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PKO BbIPAHEHHBIE TEHAEHLMM B YCNOBUAX
KpM3uca:

1) CMEWEHHE CNPOCA M NPEIONEHHA B CTO-
POHY IHOHOM-KNAcca
2) nepecMoTp AKOPAMM W MMHH-AKODAMM
Pa3MEPDBE ApEHAVEMBIX TOPrOBLIX NROWAREH B
CTOPOHY YMEHbIEHHA
3) HOPPEKUMA APEHHBIX CTABOK M NEPEXOA K
onnare apeHaHbix NNaTemed 8 opMe NpoueHTa
ot obopoTa
4) CyEHWE NPOTPaMM IKCNAHCHAN TOPTOBbIX
CETEN B PEFMOHB!
5) NOABAEHME HOBbLIX TOProBbIX MAPOK
(33pyBemHeIx, CTONMYHEIX W DErHOHNEHLDX)
6) BLIXDA KPYNHLIX KOMNAHWA HA HOBLIE Cer-
MEHTH! PHIHKE, KOTOPbIE PaHbLE Ka3anuch MM
PECHBIMK MK
HOHUEHTPUPOBAHHO 3TH  TEHABHUMM
NPOABMAMCE B MyNETUOPMATHOCTH yenel-
HblX KPYNHBIX TOProBbX CeTed ((opmar — 310
Gonwwoi HaGop nap. POB, ONMCE
W0 W opr TWNOBOrO TOPro-
BOMD NPEANPHATHA puTeinepa. — Mpum. asTopa).
MynsTMGOPMATHOCTL NO3BONAET CYWECTBEHHO
AMBEPCH(UUMPOBATE PUCKM.
Mpocneanm 3a IT0M TEHABHUMER HaA NpuMe-
Pe YeTbIPeX KAaTeropui apeHAaToPoB: NPOAYKTS!,
OfEMAA, CNOPTTOBAPE M OGWECTBEHHOE NUTa-
Hue. Otmedy, 4To HaGop napameTpoe dopMara
AR KAWGOM HATErOPHM PUTEINEPOB Pa3nnyaeT-
CA, 4T TCA WX CneundHKon
[pynna NpoAYKTOBbLIX PUTEANEPOB — caman
MOWHaRA W HanBonee «NpoABHHYTAR» B CoBEp-
weHcTBoBaHWM BuaHeca, 4TO, eCTeCTBEHHO,
CBA33HO C YADBNETEOPEHMEM OAHOM W3 INaBHLIX
notpefHOCTElH NIOEH BOIHWKAIWEN exegHes-
Ho. BTabnuue npueeeHs OCHOBHLIE NapaMeTpsl
HeKOTOPBIX MyNLTHEPEHADBLIX CeTed, KoTopLie
NO3BONAT WANKDCTPHPOBATE NOBECTBOBAHME CTa-
Toi. [iNA NPOAYKTOBLIX PUTEANEPOB OCHOBHbI-
MW napametpamu dop ABNAKTCA
TOProBOM TO4KM W TUN MAra3uHa, Nnpeanaraemsli
ACCOPTMMEHT TOBAPOB, KATETOPMA 0BCNYKMBAE-
MbIX NOKYNATENel, KoTopan OTPameHa 8 Knacce
MaraiuHa (napameTpsl (OPMaTOB TOPrOBbIX
ceteil npueegeHsl Be3 pepakTMpoBaHMA, W3
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%- Texnonoruu 6uszHeca:

‘ ‘Mecauép Onexosckud, BTB: Ecnu ungpnayus Haykem pacmu, mo depwamenu

nuxsudnocmu yidym 8 k3w u 3onomo. Cropeil 8cezo, uNmepec uHsecmMopos
Gydem o6palyen Ha UL, KOMOPOe MOXEM OKA3aMBCA 00HUM u3 HauBonee

socmpe6osansix akmugos nocae dpazmemannos cmp. 20 3

MynbTtudopMaTHOCTb — TPEHA
pa3BUTUA CETEBbIX PUTENIEPOE

lenHagmi ®efoTos; HayansHmk oTena Gpoxepuama Larry Smith Intemnational

*» Kpu3auc ctan cepbe3HbiM UCNbITAHWEM ANA OTEYECTBEHHOTO PbiHKa
noTpebuTenbCKUX TOBApoB U ycayr. [lns paaa KoMnaHum 310 UCTbITaHue

