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HOBOCTUWM MHOAYCTPWNW

Y BbICTABKU AN3AUH U PEKJTAMA NEXT

HOBAA KOHUEMNUUA!

Bo-nepBbix, o6baBneHa obllas TeMa ONnga 0e0Bowu
nporpammbl 2018 roga - TPEHACAOTTUHT.

*TPeHACHNOTTUHI — 3TO TEeXHOJIOMMS, MO3BOJISIOLAS
OBHaPY KMBATb TPEHAbI Ha PAHHEN CTaaMM, rMpPOrHO3m-
POBAThb WX PA3BUTHE K1 OMNPENEsISITb BO3MOXHbIE CLie-
Hapum mx 6yayLjero.

Y BCex NapTHEPOB U KIIIOYEBbIX MIPOKOB PeKaMHO-
ro pblHKa OyaeT BO3MOXHOCTb BbICKa3aTbCa Ha Temy
TpeHaoB. Kak ynoBUTb TpeHa v BOBPEMA MHTErpmpo-
BaTb €ro B CBOM OM3HEC Npouecchbl - 06 3TOM U MHO-
FOM OPYrOM PacCKaxkyT W MOKaxkyT Hally tobuMble
napTHePbl U YYaCTHUKK BbICTABKM.

*Hanpumep, Ha popyme «MapKETUHI B PUTENIEY -
Mbl Y3HAEM O CaMbIX HOBbIX TPEHAAX B 06/1aCTH MapPKe-
TUHIOBBIX KOMMYHUKALIMN OT POCCHMICKNX 1 MEXKAYHA-
POLAHBLIX KCMEPTOB.

Bo-BTOpbIX, HApaay C TPaOMUMOHHBbIMKL pa3nenamm
BbICTaBKMW, MOABUTCA OYeHb BakHbIV pas3gen - Shop
Design - 3To 060pyaoBaHWeE 1 AM3anH MarasnHoOB, BM-
3yasbHbI MepYaHOan3vHE, PUTENN BPEeHOMNHT.

*Yowe noareepausia ceoe yyactme komraHmsa Wuhan
Suyuan Commercial Equipment - npom3BOANTE L
TOProBoro obopyaoBaHmus (Kutar).

B-TpeTbux, ong 6051ee aMOLUMOHATbHOM KOMMYHMKa-
LUV C ueneBow aygutopuer Mbl MCMOAb3yeM crneuu-
anbHbIVM  3KCMNO3MUMOHHBIM  dopMaT - TpeHg Lwoy.
[NocetTnTenemn )aeT cneumnanbHbi NPOEKT, 0ObeanHA-
oW MHHOBaUWOHHbIe Digital n Non Digital pelierms
B puTemnne.

*Xoresiocb Okl OTMETUTh, UTO HENoCpenCcTBEeHHOEe
yyacTme B AaHHOM MPOEKTE MPUMYT Y/1eHbl ACCOLMa-
L POPRAI Russia. Mo ciosam B.B. bbiukoBa, pe3u-
aeHTa Accoumaumm. «BbICTaBKa SBSETCS LEHTPAb-

NMHOOPMALMOHHbBIVM BIONJTETEHD

HbIM COObLITUEM, KaK /19 UHAYCTPWM, Tak v 4719 POPA/
Russia. bnarogaps Bcem HOBOBBEAEHWSM KOHLEMLMS
BbICTaBKM MPEACTABASET COOO0M UCKIOYNTE/IBHO b-
KYIO 1aTtehopmy, ASROLYIO MOJIHYO CBOO6OAY B pe-
3EeHTaUMM MEePCNEKTUBHBIX PA3PaO0TOK M MHHOBALM-
OHHOW MPOAYKLMN [T OTPAC/IN PUTEMIAN.

MOMVMO HOBOTO, HEb34 HE HAMNOMHUTbL O ABYX KO-
UeBbIX KOHKYPCax:

-Konkypc POPAI RUSSIA AWARDS - Tpetnit B MU1pe
no konndecTtBy padoT nocne CLUA v OpaHumm! MNobena
Ha KOHKYpCe - 3TO MeXAyHaponHoe npusHaHme nyuy-
LIMX OOCTUMPKEHUW MHOYCTPUY MapKeTUHra B putenne.

*Krouesslie yngppesl 2017 roga:; 325 pabor, 55 komra-
HU y4aCTHMKOB, 60 Y/I€HOB XKIOPM.

-KoHKypC Mpa3gHnYHOro, COBbITUMHOIMO 1 CPEeaOoBO-
ro guvsanHa. MNpoekT, oxBaTblBalOWWMM BCe Hanpasie-
HVUSA MO KOMMIEKCHOMY K NOKaAbHOMY OEKOPKMPOBa-
HWO MPOCTPAHCTB, OAM3aNHY 2/1eEMEHTOB OMOPMAEHUS.

*B 2017 rogy HanboibLuee KOIn4ecTBO paboT 6bi/10
3a9B/1€HO B HOMuHalmm «OgopmaeHune TL| v TPL
OOBEKTOB PO3HNYHOM TOPIOB/IMNY.

MXnem Bac 10-13 anpens 2018 roga B LAX Ha Kpbimckom Basy 10.
Peructpupyritecs Ha cavite www.design-reklama.ru!
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TEXHOIMAPK

VIHHOBALI,VIOHHVbIVI MATA3UNH
(TU KAMUTOJIMN HA MP.BEPHALOCKOI'O)

Mbl norosopunn ¢ IMutprem BenoBbIM, PYKOBOLAN-
Tenem npoektoB [ K «TexHonapk»

- TexHonapk B TL Kanutonun - camMbiii MHHOBaLW-
OHHbIN KOHUENT Cpeau Balmnx MarasuHoB. Kak gosro
Bbl Hag HUM paboTanu?

Mara3uH TexHonapk B TL Kanutonu camblt MHHO-
BaLMOHHbIN 3a BCe BpemMa Moen NpodeccrnoHanbHowm
neatenbHoCcTU! MNpoeKTbl AaHHOMO KOHLEeNTa Mbl Ha3bl-
BaeM MK (napK MHHOBALVIOHHOM KYABTYPbI).

OTOT MNPOEeKT Obly1 CBOEOOPA3HbIN BbIMYCKHOW K-
3aMeH, NOoCe OTKPbITUS HECKOIbKMX OECATKOB Mara-
3VIHOB B HECKOJIbKMX KoHLenTax. PaboTa Hag HOBbIM
KOHLIeNTOM Havanacb B utoHe 2016, a Mara3uH Ha Bep-
HaOCKoro 6bi1 OTKPbIT B Mae 2017. Ona Toro 4tobbl
NONYYMACA OaHHbIM LegeBp, KOMMaHWW MpUWLLIAOCH
npvBNEeYb K MPOEeKTY HallMx napTHepoB K13 [epMa-
HUK, NOCeTUTb JIOHOOH, OTKPbLITb ABa MPOTOTUMHbIX
MarasmHa B Kanutonnax Ha JIeHWMHrpagckoM K Ha
CeBacTonoNbCKOM MpocnekTax. [oceTnnm BbICTaBKY
EuroShop 2017, Ha KOTOpPOW OblNO B3ATO HECKOJIbKO
maew, peann3oBaHHbIX B JaHHOM MPOeKTE.

- BHewHue 3kpaHbl Digital signage - y HUX Heo-

6bl4yHaa opMa, U KakKad pPoJib B KOMMYHMKaUun cC
nocetutenamm TU?

4 | Ne16 1/18

DKpaH 3TO 0fHa U3 1aen C BbicTaBkM EuroShop, Ko-
TOPYIO peanmsoBany Hallu NapTHepPbl M3 HoBOCUMBUP-
cka. MNMNOoCKMM CBETOAMOAHBIM IKPAHOM Y>Ke HUKOro
He yOuBULLb. HeoOblyHas n3orHytaa dopma no3Bond-
eT YBENMNUNTb 06300, 3TOT 3KPaH BMOHO nokynatens-
MU N3 10O0OW ToUkKM kKopuaoopa TLU. Lenen ycTaHoBKM
3TOro 3aKpaHa OblI0 HECKONbKO. Bo-mepBbix, 3KpaH
NO3BONMMA CAeNaTb AMHAMUUYECKYHK BXOOHYHO Tpynmny,

BO-BTOPbIX, HECTaHOAPTHaA dMopMa NprBeKaeT NoKy-
naTtenemn, NPoM3BOOUT BrneyaTneHue.

Kakne o0co6eHHOCTN NPOCTPAHCTBEHHbIX PEeLUeHUn
B 3TOM MarasmHe TexHonapkK?

B nocnegHmx MarasmHax Obla NpYMeHeH HOBbIW KOH-
LEeNT NOCTPOeHWa MarasuHa. boin nameHeH «XOO» no-
KynaTenemn, Mbl UCKIOUYMAW TakKoW 31eMeHT M3 NNaHu-
POBKW MarasmHa, Kak «main street». ECTb 9000, UEHTP
MarasuHa, - 30Ha MHHOBaLUMM, rae pacnonaratTca Bce
nyyliee, 4To NOSABNAETCA Ha PblIHKe TOBAPOB ObITOBOM
TexHMKKM! BoKpyr 30HblI pacnosaratoTca M3BeCTHble
6peHI 30HblI B KaXK4oM rpynne Toeapa. o nepumeTtpy
pacnonarakTcsa OCHOBHbIE FPyMMbl TOBapa.

UTO WHTEpecHOro, 4To YypanocCb YyBUAOETb Ha
Euroshop, cMornu BonioTUTb B XXN3Hb?

BonnoweHo B XKM3Hb TONbKO camMoe Nnydllee. Voeq
CBETOOAMOOHOroO 3KpaHa HecTaHaapTHOW dOpPMb,
KoTopasa OblNa O3By4yeHa Bbllle. Bbinmv nNpriMeHeHbl
HOBUMHKK B 061aCTV OXpPaHHOro obopyaoBaHusa. Ha
BbICTaBKM HalLUW MNapTHEPbl MPeaoXnnm BXOOHble
aHTEeHHbl C paboynM paccToaHneM Bonee 2-X Me-
TPOB, aBTOHOMHbIE CTOWKW A1 BbIKNaOKM MOOUIb-
HbIX FraOMXeToB.

Kakaqa posib y 6peHaoB B BaweM MarasmHe?

OrpomHaga!l B HaweM caMOM MHHOBAUMOHHOM Ma-
rasvHe MPUCYTCTBYIOT OpPeHOdbl TOMbKO NMOepOB B
CBOEM cermMeHTe pblHKa ObITOBOW TEXHWKU K 31eK-
TPOHUKN.

NMHOOPMALMOHHbBIVM BIONJTETEHD
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The state of brick
& mortar 2017

1 THE
POWER OF
EXPERIENCES

Mood Media, komMna-
HUA, crneunanmsnpy-
IOWaacad  Ha  KIAMEHT-
CKOM OrllblTe B TOWKaX

Npoaax, COBMECTHO
c YouGov npoeena
6onblue nccnenosa-

HMe, 4JToObl MOHATH
noBefeHwe nokynaTte-
nem B 9 cTpaHax Mumpa:

ABCTpannu, Kuntae,

®paHuny, FepMaHmn, of shoppars cite the ability to touch,
fewl ond try products 08 0 [op Fes:0n

HuoepnaHgax, Poc- for shopping in-5tan

cun, WcnaHuu, Benu-

Kobputanum un  CLUA.

Peub LW1a O TOM, YTOObI MOHATb, MOYEMY nokynaTenu
[enatoT BbIOOp NOWTM B MarasvH BMeCTO TOro, 4tobbl
COBEPLUNTL MOKYMKY OHMAMH, YTO OHW LEeHAT Uan HeT
B X OMbITE B Mara3smHe 1 4To Ux MOTUBMPYET K nepe-
OBVKEHWMIO MO TOUKaM MPOOAK.

PoccusiHe Tpe6oBaTesibHbl, MPOAYKT NpeXae Bcero.

Poccunckme nokynaTennm - CAOXHbIE KNMEHTb,
OHW XOTAT KOHKPETUKU. VIMEHHO OHWM NpegnodynTatoT
noTporaTtb ToBapbl (86% vs 76% OoNpOLUEeHHbIX KU-
eHTOB MO BCEMY MUPY) M BObICTPO UX nonyunTtb (76%
Vs 66% B Mupe). C opyron CTOPOHbI, LUYyMHada aTMOC-
thepa He ocobo BecnokouTt (17% vs 37% B cpegHeMm
no MUPY).

TpeboBaTesibHble, MMEHHO POCCUMCKKME MOKynaTenm
H6osblLUe BCeX HEHaBMOAT »aaTb (68% vs 60% B cpeaHeM

INSTANT
GRATIFICATION
MATTERS

O/o

ALTHOUGH THE FRENCH WERE MUCH
LESS EMPHATIC ABDUT THIS [B4%]
THAN RUSSIAN COMSUMERS (677,

‘while of less importance to the French
{718, Rurssion consumsear s most
Strongly ogres o 579 =

no MUPY) 1 CUTyaLMK, Koraa ToBapa HeT B Hannumm (59%
vs 50% B cpenoHeM no Mmpy). NMNokynaTtenu B Poccum Haw-
MeHee YyBCTBUTESbHbI K My3blke (TONbKO 55% LeHAaT vs
78% B cpeoHeM no Mupy), ogHako 80% npu3HatoT, YTo
My3blKa Yy4YLlaeT X HAaCTPOEHKE B MarasmHe.

OCHOBHbIE MPUUYNHbBI, YTOObI MPUNTU B MarasuH: no-
TporaTb, NPUMEPUTb, MONPOBOBaTb MPOAYKT.

HekoTopble BbIBOObI 06 OCOOEHHOCTAX MoKynaTesb-
CKUX MpegnoduTeHni:

AMepurKaHUbl (54%) kKak v dpaHuy3bl (53%) - Haw-
MeHee MOABEPMEHbl BAVAHMIO MPOMOaKLUWM Npu Co-
BEPLUEHUV UMMAYJbCHbIX MOKYMOK, HO 60/5ee 4yB-
CTBUTESbHbI, YeM B cpefHeM Mo MUPY, K peknamMe B
MarasuHe. TakyKe aMeprKaHuUbl O4eHb TH0OAT MY3blKy
M YaCTO UCNOMb3YIOT Shazam B MarasmHe.

