o cTpaHaM
N KOHTUHEHTaM

B Espone wuctopus yHusepmaros
AnnTcs 6osbLue Beka, n Hauboree pas-
BWT 3TOT hopmart B Benukobputanum.
«Tam M3BECTHbI TaKuMe CETU YHUBEPMA-
ros, kak Debenhams, Marks&Spencer,
House of Frazer, John Lewis, Harvey
Nichols, Harrods», — pacckasbiBaer
Jltocu XaiH, MeHeIKep No PasBUTUIO
cetn Debenhams B Poccuun. Cetn yHu-
BEPMAroB MOryT HaCYMUTbIBATbL KaK BCe-
r0 HECKONbKO MaraswHoB B OJHOIA
CTpaHe, Tak W JeCATKN N0 BCEMY KOH-
TUHeHTY. Hanpumep, y Debenhams 123
marasuHa TobKo B Beninko6putanuu u
Wpnangun. B CkaHamHaBum u cTpaHax
bantun passuta cetb Stockmann. B
[epmaHun n3BecTHbl ceTi Karstadt u
Kaufthof, Bo ®paHuum - Galeries
Lafayette. Pa3BuBaloTcs u Takue espo-
neiickme cetn, kak H&M, BHS,
Peek&Cloppenburg, C&A, Macy’s.
lpakTuyeckn B Kaxaow ctpaHe EBpo-
Nbl NPESCTaBAEHO MUHUMYM 5 noKans-
HbIX U MEXIYHAPOLHbIX CETel YHUBEp-
MaroB. Pa3BuBatoTCs CeTU YHMBEpMA-
roe u B CLUA, SnoHun, Kopee.
«TUNWYHBIA YHUBEPMAr pacnonaraercs
B 3[JaHWMN C TOProBOWA niowwaabto 6onee
5 ThIC. KB.M, NpY 3TOM N/I0LAAb 04HO-
ro 3Taxa — He MeHee 1,2 ThIC. KB.M, a
TOBApHble TPYNNbl pacnpefeneHsl Mo
3TaXaM N0 TEeMaTUYeCKOMYy MNPUHLM-
ny», — pacckasbiBaeT MoanHa Xunku-

74 M&D. Business, #11'2007

PUTEWMIIRC TAIL

Ha, PYKOBOAMTENb OTAENA aHanUTUKK
komnaHun ADG Group.

Mexxay eBponenckum TUNoM pacno-
NOXEHMS YHUBEPMAroB 1 aMepUKaHCKINM
eCTb CyLlecTBeHHas pasHuua. B Espone
YHWBEpMAru yaile pacnonaranTcs B
LieHTpe ropofa. «3T0 MOXET ObITb 4-5-
9TAXHOE OTHENbHOE 3[aHWe, 4acTo C
MOA3EMHbIM 3TaXOM, C OpraHM30BaHHOIA
NMapKOBKOIA, TOProBoi Mnowlaabto 6onee
10 TbiC. KB.M>», — 0TMe4aeT Ailnap lane-
€B, AVPEKTOP JienapTamMeHTa KOHCANTUH-
ra i uccnefoBaHnin komnanum «Muans —
Kommepyeckas HeaBumxumocTb». B CLLUA
YHUBEPMArn TATOTEIOT K Pa3MeLLEHNo B
cocTase 60MbLUMX MOMNIOB — B 0AHOM Ta-

KOM MOnNe MOXET ObITb 5-6 yHUBEPMA-
ros nnowagbio 6onee 10 Tbic. KB.M. «B
CLLA n EBpone UMeHHO yHUBEpMAri Bbl-
NOJHAOT PONb OCHOBHbIX SKOPEil TOPro-
BbIX LIEHTPOB, B OTNN4ME OT Poccuu, rae
TMaBHbIM SIKOPEM CYMTAeTCs MpOAYyK-
TOBbI TMMNEPMApKeT», — pacckKasblBa-
eT KoHcTaHTMH  Caxapos, WCMONHM-
TeNbHbIA AMPEKTOP OTAena TOProBow
Hepgumxumoctn  Gushman&Wakefield
Stiles&Riabokobylko. Y kaxpoit cetun
YHMBEPMaroB CBOS KOHLIENLMA 1 accop-
TUMEHTHaA NONNTMKA — KTO-TO Creuua-
NIM3NPYETCA Ha 0feXNAe, KTO-TO — Ha TO-
Bapax ons goma (cm. taénuuy 1). Mpn
9TOM aCCOPTUMEHTHas MmaTpuua agan-

goopMaT

TekeT: AnexkcaHgp MNeinvH
doto: MNaeen XaputoHos, MTAP-TACC

YH1BEpMAr — Knaccuyeckuit ang EBponbl
TOProBbIi popmar. Ho 0kasbiBaeTcs,

4710 B POCCIM OH pacnpoCTpaHeH MeHbLLe,
Yem 060s1ee MONOAbIE PUTEIAN-NAPKNA

W CYnepMapKeTbl.

TUpYeTCS Nnoa noTpebuTenbckue npef-
MOYTEHUS B KOHKPETHBIX CTPaHax (CM.
Tabnuuy 2).

CoBeTCKkUM BapviaHT

B kaHyBwem B Jlety Cosetckom Co-
103e yHUBEpMaru 6bim MPUOPUTETHBIM
Cnoco6oM TOProBAM HENpPOA0BONb-
CTBEHHbIMI TOBapamu. GeTbi YHMBEp-
maros ['YM, LIYM, a Takxe cneunanuau-
POBaHHbIMU «[IeTCKUMM Mupammu» 6bina
nokpbiTa BcA cTpaHa. GoBETCKMe YHM-
BepMaru, Kak npasuio, 3aHUMann Hec-
KONbKO 3TaXeil, nepefoBble 06pasLbl 1X
OCHaWANNCb 3CKanaTopamu, Kaxpbli
9TaX BbIAGNANCA NOA4 OAHY WAM Hec-