CTano NOCAEAHUM B UX XKU3HU, APYrue COKpaTUam 06bem CBoero npucyT-
CTBUS Ha PbIHKE, OIHAKO €CTb KOMNAHMK, KOTOPbIE, HR0OOPOT, paclnpuny
CBOIO CETb 3@ CYET NOKYNKU Pa3opUBLIMXCS TOProBbiX ONEPaTopoB U pas-
BUTUA HOBbIX HAanpas/ieHunit AeATENbHOCTY.

p B, Npegc Ha oMLy
HbiX caiTax unu onyBUKOBAHHLIX TOProBLIMK
ceraAmu 8 CMW. - Npum. aeTopa).

X5 Retail Group npepcrasnena CBOMMM Hau-
Bonee MIBECTHLIMU M KPYTIHBIMK CETAMM, KOTO-
Ppbie NPEANaralT O4eHb WHPOKMA CNEKTP npep-
NOMEHWHA, 0T MarasuHa y A0Ma 40 rMNEpMapKeTa,

NPEANOMEHHA W TBOPYECKMA NOAXOM «HanuTa-
HOB»® NPOACBONLCTBEHHOM BH3Heca.

B opemHOl Kateropuu nokasatened npu-
Mep MyneTUOPMATHOCTH KPYNHOR MCNaHCKOR
Kopnopaumu Inditex, KoTopan npepcrasnexa
Bperpamu Zara, Oysho, Massimo Dutti, Bershka,
Pulland Bear, Zara Home, Stradivarius u Uterque,

0T 3KOHOM-Knacca go np Hnacca
A

phie NPeAnaraiT MEeHCKYID M MYKCKYID

WHTepecks p KC )
KOTOpas CTana MonynApHa B HalWed CTpaHe
CBOMMM THNEPMAPKETAMM, 3 3aTeM Havana pas-
BMBaT OBNEr4EHHbIE BEPCHM THNEPMAPKETOB
whwan-Cumus  MecTKMA guckayHTep «Pagyran,
CynepMapreTbl «ATAI» M MarasiH B MarasuHe
«wAwan-Capy, KOTOPLIA YHKUMOHKPYET BHYTDM
runepMapkera.

fpynna komnauui Metro Group sslwna Ha
POCCHACKMIT PLIHOK CH3Yana MarauHamu men-
KOONTOBOW TOPrOBAW ANA NPEANPMATMA po3-
HUYHOI TOPrOBAM U OBUWECTBEHHOM NUTAHWUA —

1y W MEHCKOE Benbe QA pa3Hbix BO3pac-
TOB, BCEB( bl CTUNEN, OT p
casual (gwuHes! W dyThoNKKM) 40 KNBCCHYECKOR
NPEMHYM-KNACCa M POCKOWHOR OfEMAb ANA
TOPKECTBRHHBIX MeponpuaTHit. CylecteenHo
TO, YTO KOMMEKUWM OTPAMAKT MOfHbIE TEHARH-
LM W OTCEMMBAIOT HACTDOBHKA M NOMENAHWA
nokynarenei.

fpynna «[lmamunclo» npepcrasnaet B
Poccum opexnsie Gpenasl Burberry, Chaument,
Dormeuil, Hermes, J.M. Weston, Salvatore
Ferragamo, Sonia Rykiel Wolford, Escada.

Metro Cash & Carry, 3aTem NORBUNMC rHNEpMap-
#eTsl — Real, u cefyac 3aABneHo 0 HAMEepeHUK

pa cets Manodop MarasuHos
Metro Punct, kotopeie GyayT opHeHTUpOBaHLI
Ha NPoAaY CBERMX NPOAYKTOS.

Nugep npopykToBOrO pWTElna, KoMna-
HWA «MarHuT», pPa3BMBAET CETM OT MWHMW-
cynepmap RO runepMapl
Knacca.

