaHLLM3a cnnaHnpoBaHa naeanbHo. MNpocto
Hajo cobntofaTtb ee nNpasua.
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JINLO C OBZ1OXKHN

- Kak eam ydaemcs 3¢ppekmusHo ynpas-
1Amb makoli pazeemesieHHol cembio, KaK
TOPGUN? A gedb ecmb euje u COLIZEUM...

- Bo-nepsbix, GrMHaHCOBas OTYETHOCTb
1 NPOBEPKMU, O KOTOPbIX i roBopwui. Bo-BTO-
pblX, MOMOTaloT COBPEMEHHbIe TEXHOMOTUN.
Y Hac cyllecTByeT CBOI BUPTYasibHbI Kiyo,
YYACTHUKM KOTOPOro O6LLAOTCA NP MOMOLLU
LIeMOB BUPTYyanbHo peanbHocTy Oculus
Quest 2, npugymaHHoi Mapkom Llykepbep-
rom. Monb3oBaTenu co3aatoT «aBaTapbl»,
KOTOpble MosyyatoT 4OCTYN K X paboyemy
HOYTOYKy 11 B3aIMOLENCTBOBATb C KOJIIEramm.
K npumepy, si ceiuac Bce NeTyuYKu NPOBOXY
BMPTYyanbHo. Mbl Bce HaieBaem 3Tu LeMbl,
TaM HapMCOBaH BUPTYanbHbIX 0dUC, N BCe
NPOVCXOANT TaK, Kak eciin 6bl Mbl BCe HaxX0-
OUNNCb B OQHOW KOMHaTe.

- Kemamu, Llykep6epa ecex nyaaem «Me-
maacesieHHoli», 2080pum, Ymo ckopo noo
Hee nepecmpoumcs 8cs1 MUPOBas 3KOHO-
MuKa. Bac ee npuxoo He nyzaem?

«MeTaBceneHHas» — 3To yrposa and Top-
roBbIX LIeHTPOB, ANA OPUCHbIX 3aaHui. [ly-
Mato, B CKOpoM GyayLuem peanbHbii oduc
BOOOLLe CTaHeT He Hy»>KeH. 3HauuT, oTnageT
Hafgo6HOCTb 1 B OPUCHBIX LeHTpax. Topro-
Bble NIOLWAAKN TOXE CTPEMUTENIbHO TEPAIOT
aKTyanbHOCTb. ByiiHbIM LiBeTOM pacLiBenu cep-
BUCbI [JOCTaBKM, MHOT Vi€ JIIOAU (B OCHOBHOM
Mosofiexb) BOObLLEe nepecTanyi XOANTb B Ma-
rasviHbl. B TOproBbix LieHTpax ocTaHyTcA Kade
(BUPTYanbHO NoecTb He NonyynTca) 1 6ap-
GepLuonbl (AoMa cam cebsa He MOCTPUNKELLb).
M ewe, koHeuHo, COLIZEUM, ewye ogHa mos
¢dpaHLWmM3a, KOHLENUUA KOTOPOW OCHOBaHa
Ha NoTPeBHOCTN YenoBeKa BbIATW U3 AOMa.

- Pacckaxume 06 smoli koHyenyuu. Kak
npuwia udes eepHymo sioodeli 8 uHmMep-
Hem-Kagpe u3 90-x?

- [BaguaTb neT Ha3ag y MeHs 6bin B Tyne
KOMMbIOTEPHbIN Ky6. [0TOM B HalLy XM3Hb
npuLen 6bICTPbIA MHTEPHET, COOTBETCTBEHHO,
TOAM YLLUSIN N3 KOMIBIOTEPHBIX KITy60B JOMOIA.
Ho B Haluew »K13HW1 BCe LMKNnYHo. M B onpe-
JeneHHbIi MOMEHT A MOHAN, UTO KNy6bl Halo
BO3POXAaTb, KOHEUHO, B APYroM Bue.

EcTb MHOTO pebAT, y KOTOPbIX Masno AeHer.
Buabl focyra 3a npegenamu KBapTupbl Tenepb
noporo obxopnatca. Korga y Teba 500 py6nei,
MOHO MONTUN B KaKyl0-HUOY b 3aKyCOUHY!IO.
1000 - B KanbAHHY10. 5000 - B pectopaH. Ho
yTO AenaTb, ecnn B KapmaHe 100 pybnen?
A >KenaHue NoKVHYTb Npefaesbl KBapTupbl
HUKy[a He Jenocb... Tak nossunacb naes
CO3AaTb KOMbIOHUTY tOfAEN, Y KOTOPbIX eCTb
NnoTpebHOCTb COO6MPaTbCA B OAHOM MECTe Mo
06LWKM UHTepecaMm, C HU3KON CTOMMOCTbIO
BXofHoro 6uneTa. IHTepec B JaHHOM cnyyvae —
KOMIMbIOTEPHbIE UTPbI.

Ha ctagum npopaboTkn KoHLEeNumn MHorve
KONneru Kpy Ty nanbLeMm y BCKa, FOBOPUSIN:
HY KTO celiyac nomget B Kny6, 3To OTKMBLUNIA
dopmar, y Bcex joma KomnbtoTtepbl. Ho ngyt
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B COLIZEUM He 3a Tem, UToObI CECTb TaM 3a
komnbtoTep. COLIZEUM - 310 Takoe mecTo, rge
3a CMBOJIMYECKYIO M1aTy MOXHO MOyYmnTb
OrPOMHY!I0 LIEHHOCTb — KaueCTBEHHbIN AOCYT.

- Ayoumopus - mosbKo Mos100exb, Unu
ecme /100U 8 8o3pacme?

— Camoe nHTepecHoe, YTo ayauTopua He
ncyepnbiBaetca 6eHbIMU CTyAeHTaMU. Xo-
AAT 1 COpOKaneTHue, N nATuAecaTuneTHme.
YcnewHble ntogn npuxopAat 8 COLIZEUM ¢ Ho-
cTanbrue no 90-m, No TeM CamMbiM KOMMblO-
TEePHbIM Knybam, rae npoLsia nx HOCTb,
UrpatoT B peTpo-nrpbl. He oueHb ycneluHble
6eryT 8 COLIZEUM oT peanbHOCTU U... Haxo-
AAT Tam poAaHble gywn. Ecnu yenosek nrpaet
B «TaHKW», HAaNPUMep, 1y Hero BUPTYyanbHbIl
TaHK ctouT 30 TbicAY py6rieit, OH MOHUMAET,
YTO 3TO KPYTO, HO JOMa eMy He C KeM rnopge-
NATbCA, NPOCTO MOrOBOPYTL 06 STOM BXMBY!HO!

Mep.bit COLIZEUM oTKpbinca yeTbipe roga
Ha3apg B Tyne. Korga Tam cnyumnca aHwnar,
A noAymaJs o nepcrnekTBax paclipeHuns,
0 TOM, YTO 3TO 3amevaTesibHasA naea Ana ppaH-
wm3bl. Cefyac yxke 220 KNOepCNOPTUBHBIX Kiy-
60B, NpUYem KOHLenuus Bbi3Basa 6onbLuyto
3aMHTePeCoBaHHOCTb U1 3a rpaHuLen.

- Tenepb, nocsie Hogoli 80/IHbI MeXOYHA-
pOOHbIX 02paHuYeHuti, suoumo, 6yoem c/10X-
HO Macwma6uposame udeu 3a 2paHuyy...

— 3HaeTe, Korga a co3gaan TOPGUN,
Y MeHs 6b110 0Kono 30 3aKpbITbIX 6G3HECOB
1 13 munnnoHoB py6bnei gonros. fl Torga 3a-
HAN eLe, YTobbl oTKPbITb TOPGAN, B KOTOpDIN
HUWKTO He Bepwin, Kak notom n B COLIZEUM.

370 A1 BCMOMUHAIO K TOMY, UTO BpeMeHa He Obl-
BAOT MIOXMIMU M XOpoLIMMU. B nto6oe Bpems
HY>KHO NPOABNATL HMLMaTMBY. Cenyac y MeHs
TOXKe MHOTO MAEN, Kak caenatb MUp yyLue.

MEPBASA KHUTA B DOPMATE BV3HEC-CTPUMTU3A:
«MCTOPUA OAHOIO MUPOBOIO

BPEHAA. TOPGUN».
AJIEKCEM JIOKOHLLEB

J-'EII[}EH _IH'H!HU.EB

HeTOPHA OHOTO
MAPOBOI 0 E&EHHA

A4 BHUMATE/TbHbIX —
2TO MHCTPYKUWA, 414
JHOBOTbITHBIX -=2TO
NCTOPNA,

ANA BU3HECMEHA —
ITOXKM3HDb

3470 Y MEHRECTS
MATWA

Q Kak pa3rnagetb
PbIHOK, CO34aTb €ro, a
NOTOM 6bITb B AONTAX,;

Q Kak NoCcTpounTb
CaMVYI0 KPYTHYHO CeTb
6apbepuionos B MU1pe;

Q Kak KynnTb
TWHbLKOBA
3a 50 000 pybnen;

O KaK CHATL pOIMK 3a
2 MJIH pybnen,
KOTOPbIN CTaHeT
NPYUMEPOM Ha PbIHKE
LNS APYrX GPaHLLINS.
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JINLO C OBZ1OXKHN

n the business world, this man needs no special introduction. Who else among franchise owners

would be proud of the fact that they are not expanding their network around the world, but, on
the contrary, are closing their outlets! Who else would think to revive the culture of Internet cafes
in the XXI century? Our guest here is ALEKSEY LOKONTSEYV, the creator of two concepts that have
largely turned the idea of franchising upside down: the TOPGUN barbershop and COLIZEUM cyber

sports club chains.

- Alexei, a couple of years ago in an in-
terview you said that you were disappointed
in franchising. How do you understand this,
given that you now have hundreds of TOP-
GUN and COLIZEUM outlets?

- And I'm not retracting what I said even
now. The whole question is how to treat
a franchise. What is it to you - just a trough,
or a business that’s your whole life.

Any franchise, even the most competent
and well-thought-out one, can be ruined very
easily. There are many examples of this in
history. This happens when franchisees don’t
fulfill the terms and conditions, and some-
how begin to optimize them for themselves.
They may have their own interests that are
different from the interests of the person who
built the business. That’s why we’re so strict
about following the rules and technologies.
The problem is that an unscrupulous approach
to business ruins not only the local TOPGUN,
which operates at such and such an address.
It’s a blow to the whole brand.

I, by the way, have invested more than 350
million rubles in this brand, and I continue to
allocate funds for the promotion of TOPGUN.
Therefore, 'm not interested in working with
franchisees who are simply trying to parasitize
on this brand, not understanding the basics
of business. The logic of reasoning is about
this: “TOPGUN promoted, the client is com-
ing. Well, I'll cut his hair somehow, there will
still be customers. But with this approach,
the client is disposable, no one comes back.
What's more, a dissatisfied guest is followed by
a negative “swath,” and, you know, it’s a small
world. That's why I closed 25 outlets in 2020
and eliminated 14 in 2021.

- How do you determine who to close?

— We have a very strict contract with the
entrepreneur. [ would even call it cruel - in
a good sense of the word. The cornerstone is
the strictest adherence to standards of quality
and service. If people violate this, they leave
the network. And I am proud of the fact that
I had 256 outlets, and two years later I had
223. And they were closed not because of
the crisis, their financial performance was all
seemingly nothing, that is, according to the
standards of other barbershops showed even
a good turnover.

After a year of work at the TOPGUN point
should be a million rubles of turnover. If this is
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not the case, it means that there is something
wrong. Then an inspection is appointed, and
it gives out, say, 130 points, which the fran-
chisee must fill out. The results are followed
by an opinion, which specifies exactly what
must be corrected. If there are no changes af-
ter a month, they issue a warning, and after
another month, they issue a second one. And
in the third month - the exit from the network.

- But most franchise owners, on the con-
trary, are trying to expand networks.

- My concept is not to chase quantity. There
is a certain limit of coverage, beyond which
there is a real risk of losing control of what is
happening on the ground, and therefore no
longer control the quality of their brand. I'd
rather have fewer outlets with a good turn-
over. But it means that the network can be
positioned like this: go to any TOPGUN, in
any city, there you will get a service of stan-
dard quality.

How would I define the basic difference be-
tween TOPGUN and other networks which
seem to be similar in concept and range of ser-
vices? The fact is that they work for the sake of
raising money for the management company.
Funds in the right amount are coming in, so
all is well, and what franchisees do there - not
so important. They have an agreement that
specifies the amount of the monthly royalty,
and that’s it. With this approach, by the way;,
it doesn’t matter at all what you do. Today you
cut people’s hair, and tomorrow - selling socks.

With TOPGUN the situation is fundamen-
tally different. I have a vested interest in ensur-
ing that franchisees” income grows, because
it’s not just royalties for me. This is a business
that I built from the ground up and suffered
for it. And franchisees are not the payers, they
are the team of the business, the face of the
business. 'm willing to spend a lot of money
to get my first customer to come to them. But
their job is to make sure he stays, giving him
one hundred percent quality service.

- Is your policy yielding results? How does
it affect revenues?

- In December 2021 we calculated the
average monthly turnover for the network.
It turned out to be 1 million 260 thousand
roubles. I have information on the turnover
of direct competitors. The figure is 550 thou-
sand rubles at best. When I voice TOPGUN’s

figures, they chuckle. They cannot believe it
because they cannot imagine it. And I think it
should be a million and a half a month.

- By the way, your competitors say that
the main thing in this business - a good loca-
tion point, and everything else is secondary.
Maybe you just have all the hot spots?

- Of course, location is important for any
business in the service sector. But if the busi-
ness itself runs like clockwork, you can even
turn an unprofitable position into a profitable
one. Let me give you one example. Our fran-
chisee opened a point. At first, things didn’t
go very well: to get there, you had to go up
to the second floor of a large building and go
through a whole quest, they are actually quite
difficult to find. The maximum turnover was
350 thousand, which was nothing. But last
March one man bought out this “dead” outlet.
To begin with, he fired everyone there. Hired
new staff and strictly enforced standards. By
the new year, he raised the turnover to 1 mil-
lion 200 thousand. It’s simple. If you monitor
quality, you get regular customers, and they
know how to find you.

- Are all of your franchisees the same? Or
does someone stand out?

- Look, I have 150 franchisees in my net-
work. Of those, eight are women. Six of them
are in the top 10 leaders in terms of turnover,
and the other two are in the top 20. Why do
you think that is?

- A business designed for women?

- No, it means that women tend to be
more careful and clear about following the
rules offered and are not inclined to imple-
ment their own. Self-importance is more
characteristic of men. The stronger sex often
exaggerates their capabilities. Men have their
own notions: “What can Lokontsev teach me,
I have my own moustache, I know how to
earn money. He takes the contract, throws
it away without reading it, and begins to im-
plement his own solutions, which are totally
unworkable...

This, by the way, is very revealing. If the
neat ladies are ahead of the men, and, af-
ter all, business is traditionally considered
a man’s business, then the franchise is
planned perfectly. You just have to follow
its rules.



- How do you manage to effectively man-
age such an extensive network as TOPGUN?
And then there’s COLIZEUM...

- First of all, the financial reporting and
auditing that I was talking about. Secondly,
modern technology helps. We have our own
virtual club whose members communicate
using the virtual reality helmet Oculus Quest
2, invented by Mark Zuckerberg. Users cre-
ate “avatars” that access their work laptop and
interact with colleagues. For example, I now
conduct all of my meetings virtually. We all
put on these helmets, a virtual office is drawn
on, and everything happens as if we are all in
the same room.

- By the way, Zuckerberg has everyone
scared of the “meta universe” and says that
soon it will take over the entire global econ-
omy. Doesn’t her arrival scare you?

“The Metaworld is a threat to shopping
malls and office buildings. I think that in
the near future the real office will not be
needed at all. This means that office centers
will no longer be needed. Marketplaces are
also rapidly losing relevance. Delivery ser-
vices blossomed wildly, and many people
(mostly young people) have stopped going
to the stores altogether. Cafes will remain in
shopping malls (you can’t eat virtually) and
barbershops (you can’t cut your own hair at
home). And then, of course, there is COL-
IZEUM, another franchise of mine whose
concept is based on the need for people to
get out of the house.

- Tell us about this concept. How did the
idea of bringing people back to Internet cafes
from the 90s come about?

- Twenty years ago I had a computer club
in Tula. Then fast Internet came into our lives,
so people left the computer clubs and went
home. But everything in our life is cyclical.
At a certain moment I understood that it was
necessary to revive clubs, of course, in a dif-
ferent form.

NOLp
MHTERAEKTA

ORPEREDARETCA

THE FIRST BOOK IN THE FORMAT OF THE BUSINESS STRIPTEASE:

“THE STORY OF ONE GLOBAL

BRAND. TOPGUN". fj

ALEXEY LOKONTSEV

O how to discern the market,
create it, and then be in debt
O how to build the largest
chain of barbershops in the
world

O how to buy Tinkov for
50,000 rubles

O How to shoot a commercial

for 2 million rubles, which will
be an example in the market
for other franchises

ANEKGER NOKOHULER

MCTOPNA OHOIO
MWPOBOr0 GPEHAA

FORTHEATTENTIVE—=THISISTHE INSTRUCTION,

FOR THE CURIOUS

—THISISTHE STORY,

FORTHE BUSINESSMAN —THIS IS LIFE

There are a lot of guys who don’t have much
money. Leisure activities outside the apart-
ment are now expensive. When you have 500
rubles, you can go to some diner. 1,000 - to
a hookah shop. 5000 - to a restaurant. But
what to do if you have 100 rubles in your
pocket? And the desire to leave the confines
of the apartment has not gone anywhere ...
So the idea was born to create a community of
people who have a need to gather in one place
of common interest, with low-cost admission.
The interest in this case is computer games.

When the concept was being worked out,
many colleagues twiddled their thumbs and
said: well, who would go to the club now, it’s
an outdated format, everyone has comput-
ers at home. COLIZEUM is not just for the

computer. COLIZEUM is a place where you
can get great value for a nominal fee — quality
leisure time.

- Is the audience only young people, or are
there older people?

— The most interesting thing is that the au-
dience is not limited to poor students. For-
ty-year-olds and people in their fifties come
too. Successful people come to COLIZEUM
with nostalgia for the 90s, to those very com-
puter clubs where they grew up and play retro
games. Not very successful people escape from
reality and... find their soul mates there. If
a person plays “tanks”, for example, and his
virtual tank costs 30,000 roubles, he under-
stands that it’s cool, but he has no one at home
to share it with, just to talk about it in person!

The first COLIZEUM opened four years ago
in Tula. When there was a full house there,
I thought about the prospects for expansion,
that it was a great idea for a franchise. Now
there are already 220 cybersports clubs, and
the concept has aroused great interest abroad
as well.

- Now, after the new wave of international
restrictions, it will probably be difficult to
scale ideas abroad...

- You know, when I created TOPGUN
I had about 30 closed businesses and 13 mil-
lion rubles in debt. I borrowed more back then
to open TOPGUN, which no one believed in,
just like COLIZEUM later.

I remember this to say that times are neither
good nor bad. At any time you have to take
the initiative. Now I also have a lot of ideas to
make the world a better place.



«[TOKYTTAA OPA,
Bbl MOKYTAEH
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N3Y,
EBE

PABOHEE MECTO»

- EneHa, ecmo nu y 6envesoli hpaHwiusbl
npeumywecmaea, Komopble omauyarom eé
om ocmanbHOo20 00€XXHO20 pemelina?

- be3ycnoBHo. Bo-nepBbix, KOpceTHoe
6esnbé, Kak 1 JOMaLLHAA ofexna, He nofBep-
YKEeHO Ce30HHOCTY 1 APKO BblPaXKeHHbIM MOZ-
HbIM TEHAEHLUAM, KaK B OCTa/lbHOM OLEXHOM
peTeline, rge 4OCTaTOYHO YacToO MPUXOAUTCA
pacnpogfaBaTb NpoLusible KOMIEKLMN C CUIIb-
HbIM JUCKOHTOM. KpacrBoe u KauecTBEHHOe
6enbé Bcerga B TpeHge. Ecnu, Hanpumep,
00yBHOMY peTeiniepy HYy»KHO OOHOBNATb
ACCOPTUMEHT Kax[blli Ce30H, To B 6enbeBomM
OGu3Hece HeT Takol HeobxoaumocTu. Bo-B-
TOpbIX, 6eNbé He NoAeXnT BO3BPaTy 1 06-
MeHY, YUTO MONIOKUTENIbHO BANAET Ha GU3HeC.
B-TpeTbux, 3T0 SMOLMOHANBbHOCTb MNOKYMKNU.
YKeHWwumHbI nogxoaaT K Bbi6opy 6enba oueHb
TLWATENbHO, TaK KaK KpacnBoe 6e/ibé co30aéT
0co60e HaCTpOeHMe, 1 NPeANoYNTalOT ero
NPUMepPATb — 3TOT CErMEHT He TakK CUJIbHO
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YWEn B OHNanH-npoaaxu. NokynatenbHULbI
KOHCYNbTMPYIOTCA C NPOAABLIAMU, COBETYIOTCA,
4TO HanaraeT AOMNONHUTENbHblE TPe6OBaHMUA K
YPOBHIO CEPBICa 1 KOMMNETEHLN NPOAABLIOB,
1 ecnn NpaBuibHO oTpaboTaTb 3TOT NpoLiece,
TO Bbl MONYYUTE NOANBHbBIX KNMEHTOB Ha JON-
rme rogpi.

- Yem ¢ppanwiuza «Cmunvnapk» evioens-
emcs Ha ¢hoHe Opyaux Genbesbix ppaHwiuz?

o

C €Tb Mara3uHoB 06efbsA 1 KONroToK
«(Tunbnapk» pa3BuBaeT (paHyaii3nHroBoe
HanpasneHue ¢ 2013 roga.  MOMeHTa OTKpbITUA
NepBoro NapTHEPCKOro MarasuHa bpexa
MOMEHAN KOHLIENLH0 CETI, 0TKA3aBLLKUC OT
6onbLuMX 6enbeBbIX rUnepmapKeToB B NOMb3y
6on1ee YIOTHbIX 1 KaMepHbIX ManodopmaTHbIx
Mara3uHoB, ONTUMIA3UPOBA aCCOPTUMEHT

11 CErofiHA yCneluHo pa3BUBaeTCA, MeeTcs

B aKTuBe 39 mara3uHoB no Bceit Poccun. 0

TOM, B Y8M COCTOAT NpeumyLLecTBa beNbeBoil
dpaHLwm3bl, noyemy «(Tunbnapk» He 6epért ¢
NapTHEPOB NayLLaNbHbIA B3HOC 1 KaK yAaéTcA
COXPaHATb BbICOKYI0 MapXy, Mbl TOrOBOPUAN C
ENEHOV MOMOBOW, aupekTopom no passuTitio
dpanyaitzuHra «(Tunbnapk.