Ta6nuua 1. AccopTMMeHTHaa MmaTpuua KpynHbIX 6puTaHCKUX YHUBepmMaros
Kateropuu / Yausepmaru Debenhams | BHS M&S | House of Fraser | John Lewis | H&M NEXT | ARGOS |PRIMARK |BOOTS
0paexpa, akceccyapbl + + + + + + +
Huxree 6enbe + + + + +
06yBb +
LiBeTb! 1 nofapku + + + + +
[leTcKue TOBapbl M MrpyLLKN + + + +
Health&beauty (Bkntoyas
anTeyHble TOBaPbl) + + +
KocmeTuka + + + +
ToBapbl Ans foma + + + + + +
CnopTueHas ofexaa
11 MIHBEHTapb + + N
BbIT. TEXHMKA +
Entertainment
Books, CDs & DVDs +
TexHuka ans Aoma + + + +
tOBenupHbIe U3RenNs 1 4acl +
MpoayKTb! + ¥
[lononHuTensHo +BCE ANA | +ofexaa ans +0fexAa Ans
cBafbObl | 6EPEMEHHBIX, TUHERKEPOB,
TUHEIKEpPOB 6epeMeHHbIX
+ BCe 1A
cBafbObI

Hanrble npegoctasnensl S.A.Ricci/ King Sturge

A0 cl - pene - c D - O c J -
0L O o D A ols - B = DB

[ons ot nnowaau % Benukobputanua | bnuxuui Boctok | Ckanpunasus | Kunp Poccus
Myxckas opexaa 32% 30% 18% 20% 15%
XKehckas ofexna 23% 19% 26% 27% 25%
[leTckas onexaa 9% 17% 24% 32% 20%
ToBapbl Ang foma 18% 15% 16% n/a 13%
XKetckoe 6enbe 9% 10% 9% 1% 7%
Mapdiomepus n KocmeTnka H\L H\L H\ H\L 15%
Axceccyapb! 9% 9% 7% 10% 5%
[anHble npegoctasnexs S.A.Ricci/ King Sturge
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ABNAETCA 0Aexaa, 00yBb W aKceccya-
pbl», — 0TMe4aeT Muxaun Teu, Buue-
MPE3UAEHT N0 CTPATErnyeckomy passu-
Tno Komnauuu Blackwood. Kak cuntaer
KoHcTaHTMH CaxapoB, K KNacCU4ecKum
yHuBepmaram, unu Department Store, B
Poccuu MOXHO OTHECTU TOMbKO 06beK-
Tbl ceTi Stockmann. OHu pa6oTatT Kak
B LieHTpe MOoCKBbI (B COCTaBe TOProBo-

Poccurickne
npeanpuHMaTenu noka
He roToBbl 6paTb Ha ceds
PUCKN pasBuUTUS
MOJSIHOLIEHHON CEeTU
YHUBEPMAroB

KONbKO KaTeropuii T0BapoB, apXuTeK-
TYPHOE peLleHne 06ecneymBanc Xopo-
LYo NPOCMATPMBAEMOCTb MOMELLEHUI
(BO MHOTOM OHY COOTBETCTBOBAM €BPO-
NenCcKUM NPeACcTaBNEHUAM).

Mocne Kpaxa LigHTpann30BaHHOM Cuc-
TEMbl CHAGXEHUS YHUBEpMAru npakTu-
YeCKUM NULIUANCL BO3MOXHOCTU MpeC-
TaBNATb LUMPOKUIA acCCOPTUMEHT, Hepas-
Gepuxy BHEC 1 NPOLIECC NpuBaTM3aLmnm n
AKLMOHMPOBAHMA, NMPUBEALLMIA K CMeHe
X BnagenbLes. K TOMy Xe, Kak 0TMeya-
eT Wnbs LypasuH, napTHep S. A. Ricci, ¢
pa3BUTMEM PbIHOYHOW TOPTOBAN OAHO06-
pa3Hblii aCCOPTUMEHT YHUBEPMAroB Ha-
Ya/l KOHKYpMpoBaTb C MHOro06pasHoil
npoayKuuen Kutas u npoyux CTpaH, He
OT/INYABLUEIACH BLICOKMM Ka4eCTBOM, HO
COOTBETCTBOBABLUEN BKYcam noTpedute-
neit. MocTeneHHO GONbLUMHCTBO YHUBEP-
MaroB MpespaTuiock B HU3KOCOPTHbIE
TOProBble LEHTPbI, CaBaBLLMe NioLlaamn
B ApEHy YaCTHbIM NPEeAnpUHUMATENSM.

Tonbko B XXI BeKe HEKOTOPbIE U3 HUX Ha-
Yanu PeKOHCTPYKUMo. W3 yuenesLumx
YHUBEPMAroB COBPEMEHHbIM NpefcTaBne-
HUAM O HWX COOTBETCTBYET, MOXanyi,
Tonbko LIYM, nepexuBLumii  HECKONbKO
CMeH BnafenbLes v pekoHuenuui. Moc-
KoBckuiA TYM TaKxe COXpaHun Obinyto
NPUTAraTenbHOCTb, OAHAKO MO KOHLEN-
LK IBASETCA TUMMYHBIM TOPrOBbIM LIEHT-
pom. Mpoekt [YMa no cosfanuto B cTpa-
He CeTn yHuBepmaroB «CTunbHblii [0-
pof», BO3HMKLKIA ewe B Havane 2000-x,
KOHYWNICA HWyem — notpebutenu, Bna-
JenbLbl TOPrOBbIX LIEHTPOB, apeHaojare-
N1 [1a 1 camu oneparopbl TOProBnu Gbinn
He TOTOBbl K MacLUTaBHOMY PasBUTUID
3TOr0 KanpusHoro popmara.

KBasuyHmBepmMarm
BospoxaeHue n passutue opmara
YHUBEpMaros B Poccuu TOMbKO Npeg-
CTOMT. BONbLIMHCTBO 06LEKTOB TOPrOB-
MU, UMEHyIWNX cebs yHUBepmaramu,
TaKOBbIMY He ABNAKTCA — X0TA Obl N3-3a
3aHMMaeMbIX Nnowagein (kak npasuno,
MeHee 2 ThiC. KB.M). «B HacTosLLee Bpe-
M B Poccun 6onee pa3suT Takoii op-
MaT yHuBepmara, npu KOTOPOM OCHOB-
HOW KaTeropueil npeanaraemblx TOBapoB

ocucHoro komnnekca «GCMONEHCKMI
Maccax»), TaK U Ha OKpauHax ropoja (B
cocrase Komnnekcos «MEFA»). Bnusku
K (hopmaTy YHWBEPMaroB HEKOTOpble
00bekTbl ceTn XL — oHK 3aHumatoT 60-
nee 2 TbiC. KB.M, Pa3MELLIAIOTCA Ha Hec-
KONbKWX 3TaXax (Kak, Hanpumep, yHu-
Bepmar «XL| byxapecT» unu yHusepmar
«XLl» B cOCTaBe TOProBOro Kommnmnekca
«fopog»).