OnbIT KOMNEHWH «BUKTOPMA® HHTEPECEH TEM,
YTO HAPAAY C TOPTOBLIMK CETAMK PAIHOKNACCO-
BbIX CyNepMapKeTOB 1 Mara3uHoB y AOMa, npep-
CTABNEHA CETb MENKoONTOBOH Toprosny «Haws
B cermenTe Horeca.

Komnauua «flukcus yenewHo passueaer
TOPrOBAK B IKOHOM-KNACCE W NPEANAraeT HapA-
[y C NPUBLINHBIMK (OPMATAMH OPHTHHANBHBIA
HOPMAT KKOMNAKTHOTD TMNEPMAPKETaR,

He MeHee WHTepeCHB! peleHMA, npeano-
MEHHBIE ADKWMM MPEACTABUTENAMKW puTeRna
npemuyM-Knacca «Asbyka BKycan, yacTe cob-

Addmnup {HanA C «[1¥ Kow KoMnaHua
«/1BBx», 33HMMaeTCA paseuTiem B Poccum Mapok
noscegHesnoi opewas Naf Naf, Chevignon,
Guess 1 Timberland. «Pycckan Toprosan rpynnas
NPOABHIAET HA POCCMACKOM PBIHKE OfEMHBIE
Bpenas «Mopras, «bputanckmit Joms, CBA,

B Kateropuu CnOpPTHBHBIX TOBAPOB MEMAY-
HapoAHe onepatop «flexatnoH» paseueaet
CeTb MHNEepMapHeTos B Tpex (opMarax, Ha nno-
wansax 12 000, 8000 u 4000 ke. m, a npegnarae-
Mbiil SCCOPTUMEHT TOBAPOB COCTABNAET OKONO 30
000 HaumeHoBaHWA. OTeyecTeeHHLIR oneparop
«CnopTMacrep» NPOAAET CNOPTHEHLIE TOBAPL! B
CynepMapreTax 1 runepMapKeTax nnolwaasio Ao
4500 K8. M, 3 ACCOPTUMEHTHBI NepedeHs — bonee
15 000 nosuuwid, Hapapy C cynepMapkeTamu
«CnopTMactep» pa3gMBalTCA ceti MOHOBpeH-
posbix maraswHos Columbia, «Cnopnanpusns,
Footterra, O'Neill. AwanoruyHoi cTpareriti npu-
[EpMMBAETCA KOMNaHWA «CnopTrpags, KoTopas
pa3eusaer cetu cynepmapkeros «Cnoprrpan»

CTBEHHUKOB, KOTOPOW p CeTh
CcynepMapHeros 3koHoM Knacca «OnuBben, W
onsiT cobicTaerHmkos ceT «TnoByc lypman, koto-

1 moHoBpeHaosse MarasuHel dmpmel Nike no
fpaswmse.
MynetuipopmatHocTe 8 obwecTeeHHOM

HOBBIWA Y Hbil op
«Whyxoeka [ypMan — racTpOHOM + apUCTOKPa-
THuHBIA Ba3ap. Pagyer Gonbluioe pasHoobpaine

phie npegy t

P PHPYEM Ha TREX NPHMED
Cambiit M3BECTHBIR B POCCHM MEMEYHIDORHLIR
Gpesg BuicTporo nuTakuR eMaxgosansace

ceiiyac pa3svBaeT cBoK CeTo B 3 (opMaTae
OTABNLHO CTOAWEE 3AaHME NNOWAALD 08
400 KB. M C BOIMOMHOCTHIO OpraHu3aLmm B
«MaxaeTon; 2) To4a Ha (yaropre TPL, nnos
150 kB, M; 3) KMOCKH. (Xm0 CreMy MCNons]
W KOMNaHWA «TepemMoK», ceTs BbicTporo nkmay
(6}, KoTOpas wenonb3ayer 3 opmara:
HbIE KUOCKM, NABUNOHE], PECTOPaHSI. |

Homnanua Traveler's Coffee passusaer of
6u3rec s 4 opmarax: 1) «3cnpecco Gaps, we
nonomenwe — BL W TPL, nnowags - 12-154
HHCNO NOCAAOHHBIX MeCT — 10-12; 2) kodel
thopmara «TOProBLIA LEHTPR, MECTONONOmEY

- TPL, nnowaab — po 130 k8. M, YnCho ™
AO4HBIX MecT - 60-89; 3) kodedHa Gopuas
line, yeHTPanbHLIE YIULUB TOPOAA, NNOLERS =
150 KB. M, YUCNO NOCAMOYHBIX MECT — S0-1
4) woteinn opmara «Dnarmany, UeHTpamss
VMHUBI FOPOAA, NNoWaas — A0 150 Ke. M =
nocagouxsix Mect — 120-270.

