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Ora ocenp ObIAQ, T0XKAaAYH, KaK HUKOIAG 00raTa BHICTABOYHBIMH
MeponpHATHAMA. [ToApOOHEe 0 HUX BB CMOKETe MPOYHTATH Ha CTPa-
HULAX 3TOr0 HoMepa, @ HHpopMalud o BeIcTaBKax «[THPy u «Kymu
OpaHA» AaKe He YMECTHAGCH H OTAOKEHA A0 ACKAOPBCKOT0 BEITYCKA.
OreyecTBeHHBIH CeKTOP BEHAMHTA OKA3aAcq (MOXeET OBITh, AdXKe He-
CKOABKO HEOJKHUAQHHO AAST HEKOTODEIX CBOMX YYACTHHKOB) B TOAOKE-
HHH HeBECThI, KOTOPYIO BCe 30BYT H KOTOPas MOKET ITO3BOAHTH Cede
BeiOupare. Ilpy 310M HHTEPEC K aBTOMATU3UPOBAH-

HOH TOPIOBA€ IIPOSIBASIETCS AQJKE B TOM CAYYae, eCAH

B JKCHO3UIIMU YYACTBYeT OIPDAHHYEHHOe YHCAO

upat; BAXHO, pazyMeercs, 4r00b AFOAH OBIAM IIPO-
nHpopMuposansl «Hro? [pe? Koraa?» 310 He cHU-
Maer ¢ [I0BeCTKU AHA 3dAQYH PACIIHPEHHUS y49aCcTHA B
MOAOOHBIX MCPOIPHATHAX, @ HA000POT, HOAYEPKHUBA-
€T ee aKTyaABHOCTh. Kopode, cAeAHTe 3@ aHOHCAMIL.

OdepeAHOH MUK BBICTABOYHON aKTHBHOCTH OXH-
A@ETCA BECHOH, B MapTe — alpeje (3T0 OTHOCHTCS He
TOABKO K OTeYeCTBeHHHIM BEICTaBKaM). CIennaaLHo
1\ TeX, KOro HHTepecyeT yKPAHHCKHH DHIHOK, C000- y
mae-1, yro 20-23 mapra 2007 r. B Kuepe cocroutcs
nepBasd MeXAYHAPOAHAs BEICTaBKa «MHp Topros-
A BKAIOYAION[Ad CITELHAAH3UPOBAHHYIO SKCTIO3H-
o «BerauHT/ TepMUHAAIRCITOY,

Heckoabko cA0B 0 Kartarore «PoccuHCKHE BeH-
Akar 2007», KoneyHo, Kak Al0OMAM TOBOPHTH IPH CO-
BETCKOH BAACTH, (IIAQHEI AO/UKHBI OBITh MOOHAH3YI0- RIS
M M». B AHHOM KOHKDETHOM. CAydae, ITOX0Xe, Te e
CDOKH MPEAOCTABACHHS MATEPHAAOB, KOTODEIE OBIAN o
YKA3aHBI B KypHAAE H HA CaHTe, KOIo-T0 MOOUAH30-
BaAH, a KOTO-TO, HaoOODOT, IIOBEPTAH B YHLIHHE
(«Bce paBHO He ycriean»). C y4eToM 3T0r0 peAakus
PDEIIFAQ IPOAARTE CPOK TPEAOCTABAEHHT MaTepHa-
0B AAS KAaTaAora Mo Aekalpb BKAIOUHTeABHO. He-
C*10TPs Ha TO, YTO B PACIOPIKEHNH PEAAKITHH HA Ce-
TOAHA HMeeTCd AOBOABHO MHOIO HH(ODMALMH OT
IPOH3BOAMTEAEH H MOCTABIIHKOB, MBI CYHTAEM, YTO
AAS OoAee MOAHOH XapaKTePHCTHKH PHIHKa AyYIIe T
HeCKOABKO OTAQKHTE BBIXOA H3AGHHA — HALPHMED,
A0 KoHija 1 ksapraaa 2007 r. Tak 4To OHO3AGBIINX
HPOCHM He BOAHOBATBCH, HO H HE PACCAQDAATHCA.

M nocaepnee, JKypraa oveHb AOPOXKHT CBOUMH
CBA3AMYU C YMTATEABCKOH ayAuTopueH. Ars Hac
OYeHb BAXHO 3HATh, YTO HAC YHTAIOT, IPHYEM BHUMAaTEeABHO, H OUeHb
B&XHBI BAIIM 3aMEYAHHA M IIOXKEAAHHd, BKAIOYAT H KPHTHICCKHE.
OHH 03BOAFIOT HAM T'AyOXe BHHKATh B CYH]ECTBO 0OCYKAQEMbBIX
npobaeM M HeCTH YHTaTeAsM 0oAee AOCTOBEPHYIO HH(opMaIuio. B
OKTADDE 3TOr0 r0AQ MbI IOAYYHAH THCHMO OT TePMaHCKOTO OTAeAe-
Hug KomnaHud Automated Transactions (ITL), B KoTopom, HapsAy €
0AaroAapHOCTHIO 3@ COOBIIeHHE 0 KOMIIAHHH 1 ee IPOAYKIIHH, COAED-
JKaplleecs B periopTaxe «Lleabit Mup urp» (Ned, 2006, ctp.8), orme-
YaAachk HETOYHOCTh B IIPUBEACHHOH TaM YHCAOBOH XapaKTePHCTHKE
HOBCHIIMX KyMIOPOIPHEMHHKOB cepud NV. [IDHBOAMM YTOYHEHHYIO
DEAAKLHEO JTOM XAPAKTEPHCTHKHM, NPEAOCTaBACHHYH0 KOMIGHHEIL
«Kommmanna ABTOMaTHYecKHe TpaH3akuuu rapantupyer 100% wc-
KAJOUCHHE (DAABIIHBOK, @ TaKXe BLICOKHE YDOBEHb IPHEMA KYLIOP
(99,8%)». Ham ocTaeTcss HOKEAQTh AAABHEHIIUX YCIEX0B U KOMIa-
HHH, H BCEM HAIIM IHTATEAIM.

[O— |

C. P. OpxaHos,

the autumn seems lo be more rich with exhibitions than ever.
You can read about them at the pages of the issue, but the infor-
mation concerning the fairs "PIR" and “Buy Brand" found no
place and will be published in the December issue. Rather unex-
pectedly (perhaps even for some of the vending companies) the
sector found itself in the state of a bride getting proposals from all
the sides and hence able to choose. The interest for vending has

PR

Nsnatens

S. R. Jurkhanov,

Publisher

nu. J1. 3oros,
FnaBHbIVI peaakTop

1. L. Zotov,

Editor-in-chief

been demonstrated even in cases when a limit-
ed number of companies participated in the
event; what appeared (o be most important, Is
that the people ought to be well and timely
informed "Who? Where? When?" This fact
doesn't remove from the agenda the task to
widen participalion in the events — quite oppo-
site, It stresses its actuality. Well, to be short:
“Watch for the announcements”.

The next peak of the fair activities is to be
expected this spring, especially during March
— April; it refers not only to home events.
Specially for those who are inferested in the
Ukrainian market: on March 20-23, in Kyiv, the
first international exhibition "World of Trade”
is to take place, including a specialized exposi-
tion "Vending/TerminalExpo".

Now a few words about the catalogue
“Russian Vending 2007". Of course, as the
Soviet leaders liked to put it, “the plans are to
be mobilizing”. In our case the terms fixed in
the magazine and af the web site seem to have
mobilized some people and lo have depressed
the others (“All the same we are late...").
Keeping this in view, we decided to prolong the
term of supplying the materials for the cata-
logue to the end of December. Though we have
quite a lot of material sent by the manufacturers
and the distributors, we think it would be wise
fo postpone the publishing for some time (e.g.
till the end of the first quarter, 2007) in order to
get fuller characteristics of the market. So we
ask those who felt they were late: "Don’t worry
but please don't relax "

And the last now. The magazine values its

ties with the readers very high. It is very important for us to know
we are read attentively; and of special value are your comments
and requests. They help us to get deeper into essence of the prob-
lems discussed and to bring a more reliable information to the
audience. The last October we received a letter from the German
Division of ITL Company (Automated Transactions GmbH). Side
by side with their thanks for the publication depicting the role
they played at the exhibition "World of Games” (#4, 2006, p.8),
the company asked {o pay attention to some inaccuracy in the
numeral characteristics of their last bill-acceplors of NV series
quoted in the report. According to the company, this characteris-
tic should look as follows: “The Automated Transactions Co.
quarantees 100% elimination of counterfeits as well as the high
level of the bills acceptance (99,8 %)". Now we are to wish further
successes both to the company and to all our readers.
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CeTb TOProBBHIX aBTOMATOB — 3TO
COBpEMeHHBIH U MPHOBIABHEIN OU3HEC,
KaK He yCTaioT FOBOPUTE BCE TPOAABIIHI
aBToMaToB, OAHaKO MaaO KTO 33AYMbI-
BaeTCHd, KaK OOTHMH3HPOBATH PaboTy
aBTOMATOB, YCKOPHUTE HX OKYITaeMOCTB,
PacHIMPpHUTh UX BO3MOXHOCTH IO 3apa-
baTEBaHHIO AeHeT. Bcnomamnm, 4T0 aB-
TOMAT — 3TO HE TOABKO BUTPHHA C IIAa-
TEXHOH CHCTeMOH, HO ¥ 3A€KTPOHHEIH
HpOMOYTED, U DEKAAMHEIH HOCHTEAD.
TaK 4To BO3MOKHBI CAEAYIOIIHE CIIOCO-
ObI H3BACUEHHA U3 HIX AOXOAOB:

BrIpyuka oT npopaxu ToBapa

IIpeaocraBAeHnEe MOAOK AAT pazMe-

HJeHHs TOBapa 3anHTEPeCOBAHHBIM

KOMTaHASAM

Pasmenenne pexaaMbl Ha aBTOMATe
PaCCMOTpI/IM BCe BapHaHTHI HOAPOOHEe,

Ob6bem BLIDyYKY OT IPOAAKH 3aBUCUT OT MeCTa pasMe-
IJeHHd aBTOMATa, IeHbl, YCTAHOBAEHHOH HAa TOBApH,
YacTOTEl IIOCEL[eHHs aBTOMATa ONepaTopoM, KavecTBa H
acCOpTUMEHTA MPOAYKI[AH, HAAMIHS aAbTePHATHBHDLIX
BO3MOXHOCTEH 110 HOAYYEeHHIO QHAAOTHYHBIX TOBAPOB.

PaHee MBI yKe 10APOOHO paccMaTPUBAAH BOIPOCHI 10-
HMCKa MeCT AAS pasMelleHHs aBToMaToB (cM. Ned 3a sTor
roaj), Tak 4To He OyAeM K 3TOMY BO3BPAINATBCSA. XOTHM
TOABKO OTMETHTb, YTO eCAH Balll aBToMaT He Ha4aA Hop-
MaApHO paboTaTh B TeYeHHe Mecsia, TO CTOUT €ro mrepe-
MeCTHTE B D0Aee YAQUHYIO TO4KY. [1oA «HOpMaAbHOH pa-
O0TOH» MBI MOApa3yMeBaeM BbIPYIKy He MeHee 20 000
pyOAert B MecsI] CO CHEKOBOTO aBTOMATa H He MeHee
12000 pybaesi — ¢ Kogpertroro.

TlepBbIM ycAOBHEM HOPMAABHOH paOOTBI AO/VUKHO OBITB
peryAspHoe MoceljeHre apToMaTa onepaTopoM, puieM
He TOABKO AAS CHATHUS BBIDYYKH, HO ¥ AMST 3aTDY3KH MPO-
AYKTOB. CTDAHHO JKAATH OT IYCTOTO ABTOMATa BBICOKOI
BBIpYYKH. Aaxe npu paboTaroijel cCucTeMe AUCTAHIJUOH-
HOTO KOHTPOAA IPOAAXK IIOCEIeHHe aBTOMara o1eparo-
POM HeH30eXHO.