OpHako B NoAaBNAOLLEM OONbLINH-
CTBE Cy4aeB B TOPrOBbIX LEHTPax
NpeacTaBfieHbl  KBa3WyHMBEpMarn —
KPYNHble MarasuHbl OfeXnAbl C paclun-
PEHHbIM aCCOPTUMEHTOM, 3aHUMaloLLNe
1-2 TbiC. KB.M 1 pacnonaraiolmecs Ha
OfHOM 3Taxe. bonblume MHOCTpaHHble
MarasuHbl 0fexfbl ¢ MOHOOPEH0BbIM
WAW CLUMTBIM MO 3aKady LIMPOKUM ac-
coptumeHtom (ZARA, NEW YORKER,
TopShop, New Yorker, Peacoks) Takxe
NOpoiA CTanN HasbiBaThb YHUBEPMAramu.
MosABRAOTCA U POCCUIACKME KBA3UyHU-
BepMarn — ceTb pacnpogax «®amu-
nusg», cetn Modis u «ABeHto». OTanym-
TeJIbHO 0COBEHHOCTbIO POCCUNCKMX Ce-
Tel  KBa3WyHWBepMaros

naptHep S. A. Ricci

B accoumaumn ¢ King Sturge:

— Ha gaHHbIii MOMEHT ecTb [Ba napannenbHbIX CLeHa-
pus passuTMa yHusepmaros B Poccuu. Mepsblit — 310
OTKPbITWE COOCTBEHHbIX Mara3iHoB Ha rMaBHbIX TOPro-
BbIX YNMLAX KPYMHEMLWNX rOPOA0B. ITOT CLEHapuii He
BCErga ONTUMANeH, NOCKOMbKY YHUBEPMAr BbIHYX[EH
CHMMATb W [LOPOron NepBblid aTaX, 1, NOMUMO NPOYNX
TOProBbIX NOMELLEHNIA, N0 TO Xe CTaBKe CAAETCA PsA
NOACOBHLIX NOMeLLeHNA. BTopoi cueHapuii — apeHaa
60MbLUON NAOLWAaM B KPYNHOM TOProBoM LieHTpe. Ha
JaHHbIA MOMEHT Psf YHUBEPMAroB paccMatpuBatoT
TONbKO KpynHewmLue ropofa 1 npoekTbl 0T 60 ThiC.
KB.M, HO MOCTeneHHo Byget 6onee rny6oKoe NPOHNK-
HOBEHWE B PErMoHbI. JTorucTuka BHOCUT CBOW KOPPEKTMPOBKM, 1 noatomy nocne Mocksbl 1
Metepbypra noka HanbonbLUNA UHTEPEC ANS OCHOBHOI MacChl OMepaTopoB MpefcTaBnsioT
NNLIb HECKOMbKO rOPOA0B 3aypanbs, a 0CHOBHOM akLeHT fenaetca Ha HODO0.

AHHa KoBanb

3aMecTuUTeNb gnpeKTopa
genapTamMeHTa ToproBov

W permoHanbHOM HeOBY»XKUMOCTU
Penny Lane Realty:

— B Poccun passuBaeTcs [ia TUna yHUBEPMAroB —
YHWUBEpMAr TMNa MaraanHa «damunus», T.e. NpocTo
60NbLUIOA Mara3uH, B KOTOPOM NMPOLAETCA 0fEXAa,
06yBb 1 HEMHOTO aKCECCYyapoB, U YHWBEpMar Tuna
Stockmann, rae ecTb pasgeneHue TOBapoB No pas-
HbIM YPOBHAM W1 OTAENAM, C PacLUMPEHHON ToBap-
HOIA MaTpuLiel, ONTUMAaNbHbIM COOTHOLLEHWEM COGCTBEHHBIX W YyXKX TOBapoB. B EBpone pas-
BUT BTOPOi TUN. MpsAMOE KNOHMPOBaHME BPONEICKOro hopmara He NPUBOANT K XXenaemMoMy
pe3ynbTaty — peako To, Y4TO b0 YCMELLHbIM B EBpONE, MOXET CTaTb CTOMb e YCMELIHBIM 1
y Hac. B Poccun yHuBepmaru 6ymyT pasmeluatbes B nepeyl0 0vepedb B 6omblumx TL (oT
30-50 ThiC. KB.M), 0COBEHHO CEMEIHON HANPABNEHHOCTH.
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B LOTTE PLASA coxpaHeHo

TnmyHoe ans Department

Store 3oHMpoBaHue
Nno aTa>KamMm
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thopmuposa-
HWE WHAMBNAYANbHOTO ACCOPTUMEHTA
13 MOWMWTLIX MO 3aKady 6e3MapoyHbIX
KONMEKUMIA; 3TUM OHU HaNnOMMHAIOT CO-
BETCKMe YHUBEPMArK, rae 6peH/bl Takxe
OTCYTCTBOBaNN, a GbiNA BMAbI MPOAYK-
UM 1 3aBof-n3rotoButenb. Cetb «®da-
MUNNS» 1 BOBCE OPUEHTUPYETCS Ha Npo-
L)Xy CTOKOBbIX KONMEKLNA KaK Manomns-
BECTHbIX, Tak M M3BECTHbIX OPEH.OB.
EfuMHCTBEHHAs pocCuiicKas CeTb, OpUeH-
TMpylowasca npu OpMMPOBaHMM ac-
COPTMMEHTA Ha 3BECTHbIE 3apy6eXxHble
mapku, — «XL». K chopmaty yHusepmara
Tenepb TAroTeeT u «CHexHas Koponesa.
C hopmara KBasuyHusepmara Haun-
HaloT CBOE pa3BuTHe B POccuu 1 MHOCT-
paHHble CETU KNacCU4ECKNUX YHUBEpPMA-
OB — KaK NpaBumno, He Hanpsamylto, a Ye-
pes  CBOMX MapTHEPOB wMaM Mo
(bpanyainsunry. B Poccum yxe pabota-
toT Takue cetn, kak Debenhams (RID
Group), BHS («AsTonaitH»), C&A («AB-
Tonank»), Marks&Spencer (Fiba Group).
«Egponeiickue  cetn  H&M u
Peek&Cloppenburg nnaHmpywT BbIX0-
ANTb Ha MOCKOBCKMIA PbIHOK», — 0TMEYa-
eT Onbra ficbko, pykoBOAWTENb fenap-
TamepTa aHaNUTUKN Colliers
International.
bnarogaps passutiio  noTpedu-
TeNbCKOr0 PbiHKA BCe 60MblUe CeTeil
YHMBEPMAroB CO6MPAOTCH OTKPbIBATH
MarasuHbl He T0NbKo B MockBe 1 CaHKT-
[NeTepbypre, HO U B Apyrux ropojax.
«Debenhams nnanupyet B 6nmxaniiee
BPEMS OTKPbITME MarasuHoB B Camape
KpacHospcke», — [enutcs nnaHamu
Wnbs Wypasun. Marks&Spencer u C&A
YXKE HaYanu PermoHanbHYK 3KCMaHCHIO.
OpnHako ecnu (narmMaHckuin marasuH
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yHusepmara B Mockse u [etepbypre
MOXET COCTaBNATb TP 1 6onee TbiCA4K
METpOB, TO PernoHanbHbie NPOEKTbI MO
nnoLaan morytT HEeMHOrro yMeHbLLATbCA.
Poccuiickne ceTu, genaiolue cTasky Ha
HU3KME LIeHbI, FOTOBbI Pa3BMBATLCA W B