Cnegyet oTMETTS, YTO pa3BHTHe TODTDS
CeTeR NPOWCXOANT NO ABYM Hanp
cofcTBeHHBIMM CHNaMK; 2) NO dpaxuaics
BbIM CXEMAM. YCnex pasBuTHA TOProBo#
PErHOHE B NEPBYI0 OYepeb 3aBHCHT OT
npopabotaHHocTv hopmara. He sce
yRoBneTeopeHsl pabotoil ceoux
34, Mopoi ronoBHAR KOMNAHWA CHyNasT
(paH4ai3MHIOBLIE MAra3HHe! U NPogl
pazeuTie camocToATensHo. Ho ects #
YCNEWHbIe MACcCOBLIE NPOEKTLI PA3BUTHS
no (paHiumnse.

MynsTuBpengoeocTe nokasana o@
IPDEKTUBHOCTE B TRYAHLIE BPEMEHI =DM
€a M, oveBuAHO, DyAeT CoBepWeHCTBOEN
W CTaHOBMTBCA Gonee YHWGHUMPOBaH =
mHorooGpasHoi. Jluaepsl puiHKE YHE Ha<8
OCBAWBATL CMEMHBLIE HATEropHH ﬂlﬂ'eﬁﬂ
yacTHocTH X5 Retail Group HauMHaeT passss
HanpaBNeHuA AETCKHUX TOBAPOB U NappioMey
3 KoMnaHuA «flenTar — KoHUENUWo one-s
shopping: 8 runepmapkere npegocia=as
YEAYTH XHMYWCTHA, TEATPANLHAA KACCa, Ko
HHW COTOBOR CBA3M, hoTOaTENLE, Kae, 2nm
TYPHCTHHECKARA KOMNSHKA. XO4ETCR BepuTa
370 TOALHO Ha4ano. Bee ny«wee Hac waeT 8
pegu.c Rie
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ToproBas

Mnowaab

Fpynna komnaHumn Tun Knacc AccopTumeHT
Py Mapka o6Lwas (m2) P
= «MSITKUI
TR |- oynepwapier | o repy | 200-500 3 000
' J Tiamiepoura cynepmapket anckayHTep okono 600 Ao 6 000
PXSRETAILGROUP -
NEPEKPSCTON cynepmapkeT cpegHun + 600-2000 no 16 000
£ oynepmaprer | TPOMAYMT 6002000 10 16 000
E et Knacca
AL KAPYCEAL runepmapkeT 4 000 -10 000 | 30000 - 50000
F’kw aH runepmapket anckayHTep | 12000- 14000 45000
”~ z rMnepmapkeT AvckayHTtep | okono 6000 | 10 000-20 000
'_ I CH T
raldaH = i runepmapket HKECTKM okoro 5000 6000
Paayra auckayHTep
/\l(I\K cynepmapkeT AVCKAYHTEP Y| 900-3500
————— Jale) VP2
RwaH MarasvH B MarasmHe 5000 -7000 10000
runepmapket 5000-12 000 Zo 25 000
PoaHwJiHan caTh
[@ cynepmapker  [SKOHOM-KNacc|  10900-2500 [0 12 000
IT) MUWHU- cynepmMapkeT 370 3000
BUKTOPLI @ | Cynepvapcer 2 500-4 000 25000
msTOnA® | B KBapMari | «MaraswHy fomar 300 - 700 7000
I EBO Marasu akoHom-knacc|  200-600 3000
NPOMNYKTH
HORECA ,
@ MEnKOONTBbIV 3800 19000
KoMnakTHbIN
m runepmapkeT 3KOHOM-knacc| okono 2200
OKOHOM.
@ MUHUMAPT Cynopwapcer | 2KOHOM-Knacc|  600-800 7500
‘w cynepmapkeT [OuckayHTep 339
MarasuH warosomn
BAMAPT [IOCTYNHOCTI 80-100 1400
a0 ASBYKA npemmym-
(=Y BKYCA cynepmapket knacea 900 pgo 2500 18000
SOIAMID = cynepmapkeT |akoHom-knacc| okosio 1000 8500
ffio6yc rypma WM|  ractporom “p;“;”CBéM' 700-2200 10000
racTpoHoMmom+ npeMnyM-
CronuyHana Toprosasa Kommasnua @ }‘f;?ﬁha apUCTOKPaTUNYHBIN pKnaCBé