AHrnMYaHe 000XKatoT XOAMTb MO MarasuHaM, UYTobbI
NOroBOPUTbL C NPOaaB-
LaMu, y3HaTb O HOBbIX
TOBapax. Takxe Kak
ONna KuTamues, ™Mara-
3UH 019 HUX - MecTo
coumnanm3aumm.

KunTanupl Yalle Bcex
OCTasIbHbIX MOJIb3YIOTCA
cMapThoHaMn B Mara-

. N EVERY COUNTRY THIS WAS THE " 3nHax - 91% (B cpegHeM

o ' oot b o Mo MVPY - 55%), cpeau
eBponenues connected

shoppers - ucnaHubl

(73%). Hemubl (37%),

of slnppars sy thie comenience of

tan top rmoson for
shopping in-sone

6 | Nel6 1/18

dpaHuy3bl (41%) 1 ron-
navgubl  (49%) npen-
NOYNTAKT HE MOoNy4aTb
NPOMO COOBOLLEHMS Ha
MOBWIbHbIE TENEedOHbI.

rrzrarTEErTE

3006

DES CONSOMMATEURS
ORIENTES PRODUIT

NMHOOPMALMOHHbBIVM BIONJTETEHD

LEURS
PRINCIPALES
RAISONS POUR
VENIR EN MAGASIN
7 LA POSSIBILITE
DE TOUCHER,
SENTIR ET ESSAYER
LE PRODUIT

AVOIR
LE PRODUIT,
INSTANTANEMENT

% 000W

47%a MOYENNE GLOBALE

68% En“‘r':’n'lfm:

00 MOYENME GLOBALE

QU'UN ARTICLE OU UME

TAILLE NE S0IT PLUS
EM STOCK

50%a MOYENME GLOBALE

[1o matepuanam http./www.ecommercemag.fr
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VENTRA LAB: 3AKPbITbI KJTYE JIMOEPOB

PUTEUTA

Kyna oBUMXeTca CoBpeMeHHbINn putenn? Kakune Tex-
HOJIOrMM BHEAPSIOT KOHKYpPEeHTbI? Kak 1 uto 6yayT no-
KynaTb 3aBTpa? 3TU 1 gpyrme octpbie TeMbl perynsap-
HO 0OCY>KOaloT Ha KyJlyapHbIX BCTpeYvax YjeHbl Knyoba.

Kny6 Ventra LAB 6bln1 OCHOBaH OBa roga Hasag Kak
npodeccroHanbHag NaoLlanka onga oduleHuna nuge-
poB oTpacnu. CerooHsa - 3TO MECTO, rae POXAArTCS
maew, hopmMmpyolve dyayLiee poOCCUMCKOro puTem-
na. 3aKkpbiTbit OopPMaT BCTREY W TLATENbHbIVM OTOOP
YYaACTHUKOB MO3BOSIGEeT B KyJlyapHoOW 0OOCTaHOBKe
0B6CyaNTb TeéMbl, O KOTOPbIX HE MPUHATO FOBOPUTbL CO
CLUEHbI KOHMepeHLMI.

[NepenoBble TEXHONOMMW, HEABHbIE TPEeHObI, Ayylline
NPAKTUKKM — BOMPOCHI, KOTOPbIM Obla MOCBSALLEHA
oyepenHas BcTpeda Knyba. O6MeHATbCA MHEHUAMUM O
chnaraemblx «MarasmHa 6yayLlero» 21 Hoabps cobpa-
nuck npeactasutenn Acer, Electrolux, Nokia, Nikon,
Whirpool, Panasonic, Samsung, Dyson, Burberry,
TOUS, Swarovski, O'STIN, DECATHLON Russia,
L'Oreal, Karcher v gpyrnx koMnaHumn. XagnanHepa-
MU BCTpeuYn cTanum npeacrtasutenn Ckonkoso, Philips,
Nespresso, Playdisplay, «<PocTenekom».

B uvactHocTyn, Onbra CtpenoBa (CKoNkKoBO) npen-
CTaBMAa y4YacCTHMKaAM 0030p FPKMX KEMCOoB roga: oT
OHMaMH-OEeMOHCTPaUMK OOBbEMHbBIX TOBAPOB B MHTEP-
HeT-Mara3mHoB 4O Mcnonb3oBaHua Double Data onga
aHanmza ayoutopun dpeHpos. Cpegn TpeHOooB Oblav
Ha3BaHbl TEXHOMOMMKM ONa peanm3aumm pop-up stores,
NPVMEHEeHMEe NCKYCCTBEHHOIO MHTEeNNEKTa, MOUCK HO-
BbIX 3HAHWM B «OONbLUMX» OAaHHbIX, @ TaKXe n3ydeHue
nokynaTens HOBbIMKM MeTodaMu.

AHopen CypapukoB (Playdisplay) nokasan, Kak
AR/VR Te@xXHOM0r M1 NOMOoratoT yBEAMUYMBATL MPOLAMXKM
B puTenne, BbiNoaHAa MYyHKUUK NpUMepKu, MHMDopMIK-

POBaHMA, Pa3BeYeHna, KaCTOMU3aLUMN N MHCTRYKTW-
POBaHUSA. Y4acCTHMKAM BCTPEYM 3aMNOMHUMINCE KEWChHI
MO BHEOPEHWMIO BUPTYallbHbIX OOBEKTOB B peaibHbIM
Mup «Bblbepun ovBaH IKEA pomMowy, «INpuMepb Yachl

8 | Nel6 1/18

Tissot». Ha akpaHe npoekTopa AHOpes OXxMBanu ca-
MOJIETbI M Fropoaa.

Anpgpen XXykos (Philips) packpbln cekpeTbl dop-
MUPOBaAHWA KOMaHObl e-commerce, MCNoNb30BaHWS
PDCA uwkna, lean-texHonoruy, peanmsauum Blue
Heard. OH Takyke nogenunca pesyabTaTtaMm COBMECT-
Horo npoekTa Philips 1 AliIExpress no peanvsaunm
npoaykTta OneBlade. MpaBuabHbIM MOAX00 K OTOOPY
noTpedbutener no3sonunna 3a 1,5 yaca npogatb CTOMb-
KO edVHML, TOBapa, CKOMbKO KOMMaHMaA nnaHupoBana
NpoOaTh 3@ HECKOIbKO HeOEeNb.

B 3akntoueHme Beyepa ynexHbl Knyba - nmgepbl KOM-
MEpPUECKMX N MapKeTUHM-4enapTaMeHTOB — B HeEMpu-
Hy>XOEeHHOW ob6CTaHoBKe 0OOCYyauMAM OMbIT KOMer,
OBMEHANNCb CBOVM BUOEHMEM TPEHOOB M 3an1aHnpo-
Ba/v oaTy odepenHow BCcTpedn Ha MapT 2018 roga.

B pamkax napTtHepcTtBa koMnanum VENTRA n POPAI
UNeHbl accouMaLMy MMEKOT BO3MOMHOCTb BCTYMUTb B
3akpbiTbit KNy Ventra LAB 1 6ecnnaTtHO nocewlaTb
MeponpuaTna brsHec ce3oHa-2018. PykoBOOUTENN KOM-
Mep4YecKrx noapasgeneHni, AMpekTopa no Tpena-mMap-
KeTVHry, no npodakaM MOryT nodaTb 3adBKW Ha
BCTYrMeHune Ha ctaHuue Knyba www.ventra.ru/lab. Op-
raHM3aTopbl OCTABNAKT 3a COOOM MPaBO MPUHUMATL
OKOHYaTeNbHOE pelleHne O BCTYMNNEeHUM 3aaBuTenemn
B Knyo.

ROI STANDARDS

2017 SHOP! ROl STANDARDS:
IN-STORE MARKETING MATERIALS

Pagbl NpeacTaBunTb BalleMy BHMMaH MO Bbloep»ku 13 2017 Shop! ROI Standards: In-Store Marketing Materials
White Paper, nokymMeHTa, mnoarotoBneHHoro Accoumnauven Shop! OTueT cogep»X1T rnaBHble NPUHLKWAbI Pa3-
PABOTKM MAPKETUHIOBBIX MaTEPKANOB B MarasvrHe, NoBblLLEeHA COOTBETCTBUS TpeboBaHWAM M pacyeTa peHTa-
6enbHOCTK MHBecCcTMUMM. Standards document cogepXnT OencTBEHHbIE Maeu, Nydlire NPakTUKKM 1 WabnoHsbl,
UTOObI MOMOUYb MPOW3BOANTb 3MDEKTUBHbBIE MaTepuanbl 1 yeennunTb ROI. MNMpenctaBneHHas MHMopMauUma Npu-
MEHMMa KO BCEM in-store MapKeTUHroBbIM KOMMYHKMKaLUMaM. [TonHas Bepcus OOKyMeHTa OOCTYynHa 6ecniaTHoO
ans ydactHukoB Accoumaunm POPAI no 3anpocy - pr@popairussia.com

Creating effective POP materials and merchandise
displays that attract consumers to the product and
provide sales lift is key to maximizing a campaign’s
ROI. Below are 10 guidelines to help you develop
effective in-store marketing materials.

1. Design to target the right audience — It is
vitally important to know your target shopper
or audience before the design process begins.
You must understand who they are, what’s
important to them, how they think, and where
they are in their purchase journey.

2. Abide by the specific retailer’'s rules and
expectations — A one-sized POP kit does not
fit within the requirements of all retail chains.
Designing a display that won't be allowed on the
store floor is a waste of time and money. You must
understand and keep up to date with the basics of a
retailer's merchandising and display requirements.

Client: Pepsico
OMA Entrant: Great Northern
2017 OMA Silver Award: Supermarket Temporary

3. Ensureeaseofassemblytomaximizecompliance
— As mentioned above, it is important to know
who will be responsible for setting up the display
at the store level. This concern directly relates to
how complex the display is to set-up and stock.

4. Make the display durable — The extra time spent

in making sure the display is durable is vital to
its success. It must withstand the rigors of the

NMHOOPMALMOHHbBIVM BIONJTETEHD
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supply chain, transportation, and store traffic
patterns, and must support the weight of the
product for the intended lifespan of the display.

Ensure ease of restocking and ease of access
— If your display is indeed intended to hold
merchandise for any period of time, its ability to
be re-stocked and ease of product accessibility
should be taken into account.

Value engineer to reduce production costs —
Value engineering is the process of reducing the
costs of producing POP materials and displays
without reducing quality or impact. Most often
a CPG Brand doesn’'t care how the display is
produced as long as it meets their marketing
goals and it is cost effective.

Realize that one size POP kit does not fit all
— Brands are challenged with catering their
merchandising and POP programs to abide by the
specificrules of allthe various retailer requirements.
These may include the chain’s style guides, visual
merchandising standards, display authorization
procedures, and changing store formats.

Ensure on-time delivery — In addition to
the importance of making sure that the right
materials are sent to the right location, on-time
delivery must also be made a priority.

Specify placement within the store — You could
have the best in-store marketing campaign in
your company’s history, but if no one ever sees
it how would you know? A primary location is
the slot or space allotted to a CPG vendor for
a permanent or seasonal listing. A secondary
location is deemed to be off-shelf, in another
complementary spot within the store.

Review design considerations — There are 12
best practices that relate to the specific design
and content of your POP display that should
be considered in order to get shoppers to stop,
engage, and ultimately buy your product. These
can be found in the 20717 Shop! RO/ Standards
for In-Store Marketing Materials.

Nel6 1/18 | 9
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CASE STUDY:

COLLABORATING TO CREATE
MERCHANDISING DISPLAYS

& CUSTOM SALES KITS

Producer: KDM P.O.P. Solutions Group

Client: The Buntin Group

(for American Born Moonshine)

Product Categories: wooden crates, shed fixtures,
Semipermanent merchandise displays, POP signage.
Materials Used: galvanized, corrugated steel, and wood
Retail Channel: spirits & beverage

Number of Stores: 250 in-store product launch pro-
motions with tentative plans to roll out to 14 states.

The Opportunity

The Buntin Group asked KDM to help convey the
story of their client, American Born Moonshine (ABM).
Born and raised in Tennessee, the new spirits beverage
launch needed to convey a rough and rustic, grassroots
American heritage. Thus, the campaign theme, “The
smooth side of a rough history,” emerged. Everything
about their moonshine, including the packaging, is
made in America. The launch required the cumulative
efforts of all KDM’s divisions—P.O.P Printing, KDM
Retail, Merchandising, and Branding—bringing it all
together on time and on budget.

The Solution

KDM P.O.P. Solutions Group was able to provide
their client an ease of doing business with more
custom POP solutions from one provider.

The KDM Branding division was charged with
selecting and securing American Born Moonshine
branded promotional products for the ABM sales
team. Kits included branded flasks, bottle openers,
Mason jars, mini shot glass jars, USBs, wrist bands,
and stadium cups — American-made, of course.

The KDM Retail division worked in tandem with
their Screen and Digital Printing facilities to engineer
and manufacture multiple custom elements of the
campaign to include wooden crates, shed fixtures,
merchandise displays, and POP signage.

¢ 250 custom POP merchandise displays (pictured
above) required attention to detail to achieve the
desired look. The 26” x 60"signage panels were
made of galvanized, corrugated steel that KDM
treated with muriatic acid to give it a rustic patina.
Then, holes were water-cut to accommodate the
shelves, which are constructed of rough-sawn
lumber and sprayed with a black dye for a flat, worn
look. The lettering on the front of the shelving is
hand-stenciled in white paint. Lastly, the four-color
graphic was digitally printed on clear vinyl and
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hand-applied with heat in order to adhere to the
uneven corrugated surface. The end product has
storage area in the back for re-stocking product.

Each of these displays took approximately two
hours to construct and involved a lot of prototyping
up front.

* 25 wood crates (pictured) were custom made to
hold jars of product, as well as 35 smaller versions to
support sales kit items.