CAepyronjuM BaXHEIM (paKTOPOM, BAUSIFOIIUM Ha 00b-
©MBI BEIDYUKH C aBTOMATa, IBAIeTCI Ka4eCTBO UCIIOAB3Y-
eMBIX HHTPDEAHEHTOB M TOBAPOB, U €r0 CAOKHO Iepeolje-
HHUTB, OT TOro, YTO 3arpy»KeHo B OYHKepH! Barx kogeri-
HBIX aBTOMAaTOB, IPSIMO 3aBUCHT Bamr ycnex. Hauiy Kau-
€HTH YK€ HayYMAHCh OTAMYATh XOPOIIHH Koe OT I0-
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Exarepuna Monywnna
leHepanbHbit ANPEKTOP
000 «pynna Bengopyc»

Net of vending machines is an up-
to-date and profitable business. At
least that is what VM sellers are
repeating tirelessly. But only few peo-
ple think seriously how to optimize
their work, shorten the time of their
payback, increase their potential to
earn money. Though one should keep
in mind that his machine is not only a
show-case with a payment system, but
also an electronic promoter and ad
carrier. Therefore the following meth-
ods to extract profit from them are:

" Receipts from selling goods
: Lelting the shelves to the interest-
ed companies to place their goods
there
Placing advertisements at the

(Mocksa) machine’s surface

The gains from vending depend on the place of
installation, the price of the goods being sold, the
frequency of the operator's visits, quality and
variety of the goods, the possibility to find an
alternative source of the same goods.

We have already discussed how to choose the
places of installation (e.qg. #4 this year), so let's
not touch the problem again. We'd like only to
note that if your VM has not been working nor-
mally for a month, it should be transferred to a
more apt point. Saying “working normally” we
mean a VM gaining not less than 20 thousand rbls
per month for a snack machine and not less than
12 thousand rbls for a coffee vender.

The first prerequisite for normal work is reqular
visiting by the operator — not only to extract the
receipts, but also to reload the goods. It would be
funny to wait for high gains from an unloaded
machine. Even if the selling process is distantly
controlled, reqular visits are inevitable.

The next important factor influencing the
receipls is the quality of the ingredients and the
goods used and it can't be overestimated. Your
success depends on the quality of your coffee
machines load directly. Our clients have already
learned to distinguish a good coffee from a
mediocre one, and a beautiful and stable foam,



CPEACTBEHHOTO, H KPacHBasg yCTOHYUBAsk MOAOYHAA IIeH-
Ka Ha KaIlyYuHO MOXXET AeTKO IPEeBPATHTh HOKYHIATeAs B
Bairrero mocTOSIHHOrO KAHEHTA U IPUBEPXEHI]a HMEHHO
Bauiux aBTOMaToB.

Ecau xe Bbl permre COKOHOMHTH HQ HHTPEAUEHTAX U
3arpysure B OyHKep Bairert oTAHYHOH Koghe-MainuHbl
repekapeHHble 3epHA, Ad ellje ¥ XPaHUBIIHECS OOAbIIIe
roAa Ha CKA@AE, TO BPSIA AH OAHAKABI KyIHBIIHH CTaKaH-
YHK TAKOI'0 KOge peHInT BOCIIOAB30BATECS YCAYTaMu 5T0-
ro aBToMaTa BHOBb. boAee Toro, pacckas o ToM, Kak IA0X0
roTOBHT Kogbe aBTOMAT, OyAeT MepeAaBaThCA 3HAKOMBIM H
APY3bSIM. /AOKHO HOHSTAA 3KOHOMHS IIPUBEACT K 00paT-
HOMY pe3yAbTary. Hcmoas- ‘ .-
3yHTe 3epHOBOH Koge XO- o
pouIero KayecTBa, CBEXHH '

M IPaBHAEHO, POBHO 06Ka- : Al

DEHHBIH. i
Ecan rosoputs 0 pacTso-

DHMBIX HHTPEAMEHTAaxX, TO

IIpeANIOYTEHHE AyUIIe OTAQ-

BaTh  I'PAHYAHPOBAHHBIM

IIDOAYKTaM, IPOH3BEACH-

HBIM H3 HATYPAaABHOIO PAac-

THTEABHOIO (IIOKOA3A) H

JKHBOTHOI'O (MOAOKO, CAUB-

KH) CBIPBST CHEIIHAABHO AAS

BEHAMHTOBBIX aBTOMAaTOB, K

3TOH KaTeropmu OTHOCHT-

Cs, HAIIpUMep, IIPOAYKIUS

Komnauuy Vendin uau

Lagtia. [IpuyuH HECKOABKO:

1. I'paHyAMpOBAHHEIE
IIPOAYKTEI obaraparoT
OOABIIIeH CBHIIYYECTBHIO H HE CHEKanTcd B OyHKepax
aBTOMATA; B PE3yAbTATe KAHEHT IIOAYYeT TOT HAIIUTOK,
KOTOpBIH BEIOpaA, a He CTAaKaHYUMK C BOAOH BMeECTO,
HarpuMep, HIOKOAGAQ.

2. BKyCc MOAOK@ HAH CAHBOK, IDOM3BEACHHBIX U3 HATy-
DP@ABHEIX IIPOAYKTOB JKUBOTHOT'O NPOHCXOKACHHS, TTPHBHI-
YeH M, KaK IPaBHAO, HPABUTCS KAHEHTAM 3HAYUTEABHO
6oablIe, 4yeM OoAee AeIIEeBEIe PACTUTEABHbBIE 3a0eAHBATEAH.

3. OKOHOMHYHOCTb: T'PAHYAHUPOBAHHEIX IIPOAYKTOB Ha
nopiuio Tpebyercs Ha 30% MeHbIle, YeM MTOPOIIKOBEIX.

Kcratn, B accopTumMeHTe HAAE€KHBIX MOCTABIIHKOB
HHTPEAMEHTOB BCErA@ €CTh HECKOABKO CODPTOB OAHOIO
BHAQ IPOAYKTOB, U Bbl MoXeTe BEIOpATh HaubOAEe ITOAIO-
OHBIIHIICSI MMEHHO Bammm KAmeHTaM copT HIOKOA3AQ
HAH MOAOKQ.

AccopTUMeHT TpeAAaraeMeIX HAITUTKOB B ABTOMATe
AO/UKEH OBITh AOCTATOYEH AAT YAOBAETBODEHHUS OOAb-
HIHHCTBA KAHEHTOB, HO €r0 H30BITOYHOCTH MOKET IPHUBe-
CTH K 0OpaTHOMY pe3yABTATY: CAUIIKOM ITHPOKHH accop-
THMEHT, OCOO€HHO, €CAH HCHOAB3YeTCsS BBHIOOD 110 HAEK-
TPOHHOMY MEHIO, MOXET IPOCTO OTIYTHYTh KAUEHTA CBO-
el CAOJKHOCTBIO.

ABTOMATBI C rOpTIUMH HAITUTKAMH OOBIYHO MPOAAIOT:
Kogpe scrpecco (75 MA), OOABHIYIO HOPIHIO 3CHPECCO

covering his cappuccino can easily turn the buyer
into your constant client and adherent of your
machines.

If you make up your mind to save on the ingre-
dients and load the hopper of your excellent cof-
fee machine with overroasted beans stored for
more than a year, then a person that tasted the
drink only once will hardly try and use the service
anymore. Even more, he'll pass the story about
the machine preparing coffee badly to his friends.
Thus your misunderstood economy will lead you
to the opposite result. So always use coffee beans
of good qual-
ity, fresh and
roasted cor-
" S rectly and
* “{ I i R . uniformly.

i - If we dis-
: cuss instant
ingredients,
then you
should prefer
granulated
ones, manu-
factured from
the natural
raw materials
of vegetable
(chocolate)
or animal
(milk or
cream) origin
for use In
vending machines specially. Good examples of
the kind are the products manufactured by
Vendin and Laqgtia companies. The reasons for
the statement above are the following:

1. Granulated products are free-flowing and do
not stick together within the hoppers; otherwise
the client is apt to get not the drink he has cho-
sen, but, say, just a cup of water instead of choco-
late.

2. Dried milk and cream produced from natural
animal raw materials have taste habitual for the
clients, who prefer them to vegetable whiteners.

3. Efficiency: granulated products are needed
30% less per dose than powder ones.

By the way, in the line of reliable suppliers sev-
eral options of the same kind of ingredients are
usually present, so that you could choose the very
chocolate and milk you like most.

The variety of drinks suggested by the machine
should be wide enough to satisfy majority of the
clients, but its excess can lead to the opposite
result. A variety too wide can just scare the client
away with its complexity especially if an elec-
tronic menue is used to choose.

-
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(130 ma), Koche ¢ MOAOKOM, KaIy4IHHO, Yak, TOPSTIHH 1HO-
KOA@A, IIOKOA@A € MOAOKOM, OYABOH OAHOTO-ABYX BHAOB,
MOKAYHHO, ropsiee MOAOKO, apOMaTU3UuPOBAHHEIE COPTa
KaOy4HHO. 3aMe4yeHO, YTO HaHOOABIIUM CIPOCOM HOAB-
3yeTcst 60ABIIAA TOPHUA ICIIPECCO U TOPSIYUH ITOKOAGA.
Ilo HameMy MHEHHIO pacHIMPATH ACCOPTHMEHT HAIHT-
KOB B Kogpe-Maniuae Ao 40-50 HaumeHOBaHUM (1 O0oAee)
H3AHITHE. Ay4lie 00paTUTh BHUMAaHHE Ha IPOCTOTY H AO-
CTYITHOCTB BBIOOPA; HACAACH NIPAMOH BBIOOD: XO4ellb Io-
psT9ero HIOKOAGAQ — HaKUMaH Ha COOTBETCTBYIOLIYIO
KHOIIKY ¥ IOAYYH CTAKaHYHUK aPOMATHOIO U TUTATEABHO-
ro HaIATKa.

He MeHee Ba&)KHO Ka7eCTBO MIPOAYKTOB B CHEKOBBIX aB-
Tomarax. Bonpoc o0rIuHO CTONT Tak: uAH Bol npoaaete To,
yTO 6e3 IPOoOAEM MOXKET AOATO XPAHHTECS (XOTS, B IPHH-
[uie, orpaHHYeHHe Ha CPOK DeaAH3alHH CYIeCTBYeT
110YTH ¥ AFOOOT0 TOBAapa), HAH OIepaTop 00S3aH THIATeAb-
HO CAEAHTB 3a CPOKaMU F'OAHOCTH IPOAYKTOB. MoXHO nc-
IIOAB30BATH ABTOMATHI C (PYHKIHEH KOHTPOASI CPOKA T'OA-
HocTH (Hanpumep, cepun Palma H ot Azkoyen S.A.).

AN (hOpMHPOBAHHUSA aCCOPTHMEHTA CHEKOBBIX aBTOMa-
TOB, KOTOPDIH OYAET X0pOLIO IPOAABATHCS, HOTPeOyeTcs
BpeMsA H HaOAIOAQTeABHOCTh omepaTopa. [1oKymnarean B
DasHbIX MECTaX NPEAIOYUTAIOT PA3HbBIe IPOAYKTEL, 3AEChH
He 000UTHCH CTAHAADHOMH 3arpy3KOH, XOTS OHa, KOHEYHO,
1porle AAS OPTaHH3AIHH pabOThl ONepPaToOPCKOHN CAYXK-
0BI. boaee Toro, MHOIAQ OTAMYHO NPOAABABHIMHCST TOBAP
II0CTeNeHHO «IIPHEAQETCS» U HAYMHAET MEAAEHHEE Pac-
KynaTtecsa. B aToM caydae caepyer omepaTuBHO IPEAAO-
JKUTD YTO-TO Apyroe. [IpakTHYeCKH BE3AE XOPOIIO PACX0-
AATCS COHABHYA B YIIAKOBKAX, HO Y HUX KOPOTKHUH CPOK
ropHocTH. X0poIIo IPOAAIOTCS KPyacCaHbl, MeYeHke, HIo-
KOAQA,

B remaoe BpeMsa roaa OTAHYHO PACXOAATCS XOAOAHBIE
HANUTKH, HAUMHAS C MHHEPAABHONM BOABI M 3aKaHUHMBas
COKOM, B HeKOTOPBIX MECTaX HEIAOXO IIPOAAIOTCS MOAOT-
Hble KOKTEeHAHU B IOPIJHOHHON YIaKOBKe.

TNoayepkHYy enje pa3: B CAyJae CHEKOBOIO @aBToMaTa He-
00X0AHMO HAOAFOAQTH 3@ IPOAAKAMU U HIOAOUPATH UHAH-
BHAYAABHBIE aCCOPTUMEHT, TOTAA AaXe BEIpy4Yka B 80 000
pyOAer B Mec4I] ¢ OAHOIO aBTOMAaTta CTAHOBUTCS BIIOAHE
PEANBHOH.