He60oMbLKX ropodax. «Hekotopble CeTw,
KOTOpbIE YK€ He NepBblil rof paboTtarT
Ha POCCUIACKOM PbIHKE W MOHUMAIOT ero
cneuuncuky, 06patunmn ceon B3rMsabl Ha
ropoga c Hacenexuem nopsaka 300 Tbic.
4enoBek», — pacckasbiBaeT AHHa Ko-
Ba/lb, 3aMeCTUTENb AUPEKTOpA JenapTa-
MEHTa TOPrOBOW W PEruoHanbHON Hef-
Buxumocti Penny Lane Realty. «MHo-
rme WHOCTPaHHbIe YHUBEpMAru
pa3pa6oTanu aganTUpoBaHHbIe NOA POC-

Onbra

pyKoOBOOUTENb AenapTamMepTa
aHanutnkn Colliers International:

— [MpuHUMNBI POPMUPOBAHMA ACCOPTUMEHTA U 30HUPOBA-
HUS YHUBEpMAra 3aBWUCAT OT NPEANOYTeHWIA puTeinepa.

Hanpumep, B cetn H&M Ha nepBoM ypoBHE HaxXOAMUTCA
)KEHCKas 04eXna, @ Ha BTOPOM — MYXCKas, U CETb NPUAEp-
)KWBAETCA 3TOW KOHLIENLMM BO BCEX CBOMX YHUBEPMArax. B
cetn Stockmann Ha nepBoM ypOBHe pacnonaraiTcs Koc-
METUKA, KOXranaHtepes U Myxckas ofexnia, a Ha 2-m
YPOBHE HAX0AWTCA )KEHCKas ofexpa. ApeHfHas cTaBka
yHUBEPMara B TOProBOM LieHTpe B Poccum MoxeT Bapbi-
posatbes oT $150 10 $800 3a KB.M B ro.

Anpap FaneeB

najatb B OMPEAENEHHYI0 LIEHOBYIO KaTeropuio, YTo6bl LeNeBoil nokynatenb Obin OfyH.
(04eHb YacTo yHNBEpPMAry NpeanaraioT ToBapbl Mo CBOeH COGCTBEHHOI MapKOiA, OroBapu-
BasiCb C NPeANpUSTUSAMI, YTOObI OHW NPOM3BOANII TOBAP NOA UX GPeHAOM. Ecnu cam yHu-
BepMar 3aHumaeT nnowaab nopsaka 10 Thic. KB.M 1 BbICTYMaeT B ponu ikops, T0 cam TL|
JO0MKEH ObITb He MeHbLue 30-40 ThiC. KB.M, MHa4e 3T0 6yaeT HeBbIroAHO And TL|. ApeHAaHble
CTaBKMW COCTaBNSIOT He 6onblue $250-300 3a KB.M B 0.

OVPEKTOP OenapTtamMeHTa
KOHCanTuHra 1 nccrnegoBaHnmn
KoMnaHun «Muanb — Kommepdeckas
HeOBV>XXMMOCTb»:

— YHuBepMar MOXeT 6bITb AOCTATOYHO BbICOKMM MO 3TaX-
HOCT WMEHHO MOTOMY, YTO MPeAnonaraeT 30HNPOBaHME
no kareropusim ToBapoB. OfMH M3 NyylwnX NpPUMeEpoB
Knaccu4eckoro yHusepmara B Poccumn — Stockmann. Yhu-
Bepmar — 310 Bcerga 60/1bLLIOA aCCOPTUMEHT pa3HO06pa3-
HbIX TOBAPOB, M C TOYKM 3PEHMS OpraHn3aLmmn TOProBan OH
ABNAETCA CaMbIM CIIOXHbIM (DOPMATOM 3 CYET 60/bLIOr0
KONMYECTBA NOCTABLYNKOB, @ COOTBETCTBEHHO, HYXXHO MO-

CWUACKWE TOProBble LIEHTPbI MUHK-CPOp-
MarTbl», — 0TMEYaeT BULe-npe3ngenT MK
«Tawmp» Butanuit EGouMKuH.

Crno>XHO, HO MOXXHO
[pW4uH, N0 KOTOPLIM CETU YHUBEPMA-
rOB MOKA UCMbITbIBAIOT CNIOXHOCTY C pa3-
BuTMEM B Poccumu 6onblumx ¢hopmaros,
HECKOMbKOo. «Go3aaHne yHuBepmara u yn-
paBfeHNe UM — 04eHb CMOXHbIA BU3HEC.
OH npeanonaraet UOPMMPOBAHME W NOA-

BospoxxgeHve n passutme
doopmara yHBepmaros
B Poccunm Tonbko npeactounT

LePXKY accopTUMEHTa U3 [ECATKOB Thl-
CY HaMMEHOBAHWA TOBAPOB PA3NMUYHbIX
KaTeropuii, ero NPasuUibHYI0 BbIKNAAKY W
30HUPOBaHMeE, HEOOXOAUMOCTb CIOXHO-
r0 asTOMATM3MPOBAHHOTO Y4eTa (4T0ObI
noKynatenb MOr ONAaTUTb BECb TOBAP HA
N060A Kacce M 4To6bl 3anackl TOBApOB
BOBPEMA MOMONHANMCL). Kpome Toro,
MOCKOJIbKY paHee Ha Tepputopuu Poccun
aKTMBHO pasBuBanacb MOHOGpEH[0BasA
TOProBnf, npasa Ha 601bLUNHCTBO MapOK
Y)Ke BbIKYNNEHbI POCCUIACKMMU KOMMAHN-
MU. YHUBEpMAry, XenaroLLemy npescra-
BUTb LUMPOKMIA ACCOPTUMEHT WU3BECTHBIX
MapoK, Npugetcs [OroBapuBaTthcs C
MHOrOYMUCNEHHBIMI NpaBoo6aafaTens-
MW, @ 3TO He BCerga BO3MOXHO», — pac-
ckasbiBaeT KoHcTaHTMH Caxapos. Mo
TPYAHOCTW YNPABNEHMS YHUBEPMAT CXOX
C TWUMEpPMapkeToM, U Jaxe CroXHee.
«06beM 3aKynku NPOAYKTOB NUTaHMSA
MOXHO Perynuposatb, 310 TOMbKO BOM-
POC LiEHbI — MpK 3TOM WX BCE PABHO Ky-
NAT, @ KOMNEKLWN 0fEXAb! HYXHO NOKY-