* Nine custom “sheds” were made to display product
and function as a kiosk for in-store tastings. The sheds
were constructed of cedar posts that were hand tooled
to look worn. Banners were digitally printed on canvas
and hung on both sides of the shed. Corrugated steel
graphic panels completed the look and were made in
the same fashion as the POP displays.

* 125 each of bothan ABMlogo signand a Tennessee
state shaped sign were hand routed out of wood.

* The graphics on all these wood elements were
screen printed at KDM headquarters due to the texture.

« After all the wood elements were completed,
KDM'’s craftspeople used actual mud to hand stain
them, giving them a worn, rustic appeal.

e Lastly, 250 corrugated metal ABM logo signs,
207x12”, were made using the same technique as the
displays.

The Result

KDM was able to execute everything the client had
imagined to bring their vision for the brand to life.
“KDM has a lot of resources under one umbrella. We
had difficult time frames and a tight budget. KDM
had my back and kept calm and cool,” said Nancy
Gullette, Sr. Print Production Manager, The Buntin
Group. American Born Moonshine is very pleased
with how the project successfully communicated the
brand’s story: “The smooth side of a rough history.”

The distributors of the moonshine exceeded case
sales goals at the retail level, stating it was the most
successful launch to date. The Buntin Group went on
to win a prestigious “Overall Best of Show” creative
award at the 2014 Nashville American Advertising
Awards for American Born Moonshine.

MAXIMIZING IN-STORE marketing program results
requires a combination of great design, a clear
understanding of display economics, and exceptional
execution of all aspects of the display program.
Effective program execution necessitates excellent
project management and attention to detail since there
are hundreds of details that need to be coordinated
and properly managed to ensure successful execution.

The purpose of the Compliance sectionis to help the
retail industry understand what is needed to ensure a
successful execution of in-store marketing programs.
This includes understanding the elements that help
create a successful delivery and setup of displays, in
the correct location and with the right products, over
a variety of retail channels and display types.

']
e

Client: Dove
Producer: The Central Group

Four Elements that Influence
Compliance

1. Channel — Although every channel has the same

goal of driving sales and profit through display and
POP, how each channel is engaged can be very
different. For example, although you can approach
mass merchant stores with a pallet program, this
is probably not an appropriate solution for the
convenience channel or the drug channel.

2.Display Type — When looking at the impact of
display type on compliance, simplicity is king.
There are two key considerations; first, does it
resonate with the customer? Second, can this be
easily executed in-store?

3. Execution Method — There are three primary
mechanisms used to activate displays in-store
today: Third Party Brokers, Direct Store Delivery
(DSD), and Store Personnel.
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4.Communication — Communication is the most
crucial part of driving compliance in-store; it
truly makes or breaks execution compliance.
Communication starts early in the process and
requires all parties to be in sync through store-level
execution.

Improving Compliance
Improving  planned  display compliance s

“low hanging fruit” for growing sales. Display

noncompliance is driven by a combination of factors:

¢ People: inadequate personnel and unincentivized
personnel.

e Store: lack of additional surrounding support for the
display, limited space, or lack of understanding of
space.

¢ Display: complexity of the design, visual appeal,
ample product, and promotional collateral.

Create displays that are not intricate and do not
require a lot of time to assemble, especially during
major holidays because a store’s time, space, and
personnel are even more limited.

e Increase awareness of the promotion beyond the
display (e.g., through features, coupons).

* One size does not fit all: tailor the display type to
an appropriate level for the promotion and store
footprint.

e Explore ways to motivate and incentivize store
personnel to make the promotion a priority.

* Ensureample product supply for the entire promotional
period.

e Consider promotional timing and appropriate
seasonal products to feature.

To maximize sales impact:

* Leverage endcaps and PDQs, as both have higher
compliance levels and sales lift impact.

e Consider other display locations, as the planned
display location may not always be the most effective.

» Ensure timely execution in order to capture full display
sales opportunities.

e Ensure the execution team has everything they
need at execution.

To continuously improve:

* Assess learnings from each specific study to apply to
a particular program.

e Continue to measure and explore reasons for
noncompliance to improve compliance and maximize
sales lift.

« Continue to engage store personnel and managers
for feedback on promotions and how displays
could be improved to promote display compliance.

For more information on improving compliance
please see the 2077 Shop! ROI! Standards for In-
Store Marketing Materials and the Shop! Compliance
Initiative website at http://www.shopassociation.org/
compliance-initiative-study/
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CALCULATION

CALCULATING ROI

CALCULATING ROl starts with an understanding of
three baseline sets of data to build the ROl equation:
* In-store execution data on a store-by-store basis
» Cost factors
* Performance data

The key to measuring the success of any in-store
marketing campaign is to have clearly defined goals.
These goals must be openly established and agreed
upon in the beginning of each project.

Choosing the right tool to measure the goal is also
critical. Attainable goals and measurable KPIs are
essential to the success of a program.

Budgets often have influence on the tool used to
access each. Finally, the vital component to every
successful project is turning the data into actionable
insights to help enhance the shopper experience in-
store and increase the likelihood of product sales and
repeat purchases.

In-Store Execution Data

Building an understanding of in-store execution
compliance is critical to delivering accurate ROI
numbers. This is true regardless of the testing method
utilized to calculate ROI.

Cost Factors
There are two primary approaches used when
considering the cost factors of a project.

1. A pure ROl model will evaluate the costs associated

to the production of the display, product, and
marketing.
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2. A more robust model such as GMROI (Gross
Margin Return on Investment) take into account
the total supply chain, including all transportation,
execution costs, as well as the total display costs
(packaging, material, and marketing elements)

Performance Data

Performance metrics will vary depending on the
company, most use sales, profit, or a blended metric
to understand the performance of the display. A
crucial step in working with this data is to ensure that
is normalized, meaning looking at a metric such as
sales per store per week for the items on the display.

Outside Influences on the Display Performance

On-going
promotion
or sale

Availabilit

of inventory

Promotions and sales can influence the display
forecast from total sales, as well as how much
inventory will be needed to support them.

Inventory availability and balancing within a store
is a major influencer of a display’s success, especially
when promoted.

In-store execution does not end when the display is
installed. It continues through the life of the display.

CASE STUDY

PULLING IT ALL TOGETHER
TO DELIGHT CLIENTS & SHOPPERS

Producer: JJ&A

Client: LEGO®

Project: LEGO® DimensionsTM

Product Category: POP Display

Product Type: Permanent

Retail Channel: Mass Merchant, Specialty
Materials Used: edge-lit acrylic, vacuum form
styrene, LCD monitor

Number of Products: 25+ SKUs

LEGO® DimensionsTM is an all-new
entertainment experience that com-
bines physical LEGO brick building, dig-
ital gameplay, and a mash-up of favorite
characters from major franchises to cre-
ate the newest innovation in the Toys to
Life video game category.

JJ&A was tasked with developing and
implementing the global retail launch
campaign for LEGO Dimensions. The
objective was to establish the new IP as
the must-have product for LEGO fans
and gamers alike.

Research and Insights — To inform its creative
strategy, JU&A applied client data, shopper behavior,
neuromarketing best practices, and historical photos
of the in-store Toys to Life category. Their compre-
hensive analysis provided the basis for its creative
recommendations and decisions.

Another key consideration throughout the process
was audience demographics and engagement vari-
ance. JJ&A understood that parents, children, and
young adults will all engage differently with the prod-
uct display, thereby having different user experienc-
es. Understanding these expectations also helped
define the experience and path-to-purchase.

Ideation — In the early stages of the creative pro-
cess, JJ&A evaluated several strategic interactive
features that could be incorporated into displays to
educate the shopper, from Image Recognition and
RFID technology to push buttons and sensors.

JJ&A also conducted extensive exploration with ma-
terials and structural form factors. Development of the
look and feel of the displays involved sketches, 3D mod-
els and even physical scaleddown miniature structures.

Design — A modern yet simplistic design emerged

as the front-runner. The finished display was a fusion
of LEGO form, with a twist of tech.
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The diorama extends a welcoming invitation to see
up close the actual LEGO Dimensions starter pack
contents. Shoppers quickly realize that the figures
are the same scale as the standard LEGO bricks.

The displays feature straightforward, highly effec-
tive technical components. LED lights reflect off the
white of the display to attract the eye. Three push
buttons provide the benefits of
interactivity without the compli-
cations of a more technical expe-
rience.

Many considerations influenced
every piece of the LEGO Dimen-
sions in-store campaign compo-
nents. Almost as crucial to un-
derstanding the brand, category,
and objective is knowing retailer
requirements, specifications, and
limitations. A successful global
launch requires a delicate balance
of insight, innovation, and creativi-
ty brought together in full color 3D
renderings showcasing how each
retailer will feature the brand.

Photo Credit: JJS&A

Print signage and digital messaging were devel-
oped to guide shoppers in identifying the starter
packs and different product SKUs.

Prototype, Production & Distribution — All retailers
were presented with comprehensive in-store signage
and fully functional displays for evaluation. Three
units, from a top tier interactive unit, to a smaller
footprint without power weredeveloped and demon-
strated to retailers around the globe.

Each unit was designed to be easily set up and se-
cured with lockable tie bars for standard inline gon-
dolas and slat wall configurations, as well as on shelf.
The units were designed to be easily serviced and
updated as the IP evolved.

Distribution occurred through retailer distribution
centers and direct-to-store. JJ&A provided on-time
global distribution to all retail locations.

Successful Campaign Launch — LEGO Dimensions
launched in retail stores around the globe on Sep-
tember 27, 2015. JJ&A brought this exciting project
to fruition on time and on budget. JJ&A succeeded
in its mission to deliver an innovative and eyecatching
campaign.
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KEY TO SUCCESS

RETAILERS CAN ENGAGE shoppers with creative design but the overall marketing goal is to persuade
them to buy. Here are four approaches to consider that can be used to accomplish marketing goals whether

used alone or in tandem:

1. ENGAGE 2. INFORM

» Surprise and delight e Tell the shopper

3. ACHIEVE

4. PERSUADE

e Interact with the » Give shoppers

shoppers. Give them
a new experience
make it playful

something new about
the product using
a quick message like

shopper in a physical
way, by giving them
an experience they

a strong case for try-
ing the product and
purchasing it now.

“new size” or
“new color.”

or intriguing.

Delight their senses
by asking, “What’s
in it for me?”

* Give them information
about the brand.
For example, “Pista-
chios are healthy.”

More specifically, try these proven strategies:

1. 1. Attract shoppers to the product — Refer
to the design considerations above to attract
shoppers by creating stopping power and
standing out at the shelf. These include color,
shape, messaging hierarchy, imagery, and shop-
pability.

2. Introduce new products — These displays are
typically designed to inform shoppers of the
new product or the new feature and achieve
an experience that shows how it would benefit
them.

3. Increase product sales — These displays per-
suade shoppers to buy the product now and
close the deal.

4. Increase category sales — These displays per-
suade shoppers to shop the category and in-
crease overall category sales.

5. Create impulse purchase opportunities — Here,
again, these displays are designed to persuade
shoppers to buy something3/4typically some-
thing not on their list already. Placement within
the store may come into play more than design
considerations. Just about anything placed with-
in the cash wrap area at the checkout is used to
suggestive sell, thus generate impulse buys.
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can’t get online.
Close the deall Use

traditional messag-
ing like “bigger, bet-
ter, faster” and “Buy
NOW!” Include

a limited time offer
like a BOGO or an IRC
(instant redeemable
coupon).

Examples may be

a skin test, offer

to smell the product,
or try before you buy.

Help the shopper to
visualize the benefits
of having the product.

6. Create cross-sell opportunities — Cross-selling
displays create a convenient shopping expe-
rience that typically connects the center aisle
with the perimeter such as placing the Oreos
next to the milk, for example. They make it easy
to pick up items that go together similar to how
online shopping works shopping works (e.g.
“You might also like ...” or “Shoppers who like
this also bought ...”).

7. Enhance co-branding — Retailers can use end-
cap displays to cross sell products and preview
what shoppers will find down the aisle. This type
of co-branded display creates a win-win for the
products to co-exist.

8. Create a more engaging brand experience
and awareness — These displays inform shop-
pers by communicating the brand story. They
create drama and emotion and can give them
a glimpse of how the brand is the hero. People
tend to support brands that stand for some-
thing. For example: Where does the food come
from?

For the complete ROI Standards document, please
visit the Shop! website at http://www.shopassoci-
ation.org/ There you will find in-depth information
on developing materials, improving compliance and
tools to help you calculate ROI.

SEVEN. KAK TMNTb COK N PA3SBOTATETb?
YCIMNEX AKUUN «MOA OOJIbKA»

MHOrMe roBopaT, YTO B MEXaHMKax CTUMYINPOBaHS
NPOOaX YXKe HMYero HoOBOro He NpwayMaTb. AreHTCTBO
SEVEN v koMnaHwma Pepsico B ouepeaHoM pa3 goka3bl-
BalOT, UTO 3TO He Tak. B Mae 2017 roga, no psaay npuymH
y KoMnaHum PepsiCo 6bina yTepsaHa o019 PblHKa COKOB,
COKPAaTUAOCh MECTO Ha MOJIKE, COKPALLEHbl PEKIAaMHbIe
AKTUBHOCTUK, a no3vumm B top-of-mind noTtpebuTtenen
Hayanu cnabetb. NocneacTena TReboBaNM HEOObIYHO-
rO PeLIEeHNs 3adaun: arpecCrBHO CTUMYNIMPOBATb MPO-
LA 1 YBENUNTb YaCTOTY KOHTaKTOB C LA, uTobObl Ha-
BepcCTaTb ynyLleHHoe. 1 BCe 3TO - B paMKkax 4eKoBOro
npomMo 6e3 aHOHCa Ha ynakoBKe.