— OfUH 13 cambix 6OMbLUMX MIKOCOB 3aKJi0-
yaeTcsa B MOCTOSAHHOM HanMynMv CBO6OAHOTrO
cknaga. ins ¢paHuamsm 31o o3HavaeT oT-
CyTCTBUMe NpefonaThbl 3a TOBap Ha Nonroga
Brepén, OTCYyTCTBME HEOOXOAMMOCTU Npea3a-
Ka30B HOBbIX KonneKuuin. Mbl camu Tiatesnb-
HO MPOAYMbIBaEM aCCOPTUMEHT 1 BCE PUCKU
6epém Ha cebs, a dpaHyUal3n MOryT BblKynaTb
TOBap CO CKaja, CXoAs 13 CBoen GrHaHCOo-
BOW CUTYyaLU 1 TeKyLmx noTpebHocTel. 3a
BCE Bpems HU pasy He Oblno CUTyaLmu, 4tobsbl
TOBapa KOMY-TO He XBaTUJO.

Bo-BTOpbIX, Y HaWMX NapTHEPOB Bcerga
€CTb BO3MOXXHOCTb 0pOPMUTb BO3BPAT HEpea-
JIM30BaHHbIX Konnekumi. B cetn «CTunbnapk»
AeNncTByeT COOCTBEHHbIN PO3HUYHbBIV AUC-
KOHT-MarasuH, B KOTOPOM Mbl 11 pacnpoaaém
Te MOAENU 13 CTapbIX KOMEKLUiA, KOTopble He
6bInK NpogaHbl HawWyMn ¢paHyansn. Hawn
NapTHEPbI MOryT 0POPMINTL BO3BPAT Kaxable
TpY MecAua 1 NprobpecTyi MOAENM U3 HOBbIX
KONneKumMmn Ha CymMy BOo3Bparta.

Y Hac oTCyTCTBYeT nayLlanbHblli B3HOC.
MOpaHuyan3y NNaTAT TONbKO POANTY NO JO-
roBopy KoMmepueckom koHueccun — 1% ot
PO3HUYHBIX NpoaaK. PakTyecky 3a 3Ty Ho-
MUHaNbHY0 CyMMy NapTHEPBI MOyYatoT OT
Hac MapKeToJsiora, Au3aliHepa, lopucTa, To-
BapoBea, KoTopble BO BCEM NomMoratoT. Tak
Kak «CTnbnapk» — ToBapHasa ¢paHLUm3a, Mbl
3apabaTbiBaem NCKIIUNTENIBHO Ha TOBApOO-
60pOoTe, MO3TOMY HaM BbIFOAHO, YTOObI HaLWK
napTHEpPDI ObIIM YCMeLHbl, 1 MOXKHO ObITb
BCerfa yBepeHHbIM B TOM, YTO Mbl 6ygem no-
MOraTb pPa3BMBaTbCA ppPaHUYAN3UHIOBOW CETH.

Ewé ogHO HeMannoBaXxHOe NpenmyLLecTBO
- npaBo ¢paHyari3n Ha KOMMepYecKoe 1c-
nosib3oBaHne 6peHaa 3aKkpenieHo B 4Oro-
BOpEe KOMMepPYeCKo KOHLLeCCnm, KOTopbi B
06n3aTeNIlbHOM NopsALKe NPOXOANUT PerncTpa-
umio B PocnateHTe.

/ HakoHeL, accopTumMeHT. B ceTn npepacTas-
JIEHbI SKCKIIO3VBHbIE PO3HMYHbIE MapKW, KO-



TOpPble MOXHO KyMUTb TONbKO B «CTUNbNapK»,
Hanpumep, 370 6esbé 1 OMaLLIHAA OAeXaa
mapkwm SiSi.

- He cekpem, ymo nokynamenbvHas
€nocobHocMb y poccusiH cHusuaacs. Ymo
8bl NPeONPUHUMAJIU 8 3MUX yC/108UAX ON1A
paseumus cemu?

— MNocnenHwe gBa roga Mbl He NOBbILLANN
LieHbl B PO3HMYHbIX Mara3uHax. Ml Tonbko cei-
Yac Hala peasnibHOCTb 3acTaBWa 3TO CAeNaTh.
Ho, B 0TnMYMe OT MHOTNX KOHKYPEHTOB, Halle
nosbiweHne He npesBbicuno 10%.

Kpome Toro, BHeCIM M3MeHeHNA B aCCOPTU-
MeHT ceTu. B 2020 ropy, korga Bce cMaenu no
[lOMaM 13-3a NaHgemuu, Mbl yBUAENN ABYKpaT-
HOe yBennyeHne fonun Nnpoaax AoMallHen
ofexpabl. Y Hac 1 O 3TOro B aCCOPTUMEHTE
Oblfla fOMalLHAA ofeXAa, HO B OCHOBHOM
npenHasHauyeHHan gns Toro, YToobl HOCUTb
€€ TONIbKO ;IOMa Mepef CHOM: XanaTbl, NMKambl
1 1. n. C naHAeMmer Bblpoc/ia NoTpebHOCTb B
ofeXxpae, KoTopas NpegHa3HayeHa 1 ANa 4oma,
1 ANA akTMBHOTO oTAblXa. B accopTumeHT
ObINN BBEAEHbI HOBbIE JINHENKM JOMALLHEN
ofeXAabl, KOTOPbIX Y HAaC paHee He 6blIo: KO-
CTIOMbI, JOMALLHWE NMaTbsA, B KOTOPbIX MOXXHO
1 FOCTeN BCTPETUTb, 1 BbINTY norynatb. CTa-
NV BbIMYCKaTb KancynbHble Konnekumnn. Mol
CMOTNIV YOOBETBOPUTb MOTPEOHOCTIN HALLINX
nokynaTtenemn, n CpeaHnn Yek B MarasmHax
Hawwunx napTHépoB Bbipoc. Ecnu cpegHmin
Yek Mo ceTu cocTaBnsaeT 2,5 Toic. pybnewn, To
Te MarasuHbl, KOTOpble XOPOLLO paboTatoT C
[OMalLHel OAeX 40N, CMOIN YBENINUYNTb €ro
MoYTU Ha OAHY TbiCAYY pybrneil, a B LLesiom rno
ceTV NPOM30LWO CYLLEeCTBEHHOE YBeNImyeHne
|PO3HMYHOrO 0bopoTa.

- A KakoBbl ce200Hs 8/10XeHUsA 8 OMKPbI-
mue MazasuHa u cpoku okynaemocmu?

— [1nA Toro uTo6bl OTKPbITb MarasuH ¢ Hyns,
«B 6eTOHe», T. €. B MOMELLEeHUN, KOTOpoe Tpe-
6yeT peMoHTa, Heob6xoANMO NprMepHo 60
TbiC. py6reil Ha OAUH KBaApPaTHbIV METP — Ha
OTKpbITVE TOYKM B 50 KB. MeTpOB 3aTpathbl
COCTaBAT OKOMO 3 MJIH py6ieli, B KOTopble
BXOAMT apeHfa, PEMOHT, 060pynoBaHue, No-
CTaHOBOYHbI 3aKa3 1 T. M. Mbl pekomeHgyem

dpaHUan3n UMeTb TPEXMECAYHDIN AeMN03UT Ha
onnaty apeHabl, NPUMEPHO Yepes Takoe Bpe-
M$ MarasuH BbIXOAUT Ha TOUKY 6e3y6bITouHO-
CTW, @ Ha MOJIHYI0 CAMOOKYMAeMOCTb — Yepes
nontopa-fa roga. Ho yHnBepcanbHoii ¢op-
MyJbl HE CYLLEeCTBYET, MPU OTKPbITUM KaXK[Aoro
MarasviHa Mbl aHa/IM3UpPyeM NPOrHo3mpyemble
3aTpathbl ¢ akTMyecknmu, u B 99% cnyyaes
undpbl coBnapatoT. besycnosHo, MHOroe 3a-
BVICUT 1 OT TOrO, HACKOMNbKO Cam ppaHyan3m
OKa3blBaeTCA rOTOB K 3TOMY 613Hecy.

- Kakue ocHogHble owubKu cosepuiaiom
¢paHyaiizu, komopeie mewairom um 3apa-
6amoieameo?

— Camas 60osbluas ClIOKHOCTb B Halleln pabo-
Te — 3aCTaBUTb $paHYal3m KenaTb 3apaboTaTb.
MHorve HamBHO Monaratot, 4To 3a HUX 6yayT
[enatb BCto paboTy, NPUYEM MO KX YKa3aHuto,
a AeHbIVi caMu cOBOW MONbIOTCA HA PAaCUETHDBIN
CU€T. B peanbHOCTV HMKOra Hemb3A 3a0bIBaTh:
nokynas ¢paHLLK3y, Bbl NOKynaeTe cebe pabo-
yee MecTo. KoHeUHo, Mbl MOMOraem € OTKpbl-
Tuem MarasuHa, obyuyaem, gaxke obA3biBaemM
00y4aTbCA — 3TOT MYHKT 3aKpernéH B JOroBope
KOMMepYeCcKol KOHLIeCcum, moMoraem C ToBa-
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POM, MPOABIKEHMEM, HO BCE Xe PppaHYali3anHr
— CaMOCTOATENbHbIN BU3HeC.

W elwé oguH BaXKHbI MOMEHT: GpaHuai3vHT
— 37O, NpeXfe Bcero, paboTa no npaswunam, Ko-
TOpble HEOOXOAMMO HeYKOCHUTENIbHO CObto-
[aTb, KaK NpaBusia JOPOXKHOTO ABMKeHMUA. Mbl
npennaraem NpPoBepeHHyo 6U3Hec-Mogensb,
1 eC/N Tbl HE XOYellb, He roToB paboTaTb No
CTaHAapTam CeTu, TO He Haao UATY BO GppaH-
LIK3Y, TaK Kak 6e3 cobniogeHns NpaBus Mbl He
MO>eM rapaHTpPOBaTb ycrex.

- Bbl ynomsaHynu o6 obyyeHuu ¢ppaH-
yatisu. B 4ém oHo 3aknoyaemca?

— C ropZoCTbio CKaXKy, YTO B 3TOM BOMpPO-
ce Mbl fjaneko Bnepean mHorux. MepernyHoe
obyyeHue, KoTopoe 06s3aHbl MPONTL BCE CO-
TPYOHVKM Mara3uHa, BKIoYaeT B cebs ueTbipe
COCTaBNIAOLYME: TEXHVKA NPOJAK, TEXHONOMMA
NPOoLa, TPEHVHT MO NPOAYKLUY — 0COOEHHO-
CTU NPOJAXKN KOPCETHOTO 6esbA 1 OCTaNbHOTO
aCCOPTVMEHTA, YrpaBfieHYeCKNA TPEHVHT ANns
BrafenbLes M agMUHUCTPaTOPOB. [lanee Mbl
obecrneyrBaem HenpepbiBHOe 0byyeHne Ha
6a3e nporpammbl Skill Cup, kKoTopoe MoX-
HO MPOXOAUTb eXefHEBHO, YAenssa emy rno
15 MUHYT B i€Hb, 3TO MO3BOJIAET MOCTOAHHO
AepxaTtb pyKy Ha nynbce. COTpyaHMKM one-
paTUBHO MonyyaT MHOPMALMIO O HOBbIX
NOCTYMEHUAX, KITIOYN NPOoJaK, NPoxXoaAT
TecTbl U Np. U TpeTba popma obyueHms — Kak
exerofHble 6onblune TPEHUHTY ANA yrpaBs-
JIeHUeB, TaK U pacliMpeHHbIe TPEHUHTU MO
TEXHUKe Npoaa 1 npoaykumn. Kak nokasana
NPaKT1Ka, Te, KTO aKTVBEH B 00yJaloLLyX Npo-
rpammax, Havbonee ycneluHbl 1 B 6r3Hece.

- Cyyémom wupokKoli 2zeozpaguu eam
yoaémca KoHmponuposams pabomy ¢ppa-
yauisu?

— Y Hac Bce MarasviHbl paboTaloT B ei1HOM
VNHTErpupoBaHHON MHPOPMaLMOHHOW CrCTe-
Me, 11 BCIO aHANIUTUKY Mbl BUAUM B pexXrme
peanbHOro BpeMeHu: Kak paboTaloT akuuu,
YTO MPOMUCXOAUT C TOBAPHbIM HaMOJIHEHNEM
1 T. N. Brayanusaumio MOXXHO Nerko KOHTpo-
NMpoBaTb Mo poTooTuyéTam. Ho rnaBHas Hawwa
3ajlaya — He MPOCTO KOHTPOJIb, @ NOAAEPXKKa.
CeroaHsa ¢paHyan3nHroBaa Moaenb 6unsHe-
ca nonynapHa, HeKoTopble B3HEeCMEHbI,
He UMen ceTu, y»Ke Nnocsie 3anycka nepson
TOProBOW TOUKU HAYMHAIOT TOProBaTb GpaH-
wn3on. MNpu 35ToM He MOTYT AaTb OTBETbI Ha
3/IeMeHTapHble BOMPOCbI, 6epyT nayLianbHbIN
B3HOC, HO [Ja)ke He NMPUe3XKatoT B PErNOHbI,
He OLeHMBAIOT MMOLWAAKM, HE Aal0T COBETOB
no o6yCTPONCTBY 1 aCCOPTUMEHTHOMY Ha-
nonHeHuto. «CTunbnapK» OKasbiBaeT BCECTO-
POHHI0I0 NoAAEPKKY CBOUM NapTHEPaM, 1
3TO He AeKnapauus, a peanbHOCTb, Tak Kak
oT ycnexa ¢paHyan3n 3aBUCUT U HaL yCrex.
Monarato, UTo, C yUETOM 06CTaHOBKM, CErofHsA
pa3BuTUE dpaHLLIM3bl POCCUNCKUX OPeHa0B
OyfeT COCTaBMATb CEPbE3HYI0 KOHKYPEHLIMIO
6peHaam 3apybeXKHbIM, TaK UTO, HEB3UPas Ha
BCE CJI0KHOCTV, Mbl FOTOBbI K HOBbIM Bbl30BaM
1 pa3BUTUIO.
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— Elena, does a lingerie franchise have any
advantages that distinguish it from the rest
of the clothing retail?

- No doubt, there are some. First of all,
shaping underwear as well as home clothes is
not subject to seasonality and fashion trends
as it is in the rest of the clothing retail, where
you often have to sell past collections at a
strong discount. Beautiful and high-quality
underwear is always in trend. And if, for
example, a shoe retailer needs to update the
range every season, then in the underwear
business there is no such need. Secondly,
underwear is non-returnable and non-
exchangeable that has a positive effect on
business. Thirdly, it is an emotional purchase.
Women approach the choice of lingerie very
carefully, as beautiful lingerie creates a special
mood. And as they prefer to try it on, this
segment has not gone so far into online
sales. The clients consult with the sellers, that
imposes additional requirements on the level
of service and competence of our sellers. And
if you work out this process correctly, you will
get loyal customers for long years.

- How does the Stylepark franchise stand
out from other lingerie franchises?

RUSSIAN BUSINESS GUIDE {MAPT 2022}

- One of the biggest advantages is the
constant availability of a free warehouse. For
the franchisees this means no payments for
the goods for six months in advance, no need
to pre-order new collections. We ourselves
consider carefully the product range and
take all the risks, and the franchisees can buy
goods from the warehouse, depending on their
financial situation and current needs. For all
the time, there has never been a situation
when someone came short of the goods.

Secondly, our partners always have the
opportunity to issue a return of unsold
collections. The Stylepark chain operates its
own retail discount store, where we sell those
models from old collections that were not sold by
our franchisees. Our partners can issue a return
every three months and purchase models from
new collections for the amount of the return.

We don’t have a lump sum. The franchisees
pay only royalties under a commercial
concession agreement — 1% of retail sales. In
fact, for this nominal amount, our partners
receive a marketing consultant, a designer, a
lawyer, a merchandiser, who help them in all
the processes. Since Stylepark is a commodity
franchise, we earn exclusively on the turnover,
so it is beneficial for us that our partners are

he Stylepark lingerie and tights

store chain has been developing
a franchise business since 2013.
Since the opening of the first partner
store, the brand has changed the
concept of the chain, abandoning
large lingerie hypermarkets in favor
of more comfortable and chamber
small-format stores, optimized
the product range. Now the brand
develops successfully accounting 39
stores throughout Russia. We talked
to ELENA POPOVA, Franchising
Development Director of the Stylepark
brand to know what advantages a
lingerie franchise had, why Stylepark
didn’t not charge a lump-sum fee from
its partners, and how it managed to
maintain a high margin.

successful, and you can always be sure that we
will help the franchise chain develop.
Another important advantage is that the
franchisee’s rights to commercial use of the
brand is enshrined in a commercial concession
agreement, which must be registered with
Rospatent. And finally, the range. The store
chain presents exclusive retail brands that
can only be bought at Stylepark, for example,
underwear and homewear brand SiSi.

- It is a known fact that purchasing power
of the Russian people has declined. What
measures have you undertaken to develop
the chain in these conditions?

— For the past two years, we have not raised
prices in the retail stores. And only now our



reality has forced us to do this. However,
unlike many competitors, our increase doesn't
exceed 10%.

In addition, we have made changes to the
product range. In 2020, when everyone was
staying at home due to the pandemic, the
share of homewear sales doubled. Even before
that, we had home clothes in our product line,
but it was mainly designed to be worn only at
home, before going to bed - dressing gowns,
Ppajamas, etc.

With the pandemic, the need for clothing
that is designed for both home and outdoor
activities has grown. New lines of home
clothes that we did not have before - suits,
home dresses, in which you could both meet
guests and go out for a walk, were introduced
into the range. We began producing capsule
collections. We were able to meet the needs
of our customers and the average check in
our partner stores has grown. If the average
check of a store was 2.5 thousand rubles,
then those stores that work well with home
clothes became able to increase it by almost
1 thousand rubles. And, in general, there has
been a significant increase in retail turnover
of the chain.

- And what are the opening investments for
a store and the payback period today?

- In order to open a store from scratch, “in
concrete’, i.e. space that needs repair, it will
require approximately 60 thousand rubles
per 1 square meter, i.e. to open a point of 50
sq. meters, the costs will amount to about 3
million rubles. That includes rent, repairs,
equipment, production orders, etc. We
recommend the franchisee to have a three-
month deposit to pay rent, within this time the
store reaches the break-even point, and gets
full self-sufficiency in one and a half to two
years. But there is no universal formula. When
opening a store, we analyze the projected costs
with the actual ones, and in 99% of cases the
numbers are the same. Of course, it also
depends a lot on the franchisee and how much
he is ready for this business.

- What are the main mistakes that interfere
with earning do franchisees make?

VDI TAPK

— The biggest difficulty in our work is to
make franchisees want to earn money. Many
people believe naively that someone will do
all the work for them, and do it according
to their instructions, and the money will
automatically pour into the current account.
In reality, you should never forget that when
you buy a franchise, you buy a job for yourself.
Of course, we help with the store opening,
we train, we even oblige to study - this point
is enshrined in the commercial concession
agreement, we help with the product,
with promotion, but still franchising is an
independent business.

And one more important point, first of all,
franchising is work according to the rules
that must be strictly observed, like the rules
of the road. We offer a proven business model,
and if you do not want or are not ready to
work according to the brand’s standards,
then you do not need to buy a franchise,
because without following the rules we cannot
guarantee success.

- You have mentioned a franchisee
training. What is that?

- I am proud to say that, in this matter, we
are far ahead from many others. The primary

BENbE &
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training, that all the store employees should
undergo, includes four components: sales
techniques, sales technology, product training
— features of shaping underwear and the rest
of the range sales, management training
for owners and administrators. Further we
provide a continuous training based on the
Skill Cup program, that can be completed
daily, taking 15 minutes a day and allowing
to keep a finger on the pulse.

The employees receive information about
new arrivals quickly, sales keys, pass tests, etc.
And the third form of training is annual large
trainings for managers and extended trainings
on sales techniques and products. As practice
has shown, those who are active in training
programs are the most successful in business.

- Given the wide geography, do you
manage to control the work of the franchisee?

- All our stores operate in a single
integrated information system and we see
all the analytics in a real-time mode: how
promotions work, what happens to the
product content, etc. The visualization can
be easily controlled by photo reports. But
our main task is not just control, but support.
Today franchising business model is popular
and some businessmen not having a chain
start selling franchises after the first outlet
launch.

At the same time, they cannot give answers
to elementary questions, they take a lump-sum
fee, but they don’t even come to the regions,
they don’t evaluate sites, they don’t give advice
on arrangement and the product range.
Stylepark provides comprehensive support
to its partners, and this is not a declaration,
but a reality, since our success also depends
on the franchisee success. I believe that, given
the current situation, the development of
the Russian brands franchise will seriously
compete with foreign brands, so despite all the
difficulties, we are ready for new challenges
and development.

11



12

MCTOPUN YCTIEXA

AHACTACKA
BACWJTbKOBA:
«Mbl HVKOT A
HE THAJTVCb 3A
KONMNHECTBOM»

houpette — poccuiickuit 6peHp

Aun3aliHepcKoii oaexabl ana petei ot 0
Ao 12 neT, Konnekunm KOTOporo B CBOE BpeMs
NOKOPVAYN BeAYLLYI0 MUPOBYIO BbICTABKY
mopHoii uHpycTpum Pitti Bimbo B Utanum.
Choupette HauMHaNCA Kak cemeitHblil GU3Hec, a
ceroaHa (pupMeHHasA ceTb HacuUTbIBaeT bonee
100 mara3uHoB Kak B Poccum, Tak 1 no Bcemy
mupy, Bkntoyas CLLIA, 0A3, Unauio n Kyseiit.
AHACTACMA BACUITbKOBA, nupekTop no
passututo TM Choupette, pacckasana, Kak ceTb
NNaHMpYeT pa3BUBaTbLCA anblue U YTo MOXeT
(TaTb ApaiiBepom pocTa ANA Mara3uHoB
MOJHOM 1eTCKOW 0fieX abl.

- Kakue ocHo8Hble meHOeHYyuu MOXXHO
ommMemumb Ha pbIHKe MOOHOLU 00e>K0bl 015
demeli 8 Poccuu?

— Ecnvi roBopurTb O HULLE AETCKOTO MO-
HOGpeHAa B CErMeHTaX «CPeAHUN» 1 «Cpes-
HWIA NIIOC», rae Mbl U paboTaem, TO PbIHOK
CKOHLIEHTPUPOBAsCS HAa HECKONIbKNX MO-
HOBOpeHAaX, CErofAHs OCHOBHASA KOHKYpeHLUs
B OTPAC/IV MPOUCXOAUT C KPYMHbIMW CETAMMY,
KOTOpble cenyac akTVBHO BBOAAT B aCCOPTU-
MeHT feTckue fashion-nuHelikn. Kpome Toro,
nOEt bypHoe pa3BuTre HULIEBbIX OpeHaoB,
KOTOPbI€e 3aBOEBbIBAIOT CBOIO JIOASIbHYIO ayAN-
TOpWIO, A MOMarato, YTo 3Ta TeHAeHUuA byaeT
NPOAOXXeHa, Tak Kak OHa COOTBETCTBYeT
MVPOBbIM TPEHZAM V1 OTBEYAET MEHTAIUTETY
MOJIO10TO MOKOJIEHUS.