6asap
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were:
1) The demand and therefore supply
shifted towards economy class products.

2) Anchors and mini-anchors started to
decrease the sizes of their retail areas;

3) Comrections in leasing rates and shifts
from fixed monthly rents to percentage of tum-
over based rates were made;

4) R .;- | L i nes
networks were scaled down;

5) New brands appeared on the market (for-
eign, capital city and regional);

6) Large companies entered new market
segments, which previously seemed uninterest-
ing or small.

All these trends can be seen in the develop-
ment of a multi-format model by large success-
ful retail networks. (Note: This format encom-
passes a large set of parameters, technological
and organizational). Multi-format allows the
diversification of risks.

Let us follow this tendency by considering
the four categories of tenants: food, clothing,
sporting goods and public catering. We should
note that the set of parameters for each cat-
egory of retailers varies, as it is determined by
the specific nature of their products.

The food retailers are the most powerful
and most "advanced” in improving their busi-
nesses, which of course stems from the fact
the people always need to eat. The table lists
the main parameters of some multi-brand
networks, which will be used to illustrate the
content of the article. For grocery retailers, the
main parameters for the format are the area
and type of a retail outlet. the proposed range
of goods, and the category of customers being
served, which affects the class level of the store.
(Note: the format of retail chains have not been
edited, they are taken from the materials found
on official sites or published by the retail chains
in the media.)

The X5 Retail Group is represented by its
most famous and large networks, which offer
a very wide range of products from the conve-
mience store to hypermarket formats, from sell-
ing economy class to the premium class goods.

The Auchan Company came up with some
interesting solutions, it has become popular in
| Russia forits hypermarkets, and later on it began

-I—Ne pronounced tendencies during the crisis

of retail
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to develop a lighter version of the hypermarket,
called the “Auchan-City” and the aggressive
discounter called "Raduga” (Rainbow), the
supermarkets “Atak” and stores in a store called
“Auchan-SAD", which operate within a hyper-
market.

The Metro Group first entered the Russian
market with cash and cary stores serving retail
and public catering enterprises — the Metro Cash
& Carry format. Later on, the Real hypermarkets
appeared, and now the company has announced
its intention to develop a network of small-for-
mat stores — the Metro Punct, which will focus
on selling fresh groceries.

The leader of food retail, the Magnet, devel-
opsarange of networks from mini-supermarkets
to economy class hypermarkets.

The experience of the Victoria Company is
interesting, because along with retail supermar-

| Valuation |
= | :Business Technology I
| Regions |

The crisis has become a serious challenge for the domestic consumer
goods and services market. Some companies did not survive, while others
had to reduce their presence in the market. Yet there are also those com-

panies which, on the contrary, expanded their networks, buying bankrupt
retailers and developing new activities.

Inthe clothing sector, the large Spanish cor-
poration Inditex, which is represented by the
brands Zara, Oysha, Massimo Dutti, Bershka, Pull
and Bear, Zara Home, Stradivarius and Uterque,
presents a revealing example of the multi-for-
mat. These companies offer women's and men's
clothing and lingerie for various age groups, in
various styles, from the affordable casual (jeans
and t-shirts) to the classic of the premium class
and chic clothing for special occasions. The
main thing is that the collections reflect the
fashion trends and track the moods and wishes
of their customers.