He cekper, uro 3a pazmelieHue IPOAYKTa Ha TOAKAX Cy-
repMapKeTa IPHHATO HAQTHTh, JTO BIOAHE MOHSATHO, T.K.
pasMernedne Ha MOAKe — 3TO PEKAAMa, U CynepMapkeT
OKa3bIBAET YCAYTY 10 IPOABHKEHHIO ToBapa. Kak nuuryr u
rOBODSIT MHOTHE IIPEACTABUTEAH DUTEHAQ, 9TO 4aCTh OM3He-
€a, 9aCTh PRIHOYHBIX B3AUMOOTHOIIEHHH MEXXAY ITOCTaBINH-
Kamu u ceThio. [I0AOK B MarasuHe BCErAa MEHbIIIE, YeM JKe-
AQIOLIHX HX IIOAYYHTE, HO3TOMY MECTO Ha HUX AOCTaeTCs
TeM, KTO TOTOB HHBECTHPOBATH B OYAYLIHE IPOAAKH.

AHaroruyHas cxema MOXeT ObITh IPUMEHeHa H B BEH-
AUHre. 3Aech, IPaBAd, eCTh ONPEACACHHBIE OTPAHUYCHHA.
Andg Toro, yTo6sI Bam 3anAaTHAH 3a HOAKY B Banier ceTu aB-
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Hot drinks machines usually suggest: espresso
coffee (75 and/or 130 ml}, cappuccino, tea, hot
chocolate with milk, one or two kinds of broth,
mocaccino, hot milk, some flavoured kinds of cap-
puccino. It has been observed that big cappuccino
and hot chocolate are usually most wanted. In our
opinion, making the variety of drinks in your cof-
fee-machine 40 kinds and more is excessive. It
would be better to pay attention to the simplicity
and accessibility of choice. Direct choice is ideal: if
you want a hot chocolate, press corresponding but-
ton and get your cup of aromatic and nourishing
drink.

The quality of products for snack machines is no
less important. Usually the choice is as follows:
either you are selling food that can be stored unlim-
itedly long (though, in principle, nearly every prod-
uct has a storage life of its own), or the operator
must carefully control the date when the storage
life expires. You may use the VM where this data is
controlled automatically (e.g. Palma H series from
Azkoyen S.A.).

To develop a well-sold assortment for snack
machines some time and observation are needed.
The clients usually choose different products at dif-
ferent places, so some standard loading is not uni-
versally ideal — though, of course, it is simpler for
the operators. More than that, sometimes the
clients get tired of the product that was previously
sold excellently. In such a case it Is necessary to
change it as soon as possible. Packed sandwiches
are well sold practically everywhere, but their stor-
age life is unfortunately short. Also well sold are
croissants, pastries, chocolates.

During the warm season cold drinks are quite
well sold, from mineral water to juice; in some
places there is a good demand for packed milk
cocktails.

Let me stress it once more: in case of a snack
machine regular supervision and individual assort-
ment are needed, than the gains of 80 thousand rou-
bles per month become quite real for a single VM.
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TOMATOB, IPOU3BOAUTEAD IPOAYKTOB AO/UKEH OBITh 3aHHTe-
PecoBaH B pasMeljeHny UMeHHO y Bac. OObr4HBIE YCAOBUS
ITOH 3aUHTEPECOBAHHOCTH!

AOCTaTOYHO OOABIIOH pa3mep ceTH (He meHbpure 100-200

aBTOMAaTOB);

pasMelljeHHe aBTOMATOB B MeCTaX ¢ BBICOKOH moceljae-

MOCTBEO;

3HAYUTEABHBIH (AN IPOM3BOAUTEAST) 0OBEM NPOAAIK;

CTaOHUABHEIH POCT CETH.

B cayuae cHeKOBBIX aBTOMATOB Bl MoXeTe HpOAABAThH
KaK I[eAHKOM ITOAKY, TaK M HECKOABKO KaHaroB. He 3a0yap-
Te, YTo BammM omeparopaM HNPUAETCS BHUMATEABHO CAe-
AHTb 3a TeM, YTOOBI TOBap IIPOU3BOAUTEAS, KOTODLIH OMAG-
YUBaeT CTOMMOCTH pasMeljeHHd, BCEeTAA B HEOOXOAHMOM
o6BeMe IPHCYTCTBOBAA B aBroMare. CTOMMOCTE MTOAKH MO-
JKeT Pa3AHYaThCA B 3aBUCHMOCTH OT ee pasMeljeHHd B aB-
ToMare. I paaanud AOCTATOYHO TPAAMLUMOHHA — HA YPOBHE
a3 AOpOXKe, HH3 aBToMara — Aeresae. Ho npuxopmtcst
YUHTBIBATE M rabapHUTHI IPOAYKTA, T.K. TSIKEABIH TOBAPD AyY-
[e Bce-Taky pasMelaTs BHU3y. ECau roBOpUTE KOHKDETHO,
TO THIMYHASA CTOUMOCTE NOAKH 10-20 eBpo B Mecs1]. OTcro-
Ad 3a BeCbh aBTOMAT BbI MOXeETe IIOAYYUTE AOITIOAHHTEABHO
120 eBpo B MecHI].

Bceraa cyuecTByeT BepOITHOCTE IPOTHBOPETHST MEKAY
IIOKeAaHUAMH MOKyIIaTeAel M II0CTaBIIHKOB. He Bceraa
npeAAaraeMbld HOCTABIIUKOM TOBAP A€TKO PAcKymHaeTcs, a
TTOKyIIaTeAb MOXKET 3aX0TeTh COBCEM HeE TO, 4T0 BrI mpeano-
xure. IIpuaeTca HCKaTh KOMIPOMUCC.

ABTOMAT ITPEAOCTABASIET BEAHMKOAENHBIC BO3MOKHOCTH
AAS pasMeljeHUsT DEKAAMEL. AAST 3TOT0 MOXHO HCIOAB30-
BaTk!

OOKOBbBIE CTOPOHBI aBTOMATA;

NIePEAHIOI0 TAHEAD (B ABTOMATaX A TOPIYHX H XOAOAHBIX

HAIIUTKOB OHA 4acTo uMeeT 2PQeKTHYIO HOACBETKY),

CreMHbIe TAHEeAH Ha KPhIIe aBTOMATa (XEACDHI).

OAHHM U3 CaMBIX BaXXHBIX BOIPOCOB AAST PEeKAAMOAATeE-
ASI IBASIETCS OLI€HKA 3K TUBHOCTH pPa3MEIIeHHS DEKAA-
MBI 3Aech HEOGXOAHMO YEeTKO TTOHATE, KaKue I[[eAH MOXKET
NIPECACAOBATE PEKAAMOAATEAD. HOBBIICHHUE 00BheMa Mpo-

It’s not a secret one should pay for placing his
goods at the shelves of a supermarket, and it's quite
clear, since the laying-out is a sort of an advertise-
ment, and the supermarket thus renders his service
in promotion of the goods. Therefore many represen-
tatives of retail consider it to be a part of the business,
of the market relations between the suppliers and the
net. Number of shelves is always less than the num-
ber of those who want to get there, so the place is
obtained by those who are ready to invest in the
future sales.

The same scheme may be used in vending, but
here we meet with some limitations. To pay for a shelf
in your vending net, the supplier must be interested
in placing his goods just here. His interest usually is
based at the following conditions:

the net must be large enough (not less than 100-

200 machines);

the machines are to be installed at the places

intensely visited;

the sales volume must be large enough (for the

manufacturer);

the growth of the net should be stable.

In case of snack machines, you may sell not the
whole shelf, but only several channels to provide for
the constant presence of the good paid for in the VM
(and in necessary quantity).

Price of the shelf may depend on its place within the
machine. The dependence is (raditional enough: at
the eyes’ level the price is higher, at the bottom —
lower. But of course the size of the product is to be
taken into consideration, since it's better to place the
heavier goods below. In real figures the typical price
of a shelf is € 10-20 per month. Hence for the whole
machine you can get additionally € 120 per month.

There is always a possibility of contradictions
between the wishes of the buyers and the suppliers.
The goods supplied are not always sold easily, and the
client may wish not the goods you propose. So it
becomes necessary to look for a compromise.

VENDING BUSINESS, 2006/#5
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A& TOBAapA, MOBLINICHNE Y3HABAEMOCTH MAapKH, ITOBEI-
[1eHye ACSIABHOCTH K TOBApY U T.A.

B 3aBHCHMOCTH OT LeAeH UCIOAB3VIOTCS Pa3AHYHEIE
METOABI OILleHKH, Oa3HupYIoIuecs B OCHOBHOM Ha OIIPO-
Cax MOKyIlaTeAeH.

HanboAee yHHBEDCAABHEIM IIOK3@3aTEAeM B CAydae
TOPIrOBBIX aBTOMATOB MOXET CAYKHTh, IO HAIIEMY MHE-
HHIO, YHCAO KOHTAKTOB IIOT€HIJHAABHBIX KAHEHTOB C
PEKAAMHBIM COOOIeHHEeM 3@ eANHHUITY BDEeMEHH (HaTpH-
Mep, 3@ Mecsi]).

Paccunrate 5TOT MOKasaTeAbr MOXKHO, OHHPAasCh Ha
AdHHBIE 0 KOAHYEeCTBE IPHCYTCTBYIOLIUX B MECTE yCTa-
HOBKH IIOT€HIJHAABHBIX TIOKYIIATEACH, YTO SIBASETCH OA-
HHUM H3 OCHOBHBIX [I8PaMeTPOB AAST BEHAHHTOBOH KOM-
MTaHUH, YCTaHABAHBAIOIIEH aBTOMAT.

Hanpmmep, nycts B opranusanun paboraet 500 co-
TPYAHHMKOB U €KEAHEBHO IPUXOAUT He MeHee 500 moce-
rurered. COOTBETCTBEHHO B ACHb PEKAAMY MOIYT YBH-
AeThb 1000 yerosek. Ecau aBTOMAT yCTAHOBAEH B CTOPO-
He OT OCHOBHOTO IOTOKA ITOTEHIIHAABHBIX KAHEHTOB,
MOJKHO y4eCTh 5TC HOHFMKAFOIIM KO3 PUITHeHTOM; ec-
AH B CTOPOHY @BTOMATa MOTYT ABUTATHCS OKOAO IIOAOBH-
HBI HOCETHTEAEH U COTPYAHHKOB, KO3 UIIHEHT PaBHA-
erca 0,5.

Hrak, 500 KOHTaKTOB B A€HB, IpH 22 paboyHXx AHIX B
mecan — 11000 B mecd1]. [Ipy cTOUMOCTH pa3MenjeHUs
pekaamMHoro 6aHHepa B 200 eBpo B MeCAI] I[eHa OAHOTO
KoHTaKTa coctaBut 0,018 eBpo, uau 18 eBpo 3a THICATY,
9TO COIMOCTABUMO CO CTOMMOCTHIO PA3MEN]EHUS PeKAd-
MEHI B IIpecce.

IpryeM KpoMe IPOCTO PEKAGMHOTO KOHTAKTa HAIIH
MOTeHIHaAbHEIe KAHEHTHI MOTYT CPa3y CTaTh PEaAbHHI-
MH, IPHOOPETI IPOAYKT B ABTOMATe.

AcHO, YTO CTOMMOCTD PEKAAMHBIX HOBEPXHOCTEH aB-
TOMATa He 0AMHAaKOBa. CBeT4mascsi (ppOHTaAbHAas Na-
HeAb, OE3yCAOBHO, AODOXE H IIPHUBAEKATEABHEH AAL

VENDING BUSINESS, 2006/#5

A vending machine gives you a wonderful chance
to place your ads at its surfaces. For this aim you
may use:

side panels;

front panel (in machines for hot and cold drinks it

often has a spectacular illumination);

demountable head panels (headers).

One of the main questions facing the advertiser is
how to evaluate the efficiency of his ads placement.
To do this one should understand clearly what aims
are pursued: to increase the volume of sales, to make
his brand more recognizable, to increase the clients’
loyalty to the product, etc. Depending on the aims
different evaluation methods are used, basing on the
clients’ questioning mainly.

We think that in the case of vending machines the
number of contacts of potential clients with the ad
per unit time (e.g. per month) can be used as the most
general-purpose index.

This index can be calculated basing on the data of
number of potential buyers present at the point of
VM installation; this number is one of the main
parameters taken into consideration by the vending
company installing their machines.

Let us, for example consider a company with the
staff of 500 persons and with 500 people visiting it
daily.

Correspondingly 1000 people are able to face the
ad per day. If the machine has been installed aside
the main flow of potential clients, it can be taken into
account using a reducing factor; if the machine is
passed by a half of the personnel and the visitors, the
factor equals 0.5, so we come to 500 contacts per day,
or 11000 per month (22 working days per month). If
the ad banner placement costs € 200 per month, the
price for a single contact will be € 0.018 (€ 18 per
thousand), which is quite comparable to the price of
placing your ad in press.