OfHa 13 oYeBUIHbIX MPYIMET CErOAHSLL-
Hero BpemeHu — CHUXKeHVe NOoKyMnaTesibHoOw
CMocobHOCTY y HaceneHus. HecmMoTps Ha 3To,
cetb Choupette npogoskaeT pa3BmBaTbCs, y
Hac MoLHanA GpaHyai3nHroBas NPorpamma,
KOTOpasi MO3BOJIAET Jlyylle pearnpoBaTb Ha
KPpU3KCHbIE CUTYaLUK, i MHOTO CUJTbHbIX NapT-
HEpOoB-PpaHuarn.

- Ymo, Ha eaw 832170, ebi0ensem 6peHO
Choupette, noyemy oH uHmMepeceH onsa
napmuépos?

— Choupette, npexae Bcero, UHTEpeCeH ¢
TOUKU 3peHmsA cofepKaHus, T. e. An3aliHa KoJsi-
NeKLUWIA: 3TO fOKa3aHO BPEMEHEM 1 CIPOCOM,
OT3bIBaMV MO KayeCTBY U MeXAYHapO4HbIM
npu3sHaHuem. bpeHa aBnsaeTca duHanmMcTom

KOHKypcoB MuHnpomtopra P®, nobegntenem
B HOMVHaLmK «bpeHf roaa» 1 MHOroKpaTHbIM
flaypeaTtom HaLMOHaIbHOW NpeMun «3010Tomn
MefiBEXKOHOK» 1 BXoanT B Ton-100 nyyinx
¢dpaHwm3 Poccnn no Bepcmm «bNBOCC» (60o-
nee 100 mara3unHoB B Poccuu 1 3a py6exxom).
Mbl BbILLAN Ha MEXAYHAPOAHDIN PbIHOK OKONO
TPEX NeT Ha3ag v NOoNyYnIn XOPOLLNA KOM-
MepUeCcKnin 3GPEKT OT OTKPbLITVA MarasvHoB
3a pyb6exom.

B 2019 rogy mbl 06HOBMIM KOHLENLUIO
Hallel ceTu, YTo Kak pa3 1 6b110 cBA3aHO ¢
HaLLMM XenaHeM pa3BmUBaTbCA Ha MeXayHa-
poAHbIX pbiHKax. Kpome Toro, 6binm pacwmpe-
Hbl aCCOPTUMEHT U BO3PACTHAA IMHeNKa o 12
neT. MpuBneknu 3apy6eXkHbIX CneLmnannucTos
1 pa3paboTany HOBbI KOHLIENT «HEOKNaccu-
Ka» B COOTBETCTBMM C MUPOBbIMY TPEHAaMU,
COXPaHUB B TO Xe Bpems TensoTy U yioT. bbinn
paclmpeHbl NIOLWaAnN MarasnHoB (cpeaHaAn
nnowaab — 100-110 KB. M), NnepedopmaT-
pOBaHO pacrnosioxXeHne Konekymi. M kak
MOKa3blBatoT pe3ynbTaTbl, 0OHOBNEHHbIE TOY-
KU IeMOHCTPUPYIOT 6oree BbICTpPbIN POCT MO
CpaBHeHWI0 C MarasvHamu, KoTopble opopm-
JIEHbI B PEXHEN KoHLUenumm.

W TpeTba oTnnumntenbHas yepTa — onepa-
TUBHOE pearnpoBaHe Ha PbIHOYHYIO CUTYa-
umto. B 2021 rogy mbl NpoBenv He3aBUCUMbIN
ayauT Hawewn GpaHLLn3bl 1 HA OCHOBaAHMWM
3TOro ayauTa oO6HOBWM MHOTVE NMPOAYKTbI,
co3panu HoBble open-book 1 hand-book, co-
e[MHNB BCe NPOLecChbl B eAUHYI0 CUCTEMY, a
TaKXXe nepeLusnv Ha HoByto MaTGopMy Hallero
yHuBepcuTeTta Choupette, KoTopas ctana 6o-
nee MHOrodyHKLVOHanbHOM 1 ynobHol. BHe-
APVB 3TN O6HOBNEHUS, MONYYMNIY XOpoLUne
OT3bIBbl OT HALLUX NAaPTHEPOB-PppPaHUaN3N.
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[na Hac BaXKHO NOHMMaHMe TOro, YTO Mbl B
PbIHKE, Mbl MOJI€3Hbl N BbIFOAHbI.

- Bol npednazaeme Hecko/1bKo 8apuaH-
moe 3anycka ¢ppaHwu3ssl. Pacckaxkume,
Kakue gpopmamel celiyac eocmpe6oeaHbi?

- Cohepa peTeiina npv BHELHEN NPOCTOTe
BKJ/IlOUaeT B ce6A MHOIOCNONHbIE U CIOX-
Hble 6M3Hec-npoLecchl, a busHec-mofenb
dpaHyan3nHra NnpuBneKaeT MHOrO HOBUY-
KOB, KOTOpble He obnafaioT Habopom Bcex
HeobXxoANnMbIX KoMneTeHUuWiA. be3ycnosHo,
OHU MOJyYatloT MOJIHYIO MOAAEPXKKY OT LieH-
TpanbHoro oduca: NpoxonAt obyyeHue, B nx
pacnopseHue NpeaoCTaBnATCA roToBas
6U13Hec-Mofesb, KOHCY/bTauun, MapKeTuH-
rosas nopjep:kka 1 npoyee, HO BCE Xe 3TO
CaMOCTOSITE/IbHbIV GU3HEC 1 PUCK OWNOOK
Ha HayanbHOM 3Tane BbICOK. [oaToMy, no-
MVMO KNacCMyecKo Moaenu, Mol npegna-
raem CBOUM napTHEPaM UHBECTULIMOHHYIO
dpaHLLM3y, KOTopas HeYacTo NCNosb3yeTca
B cermeHTe fashion, NOCKONbKY 3TO CNOX-
HbI Ans peanusaunn dopmar, TpebyoLmin
yuyacTna 60nbLIOro YMcna cneurnannucToB co
CTOPOHBI LeHTpanbHoro odrca, Kotopble
OCYLIeCTBIAOT AUCTaHLUMOHHOE YrpaBieHne
MarasuHa no Bcem HanpasneHuam. Mogenb
VMHBECTULUMOHHOW dpaHLWm3bl CTPOUTCA Ha
TOM, UTO MAPTHEP MHBECTUPYET B OM3HeC, a
dpaHuaizep ynpasnset maras3uHom. OfHako
Halla 3aava — He OTCTPaHWTb GppaHyaisu ot
npouecca ynpas/ieHus, a, HaNPOTUB, HAYYUTb
ynpasnatb. Yepe3 dopmaTt MHBECTULMOH-
HOW dpaHLLN3bI Mbl Pa3BMBaeM B MAPTHEPe
HeobXoAVMble HaBbIKK, @ MPYIMEPHO Yepes
rof nepeBoAuM y»e Ha GopmMaT camocTosn-
TesibHOro 613Heca No MoAesNy Knaccniyeckon
dpaHwWwm3bl. Mo cyTun, 3TO NpaKTUYeCKUin oby-
YaLWmM Kypc B pexxume peanbHoro brnsHeca.

- Kakoebl ycnosusa uHeecmuyuoHHoU
¢panwuzer?

- B omnume ot Hawel Knaccuyeckon gppaH-
LUK3bI, UHBECTULVNOHHAA MOAESNb UMEeEeT POs-
TW. 3a CYET 3TOrO HECKOJIbKO YBENMUMBAOTCA
CPOKU OKYMaemMoCTu, HO, C APYroi CTOPOHDI,
CyLLLeCTBEHHO COKPALLAETCA YMCIIO OLWNOOK U
MPOLEHT BbIPYUKM PACTET ObICTPee, YeM y Ho-
BMYKOB, KOTOPbIE HAUMHAIOT C KNAaCCUYeCKOro
¢dopmaTa. ITo NPOEKT Gonee foOpOrov Ans Hac,
YyeMm AnA NapTHEPOB, B CBA3M C ONepaLioH-
HbIMV M3Aep>KKamu, MO3TOMY Mbl aKKypPaTHO
BblOMpPaeM NOTEHLMANbHbBIX ppaHyan3n. Bax-
HO, UTOObI YenoBeK AeCTBUTENbHO 0bnaaan
BPEMEeHeM U KeNaHWeM YUNTbCA, akTUBHO
y4yacTBOBaJ BO BCEX MpoLieccax, MHaye BCé
3TO He ByfeT UMEeTb CMbICHa.

- A Kak bl 8 yelom npogodume obyqeHue
ceoux ppanyatizu?

- fl yxe ynomnHana o6 yHuBepcuTteTe
Choupette. OcHoBHas ero 3agaya — obner-
UnTb NpeanpuHUMaTeNnsam Npouecchl nNo
OTKPbITUIO 1 Pa3BUTUIO BpeHa B permoHax,
a Tak»Ke CTaHAapTM3MPOBaTh U YCKOPUTb 06Y-
yeHue nepcoHana. 3To MHOrodyHKLMOHaNb-

HafA niatopma C HeCKONIbKMMUN YPOBHAMM
JocTyna: Ana npoAaBLoB, yrpaBlieHLEeB U
BnajesibLeB, rAe NCNoMb3yTCsA pasfinyHble
dopmaTtbl 06yueHUs. Bo-nepsbix, 3T0 perynsp-
Hble MaTepuasbl K BbIXOAY HOBbIX CE30HHbIX
1 KancynbHbIX KONINEKUUI, Mocsie n3yyeHus
MaTepranoB He06XOAUMO NPOWTH TECTUPO-
BaHWe, pe3ynbTaTbl KOTOPOro NPOBeEPAIOT-
cA 6peHa-MeHemKepoM. EcTb obyyeHue no
pa3nNYHbIM HanpaseHVAM: MO MaPKETUHTY,
MepyaHAansuHry u T. n. Llnpoko ncnonbsyem
VHTEpaKTUBHbIE GopMaThl, HaNnpUMep, Hefas-
HO MpoLuna cTpaTernyeckas ceccus ans Bna-
fenbLeB B bopmaTe BebVHapa, B 6GnivKanem
6yayLieM 3anyckaem MOAY bHY MPorpaMmy
ANs ynpaBAsoWwmnx CPOKOM Ha Tpy Mecsua.
WHbiMn cnosamu, yHuBepcuteT Choupette
— 3TO COBOKYMHOCTb MHOXECTBa Nporpamm,
00beANHEHHDIX HA OfHON NaTtdopme.

- Hackonbko oxomHo omknukaromcs
¢paHyaiizu Ha npednoxeHus o6yyamoca?

— [lymaio, HM ANsA KOro He CeKpeT, YTo
MHorve ¢paHyalizepbl FOBOPAT O TOM, Kak
NOpoI CJIOXHO NpuUBReYb K 06yyeHunto
CBOVIX MapTHEPOB. Mbl TOXKe CTanKkmBanucb
C Takon npobnemoit. Ho B nocnegHee Bpems

Npou3oLWeén caBUr B co3gaHum GpaHyanisn.
B 3ToM 3acnyra n KaueCTBEHHOrO KOHTEHTa
obyyatoLmx nporpamm, n cammx GpaHyansy,
MOHABLUMX, YTO OOyUYeHVe NPUHOCUT peasb-
HYI0 NMosb3y 6u3Hecy. PesynbTtaT BUAeH 1 B
Tex MoKasaTensx, KoTopble AaéT Halla CeTb:
HecMoTpA Ha HeGNaronpPUATHbIE SKOHOMUYe-
cKmne obcTonTenbcTsa, Like for like kK npowno-
My rogly coctaBus 10%, 4TO CTasIo BO3MOXHbIM
6narogaps NOBbILLEHNIO YPOBHA Npodeccuo-
HanM3ma B yrnpaBneHuu.

- Kakoebl eawiu npo2HO3b61 N0 pazeumuio
cemu 6 2022 200y?

- B 2021 roay Mbl OTKpbINK 13 HOBbIX GpaH-
YaM3NHIoBbIX Mara3nHoOB Kak B Poccuu, Tak n
3a pyb6exkom. Ho Mbl HMKOrAa He rHanuchb 3a
KONMYeCTBOM, BO N1aBe yria — KauecTBo. Y Hac
[OCTaTOUYHO XKECTKaA MONMNTUKA OTKPbITUN.
Ecnu mbl BuguMm, 4to Haw napTHEpP 3anHTepe-
COBaH B Pa3BUTU 1 TOTOB HECTU PUCKMU, TO Mbl
LaéM eMy SKCKJTI03MBHble NpaBa Ha OTKPbITMe
TOYEeK B rOPOAE, UTO MOXKET HECKOJIbKO TOp-
MO3UTb TEMIMbI, HO AAET 6osiee KaueCTBEHHYI0
penpe3eHTaTMBHOCTL 6peHAa. Ham ecTb Kyga
pacTu Bo dpaHLIM3e, HanprmMep, ceryac ak-
TUBHO OCBavBaeM pblIHOK CaHKT-leTepbyp-
ra. B KazaxctaHe ecTb 60/bLLON NOTEHLMAN,
€C/1 MNO3BONAT SKOHOMMUYECKMNE YCNOBMSA, TO
NPOJOMKMM OTKPbIBaTb MarasuHbl B CTPaHax
BnunxHero Boctoka. besycnosHo, Halue pa3su-
TVie€ BO MHOTOM 3aBUCUT OT M1aTEXeCnoco6HO-
CTn HaceneHua. Cellyac He camble Nérkue Bpe-
MeHa, HO Mbl He MIaHUPYeM U3MEHATL cebe n
OCTAHEMCA B CErMEHTaX «CPeAHNINY, «CPefHUI
MAOC», COXPaHAA KauyeCTBO HaLLMX KOeK-
uuiA. KoHeyHo, byaem noaaepkrBaTh HaLMX
dpaHyaliau n nokynatenen. Hanpumep, He
naaHMpyem NoBbIWaTh LeHbl Ha KOMIeKL Mo
BeCHa-neTo — 2022. Takxe 0gHUM 13 gpaliBe-
POB MPUBJIEYEHNA HOBbIX MOKYyMNaTenen MoxeT
CTaTb Halla HOBaA Mporpamma noAnbHOCTH,
3anyLeHHas B NPOLLSIOM Fofy W y»Ke XOpOoLUIO
cebs nokasasLwasn. Choupette yxxe nosogu-
JI0Cb NPOXOANTL Yepes pasnnyHble KPU3UChI,
1 Korga pAaoM ecTb 3auHTepecoBaHHbIe NapT-
HEpbl, TO OM3HEeC pa3BrBaeTCsA, HECMOTPA Ha
nobble TPYAHOCTL.
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ANASTASIA
VASYLKOVA:
"WE HAVE
NEVER CHASED
QUANTITY”

houpette is a Russian brand

of designer clothes for
children from 0 to 12 years old.
Its collections once conquered the
world’s leading fashion industry
exhibition Pitti Bimbo in Italy.
Choupette started as a family
business and today the company’s
chain includes more than 100 stores
both in Russia and around the
world, including the USA, the UAE,
India and Kuwait. ANASTASIA
VASYLKOVA, Development
Director of TM Choupette, told us
how the chain planned to develop
further and what could become
a growth driver for fashionable
children’s clothing stores.

- What are the main trends in the children’s
fashion market in Russia?

- If we talk about the niche of the
children’s monobrand in the “medium” and
“medium plus” segments, where we work,
then the market has concentrated on several
monobrands. Today the main competition
in the industry is with large chains, which
actively introduce children’s fashion lines
into the range now. In addition, there is a
rapid development of niche brands that are

gaining their loyal audience. I believe that this
trend will continue, as it is in line with global
trends and meets the mentality of the younger
generation.

One of the obvious signs of today is a
decrease in the purchasing power of the
population. Despite this the Choupette chain
continues to grow, we have a strong franchise
program that allows us to better respond
to crises, we have many strong franchise
partners.

-

- What, in your opinion, distinguishes the
Choupette brand? Why is it interesting for
partners?

- First of all, Choupette is interesting in
terms of content, i.e. the collections design:
this has been proven by time and demand,
quality reviews and international recognition.
The brand is a finalist of the Ministry of
Industry and Trade of the Russian Federation
competitions, the winner in the Brand of the
Year nomination and a multiple winner of the
Golden Bear national award and is included in
the top 100 best franchises in Russia according
to BIBOSS (more than 100 stores in Russia
and abroad). We entered the international
market about three years ago and got a good
commercial effect from opening stores abroad.

In 2019, we updated the concept of our store
chain, that was precisely due to our desire to
develop in international markets. In addition,
we expanded the product range and age range
up to 12 years. We attracted foreign experts
and developed a new concept of “neoclassic”
in accordance with global trends, while
maintaining warmth and comfort. We also
expanded the store areas (the average area is
100-110 sq. m) and reformatted the layout of
the collections. And as the results show, the
upgraded locations grow faster compared to
those designed in the previous concept.
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And the third distinguishing feature is a
prompt response to the market situation. In
2021, we conducted an independent audit of
our franchise and, based on this audit, we
updated many products, created new open-
books and hand-books, connecting all the
processes into a single system. We have also
switched to the new Choupette university
platform, that became more cross functional
and comfortable. After implementing these
upgrades, we received good feedback from our
franchisee partners. It is important for us to
understand that we are in the market, we are
useful and profitable.

- You offer several options for starting
a franchise. Tell us, what formats are in
demand now?

- The retail sector with its outward
simplicity, includes multi-layered and
complex business processes, and the
franchising business model attracts many
newcomers who do not have a set of all the
necessary competencies. Of course, they
receive full support from the head office:
we train them, provide with a ready-made
business model and consultations, give
marketing support, etc., but still this is an
independent business and the risk of errors
at the initial stage is high.

Therefore, in addition to the classic
model, we offer our partners an investment
franchise, which is rarely used in the fashion
segment, since this is a difficult format to
implement, requiring the participation of a
large number of specialists from the head
office, who remotely manage the store in all
directions. The investment franchise model
is based on the fact that the partner invests
in the business, and the franchisor manages
the store.

However, our task is not to remove
franchisees from the management process,
but, on the contrary, to teach them how to
manage. Through the investment franchise
format, we develop the necessary skills in a
partner, and after about a year we transfer
he or she to the format of an independent
business according to the classic franchise
model. In essence, this is a practical training
course in a real business mode.

- What are the conditions for an investment
franchise?

- Unlike our classic franchise, the
investment model has royalties. Due to
this, the payback period is increased, but,
on the other hand, the number of errors is
significantly reduced and the percentage of
revenue grows faster than for beginners who
start with the classic format. This project is
more expensive for us than for partners due to
operating costs, so we carefully select potential
franchisees. It is important that a person really
has the time and desire to learn, participates
actively in all the processes, otherwise all this
will not make sense.

- How do you generally train your
franchisees?

— I have already mentioned the Choupette
University. Its main task is to make it
easier for the entrepreneurs to open and
develop a brand in the regions, as well as
to standardize and accelerate staff training.
This is a multifunctional platform with
several levels of access: for sellers, managers
and owners, where various training formats
are used. Firstly, these are regular materials
for the release of new seasonal and capsule
collections. After studying the materials, it is
necessary to pass testing, the results of which
are checked by the brand manager.

There are trainings in various areas:
marketing, merchandising, etc. We widely
use interactive formats, for example, recently
we held a strategic session for the owners in
a webinar format, in the near future we will
launch a three months modular program for
managers. In other words, the Choupette
University is a collection of many programs
combined on one platform.

- How willingly do franchisees respond to
offers to study?

- I think it is not a secret for anyone that
many franchisors talk about how difficult
it is sometimes to involve their partners
in training. We also faced this problem.
But recently there has been a shift in the
franchisees mind. This is the merit of both
the quality of the training programs content
and the franchisees themselves, who have
realized that training brings real benefits to
the business. The result is also visible in the
indicators that our chain gives: despite the
unfavorable economic circumstances, by
last year Like for like was 10%. This became
possible due to the increase in the level of
management professionalism.

- What are your forecasts for the
development of the network in 2022?

- In 2021 we opened 13 new franchise stores
both in Russia and abroad. But we have never
pursued quantity, quality is at the forefront.
We have a strict opening policy. If we see that
our partner is interested in development and
is ready to bear the risks, then we give him
exclusive rights to open outlets in the city. That
may slow down the pace, but gives a better
representativeness of the brand.

We have perspectives for growth in the
franchise. For example, we are actively
developing the St. Petersburg market now.
There is a great potential in Kazakhstan, if
economic conditions allow, we will continue to
open stores in the Middle East. Of course, our
development depends largely on the solvency of
the population. These are difficult times, but we
do not plan to betray ourselves and will remain
in the “medium” and “medium plus” segments,
while maintaining the quality of our collections.

Of course, we will support our franchisees
and customers. For example, we do not
plan to raise prices for the spring-summer
2022 collection. Also, one of the drivers for
attracting new customers may be our new
loyalty program, launched last year and has
already shown itself well. Choupette has
already gone through various crises, and
when there are interested partners nearby,
the business develops, despite any difficulties.




Jlapuca AH‘-I:'&'
«J15 COEPLI MACCAXA N CTTA CAMOE
JTABHOE — LLEHHOCTb, KOTOPRYO Mbl
CO3AAEM AN KTAEHTA»

«Bait Tai» — kpynHeiias B Poccum cetb Taiickix tna. C MOMeHTa 0CHOBaHUA CETU B CaloHax paboTatoT
mactepa u3 Koponeectea Taunanz, 6peHa xopoLuo y3HaBaem 1 yBepeHHo pacTeT. 3pech nepsbiMu B Poccun
Hayanu pa3BuBaTh QpaHyaii3uHr B chepe cna-ycnyr, u NpuBneyeHne NnapTHEPOB NO3BoNNN0 GbICTPO
pa3BepHyTb ceTb — ¢ 2010 roaa 6bin0 oTKpbITO Gonee 60 canoHOB Tailckoro Maccaxa.

Uro crout 3a nonynapHocTbio «Bait Taii»? Kakux napTHEPOB BaxXHO BbIOMpaTb 1 UTO COCTaBAAET OCHOBY ycnexa
bu3Heca? 06 3Tom pacckasana reHepanbHbii gupextop «Bait Taii» JIAPUCA AHY.




-B 2021 200y «Batii Tali» - camas 6bicmpo-
pacmywasa cemb 8 cezMeHme matlicKux cna,
HO nomom npuwisia naHoemusi, a 3amem u
Kpu3suc. Kak s3ma cumyayusa ompa3sunace
Ha 6u3Hece?