«KaxkobIi Mecsal, NpoOBOOATCA COTHM
npoMo-kKamMnaHum. Ho 3a nocnegHwe 10
NeT B HWX He MOMEHANOChb HK-ue-ro.
[Nokynatenam CTajio CKy4YHO» - TOBO-
pUT Anekcen J1enboBunY, KpeaTBHbIN
OMPEKTOP areHTcTBa Seven - «/ BOT
HaM NpuLLen 3TOT HENPOCTOW BPUd Ha

Fad ol MPOMO, Ja eLLe B Ce30H naaeHmna rnpo-
nax<. BcnomMHMB neceHky «Mbl 0envnm anenbCrH», B ro-
NoBy NpyiLLfa HeobblYHaA MbIC/b. 3a4eM OapWTb niedbl,
TeneBm30pbl, rapaHTMpoBaHHble 30 pybnen Ha TenedoH,
KOr4a MOXHO NoCcTynnTb npotlule! [la elle Tak, Kak eLle
HUKTO HUKOrga He genan. [MpocTo B3ATb U pas3nenvTb
MPU30BOM OOHO MOPOBHY MEXAYy BCEMK, KTO MpuMeT
yyacTme B akuuu. [o-YeCTHOMY U rapaHTUPOBaHHO. A
UTOO ObINIO UHTEPECHEE - B JIIOOOW MOMEHT MOXHO 3aWT
Ha caWT, YBUOETb pa3Mep CBOEW 00V B pyonax U pe-
LUNTb, YTO CTOUT MPUKYMUTL eLLe COKay.

M nencTBUTENbHO, 3Ta YHUKalbHaA MexaHuKa MmeeT
pPAL NPEeUMYLLeCTB: AN nokynatenen - 3TO HacTosa-
WM a3apT, oasa NpounsBogmTensa - NoCTOAHHOE BHI-
MaHMe K ero 6peHaaM, a areHTCTBY He HYXKHO B MUJI-
NIMOHHbIV Pa3 NPWOYMbIBATb MNPWI3bI.

MNocne npeseHTauvn ngen, Komnadmen PepsiCo 6bi10
MNPWVHATO peLUeHne O BKIIKOUYEHWM B MOOMO BCEX COKOBbIX
6peHaoB: «J7», «JTlobuMbINy, «DPYKTOBbIN cam» U «HA».
JIMuom kamMnaHum ctana rpynna «FRUKTbI» (Ta camag,
KOTOPYI Mbl HabNtogaeM Ha [epBOM kKaHane kKaxxabin
OyaOHVI Bevep), a MexaHvka nerna B OCHOBY MX HOBOIO
XUTa, KOTOPbIM MPOYHO 3aCTPS/1 B rO/10Be CayLlaTenen.

HaumHaa ¢ 28 AsrycTta, 10 Hegenb nogpan Mexkay
y4yacTHUkamu genunock 10 OO0 O00p, no 1 000 000
pybnen kKaxaoyto Hegeno. Kaxoblli MOr MnoayynTb
CBOO J0J1bKY. [JOCTAaTOUYHO ObIIO KYMTb COK B NTIOOOM
MarasmHe, 3aperncTprpoBaTb YeK Ha camTe K Nony-
unTb 1 gOoNbKy 3a Kaxable 100 pybnen, noTpadeHHble
Ha CcoK. Tak Kak ¢ neTa 2017 roga Kaxxabl Yek nonaga-
eT B eAMHyto 6a3y, nogaenaTb Yek CTano HEBO3MOXHO,
a ero Bepudmkaums ctana 3aHMMaTb 00NN CEKYHAOb!.
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[Mocne aToro y4acTHUKW HauMHaloT CneuTb 3a Kyp-
COM [0/1eK Ha NPOoMo-canTe. B TedeHre Henenu, B 3a-
BUCKMOCTW OT KONIMUYECTBA 33PerncTpPpMpPOBaHHbIX ye-
KOB, OH onyckancsa ¢ otMeTkn B 1 OO0 000 pybnew,
TO OCTaHaB/AVBAaACH, TO MPOLAOSIKAA ABUMKEHWE BHI3.
OcTaBanocb CMOTPETb U peLlaTb, CTOUT S eLLe OOKY-
naTb AONEK, MPOrHO3MPOBaTb AENCTBUA OPY X yUacT-
HVKOB V1 OYMaTb, Kak YPBaTb CaMbIM BKYCHbIN KYCOK OT
10 OO0 000 pybnen. B koHLe Kaxaoowm Henoenu Kypc
OONbKM K PYONo MUKCHPOBANCH, 1 YYACTHUKM MOTIN
0OMEHATb X Ha OeHbrn. A fnanblue BCce cHadana.
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B pe3ynbTrate, B akuun NpuHanm ydactre tonee 20
000 yenoBek 13 82 pPerMoHOB CTPaHbl, 4TO B pa3bl Npe-
BbILLAET OTK/IMK YEKOBbIX MPOMO-KaMnaHum. YHUKasb-
Hag MexaHVKka No3Bonia YBENUYNTb YaCcTOTy KOHTaK-
TOB 6peHaoB ¢ noTpedbutenem go 20+ B Hepento!

Ho camoe nHTepecHoe, 4UTO aBTOPaM NPOEKTa yaanoCh
HaPYLLUMTb 3aKOH MPUTAXKEHWS. AKTUBHOCTb YY4aCTHMKOB
BCEerga KOppenMpyeT C NpUCyTcTBMeM TB nogaep <k
3HAUMTENbHO BO3PAacCTaeT MPW MOABAEHUM POAVKa B
achmpe, M NagaeT No ero OKOHYaHMI0. «Mos AoNbKa» Mo-
Kasana YHUKanbHbIM ToeHd. [ocne oKoH4YaHUS Kay<aom
BOJIHbI TB nogaep» ki, KONMYeCTBO YHaCTHUKOB U X aK-
TVBHOCTb MPOOOIKANN TONMBKO PACTW. A 3TO 3HAUMT, YTO
y areHtctBa SEVEN 1 koMnaHum Pepsico moay4ymnoch
B o4yepeaHon pa3 npuaoyMaTb HOBYKO MEXaHWKy, KOTO-
pasa caoMana wabnoHbl 1 NPUKOoBana K cebe BHUMaHWe
LeneBon ayamTopurn. YTo, B npuHUMneE, 1 TpeboBanocCh.
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NOVATECH

BEAPAXOJIKA-3 «AEJIUCb AOBEPOM, MOCKBA!
MOOA HA BJIATOTBOPUTEJIbHOCTb»

19 HOAGPSA B oTene “Banuyr KeMnnHcku MockBa” npo-
wa TpeTba bnarorBoputenbHasas bapaxonka “Oenucb
no6poM, Mockea! Mopga Ha BnaroTBoputenbHoOCTL” B
nopaep KKy OeTCKOro xocnuca “JoM ¢ Masgskom”.

Komnanna NOVATECH BbicTynuvna ogHUM 13 CMOH-
COPOB MeponpuUATUA, KM3roTOBMB CheuManbHO ansa
Hero UMUOXKM Ha CUNMKOHOBOW MieHKe C yBenYeH-
HbIMW MPUCOCKaMK easy Jet, a TakKe npecc-Bos Ha
nonuvactepoBomn TkaH NOV Atextile.

MaTepuanbl, KOToOpble YKpallanus MpaMopHble 1 Oe-
PEeBAHHbIE KOJIOHHbI, OblV cheumanbHO NogobpaHsbl
ong otena «banuyr KemMnuHckmn MockBa», npenocTta-
BMBLUero 6e3po3me3nHo 6onee 1000 KBagpaTHbIX Me-
TOOB MPOCTPAHCTBa A1 KOMMOPTHOrro npebbiBaHNA
BCex nocetuTener v napTHepOoB cobbITWA. Hapany ¢
koMnaHver NOVATECH cBoto npoaykumio Ona Mepo-
NpvaTya abCcontoTHO 6ecnnaTHO NpegocTaBun Bosco
di Ciliegi, ®paHuy3ckmm gom Mmool Louis Vuitton 1 ak-
TyalbHble POCCUMCKe BpeHabl, Takie kak Pe for girls,
Izbarouge, MOS, Buktopua AHopusgHoBa, A shade
more, Not Addicted, The Robe Moscow, Steam Tailor,
Roseville, Ikat&More, Kokosha, M. Reason, Milo, Firdaws,
Olga Buzova Design, Maltseva Style, Elena Shipilova,
OTOCYON, Aset, Sabellino, Daria Melnikova. Takxe
noceTuTeny Moray nprobpecT HOBbIE W BUHTAMHbIE
npeoMeTbl rapgepoba OT YacTHbIX NUL, U 3Be3n Tea-
TPAa, My3blKalbHOWM CLIEHbI, KMHO 1 cnopTa. Kpome Toro,
BMepBble B paMKax OCHOBHOMO MeponpuaTna Oblna op-
raHv3oBaHa bapaxoska HTepbeposB “MHoro nodpa!l”.

3a 8 uacos MeponpuaTmnsg o110 codparo 4 009 644
py6nal Bce cpenctea Obinv nepegaHbl B NOMAb3y OeT-
CKOro xocnuca «JomM ¢ Magakomy». TakM 06pa3oM, Obiv
cobpaHbl AeHbr cpa3y a8 HEeCKOMbKMX OeTen-nogo-
MeYHbIX OeTCKOro XOoCnmca «JoM ¢ MagKoM», KOTOPbIM
TpeboBanacb JOPOrOCTOALLAA MeOMLMHCKAa TexXHMKa
019 NOAOEPMNAHUNS 1 OBNErYeHUs MN3HN.
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KATEFTOPUMHOE O®OPMJIEHUE B «3JIbOPALO»

RowenTa

MHHOoBALHMOHHEE NOAX0M
K yuna.n.ue

KomnaHma VIRTU 3aeBeplimnia O0AbLION MPOEKT,
CB$3aHHbIN C KaTeropuimHbiIM 0hopMIeHNEM TOPIrOBO-
ro o60opyaoBaHMNS B YeTbipHaOLUaTKW MarasmHax cetu
«2nboopano» No 3akaly SEB Group (Mockea v gpy-
rme KpynHble ropoga Poccun). Npadbrk odopmneHmnsa
Obl/1 O4YeHb MNOTHbLIM, HO BCE& MOHTa)M B UTOre Oblan
OCYLLECTB/1EHbl B COrNTacCOBaHHbIE CPOKW.

30HbI C TOBAPaAMU 019 MYMXUUH U KEHLWH 0hopM-

OTAEeNbHbIX TOBAPHbIX FPYMNMN MCNOb30BaHbl MHTepecC-
Hble rpadryeckmne pelleHra. B npoekTe ncnosb3osa-
JINCb UMUOXKM Ha MarHUTHOWM pe3unHe, Obln npon3se-
OeHbl OONONHUTENbHbIE 3/1EMEHTbl 000PYOOBAHVSA M3
MeTanna 1 TopueBble CTeHObI.

A HauyMHaNOCb BCé C TECTOBOIro oopMIeHna B Of-
HOM K13 MarasmHoB. TOT MPOEKT Ha kKoHkypce POPAI
RUSSIA AWARDS 2017 6bl1 0OTMe4YeH «30/10TbIM UH-

NeHbl B pa3HoOW LBETOBOW ramMme, a OS4 BbloeneHuvda  Oenuem».
e s Q.
KAPTOHHbBIE OUNCIJIEU Wi wowe | K BREPEBI
¢ - 1)
NIVEA e . 8 )
T ~ - f E
Komnanua VIRTU npounsBena ceputo KapTOHHbIX F i -
ctoek ona NIVEA. OHM nMetoT pa3Hble rabapuTbl B 3 o
3aBUCUMOCTU OT Pa3MeLLEHMNS B KOHKPETHbIX O3- 3 AT \ K i"‘
HNYHBIX CETAX. T (4 o
[MTonKn npenHasHadeHbl 019 BbikNaokk Llenko- |
BOro Mycca ONsg AyLla, a Ha Kproukax pasMellaeT- y
CA rMrvieHnyeckas rybHas nomaga. ﬂgma’;ﬁgﬁﬁ s _
P weonst & womsau 5
B OCHOBaHWN OMChIen o6pasyioT KPYr: Bbikian- ﬁ . b |
Ka Npomn3BOaMNTCA C 0BerX CTOPOH. ‘ &
' 4
&
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INITIUM

B 2017 roaoy koMnanus VHWUMYM BHeOpwuaa KOM-
MNIEKCHYIO OMHUMKaHanbHyto cuctemy Directorix™ onsa
B3aVMOOENCTBMA C MOCETUTENSIMM TOPIrOBOro LeHTPa
PUTA MOJIJ1.

2T0 yHUKanbHoe ana Poccuun pelueHre obbeanHm-
N0 Ha oaHOM NNatdopMe MHTEPAKTUBHbIE TEPMMHAIbI
MOOUbHbIE MPUAOXKEHUA 1 afdanTWBHbIN BeO-CanT.
JIto6oe n3MeHeHne B KOHTeHTe, Oyab TO CMeHa pacno-
NOXXeHWa apeHaaTopa v HOBOE cneumanbHoe npea-
NOXXEeHWE, MTHOBEHHO OOHOBIAETCA NO BCEM KaHaaM
KOMMYHWMKaLWMW.

Cucrtema aganTrBHa. JIIOOOM 3arpy»>KEeHHbIN KOHTEHT
aBTOMATUYECKM MOACTPAMBAETCS NOO HOCUTENb: Tep-
MUHanN, cMapThoH, MNK. lMNoceTuTenm NnonydaroT 4OCTYN
K akTyanbHOM UMHMDOPMaLUMKM B pPeXnMe peanbHOro
BPEMEHM MO BCEM LMMDPOBLIM KaHanaM. B cBoto ove-
peib agMUHUCTPAaUMSA LeHTpa n3taBneHa OT TPOMHOM
PabOTbl MO 3aMeHe 1 aganTaunm KOHTeHTa, ncnpasne-
HIO OLLUMOOK M HECOOTBETCTBUI.

KomnaHuva WHuumyM  paspaboTana  MOOUIbHbIE
NPUAOXEHUS TOProBoro ueHTpa Ha i0S u Android.
KoMMaKTHble 1 ObICTPbIE, OHWM COOEPXAT TY »Ke WH-
hopMaumto, 4TO U BED-CaWT, BKOOUYAOT B cebs 4yacTb
DYHKLUWN MHTEPAKTUBHOIO TEPMMHANA: HAaBMUIraLMo Mo
TOProBOMY LIEHTPY, MOCTROEHME MapLLUPYTOB.