And note that there is a chance that a contact with
the ad can become really effective here, if the poten-
tial clients buy a product from the machine. It is
clear the sides of the machine cost differently. The
luminous front panel is undoubtedly more expensive
and more attractive for the advertiser than the sides.
It is important to take into account the direction of
potential clients’ flow, and the placement relative
the walls. If the machine has been installed at the far
dark corner, I doubt any advertiser will wish to use it
(though sometimes an illuminated panel can be
especially effective in poorly illuminated space; this
principle has been idely used in the Budapest
Subway. — Ed.).

As for the headers, their potential should be used
primarily to inform the buyers about the presence of a
certain product in the machine and urge him to buy it.



DeKAaMoAaTeAs, YeM OOKOBEI€ ITOBEPXHOCTH. BaxHO
yYecTb H HaIpaBAeHHe HOTOKA IOTEHIJHAABHBIX KAHEH-
TOB, H pa3MeljeHHe aBTOMaTa OTHOCHTEABHO CTeH IO-
metrjeHns. ECAW aBTOMar CTOHT B AGABHEM YTAY B TeM-
HOTe, TO BPSIA AH KTO-TO H3 PEKAAMOAATEAEH 3axoyeT
HMCIOAB30BATh €70 PEKAAMHEIE BO3MOKHOCTH (XOTS, KTO
3HAeT, MOXET ORITh NaHeAb ¢ MOACBETKOH MOXKET 3(-
(heKTHBHO pabOTaTh HMEHHO B YCAOBHAX IIAOXOH OCBe-
IeHHOCTH, HMEHHO 3TOT MPHHIIHI B CBOE BpeMA IIHPO-
KO HCIIOAB30BAaACAd B OypameniTckoM merpo. — Ilpum.
pea.)

YTo KacaeTca XeAepOB, TO HX BO3MOXKHOCTH AOAKHBI
OBITE HAITPABAEHE! B IIEPBYIO 0YePeAb Ha HH(POPMHUPO-
BaHHe IIOKYIIaTEeACH O HAXOXAEHHUH B ABTOMATe OIIPeAe-
AEHHOTO IPOAYKTA U IPH3bIB €TI0 KYIUTE.

HeckoAbKO A€T TOMY Ha3aa MBI IPOBOAHAH JKCIEPH-
MeHT € XeAepaMH, KOTOPBIH I0Ka3aA poCT NPOAAXK DEK-
A@MHUPYEMBIX IPOAYKTOB npuMepHo Ha 20% B aBToMa-
Tax, OCHAUIEHHBIX DPEKAAMHEIMH KOHCTPYKIHIMH, B
CPABHEHHH C TEMH, TAe PeKAaMa He pa3Melaacs.

Mecaynas cTOUMOCTD pa3MelleHHI PEKAAMBI B CPEA-
HeM MoxeT cocTaBAaTh 100 eBpo 3a O0OKOBYIO IOBEpX-
HOCTB 1 150 eBpo 3@ pazMenjeHue Ha NepeAHel TaHeAd
¢ HOACBeTKOH. KOHCTPYKIHS Ha Kpblllle aBTOMaTa olle-
HHBAETCS HHAUBHAYAABHO U €€ CTOMMOCTb II0Ka TPYAHO
IIPOTHO3HPOBATH (MAAO AQHHBIX)..

ToaBeaem uror. Iloayuaercs, 970 Kpome BEIPYYKH OT
HPOAAXK KaXKAbIH aBTOMAT IMOTEHIJHAABHO MOKeT IpH-
HeCTH  3a CYeT  DEKAAMHBIX  BO3MOJXHOCTEH
100x2+ 150+ 120 =470 eBpo uan okoao 16 000 pybrer
B Mecy. Ilpu o0veme npoaax B 20 000 pybaert u 50%
PACXOAOB Ha 3aKYIKy TOBapa, apeHAY MecTa H T.A. Bbl
HOAyYaeTe YHCTHIY AOX0A B pasmepe 26 000 pyoOaresi uru
764 eBpo B Mecsi, Tpu croumoctu apromata 5000 eBpo
CPOK OKYIaeMOCTH COKpaljaeTcsa A0 0,5 Mecanes.

Yaurereas DOCTOAHHO PACTYUYVIO KOHKYDEHITHIO HA
PBIHKE Koghe, KK PACTBOPHMOTO, TaK H HATYPAABHOIO,
DPAa3BHUTHE HOBEIX KAHAAOB MTPOAAX U IPOABHIKEHHS CBO-
HMX NIPOAYKTOB CTAHOBHUTCA BeChMa aKTyaAbHBIM. Ko-
¢heHHBIE TOPTOBEIE @BTOMATH — OAMH H3 TAKUX AHCTDH-
OYLHOHHEBIX KAHAAOB, 00A3AQIOUIHH AOTOAHUTEABHBIMHA
DEKAAMHEBIMH BO3MOXHOCTIMH. OTAHYHEIM IPHMEPOM
MOI'YT CAYKUTE @BTOMAThl, ODEHAUPOBAHHBIE MapKaMH
Nescafe n «Hepnas Kapra».

Ycaosrnem 3¢hpeKTHBHOM H yCHENIHOH DeKAaMBl U
HIPOABHKEHHS KOPEHHBIX OPEHAOB C NMOMOIIBIO BEH-
AHHIOBBIX CeTeH, KpoMe Ka4eCTBeHHOI0 MPOAYKTa, CTa-
HeT IPABHABHO BEIODAHHOE 000PYAOBAHHE, C XOPOIIH-
MH HOACBeYEHHBIMH DEKAAMHBIMH [TOBEPXHOCTIMHU U
BO3MOKHOCTHIO ODeHAUPOBATh ABTOMATEI HEIIOCPEACT-
BEeHHO HA 3aBOAe-U3roToBHTere. Ham mapraep
Azkoyen S.A. uMeeT MHOTOAETHHUE OHIBIT TAKOI'O COTPYA-
HuyecTra ¢ Nestle (Ha poinke 3araaHoH EBpomsr), Kraft
Foods (Espona, CHI') u Apyramu.

Bpems nokaxer, KTO M3 IPOH3BOAUTEAEH KOe HC-
noap3yer onelT Nestle u crarer crepyromum. Keraru, n
He TOABKO Koge.

Several years ago we carried out an experiment
with headers. It showed sales growth about 20% in
the machines equipped with advertising surfaces
compared to those without ads.

Monthly cost of ad placement can vary averagely
from € 100 for side panels to € 150 for the front panel
with illumination. Cost of the header is usually eval-
uated individually and can hardly be prognosed
exactly (the statistics is too scarce).

Now let’s sum up. It can be seen that additional
gain that can be potentially earned by a vending
machine as an ads’ carrier may amount to
100x2+ 150+ 120 =470 euros per month, or about
16000 roubles. At the sales’ volume of 20000 roubles
and 50% of expenditures for buying the products,
leasing the place etc. you have a clear profit of 26000
roubles, or € 764 per month. If the machine costed
€ 5000, the payback time becomes as short as 6.5
months!

Taking into account the competition growing
constantly at the coffee market (both instant and
natural), the development of new channels for sell-
ing and promoting the products becomes very time-
ly. The coffee vending machines are one of the
advertising opportunities. A good example of those
is presented by the machines branded with the trade
marks of Nescafe and Chyornaya Karta (Black
Card). One of the preconditions for efficient and
successful advertisement and promotion of coffee
brands using vending nets, in addition to the high
product quality, will be the rightly chosen equip-
ment with its well illuminated advertising panels,
especially branded directly at the manufacturing
facility. Our Azkoyen S.A. partner has a multi-year
experience of such a cooperation with Nestle (at the
West European market), Kraft Foods (Europe, CIS)
and others.

Time will show which of coffee manufacturers will
utilize Nestle's experience, becoming the next. By
the way, why do we speak only about coffee?
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EBponerickas BeHAHHT-aCCOI[HAIIA CO00-
HIHAQ, 9TO ee OYepeAHass KOHQEpeHIHs 10
TeXHUYECKHM HOpoOAeMaM aBTOMATH3HPO-
BAHHOH TOProBAH Opouaer 8-9 nogbps 2006
r. B Pume. B nporpamMme BCTpeYH — YeThbIpe
3aceAaHud, MOCBSIIEHHEIE CAEAYIOIIEH Te-
Maryke:

1. EBpornierickoe 3aKOHOAATEABCTBO,
3arparuBaroijee 060pyAOBaHHE ANT
BEHAUHTa,

2. CtaHAAPTH3AIHSI 1 HHHOBAIIHH,

3. Hacrogmee u OyAyijee HAQTEXKHBIX
CHCTeM (BKAFOYas BIIEPBBIE AHAAH3
PBIHKA);

4. O6cy>kaeHHe € y4acTHEM HE3aBHCH-
MBIX eBPOITeHCKHX OIIepaTOPOB.

CpeAn AOKAGAYHKOB Ha 3aCeAaHun 3 —
OaumBpe Aywuc, skcmepr EBponerckoro
Hay4YHO-TEeXHHYEeCKOro meHrpa u EBpo-
HHeHcKoro Opo no 6opede ¢ ParbITHBO-
MoHeTHHYeCTBOM. ONHCHIBAA CHTYAIHFO
B 30HE eBpPO, OH OTMETHA, 94TO abCOAIOT-
HOE€ KOAHYEeCTBO HOAAEABHBIX MOHET €BPO
BO3pACTAET, XOTA HX U MEHBbIITe, 9eM ITOA-
Aeaok B EBpocoroze A0 BBEACHHST eAHHOM
BaAroThl. I1o ero MHEHHIO, TOABKO O0Obe-
AHHHB YCHAHS BAACTHBIX CTDYKTYP H IIPO-
MBIIIA€HHOCTH MOXXHO HIPOTHBOCTOSITH
HACTYHOACHHK KPHMHHAAA H 3aI[UTHTH
HHTEepeChl TOPTOBAH, HOTDEOHUTEAEH H
3KOHOMHKH B ITEAOM.

Psap O6yaymux y4acTHHKOB OTMEYaroT,
4TO BEHAHHIY He XBaTaeT HOBHIX HACH U
OAHOBPEMEHHO, KaK 3TO HH NaPaAOKCAAb-
HO 3BYYHT, CTAHAADTH3HPOBAHHEBIX pellie-
HuH (Maprkyc Orrep, Selecta
Management AG), a TakXe 9TO HYXHO
cMenee H 3¢pPeKTUBHEE BHEAPATH Oe3Ha-
AHYHYIO OHIAATY, AHCTaHIHOHHOE YIIPaB-
A€HHe H KOHTPOAB (Michael Kasavana,
NAMA). "llratuHOBBIM CHOHCOpOM"
Dopyma ob6baBAeHa KoMnaHusg BRITA.

VENDING BUSINESS, 2006/#5

European Vending Association has
announced that its next conference on the
technical problems of automatic merchan-
dising is to take place on 8/9th November in
Rome. Its program will contain 4 sessions on
the following subjects:

1. EU legislation affecting vending
equipment;

2. Standardization and innovation;

3. Present and future of payment in
vending (with a market survey on
payment to be presented for the first
time);

4. Introducing a European independent
Operator’s Panel.

Among the speakers at Session 3
Olivier Louis, expert at the European
Technical and Scientific Centre (ETSC)
and the European Anti Fraud office
(OLAF) is to be mentioned. Describing
the situation at the Euro zone, he
stressed the total number of forged Euro
coins is Iincreasing, though it is still
below the amount of counterfeits in EU
before the introduction of the single cur-
rency. In his opinion, only joining the
efforts of public authorities and the
industry it is possible to counteract the
criminal offensive and protect the inter-
ests of the shopkeepers, consumers and
the economy in general.

Some of the planned participants mark
that today vending lacks new ideas and,
strange though it may sound, technology
standardization (Markus Egger, Selecta
Management AG), and that it is neces-
sary to deploy more courageously and
efficiently cashless vending, remote
monitoring and web-based control
(Michael Kasavana, NAMA).

BRITA company was announced the
Platinum sponsor of the FORUM.