—-3a2021 rog y Hac OTKPbINIOChb NATb HO-
BbIX Ca/lOHOB ¢ paHyali3n 1 gBa Co6CTBEH-
HbIX canioHa. Bce oHM BbICTPO BbILWY Ha XO-
polune nokasaTenu, Yemy Mbl OYEHb Pabl.
Bpema naHgemun nokasano, 4to nogu,
Haob0pOT, XOTAT yAenATb ewé 6onblue BHU-
MaHMVA CBOEMY 3[J0POBbIO 1 MNOALEPKAHNIO
Ncrxonornyeckoro pecypca. Bce xorar 6bitb
SHEPruYHbIMU, CNOKOWMHbIMU, YBEPEHHbIMY
B cebe. A Mmaccax Kak pa3 3To BCE 1 JaéT.
M KoHeuHo, Mbl noaaep anu CBOMUX NapT-
HEPOB B 3TO HenpocToe BpeMmsA. HNKTo He
ocTaéTca co cBOMMM NpobneMamm OavH Ha
oaunH. OcobeHHO ceyac, B MOMEHT rnobasb-
HbIX M3MEHEHUI, Konnarca Kypca pyons,
TPEBOXXHOCTU, MOUCK BbIXOAa U3 KPU3NC-
HOW cnTyauuuy ewé 6onblue CNOTUM Hac C
napTHépamu.

- CKO/bKO celiyac omKpbIimo casioHo8 U Ka-
Koed 2zeozpadgpusa npucymcmeus KomnaHuu?

— B cetu cenyac 63 canoHa, 14 13 KOTopbixX
npvHagnexaT Ham. OcHoBHas reorpadpus —
3T0 MockBa 1 MockoBcKasi 061acTb, HO eCTb
1 CaJlOHbl B PErrMoHax, B TaknX ropofax, Kak
Yura, KazaHb, EkatepuHbypr, MpkyTck. B 6nu-
XKallee BpemaA niaHupyem paclunMpATb CBOE
NPUCYTCTBUE B PerroHax. Y Hac y»e HakomnneH
NONIOXKUTESIbHBIN OMbIT B OTKPbLITUM CaNIOHOB
B pervoHax,  Mbl BUAMM NepCrneKTBbl pa3-
BUTUA CETU BO MHOTUX ropogax. He ctont
dUKCMpoBaTb BHMaHVE TONbKO Ha MocCKBe,
B PoCcmm MHOro XopoLUvx ropofoB, rae X1syT
noau, KOTopble Tak»Ke XOTAT XO4UTb Ha Cna,
3a60TUTbCA O CBOEM KOMPOPTE U 3[0POBbE.
Mbl roToBbI flaBaTb NapTHEPaAM B pernoHax
camyto 60sbLUyi0 NoAAEeP>KKY U AennTbCs
BCEMM HAKOMMIEHHbIMW 3a rofja 3HaHUAMU U
3KCMEePTHOCTbLIO.

- Ha kakyto moOesib KOMNAaHUs opueHmu-
poeaHa: omkpbeimue KaKk MoX<Ho 6osbuwe20
4uca casoHoe no (hpaHyatisuHzy unu cob-
CmeeHHbIx?

— Mbl OTKPbITbI 4711 HOBbIX NAaPTHEPCTB,
HO 1 CaMV rOTOBbI pacTu. Y Hac cuibHan
KOMaHfa 1 60/bLoN onbIT paboTbl ¢ GpaH-
Yyansu, U caep>KMBaTb Hall POCT Mbl He Oy-
aem. [oToBbl NPUHMMATb HOBbIX MAPTHEPOB
Npu YCII0BUN UX TOTOBHOCTU NPULEPKN-
BaTbCA HaLWNX NPVHLMMNOB 1 BbICOKOIO Ka-
yecTBa cepBuca. B cpegHem nHsectuymm B
OTKpbITUE canoHa «Ban Tan» coctaBnAtoT 4-5
MAH py6. Mo Hawum ycnosmam GpaHLIn3bI,
B CETM BOCCO3aéTcs aTMochepa TamnaHaa,
No3TOMy HeO6XO4MM COOTBETCTBY LU
Aun3aliH-npoekT. Kpome Toro, 6onblwoe
KONMMYeCcTBO feKopa Mbl MPUBO3UNM TONIbKO
13 TamnaHnga. CtaHgapT cepBuca Tpebyet
BNOXKEHWI B KaXKAyI0 AeTallb, HO 3TO onpas-
[blBaeT ceba: B cpefjHeM CanoHbl OKynaoTcs
3a 1,5-2 ropa.

- «Bati Taii» ece20a denan ynop Ha Ka4e-
cmeo, npu pacmyujeli KOHKypeHyuu sma
cmpameaus ce6s onpasovieaem?

— Hawwm nocTosiHHbIE roCTY LIeHAT HaC MeH-
HO 3a OTBETCTBEHHbIN MOAXOA K paboTe, K Bbl-
60py nocTaBLMKOB 1 MacTepoB. Chepa cna
1 Maccaxa OCHOBbIBAETCA Ha YBEPEHHOCTU
KMMeHTa B Bac, MHaye 613HeC TepseT CMbICI.
HwnKTO K Bam He NpuaéT n He 4OBEPUT camoe
[oporoe — CBO& 340POBbe 1 Teso, — eCsiv Ha
nepBOM MecCTe y Bac YTO-TO APYroe, Kpome
KauyecTa. Mbl NOCTOAHHO MOAHVMAEM MAHKY
CepBuCa, yunTbIBas BCe JeTanu, KOTopble MO-
ryT NOBNVATb Ha HACTPOEHUE FOCTS, Ha ero
oXupaaHvie oT Maccaxa, 1 obyyaem sTomy
CcBOVIX GppaHyan3n.

MacTepoB nogbvipaem TwaTenbHoO, 1 Halla
KrnoyeBas KoMrneTeHUMs Kak ¢paHyansepa —
obecneynTb CanoHbl CneLyanycTamm no Talcko-
My MaccasKy, MO3TOMY y Hac B Ca/loHax paboTaioT
TOMbKO AUMIOMUPOBAHHbIE CMELManmcTbl 13
TannaHga. «Ban Tai» — 3T0 eAMHCTBEHHAA CeTb
CasIoHOB TaCKOro Maccarka, Kotopas nveet
CBOE areHTCTBO MO NoAGOPY Y NPUBO3Y TalicKo-
ro nepcoHana B oCHoBe 613Heca. PeKpyTuHTy
yAenaeTca KonoccanbHoe BHUMaHme. Mbl He
TOMbKO rPaMOTHO Nnogbrpaem KagpoBbli pe-
3epB 3a rpaHuLeil, Ho 1 camu odbopmnsiem Bce
[OKYMEHTbI Ha pa3peLLeHyie paboTbl MacTepPOB
TaliCKOro Maccaka, NosIHOCTbIO 3aKpblBas Mo-
TPeBHOCTb HALLMX GpaHYai3n B NepcoHare.

- Kakoebl ce200Hs npeumyujecmea exoda
8 3mom 6u3Hec 01 sawlux ppaHyaiiau?

- WIHTepec K TalckoMy Maccaxxy He yracaer,
TaK KaK KJIMeHTbl 0OPEeTaloT «BeYHbIE LIEHHO-
CTv», NonyyaoT GyHAAMEHTAbHYIO NOJb3Yy
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anA Tena. B Kp13nc, C pocTom NaHmMKM, 3anmncb
B CaslOHbI TONIbKO yBenmuunacb. Mol pabotaem
yke 12 neT, roctu BCE TaK e rogamm ocTaroTca
C Hamu, NPVBOAAT K HaM CBOIO CeMbIO, ApY3eN,
pekoMeHIyYIoT Hac, AapAT CBOUM BAN3KMM
Halm cepTudrKaTbl. 3a Bpems CyLecTBOBa-
HUA KOMMaHWUK Mbl 3apaboTtanu penyTauuio,
1, eCTECTBEHHO, KOrAa NOABNAETCA HOBbIN Ca-
JIOH C BbiBecKow «Bai Tai», nogu y»ke 3HatoT,
Yyero MOXKHO OXMAaTb U BbIOUPAOT UMEHHO
Hac, NpeanoyYnTaloT Hac APYrm canoHam. Mbl
OYeHb TILATENbHO ClIeAMM 3a TeM, YTOObI CTaH-
[apTbl CETV BbIMONHANIMCD BCEMU MAaPTHEPaMU.

Ecnun roBoputb 0 KOHKYpeHTax, TO OHU Npu-
XOOAT M YXOR[AT, KTO-TO 3afiepKMBaeTca He-
Hagonro. Ho ceTb «Baii Tai» Kak 6bina camon
KPYMHOW CeTblo crna-ycyr npemMmmnym-Knacca
B Poccun, TaK eto 1 ocTaércs.

- Kakyro noodep>xKy abl okasbieaeme
ceoum ¢ppanyatisu?

—Kak ynpaenatoLaa KoMnaHus, Mbl Aaém oueHb
OOLUMPHYIO NOAAEPKKY HALIMM MapTHEPam. To
eaviHasi 3pdekTnBHaa CRM-crctema, nepcoHarnb-
Hbl MEHEIPKEP MO OTKPbITVIO, LIENbI OTAEN PppaH-
Yali3vHra, OTAeN MaPKETVIHI, TEXTIOAAePKKa, 00y-
YeHue COTPYAHMKOB 1 YNPaBAAIOLLNX U, KOHEYHO,
AHTUKPY3NCHDIA MEHEXKMEHT.

- Kakue mpe6oeaHus ebl npedwvsasngeme
Knapmtépam?

— Mbl XO0TUM BUgeTb CBOUMM NApTHEPaMK B
nepByio ouyepeb aMOULIMO3HbIX U aKTUBHbIX
npegnpuHUMaTtenei, KoTopble, Tak Xe Kak 1
Mbl, XOTAT pacTu 1 pa3BMBaTbCA, pa3gensaioT
HallV LEeHHOCTU, TaKne KaK npodeccroHa-
NN3M, FTMOKOCTb, YECTHOCTb.

CanoH «Bati Taii» e denosom yeHmpe «Mockea-Cumu»
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«Moscow City»

)

The Wai Thai salon in
the business center

THE MOST
IMPORTANT
THING IS THE
VALUE WE

CREATE FOR THE T . |
CLIENT" |

Wai Thai is the lars

chain was founded, masters from the Kingdom of
Thailand have been wi is well recognizable and grows steadily. They were the
first in Russia to develop franc e field of spa services. The partners attracted made it possible to
expand the chain quickly - more than 60 Thai massage studios have been opened since 2010.

What stands behind the popularity of Wai Thai? What kind of partners are important to choose and what is the
basis of business success? That is what LARISA ANC, the General Director of Wai Thai, told us about.



- In 2021, Wai Thai was the fastest growing
chain in the Thai spa segment. But then the
pandemic came, and then the crisis did. How
has this situation affected the business?

- In 2021, we opened five new franchise
stores and two own stores. All of them
achieved good results quickly, and we are very
pleased with this fact. The pandemic time
has shown that people, on the contrary, want
to pay even more attention to their health
and psychological resource maintaining.
Everyone wants to be energetic, calm, self-
confident. And massage provides particularly
that. And of course, we supported our
partners in this difficult time. No one is left
alone with their problems. Especially now,
at the moment of global changes, the ruble
exchange rate collapse, anxiety, the search
for a way out of the crisis has united us with
our partners even more.

- How many salons are open now and what
is the geography of the company’s presence?

— Now the chain accounts for 63 salons, 14
of which belong to us. The major geography
is Moscow and the Moscow region, but there
are also salons in the regions, in cities such
as Chita, Kazan, Yekaterinburg, Irkutsk. In
the nearest future we plan to expand our
presence in the regions. We have already
accumulated positive experience in the
opening in the regions, and we see prospects
for the development in many cities. You
should not focus only on Moscow, there are
many good cities in Russia where people
also want to go to the spa, take care of their
comfort and health. We are ready to give
our regional partners the greatest support
and share all the knowledge and expertise
accumulated over the years.

- What model does the company focus on:
to open as many franchise stores as possible
or create own ones?

— We are open to new partnerships, but
we are also ready to grow ourselves. We have
a strong team and extensive experience in
working with franchisees, and we will not hold
back our growth. We are ready to accept new
partners, if they are ready to adhere to our
principles and high level of service quality.
On average, the opening investments of the
Wai Thai salon amount to 4-5 million rubles.
According to our franchise terms, the unit
recreates the atmosphere of Thailand, so an
appropriate design project is required. In
addition, we bring a large amount of decor
only from Thailand. The standard of service
requires investments in every detail, but it
justifies itself: on average, salons pay off within
1.5-2 years.

- Wai Thai has always focused on quality,
with growing competition, does this strategy
Jjustify itself?

— Our regular guests appreciate us precisely
for a responsible approach to work, to the

»
WAI ! THAI
SPA

CIMOKOUCTBUE

AYLLIN
B BAV TAU

choice of suppliers and professionals. The
spa and massage field is based on the clients’
confidence in you, otherwise the business
loses its meaning. No one will come to you
and entrust the most precious thing - their
health and body - if you have something other
than quality in the first place. We constantly
raise the level of service taking into account
all the details that can affect the mood of the
guest, his expectation of a massage, and we
also teach this to our franchisee.

We carefully select craftsmen, and our key
competence as a franchisor is providing our
franchisee with Thai massage professionals. So
only certified specialists from Thailand work
in our salons. Wai Thai is the only chain of
Thai massage parlors that has its own agency
for recruiting and bringing Thai personnel.

#
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We pay a lot of attention to recruiting. We not
only select the personnel abroad, but we draw
up all the documents for permission to work
for Thai massage craftsmen ourselves, settling
completely the application for our franchisee
in the staff.

- What are the benefits of entering this
business today for your franchisees?

— The interest in Thai massage does not fade
away as the clients acquire “eternal values” and
receive fundamental benefits for the body.
During the crisis, with the growth of panic, the
amount of registrations only increased. We have
been working for 12 years, our clients stay with
us for years, bring their family and friends to
us, recommend us, give our certificates to their
loved ones. During the company existence, we
have earned a reputation, and, naturally, when a
new salon with a Wai Thai sign appears, people
already know what to expect and choose us,
prefer us to other salons. We are very careful
to ensure that all our brand standards are met
by all partners.

If we talk about competitors, then they
come and go away, someone stays for a while.
But the Wai Thai chain continues to be the
largest network of premium spa services in
Russia as it has been all this time.

- What kind of support do you provide to
your franchisees?

- As a parent company, we give very
extensive support to our partners. This is an
effective joint CRM system, a personal opening
manager, a whole franchising department, a
marketing department, technical support,
employees and managers training, and, of
course, anti-crisis management.

- What are your requirements for the
partners?

— First of all, we want to see ambitious and
active entrepreneurs who, like us, want to
grow and develop, share our values, such as
professionalism, flexibility, honesty.
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KOCMETUYECKUMA.D®DEKT
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c eTb GMpMeHHbIX Mara3uHoB «benopycckan KocmeTnka» — camblii 60N1bLLIOI MMMOPTEP KOCMETUYECKOI NPOAYKLMY GenopyccKoro
npou3BoACTBa Ha Tepputopun Poccum. busHec-cTpykTypa Hauana dopmupoBatbca B 2009 rogy B (MoneHCKe 1 Ha CerofHALHMIA feHb
npepcTaBneHa ceTbio U3 0kono 200 pupMeHHbIX PO3HUYHBIX Mara3uHoB «bK». B komnaHum ctpemaTca, BBUAY CNOXKMBLUMXCA B NOCNe[Hee
Bpems 06CTOATENbCTB, K eLLé Gonee GbICTPOMY POCTY U 3aXBaTy MaKCUManbHON 0K pbiHKA. Mbl nonbiTanucb pa3o6patbes, B UEM COCTOAT
npenmyLLectBa 6usHec-mopenu «benopycckoin KocmeTukm».

MOZENb BHE KPU3UCOB

«B Hacmoswee spems cmpaHa nepexuea-
em cusibHelwul 3KOHOMUYecKul Kpu3uc 8
Hoseliwel ucmopuu. OOHAako KomnaHus «bK»
cmompum e 6ydywee c onmumusmom. loka
60/1bWIOE KOTUYeCmao esponelickKux U amepu-
KAHCKUX KOMNAaHul, Komopele Nocmassasanu
KOCMemuUKYy, cokpawjaem c80é npucymcmaue
HA pbIHKE, d UMNOPMEPbI 8bIHYXOeHbl Cyuje-
CMBeHHO NOBbICUMb UeHbl U3-3d y8eiu4eHus
Kypca 8asiom u nosbieHus puckos, «bK» 6epém
Kypc Ha macwumabuposaHue cobcmeeHHoU
Mooesiu. Xomsa Mbl makxe 8bIHyX0eHbl CKOp-
pekmuposame yeHsl Ha NOJIKe, HO 3Mu KOPPeK-
muposku 6yoym He cmoJib 3HaYumesoHbl. Le-
Hoeoli cesmeHm «CpedHUll MUHYC», 8 KOMOPOM
npedcmassneHa Hawa npodyKyus, cmaHem ewé
6os1ee npugiekamesibHbIM 0718 XeHUUH Poccuu,
4mo NO380/1UM HAM U HAWUM NApMHEPam yee-
JIU4UMBb 00110 PLIHKA, a KaYecmeeHHAs NPOOyK-
yus, npousgedéHHas 8 Pecnybnuke benapyce,
MUHUMU3Upyem pucku 6ydywe2o depuyuma
moesapa, denas mooesib ycmouiHusoul u cma-
6usibHoU», — nosicHsAeT Anekcen MaHTIOXOB,
reHepasibHbl AUPEKTOP U COOCTBEHHMK «BK».

«BbK» npoLuna Tpu Kpusnca: priHaHCOBO-3KO-
HoMMYeckni Kpmsnc 2008-2010 ropos, BantoT-
HbI Kpusnc 2014 roga v Kpmsunc 2020-2021
rofioB, CBA3aHHbIN C dNaeMueli KOpoHaBupyca
— 1 3adUKCpoBana 3HaunTesIbHbIA POCT BO
BCEX C/TyYasnx Kak KONMYeCTBa TOProBbIX TOUEK,
TaK 1 NMOKynaTesieil B yKe OTKPbITbIX MarasvHax.

Kpome Toro, cam po3HUYHbIN peTenn Koc-
METVKM, KaK MOKa3blBalOT MHOFOUMCIEHHble

RUSSIAN BUSINESS GUIDE {MAPT 2022}

1ccnefoBaHUA, OKa3asncs OgHUM U3 HauMeHee
3aTPOHYTbIX NaHAeMuen. HecMoTps Ha To, UTo
MHOrVe BUbl peTeiina CMeCTUINCh B UHTEP-
HeT-TOProBJio, KOCMeTNYecKasn po3HuLa B
CerMeHTe «CpefH1I MUHYC», B KOTOPOM pa-
6oTaeT ceTb «bK», He TONIbKO coxpaHuna, Ho
1 yBenuuuna odnariHoBble Npofaxu. «/Tloou
omoarom npednoymeHue 04YHOMY 8bI60pPY KOC-
Memuku u napgromepuu. Tak Kak cymma cpeo-
He20 YeKa y Hac Hegeslukd, 8ce2o nopAaoka 500
py6net, mo npuobpemeHue makoti NpOOyK-
yuu — umnysbcHoe pewieHue. Hegbicokue yeHsl
cmumysupytom silo0eli NoKyname-npo6ogame
U NoKynams HenocpedCmeeHHo 8 Ma2asuHe, a
He uckame a1bmepHaMuBsl 8 UHMepHeme», —
noacHaeT Anekcen NaHTIOXOB.

lMoMnmo coxpaHeHnA No3nLM MPoAa B
odnaliHe, CNPOC Ha NPOAYKLMIO CETU PacTET
AeHb OTO AiHA, TaK Kak Ha $poHe fipyrux ceTein,
TaK>Ke TOPryoLwmx HeJOPOrMN KOCMeTNYe-
cKkumm cpepctBamu, «<benopycckyto KocmeTtu-
Ky» BbljenaeT BbICOKOe AoBepue cpeam poc-
CUNCKNX NoKynaTtenen. benopycckne ToBapbl
No6GUMbI NMOKYNaTENAMU 33 UX NEePBOKIIaCCHOe
KayecTBO 1 HEBbICOKME LieHbl, N KOCMeT/Ka
He ncKnoyeHmne. B ycnosuax CHXeHMA no-
KynaTesibHOW CMOCOOHOCTM B ceTb UAET Npu-
TOK MOKynaTeseil, KoTopble paHee oTAaBanu
npeAnoyTeHne Mapkam 13 6onee BbICOKNX
LIeHOBbIX KaTeropuii, Tak Kak MHTepechbl cme-
LLAIOTCA B CTOPOHY JOCTYNHOW NPOAYyKLUmMm €
Xopoluern penyTaumen.




BU3HECHA PENYTALIUK

B «BK» He cKpbIBaloT, UTO CEroAHA KOMMa-
HUA chenana CTaBKy Ha pa3BUTUE CETU 1
yBenmueHne napTHEPOB-PppaHyUal3n, Tak Kak
¢dpaHyuan3uHr NpegnonaraeT bonee 6biCTpoe
MaclTabrpoBaHne, Yem OTKPbITE COOCTBEH-
HoOW po3HULbl. «Mbl pabomaem ¢ 2009 200aq,
¢hpaHwuzy xe 3anycmusu moseko 8 2017-m,
— paccka3biBaeT Anekcen MaHToxoB. — Mol
MHO020 Jlem pabomasu ¢ po3HUYHOU MOOEsbIO,
nepecmpausanu, nepegpopmamuposanu, <Ha-
6uBaNU WUWKU», NPOBOOUIU MACWMAbHbIe
uccie008aHuUA 8 cemu, Ymo N0380J/1USI0 HAM
cucmemMamu3supos8ame uMerowjuecs 3HaHua u
oneim. 1o Haweli 6u3Hec-Mo0enIu Mbl MOXeM
MOYHO NPO2HO3UPOBAMb YPOBEHb BbIPYYKU
u onepayuoHHoU npubsliu, Komopsie 6ydym
0asame HOBble OMKPbIMbIE MOP208bIE MOYKU.

CBOMM rMaBHbIM NPEVMYLLECTBOM B CETU
«BK» cumTatoT TO, UTO OHU NPUBOAAT CBOUX
NapTHEPOB K KOHKPETHOMY, @ He YCJIOBHOMY
pe3ynbTaTy. B KOMNaHUM He cTaBAT nepeq
coboin Luenb 3apabaTbiBaTb Ha NayLlanbHbIX
B3HOCax. «Mbl He npodasusl. Mel uuwjem umeH-
HO 6u3Hec-napmHépos, kKomopwle He 60aMcs
pabomams u 20moebl 8ecmu 6usHec. llapm-
Hépos, c KomopbiMu 6ydemM compyoHUYaMb
Ha 00/1208peMeHHOU 0CHOBe, 8e0b MOJILKO Npu
3Mom yc108uu 6U3Hec 8bI200€eH U 0718 HAC, U 0714
Hux. [Toamomy mMbl yecmHo npedynpexoaem
Ha cmapme, ymo 3anyck 6usHeca — 3mo 8ce-
200 pUCK, CONPXKEHHBIU C UesbiM psa0oM (ak-
mopos. Bo3amoxHo, ¢ dpyzoli pumopukou Mol
Moe2siu bbl pacmu 6eicmpee, HO OMKpPbIBAMb,
a3amem 3aKpbl8amMe Ma2a3uHel — 3mMo He Haw
nyme. Hawa denogas penymayus umeem 0714
HAc nepsocmeneHHoe 3HaYyeHue, N03MoMmy 8
Hawu pAodLI Mbl NPUHUMAeM mex, Kmo 20moe8
8K/1a0bI8AMbCSA 8 0€/10», — FOBOPUT Anekcen
MaHTIOXOB.