The Jamilco Group in Russia offers the cloth-
ing brands of Burbery, Chaument, Dormeuil,
Hermes, J. M. Weston, Salvatore Ferragamo, Sonia
Rykiel, Wolford and Escada. A Jamilco affiliate
the LVB Company is working on the develop-
ment of casual brands of Naf Naf, Chevignon,

B

The success of a retail network in the regions

primarily depends on the degree of the elaboration of
its format. Not all companies are satisfied with their
franchisees. Sometimes, the parent company buys up all
the franchised stores to develop them independently.

ket chains of various classes and convenience
stores, it has a network of wholesale stores
called "Cash" in the Horeca segment.

The "Dixie” Company is successfully devel-
oping economy class retail outlets, and along-
side the usual format, it also offers an original

“compact hypermarket” format.

No less interesting are the solutions offered
by the bright representatives of the premium
class sector, such as the "Azbuka Vkusa". Some
of its owners started to develop a network of
economy class supermarkets called "Olivier".
Then there is the experience gained by the own-
ers of the "Globus Gourmet" network, which
presented a unigue new format with the stores
called "Zhukovka Gourmet” - a grocery store
with an aristocratic market. The wide array of
formats, products and the creative approach of
the "captains" of the food business are a plea-
sure to behold.

Guess and Timberland in Russia. The "Russian
Trade Group” promotes the clothing brands of
Morgan, British House and C & A on the Russian
market.

In the sporting goods sector the global
operator "Decatlon” is developing a network
of hypermarkets in three formats with areas
of 12000, 8000 and 4000 sgm, and the range
of goods offered is around 30,000 items. The
domestic operator “Sportmaster” sells sporting
goods in sup rkets and hyp rkets with
total areas of up to 4,500 sqm and the assort-
ment includes more than 15,000 items. Along
with the Sportmaster supermarket, single-brand
stores like the Columbia, Sportlandiya, Footterra
and O'Neill are being developed. A similar strat-
egy is being pursued by the Sportgrad Company,
which is developing a network of Sportgrad
supermarkets and mono-brand stores in a fran-
chising agreement with the Nike Company.

BRredlestate
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Multi-format is the Trend
of Network Retailers

Gennady Fedotov, head of brokerage at Larry Smith International

The multi-format in catering can be seenin
three examples. The best-known international
brand of fast food in Russia is McDonalds; it
is now expanding its network using three
formats: 1) separate buildings with areas of
approximately 400 sqm, with a possibility to
organize a "Macauto” (drive-thru), 2) outlets
in food courts of malls with areas of 150 sgm.
3) small kiosks. A similar scheme is used by
the Teremok Company, a fast-food chain (pan-
cakes) that uses three formats: street kiosks
pavilions and restaurants.

The Traveler's Coffee Company is developing
its business in four formats: 1) "Espresso Bar®
locations in malls, areas of 12-15 sqm, seating
for 10-12 people, and 2) coffee shops of the
"Shopping Center" format located in malls with
areas of up to 130 sgm and seating for 60-89
people, and 3) coffee shops of the “In Line” for-
mat on central city streets, with areas of up to
150 sqm and seating for 90-119 people; 4) cof-
fee shops of the "Flagman” format on central
streets of the city, with areas of up to 150 sgm
and seating for 120-270 people.

We should note that the development of
retail networks is occurring in two ways: 1)
independently, 2) via franchising schemes.
The success of a retail network in the regions
primarily depends on the degree of the elab-
oration of its format. Not all companies are
satisfied with the work of their franchisees.
Sometimes, the parent company buys up all
the franchised stores and continues to develop
them independently. However, there are many
successful large-scale projects that are devel-
oping via the franchise model.

The Multi-brand format has proven its
effectiveness in the hard times of a crisis
and obviously, it will be improved upon and
become more consolidated and diverse. The
market leaders have already started master-
ing their related categories of retail namely
X5 Retail Group is intent on promoting chil-
dren's goods and perfumes, while the Lenta
Company is developing the concept of Ome-
Stop Shopping - a hypermarket that includes
dry cleaning services, theater ticket sales
company offices. mobile phone services
photo services, cafes, drugstores and travel
agencies. I hope that this is only the begin-
ning, and all the best still es ahead.c R'e