OAHHMM U3 CAMBIX PACIPOCTPAHEHHEIX BOIPOCOB, C KOTOPHI-
MH 00patIaloTCs B KYPHAA AFOAH, KH3HB H ACITEABHOCTh KOTO-
PEIX CBSI3aHa C @BTOMATH3HPOBAHHOM TOPTOBAEH, ABASETCS Ta-
kot «Kak tam Acconmanma?» W 910 HE NMPOCTO BEKAHBOCTH
HAY IPOSIBACHHA IIPA3AHOTO AFOOOTBITCTBA. Ha caMoM AeAe Aro-
AHM HAACIOTCS, 9TO «KOAAEKTHBHaA MyApocTb» HAAT momoxer
UM ITOAYYHTH OTBETHI Ha BOAHYIOUJHE HX BOIDOCE, @ €CAH
YAQCTCS — TO H CIIOCOOCTBOBATH UX pelneHur0. Cpeand Haubo-
Aee OCTPEIX BOIPOCOB — IpOOAeMa OCHAIEHHS aBTOMAToOB
KOHTPOABHO-KACCOBO¥ TEXHUKOHM U HaAOroOOAOXKeHHe. 3a mo-
CAeAHee BpeMsl yIaCTHAUCEH CAYYaH IPOBEPOK BeHAUHT-0Tepa-
TOPOB MECTHBIMU HAAOTOBBIMH CAYXXOaMH, KOTODEIe IBITAI0TCA
HaaaraTh mtpapsl 3a HenpuMmeHeHre KKT B TOproBuIx aBToMa-
Tax ¥ MAQTEXHEIX TepMHHaAaX. PykoBoAcTBO Acconmanuu pe-
KOMEHAYET B HOAOOHBIX CAYYasIX INTpag) He AATHTH U 030TAQ-
raTeAbHO 00palaThCsd B apOUTPax, a co CBOeH CTOPOHEI 00e-
njaeT MoMomjb KOHCYAbTALHAMY H Pa3bICHEeHUSAMH. B 1oMoIb
KOMIIGHHSM, PAOOTAIONUM B YCAOBHUSIX HAAOTOOOAOKEHHS 110
cucreme EHBA (eArHOro HaA0ra Ha BMEHEHHBIH AOXOA), IOpH-
Adeckas cayx0a HAAT pa3zpaboTara METOAMKY HCYHCACHUS
€AMHOTO HaAOTa, YYUTRIBAIOLIYIO TOCAEAHHe n3MeHenHus Haro-
rosoro koaekca PO, He pernast Bcex mpoOAeM, BOZHHKAIOIIX B
OTEYeCTBEHHOH He BCETAQ II0CAEAOBATeABHOH HAAOTOBOH CHC-
TeMe, MeTOAMKA, TeM He MeHee, CHOCOOHA HECKOABKO OOAer-
YUTh JKHU3Hb OYXTaATePOB KOMIIAHHH-0IIePATOPOB.

N3 ppyrux HOBOCTer HAAT MOXHO OTMETHTD IPOAOAKEHHE
ee YHCAeHHOro pocta. Ha KoHer oKTa0ps YaeHamu Accorua-
I[HH ABAFIOTCS POBHO 20 pOCCHHCKUX KOMITAHHH, IpUYeM 3a I10-
AyroAue B Hee BCTYIHMAM 6 KOMIIQHHI N3 PeruoHOB. Takum 00-
pasom, HAAT pacrer BIUHDE H yXKe ¢ OOABUINM OCHOBaHHEM
MOXeT IPeTeHAOBATh Ha TUTYA « HaI[HOHAABHASA).

U emje 0AHY DOAOKHTEABHYIO TEHACHIIUIO MOKHO OTMETHTB.
HAAT Hayara y4acTBOBaTh B BEICTABKAaX H KOH(ePeHIHIX He
TOABKO Yepe3 CBOUX YAEHOB, HO ¥ HAIIPSIMYIO, KaK Takopas. Ha
oYepeAn pacllupeHre MeXAyHapOAHBIX KOHTaKTOB. JKeAaHHe
nobamxe mo3HakoMuThesi ¢ HAAT u ee AeSITeABHOCTBIO BBHIPA-
3HAO PYKOBOACTBO EBpoIierickoy BeHAWHT-aCCOIUAIIHHL,

AAS KOHTaKTOB C DYKOBOACTBOM AcconHanuu MOXKHO
BOCHOAB30BAThCA SACKTPOHHOH HOYTOH

vending.naat@rambler.ru
U TeAe(POHHOH CBA3bBIO:

+7 (495) 518 6193 (moOuabHBIH) 1 +7 (495) 258 9218.
IoyToBbIH gapec:

129344, r. MockBa, ya. UcKpbl, A.17A, ¢Tp.2, 3Tax 2

One of the most often questions, addressed to the
magazine by the people, whose life and activities are
connected with automatic trade, is: "How is the
Association over there?" And it is not just a sort of a
courtesy or a display of some idle curiosity. In fact this
is a manifestation of hope that the “collective wisdom"
of NVA will help the people to get answers to the prob-
lems worrying them and, if possible, to get closer to
their solution. Among the most acute questions are
those connected with equipping vending machines with
cash devices and the taxation. Recently attempts under-
taken by the local tax inspections to fine the operators
for absence of cash devices in their vending machines
and payment terminals became more frequent. In such
cases NVA management recommends to evade paying
the fine and with no delay appeal to the court of arbitra-
tion. On its behalf the NVA officials promise to help
with advices and explanations. To help the companies
whose taxation is based on "EHBA" system (“common
tax for imposed income") NVA legal advisers developed
a method to calculate the common tax taking Into
account the latest changes in the Tax Code of Russian
Federation. The method cannot solve alone all the prob-
lems arising of our taxation system, which Is not always
consistent; still it can make the life of the accountants
employed in operating companies a little casier.

Another news concerning NVA lIife is that it contin-
ues to grow. At the end of October it numbered 20 com-
panies exactly; during the last half-year it has been
joined by 6 companies outside Moscow region. So the
NVA is getting wider and there is more reason to call it
“National”. And one more positive tendency can be
noted: NVA began to participate in trade-fairs and con-
ferences not only through its members but also as itself.
Widening of international contacts can be anticipated.
The governing body of EVA has shown its desire to
make a closer acquaintance with the executives of NVA.

To get in contact with NVA management one may
use E-mail:

vending.naat@rambler.ru
and telephones:

+7(495)518 6193 (mobile) and + 7(495)258 9218
Its current postal address is:

FL.2, Bdg2, 17A, Iskry St, Moscow, 129344, Russia.
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PRree endot

Hopbopka HoBOCTeH MHPOBOIO BEHAHHIA OCYH]ECTBAS-
erca kommanueri OO0 «PyBeHAOp» COBMeCTHO ¢ BDV —
TI'epMaHCKO¥ BeHANHI-acCOLHaI[HEH,

Qpupep Llrariraep, TeHepaAbHEI AHPEKTOD TepMAHCKOH Komnanud Servomat Steigler,
3aHHMaIoLjelicd IPOAKeH H KOHCAATHHIOM M0 COBITY TODFOBBIX GBTOMATOB MS HAIHTKOB H
CHEK0B, B HHTepBbI0 C raseroif Caltering Management paccyxaaer o TpeGOBAHHIX K
0NepaTopan, HX BO3MOXHOCTAX H LIQHCAX HA HEMEKOM PhIHKe BEHAHATA.

CM: Tocnopnn Witaiiraep, kak Ber moaaraere u3 Bamero ombiTa, A0CTaTOMHO AH
oreparopam B [epManAH yBepeHHOCTH B cele NPH KOHTaKTe ¢ KAHeHTamu?

Q.I; C AETKOCTEIO MOTY CKa3aTh, Y10 B ITOCACAHUE TOABI YBEPEHHOCT Ha PLIHKe BCHAHHIA
3HAYHTEABHO BO3POCAQ. T0 OOCTOATEABCTBO, UT0 ABTOMATHYECKHE CHCTEMBI CTAAH YKE AABHO
TIPHHATEIM (PaKTOM A IOTpeOHTeAEH, TOABKO CHABHEE YKDEITHAQ 3T0 TyBCTBO. M TeM He Meree, 1
CYHTAI0, UTO HAIIH BEHAMHI-KOAMETH TPEAAATAloT CBOH YCAYTH 10 SaHHKEHHOH ljexe. KOFA&
OGMCBL, PEATDUATHA H FACTDOHOMUYECKHE 3aBEACHNS XOTAT PHOOPECTH
Ko(beitHEte aBTOMATH MAH KyADE! AT BOAB, OHH HIYT B HTOTE He
TEXHHYECKOE DellerHe, a CepBHC. Beab RacTosujuii KAHEHT ABASeTCH
HAWHM NaPTHEPOM, KOTOPHIH OXKHAGET OT Hac IIPOQECCHOHAAbHOM
KOMIETeHTHOCTH, BHICOKOKAGCCHOTO TeXHHYECKOI0 00CAYXUBAHKA,
HAA@KHOCTH M OBICTDOTEL, 3a11ACA OITEITA H 3HAHHH, H, IT0 BO3MOKHOCTH, BCE
910 — 24 4aca B CyTKH H Cemb AHel B HeaeAto. Ha ocHoBe 3Tix TpeboBarmit
AOLKHA (POPMHPOBATCA COOTBETCTBYIOLIAA LieHa 3a YCAYTH.

CM: Iovemy e omepaTopsl He AOAXHBI B OyAyimeM
MPHAEPKHBATHCA NPUHLHNA «4eM AelleBAe, TeM Ayuuler, Kak 370
TPHHSTO B APYTHX 0TPACAAX?

Q.IIL: 310T NPHHLUI YXe AGBHO He DAfoTaeT AM NDOAVKTOB,
TPeOYILMX TPOGECCHORAALHOIO CepBHca. B AeHIEBBIX TOPIOBHIX
1jenTpax Bar Moxere nprodpects KocbeitHniit apromar 11 nexe ot 800 A0
2000 espo. TTpy 3T0M KAHEHT IDHHAMAET PeLeHHe 0 TOKYTIKe 663 AOUKHOH TpohecCHOHaAbHOM
KOHCYABTALHH ¥ BHIHYKAEH caM 3a00THTRCA 0 AOCTaBKe aTBoMara. EcAm mOCMOTpETh Ha
BEHAHHI-0TPACAB, MHOTHE ALK KOAETH IPEAAraior aHaAorHuHbie aBToMaThl 3a 1200- 2900
€BPO, BKAIOYAS MPOQECCHOHAABHYIO KOHCYABTAITIO, OOCAYXHBaHHe, AOCTABKY, JCTAHOBKY
aBTOMATA H ABYXAETHIOIO rapanThio. OYeBHAHO, YTO Halld OTPacAb IPOAGET CeO CAHIIKOM
AetreBo. [10CKOABKY TOProBbie LIeHTDEI, KaK IPABHAO, IKOHOMAT Ha CEPBHCE A KAHCHTOB, OHH
BCETAQ OYAYT IPEAAGraTh CBOH TIPOAYKTEI AclieBAe. BeHARHT-0IIepaTop He MOKET CAe40BaTh B
CBOEH paboTe 9TOMy IPHHIHITY.

CM: C nomompk KakHX KOHKDETHBIX apryMeHTOB OMepaTopsl MOIyT YOeAHTh CBOHX
KAHeHTOB?

@.IIL; AprymenTos, KOTOPbIe 1 yXe HasBal, & HMeHHO, NHAUBHAYAABHIH MOAXO), K KAHGHTY,
TIpOrecCHOHAAbHA KORCYABTAIIHS. [lepCOHaA B 3AGKTPOCYTepMapKeTe He B COCTOSHIH CACAQTS
KaKAOMY KAHEHTY TIDEMOKerHe, 0TBETaloliee er0 HHAUBHAVAALHEIM TPEOOBAHAIM H KEAQHHSM,
BeHpMHHT-0MePaTop AOVKEH YeTKO OfHCaTh MakeT CBOMX YCAYT H IIDEACTABHTD €0 KAEHTY B
TTHCBMEHHOM BHAG, TeM CaMBIM OKa3bIBas, 4T0 OH HeceT TOAHYIO OTBETCTBEHHOCTb 33 CBOH CAOBG,

Kax moxassiBaer MpaKTHKa, TOTpe0HTeAb OXHAGET OT KO(PeHROro aBTOMaTa, KYMAERHOIO B
CyIlepMapKeTe, TaKOro e AETKOT0 YIDABACHHS, KaK ¥ CTePe0CHCTEMbI: PACHaKoBaA, BKAIOWMA B
Ceth, HHKAKOIO 0OCAY)KHBAHHS H YX0AG, 3a0bIBas, UTO IPH IPHOOPETeHNH KOeIHOro aBToMaTa
CePBUC ABATETCS TAGBHBIM KOMIOHEHTOM YAOBACTBOPEHHOCTH KAMERTA CBOEH OKYIIKOH.

CM: K Kakmv AOMOAHHTGABHBIM METOAQM OMepaTophl MOTAH Obl mpHOerats, 4T00BI
ycneliiHee NPHBAEKATh HOBBIX KAHEHTOB?
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®pﬁAep HJThaﬁmep
Frieder Steigler

The selection of glob=1 vending news has been
performed by RUVENDOR company in collabora-
tion witk RNV — the German Vending Association.