OfHOBPEMEHHO C OCTAaTOUHO XKECTKUM OT-
60pom dpaHyaiism «<bK» rotosa bykBanbHo 3a
PYKy NpOBeCT/ CBOUX NMapTHEPOB MO BCEMY
6u3Hec-nyTU. B yacTHOCTM, Nepep OTKPbITUEM
TOUKM KOMMaHWA BMeCTe C MNapTHEPOM OCy-
W ecTBAAET NOUCK NIoKauumy ana 6ygyuiero
MarasviHa, MPOorHo3npysa UHANBUAYANbHYIO
6un3Hec-mopens.

«[lpasuseHo 8bI6GPAHHAsA ToKkayus obecne-
yusaem 0o 90% ycnexa 6uzHeca Ha cmapme.
Mosmomy KomnaHus He dogepsaem 8blbop Me-
cma nod omkpseimue ¢pparyadiau, a obyyaem
€20, KaK 3MO npasusibHO cOesame, U Kypupyem
0aHHyo npoyedypy co cgoeli CMopoHel. [Tocie
OMKpbIMUA HAW NAPMHEP MAke He ocmaém-
€A 8 6e38030yWHOM NpOCMpaAHcmae: 8 2pynne
conpogox0eHuUs pabomarom onsimHele one-
DAYUOHHbIE U2pOKU, KOmopble HaX00AMCA 8
NOCMOAHHOM KOHMAkme ¢ napmsépamu. Ecu
8bIpy4YKka nadaem, Hawa 3aoa4ya — pazobpame-
CA CNPUYUHAMU U ycMpaHums ux. Y Hac 6einu
C/1y4au u nepeso3d MazasuHa u3-3d NA0eHus
mpacguka no mem uau UHLIM Npu4uHam. Ecnu
U3-3a BHEWHUX (hakmopos nepecmanda 2eHepu-
p0BAMbLCA HYKHAA NPUOBBITb, HEO6XOOUMO NPU-
HUMAame Mepebl, a He cudems U PUKCUPOBAMb
y6bimku», — noAicHaeT Anekcei MaHTIOXOB.

3a BClo AeATeNbHOCTb No ppaHwmnse y
KOMMaHUN He 6bII0 HM OJHOro NapTHEpPa-
¢dpaHuyan3n, KoTopblin 06bABUN Gbl O CO6-
CTBEHHOM GaHKPOTCTBE.

MarasuHbl ¢paHyan3n «bK» nonHocTb0
VAEHTUYHbI Mara3riHam CO6CTBEHHON PO3-
HIILbI 11 Ha TeX »Ke YCNIOBUAX NPeACTaB/eHbl Ha
canTe KomnaHuu. NMoMrmo BHewwHero opopm-
NeHVs TOYKM B COOTBETCTBUM CO CTaHZapTaMu
ceTu, KoMnaHusa GopmupyeT NonoYHoe npo-
CTPaHCTBO, MOACKAXeT, Kakol ToBap byaeT
npofaBaTbCA Jyylle 1 Kak OH JOJXKeH 6bITb
pacnonoxeH.

CerogHs B KOMMaHWW FOTOBbI paccMaTpu-
BaTb A/ OTKPbITVA Mara3mHOB KaK HOBble ro-
pofa, Tak 1 Te, B KOTOPbIX Y>Ke NPUCyTCTByeT
po3HuLa «bK». HekoTopble napTHEPbI-PpaH-
Yal3u MELOT IKCKIIIO3MBHbIE NPaBa Ha OTKpPbI-
Te TOProBbIX TOYEK B CBOVIX rOPOAax.

«B kax0om 20pode Mbl onpedesnsem 3 pekx-
Mu8HYI EMKOCMb CNPOCA HA Hawy NPOOYK-
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yuro. Mooenws «6K» demoHcmpupyem cgoro
3hhekmuBHOCMb, HAYUHASA C 20P0008 C Ha-
ceneHuem om 10 000 yenosek. Ecnu napmuép
20mMo8 NOJTHOCMbI0 3dKPbI8BAMb 20P0O0, MO
Mbl NOONUCLIBAEM C HUM «OOPOXHYIO KApmy»
no pazsumuto cemu 8 20pode. [Toka napmHép
cobodaem 2paguk OMKpbIMus MAazas3uHos, OH
0671a0aem 3KCK/03UBHbIM NPABOM HAG OMKPbI-
mue mouek «bK» Ha 0aHHOU meppumopuu»,
— roBopuT Anekcen MaHTIOXOB.

CerogHAa «bK» npepnaraeT cBonm napt-
Hépam dpaHLLM3Y ABYX TUMOB: KNACCUYECKYIo
1 popmarta «br3Hec nog Knoux». «<brusHec nog
Knoy» 6yfeT MHTepeceH B NepBYto ouepeab
613HeCMeHaM, KOTopble rOTOBbI BIIOXUTb
[EHbIM 1 nonyyatb Npubbinb, He 3aHUMaACb
ornepauroHHbIM yripaBneHem. 3ToT dopmaT
npegnonaraeT 3anycK CeT oT WecTy Marasu-
HoB. [1nA peanu3aynn npoekta «bK» oTKpbl-
BaeT C MapTHEPOM COBMeCTHOe MpeanpusaTre,
roe BnageHve 6U3HeCOM pacrnpegensercs B
cooTHoweHnn 51 Ha 49%. «BK» nonHocTblo
KOHTPONMPYET BCO AeATENbHOCTb CETU, Ha-
YMHaA OT OTKPbITUA Mara3nuHOB 1 3aKaHuu-
BasA OnepauvioHHbIM YpaBneHnem Ha MecTe,
NnapTHEP ke noJsiyyaeT Npubbiib COOTBET-
CTBEHHO fjoNie B NPeanpuaTmn. STOT NPOeKT
Nno3BoNfeT MHBECTOPY NocCsie 3anycKa Bcen
CeTu NosyyaTb YCTONUMBYO NPUOLINb, COXpa-
Hs1A B CBOEM nopTdesie CTabunbHbIN Aaxe B
COBPEMEHHbIX peanusax akTuB.

CpepHee Bpemsa OKyrnaeMoCcTu MarasuHa
«benopycckon KocmeTnkn» — o1 8 go 16 me-
cALEB, B 3aBMCUMOCTY OT YCJIOBUIA U pervo-
Ha. Cpean NapTHEPOB eCTb Te, KoMy yAanocb
OKYMUTb BJIOKEHUA MEHee YeM 3a LecTb
MecsAueB. DTOMY CMOCO6CTBYET B TOM Yncse
1 HEBbICOKAaA CTOMMOCTb Bxoja B 6M3Hec.
Becb 06bEM MHBECTULMIA, KOTOPbIN NAET Ha
3aKyrnKy TOBapHOrO HarosIHEHNSA, CTeNNaxel,
KacCOBOrO 1 KOMMbIOTEPHOro 060pyAoBaHMs,
BUAeOoHabnofeHnsA 1 np., BMecTe C nayLanb-
HbIM B3HOCOM B CpejHeM COCTaBfiAeT oT 2,5
MH pybnein. GakTuyeckn 3a 3TN AeHbru
dpaHuali3y NonyyatoT roTOBYIO U YCMELIHYIO
6U3Hec-eanHMULLY.

Tpebya cTpororo cobniofgeHna cTaHAapToB
CeTW, KOMMaHWA OTKPbITa ANA NPeAsIoKeHNIA
dpaHyuansn. «Y Hac ecme «bupxa udeli», Mol
C NApMHEPAamu exemMecsYHO NPOBOOUM KOH-
hepeHyuUU, Ha KOMOPbIX paccMampusdem ux
udeu. Tpu iyqywiux npedsioxXeHUs, KOmopele
CNOCcobHbI N0BbICUMB 0OWYI0 3hchekmusHOCMb
6busHeca, Hazpaxoaromcs peanbHeiMu 60Hyca-
Mu», — roBoput Anekcen MaHTIOXOB.

CeroHA KOMMNaHWsA roToBa MaclwTabum-
poBaTb 6M3HeC No ¢ppaHLLM3e He TONIbKO B
Poccum, Ho 1 B cTpaHax 6nvxHero 3apybe-
XbA. Hanpumep, B Y36eKuncTaHe y KOMNaH1u
OTKpbITO 15 Mara3nHoB no ¢paHLum3e, a B Knp-
r3um y>xe paboTaloT TPU MarasuHa 1 ewwé Tpu
HaxomATcA B npouecce 3anycka. Kak rosoput
Anekcen ManHTioxoB: «bK» 3auHmepecosaHa
8 NapmMHEpax, Komopble 20mMo8bl HeCMu co-
pasmMepHyto omgemcmeeHHOCMb 3a 6u3Hec u
Xxomam pabomame u 3apabamsiedme. A Kak
3Mo MOXHO €0eslams — Mbl NOKAXeM».
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COSMETIC EFFECT

The chain of brand stores Belorusskaya Kosmetika (BK) is the largest importer of Belarusian cosmetic products
in Russia. The business structure began to form in 2009 in Smolensk and today is represented by a chain of
about 200 BK branded retail stores. In view of the recent circumstances, the company is striving for even

faster growth and capturing the maximum market share. We tried to figure out what are the advantages of the
Belorusskaya Kosmetika business model.

THE MODEL BEYOND CRISES

Currently the country experience the worst
economic crisis in the recent history. However,
BK looks to the future with optimism. While
a large number of European and American
companies that supplied cosmetics are re-
ducing their presence in the market, and the
importers are forced to increase significantly
the prices due to the increase in the exchange
rate and risks, BK is heading to scale its own
model. “Although we are also forced to adjust
the prices, but these adjustments will not be
so significant. The “middle minus” price seg-
ment, in which our products are presented,
will become even more attractive for Russian

women. This will allow us and our partners to
increase the market share, and the high-qual-
ity products manufactured in the Republic of
Belarus minimize the risks of future shortages
of goods, making the model sustainable and
stable”, — explains Alexey Pantyukhov, CEO
and owner of BK.

BK has already gone through three crises
- the financial and economic crisis of 2008-
2010, the currency crisis of 2014 and the crisis
of 2020-2021 associated with the coronavirus
epidemic. Moreover, in all the cases it recorded
a significant increase, both in the number of
outlets and buyers in the open stores.

In addition, cosmetics retail itself, as it is
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shown in numerous studies, was one of the
least affected by the pandemic. Despite the fact
that many types of retail have shifted to online
trading, cosmetic retail in the “middle minus”
segment, in which the BK chain operates, has
not only maintained, but also increased its
offline sales. “People prefer face-to-face selection
of cosmetics and perfumes. Since our average
check is small, only about 500 rubles, the pur-
chase of such products is an impulse decision.
Low prices encourage people to buy, try and
buy directly in the store, rather than looking for
alternatives on the Internet,” — explains Alexey
Pantyukhov.

In addition to maintaining offline sales posi-
tions, the demand for the company’s products
is growing day by day, because, against the
background of other brands of inexpensive
cosmetics, Belorusskaya Kosmetica is distin-
guished by high confidence of the Russian
buyers. Belarusian goods are loved by the buy-
ers for their first-class quality and low prices,
and cosmetic goods are not an exception. In
conditions of declining purchasing power, the
company faces an influx of buyers who pre-
viously preferred brands from higher price
categories, as interests are shifting towards
affordable products with a good reputation.

BUSINESS ON REPUTATION
BK does not hide the fact that today the
company has relied on the development of
the chain and the increase in the franchisee
partners, since franchising involves faster



scaling than opening its own retail. “We have
been working since 2009, but the franchise was
launched only in 2017, - says Alexey Pantyuk-
hov. “We have been working with the retail
model for many years, rebuilding, reformatting,
“filling bumps”, conducting large-scale research
on the chain, that allowed us to systematize
our knowledge and experience. Based on our
business model, we can accurately predict the
revenue level and operating profit, that will lead
to the opening of new stores.”

BK considers the brand’s main advantage to
lead their partners to a particular, not condi-
tional, result. The company does not set the
goal of earning on the lump-sum fees. “We are
not sellers. We are looking for business partners
who are not afraid of working and are ready to
do business. Partners with whom we will coop-
erate on a long-term basis, because only under
this condition the business is profitable for us
and for them. Therefore, at the beginning we
honestly warn that starting a business is always
a risk associated with a number of factors. Per-
haps, with a different rhetoric, we could grow
faster, but opening and further closing of the
stores is not our way. Our business reputation
is of paramount importance to us. So, we ac-
cept only those who are ready to invest in the
business,” - Alexey Pantyukhov says.

Simultaneously with a fairly strict selection
of franchisees, BK is ready to lead its part-
ners along the entire business path literally “by
the hand”. In particular, before opening, the
company, together with the partner, searches
for a location for a future store, predicting its
individual business model.

“The right location provides up to 90% of
business success at the beginning. That is why
the company does not leave the franchisee alone
when choosing the location, but teaches him
or her how to do it correctly and oversees this
procedure. After the opening, our partner also
does not stay in a vacuum — we have experi-
enced operational players of the management
team and who are in constant contact with the
partners. If the revenue falls, our task is to un-
derstand the causes and eliminate them. We
had cases of moving the store, due to a traffic
drop for one reason or another. If the necessary

profit ceases to be generated, due to external
factors, you need to take measures, and not sit
and record losses,” — Alexey explains. In all its
franchise activities, the company has not had
a single franchisee partner who would declare
their own bankruptcy.

BK franchise stores are completely identical
to its own retail stores, and are presented on
the company’s website under the same condi-
tions. In addition to the external design of the
store in accordance with the standards of the
brand, the company forms the product range,
tells you what product will be sold better and
how it should be located.

Today the company is ready to consider both
new cities for opening stores and those in which
the BK retail is already present. Some franchisee
partners have exclusive rights to open outlets in
their cities. “We determine the effective capacity
of the demand for our products in each city. The
BK model demonstrates its effectiveness, start-
ing with the cities with a population of 10,000
or more. If the partner is ready to completely
‘cover” the city, then we sign a roadmap with him
to develop the chain in the city. As long as the
partner complies with the store opening schedule,
he has the exclusive right to open BK outlets on
the territory,” says Alexey Pantyukhov.

Today, BK offers its partners a franchise of two
types - the classic one and a “turnkey business”
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format. “Turnkey business” will be of interest
primarily to the businessmen who are ready to
invest money and make a profit without being
engaged in operational management. This for-
mat involves the launch of a chain of 6 stores. To
implement the project, BK opens a joint venture
with a partner, where business ownership is dis-
tributed in the ratio of 51 to 49 percent. BK fully
controls all the activities of the chain, from open-
ing stores to operational management on the
spot, while the partner receives profit according
to the share. This project allows the investor, after
the launch of the entire chain, to receive a steady
profit, keeping a stable asset in his portfolio even
in the modern realities.

The average payback time for the Beloruss-
kaya Kosmetica store is from 8 to 16 months,
depending on the conditions and the region.
Among the partners there are those who man-
aged to recoup their investments in less than 6
months. This is facilitated, among other things,
by the low cost of entering the business. The
entire volume of investments that goes into
the purchase of product filling, racks, cash
registers and computer equipment, video sur-
veillance, etc., together with the lump-sum
payment, averages about 2.5 million rubles.
In fact, for this money, franchisees receive a
ready-made and successful business unit.

Requiring strict adherence to the brand
standards, the company is open to the fran-
chisee proposals. “We have an “Exchange of
Ideas”, every month we hold conferences at
which we consider their ideas with the partners.
Three best offers that are able to increase the
overall efficiency of the business are awarded
with real bonuses,” - says Alexey Pantyukhov.

Today the company is ready to scale the
franchise business not only in Russia, but also
in the neighbor countries. For example, the
company has 15 franchise stores in Uzbeki-
stan, and there are already 3 stores operating
in Kyrgyzstan, and 3 more are in the process of
launching. As Aleksey Pantyukhov says: “BK
is interested in partners who are ready to bear
commensurate responsibility for the business
and want to work and earn. And we will show
how this can be done.”
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BYAVLIEE
3A NHAOYCTPUEW
PA3B/IEYEHIV

M HAYCTPUA AETCKUX pa3BeyeHuil —
AO0BOJIbHO M0/I0AaA MHAYCTPUA B Poccuy,
N03TOMY OHa 04eHb 6ypHO pa3BUBaeTCA

1 I0CTaTOYHO 6bICTPO MeHsAeTCA. IT0
A0Ka3blBaloT 1 LU pbl, NOATBEPXKAAIOLLNE
CTabMNbHbIN POCT PbIHKA AETCKUX
pa3BneyeHnit faxe B NoCNefHNE CNOXKHbIE
roabi. lo SkcnepTHLIM oLeHKam, 060poT B
AaHHoi chepe paBHAeTcA 200 mapA py6neit

B rog. Poct pbiHKa 3a nocnefHne NATb net
coctaBun 186%. GepepanbHas ceTb ceMeiiHbIX
LLeHTpOB pa3BneyeHuii «CkananaHa» ceroaHs
npeactasneHa 11 yeHTpamiu B LWeCTH ropoaax
Poccun. [laxce Bo Bpemsa naHaemum B 2020-
2021 rogax KoMnaHuu yaanocb yBennunTb
YNCN0 AEICTBYIOLYNX LIEHTPOB 1 BTPOE
NOBbICUTb 06bEM BbIPyUKM ceTH. Bnagenbubl
CeTY CTaBAT nepes 060 amM6nLMO3HyH0 Lenb
— CTaTb KpynHeiilweii KOMNaHuei B AaHHOI
otpacu. 0 Tom, Kak 3apabaTbiBaTb Aaxe B
Kpu3uc v Yem «Ckananang» npuBneKkaeT cBOUX
nocetuTeneit, pacckasan ANIEKCER KPACUKOB,
0CHOBATeNb, reHepasbHblii AUpeKTop
(enepanbHoil CeTH CeMENHbIX LLEHTPOB
pa3Bneyennit «CkananaHgy.

- Anekceli, paccka)kume, KaK Ha4asaaco
ucmopus «CkanansHo»?

- /I3HavanbHo 310 6bIN CKanogpom (oTcroda
1 Ha3BaHue Hawen cetn). NocTeneHHo, no-
MWUMO 3aHATUNM U COPEBHOBAHUI NO CKaJlo-
f1a3aHNI0, Mbl CTanV NPOBOANTDL Meponpus-
TVA, AeTCKMe Npa3gHuku, gobasunu 6aTyT,
BEPEBOYHbIN MapK 11 Aanee no Ci1cKy aTTpak-
LIMOHOB 1 NPEBPATUNNCh B aKTUBUTU-NIAPK.
Takrm 06pa3om, 3a HECKONbKO neT Npob 1
OWNOOK NPULLN K CEFOAHSILUHEN MOAENN
6u3Heca. Mbl Hauann CTPOUTb CETb LIEHTPOB,
co3aaBaTb KOMaHZy 1 pa3BmBaTb OM3Hec.

- Boicmpaueames ¢ppanyaiizuHzosyio
cemb 8bl Hayasnu ¢ 2021 200a, mo20a Kak
cama KoMhaHus cyujecmeayem HA pbiHKe
¢ 2011-20. [Toyemy 6Gb1/10 NPUHAMO peuie-
Hue macwma6upoeaHus 6usHeca no hpaH-
yatizuHay uMeHHoO 8 3mo epemsA?

— Bcé 370 Bpems Mbl KONWAK ONbIT, NPO-
60Banu pasHble popmaTbl, BbICTpanBany cu-
cTeMy paboTbl, B TOM YncC/e ANCTaHLNOHHOe
yrnpaBrieHve pa3BieKaTesibHbIM LLeHTPOM.
Al cunTalo, UTo GpaHLIMN3a — He TONbKO U He
CTONbKO YHVKanbHbI NPOAYKT, 3TO, Npexae
BCEro, OTNIaXXeHHas cuctema paboTbl. Hepa-
3yMHO npopaaBatb GppaHLLIn3y, He oTperynu-
pOBaB BHYTPEHHME NPOLeCcCbl B KOMMaHUN.
Mbl co6panu KnaccHyto KoMaHAay v roToBbl
MacluTabupoBaTb 613Hec.

- «/Jemu 6e386b11a3HO cudaAM 6 niaHwe-
max, um He HyXHO oCma’jabHoe» — maKoe
MHeHuUe 8ecbma pacnpocmpaHeHo. Kak xe
npuesiekame cembU 8 NAPKU pasesiedeHull,
K akmugHomy docyay?

- Ycnyra Bcerga 6ynet BoctpeboBaHa, ecnv
OHa OTBeYaeT 3anpocam notpebutens. Y ge-
Tell eCTb NOTPebHOCTb B 0dnanH-pasBneve-
HUAX (MOXeT 6bITb, KCTaTU, 1 6narogaps Tomy,
YTO OHU «6e3BbINIAa3HO B MaHLWeTax»). ITO Xe
[ETN: OHW XOTAT NpbIratb, 6eraTb, KaTaTbCA
C FOpKM, UrpaTtb C Apyrumm getomu. Ho Haww
noTpebuTesb — 3TO He TOJIbKO AETU, HO 1
B3pocsible. A x NoTPebHOCTb — NPOBOAUTD
BpeMs BMecTe C 1eTbMU, PafoBaThb UX, MOMy-
YaTb NOJNIOXKUTENbHbIE SMOLUM OT OOLLEHNSA C
HUMW. BCE 3TO Mbl Npeasiaraem HallMM rocTaM.

- O0Ha u3 cnoxHocmeli smoli cghepol - 8bi-
COKUU ypoeeHb KOHKypeHyuu. B yém sawu
npeumyujecmea neped KOHKypeHmamu?

- 3[ecb HaZlo ONpeAennTbCA C MOHATUAMMY,
YTO Mbl CYMTAEM KOHKYpPeHLUen. B umpokom
CMblC/e KOHKYPeHTaMM [ HacC ABNAIOTCA BCe,
KTO MOXET NpefoCTaBAATb YC/yrn CEMeNHOro
oTAbIXa: KNHOTeaTp, 300MapK, MPOCTO XOPO-
Wwasn norofa Ha ynuue. M 3gecb oTBeT OanH
— HaZlo NPOCTO XOPOLWO fAefaTb CBOE Aieno,
JII0OUTb 1 LLEHUTb CBOMX FOCTEeN.