M3 yueneBwmnx CoBETCKNX
YH/BEPMaroB COBPEMEHHbIM
npencTaBfeHns M O HUX
COOTBETCTBYET, MoXXarymn,
TOonNbKO LIYM

natb TOMbKO MOMHOCTbIO, HA ONpeaeneH-
HY0 CyMMY — MIPY 3TOM MOXHO OLINOUTb-
€Al ¢ BbIGOPOM 1 noTepsTb 90% BNOXEH-
HbIX [IEHer», — pacckasblBaeT [MUTpUiA
bapaHoB, HaYanbHUK OTAena mccneosa-
HWA pbiHKa Komnanum «Monn MeHepx-
MEHT». «[lenaTb MOHOOPEHAOBLIA Mara-
3WH, OCHOBBIBAIOLMIA CBOI [eATeNb-
HOCTb Ha KakOM-nMb0 OJHOM TOBape,
Oyab TO o4exaa, 06yBb, 6bITOBAA TEXHN-
Ka Ui NPOAYKThI, FOPA3Ao Nerye», — 0T-
meyaet Anpap lanees.

Poccuiickue npeanpuHumarenu no-
Ka He roToBbl 6paTh Ha Ce6s pUCKM pas-
BMTIS MONHOLIEHHOI CETM YHIBEPMAr0B,
anpexae 4em Kakas-nm6o MHOCTPaHHas
cetb Department Store npeanpumer
CEPbE3HYI0 MOMbITKY BbIATK HaNpaMyo
Ha POCCUICKMIA PbIHOK C OTKPLITUEM Jie-
CATKOB Mara3iHOB (4TO O3HA4aeT WH-
BECTULMM B COTHU MUNAWOHOB AONNa-
pOB), MOXET NMPOWTY eLLe He OAWH rOf.
MonbITkN pa3suTns 60MbLIMX (DOPMa-
TOB, KOTOPbIE MPEANPUHUMAIOTCSA, NOKa
HeNb3s Ha3BaTb YCMELUHbIMM (3a UCK-
nioYyeHnem cetn Stockmann). Hanpu-
Mep, Typeukas ceTb Boyner BbIHyXAeHa
Obina 3aKpbiTb YHUBEPMAr, 3aHWMaB-

LWKUA 6 TbIC. KB.M B TOPrOBOM KOMII/IEK-
ce «MElA-Xumku». Kopeiickaa ceTb
LOTTE BmecTo yHMBepmMara cosgana B
Poccun TOproBblii LEHTP C OTKPbITbIM
NPOCTPAHCTBOM, CTO/KHYBLUMCb C He-
BO3MOXHOCTbK)  LIEHTPANn30BaHHOr0
obecrneyeHus accopTumeHTa. B pesynb-
tate B LOTTE Ha HoBom Ap6ate pacno-
naraeTcs MHOXECTBO apeHAaTopoB
«6e3 BUTPUH>». OAHAKO NPy 3TOM COXpa-
HeHo TunuyHoe ansa Department Store
30HWUPOBaHMe No 3Taxam. B oTnmyue ot
KNaccu4eckoro yHusepmara, rae Ha no-
6014 Kacce MOXXHO ONNaTUTbL Cpasy BeCb
TOBAp, B KOPECKOM Cryyae onnara To-
Bapa NpOW3BOANTCA TONbKO B COOTBET-
CTBYIOLLIEN CeKLnN.

0paHako, HECMOTPSA Ha BCE CIOXKHOC-
TV, AEBENONEPbI TOProBbIX LEHTPOB BCE
OXOTHEe PaccMaTpuBaloT yHUBEPMATN B
Ka4ecTBe apeHAaTopoB CBOWUX TOProBbIX
LeHTPOB. «[IpUYMHOI MELEHHOr0 pas-
BUTWS CEeTel yHUBEpMaroB B Poccum Gbl-
1 NPOTUBOPEYUS HTEPECOB fieBENone-
pa u apenpatopa. Llenb nesenonepa —
KaK MOXHO [OPOXe cAaTh NAOLLaau, 4To
npeanonarano pasmeLLeHne MHOXeCcTBa
HeB60NbLUMX Mara3vHOB, KOTOPbIE aKTUB-
HO pa6oTaioT Ha pbiHKe ofexabl. Kpome
TOr0, B OT/INYME OT APYruX SKOPHbIX
apPeHJaTopoB, YHWBEPMAru He roOTOBbI
BbICTYNaTb couHBECTOpamu. OfHako no
Mepe YCUNEHNs KOHKYPEHLIN TOProBbIX

LIEHTPOB YHMBEpMAri ByayT CTaHOBUTb-
cs Bce 6051ee BOCTPEOOBAHHBIMM U LigH-
HbIMW AKOpPAMU», — CcyuTaeT Butanuit
EdoumkuH. Ecnu B TOProBOM KOMMIEKCe
«P0» ToNbKO ABa KBa3nyHuBEpMara —
ZARA n «CHexHas Koponesa», 10 B TL|
«PU0O TpaHg» Ha [MUTPOBCKOM LOCCE
yHUBEpMAru 6yoyT npeacTaBnieHbl 60-