18 | Ne16 1/18

NHTepdenc TepMmrHana, NpunoXeHum 1 sed-camTta
BbIMO/IHEH B €OMHOM (ODUPMEHHOM CTWSe 3aka3uuka.
O6Lllaa uBeToBas raMmma, WPUMdTbl U BHYTPEHHAA ap-
XUTEKTYpa CUCTEMbl YMPOLLAloT OpMEeHTaUMio 1 COo3-
O30T oLy LeHMe eaMHOro UMdpoBOro NpoCTPaHCTBa.

Takxke, B TL PUTA MOJIJT ycTaHOBMEHblI HecTaH-
OapTHble WHTEepaKTMBHbIE TepMUHanbl. V30rHyTbIn
KOpMNyC cAenaH M3 NCKYCCTBEHHOIO KaMH4, a npeMu-
aNbHbIN BHELIHWUIM BKWO AONOAHAET addekTHaa noa-
ceeTka. ObopyaoBaHME OPraHMYHO coYeTaeTcsa ¢ 0b-
CTaAHOBKOM U MHTepbepoM TLI,

ITM GROUP

BbICTABOYHAA MJTOWAOKA
And KOMNAHNMUA HUAWEI

B COYNA

OgHO 13 HanpaBNeHW Tpena-MapKeTUHroBoro xonguHra ITM
Group - TexHU4Yeckn MepdyaHgamsvHr. B pamMkax gaHHoOro Ha-
NpaBNeHna yCnewHo PeanmayTca NporpamMmbl MO YCTaHOBKE
M MHCTaNASUMM TOProBoro obopyaoBaHUa M opraHv3aunm Bbl-
CTaBOYHOro MpocTpaHcTBa. Tak, ITM Kraft opraHmszosana pado-
Ty BbICTAaBOYHOIO CTeHOa KoMnaHuy Huawei Ha Meponpuatun B
Coun gnga seHpopoB M.Bugeo «Ha BbicoTe». MecTo npoBegeHns
MeponpuaTng - Radisson Blu Resort and Congress Centre.

KomaHpa ITM Kraft paspaboTana gnsaviH BbICTaBOUYHOW 30HbI
Huawei; npown3sena 60 nantbokcos, 5 anbLl-cTeH, HaCcTOb-
Hble BOKCbl, OPraHM3oBasa NOrMCTUKY; OCYLLECTBMAa MOHTa)X
BCEW BbICTAaBOYHOW 30HbI, BKOUAA BbIKNaAKy M HAaCTRPOMKY Oe-
MO-00pa3uoB. a9 KoHCYIbTauu Ha cTeHae Oblla cChopPMMPO-
BaHa KOMaHOa npodeccroHanoB, COCTOALLAa M3 NPOMO-Nep-
coHana, hoTorpadosB 1 BM3axKMCTOB.

1319 BeHO0pOB, BOLLEOLWMX B COCTaB y4YaCTHMKOB, NaoLWaa-
Ka Huawei 6blna ogHOW 13 Hambonee nocellaeMor B paMKax
BbICTaBKM!

NMHOOPMALMOHHbBIVM BIONJTETEHD ‘

«JIASEPCTWU/b»
CTEHO ONs
BCTPAUBAEMOW
TEXHUKU
«BOSCH»

KoMnaHuma «J1a3epCTuaby peanmso-
Bafla MPOEKT CepuHOro Npomns3Boa-
cTBa OpPEeHOMPOBaAaHHOIO TOProBOro
obopynoBaHMa ONnd BCTpaviBaeMon
KYXOHHOW TexXHUKK «Bosch». Obopy-
n0oBaHVe M3roTOBAEHO M3 CTaNbHOrO
NMCTa C NOPOLLIKOBOW MOKPAaCKOW, CO
cBeTogmoagHow noagceeTkon. CTeHab!
YCTaAHOB/IEHbl B KPYMHbIX CeTeBbIX
MarasmHax 3M1eKTPOHWKM U BbITOBOM
TEXHUKW, B Pas3IMUHbIX pPermoHax
Poccun.
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AO «PUAT1»
MATA3/NH 2KO-NMPOAYKTOB
HA ®oYA-CUTU

Hamu bl npuayMaH 1 peanm3oBaH NpoekT oopMm-
NeHuVsa MarasmHa aKo-npoaykToB Ha Oya-cutu. MNpea-
NOXKeHre OblNo CcOoenaHo Kak anbTepHaTuBa CTaH-
0apTHbIM CTennakaMm 13 mad. EBponannerbl cTanm
OCHOBOW MOMOK ON9 MpoAyKumMn ¥ npunaBka-pe-
CenLlUH, @ ToNMnepbl, BbINOIHEHHbIE B TEXHKMKE «MNedyaTb
Ha QOCKaxXy», PasoenaT NPOAYKLUMIO Pa3HbIX BpeHaos.
K coxaneHuto, He Bbln peanm3oBaH MHOIOYPOBHEBbIN
CBETOBOW MOTOJIOK 13 NanfeT, KOTopbi co3nan Obl 3a-
KOHYEHHYIO KapTUHY MHTEPbepa, HO 1 6e3 Hero Nony-
UMIOCh APKO, M OYEHb BIOOMETHO.

OOTOMATA3NH PLENKINET

OCHOBHbIM MaTepranoM oMOoOPMAEHUA MHTEepbepa
coTtomarasumH Plenki.net ctana 21 mm chaHepa. 13 Hee
caenaHo Toproeoe obopynoBaHve W HBanky MNOTONM-
Ka. MNokpacka B KOHTPACTHbIEe YepHbI 1 6enbi LBeT
He CKpPbIBaeT, a nNogdYepKrBaeT dhakTypy MaTepurana.
OCHOBHbIM 2/1EMEHTOM, MPUTAMMBAKOLLEM BHUMaHWME,
ABASETCA CBETOBOW MOTONOK C YepHO-6enbiMun (hoTOo-
roaduamn. MpoeKT BbIMOSHEH apXUTEKTYPHbIM BIOPO
«BuTpyBUM 11 CbIHOBBAY

20 | Nel6 1/18

BYM-APT

B cepeguHe 2017 roga BYM-APT cTtan oduumanb-
HbIM U 3KCKJ/TIIO3MBHbLIM MPEeAcTaBUTENEM aMepUKaH-
ckon komnaHum EverBlock Systems. BopeaBLUMCb
Ha MMPOBOW PbIHOK, MPOAYKT Cpa3ly obpes Nonynap-
HOCTb Y OEeKOpaTopoB, OMOPMUTENEN, OPraHM3aTo-
POB BbICTABOK W MPAa3gHWKOB M, KOHEYHO, Yy (haHaToB
3HAMEHUTOro KOHCTpyKTopa LEGO, ¢ KoTopbIM acco-
ummpyeTtca npoaykuma EverBlock.

EverBlock - aTo Mogy/abHaa cucTeMa CTPOUTENbHbIX
O/10KOB, KOTOPAadA MO3BONFET COOpaTh NPAKTUUYECKM BCE,
yTO YrogHo. brnaromapsa WMCNOAb30BAHUID COEOVHAO-
LLMXCSt 6GOKOB, MOIb30BaTENM MOIYT LUTabenmpoBaTh U
nepemellaTtb BNOKK ONA Co3OaHnsa BCexX TUMOB uryp
1 cTPYKTYpP. C EverBlock MOXHO MOCTPOUTL CTEHbI, MO-
OyNbHYtO Mebesb, OMUCHbIE KabWHKK, aMchnen, 6apsbl,
CTOMKW OBLLECTBEHHOIO MUTaHUA, KOMOHHbI ANS Yanu-
HbIX LLIATPOB, OEKOop Aa event-MeponpuaTuiy, noauny-
Mbl, MPECC-BOMbI, KOHCTRYKUMM 019 ODOPMAEHS MECT
Npoaax, 0ObEKTbI C MOACTBETKOW 1 MHOroe gpyroe.

Bca nponykuma EverBlock nonHOCTbLIO Npon3BoanTCS
B CLLIA, B CToHM MNMOUHT, WTaT Hbto VopK 1 nMeeT Mexxay -

NMHOOPMALMOHHbBIVM BIONJTETEHD

HaPOAHbIM cepTUdUKaT NnoxxapobdbezonacHocTy UL94HB,
obnagaeT HU3KMM YPOBHEM TeMmI0NPOBOAHOCTY U ABAA-
eTCA NOMHOCThIO Be30MacHOW 419 OOV U MVBOTHbIX.

YBUOETb BAOKM BOOUMID, MOXKHO B LLUOY-PYyMe KOM-
naHnm BYM-APT B MockBe. A NMoKyrnkKa 1 apeHaa BO3-
MOXXHbl Ha TeppuTopUK BCen Poccun.,
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LBL MARKETING PRO

KALUMO C RGB-NOACBETKOW B EBPOMNENCKOM

KomnaHuga LBL Marketing PRO npegcTtaBnaeTt npo-
eKT, peanmsoBaHHbi B TPLL «EBponerickmum» B mony-
NAPHOW 30HEe Ha MepBOM 3Ta)ke OKOMO BXOOa: LBe-
TOBOM MOAMYM ONS KalUNO W3 MAACTUKOBbIX KyOOB,
PACMNOMOMKEHHbIX Ha OBOLLEN OCHOBE 1 MMEIOLLIMX Pa3-
Hble YPOBHM MO BbicoTe, ¢ RGB-noaceeTkow, niaBHO
MEHSALLEN LUBETOBY raMmy. [Npy MOMOLLM NPOrpam-
Mbl OMepaTUBHO PEryavpyeTca LBEeT Kaxgoro Kyoa,
€ro HacbILLEHHOCTb, MOPAOOK YepenoBaHMa LBETOB.
HecMoTpa Ha haHTaCTUYECKM CxKaTble CPOKM — pea-
NM30BaTb MPOEKT C HYAA OO FOTOBOW KOHCTPYKLUMK U
noANMcaTb COOTBETCTBYHOLLME OOKYMEHTbI Mbl YCRENN
3a Hepento — pe3ynbTaT CTaN 3acC/y»XeHHOW ropao-
CTbtO KOMaHabl. «Korga nponssenéHHaa KOHCTPYKLMA
BbIrAOVT €LULE KayeCTBeHHee, UeM eé opurmHan-ma-
KeT Ha KOMMbloTepe, MOHMMaellb, YTO MOXHO MOX-
nonatb cebg Mo nnedy u ckasaTb: «Xopolwaa Obina
6UTBa, U Mbl B HEW NobBegnnmn», - MPOKOMMEHTMPOBAN
Hukonanm CanpblKMH, MeHemxep No padoTe C KAneH-
TaMy 11 PYKOBOOMTENb NPOEKTA.

10-13/04/2018

RUSSIA

WVVARDS

NMpuem 3a8BOK
Ao 10 mapta 2018 ropa

P#:LYCASA

COMPOSITES

3A Composites GmbH

Ten.: +7 499 398 1840
hector.napoles@
display.3AComposites.com
www.display.3AComposites.com

3A Composites — nogpasgeneHre KoMnaHum
SchweiterTechnologies. [pynna koMnaHnm paspabaTbi-
BaeT, MPOM3BOAUT U peanmsyeT KOMMNO3UTHbIe MaTepua-
Tbl, MPUMEHAeMble B cdpepe apxXUTEKTYPbI, BU3yallbHOM
KOMMYHMKaLMKM, AeKopa NHTepbepoB, TPaHCNopPTa M NpPo-
MbILISTEHHOCTM.

o

/L) addisplay

3D DISPLAY

Ten.: +7 (495) 789-46-47
Skarpenko@3d-display.ru
www.3d-display.ru

- Poccumcknn npoussoamtens POSm 1 instore-o6opyanoBaHus.
Pabotaem ¢ 2004 roga

- Top-5 npoussoguntens POSm B Poccuin No KOUTEPUAM Hadex-
HOCTK, KayecTBa u KpeatmHocTu (Gfk Rus, 2016)

- CobCcTBEHHOE COBPEMEHHOE NMPOM3BOACTBO B MOCKBe - 6onee
6000M?

- Hoy-xay B M3roTOBNEHNN KAPTOHHbIX CTOEK M Mpenak aAMcnnees

- 9KkcnepTmn3a - [nzanH - Mpon3eoacTso - Jlornctnka - Cepsuc

Ace Target

intensive sales agency

ACE TARGET

Ten.: +7 (495) 685-94-58/59
www.ace-target.ru

Ace Target - areHTCTBO MHTEHCUBHbIX NPOAGM AN KPYMHBIX MEX/1YHa-
POAHbIX 1 POCCUMCKIX KOMNaHMI. Bonee 16 NeT areHTCTBO NPeaocTaB-
NAET 3KCKIO3MBHbIE 11 KAYeCTBEHHbIE PeLleHMs B 061acT MepyeHaan-
3VIHra, TOProBOro v LLIONNep-MapKeTuHra. B ynucne knveHTos Ace Target
Takve 6peHbl, kak Danone, Evian, Lindt, Kinder, Chanel, Loreal, Nutricia,
Bosch, MupaTtopr, benasa Jaua, Cnassanka, Tchibo, Philip Morris, 1 MHorve
npyrue. Ace Target ycnewHo paboTaeT B KPYNHENLWMX POCCUNCKMX MO-
poaax 1 umeeT 3 oduca v 16 permoHanbHbIx NpeacTasnTenscTe. KomaHaa
areHTCTBa VMeeT XOPOLLYIO 3KCNePTHN3Y U MOTVBMPOBAHA Ha OTNYHbIN
KIMeHTCKIM cepsuc. B uTaTe areHTcTBa 60nee 5000 MepueHaan3epos.