Ecnun ke roBopuTb O KOHKYPEHLMWN B VH-
AycTpuu, To 1 6bl He CTan rOBOPUTL O Hell
KaK 0 CNOXXHOCTW. HMKTO B Hawwel chepe He
OTKPbIBAET MapK Yepes ynuLy oT KOHKYPEHTa,
YTOObI 6HOPOTHCSA 32 KAXKAOrO KNNEHTa. B 3ToM
NPOCTO HEeT CMbICNa.

B Lienom e mMbl BUAUM CBOE OTNvumne oT
6ONbWNHCTBA LLEHTPOB B TOM, YTO Mbl B
6onbLueit CTENEeHV OPUEHTMPOBAHbI Ha ce-
MEVHYI0 ayAUTOPUIO, @ HE TONTbKO Ha AETCKY!IO.

- Bol pazsusaeme «CkanansHo» 8 mop-
206bix yeHmpax. lNoyemy TL| 3aunmepeco-
8aHbI 8 5(MOM hapmHépcmee?

— ToproBble LieHTPbl 3aUHTEPEeCOoBaHbl B HAC
POBHO MOTOMY, YTO TOPrOBbIE MIOLWALKN YCTY-
naloT MecTo pa3BrieyeHnsaM. DTO TeHAEHUNA
nocnenHux net, B4o6aBoK ycuneHHas aByms
rogamu naHgemumu. Jlloam NoKynaroT BeLu n
TEXHVKY B MUHTEPHETE, UM MPOCTO He3ayeM
xoauTb Ana 3toro B TL. A akTUBHbIN cemeln-
HbIA OTAbIX B UHTEPHETE He KynuLb. [To3Tomy
Mbl — TpadrkoobpasyoLmin snemeHT gna TLL.
Mocetntenn nayT B TL| B nepByto oyepenb K
Ham, 3a pa3sneyeHuamun. N Bnagensubl TL,
NMOHUMAIOT, yTo ByAylliee 3a UHAYCTPUEN pas-
BreyeHnn. ApeHgogartenu yxxe npoAaBnaioT
CYLLECTBEHHYIO JIOANbHOCTb NPW COrnacoBa-
HUV [OTOBOPOB apeHbl, U 3TOT TpeHn byaeT
TOMbKO YCUMMBATBCA.

- Kakue mepbl noddep xKu ebl npedo-
cmasnseme ce200HA caoum ppaHyatizu u
KaKkue Hau6osee eocmpe6osaHbi?

— Mbl oKa3blBaeM NoAAep»KKY Ha BCeX 3Ta-
nax: HauMHas OT NorcKa NoMeLLeH s, corna-
COBaHMA 4OrOBOPA apeHAbl (KpariHe BaXkHbI
MOMEHT, 3HaUMMOCTb KOTOPOTro MHOTUMM
HOBMYKaMu B 613HeCe HeloOLleHNBAETCA),
paccTaHOBKM 060pyA0BaHUsA U O NOKCKa
nepcoHana, 3anycka peknambl ¥ reHepaymm
TpaduKa B pa3BrieKaTeNbHbIN LieHTp. MNocne
3anycka 6usHeca Mbl pefoCTaBnsemM NocTo-
AHHYI0 MOAAEPXKKY: OOHOBNEHWe o6opyao-
BaHUA, HOBblE MPOrpamMmmbl NpPasgHMKoB. Mbl
NOCTOAHHO ynyywaem Hawy CRM-cuctemy.
Kpome Toro, y Hac ecTb Yat ppaHyamnsu un
yNpaBAsAloLWMX Haleln ceTu, rae NOCTOAHHO
NPOUCXOANT OOMEH naeamu, nandxakamm.

- @paHwu3za «CkanansHo» npedcmas-
NleHa 8 08yx eapuanmax: «CmaHoapm» u
«UHeecmop». Om Kakux Kpumepueag bl 6ol
peKomeHOo08a/IU omMmManaKkueamscs napm-
Hépam npu evibope eapuaHma?

— OpaHwumza «CtaHaapT» — 3TO Npeasioxe-
Hie AnA Tex, KTO XOUeT 3aHMMaTbCA BU3HECOM.



«CKATASIIH B LINDPAX:

- EXKEMECSIUHO LIEHTPbBI «CKASTATISHI
MOCELLIAET BONEE 22 OO0 rocTem:

- OMNEPALIMOHHAS PEHTABEIbHOCTD KAXKIOMO
LIEHTPA NOCTUMAET 55%
3ATIEPBBIV TO/1 PABOTHI

- POCT BbIPYUKM CETU 3A NOC/EAHWIA TO/
coctasun 1/4%.

Mbl Bo BCEM nomokem Halemy paHyainsu,
HO paboTaTb N NPUBECTN CBOW CEMENHbIN
pa3BneKaTenbHbIV LEHTP K yCrexy JomKeH
OH cam. Mory ckasaTb onpefenéHHo, uto 6e3
Hallel nomoLm 3anyck 6rsHeca obonaérca
CYLLECTBEHHO [JOPOXKe, a LIAHCbI Ha YCMELLHYO
paboty 6yayT cunbHO Huxe. B cpeaHem ¢ Ha-
Lei MOMOLLbIO OKYMaeMOCTb LIEHTPa — MeHee
OBYX JIET.

BapuaHT «MHBecTop» — 31O, NO CyTH, Nac-
CVBHbI foxof. MiHBecTop nonyuaet B co6-
CTBEHHOCTb pa3BJieKaTesIbHbIN LEHTP, HO He
3aHVMIMAETCA U He NOrpy»KaeTcs B TEKYLLYIO
[eATeNIbHOCTb, MPeaoCcTaBmUB eé npodeccmo-
Hanam.

- Bbl camu npou3sooume ammpakyuoHbl
u mebesnb 0151 ceMeliHbIX YeHMpPo8 NPUKIio-
YyeHuli. Kakue smo daém npeumywecmea?

- Bo-nepBbix, Mbl nonyyaem o6opyaoBa-
HMe Mo CTOMMOCTU HUXKE PbIHOYHOW. Bo-B-
TOPbIX, TOYUHO MOXKEM onpenennTb CPoOK
NnocTaBKN 060pyfOBaHNA, OTPErynmpoBaTb
ero pa3mMepHOCTb, KOMIMJIEKTHOCTb 1 Kaye-
CTBO, UTO HEMAJIOBAXHO NMpPU 3anycke Ha
apeHJoBaHHON NoLwaan B yCIOBUAX Orpa-
HUYEHHbIX apeHAHbIX KaHVKyI. B-TpeTbux,
MOXeM CBOeBpeMeHHO 0OHOBNATbL 060py-
[OBaHVe LeHTpa NOJIHOCTbIO NN YaCTUYHO
6€e3 0CTaHOBKM PaboTbl LIEHTPa. ITO 3HAUNT,
yTO, NEepBOe, Hale obopyaoBaHUE BCeraa
noALepK1BaeTcA B COCTOSHNM HOBOTO, a BTO-
poe — Mbl MeHsIEM MOParbHO U GU3NYECKN
ycTapeBluee o60pygoBaHMe Ha 0GHOBNEHHOE

6yKBasibHO 3a OHY HOUb, He 3aKPbIBaACb Ha
PEMOHT. HakoHel, Ham AOCTYyMNHa Kpyrnocy-
TOYHasA Texnoaaep»kKka. M Bcé ato mbl npegna-
raem Hawum ppaHyansu.

- Bol HAYanu pazsumue cemu ¢ pe2uoHo8.
Celiyac 3axooume u 8 Mockgy. CmonuyHeli
PbIHOK — 3mo 6onbwoli 8bi308?

— [1a, 3TO HOBbIN PbIHOK. 34€Cb UHblE NPUH-
Lnbl paboTbl C apeHaoAaTENAMU, UHOW NOJAX0f,
K LLleHOOOpa30BaHMIo 1 COBCEM UHOW NOTpebu-
Tenb ycnyr. [Mpu 31om Mbl 3ddeKTBHO paboTaem
B Pa3HbIX PervioHax CTpaHbl, MO3TOMY 5 BMOJIHE
YBEPEH B yCMeXe 1 B CTONIMYHOM PervioHe.

- JomkeH nu eaw hpanyatizu-napmuép o6-
J1ladams KaKumMu-mo oco6bIMu Kayecmeamu,
4mo6bl 6bImb ycnewHoIM 8 3mom G6u3Hece?

- Camoe rnaBHOe — 3T0 XeslaHne pa3BMBaTh
MMEHHO 3TOT BU3HEC 1 TOTOBHOCTb OYEHb
MHOro pabotaTb. TpeboBaHM He TakK MHOTO.
MenatenbHo, YyTobbI ObI XOTA Obl HEGOSbLLION
OnbIT BefieHns 6usHeca. Take Npy NPUHATAN
peLLeHns Mbl CMOTPUM, HACKOMbKO COBMajaem
B BUAEHMM Gri3HECa i NOHUMAHWMN NPVHLMMNOB
¢dpaHyansmHra.

- Kakue 3a0a4yu cmasum KkomnaHusA Ha
2022 200?

- MnaHnpyem yBeNUUUTb KOIMYECTBO LieH-
TPOB, C TeM YTO6bI BbIpyUKa COOCTBEHHON CETU
yaBouvnacb. Kpome Toro, Mbl CTaBum 3afiavy
- 3anycTuTb He MeHee 10 dpaHYa3NHIOBbIX
LIeHTPOB.

OTAEA MOAAEPXKKH IOpPHAHYECKMIT OTASA OTAEA MAPKETHHIa
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FUTURE
BELONGS TO THE
ENTERTAINMENT

INDUSTRY

he children’s entertainment

industry is a fairly young industry
in Russia, so it is developing rapidly
and changing quite quickly. This is
also proved by the figures confirming
the stable growth of the children’s
entertainment market even in recent
difficult years. According to expert
estimates, the turnover in this area is
200 billion rubles a year. The growth
of the market over the past 5 years
amounted to 186%. Today the federal
chain of family entertainment centers
Skalaland is represented by 11 centers
in 6 Russian cities.
Even during the pandemic in 2020-2021,
the company managed to increase the
number of operating centers and triple
the company’s revenue. The owners of the
brand set an ambitious goal - to become
the largest company in the industry.
ALEXEY KRASIKOV, a founder, CEO
of the Skalaland federal chain of family
entertainment centers told us how to
make money even during a crisis and how
Skalaland attracts its visitors.

- Alexey, please, tell us how the history of
Skalaland began.

— Initially it was a climbing center (hence
the name of the company). Gradually, in
addition to climbing classes and competitions,
we began to hold events, children’s parties,
added a trampoline, rope park and further
on the list of attractions, and turned into an
activity park. Thus, after several years of trial
and error, we came up with today’s business
model. We began to build a chain of centers,
create a team and develop the business.

- You started building a franchise in 2021,
while the company itself has been on the
market since 2011. Why did you make the
decision to scale the franchise business at this
particular time?

— All this time we accumulated experience,
tried different formats, built a work system,
including remote control of the Entertainment
Center. I believe that a franchise is not only
and not so much about a unique product. It
is, first of all, a well-functioning system of
work. And it is unreasonable to sell a franchise
without adjusting the internal processes in the
company. We have assembled a great team and
are ready to scale the business.

- “Children are constantly staring at their
tablets, they don’t need anything else” - this
opinion is very common. How to attract families
to entertainment parks and active leisure?

— The service will always be in demand if
it meets the needs of the consumer. Children
need offline entertainment (perhaps, by the
way, due to the fact that they are “staring at
their tablets all the time”). These are children:
they want to jump, run, ride downhill, play with
other children. However, our consumer is not
only children, but also adults. And their need is
to spend time with children, to please them, to
receive positive emotions from communicating
with them. We offer all this to our guests.

- One of the difficulties in this area is the
high level of competition. What are your
advantages over competitors?

— Here we heed to define the concepts of
what we consider competition. In a broad sense,
our competitors are everyone who can provide
family vacation services: a cinema, a zoo, just
good weather outside. And here there is an

only answer — you just need to do your job well,
love and appreciate your guests. If we talk about
competition in the industry, then I would not talk
about it as a difficulty. No one in our industry
open a park across the street from a competitor
to fight for every customer. It just doesn’t make
sense. In general, we see our difference from most
centers in that we are more focused on a family
audience, and not just on the children’s audience.

- You develop Skalaland in shopping
centers. Why are shopping centers interested
in this partnership?

- Shopping centers are interested in us
exactly because the trading floors are giving
way to entertainment. This is the trend of
recent years, in addition, reinforced by two
years of the pandemic. People buy things and
equipment on the Internet, they simply have
nothing to go for to the shopping center. And
you can’t buy an active family vacation on the
Internet. Therefore, we are a traffic-generating
element for the shopping center. Visitors go
to the shopping center first of all to us, for
entertainment. And shopping center owners
understand that the future belongs to the
entertainment industry. Landlords already
show significant loyalty when negotiating lease
agreements, and this trend will only intensify.

- What kind of support measures do you
provide to your franchisees today, and which
of them are most in demand?

— We provide support at all stages. Starting
from the search for premises, agreeing on a
lease agreement (an extremely important point
that importance is underestimated by many
business newcomers), arranging equipment and
search for personnel, launching advertising and
generating traffic to the entertainment center.
After starting a business, we provide ongoing
support: equipment upgrades, new holiday
programs. We are constantly improving our
CRM system. In addition, we have a chat room
for the franchisees and the directors, where we
exchange ideas and life hacks constantly.

- The Skalaland franchise has two options
- Standard and Investor. What criteria would
you recommend starting from when choosing
an option?

The standard franchise is an offer for those
who want to run business. We will help our




SKALALAND IN NUMBERS:

- MORE THAN /2,000 GUESTS VISIT SKALALAND
CENTERS EVERY MONTH
- OPERATING PROFITABILITY OF EACH CENTER
REACHES 557 IN THE FIRST YEAR OF OPERATION.
- 1/45% GROWTH OF THE COMPANY'S REVENUE
FOR THE LAST YEAR WAS.

franchisee in everything, but he himself must
work on it and lead his family entertainment
center to success. I can definitely say that
without our help, starting a business will
cost significantly more, and the chances
of successful work will be much lower. On
average, with our help, the payback of the
center is less than two years.

The investor option is essentially passive
income. The investor takes ownership of the
entertainment center, but does not engage
in or immerse himself in current activities,
leaving it to professionals.

- You make your own attractions and
furniture for family adventure centers. What
are the benefits?

— Firstly, we receive equipment at a cost
below the market. Secondly, we can accurately
determine the delivery time of equipment,
adjust its dimensions, completeness and
quality, that is important when launching on
a leased area in conditions of limited rental
holidays. Thirdly, we can timely update the
equipment of the center in whole or in part
without stopping the work of a center.

First of all, this means that our equipment is
always maintained in a new state, and secondly,
we change morally or physically obsolete
equipment for updated ones overnight literally,
without closing for repairs. Finally, we have
24/7 technical support available. And we offer
all this to our franchisees.

- You started developing the chain from the
regions. Now you are coming to Moscow. Is
the capital market a big challenge?

- Yes, this is a new market. There are
different principles of working with landlords,
a different approach to pricing and a
completely different consumer. At the same
time, we work effectively in different regions
of the country, so I am quite sure of success
in the capital region.

- Does your franchisee partner need to
have any special qualities to be successful in
this business?

— The most important thing is the desire
to develop this particular business and the
willingness to work very hard. There are
not many requirements. It is preferably
that a franchisee has at least some business
experience. Also making a decision we look
at how much we coincide in the vision of the
business and understanding the franchising
principles.

- What are the company’s goals for 2022?

- We plan to increase the number of
the centers so that the revenue of our own
chain doubles. In addition, we set the task of
launching at least 10 franchise centers.

skalaland-franchise.ru
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NCTOPUN YCINEXA

HATAJIbSAA MUHATUHA:
«Mbl OTKPbITbl BCEM,
KTO PASAENIAET
HALWU UAEAJIbl»

peHp aetckoi U noapocTkoBoil oaexabl STEFANIA yxe

AaBHO NPUO6PEN N3BECTHOCTb B MUPE AETCKON MOAbI
U JUHAMUYHO Pa3BUBAETCA, UMeA B aKTUBE (pnarMaHCKuii
oyTuk B Map6enbe (Mcnanusa); B nyywwnx ToproBbix LeHTpax
MockBbl, a TaK»e B KpynHeiwumx ropoaax Poccum n ctpaHax
CHT ycnewHo pa6otaet ceTb po3HUYHBIX Mara3uHoB. 0 Tom,
KakoBa 6usHec-ctpaterua 6peHaa STEFANIA B HacToAwmii
MOMEHT U KaK ceTb NNaHuUpyeT pa3BuBathCa B byayiem,
pacckasana ocHoBatenb U Bnagenuua 6pesaa STEFANIA
HATAJIbA MUHATUHA.

RUSSIAN BUSINESS GUIDE {MAPT 2022 }



- Hamaneos EszeHbesHa, kakum 6oin 2021
200 071 8aweli KoMnaHuu u 0emckoli MoobI
8 yenom?

- B nepByto ouepenb s Xxouy OTMETUTb, UTO
nocse orpaHNYEHNIA, CBA3AHHDBIX C MAHAEMMEN,
PbIHOK 3aMeTHO OXMBUIICA. [laxe Korga 6bin
MNVIK PacnpoCTPaHEHNA KOPOHABMPYCHOW WH-
deKuuw, XenaHne COBPeMeHHbIX poauTener
MOAHO 1 CTUSIbHO OfleBaTb CBOUX fieTell He
nponaso. M B HacToAWMI I MOMEHT KOMMaHUA
COCpPEeAoTOYEHa Ha aKTVBHOM Pa3BUTUM COO-
CTBEHHOW PO3HMLbI 1 CeTU pPaHYAN3UHT],
dokycnpysacb Ha popmaTte MOHOOBPEHOBbIX
MarasnHOB 11 KOPHEPOB B MY/IbTUOPEHO0BbIX
TOProBbIX LieHTpax. Ha AaHHbI MOMEHT Mbl
OTKpPbINM 0KO0 40 MarasvHOB MO BCEMY MUPY.
B 1x uncno BXxogAT Halwm cO6CTBEHHbBIE By TUKM
U WpOKas GpaHYai3uHroBas CeTb B PErmoHax
Poccum n ctpanax CHI.

- Ha kakux ycnoeusx abl 200moebl Ha4amo
napmuépckKue omHouleHus c NnomeHyuab-
HbIMU ppaHyaiizu?

— Mbl, KaK HUKTO ApYyroii, 3anHTepecoBa-
Hbl B TOM, YTOObI HaLWM NapTHEPbI YCNELIHO
pa3sumBanucb! N oTKpbITbl BCEM, KTO pa3ge-
NAeT Hawwy naeansl, NoOUT CBOE Aeno u ro-
TOB MHOTO 1 yCepAHO paboTaTb B MHAYCTPUN
[EeTCKON Mofbl. KOHeYHO, Mbl BCAYECKM NOS-
JepXxnBaem CBOMX NAapTHEPOB. [1nA Hac 3To
NnosnHoe norpy»keHve B 613Hec Hawmx dpax-
yansu. MNpepgoctaBnaem mofgenb pPa3BUTHA
6U3Heca, Aenaem pacyéT no ToBapHOMY Ha-
NOJMHeHWI0, PeKNlaMHble MaTepuarbl, MapKe-
TUHTOBbIN NNaH, cnegum 3a paboton 6yTurKa,
nomoraem n3sberaTb own60oK. MeHeaKepbl
KOMMaHMN HaXoLATCA B MOCTOAHHOM KOHTaKTe
¢ dpaHyYan3n 1 Bcerga rotosbl Aatb npodec-
CMOHaNbHbI COBET.

- Ana nio6o20 ppaHyaiiszu, 6esycnosHo,
8aXKHbI Mepbl N000epP>KKU, 0cO6eHHO 8 ne-
puoodbl cnada 3KOHOMUKU, KaK, Hanpumep,
80 8pemsA naHOemuu. Kakyio nododepxKy
8bl 20M0BbI 0OKA3aMb CBOUM NApmMHEpam?

— MupoBas cuTyaums c naHgemmei, 6es-
YCNOBHO, BHEC/1a CBOV KOPPEKTVBbI B HALLV
nnaHbl 1 paboTty. [1o BBEAEHWA OrpaHnyeHni
Mbl CTPOWM MAaHbl, YTo OyaemM OTKpbIBaTb
no 10 HOBbIX MarasvHOB B rof, NPULLIOCh 3T
nnaHbl CKOppeKTMpoBaTb: B 2021 rogy 66110
oTKpbITO Tpn 6yTUKa STEFANIA. HecmoTpsa Hu
Ha YTO, MUPOBOI KPU3MC TONBKO YKPEnui Hac
B YBEPEHHOCTM, UTO Mbl BbIOpanu NpaBUibHyo
cTpateruto pa3suTyis. besycnoBHO, Mbl CTapaem-
cA 0b6nerynTb Halnm NApTHEPaM BXog B 13-
Hec, MO3TOMY Y HacC HeT MayLasibHOro B3HOCA
1 poanTu. MIHBecTLMM B OTKpbITHE ByTHKa
TOXe YyMepeHHble — 0Koso 3 MiH py6neii. Mpwr
3TOM HaLly MPOAYKLIO OT/INYAET BbICOKas Map-
MKMHaNbHOCTb — TOProBas HaleHKa ansa dpaH-
yansu coctaBnset oT 130% OT ONTOBOW LieHbI,
a Ha 3anyck 6yTrka notpebytorcs 1-3 mecsua.
Mpwu ycnosuw, uto dpaHyaii3un 6yaeT BbINONHATL
HallV peKoMeHAaumK, ycepaHo paboTtaTtb, OH
BbIIAET Ha MOJIHYIO OKynaemMocTb yepes 1,5-2
roga. T NokasaTeny NOATBEPKAAIOTCA HaLLEen

OPAHYAN3UHT
CO STEFANIA:

* UIHBECTUL MM
AN OTKPbITUS

(6e3 ToBapHOro
HaMo/IHEHNS)

OT 1,5 MJIH pybrewn;

* TOBApHOE Hano/HeHne
Ha Ce30H BeCHa-N1eTo OT
1,6 M/H py6/1en, oCeHb-
31Ma OT 2 MJH pybnen;

* POSNITU OTCYTCTBYIOT;

* NayLwaabHbIN B3HOC
OTCYTCTBYVET,

* BO3MOXHOCTb
3apabaTbiBaTh KPYr/bin
rofd — 4eTblipe Ce30HHbIe
KONNeKUUWu;

* CPOK 3aMycKa byTrka —
1-3 Mecaua;

e TOpProBas HaLeHKa — oT
130% OT ONMTOBOW LL€HbI;
* CPOK OKYMAeMOoCTH
npoekTa —18-24 MecsLa
C MOMEHTA OTKPbLITUS.