fee COMMAHO. JKCMepTbl He CYUTAIOT,
YTO pasMmelleHne B COCTaBe TOProBOro
LieHTpa 6OMbLIOT0 YHMBEPMAra MOXET
CUMbHO «NCMOPTUTD XKM3Hb» MOHOOPEH-
JOBbIM Mara3mHam OAexAbl. «B MOHO6-
PEHLOBOM MarasuHe fuHelka Bcerga
IMpe — NocnesHUe HOBUHKM, KOMMeK-
Lun, cneyuanbHble TOBapbl M np., a B
YHMBEpMAre eCTb BO3MOXXHOCTb CPaBHe-
HUS CXOXKIX TOBAPOB Pa3HbIX MapOK, Mo-
9TOMY KOH(hNIMKTa KaK TakoBOr0 He Cy-
LLecTBYeT», — 0TMe4aeT AHHA KoBanb.
Brpodyem, Kak nogdepkusaer Buranuit
ECOMMKUH, ecriu KOHTPAKT C YHUBEpMa-
rOM 3aK/H4AETCA Ha CTaAun CTPOUTENb-
CTBa, TO OH MOXET B AAOrOBOPE apeHAbl
00603Ha4NTb aCCOPTUMEHT M MapKM, KO-
TOpble [JOMXKHbI 3KCK/TIO3MBHO MpeAc-
TaBNATLCA B TOPrOBOM LEHTpe, ybpas
TeM CaMbIM CaMy BO3MOXHOCTb NPSMOiA
KOHKYPEHLMN C MOHOOPEHAO0BLIMUA Ma-
rasuHamu.

[MosiBneHune B Poccum 0TAeNbHOCTOS-
LLMX YHMBEPMArOB MeHee BEPOSTHO, YeM
X OTKPbITWE B COCTaBE TOPrOBbIX LIEHT-
poB. «ApeHAoBaTb OTAENbHOCTOALNE
30aHVA (a He BNaZieTb UMI) HAMHOTO J0-
pOXe, YEM aApeHAO0BaTb SIKOPHbIE MNNo-
Laau B TOProBOM LIEHTPE, [ K TOMY Xe
MOXHO NEPEnoXuTb Ha COBCTBEHHUKA
peLUeHne BCex ObITOBbIX BOMPOCOB», —
cuntaet Omutpui bapaHos. [ ]

AmMmuTpun
BapaHoB

6OMbLUMM UM KPYMHBIM TOProBbIM ONEpaTopam, CEerofHs BEPHYNach UCKOHHAsA NPakTuka,
NPy KOTOPOW B YHMBEPMAre OCYLLECTBNAETCA NPEVUMYLLECTBEHHO COOCTBEHHAs Toprosns. B
HACTOALLEe BPEMS YHUBEPMArU KOHLEHTPUPYIOTCS B OCHOBHOM Ha Hanbosee peHTabesbHbIX
TOBAPHbIX rpynnax (OAex[a, ToBapbl Ang A0OMa U T.4.), 0CTaBNAA NULb «(OKYCHbIE» TOBA-
pbl 13 MPOYMX TOBAPHBIX rpynn. YHUBEpMAru SBNSKOTCA OCHOBHbIMM AKOPSMM TOPrOBbIX
LIEHTPOB — B KPYMHEMLLIMX MOMNax OTKPbIBAETCA N0 2-5 yHUBEpMaros. CyLLECTBYIOT 3KOHO-
MWYHbIE YHUBEPMATY (YHUBEPMAr-ANCKAYHTEPbI), B KOTOPbIX KACCOBBIA Y3eN 00bIYHO LIEHT-
pann30BaH N HAXOJUTCA HA MaBHOM BXOfe-BbIX0E — B OT/INYME OT KNACCU4YECKOro YHUBEP-
Mara, B KOTOPOM KaccoBble TEPMUHaNbI €CTb B KaXA0M 0TAene. Ha 3anage (B nepayio 04e-
pedb, B CLUA) chopmar yHuBepmara B TeyeHue MOCMEAHEro AeCATUNETUS HaxopuTcs B
ynagKe: OH noTepsn 60NbLUYH0 YacTb NOTpebUTENeN, NPUHAANEXAWMX K CPeaHeMy Knaccy
(OHW Nepeko4MNNCh Ha 60ee 3KOHOMUYHBIE AUCKAYHTEPbI). PUCKM MU OTKPLITUM YHUBED-
mara j0CTaTo4HO 60MbLUMe, OAHAKO YAa4Has KOHLeNUUs 1 NpaBuibHOE NOHUMAaHKe 3anpo-
COB LieN1eBOIl ayIUTOPUM BCE XX MO3BONUT OKYNUTb 3aTpaThbl OCTATOMHO 6bICTpO. B LLTaTax
Cpe/HuiA rofoBoit 060poT ¢ KB.M B yHuBepMarax B 2005 r. kone6ancs ot $700 fo $3,5 Thic.

HavanbHWK oTaena

nccrnegoBaHUn pbiHKa KOMMaHmm
«Mornn MeHemKMeHT»:

— PaHblue yHuBepmariu (MosiBneHme nepBbIxX YHUBEPMAros —
napuxckoro «boH MapLue», aauMHOYprekoro «[KeHHepe»,
«bepHOpumKec» B Hblokacne-Ha-TaliHe — OTHOCUTCA K
1838 r.) 3aHUManu Lenoe 3haHune, NOTOM CTanl BKIOYaTb-
CS1 B TOProBble LEHTPbI. CerofHs pag KpynHeiLImx yHuBep-
Maros (Hanpumep, «Fanepu Jlacbaret» B Mapuxe) 3aHuMa-
€T HECKOJIbKO 3[aHWIA. HECMOTPSA Ha TO YTO UCTOPUYECKN
€CTb MPUMepbI TOro, 4TO OTAENbl YHMBEpMara, pacnono-
)KEHHOr0 B OTAENbHOM 3[aHNN, CAABANUCH B apEHZY He-
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Freakish
Format

Text: Alexander Pypin
Photo: Pavel Kharitonov,
ITAR-TASS

The department store is a classical
retail format for Europe, but it turns
out that in Russia it is not so
ubiquitous as more popular retail
parks and supermarkets of later
years.

Across continents
and states

In Europe the history of department stores has lasted
for more than a century, and this format is most developed
in UK where «such chains of department stores as
Debenhams, Marks&Spencers, House of Frazer, John
Lewis, Harvey Nichols and Harrods are well-known,» says
Lucy Hein, executive assistant for Debenhams in Russia.
The chains of department stores may number just several
shops in one country, or they may have dozens of outlets
all over the continent. Thus Debenhams runs 123 stores in
UK and Ireland alone. The Stockmann chain is highly
developed in Scandinavia and Baltic states. Karstadt and
Kaufhof chains operate in Germany while Galerie
Lafayette is a French chain. Other rapidly developing
European chains include H&M, BHS, Peek&Cloppenburg,
C&A and Macy’s.