MR ADDREALITY

ADDREALITY

8 (800) 333-73-17
order@addreality.com
www.addreality.ru

Addreality - poccnmnckumin paspaboTumk NPOrpaMMHoOro obecne-
yeHnd B cchepe Digital POS n KnneHTCKoM aHanuTmnku. Paspa-
60TKa KoMNaHuK - nnatdopmMa Addreality Sphere - ncnonbayet-
ce cneumanmMcTaMm No MapKeTUHNY 1 pekame, paboTalol M B
putenne, 6aHkoBckow cdepe, npennpuatnax HoReCa, n opyrmx
oTpacnsax, rae HeodbxoaMMo eAnHOe KOMMIEKCHOe ynpaBnieHne
KOMMYHMKALMAMYM C MOCETUTENAMU 1 KNMeHTaMu. PelleHmne
NoMOraeT HacTpaMBaTb, KOHTPOMMPOBATb 1 aHaNM3MPOBATb
peKkaMHble KaMMaHNKM B TOUKaX NMPOAANX.

ADLIBITUM

RETAIL BRANDING COMPANY

ADLIBITUM

Ten.: +7 (495) 971-39-69
E-mail: info@adlibitum.ru
www.adlibitum.ru

ADLIBITUM retail branding company - nepsoe B Poccun 6peHanH-
rOBOE areHTCTBO, CTaBLUee 3KCMepToOM B 061aCTu pUtenn-6peH-
ouHra. C 1995 roga Mbl 3aHMMaeMcs CO3AaHNEM KOMMePYECKu

3 heKTUBHbIX OPEHAO0B B puTelne ¢ 06LnpHoM reorpadurent 8 PO
1 cTpaHax CHI Bo Bcex cermMeHTax puremnna.

BOOST TEAM

Ten.: +7 (499) 753 49 40
E-mail: info@boost.team
www.boost.team

BOOST TEAM-MapKeTUHroBoe areHTCTBO NHTErpPUPOBaHHbIX
KOMMYHUKaLMN. HagexHbIn napTHep C 3aCyXeHHOM penyTa-
LMel Ha pbiHKe. Hall BGU3HeC AeNUTCH Ha HECKOIbKO Killove-
BbIX COCTABNAIOLLMX:

+ Btl/Consumer Promotion/Events;

+ Creative/Design/Production;

« Audit/Trade/Shopper marketing

& s
VY,

BRIGHTEN

communication group

BRIGHTEN

Ten.: +7 495 660 96 17
info@brighten.ru
www.brighten.ru

KomMyHMKaumoHHas rpynna BRIGHTEN - Beayuimi akcnepT B 06-
NacTu NPOV3BOACTBA MHHOBALMOHHbBIX POSM 1 HecTaHAapTHbIX pe-
KnamHbix petlernit. BRIGHTEN 370 koMnaHma ¢ 11-NeTH1UM OMbITOM
BO MHOTMX OTPACASX MapKeTUHra 1 peknamMbl, COBCTBEHHOM NPOKN3-
BOACTBEHHOW 6a30 1 NOUCTUHE BNeYaTNAoLLIMM NOPTHONO, KO-
TOPOE BKIOYAET MHOXECTBO KPACKBbIX MPOEKTOB, PeaM30BaHHbIX
Mo 3aka3sy KpynHenLwnx Mnposbix 6peHaos. Grunocodud Brighten
3aKJ/0YeHa B CAMOM Ha3BaHMK, a hupmMerHbIn cnorand “We will make
you shine!” MoAHOCTBIO packpbIBaET MOAEb Hallero BusHeca.

www.popai-awards.ru

BRAND
DIRECT

BOJIbLLUE HEM KAPTOH,
BOJIbLLIE HEM PEKITAMA

Brand-Direct Group

Ten.: +7 (495) 781-70-02
posm@brand-direct.ru
www.cardboard-posm.com

MponssoacTBeHHas koMnaHma Brand-DirectGroup - pa3s-
paboTka 1 NMPOW3BOACTBO OObLIX U3AENUM U3 rodpo-
KapToHa 1 He Tonbko. Brand-Direct - oprieHTUpOBaH®bI

Ha PaboTy Kak C pek/laMHbIMU areHTCTBaMu, Tak 1 C
KOHEUYHbIM KJTMEHTOM.

NMHOOPMALMOHHbBIVM BIONJTETEHD
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Canon

CANON

Www.Canon.ru

Kopnopaung Canon Inc., ronoBHoOM onc KOTOPOW pacnono-
»eH B Tokno (AnoHnsg) — MMpoBoW nnuaep B 061acT Co3aaHng
npoayKuum Ang dopMnpoBaHms 1 06paboTKK U300PaKEHUN.
Co BpeMeHM ocHoBaHuKa B 1937 1. koMnaHua Canon 3aHsna yBe-
PEeHHble No3uLMK B cdhepax hoTo- U BUOEOTEXHUKM, CUCTEM Be3-
OMNaCHOCTU, UHOMBUAYANbHOM 1N NPOMECCMOHaNbHOM NeYyaTtu, a
TaKXXe pelleHnn ANs KOpnopaTUBHONO AOKYMEHTO060poTa.

B Poccuun kopnopauyto Canon npeactasnget komnanua OO0
«KaHoH Py». Odunchl KOMNaHny pacnonoxeHbl B MockBae,
CaHkT-lMeTepbypre n HoBocmbupcke.

INSCOM Solutions

TenedoH: +7 (495) 777 01 96
info@inscomsolutions.ru
www.inscomsolutions.ru

I INSCOM
Solutions

KoMnaHua peannsyeT pelleHuns B 061acTu YnpasneHus
Lenamn MocTtaBok (SCM). EQMHCTBEHHbIN TUM NPOAYKTA,
C KOTOPbIM Mbl MPOKW3BOAUM onepaumnmn, apnatoTca POSM
M Toproeoe obopyaoBaHve. HapaboTaHa Konoccanb-
Hasa aKcnepTM3a B 061aCTU NOTUCTUKW, MHCTaNNaUuMm v
obcnyxmnBaHug POSM.

CORPORATE
MARKETING
SERVICE

CMS Russia

Ten.: +7 495 545 44 60
info@cms-russia.com
WWW.Cms-russia.com

CMS - peknaMHO-NpPoM3BOACTBEHHAs KOMMNaHMS C OMnbIToM pabo-
Tbl B POSM-unHayctpumn 6onee 15 net. CMS cerogHs:

-6 PernoHasnbHbIX NPeaCcTaBUTENbCTB

- MPOV3BOACTBEHHbIE MNAOLWAAKN B 6 ropogax PO

-6onee 135 ropoaos NpUcy TCTBUS

-6onee 1000 ohUCHbBIX COTPYAHUKOB U TEXHUYECKOro NepcoHana
-6onee 110 eaAMHML MaNIOTOHHAHOIO 1 CPEAHETOHAXHOro aBTo-
TpaHcnopTa

Integrated
Trade Marketing Group

Integrated Trade Marketing

GROUP

contact@itm-gms.ru
Www.itm-gms.ru

Integrated Trade Marketing Group (ITM Group) - rpynna
KOMMaHWM, NpenocTaBnatoLlas peweHna B cchepe Map-
KeTuHra 1 Npofak, Ha peiHke ¢ 2004 roaa. B koMnaHuu
ecTb AenapTaMeHT, Cneunanmn3npyoLLnncsa Ha TexHnye-
CKOM Mep4yaHaam3unHre.

25

coral|GrourP

MARKETING COMMUNICATIONS COMPANY

Coral Group

Ten.: +7 (495) 697-82-44
E-mail: info@coral-group.ru
www.coral-group.ru

KomnaHma CORAL GROUP npennaraeT WWMPOKUM CnekTp
YCNyr B cdhepe MapKeTUHIOBbIX KOMMYHMKaLUuM. OCHOB-
HbIM HanpaBneHneM AeaTeNbHOCTM KOMMaHUK 9BnsaeTcs
BM3yanmM3aumsa TOProBbiX Mapok B MecTax npoaax<. Hauu
25-neTHUM onbIT U HapaboTaHHasa aKCcnepTM3a NO3BONA-
eT BbIMONHATb NPOEeKTbl NI0OOM CNOMXHOCTY ONnepaTuBHO
1 C MPUMEHEHMEM CaMblX COBPEMEHHbIX TEXHOMOTM M.

LBL Marketing Production

Ten.: +7 (495) 989-12-36
zakaz@Ibl-mpro.ru
www.lbl-mpro.ru

KoMnnekcHbIM MOCTaBUWMK NPOAYKUUK VU YCNYT 41K
TPpena-MapKeTVHra, PasnYHbIX MPOrpPaMM MapKETUHIOBOW
noaaepP»KKU PO3HMUYHbIX TOProBbix ceTen n HO-RE-CA.
YcnewHo padoTatouwaa B o6nactax an3anHa, pas3paboT-
KK, nponssoacTea POS MaTepranos, MPOMO-YNaKoOBKM,
peknaMHo-nonurpadryeckom 1 CYBEeHUPHOW NPOaYK-
UM, MPOMO-o4exabl.

DaMax

point of sale

Da-Max

Ten.: +7 (495) 585 88 53
novatek55@gmail.com

MpounzsoactBo POS-MaTepranoB v pekaMHbIX KOHCTRYK-
UMM 13 Pas3IMYHOro Tuna naacTUKoB M KOMOUHMPOBaH-
HbIX MaTepPManos.

OkTolpunHT CepBUC

o atHPRINT

SERVICE

TenedoH: +7 (499) 490 10 91
info@oktoprint.ru
www.zund-rus.ru

«OKTOlMPUHT CepBUC» ABNFETCA NpeacTaBmTenemM
koMnaHunm ZundSystemtechnik AG - wBenuapckoro
NPOM3BOAMNTENS YHUBEPCAbHbIX LMMDPOBLIX MAaHLWeT-
HbIX PEXYLLMX NNOTTEPOB. PexxyLimne nnotrepsl Zund
OTNINYAOTCS BbICOKOM TOYHOCTbIO U HaAEXXHOCTbIO, a
MOOY/IbHOCTb KOHCTPYKLUMM U BONbLIOE KONMYECTBO
Pas3NUYHbBIX MOAYen 1 MHCTPYMEHTOB MO3BONSET pe3aTb
1 hpesepoBaTb pPa3fiMyHbie MaTepranbl

DO

creative
group

DA Creative Group

Ten.: +7 (495) 970-57-47
love@da2brand.ru
www.da2brand.ru

Mpynna koMnanu DA Creative Group 9BigeTcsa akcnep-
TOM B YNMpaB/eHMV NOKYyNaTeNbCKUM NoBedeHveM. imesa
COOCTBEHHYIO MCcCcnenoBaTebCKyo 1 MPOM3BOACTBEH-
HY0 6a3bl, a Tak»Ke KpeaTuBHyto cTtyguto, DA Creative
Group obecneyriBaeT NOMHbIM LMK paboT B o6nacTu
MapKETUMHIOBOrO YNPaBAeHUA KaTeropuaMm B putenne,
CTUMYNMPOBaHMga npofax 1 POSM.

P.O. Smart

Ten.: +7 (495) 780-99-25
info@posmart.ru
www.posmart.ru

we PO mart

Komnanua P. O. Smart y>xxe 6onee 10 neT yBepeHHO
NMAOVPYeT Ha PbiHKe NPOW3BOACTBA PeK1aMbl, mpennaraga
CBOUM NapTHEpPaM B MockBe 1 No Bcen Poccun TONbKO
camble 9D DEKTUBHbBIC, ApKME U MHAVMBUAOYaNbHbIE Cpe-
cTBa AN49 NPOABUMMKEHNSA OpeHaa.

DIXI

PEKJTAMHO-
MPOM3BOACTBEHHAS
KOMMNAHMA

DIXI Pro

Ten.: +7 499 9510530,
+7 499 9510531

info@dixipro.ru

www.charsky.ru

PeknaMHO-Npon3BoacTBeHHas komnanusa DIXI Pro Ha pblHKe Npouns-
BoacTea POSM n nonurpaduyeckon npoaykumn ¢ 2001 roga. 3a ato
BPEMS Y KOMMaHWUM CNIOXMMACh PernyTalmns HaoexHOro napTHepa, Bbl-
NONHAOLWEro 60MbLION 06bEM 3aKa30B KA4YeCTBEHHO M B KOPOTKME
CcpokM. OCHOBHblE KNMEHTbI KOMMaHWUM — KPYMHble MPOU3BOAWTENN
C 0ONrOCPOYHbIMU NpoekTamMu. OCHOBHbBIMW HanpaBAEHNAMY Halen
paboTbl 9BAA0TCA: Npom3soacTeo POS MaTepnanos; NPOM3BOACTBO
noanrpaduueckon NPoAYyKUNM; NOFUCTUKE; MOHTAX.

POS MEDIA Russia

Ten.: +7 49518116 81
WWwWw.pos-media.ru

POS MEDIA Group - nugep eBponenckoro poiHka in-store
KOMMYHUKaUWM, akcnepT B o6nactn ahdekTUBHOIo BO3-
NencTBMA Ha NoBedeHMe nokynaTtenem B ToYKax Npoaarx,
SKCKO3UBHbIN NAPTHEP KPYMHEWLLINX PO3HUYHbIX CeTel.
Pacnonaraa oducamMm B 6 eBPOMENCKMUX CTpaHaxX, Mbl
yCNeLwHo pa3MelllaeM pekflamy B TakMxX TOProBbIX ceTax,
kak Tesco, Ahold, Metro C&C, SPAR, Kaufland, Casino,
Auchan, MaruuT, JleHta, O'Ken.

HP

Ten.. + 7 (495) 797-35-00
www.hp.com/go/scitex

KoMnaHuna npegocTaBndaeT pelweHnda B obnactut MT-nH-
DpPacTPYKTYpPbl, MEPCOHaNbHbIX BbIYMCAUTENBHbIX CU-
CTEM M YCTPOWCTB AOCTYMNa, YCNYr No CUCTEMHOW UHTe-
rpaunv, CEPBMCHOM MNOOOEPMKKE M aYyTCOPCUHTY, @ TakKe
YCTPOMCTBa NnedaTh 1 CpencTBa BbIBOAA M30OPparKeHM.