NCTOPUWN YCIEXA

MHOroneTHel npakTrkom: 6peHg STEFANIA
Hen3MeHHO NoJb3yeTcA MNONyNAPHOCTbIO Y
HaLUVX NoKynatesei, 60NbLUMHCTBO U3 KOTO-
PbIX CTAHOBATCA MOCTOAHHBIMU. Tem 6oee UTo
NpPoAyMaHHble COYeTaHMA BHYTPY KOMeKUmMin
MO3BONAIOT CO3aBaTb MHOKECTBO CTU/bHbIX
06pa3oB. KoMnneKcHbI NOAXOA K CO3OaHU0
KOMNneKumMn yBennumBaeT CTOMMOCTb CPefHero
YeKa v rapaHTUPYET BbICOKMIA YPOBEHb BbIpyUek
32 CYET NOANBHOCTY NOKYMaTenew, KoTopble Mo-
ryT COBEPLUMTb MOKYMKY NONHOro rapaepoba B
OAHOM MarasuHe.

Moppepxka PppaHuUaini3m okasbiBaeTcs Ha
BCEX 3Tanax C MOMeHTa NoAnncaHna JOroBo-
pa: oT Bblbopa noKaLumu 1 NomMoLy B corna-
COBaHMK BbIFrOAHbIX YC/IOBUN apeHbl, Noa-
OepKKM B MPOEKTMPOBaHNM 1 OpraHu3aLmm
3aCTPOViKM By TrKa 4O MapKETUHIOBOW NOA-
LEPXKKU, 00yYeHUsA, MOMOLLM B ONepaTVIBHOM
ynpaBfieHNN.

3a KaXkAbIM 13 HaLWMX MapTHEPOB 3aKpenJie-
Hbl MEPCOHaNbHbIN MeHeaKep-KypaTop 1 Mep-
YeHpaw3ep, B CJlyyae Kakux-nmbo npobnem
onepaTUBHO BHOCATCA KOPPEKTUPOBKU, HO
MOry OTMETUTb, YTO 6naroaapsa TOUYHbIM U UH-
avBuAayanbHbIM pacuétam ewwé Ha 3Tane nna-
HUPOBAHMA HaM KpalnHe peaKo NPUXOANTCA
YTO-NNOO CYLEeCTBEHHO MEHATD.

- Kakue peauoHbl Poccuu ce200HA Hau6o-
Jlee nepcneKmueHbl 0715 pazeumus cemu?

- [lnA Hac NpaKTUYecKn HeT «<HenHTepec-
HbIx» pernoHoB. OpaHwwm3a STEFANIA ycnew-
HO pa3BMBaEeTCA Kak B Meranosvcax, Tak 1 B
HebonbLWNX ropoaax ¢ HaceneHnem ot 300
TbIC. YenoBek. OCHOBHbIMY KpUTEPUAMM NPU
Bbl6Ope NoKaumm nog OyTVKM ABNAOTCA Me-
CTOHaxoXAeHune 1 NPeCcTUK TOProBoro LieH-
Tpa.

Xouy OTMeTUTb, YTO Mbl NpefoCTaBaAemM
CcBOVM $paHUain3n SKCKIIO3MBHbIE MpaBa
Ha OTKPbITUE BYTNKOB B HEGOMbLUNX Perno-
HaNlbHbIX ropoJax ¢ HacenieHMeM He 6onee
300 TbIC. KUTENEeN N NPUOPUTETHOE MNPABO Ha
OTKpbITVE ABYX NOCIeAyoWNX Mara3nHoB B
ropofax-MuIMoHHNKax. CerogHa y Hac yxe
HeCKOJIbKO MapTHEPOB OTKPbIU 6onbLLe of-
HOro marasmHa.

-Ymo omnuyaem 6peHo STEFANIA om
Opyaux 6 uHdycmpuu 0emckoli MoObI?

- Y Kaxporo 6peHaa cBov 0COGEHHOCTH.
Hawa punocodua — akLeHT Ha ceMbe 1 cemeit-
HbIX LleHHOCTAX. Beflb UTO MOXeT ObITb BaX-
Hee ceMbM 1 geTei? bnaropoacTBo, YyBCTBO
CTWNA, YTOHYEHHOCTb — A y6exeHa, UTo Mbl
[OJIKHbI BOCMUTBIBATb BKYC B AAETAX C CAMOTO
paHHero Bo3pacrta.

- Kakoebl eawu 6usHec-nnaHoi Ha 2022 200?

- MnaHbl No pa3BUTUIO O6WNPHDLI. OCHOB-
HOW1 yNop cAenaH Ha OTKPbITUE CO6CTBEHHbIX
Mara3nHoB B Poccun. Takxe Mbl cepbé3Hoe
BHMMaHMe yaennm JOCTUXKEHVIO BbICOKOTO
YPOBHS OHNalH-Nnpoaax. Ecnu oTHocnTbeA
K cBOEMy fieny € Nlo60oBbio, TO Nperpag He
cywecrsyer!
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NATALYA
PINYAGINA:
“WE ARE OPEN
TO EVERYONE
WHO SHARES
OUR IDEALS”

hildren’s and teenage clothing

brand STEFANIA has gained
popularity in the world of children’s
fashion for so long now. It develops
dynamically, having a flagship
boutique in Marbella (Spain)
among its assets; a chain of retail
stores operates successfully in the
best shopping centers of Moscow, as
well as in the largest cities of Russia
and the CIS countries. We spoke to
NATALYA PINYAGINA, the founder
and owner of the STEFANIA
brand, about the business strategy
of STEFANIA at the moment and
development plan of the store chain
in the future. o~



- Mrs. Pinyagina, what was 2021 like
for your company and children fashion in
general?

— First of all, I want to note that after the
restrictions associated with the pandemic,
the market has noticeably revived. Even
when there was a peak in the spread of
coronavirus infection, the desire of modern
parents to dress their children fashionably
and stylishly did not disappear. And at the
moment the company is focused on the
active development of its own retail and
franchising network, focusing on the format
of mono-brand stores and corners in multi-
brand shopping centers. So far, we have
opened about 40 stores around the world.
These include our own boutiques and a wide
franchise network in the regions of Russia
and the CIS countries.

- Under what conditions are you ready
to start partnerships with potential
franchisees?

- We, like no one else, are interested in our
partners’ successful development! And we
are open to everyone who shares our ideals,
loves their job and is ready to work hard in
the children fashion industry. Of course, we
support our partners in every possible way.
For us, this is a complete immersion in our
franchisees’ business. We provide a business
development model, make a calculation for
product content, advertising materials, a
marketing plan, monitor the work of the
boutique, and help to avoid mistakes. The
company managers are in constant contact
with the franchisees and are always ready to
give professional advice.

- Support measures are certainly important
for any franchisee, especially during the
periods of economic downturn, such as
during the pandemic. What kind of support
are you willing to provide to your partners?

- The global situation with the
pandemic has certainly adjusted our plans
and work. Before the introduction of the
restrictions, we made plans that we would
open 10 new stores a year, but we had to
adjust these plans: in 2021 we opened
three STEFANIA boutiques. In spite of
everything, the global crisis strengthened
our confidence that we had chosen the
right development strategy.

Of course, we try to make it easier for
our partners to enter the business, so we do
not have a lump-sum fee and royalties. The
opening investments for a boutique are also
moderate — about 3 million rubles. At the
same time, our products are distinguished
by high marginality — the trade margin for
franchisees is from 130% of the wholesale
price, and it will take 1-3 months to launch
a boutique. Provided that the franchisee will
follow our recommendations, work hard, he
will reach full payback in 1.5-2 years.

These indicators are confirmed by our
long years practice: the STEFANIA brand
is consistently popular with our customers,
most of who become permanent. Moreover,
our thoughtful combinations within the
collections allow you to create many stylish
images. An integrated approach to the
creation of the collections increases the
cost of the average check and guarantees a
high level of revenue due to the loyalty of
customers who can purchase a complete look
in one store.

Our franchisees are supported at all
stages from the moment of signing up
the agreement: choosing a location and
assistance in negotiating favorable lease
terms, support in designing and organizing
the development of a boutique, marketing
support, training, and assistance in
operational management.

Each of our partners has a personal
manager-supervisor and a merchandiser,
so in case of any problem they would help
to adjust plans. But I should note that due
to accurate calculations, we rarely have to
change anything significantly.

- What Russian regions are the most
promising for the store chain development
today?

— There are practically no “uninteresting”
regions for us. The STEFANIA franchise
develops successfully both in metropolitan
areas and in small towns with a population
of over 300,000 people. The main criteria for
choosing a location for boutiques are the
location and prestige level of the shopping
center.

I want 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 million-plus cities. For
today, several of our partners have opened
more than one store.

- What makes the STEFANIA brand
different from others in the children’s fashion
industry?

- Each brand has its own characteristics.
Our philosophy is an emphasis on a family
and family values. After all, what could be
more important than family and children?
Nobility, a sense of style, sophistication - I
am convinced that we should educate taste
in children from an early age.

- What are your business plans for 2022?

— Our development plans are extensive.
The focus is on our own stores opening in
Russia. We will also pay serious attention to
achieving a high level of online sales. If you
treat your business with love, then there are
no barriers!

FRANCHISING WITH
STEFANIA:

* Opening investments
(without commodity
filling) from 1.5 million
rubles;
o commodity filling
for the season
spring-summer from
1.6 million rubles,
autumn-winter from 2
million rubles;
* NO royalties;
* No lump-sum fee;
e opportunity to earn
all year round u — four
seasonal collections;
 boutique launch
period —1-3 months;
e trade margin — from
130% of the wholesale
price;
 payback period of
the project —18-24
months from the date
of opening.
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pykoBoauTtenb HanpaeneHua ¢ppaHyansutra METRO

—

- Onv2a, npodyKkmoeas ¢hpaHwusa c4yu-
maemcs c/10XKHbIM 6u3Hecom. B 4ém ezo
OCHOBHbIe CJI0XKHOCMU, Ha 8aW 832/10?

- EcTb Takoe BbipaxkeHue: retail is detail.
Ecnu paccmatpumBaTtb BOMPOC C TOUKY 3pe-
HuA dpaHyali3n, To NpoayKToBasa dpaH-
LIM3a — 3TO MHOI03aA4a4YHOCTb, MHOXeCTBO
ornepayVoHHbIX BOMPOCOB, OTC/IEXMBaHNE
NnoTpebrTeNnbCKOro Cnpoca U KOPPEKTUPOB-
Ka acCopTMMEHTa, LLeHOO6pa3oBaHue, U3y-
YeHue 1 criefoBaHVe HOPMATVBHbBIM aKTam
1 1. f. OnHOMY, 0COGEHHO Korga HeT nogo6-
HOrO OMbiTa, BECTU TaKol O13HeC JOBONIbHO
CNoXxHo. OTKPbITUE Mara3rHa — CJIOXKHbIN Npo-
Llecc, ropasfo CJIoXKHee, YeM cienatb PEMOHT
B KBapTupe. A Bedb Jaxke ANiA peMOHTa Bbl
HaHMMaeTe CHayana f13alHepa, NoToMm pe-
MOHTHYI0 O6puragy v SneKTpUKOB.

RUSSIAN BUSINESS GUIDE {MAPT 2022}

TpeHpax, NepcnekTMBaX 1 NNaHax Ha GyayLiee GpaHLLK3bl OT OHOI U3 KpyNHeWL
ceTeil Ha MeXAYHAPOAHOM pblHKe ONTOBOIi TOProBAM pacckasana Onbra YepHera,

C Toukm 3peHus METRO, «Daconb» — 310
6onee 1700 marasmHoB Mo Bceit Poccuu, KoTo-
pble JOMKHbI OTBEYATb €AVHbIM CTaHZAPTaM U1
NpefoCTaBNATb KaUeCTBEHHbIN CEPBUC MOKYyMa-
Tenam. Yacto cobCTBEHHMKM MM yrpaBnistoLime
Mara3uHOB rOBOPSAT, YTO OHM OUEHb OMbITHbIE 11
VM He HY>XHbl AOMOJTHUTENIbHOE 0BYYeHMe 1u
YCIyr KOHCY/bTaHTa, HO B peasibHOCTV OmMyC-
KatoT 60bLLIOE KOIMYECTBO OLIMOOK B BEAEHWM
6Gu3Heca 1 TepsAtoT ero. HeobxoaMmo He Tosb-
KO OCYLLeCTB/IATb Bble34HON ayAnT TOProBbIX
TOYeK, HO eLLé 1 BbINOSHATb 06 beAUHSAIOLLYIO
byHKUMIO Mexay dpaHyaliam, 6aHkaMu-napT-
Hépamu u [T-cepBrcom.

- B 2020 200y nosigunacb Hoeas KoHyen-
yusa mazasuHos «Paconb 2.0». C yem cesasa-
Hbl 3Mu usmeHeHuUA?

— MI3MeHeHus — 3To 3aKOHOMepHas YacTb
pa3BuTKA 6r3Heca, HOBas KOHLEeNUuUa — 3To
He TONbKO AM3aiiH, KOTOPbIV CO34AET COoBpe-
MEHHOEe 3ProHOMNYHOE NMPOCTPAHCTBO, HO
1 HOBbI NOAXOA K MPOEKTMPOBaHMIO, NoA-
60py accopTMMeHTa U MepYaHgan3urHra. 06-
HOBNIEHHDIN 6peHAOYK, pa3paboTaHHble KHUM
o onepaurioHHON AeATeNIbHOCTY MarasunHa
[0 1 OoCJ1e OTKPbITUSA, @ TakXKe MepuObyK JatoT
npakTnyeckre pekoMeHaauuy BnagenbLam
6V13Heca Mo opraHu3aLmny OTAEN0B BHYTPU Ma-
rasuHa, Hanbonee y1o6HOMy PacronoXeHo
060pynoBaHMs, BapuaHTam BHELUHEN 1 BHY-
TPeHHel oTaenku, obecneyeHmnio HaBuraluy
1 Tak fanee. O6HOBNEHHAA KOHLenNLUMs mara-
3uHa «Daconb» NpegnonaraeT COOTBETCTBME
OCHOBHbIM MOTPEOHOCTAM KJMEHTa: 3aKyrnKa
NMPOAYKTOB Ha KaXAbll1 AeHb U Hanuumne cee-
XKUX NOKaJibHbIX NpoAyKToB. HoBbIN popmat
npeanosiaraeT BO3MOXXHOCTb KyMUTb FOTOBYHO
efy 1 Kode HaBbIHOC, YTO aKTyasIbHO A/A Ma-
rasnHOB, PACMONOXKEHHbIX BONN3M OPUCHDBIX
NMOMeLLEHNIA.

- Kak ebl oyeHusaeme 06v€m Hezasucu-
Mmoli po3Huybl 8 Poccuu? Kakoe nomeHyuan
pbIHKa mex Ma2a3uHoe, Komopbie Mo2ym
cmame eawumMu ¢ppanyatizu?

— Kaxpgbin rog gona TpaguunoHHON Top-
roBnu (HeceTeBbiX Mara3nHOB) COKpaLlaeTcA:
no nporHo3am, k 2030 rogy 3To 6yaeT Bcero
9% oT obuwero o6bopoTa NPOAYKTOBOrO
peTeinna. Takxke 6onblian gona TOProenm
cenyac nepexoauT B oHnarH. Ho octatotca
KaTeropuu, KOTopble NoKynaTeny npeanoyn-
TaloT NpuobpeTaTb odnaliH, B CBA3MN C 3TUM Y
HebosbLIMX MarasuHOB PAAOM C AJOMOM eCTb
noTeHLMan K pocTy. YacTo KnveHTbl 3axoaaT
B TAaKOW MarasuH, 4ytobbl KynuTb xseb, cna-
[OCTM K Yalo U cBexkme GpyKTbl 1 OBOLLM,
Bnafesnblibl TaKMX Mara3nHoOB MOTYT CTaTb
6onee npuBneKaTesibHbIMU AN KJIVIEHTOB,
ecny HaurHaiT paboTy no ¢paHwmze. Ha
CEroAHsLWHNIN AeHb nop 6peHaom «Daconb»
pab6oTatoT 1710 MarasnHoB no Bcen Poccuum.
(®paHyar3m MOryT He TOJNIbKO OTKPbITb HO-
Bbl/l MarasuH, HO 1 MPOBECTU PEMOAENIINHT
yXe CyLecTBYIOLEro NomMeLleHus, o6aB1B
emy y3HaBaeMblll A13aliH U BOSMOXHOCTb
ANnA nokynatenen npuobpeTtatb NPOAYKTbI
CO6CTBEHHbIX TOProBbix Mapok METRO ps-
gom c gomom. KomaHga «®aconb» nogaep-
XKVBaeT BNlagesnbLieB MarasvHoB, Hanpumep,
BO BpeMeHa KOBUAHbIX OrpaHnyeHnii 6binm
pa3paboTaHbl cneunanbHble Mepbl: oTaen
KOHCaNTVHra 1 NepcoHasibHble MeHeXepbl
ObINI aKTVBHO HaLeNleHbl Ha NoAAePKKY
KOMMepYeCcKol AeATeNbHOCTY NapTHEPOB.
Mbl nomoranu aganTMpoBaTb U U3MEHATb
aCCOPTUMEHT 1 LleHoo6pa3oBaHve y napT-
HEpa, NcxofA 13 NoTPebHOCTEeN KOHEYHbIX
nokymnaTesierl, Co3ganu Nporpammy MoTu-
BaUMW ANnA nepcoHana, npopaboTanu mep-
YaHAan3unHr. JononHUTENbHO Mbl paclumn-
pANN NPOMONPEANIOKEHUA U YBENNYUIN
KpeauTtHble numutbl oT METRO gnAa Hawwnx
dpaHuanzm.



- C Kakumu npo6nemamu Haubonee 4a-
cmo cmankuearmcs NapmHEpbsI U KAk bl
nomozaeme ux pewamse?

- MMo6anbHO NAPTHEPOB MOXKHO Pa3aeNUTb
Ha [iBa TuMa: Te, KTO OTKPbIBAET CBOW NepPBbIi
MarasuH, 1 Te, KTO y»Ke 3aH1MaeTcs 61u3Hecom
1 nepefenbiBaeT CBOW TEKYLLMIA Mara3uH nog,
6peHa «Daconb» nnu pacwmpset cetb. Mep-
Bble Yallle BCEro 3afjaloT BOMPOCh! KacaTesibHO
opopmMIIeHNA AOKYMEHTOB, Kak aHOHCPOBATb
OTKPbITUE, C KAKMMV MOCTaBLYMKaMM fyyLue
paboTaTb, TO eCTb BONPOChHI, KacatoLmecs
HauasibHoro nepuopa pabotbl. Im nomoraet
JINYHBI MeHe[Kep, a Tak»Ke JOCTYN K cObpaH-
HoW 6a3e 3HaHWI NO BOMPOCaM Halleln ¢ppaH-
Wwn3bl. Bropon Tmn NnapTHEPOB Yalle BCEro
OTKa3bIBaeTCA OT KaKo-n1nbo NOMOLLY Ha Ha-
YanibHOM 3Tare, MOCKOJbKY y»Ke BCE 3HaeT 1
npobosan. OfHaKo Ha MPaKTUKe, NPV aHanm3e
paboTbl TOUEK, Mbl BUAEN, YTO MAPTHEP He-
NpaBUIbHO BbIKMAAbIBAET Ha MOJIKY TOBApP UK
He y[0B/IeTBOPAET NOTPEOHOCTN KIIMEHTOB,
Hanpumep, He BbIKNaZblBas Ha MOJKM TOBa-
pbl NepBoli HeobxoaMMOCTH. [na pelleHus
3TOW NPo6nembl ObIIM CO3MaHbl CNELMasbHbIe
nocobuis, KOTopble MOMOralT OpraHN30BaTb
rpamoTHyto paboTy marasuHa: 6peHa6yK (o
NJaHVPOBKe, 060pyAOBaHUN 1 PeKnaMHOM
odbopmneHnm), onepaurioHHble KHUTW «0 1
nocne» (0 pekoMeHgauuax no pabote mara-
31Ha, B TOM YKCIIe U lopUaNYecKmne acrneKTbl),
KHUra MepyaHgar3unHra (o Bblknajike TOBapOB
1 IHCTPYMEHTax npogax).

CyuwiecTtByeT npobnemMa HexBaTKu KBanu-
dULUMPOBAHHBIX KaApoB, No6oN NepcoHarn
HY>KHO MHTErpMpoBaTh B paboTy 1 obyyatb,
YTO MOHVMAET He KaxAblll Bnagenew mara-
3rHa. [lnA peweHns 3Toin npobnembl Mbl
fenaem BebMHapbl Mo pasHbim HR-Temam: ot
npodeccuoHasnbHbIX NeKUMi No ynpaBieHuio
[0 NPUEMOB MOTMBALIMN NepcoHana.

MockonbKy Manbiin 6U3HeC npegnonaraet
OrPaHNYEeHHOCTb PECYpPCOB, MHOTUe Bllaferb-
Libl CTAJIKMBAOTCA C NpobnieMamMu B BeAeHu
[OKyMeHTauuun n oT4éTHocT. Mbl npeanara-
€M HOBbIM MapTHEpPaM 06nauHoe IT-pelueHmne
«KoHTyp.MapKeT» Mo cneumanbHON LieHe, KO-
TOpOe NO3BOJIAET COBEpLUIaTh BCe onepaumm
B OHOM OKHe C MPOCTbIM UHTepdelicom, a
KOHCY/bTaHTbl MOMOTatoT HayaTb pPaboTy ¢ cu-
cTemMoW 1 npoBoAAT becnnaTHoe obyyeHune
[NA BCEX COTPYAHVIKOB.

- CKO/1bKO Ma2a3uHO8 y»e OMKpbl/I0Ch 6
Hoeom KoHuyenme «@aconb 2.0»?

—3a 2021 rog 661710 OTKPbLITO 242 MarasvHa
«Daconb» no Bcer Poccrn B HOBOM KOHLIenN-
Te. HekoTopble 13 y»ke CyLlecTBYOWMX NapT-
HEPOB LieneHanpasieHHO OTKPbIBalOT HOBble
MarasuHbl B KoHuenuun 2.0, NOCKOJbKY 3TN
MarasuHbl IMeIOT OYeHb NPUBeKaTeNbHbIN
ON3alH, NEerko KOHKYPUPYIOLWNA C CETAMM.
Tak»ke ecTb Te, KTO rOoTOB CAenaTb pemogen-
JINHT, KOTOPbIVi MOXET ObITb KaK MOJIHbIM, TakK
1 YaCTUYHbIM, C UCMOJIb30BAHMEM Y»Ke Cyllle-
CTBYylOLLEro 060pyfoBaHus.

- OOHO U3 OCHOBHbIX mpeboeaHuli 8
¢panyaiisu - o6a3amenbcmeo 3akyname
npodykmei u moeapsi 8 METRO. U 8 uém
npeumyujecmeo makoli maKmuku paseu-
mus ¢ppaHwiu3bI?