At least 5 local or international department-store chains
are represented in each of the European countries. In addi-
tion, they also develop in USA, Japan and Korea. «A typical
department store is accommodated in a building on the area
exceeding 5,000 sqm and the shop floor area of at least
1,200 sgqm. Commodity groups are distributed between the
stories by a thematic principle,» says Polina Zhilkina, spear-
heading the analytics department at ADG Group.

There’s a substantial difference between the American
and European department store location. In Europe depart-
ment stores are mostly found in the city core. «This can be a
detached 4 or 5-story building with organized parking and
retail area exceeding 10,000 sqm,» points out Aidar Galeev,
director of the consulting and research department at Miele —
Commercial Real Estate. In USA department stores are nor-
mally integrated with large malls. One such mall may house 5-
6 department stores, covering the area of more than 10,000

Table 1: The Variety Array of Large British Department Stores

Categories / Department stores| Debenhams | BHS M&S | House of Fraser | John Lewis | H&M NEXT | ARGOS | PRIMARK | BOOTS
Clothes, accessories + + 4+ + + + +
Lingerie + + + + +
Shoes +
Flowers and gifts + + + + +
Children’s goods and toys + + + +
Health & beauty (including
pharmaceutical goods) + + +
Cosmetics + + + +
Home improvement + + + + + +
Sports clothing and implements + + +
Household appliances +
Entertainment
Books, CDs & DVDs +
Home equipment + + + +
Jewelry and watches +
Foods + +
Additionally + everything [ + clothes + clothes for
for the for the teenagers
wedding | pregnant, and the
teenagers pregnant
and
nuptials
Source: S.A.Ricci/ King Sturge
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sgm each. «It is department stores that play the role of main
anchors in American and European shopping centers, unlike
Russia where a grocery hypermarket is thought to be the main
anchor,» says Konstantin Sakharov, executive director of the
retail real estate department at Cushman&Wakefield
Stiles&Riabokobylko. Each chain pursues its own concept
and assortment policy. The variety of goods is adapted to con-
sumer preferences in specific countries (see Table 2).

Soviet version

In the defunct Soviet Union department stores were the
priority mode of trading in non-foods. The whole nation was
covered with chains of GUM, TsUM and Detsky Mir depart-
ment stores, which generally took up several floors, occa-
sionally equipped with running stairs and each floor assigned
to one or several commodity groups. Their architectural solu-
tions ensured good visibility of all premises, which was large-
ly in line with European ideas of trade organization.

After the break-up of centralized logistic system depart-
ment stores practically lost their potential to offer a wide vari-
ety of goods; the process of privatization and incorporation,
which resulted in the change of ownership, was also very
messy. As noted by llya Shuravin, partner of S.A. Ricci, with
the development of market retail, the monotonous assort-
ment of department stores began competing with multifari-
ous products from China and other countries, which could
not boast high quality but chimed with the tastes of con-
sumers. Gradually most department stores turned into low-
grade shopping centers leasing their premises to private
entrepreneurs. Only in the XXI century some of them com-
menced modernization. Of all extant department stores per-
haps only TsUM that survived the change of several owners
and re-conceptions conforms to modern retail concepts.
Moscow GUM also retained its attractiveness, although it is
a typical shopping mall by its concept. The project of creat-
ing the Stylish City chain of department stores devised in the

Table 2: Variety Distribution Array in One
of Large Foreign Department Stores

Share of space, % |UK | Middle East |Scandinavia [Cyprus |Russia
Men'’s clothes 32% 30% 18%| 20%| 15%
Women’s clothes | 23% 19% 26% | 27%| 25%
Children’s clothes | 9% 17% 24% | 32%| 20%
Home improvement
articles 18% 15% 16% na| 13%
Lingerie 9% 10% 9% | 11% 7%
Perfumery
and cosmetics n\d n\d n\d nd| 15%
Accessories 9% 9% 7% | 10% 5%
Source: S.A.Ricci/ King Sturge

early 2000s failed: consumers, owners, landlords and retail
operators were unprepared for a large-scale development of
this freakish format.

Quasi department
stores

The revival and development of the department store for-
mat in Russia still lies ahead. Most retail properties, operating
under the sign of department stores, do not actually belong to
this format — if for no other reason then at least because of
their insufficient shopping areas (below 2,000 sqm). «The
most developed department-store format in today’s Russia is
the one trading in clothes, shoes and accessories as the prin-
cipal commodity,» points out Mikhail Getz, vice president of
Blackwood, in charge of strategic development. Konstantin
Sakharov believes that only Stockmann properties could be
ranked among classical department stores in Russia. They
operate both in the center of Moscow (integrated with the

Except for Stockmann, such
attempts have so far failed

llya Shuravin

partner of S. A. Ricci associated

with King Sturge

There are two possible scenarios of department stores development in Russia. The first is opening detached stores at major street retail routes,
which is a more expensive altemative. The second is leasing large space within a shopping mall. While at the present time a number of depart-
ment stores contemplate only largest cities and projects starting from 60,000 sqm, gradually the developing logistics will provide for their wider
expansion, particularly to the trans-Urals region and the Russian South.

AR EWGIVET alternate director of the retail and regional
properties department at Penny Lane Realty

Two types of department stores develop in Russia: the Family-type department store or just a large shop selling clothes, shoes and accessories,
and the Stockmann-type department store, dividing the commodities by levels or sections and featuring an extensive commodity array. The sec-

ond type is prevalent in Europe but its cloning may not bring about the desired result in Russia, where family-type department stores will be

accommodated at large shopping malls, in the first place.

Olga Yasko

The principles of building the department store variety and zoning hang upon the retailer’s predilections. Thus H&M puts women’s clothes at the
first level and men’s clothes at the second level at all of its stores, whereas Stockmann puts cosmetics, haberdashery and men'’s clothes at the
first level and women’s clothes at the second level. Malls charge a department store from $150 to $800 per sqm per year.

heading the analytics department at Colliers Int.

retail-office complex Smolensky Passage) and on the out-
skirts (as part of MEGA complexes). Some properties in the
XTs chain occupying several floors and more than 2,000 sqm
(XTs Bucharest and XTs integrated with the retail complex
Gorod are good examples) are close to the department store
format. However in most cases quasi department stores —
large clothing stores with the broader variety of brands, taking
up 1-2,000 sqm on a single floor — are represented in shop-
ping centers. Large mono-brand clothing stores or the ones
offering a wide variety of brands made to order (ZARA, NEW
YORKER, TopShop, New Yorker, Peacoks et al) and run by
foreign companies are occasionally named «department
stores». The Russian samples of quasi department stores

include the sale chain Family, Modis and Avenue chains. A
distinguishing characteristic of Russian quasi department-
store chains is forming an individual assortment of unbranded
collections sewn on demand; in this they resemble Soviet
department stores, where product types and manufacturers
replaced brands as such. The Family chain is altogether
geared towards the sale of stock collections representing both
little and well-known brands. The only Russian chain giving
preference to well-known foreign trademarks is the XTs.
Snezhnaya Koroleva is also known for its propensity to the
department-store format.