Frieder Steigler, CEO of Servomat Steigler, a German company engaged in
selling drinks" and snacks machines and providing corresponding consulting,
gave an interview fo Catering Management newspaper, where he discusses the
demands facing the operators, and their prospects ! the German vending market.

CM: Mr. Steigler, could you say, basing on your experience, if the German
operators possess enough self-confidence in their contacts with the clients?

FS: Ican easily say in the last years confidence at the vending market has grown
up substantially. The fact that the automaled systems are accepled by the consumers
makes this feeling stronger. Nevertheless, I think our vending colleagues are offer-
ing their services at understated prices. When offices, institutions, or public catering
establishments want to buy coffee machines or water coolers, they
are Jooking for, as a result, not a technical solution, but a service. A
real client is our partner, expecting from us a professional compe-
tence, high class technical service, reliability, speed, experience,
knowledge, and, if possible, round the clock and the week. And the
price of the services should be formed basing on these demands,

CM: But why the operators ought not fo follow the rule “the
cheaper - the better” accepted in the other branches?

FS: The principle doesn't work for the goods needing profession-
al service. At a cheap supermarket you can buy a coffee machine for
€800-2000, but the client makes the purchase without any profes-
sional consultation and has fo deliver it himself. Now look at our
branch, the vending: our numerous colleagues propose the analo-
gous machines for € 1200-2900, including the consultation, service,
delivery, installation and two-year quarantee for machine. It's quite evident that our
branch sells itself too cheap. As for the malls, they usually save on clients’service and
will always suggest cheaper prices. A vending operator can't follow this principle.

CM: What arquments can operators use to convince the clients?

FS: The arquments I've already named: an individual approach fo the client
and a professional consultation.

The staff in an electronic supermarket is not able to make proposals answering
each client’s demands and wishes. A vending operator must be able fo describe the
package of his services clearly, and present it to the client in a written form,
demonstrating he bares full responsibility for his words.

As the practice shows, the consumer usually expects the coffee machine he
bought at a supermarket to be operaled as easily as a stereosystem: just unpack
and switch to the power supply, ignoring the fact that the service of the coffee
vending machine he bought is the main component of the client’s satisfaction with
his purchase.

CM: What additional methods could the operators resort o in order {o atfract
new clients?

FS: Good service and high quality tend to become well-known in their sections
very fast. An independent recommendation based upon the trust is the best ad for any
business. [would recommend the operators to ask their clients for recommendations.
Of course, doing it the operator must be sure in the high level of his services,



Q.11.; Xopowmit cepUC ¥ BLICOKOE KaYecTBO OBICTPO CTAHOBATCH H3BECTHE! B CBOMX KDYTax.
He3aguicumas pexoMeHAQI[HS, OCHOBAHHAS Ha AOBEDHH, SBASETCH Ayyiiiel pekaaMol Aad A0foro jera.
S COBETYI0 0MIepaTOPaN HAPAMYHO TIPOCHTS CBORX KAHEHTOB 0 TOM, YT00E! Te HX PeKOMEHAOBAAA. [ IpH
370N OTIEPaTOp, KOHEYHO e, AOUKEH OBITb YBEDEH B BICOKOM YPOBHE IIDEAATaeMbIX HM YCAT.

CM: Kaxny Byl BraHTe GyAYIjee HeMEHKHX BeHAHHT-0NIEPaToPoB!

@.IL: Or HeMerKoro BeHAHHT-0IEPRTOPa OXIAIOT MHOTOTO! O AOAKCH IDEAOCTABHTD ABTOMATEL
M TIDOAGKH DasAHYHBIX TIPOAJKTOB, OT Koe A0 XOMOAHBIX HAIHTKOB H CHEKOB, @ TakXkKe
BCEBC 3 iNKHBIE IAGTEXHBIE CHCTEMB, TAKHE Kax MOHETOTPHEMHHK HAH DE3HAAMYHAS CHCTEMA ONIAATS!
C BR\@YeH KBHTAHLMH, He TOBODA YKe O CHCTeMax QHABTDALHH BOABL Bre dTH CHCTEME! Omeparop
AONKeH 3HaTh B COBEPIIEHCTBE C TEXHHYECKOH CTODOHB], @ TAKXKe yMETh 1IpoAasath HX. Orieparopsl
AOVxiiio B OyAyujew emje rAy0Ke BHHKATh B IIPOOAEMBI CBOEH OTPacAH H IOBHLIATH CBOIO
KB uhHKaumio, nprodpetas KaKk MOXHO 00Abme OMBITA ¥ 3HaHMA. A OOABIIHX KOMIAHWH,
3aHIL. GIOH[HXCS BEHAHHIOM, ObiA0 Obl IDaBHABHEIM HIAIOM CO3AQHHE CITCIHAAHSHDOBAHHBIX OTACAOB,
KC.pble CHCTEMATHYECKH 3a00TATCA O CBOGH 4acTy DhIHKA H 3aHHMAHOTCH 0AHEM Komuenrod. K
p%..€DY, HEXOTOphle GOABIIHE TaCTpOHOMHYECKHe KOMIGHHH, 3aHHMAIOUHECT OAHOBDEMEHHO H
BEHAHHTOBEIM  AGMOM C  COOCTBEHHBIMH ~ONEPATOPAMY, HAYHHAIOT (0ACe  HHTEHCHBHO
CTiEL,a \H3HPOBATHCS, HAIIPHMED, HA BEHAHHTE B OHCAX H Ha PEATIPHATHAX,

R CORaAEHHI0, TOABKO OOABIIHE KOMIIGHHH MOITYT CeDe ITO3BOAHTh NIDEARQTaTh BCRBO3MOKHBIE
SCUTH H3 0AHMX pyK. CpeaHHe ¥ MaAble ONEDATOPCKHe QUM AOUKHE OYAYT B OyAyuieM
KOHLEHTPHPOBATECA Ha KaKOM-TO OAHOM HAIIDaBACHHH, YTO0H AOCTHYb B HEM HAHBBICIIETO KayeCTsa I
$730eKaTh Upe3MepHBIX TPEOOBAHHH K CBOMM DROOTHHKAM.

Kaxariit roj BeTpeyaroTcd uaers! [epmarckod BeHpnAr-acconuaiyy (BDV),
70081 00MEHATECA ONBITOM H IPOCTO Toobmatecs. B mae 5100 roga cofparoch
0K020 275 eAoBex.

Acconaups 1 BCA 0TPACAb CMOTPAT B OYAyIiee € ONTHMH3MOM, He 3a0biBad 0
HOBBIX TpeBOBAHHAY, KOTOpbie HOCTOSHHO ReCyT ¢ Coboi obijecTrenmbre,
TOAHTHYECKHE H 3KOHOMHUeCKHe u3MeHenns. Kak MOAYepKHYA mpe3sAeHT
Tepmarickod BerpnEr-acconuanyi r-H MoHCeH, riasHad neAb Cobpanus CoCTOT
TIpeKAe BCero B TOM, YTO0R! CTHMYAHDOBATS OOMeH 3HAHUAMH ¥ OITEITOM MEXAY
ONIepaTOpaMH AS BHIABACHHSA MOTPeOHOCTEH M HEAOCTAaTKOB B BEHAHHTOBOH
orpacas. ToT (hakT, 470 B TepMaruH CTAHOBHTCH BCE MEHBIIE TIDOMBILIACHHBIX H BCE
00Ablile MAABIX H CPEAHHX NIDEAIDHATHI, @ TAKKE KOMIGHHI 110 OKA33HHIO YCAYT,
TpeGyer 0T OHEPaTopOB HOBBIX KOHIENTOB,

Yunrsisag, 410 B [epmanit mranupyerca oTxpairde Goree [0 THICSY HIKOA IDOMEHHOTO AHS, AT
BEHAHHT-0TDACAH OTKDBIBAIOTCS HOBHIE BOMOXHOCTH. OAHAKO OCHAHIEHHE IUKOA QBTOMATaMH
IIpeacTaBATer coO0H LIEMeTHABHYIO TeMy. Bo MHOPHX 3anajHO-eBPOIEHCKHX CTDAHAX TOPrOBhIE
aBTOMATH YaCTO DACCMATPHBAIOTCA KaK OAHG M3 IDHYHH HIOHITONHOIO BECa ¥ ACTeH, XOTA AMEHHO
aBTOMATH! MOTYT CHOCOOCTBOBATS PELIeHHE TPOGACME HeNPABMALHOIO MHTaHAA B 1Konax. C opHod
CTOPOHBI, CETOASIIHUH OMEPATOp HMEET AeAO C OYEHb CAEDKAHHHIMH MOTPEGHTEAMH, KOTOpHie
TIPEATIOYHTAIOT TPATHTb ACHBIH TOABKO Ha HeoOxopnmoe. C ADYTOH CTOPOHBL, DaCLIMpACTCs IDyIHa
MOAH, M KOTODHIX BGKHYIO POAb HIDAET 340poBoe HiTaHHe. Oepatop AOAKeH 00palliaTh BHHMAHHE
Ha NOCTOSHHO PacTyIHe Tpe0osanus noTpebuTercH H pearnposars Ha Hix. COBpEMEHHOE 0BIIeCTB0
TIPEATIOYHTAET TTOAYHaT IPOAYKTH! HTAHHUA H HalHTKH ObICTPO, BE3AE ¥ XOPOLIErO KayeCTsa, MpHyeM
BUBYALHO 03HAKOMATECA C HUMH eilje A0 HOKYTIKH, MEHHO 511 TDeGOBaHTS BEHARHT-0TPaCAb MOXET
BHITOAHHTb,

Ocroxueruer M BEHAHHTOBOH OTDACAH CTRHOBATCA HOBbie 3aKOHBI H PABHTEABCTBEHHEE
TPEATTHCAHNA, CBA3AHHBIE ¢ IPODAEMaMy 3ADaBOOXpaHerus ¥ muTanus B Eporne. Tax, nocae axumit o
3aPeTy KypeHHs BEAYTCE AMCKYCCHH 0 CQHKIHAX TPOTHB OTPEOAEHHS aAKOTOAS H KOHAHTEDCKHX
T08apoB. ONepaTopE! AOAKHBI yMeTh OBICTDO PearnpoBaTh Ha TaKHE HIMEHEHHH,

«OTpackb TOIOBEIX aBTOMATOB OYAET MOCTOSHHO Da3BHBATECS, — 3a9BHA C YBEPEHHOCTHIO
npesupent Acconnanuit. — CeropHS aBTOMATsl 3aHHMAIOT TBEDAYVIO MO3UIHI0 Ha phiHKe. Her
COMHEHHH, YT0 0B H B OYAYLIEM OCTAHYTCS HO3GMCHHMED,

Hop6epr Morcen

CM: How do you see the future of the German vending operators?

FS: The German operators are expected o present a lot of things: aufo-
matic machines to vend different products, from coffee to cold drinks, and all
kinds of payment systems, such asa coin acceptor and a cashless payment sys-
tem giving a receipt, not to mention water filtering systems. The operator
ought to know all these systems perfectly from the technical side and also
must know how fo sell them. In the future the operators are to know the prob-
lems of their branch still deeper and to improve their skill, acquiring as much
experience and knowledge as possible. For the larger companies engaged in
vending it would be a logical step to create specialized departments, faking
care methodically of their market segment and devoling themselves o a sin-
gle concept. For example, some large gastronomical companies engaged
simultaneously into vending business with their own operators start to spe-
cialize more intensively in, for example, vending at offices and institutions.

Unfortunately only larger companies can afford suggesting all kinds of
services from the single source, Middle and small size operating companies
will have {o concentrale their efforts on a single selected direction to achieve
Init highest possible quality and avoid excessive demands of therr siaff

BDV members meet every year to exchange experiences and simply fo
rub shoulders with each other. This May there were about 275 fo gather,

The association and the whole branch are facing the
future with enthusiasm, but do not forge! about new demands
put before them by the social, political and economic
changes. As the BDV president Mr. Monssen put it, the main
aim of the meeting is fo stimulate the exchange of knowledge
and experience between the operators in order to reveal the
requirements of the consumer and the drawbacks in the
branch. The fact that the number of industrial enterprises is
decreasing in Germany and the number of middle and small
scale companies tends to grow, especially in the service sec-
lor, demands new concepts from the operators.

Norbert Monssen

Taking into account the fact that Germany plans to Jaunch more then 10
thousand extended-day schools, the vending induslry faces new capabili-
ties, But providing the schools with vending machines is a delicate subject.
Many West European countries consider the vending machines fo be one of
the reasons of children’s excess weight. From one side, foday's operator
deals with very moderale consumers who prefer lo spend their money only
on the necessary, From the other side, the number of people for whom
healthy food is important is growing. The operator must pay attention to the
growing demands of the consumers and react to them. The contemporary
society prefers to get their food and drinks swiftly, everywhere and of good
quality, having a possibility fo see them before the act of buying. These are
the demands that the vending branch can realize.