PUBLIC TOTEM

Ten.: +7 (495) 797-45-42
www.publictotem.ru

PUBLIC TOTEM

SINCE 1991

25 net B POS-mHAYCTPUM B NapTHEPCTBE C HalLMMK
KNMEeHTaMM - Nyyllas XxapakTeprcTrKa HagexHOCTH,
cTabuNbHOCTU U ycnexa.

//& a (ﬁPEHMAHKE T

Idea Supermarket

Ten.: +7 (495) 234 00 33,
+7 (495) 232 0103
www.ideasupermarket.com

Komnanua ldeaSupermarket - 370 ogHa 13 BeayLMx B
Poccum orpM, cneumnanmsmpyolmxcs Ha CO3aaHnm KOH-
Lenuum ang npeanpuatum TOproeaun. Yxxe 6onee 20-tu
NeT Mbl KOHCYIbTUPYEM, pa3pabaTbiBaeM OM3alH-NPoeK-
Tbl TOPrOBbIX 3a/10B M TEXHOOMMYECKMX LIEXOB, CO3aeM
MHTepbepbl, Nnogbunpaem 1 yCTaHaBnmMBaeM npodeccuno-
HanbHOe obopyaoBaHue.

PVG
v Ten.: +7 (495) 604-11-02
pvg@pvg.ru
NUBHUOXKK WWW.pVJ.ru

PVG npegnaraet MmacwTabHble pelleHns gna nHay-
CTpumn indoor pekiambl: OT Pa3paboTKK KOHCTPYKUUIM 40
MHCTaNAAUMM 1 CePBUCHOrO OOCAYXXMBaHKSA B TOPTOBbIX
Toykax Poccum n CHIL YHuKanbHoe obopyaoBaHme no-
3BoNdeT npounssoanTe POSM 13 kapToHa, MeTanna, nna-
CTUKa 1 MCNONb30BaTh coBpeMeHHble digital TexHonorum.

INnitium

Initium

info@initium.ru
www.initium.ru

PeweHna MHMUMYM 019 KOMMEPUYECKOM HeABMUMOCTN
TepMrHanbHaa TOProeas 4ns putenna
VHTepaKTUBHbIE CEHCOPHble TepMuMHanbl ona TPL,
MHTepakTrBHOE 3epKkano TweetlLook

RedinDesign

Ten.: +7 (495) 917-78-71
info@redindesign.ru
www.redindesign.ru

Hes3aBucrMan cTyana rparyeckoro amsamnHa, cneyma-
NIN3NPYIOLLAACS Ha KOMIMJIEKCHbIX PeLleHnax B 06nacTu
peknambl 1 6peHgunHra. Co3naHa B 2005 roay
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RETAILOR

Retailor

Ten.: +74957290666
kostomarov.dmitry@retailor.ru
www.retailor.ru

Retailor — ynpaBngoLwlas KOMNaHysa caMoro KpynHoro
B Poccumn onepaTtopa TeXHUYeCcKoro MepyaHgamamnH-
ra, c 2006 roga caMoOCTOATENbHO MPUCYTCTBYOLWLErO

B 106 ropogax ctpaHbl, o6nagatowero 15 7. KB. METPOB
CKNNaACKUX nnowiagemn, KoMmaHoom ns 850 TexHuyeckmx
crneunanncToB BbiCLUEN KBanuduKaumm, MMetoLLX Bce
HeoBXOoAMMble LOMYCKU.

2> williamsleatag

Williams Lea Tag

www.williamslea.com

WilliamslLeaTag npeactaBngeT NOAHbLIV NakeT pelleHunn
Mo ayTCOPCUHIY N PEUHXXUHUPKWHIY B1U3HEeC-NpoLeccos,
B TOM YMCJIe MPOLECCOB 3aKYMOK MPAMbIX U HEMPSAMbIX
MapKEeTUMHIOBbIX MATePMaoB: OT KpeaTnsa W/1nnu agan-
TaUVu MaTepuasaoB B Pa3IMYHbIX KaTeropmsx.

retail branding

Retail branding

anna.wirth@retailbranding.at
www.retailbranding.at

Retail branding - Begyllee eBponenckoe areHTcTBo

co crneumnanmaaumen 6peHanHr 1 A1M3anH MarasmHoB.
OcHoBaTeNnb KoMNaHuy - ApHAT TpavHaA, KOHCYbTAHT C
MUPOBbLIM MMEHEM U aBTOP KHUM MUCCUA KOMMaHUK: CNo-
COBCTBOBATh PA3BUTUIO pUTENIa, MOMOraTb PO3HUYHbIM
KOMMaHWaM CTaHOBUTbCHA Bonee NprBaeKaTebHbIMU,
KMEHTO-OPUEHTVPOBAHHbBIMY 1 yCMeLlHbIMU.

APNATI

Ten: +7 (812) 33-45-333
info@arial.ru
www.arial.ru

KomnaHua «APVIATT» 6blna ocHoBaHa B 2003 roay, Kak
NOCTaBLMK YCAYT MO nedaTn n3obpaxkeHumn gna npous-
BOLACTBa HAaPY»XHOW N UHTEPbEPHOM PEeKJ1aMbl B CEMMeH-
Te B2B. Ha gaHHbIM MOMEHT Halla KoMMaHua aBnaeTcsa
OOHOW VM3 NUONPYOLWMX B OTPACV LUMPOKOMOPMaTHOW
neyaTtu No NPOW3BOACTBEHHOWM Base

Seven

Ten.: + 7 (495) 748 59 59
info@7-agency.ru
WWww.7-agency.ru

AreHTCTBO Seven NosaBUIOCH Ha pbiHKe 6onee 18 net
Hasad U cneunannsnpyeTcsa Ha peanmsauny pasHonna-
HOBbIX MPOrPaMM B 06NACTY TOPrOBOro MapKeTUHra
(MOTMBALMOHHbIE MPOrpamMMbl, MepyeHaam3unHr, in-store
KOHCYNbTUPOBaHue, retail audit, ynpasnenmne POSM 1 1.4.).

VITRINA A

ESTABLISHED IN 1994

Vitrina A

Ten.: +7 (495) 234-99-00
welcome@vitrina.ru
www.vitrina.ru

Vitrina A - 3TO YHVKaNbHaa KoOMNaHu4, padoTatoLlasa

B cchepe MapKeTUHIroBbIX KOMMYyHMKaun. Vitrina A
cerogHa - a1o 60nee 10000 yHMKaNbHbIX MPOEKTOB C
6onee yem 70 komnaHmamy n3 TOP-10 B CBOMX OTpacnsx.
Vitirna A 3aHnMaeT 6-t0 no3unymio B8 TOP-10 no Bocnpusa-
TVIO cpenun peknamonaTenen.

SPINETIX

SpinetiX

Ten: +7 495 669 37 47
E-mail: info@dstools.ru
www.dstools.ru

Mbl MPOU3BOAMM Meaunaneepbl U COMT ANa: Anucnnie-

eB MeHob0opa0B, BMAEOCTEH, CBETOAMOAHbIX 9KPAHOB,
MegMamhacanoB, MPOEKTOPOB, MHTEPAKTUBHbBIX KMOCKOB.
JTto6ble 3a0aum OTOBPaXKEHNS U MHTEPaKTMBa — OOAHO
wBenuapckoe obopynoBaHme. bes NMuUeH3MoHHbIX nna-
Texxewn, SaaS 1 obnayHbIX CEpPBUCOB.

TPYNNA NPEANPUATHH

SIroTakK

roTaK

Ten.: +7 (495) 258-85-80
(006.318 n 234)
Elena.Kurakina@gotek.ru,
Konstantin.Glushenkov@gotek.ru
www.gotek.ru

Moynna npegnpuatun «FOTOK» - kpynHenwum B Poccun
NpPoKM3BOAUTENb YMAKOBKM U3 MNIOCKOIO M ropPUpPOBaHHOIO
KapTOHa C 0thCeTHOM U hnekcorpadryeckom neyaTbio, rmo-
KOW yNakoBKM 1 YMakKoBKK 13 hopMoBaHHoW Bymaru. Ceroa-
Ha B rpynny npeanpuatnin «FOTOK» BXOOAT WeCTb Npou3-
BOACTBEHHbIX KOMMaHWM, PAacnoNOMXEeHHbIX B TPeX permoHax
P® - JleHuHrpagckomn, Tynbckon n Kypckon obnactsax.

L
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TradeZone

Trade Zone Service

Ten.: +7 916 690 8318,
m.sokolov@tradezone-service.ru
www.tradezone-service.ru

«TradeZone Service» — KOMNaHUg, 00begnHaLLasa
npodeccuoHabHyO KOMaHay cneumanmcToB, OKasblBa-
IOLLMX KOMMIEKCHbIE YCNYr B 061aCTU «TEXHNYECKOro
MepyaHaamnsvHra» POS, TOProBoro v peksaaMHoro o6o-
pyaoOBaHMA B 1IOObLIX TOProBbliX 30HaxX Ha BCeM TeppuTo-
pun PO.

OEKA

Ten.: (4852) 76-49-14
chilikov@deka.yar.ru
www.deka.yar.ru

KomnaHua « JEKA» o6nanaet 20 Ne€THUM ONbITOM B
pa3paboTke 1 npomnssoacTee POS maTtepunanos. [leka

- 9TO COBPEMEHHbIV MPOU3BOACTBEHHbIN KOMMEKC, Ha
KOTOPOM MPUMEHSIOTCA MHHOBALVMOHHbIE TEXHOMOTMK B
06paboTKe NNacTrka, MeTana, NasepHomn 1 MexaHmnye-
CKOWM rpaBUpPOBKe, NevaT U 0epeBoobpaboTKu.

ADVERTISING
COMPANY

\‘TT

TTG

Ten.: +7 (495) 510-67-21
andreyl@ttg.ru

TTG — cepBucHaga koMnaHma. OCHOBHada Halla 3ajada -
pelwaTb NpobemMbl KNMEeHTOB. B cocTaBe Hallen komMna-
HUW: AM3anH-CTYaAna, NMPOW3BOACTBEHHbIM OTAeN, in-store
oTAenN, a Tak»XKe OTAe bl TOTUCTUKU, CYBEHUPHbIW oTAeN U

Ounsa

Ten.: +7 (495) 23-13-888
info@diza.ru
www.diza.ru

Mpopa)a 1 nepepaboTka caMokneaumxca neHT TESA,
ORAFOL, ATP v n3genum n3 Hux. Npon3BoaCcCTBO TEXHO-
NOrNYECKKX Bbiceyek, B T.U. M3 ABYCTOPOHHUX CaMOKJ/1ea-
LWMXCA 1EHT.

www.ttg.ru oTtnen digital.
UNITE - aKTMBaLMOHHbIN MAPKETUHI HaLLENEHHBIN Ha NPOAaXM. AreHTCTBO
006/133ET SKCNePTU3011 B peann3alum trade 11 promotion Kamnanui heaepans-
UNITE HOrO MacLLITaba, a YHUKaNbHbIN OMbIT M HAKOMNEHHas 3KCNepTI3a NO3BONSOT

Ten.: 8 (495) 748-59-57
M.Pimenova@unite.agency
CawnT: unite.agency

0eann308BbIBaTH BbICOKOTEXHOMOMMYHbIE PELIEHMS BO BCEX KaHanax, nepecexas
digital u trade. OCHOBHOW yNOP B HALUMX NPEANOXKEHNAX Mbl AENAEM UMEHHO
Ha GU3HEC Pe3YNbTaTI, MCMOMb3YS /1K 3TOTO CaMble KPeaTUBHbIE PELUEHNS 1
NPYMEHNMbIE UHHOBALMN. Mbl CTREMUMCS ObITb HAAEXHbIMW NaPTHEPaMM AN
HaLmx KMEHTOB, MOCTOSIHHO PACLUMPSAS CIEKTP YCAYT 1 NPV 3TOM COXPaHss
Hallle BbICOKOE KayecTBo paboThi!

= -

Display Design Company

Oucnnen dnsanH KoMnaHu

Ten.: +7 (495) 988-29-94
ab@displaycompany.ru
www.displaycompany.ru

Oucnnen OunsanH KoMnaHu - poccumcKasa pekam-
HO-MPOW3BOACTBEHHAs KOMMNAHWA C MHOFOTeTHUM
yCneLwHbIM OMNbITOM PaboTbl. Mbl cneunanm3npyemMcs Ha
pa3paboTke 1 NnpomnssoacTee P.O.S.M., NpOMO-ynakoBKMU,
peknaMHOW nonurpaduyeckom NpoayKLUnn.

@) VENTRA

VENTRA

marketing@ventra.ru
www.ventra.ru/trade

VENTRA — akcnepT B chepe ayTCoOpCHHra Bu3HeCc-npoLeccoB. KOMNaHms 0CHO-
BaHa B 2002 rofy 1 BXOAMT B BbICOKOTEXHOMOMMYHBIN X0onanHr Mirantis (CLLA),
celyac 3aHMMaeT MManpyoLLMe No3nUMKM Ha phiHKe. DOKYC Br13Heca — BbICOKME
TEXHONOI U V1 3NEKTPOHMKE. IKCNePTM3a KOMMNaHMM NO3BONSET pa3pabaTsiBaTh
VIHCTPYMEHTbI 119 3DMEKTUBHOMO YNPaBNeHNa Kak NPOAaKaMI Vi NONEBON KO-
MaH[0M, TaK 11 OCTaNbHbIMIA QYHKUMSMI ANS NPOABVKEHNS NPOAYKTE Ha PbIHKE.
VENTRA Trade sBAsieTCs NpOBaiiaepoM Ans cenytoLLyx komnanmii: KARCHER,
Dyson, LOEWE, BOSE, Apple, Philip Morris, Henkel, Philips, Husqvarna, 3sotop.

Double V

Oy6nb B

Ten.: +7 (495) 725-08-88
info@doublev.ru

KoMmnanua «y6nb B» 6blna cosnaHa 8 1992 rogy. 3a Aa
0ecATUNeTNA KOMMNaHKa 3BOMOLMOHMPOBana oT NoCTaB-
WKa ByMaruv 4o CUCTEMHOIO MHTerpaTopa B 061acTu
nonurpadun. B HaweM accopTMeHTe — BeCb KOMIMeKC
nonurpaduyeckyx Matepranos.