Foreign chains of classical department stores, normally

operating through their partners or franchisees, rather than —
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IN['ETHCEIS\VVA spearheading the consulting and research
department at Miele — Commercial Real Estate

A department store may have numerous floor levels because of the zoning by commodity categories. It is always noted for a broad variety of
diverse goods; this is the most challenging format in terms of logistics and pleasing the target audience. Quite often department stores offer
goods under their own trademarks. If a department store occupies 10,000 sqm and functions as an anchor, the shopping mall should cover at

least 40,000 sqm, or a department store will be unprofitable. Rental rates do not exceed $250—300 per sqm per year.
helming the research department

at Mall Management

European department stores once occupied the whole building but now they are more often integrated with shopping centers. Largest depart-
ment stores, such as the Parisian Galerie Lafayette, take up several buildings. Present-day department stores are focused on most profitable
commodity groups (clothes, home improvement goods etc.). Biggest malls include 2—5 department stores as main anchors. Unlike the classical
department store, where you may find cash terminals in every section, there are also economy-type department stores (discounters) where a
single point-of-sale is normally placed at the main exit. In USA the department-store format has been in decline during the recent decade and
lost most middle-class consumers who switched to discounters. The risks of opening a department store are rather high; however a successful

concept and understanding the demands of the target audience may shorten the payback period.

directly, also start their Russian expansion with the quasi
department-store format. Such well-known chains as
Debenhams (RID Group), BHS (Avtoline), C&A (Avtoline)
and Marks&Spencer (Fiba Group) already operate in Russia.
«The European chains H&M and Peek&Cloppenburg plan to
enter the Moscow market,» points out Olga Yasko, helming
the analytics department at Colliers International.

Thanks to the booming consumer market, the increasing
number of department-store chains cherishes the plan to open
their outlets not only in Moscow and St. Petersburg but in other
Russian cities as well. «Debenhams plans to open its stores in
Samara and Krasnoyarsk in the nearest future,» shares Mr.
Shuravin. Marks&Spencer and C&A have already launched
into regional expansion. But while their flagship department
stores in Moscow and St. Petersburg may have the sales area
of 3,000 sqm and more, the shopping space of their regional
projects are smaller. Russian chains staking on low prices are
ready to develop in smaller cities. «Some chains, which have
already been operating on the Russian market for a number of
years, turned their eyes to cities with the population of around
300,000,» says Anna Koval, alternate director of the retail and
regional properties department at Penny Lane Realty. «Many
overseas department stores have already developed mini for-
mats adapted to Russian shopping centers,» points out Vitaly
Yefimkin, vice president of Tashir Group.

Difficult but possible
There are several reasons why the chains of department
stores have problems with large format development in
Russia. «Creating a department store and managing this
facility is a very challenging business implying the genera-
tion and support of a wide variety including several dozens
of thousand brands in different categories, their skilful
arrangement and zoning, the need for complicated comput-
er-aided inventory. Because mono-brand retail prevailed on
the territory of Russia before, titles to most brands have

Russian businessmen are not
ready to run the risk of
developing a full-fledged chain
of department stores
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already been purchased by different Russian companies. A
department store, planning to offer a wide assortment of
well-known brands, will have to come to terms with numer-
ous title holders, which is not always possible,» reasons Mr.
Sakharov. In terms of managerial problems, the department
store format is even more challenging than a hypermarket.
«The procurement of foods can be regulated; groceries will
be purchased anyway, pricing being the only matter to be
considered. On the other hand, clothing collections can be
bought only in their entirety, and in case of mistaken selec-
tion you may lose 90% of the invested funds,» says Dmitry
Baranov, heading the research department at Mall
Management. «lIt is much easier to create a mono-brand
store based on a single commodity, be it clothes, shoes,
appliances or foods,» points out Mr. Galeev.

Russian businessmen are not ready to run the risk of
developing a full-fledged chain of department stores, and it
may take several years before some overseas department-
store chain makes a serious attempt to enter the Russian
market directly and to open dozens of stores. Except for
Stockmann, such attempts have so far failed. Thus the
Turkish chain Boyner had to close down its 6,000-sqm
department store at MEGA-Khimki retail complex. The

Korean LOTTE created an open-space shopping center on
Novy Arbat, in place of a department store, with numerous
tenants and «no showcases», despite the floor zoning, more
typical of the department store. Unlike the classical depart-
ment store, where you may pay for all your purchases at any
cash desk, you pay only in the respective section at LOTTE
department store.

Yet in spite of all hassles, the developers of retail centers
are ever more willing to contemplate department stores as
the potential tenants at their shopping centers. «The con-
flicting interests of developer and tenant have been the main
reason behind the slow development of department-store
chains in Russia. The developer seeks the highest possible
rent and therefore prefers to accommodate a multitude of
small shops operating on the clothing market. Moreover,
unlike other anchor tenants, department stores are not pre-
pared to act as co-investors. However, as competition
between retail centers is toughening, department stores will
become the increasingly more valuable anchors,» believes
Mr. Yefimkin. While only two quasi department stores, ZARA
and Snezhnaya Koroleva, are represented at RIO retail com-
plex, RIO Grand on Dmitrovskoe shosse will feature more
department stores. Experts opine that a large department
store may undermine the positions of mono-brand clothing
stores within a shopping mall. «<A mono-brand shop always
offers a broader lineup: latest novelties and collections, spe-
cialty items and so on, whereas at the department store you
may compare similar articles from different brands, so
there’s no conflict as such,» points out Anna Koval. But if a
contract with a department store is signed at the construction
stage, the Lease may specify the variety and brands to be
exclusively represented in the given department store, thus
eliminating the very possibility of direct competition with
mono-brand shops.

The emergence of standalone department stores is less
likely in Russia than their inclusion in shopping centers.
«Leasing detached buildings is much more expensive than
renting anchor premises in a shopping complex,» argues Mr.
Baranov. [ ]