Among the complications faced by vending business in Europe the new
laws and government orders must be marked, especially those connected fo
healthand food. For example, following the actions aimed against smoking we
are witnessing the discussions of possible sanctions against consumption of
alcohol and sweets. The operators must react to such changes rapidly.

“The branch of automated trade will develop continuously”, declared the
President with confidence. “Today the vending machines occupy firm posi-
tion at the market. There is no doubt they will stay indispensable in the
future".
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CHayaia 65ir0 caoBo. TouHee, ABa:
«CTpOHUM OTeAbY.

Bpoae Obl, crepxHeBasi UAes BbI-
CTaBOYHOTO MepONPHUATHS ObIAG IO-
HATHA. [10OTOM YTO-TO CAYYHAOCH, U
Ha PEKAGMHBIX MOAYASIX, IUTAaX, IPO-
CITIEeKTaX U IPHTAQCHTEABHBIX OHAE-
TaX BO3HHKAA 3abaBHAsA SMOAeMa B
BHAE He TO rapAepobHOTO HOMEPKa,
He TO FOCTHHHYHOTO NPEAYIPEXRAC-
HHUST AT TOpHHYHBIX  «[Ipockba He
becriokouTh». Ha HoMepke — abbpe-
Buarypa HF&E. Aaxe ecAH S3BIK
IHlekcnupa nam baMipona — Bai
POAHOH, 60rOCh, 4TO Bbl He cpasy A0-
rapaetech, 4YTO MEPOIPHUSATHE Ha3bl-
Baercst Hotel Forum&Exhibition, T.e.
«MOCKOBCKHH MEXAYHAPOAHBIU IOC-
THHHYHBIH (POPYM ¥ BBICTABKA».

Bnpouem, caoBo «popym», BOOO-
1je TOBOpPS, MOXHO OBIAO H BEBIUHC-
AUTE. C HEKOTOPBIX HOP CTAAO XOPO-
ITMM TOHOM HA3BIBATH BBICTABKH
«hopyMaMu», €CAU B AOIOAHEHHE K
IKCIIO3HIMHU B HX Iporpamme (ury-
pupyer CeMHHAP, KPYTABIH CTOA HAH,
nyife Toro, KoHpepeHnuA. Ha camom
A€Ae, eCAH OTODOCHTH IYTKHU B CTO-
POHY, caMy Ho cefe BO3MOXHOCTh
AFOASIM, CHEXABITUMCS B KOM-TO BEKH
Ha CTOAMYHYIO BBICTaBKY, BCTPETHUTh-
CsT ¢ KoAreraMu H o6CYAUTH HAaCyII-
HBIE TPOOAEMBI OTPACAH MOJKHO

The first to appear was the
WORD. Or, to be more exact (in
English version) four: Hotel
Business&Building. The main idea
of the event looked quite clear. But
then something happened, and a
funny emblem resembling either a
cloak-room tag, or an appeal
addressed to the chambermaid
(“Please don't disturb"”) appeared
at ads, billboards, catalogues and
tickets, having an Inscription
HF&E. Even if you share the moth-
er-tongue with Shakespeare and
Byron, I'm not sure you'll be fast to
guess It means Moscow
International Hotel Forum &
Exhibition.

Well, as for the word "forum?”, it
could be guessed rather easily.
During the last years it has been a
“bon tone” to call exhibitions
“forums”, if the exposition is sup-
plemented by a seminar, a round
table and especially a conference.
To be serious, the very possibility
for people arriving to the capital
from the far ends of the country to
meet their colleagues and discuss
the vital problems of the sector must
be welcomed. Especially if a busi-
ness program so wide and saturated
is envisaged as was at HF&E.



TOABKO IPHBETCTBOBATh. TeM DoAee, eCAH IPEAYCMOTpe-
Ha Takad oOUIMPHAsI U HAaCBII[eHHAs IPOTpaMma ACAOBOH
yacTH, Kak Ha 9ToM camoM HF&E.

B coorBeTcTBUM € ITOH TPOrPaMMOH Y4aCTHHKH H I'OC-
TH (hopyMa MOTAH IPUHATH VIACTHE B OOCYKACHNH TaKUX
BOIPOCOB, Kak «CoCTOSHUE U aKTYaAbHBIE 3aAaYH Pa3BH-
THS TOCTHHUYHOI'O XO3STHCTBa» (C 0COOOM aKIJeHTOM Ha
onbIT MOCKBEI, HO ¢ y9aCTHEM NPEeACTABHTEAEH DerHo-
HOB), «YIIpaBAsIOlUHe KOMIIAHHY B HHAYCTPHH T'OCTEIIPH-
HUMCTBa», 0€301aCHOCTH B TOCTUHHYHOM XO35HCTBE, KAAC-
cHpHRAIHUA OTeAeH, HEKeHepHOe ofecnedyeHHe, BKAIO-
gasg BOIPOCH KAMMATH3AI[UH W aBTOMATH3ALHH, IIOATO-
TOBKAa KaApOB, FOPHAHYECKHE H HAAOTOBEIE aCIIeKThl, UH-
AYCTPHA KpacoThl ¥ (hurHeca T.A. Bo Bctpeyax ywacrsosa-
AH MEHEAKEpEl H CICIHAAHCTHl BEICOKOTO MPO(eccHo-
HAABHOTO YPOBHA, YA€HEI DYKOBOACTB& DETMOHOB H PYKO-
BOAMTEAH PSIAA IPOEeCCUOHAABHBIX 00HEATHEHHH H ac-
COITHAIIIH.

CrucoK y4YaCTHHKOB HACYMUTHIBAA 186 KommnaHWH,
NMPEACTaBASBIINX PAa3HbIE BHABI ACATEABHOCTH, CBS3aH-
HOM C FOCTHHHYHEIM Ox3HecoM, T1paBAa, KaKAas MATast U3
HHX y4aCTBOBAAd 3a04HO, T.e. IPACYTCTBOBAAA B KaTaAO-
re, Ho He UMeAa CTeHAQ. TeMaTu4ecKu 3AeCh ObIAK IPEA-
CTABAGHE! DA3AHYHEIE ACIIEKThl I'OCTUHUYHOTO OM3HECa:
NPOEKTUPOBAHHUE, CTPOUTEABCTBO, OTAEAKA (TeXHOAOTHH
¥ MaTepHaAbI), 000PYAOBAHHE, MEOEAD, CTOPTUBHO-03A0-
DOBHTEABHAS ACATEABHOCTE. OTAEABHBIE CTEHAB HMEA
DSIA TOCTHHHL H TOCTHHUYHBIX KOMIAEKCOB, 8 TAKXKe OKO-
A0 ABYX AecatkoB CMHU. OpHHM U3 KOMIO3HALHOHHBIX
IJEHTPOB BBICTABKH ObIAA@ IKCITO3HITHSA, MOCBIIICHHAS PA3-
BHTHIO TOCTHHHYHOIO XO3SHCTBa HeHTpa MOcCKBbI (ee
«30A0TOTO KOABL@»). 3HAYHTEABHYIO HAOILaAL 3aHUMAaAQ
axcrio3nnusg PecmybAaukn beaapyce.

Kak g cTpaHHO, HO HH Ha MEPOIPHUITHSIX (YOPYMa, HU
B 9KCHO3HUIHHA IIOYTH He ObIAH 3aTPOHYTHI BOIPOCH ITHTA-
HHS H TOPrOBAH B T'OCTHHUIAX. ICKAFOYeHHEM SBAIAHUCE
CTeHABI ¢ Koge "Ambassador”, KaAHQOPHUHCKUMI H
OOATapCKUMH 0e3aAKOTOABHBIMH BHHAMH H CTOAOBBIMH
npubopamu. Pga KomMmaHHH-AeBeAOIepoB, 00eHaIoNIUX
3aKa34YHUKaM CAQYY OTEeAEH «IIOA KAIOY», Ha BOIPOC 00 00-
HIeITATE U TOPIOBAC OOBIYHO OTBEYAAH, UTO 3TH MpoOAe-
MBI HaaO OOCYXKAAQTH C 3aKa3yukaMmu. MoxeT ObITh, KO-
HeYyHO, H TaK, HO HE BHAHO, YTOOBI MMOCAEAHHE aKTHBHO
HMCKAAH CHOCOODI, KaK OBl YAYUIIHTE 0OCAYKHBaHHUE I'OC-
T8, MAKCHMAABHO IIDHOAHM3UB K HEMY TOPTOBBI€ TOYKH.
Her, KOHeYHO, B 5-3B€3A0OUYHBIX OTeAsx Bac, pAoporoid
rocTh, OYyAyT HOCHTE HA PYKAaX, BCe, 4TO OYAET YIOAHO
Barreni ayie, AOCTaBAT IPSMO B HOMep. A Kak OBITH TeM,
KTO, OCTAHOBHMACH B TPEX 3BE3AAX (HAM TOTO MEHEIIE) H
BCIIOMHHA, 9TO 3a0BIA A0Ma 3YOHYIO HIeTKY, He 3a1maccs
BOAOH, YeM-HHOYAE OT TOAOBHOH 60AM AHOO, TIPOLIY IPO-
IjeHH4d, OT 3a4aThA, @ KHOCK He paboTaeT 1o IpUYHHe I10-
3apHero Bpemenu? Mam, CKaxeMm, 3aXOTEAOCHh BBIIHUTH
yaniKy Koghe, HO A0 CMEPTH HEOXOTa HEePeOACBATHCT U
CTYCKaThCs B peCTopan? BocmoAHHTE 3TOT Tposea 1 AaThb
OTBET HA BAILICNPHBEACHHEIE BOIPOCE AOAKEH OBIA
BKAFOYeHHBIH B IPOTPaMMY KPYTABIH CTOA « BeHAWHT B HH-

In accordance with the program the participants
and the quests of the forum could take part in dis-
cussion of such issues, as “State and actual tasks of
hotel business development” (with special accent at
the experience of Moscow, but with participatioa of
regional quests), "Managing companies in hospital-
ity industry”, safety problems at hotels, classifica-
tion, technical maintenance, including air-condi-
tioning and automatic control systems, staff train-
ing, legal and taxation aspects, beauty and fitness
industry, etc. The meetings were attended by lop
rank managers and experts, members of regional
governing bodies, as well as leaders of some associ-
ations.

The participant's list contained 186 companies
representing various kinds of activities associatea
with hospitality business. One fifth of them partici-
pated “in absentio”, meaning only presence in the
catalogue, but having no booth of their own. As for
the subjects, there have been present: development,
building, finishing (technologies and materials),
equipment, furniture, sport and health improve-
ment. Separate booths belonged to inns and hotel
compounds, as well as to pair dozen mass media.
One of the composition centres was the exposition
devoled to the development of hotel facilities of
Moscow downtown (its “Golden Ring”). An appre-
ciable area was occupied by the exposition of
Republic Belarus.

Strangely, but practically neither forum events,
nor exposition touched upon the problems of cater-
ing and tiade at the hotels. Minor exceptions were
the stands with Ambassador coffee, Californian and
Bulgarian alcohol free wines and so.ne tableware.
Some of the developer companies, promising their
customers to provide them with a turnkey contract
being asked about catering and trade usually
answered that these issues are lo be discussed with
the customers. Perhaps the approach is correct, in
principle, but the latter can rarely be seen looking
for the best ways to improve the service of the quests
bringing the trade outlets as close to the guest as
possibie. Of course, Dear Guest, i1 5-star hotels
they'll make a lot of fuss of you and biiug .ight to
your room whatever you want. But what shoutd ve
done by those who are the quests of 3 stars (of less)
if they find out they left their tooth-brush at home,
or they lack soft drink, or head-ache remedy, or,
excuse me, a contraceptive? Or one needs a cup of
coffee, but hates the idea of dressing and going
down to the restaurant? To fill the gap and give
answer to the question above was the aim of a round
table included in the business program under he
title “Vending and the hospitality industry”. The
main presentation for it was preparea oy the
employees of Vendorus group. Unfortunately, the
people didn't pay enough attention to this issue in
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AYCTPHH FOCTEIIPHAMCTBAY., IIPE3eHTALHI0 A KOTOPOTO
IIOATOTOBUAM COTDYAHUKH IPYIIIEI KOMIaHHH «BeHpo-
pyc». Ho To Am HapoA He oOpaTnA BHHMAHHS HA 3TOT
HOYHKT B lIporpamme «AHA CIEIHAAHCTOB FOCTHHHIHOTO
MeHeAKMeHTa U MepCOHaAa rOCTHHHUL», TO AH OIOBel]e-
HHe [0 TPAHCAIIHH OBIAOC TDYAHO PACCABIILATS (3, MOXKET,
HMEAO MECTO H TO, H APYTO€, @ CHE[UAABHBIX Mep IO aru-
TalHH 3@ roceljenyue He OBINO IPHHATO), HO TOABKO B
KoH@epeHI-3aA K 13-00 ABHAOCH YEAOBEK C AIOKHHY,
BKAFOYaA OpraHH3aToOpOB. A XaAb, MATEDPHAABI IDe3CHTa-
IJAH 3@CTaBHUAH OBI 3dAYMATHCS, TeM O0Aee, YTO B HHUX CO-
AepKaruCh KOHKPETHBIe OIeHKH PDEHTA0EABHOCTH BHEA-
PpeHHA TOProBBIX ABTOMATOB B FOCTUHHIIAX. B cxxarom Bu-
A€ C OCHOBHBIMH COODDaXeHHUSIMY NMPE3EHTAIIHH MBI I10-
cTapaeMcs YuTaTeAel 03HaKOMUTE (CM. CTp. 17)

B 3akarovyeHue HeKoTOpble OQHIHAABHBIE AAHHDIE,
paclpocTpaHeHHbBIe OpraHH3aTopaMH BhICTaBkH, [TAO
«MoCKBa», B IOPSAKE TOABEACHHS HTOTOB.