VIRTU

25 net
B oBu>keHUn

VIRTU

Ten.: +7 (499) 951-03-09
info@virtu.ru
www.virtu.ru

VIRTU 9Bns€TCS NapTHEPOM KPYNHEMLWMX MUPOBBIX OPEHIO0B MO OCYLLECTBNe-
HIIK0 VX CTPATErUM B MECTaxX NPOAaX. Mbl NPEAOCTaBASEM KOMMIEKCHYIO YCayry
(3KCnepTM3a M KOHCANTUHT - Pa3paboTka - NPOU3BOACTBO - UHCTANNALMN 1
CEPBUCHOE COMPOBOXEHE) MO PEaNM3aLN NOHOTO CMEKTPa CReayioLLIuX
peLUeHNit: KpaTkocpouHble POSM 113 KapToHa, A0NTOCPOYHbBIE MPEMMANbHbIE
POSM, aKkcki031BHas Toproeas Medenb 1 MoHoOpeHaoBble By THKK. Co3aaHe
KPeaTMBHOrO MPOAYKTa, CMOCOBHOM0 MaKCHMabHO 3MMEKTUBHO PeLLaTh 3aa-
Uy 6PeH[a B TOPrOBOM 3a/1e, Mbl CUMTAEM [aBHOM 3aa4el KaxA0r0 NPOEKTa.

INELDISPLAY

PANTONE 639 C

WHEN OVUCNNEN

Ten.: +7 (495) 232-66-00
info@inel-display.ru
www.inel-display.ru

Lun3arH 1 Npon3BOACTBO LUMPOKOro cnektpa POSM,
BKJItOYasA: AMCnien, AnCneHcepbl, CBETOBbIE 3HAKW U
naHenu, MeHtb60pPabl, MEHIOXONAEPbl, LUeNdCUcTeMsbl,
2n1eKTpoHHble POSM. [oTOBbIE pelleHna Aas MmepyeHgan-
3UMHIra M 0hOPMIEHNA TOPrOBbIX 3a/10B: CUCTEMa pa3sae-
nuTenen n TonkaTenew, LeHHnkoaepKaTenu, HanonbHble
CTOWVIKM
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J1azep Ctunb

Ten.: +7 (495) 734-91-56
info@laserstyle.ru
www.laserstyle.ru

MNCCUNA KOMMAHWMI: Cnocob6CcTBOBaTb MOBbILLEHWIO
npoaa<, MPOABVIKEHMIO OPeHA0B U YNYYLIEHUIO MMUOMKA
KNIMEHTOB Ny TEM BbIMyCKa PeklaMHOM NPOAYKLWW, OTBe-
yatoLlen camMblM COBpPEeMeHHbIM TpeboBaHMAM K AM3anHYy,
KayecTBY W DYHKLMOHANTBHOCTU.
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== MAVEP

| ] KOMMYHMKALIMOHHOE areHTCTBO

Manep

Ten.: +7 (495) 648-65-32
www.mayer-team.ru

Manep — 3TO KOMMYHUKALMOHHOE areHTCTBO, PeK/1aM-
HOe MPOM3BOACTBO, MHTEPHET-CTYANA U TUNorpadms.
Oduckl B Mockee 1 CaHkT-leTepbypre.

HAMI

Ten.: +7 (499) 682-72-77
info@nami-ag.ru
www.nami-ag.ru

«HAMW» — peknaMHO-NPOW3BOACTBEHHAS rpynna
KOMMaHWn, Npegnaratoulas MHHOBaUVOHHbIE MPOAYKThI
¥ peweHuns. MNpenocTaBnsgeM NOMHbIV NepedeHb YCNyr B
obnacTu gusanHa, paspadoTky, NPOU3BOACTBA, IOTU-
CTVIKW, MOHTa<a 1 CepBK1Ca TOProBoro o60pyaoBaHmns 1
peKaMHbIX MaTepuanos

ZNOVATECH

HoBaTex

www.magnitvinil.com

Komnarna NOVATECH — nocTaBLLUMK MHHOBALMOHHbIX
MaTtepuanos 4as NPon3BOACTBa PekaMbl. Mbl npeanara-
eM COBPEMEHHbIE peLleHns B pek1laMHOM OOopMIeHNI,
MaTepuanbl komnaHnm NOVATECH aBasatoTca peleHm-
eM 3afaud, CBA3aHHbIX C YacToM M onepaTrBHOWM CMeHOMN
pekaMbl B CeTEBbIX Mara3mHax: cesoHHoe nepeod@opM-
NeHne K akmMaM, pacnpogarkaM, NpasgHMyYHbIM gaTtaM.

nocTep
NBUHT Was

MocTep-lNpuHT

Ten.: +7 (812) 600 07 O1
info@poster-print.net
www.poster-print.net

OO0 “TocTep-MNPUHT” — HENPEPbLIBHO pacTyLlLas n
pa3BuBaloLLAACa KoMnaHusa, ocHoBaHHaa B 2007 roay.
Cneuvanmsauma Hawewn KoMnaHum — umdposoe M3ro-
ToBNeHre POS MaTepranoB M yNnakoBKW, a Tak»Ke nnaka-
TOB OJ19 HAPYXKHOW pekaMbl M BHYTPeHHero odopmie-
HWS MarasrHOB U TOPrOBbIX KOMMJIEKCOB.

MPN3MUNKC

Ten.: +7 (495) 956-11-15
info@prizmix.ru
WWW.prizmix.ru

Komnanusa MNMPU3MKKC - nocTaBLMK 060pYA0BaHWSA M MaTepuanoB Ans
LIMPOKOOPMATHOW NevyaTn 1 npomssoacTea POS-MaTepuranos.

MpeacTaBnseM BCEMUPHO M3BECTHble OPeHAabl: WMPOKOMOPMaTHbIE
YO-npuHTepsl EFI VUTEK (CLUA), ru6punaHble, pynoHHbIE 1 TeKCTUIb-
Hble; aKOoCcoNbBeHTHble NpuHTepsl OKI ColorPainter; pexylive nnot-
Tepbl 1 NporpammMHble pelleHns ESKO Kongsberg; anstepHaTviBHble
yepHnna TRIANGLE (CLLIA) - conbBeHT, 3KoCobBeHT, YO; MaTepuanb
0719 neyaTu: caMoknesawmnecs nneHKky U nammHatsl 3M (CLLA) n Ritrama
(MTanng), ckponnepHas naMnHnMpoBarHas 6yMara Polyman (OpaHuus).

PUAT

Ten.: + 7 (495) 600-44-60
vefremova@ria-luzhniki.ru
www.ria-l.ru

[MeyaTHble MaTepuanbl AN ohopPMNIeHa MeCcT NPoaaK.
OKCKJTHO3UBHbIE U CEPUMHbBIE CTOMKW W AUCnAen 018 Ka-
HanoB HoReCa, ToproBbix ceten 1 MmarasmHoB. Odopm-
NeHre TOProBoro NPOCTPAaHCTBa NPOM30H. [NMobeguTtens
B KOHKYypce « OMA RUSSIA AWARDS», npr3ep KoHKypca
«superstarRussia 2006».

PINK «9HTy3mnacT-Peknama»

Ten.: +7 (495) 229-50-85
reclama@entuziast.ru
www.entuziast-reclama.ru

PIMK «2HTy3mnacT-Peknama» 3aHrnMaeTca Npor3Boa4CTBOM
peknambl U Toproson mebenu ¢ 1997 rona.OCHOBHbIE Ha-
npaBneHunsa: « Hapy»xHasa peknama; * OcbopmaeHme mecTt
npofgax (Hasurauus, POSm); « Toprosasa 1 HecTaHgapT-
Has Mebenb; * 3aCTPOMKa BbICTABOYHbIX CTEHAOB

svetofor s

Svetofor

Ten.: +7 (495) 926 1710
manager@svetofor-display.ru
www.svetofor-display.ru

Benoywmm poccumcknm paspadboTumK 1 Npor3BoOAMNTENb
POSM 13 kapToHa: pek1aMHble CTOMKK, NanseTHble
ohopMIeHa, POCTOBbIE PUNYpPbI, YEKMOWHTbI, MOSTIOY-
Hble POSM. YO®-neyaTbh opceTHoro kadectsa 600 mM?/uyac
Ha BCex BMOax KapToHa, r/k, MNBX, pe3ka Ha nnoTTepe.
Jlydwive ueHsbl.
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CnpuHT

Ten.: +7 (495) 933-56-57
info@bigbaner.ru
www.bigbaner.ru

KomnaHumsa «CnpuHT» NpenocTaBageT ycnyru no pa3padoT-
Ke U NPOoM3BOACTBY HECTAHOAPTHOMO PEKIaMHOIro 060opY-
NoBaHWS 13 MeTanna, NnacTuka, kaptoHa n MOD.MapaH-
TUMHOE U MOCTrapaHTUMHOEe OOCYKVBAHME, MOHTaXI B
TOProBbix ToUkax. OCyLIeCTBASAEM NeYaTh Ha PYIOHHbBIX U
NMCTOBbLIX MaTepuranax ¢ hoTtorpadryeckrM Ka4eCcTBOM.

NP0 MA

CCI «[Mpo Ma»

Ten.: +7 (495) 221-63-00
welcome@sspproma.ru
wWww.sspproma.ru

OcHoBHble cthepbl geaTenbHocTy CCI «lMpo Ma»: npo-
BefeHMe NPOMO-KaMnaHui, opraHm3anmns BbICTaBOK U
KOHMepeHuunin, NnposegeHne TecT-4parBos, roadshow,
pa3paboTKa v npomnssoacteo POS-maTepranoB 1 cyBe-
HUPHOM NPOAYKUMN.YMEHME MOCMOTPETb Ha 3aJady nog,

APYIMM yrnom, codetTaHnme TBOPYEeCKOro nogxona N Cib-

HOIO MCMONMHUTENBCKOIo 6/10Ka 06eCneYrBatoT BbICOKYHO
2(hdheKTUBHOCTb NpeanaraeMblx peLleHn

SKCMNO-MAPK

Ten.: +7 (495) 657-99-22
mailbox@expopark.ru
www.expopark.ru

OKCTMO-TTAPK — ofHa 13 cTapenmx 1 aBTOPUTETHbBIX
KOMMaHWM Ha POCCUMNCKOM pbiHKe. 14 neT paboTaeT B
cthepe pa3paboTKM KOHUENUWW M opraHu3aumnmy BbicTa-
BOK, MPeNoCTaBNSAEeT NOHbIM KOMMIEKC BbICTAaBOYHbIX
ycnyr. MpoeoaunT 10 exxerofHbix BbICTAaBOK, B TOM YMUC/e
coBMecCTHO ¢ «Mecce Hdioccenbaopd».

Cnyx6a CopeiicTaus Mpogaxam
B rnoarotoBKe BbifyCKa rnpuvHSM ydactme: AHHa JlebengeBa

BBICTABOYHbBLIE NMPOEKTHI
EXPO-PARK
[lo BOrpocam pasmMeLLeHns PeKIamMbl — Prdpopairussia.com

28 Ne16 1/1 8 WWW.0OPAaIrussia.com
Maket nznanus n sepctka: LBL MARKETING PRO

-

E HERENS, e W

HEOENS
POCCUMNCKOIO
PUTEMUSIA

25 :

6 - 10 MKIOHA 2018
MOCKBA, UMT

MEXOYHAPOOHbI ®OPYM
BM3HECA U BJTACTU

C 6 1o 10 uionst 2018 ropa 8 MockBe B 4eTBEPTHIM pa3 COCTOUTCS KPYMHERLLMIA MEXAYHAPOAHbIA OTPACNEBOM
dopym - Hepena Poccuiickoro Puterna. @opyM ctan TpaamuUMOHHBIM M BKITIOYAET B cebsi 6onbluyio aenosyio
nporpamMy c ydactuem pykosogutenen [pasutenscrea Poccun, npeacrasutenei bepepanbHbix,
PErMoHANbHBIX M MECTHBIX OPTOHOB BAIACTU B Chepe NOTPeOUTENbCKOTO PhiHKA, BefyLyX GeaepanbHbiX

M PETMOHATbHbBIX PUTEMSIEPOB, KPYMHEMLLMX POCCMIUCKUX U MEXAYHAPOAHbIX OPraHM3ALMA NOCTABLLMKOB,
OTPACIEBbIX ACCOLMALMIA U APYTMX YYACTHUKOB NOTPEOUTENBCKOTO PhIHKA.

Ha nnowanke Hepenu Poccuiickoro Puteitna ByayT Takke OpraHM30BaHA BbICTABOYHAS SKCMO3MLMS

Retail Week Expo, B xone KoTopoit €8 y4acTHWUKM MPOAEMOHCTPUPYIOT NepeaoBbie pa3paboTKu U TEXHONOMMM
B chepe puteina. LieHTp 3akynok ceTeit NO3BONUT NPOBECTM NPSIMbIE UHAMBUAYASIbHLIE MEPETOBOPSI

O NOCTABKAX C Y4ACTUEM NPEACTABUTENEN CyX6 3aKYNOK peaepanbHbiX M PETMOHANbHBIX PO3HUYHBIX CETEN
M MOCTOBLUMKOB noTpebutensckon npoaykumu. B pamkax Popyma nporpet HarpaxaeHue nobeautenen
Retail Week Awards - npemuu, yunTbiBaioLLen SOCTUXEHMs BO BCeX CErMeHTax 1 bopmaTax purenna

M MO NpaBy ABNSIOWENCS COMOM NPECTUXHOM 1 BecnpucTpacTHom B oTpaciu. dpkum saseplennem HPP2018
cranet Ky6ok no Mumu-¢pyTbony - HaCTOSLWMIA CMOPTUBHBINA NPA3AHMK C YHACTUEM COTPYAHUKOB POCCMICKOM
PO3HMLI U YTIEHOB UX CEMEN.

RETAILWEEK.RU

A\ MWUHIPOMTOPT ? AccoLmAL
42 Poccum ‘;d SKCMEPTOB _
PbIHKA PUTEUTTA
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