- Y10 KacaeTca acCOPTUMEHTA, TO Mbl He
3acTaBffAeM NapTHEPOB AenaTb 3aKymnKu Tosb-
ko B METRO, no ¢akTy 3Ta gons coctaBnsaet
oKoJsio 20% B mecsAL, oT cpefHero o6opoTa,
HO He MeHee 400 000 py6nen 6e3 HAC. Takxe
Mbl ieflaeM pekoMeHaaLum no acCopTUMeH-
Ty, KOTOPbI JOMKeH ObITb Y MApTHEPOB Ha
NoJike B KaXAOM permoHe, 4tobbl marasmH
6bin cbanaHcMpoBaHHbIM. IMEHHO rMbKoCTb
B accopTumeHTe AaéT «Paconu» npenmyLie-
cTBO. [lapTHEP MOXET NOCTaBUTb Ha NOJIKY TO,
yero HeT y KPYMHbIX peTeiinepos, 1 6biCTPo
pearmpoBaTb Ha 3anpocbl KMEHTOB.

NCTOPUN YCINEXA

- Paccka)xxume HemHo020 06 ycnosusx ea-
we20 (hpaHyatizuHaa.

— Kaxkabln yyacTHUK dpaHuan3nHroBom
nporpammbl nonyyaeT UHANBUAYANbHbIN
613HeC-NNaH, CONPOBOXAEHNE U NHANBU-
AyanbHble yCNOBMsA OT NAapTHEPOB MO NOCTaB-
ke obopypoBaHus, IT n 6aHkoB. CTapToBble
WHBECTULMM B Mara3uHbl HaunHatoTca ot 1,2
MJTH py6neit. B cnncok obsa3aTtenbHbIX nnate-
el BXOAUT nayLanbHbI B3HOC B pa3mepe
100 Tbic. pybnei, poantu — 2,5 TbiC. pybnen
B MecAl 1 obnayHoe IT-peweHne — 15 390
py6neii B rog. CpeiHMIN CPOK OKyNnaeMocCTu
cocTaBnseT 18 mecaLeB, a cpeHeMEeCAYHbBIN
poxop dopmarta «y foma» — okosio 250 000
py6neii. Cymma BNoXeHWI CKnagblBaeTcs 13-
HayanbHO U3 pa3mepa TOProBovi NIoLWaau,
peMOoHTa 1 3aKynKn Heobxoammoro obopy-
[OBaHMA.

- Kakue uHHo8ayuoHHble peweHus 8bl
mecmupyeme unu cobupaemecb 8HeOpsimo?
Kakoewbl nnaHel Ha 2022 200?

— B 3TOM rogy Mbl peLunnv ctatb NapTHEPOM
obnauyHoro pelueHus «KoHTyp.MapkeT». Bbl-
60p 06M1aYHOrO pelweHns NO3BONUT HaM
MUMETb aHaNNTUKY MO BCEM TOProBbIM TOUKaM,
KoTopble BXOAAT BO dpaHwwm3y «Daconby, a
dpaHUan3m cmoryT yaanéHHo ynpasnaTb ge-
ATENbHOCTbIO MarasrHa v nosyyarb 370 pe-
LIeHUe Mo cneymanbHOMy Tapudy, KOTOpPbIl
BbIrofHee npeablaywux onymin. Mbl cTpe-
MUMCS, UTO6bI HaWW NapTHEPBI — NpeacTa-
BUTENIM MANoro 1 cpefjHero busHeca — Umenu
BO3MO>HOCTb MOJ/Ib30BaTbCA NHCTPYMEH-
TaMu, BOCTpe6OBaHHbIMY B COBPEMEHHOM
food-peteiine. iMeHHO NO3TOMY Mbl B3NN
KypC B TOM YMCsie Ha pa3BUTUE e-commerce
1 cotTpyaHuyectso B B2C-goctaBke ¢ Kpyn-
HEWNLW M MapKeTnIencom.

Hawa rnaBHas uenb — NpofomKaTb CBOK
[eATeNIbHOCTb, MOAAEPXKMBATb HaLWMX dpaH-
Yan3y 1 0CcTaBaTbCA AOCTYMHBIMU U KOHKY-
PEHTOCMOCOOHBIMU B TEKYLLUMX PbIHOYHbIX
YCII0BUSAX.
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Iga Chernega, the Head of the franchising department at METRO,
told us about the trends, prospects and plans for the future of
the franchise of one of the largest store chain in the international

wholesale market - METRO

- Olga, there is an opinion that a food fran-
chise is a difficult business. What are its main
difficulties, in your opinion?

— There is such an expression - retail is de-
tail. From a franchisee’s point of view, a food
franchise is all about multitasking. There are
many operational issues, tracking customer
demand and adjusting the assortment, pric-
ing, studying and following regulations, etc.
Running such a business alone, especially
when there is no experience, is quite difficult.
Opening a store is a difficult process, much
more difficult than renovating an apartment.
However, even for repairs, you first hire a de-
signer, then a repair team and electricians.

Speaking about the METRO’s branches,
the Fasol brand represents more than 1,700
stores throughout Russia, which must meet
uniform standards and provide quality service
to the customers. Often the store owners or
managers say that they are very experienced
and do not need additional training or con-
sultant services, but, in reality, they make a
lot of mistakes in doing business and lose it.
It is necessary not only to carry out an on-site
audit of retail outlets, but also to perform a
unifying function between franchisees, part-
ner banks and IT services.

- In 2020 a new concept of Fasol 2.0 stores
appeared. What are these changes connected
with?

— Changes are a natural part of business de-
velopment, a new concept is not only a design
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that creates a modern, ergonomic space, but
also a new approach to design, assortment se-
lection and merchandising. An updated brand
book, developed books on store operations
before and after opening, as well as a merch
book give practical recommendations to the
business owners on organizing departments
inside the store, the most convenient location
of equipment, options for exterior and inte-
rior decoration, navigation, and so on. The
updated concept of the Fasol store assumes
compliance with the main needs of the client:
the purchase of products for every day and
the availability of fresh local products. The
new format provides for the opportunity to
buy ready-made food and coffee to go, which
is important for the stores located near office
premises.

- How do you assess the volume of inde-
pendent retail in Russia? What is the market
potential of those stores that can become your
franchisees?

— Every year, the share of traditional trade
(not chain stores) is declining: according to the
forecasts, by 2030 it will be only 9% of the total
grocery retail turnover. In addition, a large
share of trade is now switching to online sales.
However, there are categories that buyers pre-
fer to buy offline, in this regard, small stores
near the house have potential for growth. Of-
ten customers enter such a store to buy bread,
sweets for tea or fresh fruits and vegetables,
the owners of such stores can become more
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attractive to customers if they start a franchise.
Today 1,710 stores operate under the Fasol
brand throughout Russia.

The franchisees can not only open a new
store, but also remodel an existing space, add-
ing a recognizable design to it and the op-
portunity for customers to purchase METRO
own brand products close to home. The Fasol
team supports the store owners. For example,
in times of the COVID restrictions, special
support measures were developed: the con-
sulting department and personal managers
were aimed at supporting actively the com-
mercial activities of partners. We helped to
adapt and change the assortment and pricing



for the partner based on the needs of the end
customers, created a motivation program for
the staff, worked out merchandising. In ad-
dition, we expanded promotional offers and
increased credit limits from METRO for our
franchisees.

— What problems do partners most often
face and how do you help to solve them?

— Globally, the partners can be divided into
two types: those who open their first store,
and those who are already doing business
and remodeling their current store under the
Fasol brand or expanding their chain. The first
type most often ask questions regarding doc-
umentation, how to announce the opening,
which suppliers are best to work with, that
is, the questions related to the initial working
period. A personal manager assists them, as
well as they have an access to the collected
knowledge base on our franchise issues. The
second type of the partners most often rejects
any help at the initial stage, since they already
know everything and have tried it.

However, in practice, when analyzing the
work of the stores, we saw that the partner
puts goods on the shelf incorrectly or does
not satisfy the needs of the customers, for ex-
ample, by not putting essential goods on the
shelves. To solve this problem, special manuals
were created that help organize the competent
work of the store: a brand book (about the
layout, equipment and advertising design),
operational books “Before and After” (about
recommendations for the store, including legal
aspects), a book merchandising (about the
display of goods and sales tools).

There is a problem of lack of qualified per-
sonnel. Any staff needs to be integrated into
the work and trained, but not every store
owner understands this. To solve this prob-
lem, we make webinars on various HR topics:
from professional lectures on management to
staff motivation techniques.

As small businesses are resource-limited,
many owners struggle with the record keeping
and reporting. We offer new partners a cloud-
based IT solution Kontur Market at a special
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price. This allows you to perform all opera-
tions in one window with a simple interface,
and the consultants help you to get started
with the system and conduct free training for
all the employees.

- How many stores have already been
opened in the new concept of Fasol 2.0?

- In 2021, 242 new concept Fasol stores
were opened throughout Russia. Some of the
existing partners open new stores in the 2.0
concept deliberately, as these stores have a very
attractive design that easily competes with
chains. There are also those who are ready to
do remodeling, that can be either complete or
partial, using existing equipment.

- One of the main requirements for the
franchisee is the obligation to purchase prod-
ucts and goods from METRO. And what is the
advantage of such a franchise development
tactic?

— As for the assortment, we do not force
partners to make purchases only in METRO,
in fact this share is about 20% per month of
the average turnover, but not less than 400,000
rubles without VAT. We also make recommen-
dations on the assortment that partners should

have on the shelf in each region in order for
the store to be balanced. It is the flexibility
in the assortment that gives an advantage for
Fasol. The partner can put on the shelf things
that large retailers do not have and quickly
respond to the customer requests.

- Tell us a little about the terms of your
franchise.

— Each participant of the franchise program
receives an individual business plan, support
and individual conditions from our partners
in the supply of equipment, IT and banks.
The initial investments in stores start from
1.2 million rubles. The list of mandatory pay-
ments includes a lump-sum fee of 100 thou-
sand rubles, royalties of 2.5 thousand rubles
per month and a cloud IT solution of 15,390
rubles per year. The average payback period is
18 months, and the average monthly income
of the neighborhood format is about 250,000
rubles. The amount of investments initially
consists of the size of the retail space, repair
and purchase of the necessary equipment.

- What innovative solutions are you testing
or going to implement? What are the plans
for 2022?

— This year we have decided to become
partners of the Kontur Market cloud solution.
Choosing a cloud solution will allow us to have
analytics for all the outlets that are part of the
Fasol franchise, and franchisees will be able
to manage remotely the store’s activities and
receive this solution at a special rate that is more
profitable than previous options. We strive to
ensure that our partners, representatives of
small and medium-sized businesses, have the
opportunity to use the tools that are in demand
in modern food retail. That is why we have set
a course, among other things, for the develop-
ment of e-commerce and cooperation in B2C
delivery with the largest marketplace.

Our main goal is to continue our opera-
tions, support our franchisees and remain
available and competitive in the current mar-
ket conditions.
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PACMPOCTPAHEHUE

KAPTA PACMPOCTPAHEHUSA NEYATHOM
W DNIEKTPOHHOWM BEPCUW XXYPHAJIA:
83 agMuHUCTpaumm ry6epHaTopos P®;

88 permoHasibHbIX
TOProBo-NpOMbILLIEHHbIX Nanar;

36 KOpropawuuii pasBuUTUS perMoHoB;
Toproso-rnpomblillsieHHas nanara P®;
npaBUTENbCTBA PErMOHOB.

JAenosble COBETbI:

— POCCUIACKO-SINOHCKWIA le/I0BOV COBET

— HIM «Poccumcko-Kntamckum nenosomn
coBeT»

— AHO «Poccmncko-Typeuknin 4enoBomn
coBeT»

— Poccuincko-KOXKHOKOPpercKmi Aes10BoM
coBeT

— HM «[jenoBor COBET MO COTPYAHMYECTBY C
NHanen»

— Poccumcko-TannaHacku A,enoBom cCoBeT
— Poccnincko-MpaHcKmii fenoBom coBeT

— AHO «[1enoBoW COBET MO COTPYAHUYECTBY C
AdraHncraHom»

— HM «[enoBor COBET MO COTPYAHMYECTBY C
BbeTHaMom»

— Poccumcko-CrHranypckmim AesoBon coBeT
— [1eN0BOW COBET MO COTPYAHNYECTBY C
MHOoHe3nen

— [1eN10BOW COBET MO COTPYAHNYECTBY C
MakncraHom

— Poccumcko-OuannnuHCKmim AenoBom CoBeT
— KomuTeT rno skoHoMunyeckomy
COTPYAHNYECTBY CO CTpaHamu A3mm n Okea-
HUN

— [1en0BOW COBET MO COTPYAHNYECTBY C
Manansuen

— CoBeT npeanpuHumMmaTenen Poccusa-ApreH-
TUHaA

- [lenoBoW coBeT Poccusi-bpasunnms

— [enosow coeT Poccma-Kyba

- KomuTteT npeanpuHuMartenen
Poccna-Mekcnka

— PoccuMmcko-Ynnmmncknia oenosor coBeT

- NenoBon coBeT BPUKC

— Jenooi coseT LLOC

3apy6exHbie TMMM:

— TN AsepbanaykaHckon Pecny6imkm

— TN Pecny6avku ApmeHus
—benopycckas TN

— BHellHeToproeas nanara KasaxcraHa

— TN Kbiproi3ckon Pecnybnvkm

— TN Pecny6anku Mongosa

—TMN Pecny6amkun TagKMKUCTaH

— TN Pecny6amku TypKMEHUCTaH

— TN Pecny6nnka Y36eknctaH

—TMNM YKpanHbl

- TN py3snu

— ®epepanbHasa nanara 3KOHOMUKU ABCTPUUN
— Coto3 TIMM AnbaHum

- Benbrumncko-/ltokcembyprckas Topro.ast
nanara

—bonrapckas Toproso-npombliLLeHHas
nanara

— bonrapo-Poccuiickas ToproBo-npoMbiLL-
NeHHas nanata

— BHelwlHeTOprosas nanata bocHUM n
epueroBuHbI

— BeHrepckast TOproBo-rpombiLLieHHas
nanara

— O6beanHeHne TOproBo-MPOMbILLIEHHbIX
nanat FrepmaHumn

— @epepaums TOpro.bix Nanat Mspanns
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— ®epepauns MHAUMACKUX TN

- WcnaHpackas Toproeasi nanarta

—Toprosas nanarta McnaHnu

— JlaTBMincKas TOproBo-npoMbILLIeHHAs
nanara

— Accoumaums TOproBo-NpOMbILLIEHHBIX U
pemec/sieHHbIX nanat JINTBbI

— KoHdepeHLums NpoMbILLIEHHUKOB JINTBbI
— Makef0HcKo-Poccuiickas Toproso-npo-
MbILLJIEHHas nanata

— HopBexcko-Poccuiickas Toproasi nanata
(HPTM)

- Monbckas Xx03sMCTBEHHas nasarta

— Poccuicko-IepmaHcKkas BHeLLWHeToOproeas
nanara

— Xo3ancTBeHHas nanata Cepbum

— CnoBaukas ToproBo-npombiLL/ieHHas
nanara

— ToproBo-npombiluneHHas nanarta Pecny6-
nunku ChoseHUs

— Coto3 nanat v 6upx Typuum (TOBB)

— LleHTpanbHas Toproeas nanata ®UHNSH-
anuv

— Xo3amncTBeHHas nanata Xopsatum

— DKOHOMMYeckas nanarta Yewckon Pecny6-
VKN

— Xo3a1cTBeHHas nanata YepHoropum (XMN4Y)
— Poccumcko-bputaHckas Toprosas nanara
- Wtano-Poccuinckas Toproeas nanarta

— MpeacTaBUTENbCTBO XO35MCTBEHHOM Nana-
Tbl Cepbum B Mockse

- MpepacTaBuTenbcTBo HopeexXcko-Poccui-
CKOW TOoproBow nanatbl B MockBe

— MpeacTaBUTENbCTBO XO35MCTBEHHOM Nana-
Tbl XopBaTUM B Poccnm

- MpeactaBuTenbcTBo bonrapo-Poccmmckom
TNM B Poccumn

— BcemupHas dpenepavms TOprosbix nanat
— POCCUCKMIA HALMOHANbHBIA KOMUTET
MexxayHapoaHOM TOpProBov nanathbl
—Accoumaums TOproso-npoMbILLIEHHbIX
nanaT eBponenckmx cTpaH «Esponanara»

— KoHdepepauwms TMNIM ctpaH ATP

— AsumaTtckuni ¢opym BOAO (BAF)

®depepasnbHble BeJOMCTBA:

— ®epepanbHOe areHTCTBO Mo Aenam
CoppyxectBa HesaBmcuMbIX FoCcyaapcTs,
COOTEYECTBEHHWKOB, MPOXMBAIOLLMX 32 pY-
6e>x0M, 1 No MeXAyHapoAHOMY ryMaHuUTap-
HOMY COTpyAHU4YecTBY (POCCOTPYAHNYECTBO)
— ®epepanbHas cly>x6a no BOEHHO-TeXHUYe-
CKOMY coTpyaHuyecTBy (PCBTC Poccum)

— QepepanbHas cy>x6a no TeEXHUYeCKoMy 1
3KCMOPTHOMY KOHTpOJto Poccminckon Pepe-
paumm (PCTIK Poccmm)

— ®epepanbHas cyxba MCnosHeHUs Haka-
3aHun (OCUH Poccum)

— ®epepanbHas cnyxba cynebHbix npucTta-
BoB (PCCI Poccum)

— ®epepanbHas cnyxba no Hag3opy B chepe
3/paBooxpaHeHus (Poc3apaBHaa3op)

— ®epepanbHOe MeanKo-6uonormyeckoe
areHTcTBO (PMBA Poccumn)

— ®epepanbHOE areHTCTBO Mo TYpU3MYy
(PocTtypusm)

— ®epepanbHas cnyxba no Hag3opy B chepe
obpasoBaHus 1 Haykm (PocobpHaa3op)

— ®epepanbHOe areHTCTBO MO AeslaM Mo-
noaéxm (PocMonoaéxnb)

- ®epepanbHas cyx6a no ruapomeTeopo-
JIOTUN Y MOHUTOPVIHTY OKPY>KaIOLLLe Cpefbl
(Pocrngpomer)

- ®epepanbHas cyxba no Hag3opy B cpepe
npupogaonosnb3oBaHus (PocnpupogHaasop)
- ®epepasibHOE areHTCTBO BOAHbIX peCcypcoB
(PocBoppecypchbl)

— ®epepasibHOe areHTCTBO JIECHOMO X035~
ctBa (Pocnecxos)

— ®epepasibHOE areHTCTBO MO HeAPOMNO/b30-
BaHuto (PocHepgpa)

— ®epepasibHOE areHTCTBO MO TEXHUYECKOMY
perynnpoBaHuio n meTposnorum (PocctaH-
[apr)

— ®epepanbHas cnyxba no Hag3opy B chepe
CBSI3U, UHPOPMALMOHHbIX TEXHONOT UM U
MacCCOBbIX KOMMYHMKaLmM (POCKOMHaZA30p)
- ®epepasibHOE areHTCTBO MO NnevaTu 1
MacCcoBbIM KOMMYHMKaUusM (PocneyaTb)

— ®epepanibHOe areHTCTBO CBA3M (POCCBSA3b)
- ®epepanbHas cyxba no BeTepuHapHoOMy
1 puUTOCAHNTApPHOMY HaA3opy (Poccenbxos-
Hap3op)

— ®epepasibHOE areHTCTBO MO pbl600BCTBY
(Pocpbi60/10BCTBO)

- ®epepanbHas cyxba no Haa3opy B cdepe
TpaHcnopTa (PocTpaHcHaa30p)

— ®epepasibHOE areHTCTBO BO3AYLIHOro
TpaHcnopTa (PocaBmauus)

- ®epepanbHOe AOPOXKHOE areHTCcTBO (Po-
CaBTOAOopP)

— ®epepasibHOE areHTCTBO Xee3HO40POX-
Horo TpaHcnopTa (Pockengop)

— ®epepasibHOe areHTCTBO MOPCKOIO U pey-
Horo TpaHcnopTta (Pocmoppe4vdnorT)

- ®epepanbHas cyxba no Tpyay v 3aHATo-
ctn (Poctpyn)

— ®epepanbHag Hanorosas cnyxbéa (PHC
Poccum)

— ®epepanbHaa TaMoXeHHas cyxba (PTC
Poccum)

— ®epepanbHoe kasHavencTBo (KasHayen-
cTBO Poccun)

- ®epepanbHas cyxba no akkpeamTaumm
(PocakkpeguTaums)

— QepepanbHas c1yx6a rocyaapcTBeHHON
perucTpaumm, kagactpa u kaptorpadpumn
(PocpeecTp)

— ®epepanbHas cyba rocyapCcTBeHHON
cratmuctukm (PoccTar)

— ®epepanbHas cyxba no MHTenneKTyab-
HoWM cobcTBEHHOCTU (POCNaTeHT)
depepanbHOe areHTCTBO MO YNpaBIeHUI0
rocyAapCcTBeHHbIM MMyLLECTBOM (Pocnmy-
L,eCTBO)

MoconbcTBa U TOprnpeacTea:

—MNoconbcTBO ABCTpanumn

—MoconbcTBO ABCTPUNCKON Pecny6imku

- MoconbCcTBO APreHTUHCKOM Pecny6amnku
—MoconbcTBO Micnamckon Pecny6imku
AdraHucTaH

—MNoconbcTBo Koponesctsa benbrun
—ToproBoe npeAcTaBmTe/IbCTBO BeHrpnn

— leHepanbHOe KOHCYNbCTBO DpaHLUmMK
—ToproBoe npeacTaBmTeNbCTBO ErvnTa
—ToproBoe nNpeacTaBMTeNbLCTBO Manansmm
- ToproBoe npeacTaBUTENLCTBO KOXHON
Kopeu

—ToproBoe npeacTaBmUTeNLCTBO PyMbIHUN
—Toprosoe npeacraBuTesbCcTBO CMHranypa
— ToproBoe npeacTaBnTenbCTBO CI0BaLLKON
Pecnybnvikm

— TOpProBo-3KOHOMUWYECKUIM OTAEeN TOp-
roBOro npeacTaBMTeNIbCTBA NOCO/IbCTBA
TannaHpa



YES | CAN

H NpOXXMBaHMe

L0NIrOCpOYHOE
NpoXuBaHMe
B anapTaMeHTax

B ycnyrun pectopaHa «Jlepon» M ycnyru
TpaHcdepa

M npoBeneHne MeponpuUiTUn

(KoHpepeHUuUK, baHkeTbl, CBaALObI, ycnyrm

KOpnopaTtuebl) — 2 KOHPepeHL-3ana BGusHec-ueHTpa

M 2 DaHKEeTHbIX 3ana

Appec: MO, OanHLOoBCKKUI p-H, I. OanHU0BO, yn. Mapwana HepgenuHa, 4. 8

KoHTakTbl: +7 (495) 594-16-00
sales@piodin.ru



CeTtb OyprepHbix

STESLA BURGER

N3 HATYPAJIbHbIX
NHTPEOVEHTOB
Nno uocwrﬁ biM

PpaHwInN3a:

teslaburgerfranch.ru

TenedoH: 88003000688 -
Cawr: teslaburger.ru

instagram: teslaburgers