BBICTaBKy MOCETHAH OKOAO 5 TBICHY IPOECCHOHAAOB
u3 Poccnm n 18 3apybexxHbIX cTpaH. Hanboree aKTHBHEI-
My okazaruch Mockga, Caskr-IlerepOypr, Llenrpans-
=i, [ToBoskcku, CeBepo-3anaaubri, KOKHbBIN, Ypaarb-
ckn, CHOUPCKuI H AaABHEeBOCTOYHEIH (heAeparbHEIe
OKpyTa, a TakxKe YKpanna, Hrainsa, Iepmanms, beaapycs,
Beauxobpuranus, Xopsatnud, Kurar, OuHAIHAHT 1 Ka-
3aXCTaH.

AeroBag nporpaMma COCTOSIAG H3 49 MepONpUSITHH, OT
IIOY-IIOKA30B A0 HAYYHO-IIPAKTHYECKHX KOH(pepeHIJHH,
OpraHU30BAHHBIX 72 KoMmMmaHuamu. Ha HHX BRICTymHAO
0oaree 200 yeAOBEK, B TOM YHCAE OKOAO 50 — B IIDEHHSIX.

YKe mocrynuAu 3a4BKu Ha y4acrue B Qopyme 2007 ro-
Aa Ooaee, 4eM OT HOAOBHHEI YIaCTHHKOB 3TOI0 TOAQ, OKO-
A0 20 3a9BOK NOCTYNHAO OT HapTHEPOB KOMITAHUH Ha y4a-
CTHE B AGAOBOH IPOTPAMMe.
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the program of the Day of the Specialists in the
Hotel Management and the staff. Either, perhaps,
the broadcast announcement was not clear enough,
or both the reasons acted to hinder the attendance,
but as the final result only a dozen people came to
the conference hall (including the organizers). It
was really a pity, since the contents of the presenta-
tion could give a food for thinking, especially the
figure estimates allowing to evaluate the profitabil-
ity of introducing vending machines at the hotels.
Therefore we'll try and acquaint the readers with
the main points of the presentation (see p.17 in this
issue).

To conclude with, here are some official data, dis-
tributed by GAO MOSKVA, the forum organizers,
to sum up the results.

The exhibition has been visited by more than
5 thousand experts from Russia and 18 foreign
countries. The most active among the Russian areas
were Moscow, St.-Petersburg, and the regions:
Central, Volga, North-Western, Southern, Urals,
Siberian and Far-Eastern, most numerous wele the
visitors from Ukraine, Italy, Germany, Belarus,
Great Britain, Croatia, China, Finland and
Kazakhstan.

The business program contained 49 events, from
shows to scientific practical conferences, organized
by 72 companies. More than 200 people took the
floor, including about 50 in discussions.

This month more than half of the participants
announced their desiie to take part in the event
next year; about 20 claims to participate in the
future business program came from partner-compa-
nies of the last event.
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Kpyrakmi croa npotiiea 14 centsaopst 2006 roaa B paMKax
Aenosos nporpammer Qopyma HF&E.
OpraHu3atopaMy MeponpHATHA BRICTYIHAM Vendorus
Group u KypHaA «BeHAUHT-OH3HECH.
B cuAy HenpuBEIMHOrO 3By4YaHHS
TeMbl H OOABIIOTO KOAMYECTBA POBO-
AHMBIX OAHOBPEMEHHO MEPOHNPHUSTHH,
Y4YaCTHHKOB CTOAa coOparocs He
OYeHF MHOIO, 4TO, BOIPOYEM, HE TOMe- —
HIAA0 IIPOBECTH MAOAOTBOPHYIO AMIC-
KYCCHIO M AQTh BO3MOXHOCTbH BBICKa-
3aTBCS, 33AAaTh BOIIPOCHI H BRICAYIIAThH
MHEHHA OOABIIMHCTBA COOPABIIAXCA.
Kameprasg 0OCTaHOBKA CIOCOOCTBO-
BaAa He(hOPMaAbHOMY OOHEHHIO.
Hurepec K TeMe nposBUAH, B Iep-
BYIO 09epeAb, IPEACTABHTEAH PETHO-
HaABHEIX oTeAeH. Ha obcyxaenun
CTOSIA BOIPOC OONTHMAABHOIO HCITOAB-
30BAHHUA TOPrOBBIX aBTOMATOB B T'OC-
THHUIAX CDEAHETO H HWKHETO IeHO-
BOro CerMeHTa, YTo HO3BOASET CyLje-
CTBEHHO COKPATHUTh 3a@TPaTHl Ha Iep-
COHaA, 3KOHOMHO DaCXOAOBATH TAO-
HJ@AM U IIDH 3TOM 00ecrieyuBaTh roc-
TeH [I0AHOIeHHBIMH YCAYTaMH.
YyactHrkaM ObIAa TPEACTABACHA, B KAYECTBE IIPDHMEPA,
AMHEHKA 0bopyAoBarns Azkoyen, HHTEPeCHOTO AAS pabo-
Thl B FOCTHHHILAX, PACCKA3aHO 06 0COOCHHOCTAX pabOThI €
BEHAMHTOBBIMH aBTOMATaMH, MX IPEHMYIeCTBax H BO3-
MOXHOCTAX. B KayecTBe pa3aatouHoro MarepHand Bce yya-
CTHHKH MOAYYHUAN OYKAETEI M aHAAHTHYEeCKHe MaTepHaAbl,
AQFoIIHe CPABHUTEABHBIN aHaAW3 M0 HECKOABKHMM BapHaH-
TaM oOecredeHHs rOCTeH OTeAeH TOBAPaMH HMITYALCHOTO
crpoca.
B pauckyccun 6biAH 3aTPOHYTH BOTIPOCHL!
a. DKOHOMHMH 3aTpaT Ha ITepCOHaA
b. TlocToSHHOTO TPEAOCTaBACHHS YCAYT
¢. OpPeXTHBHOrO HCIOAL30BAHHS TACIIAACH
d. OpraHusanuu naatexxey ¢ HCTIOAB30BAHHEM KapT-
KAKOYeH
Ocoboe BHHMaHHe OBIAO YAGAEHO BONPOCY ONTHMH3A-
MY 3aTpaT Ha IepPCOHaA, AAS Yero OBIAM COIIOCTABAEHEI TDH
BapHaHTa 00eCHeyeHus rocTeH HEOOXOAUMBIMY TOBADAMH:
1. Aexypnas ra ataxe
2. Opranu3aius MuHA-6aPOB HA ITAXKAX, IPH COXpa-
HEHHUH AeKYDHBIX
3. Toprosbie aBTOMATHI

Cepreii Ay6oBuukunid,
MeHenxep oraena rnpoaax,
komnaHug Vendorus Group

Sergey Doubovitzky,
sales manager,
Vendorus Group

A round table with this title took place on the 14th
of September, 2006, within the Business program of
HF&E Forum. The event was organized by
Vendorus Group and Vending
Business magazine.

The subject sounding rather
unusual and a Iot of events being
carried out simultaneously, not
too much people gathered to
take part in the meeting.
Nevertheless it could not prevent
fruitful discussion and gave
chance to exchange opinions
and ask questions unlimitedly
and easily.

Their interest in the subject
was demonstrated primarily by
the representatives of the region-
al hotels. To be more exact, the
problem discussed was the opti-
mal use of vending machines at
hotels of the lower and middle
price segments, keeping in mind
they can substantially decrease
the expenses on the staff salaries,
save considerable areas, and provide the guests with
additional services.

The participants were presented, as an example,
with the line of equipment manufactured by
Azkoyen Co., perspective for use at hotels. They
were fold about the peculiarities of managing vend-
ing machines, their advantages and prospects. All
the people present were supplied with booklets and
analytical materials, comparing several approaches
to provision of the hotel quests with impulse
demand goods.

The discussion treated the following problems:

a. Economy of staff salaries

b. Permanent provision of service
c. Effective use of floor space

d. Payments using key-cards

Special attention was paid to the optimization of
staff salaries; to this end three approaches to provi-
sion of the quests with the necessary goods were
compared:

1. Chambermaid on duty (COD) at each floor
2. Minibars plus CODs
3. Vending machines

(Mocksaa)

(Moscow)
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B xauecrBe nmpumepa paccMoTpeAr HeOOABLIYIO 5-3Tax-
Hy10 roctuHuIy Ha 200 HOMepOB.

Bapnanr 1. Ha nepBoM aTa)ke — 30Ha PErucTpaljuy, Ha
OCTAABHEIX HAXOAATCA A€KYPHBIe, paboTaroLjne 1o rpagu-
KY «CYTKH, 9epe3 Tpoe», COOTBETCTBEHHO AeKYPHBIX AO/K-
HO ObITh 3x4 =12 9eaosek. [1pn 3apuaare B 10 000 pyOaes B
MecAr, (YoHA onAaThl TpyAa cocrasut: 10 000x12= 120 000
py6aett, Harorn Ha QOT — 26% , HTOTO PACXOABI COCTABST
151 200 pyoaes B Mecsr, B rop — 1 814 400 pyoaest. Aoxo-
AOB OT IPOAAX HET (110 KpauHe Mepe — AeraAbHbIX).

Bapuanr 2. Ha 2 u 4-oM 3TaXkax opraHi30BaHEl MUHH-0a-
PBI C KPYTAOCYTOYHBIM PeKUMOM paboTel. CTOMMOCTH Opra-
HH3auny 6apa (crorka, oobopyaosanue) — 180 000 pybaert
eAHHOBpeMeHHO. bapMeHOB notpedyercs npu pabore «CyT-
KH, yepe3 ABoe» 3x2=6 qerosek; 1pH 3apnaare 10 000 pyo-
aert B Mecsitp @OT cocrasut 60 000 pybaeit B MecsL] + Haro-
ru = 75600 pyoaert B mecsi], uan 907 200 pyOAert B ToA.
Ipeanoraraem, 470 Ha peMOHT 00OPYAOBaHHS €XEroAHO
pacxoayerca npamepHo 50 000 pyoaer. BumecTe ¢ AeXKypHBI-
mu 110 ataxam QOT cocrasur: 2 721 600 pybaeH B roa.

BapuanTt 3. YcraHaBauBaeM 1o 2 TOProBeIX aBTOMaTa Ha
1, 3 u 5 araxax. CTOHUMOCTb OAHOTO aBTOMATa COCTABHT
npumepHo 150 000 pybaet, scero 900 000 pyoaes. O6cAy-
JKMBAET BCe ABTOMATHI OAMH ONEpaTop, IPH 3apaboTHOH
naare 20 000 pyoaeri B mecan, Haror Ha QOT — 5 200 py6-
AeH, BCEro B oA 3arpar Ha nepcoHar — 302 400 pyOaeid.
Ha obopyaoBanue npepocraBasieTcd 2 ropa TapaHTHH U B
AdAbHeHIIeM TPATHTCA HAa CepBHCHoe 00CAyxuBaHHue 40
800 pybaeti B roa. CokpalaeTcss KOAMIECTBO AKX YPHEIX 110
9Taxy B ABA pa3zd — AOCTaTOYHO 1 AeXXypHOH Ha ABA 9TaXa.
CoorserctserHo Q@OT: 1 209 600 pybaert B roa.

3arparel HAPACTAIOIIUM HTOTOM B TeYeHHe 5 AeT BBITAS-
AAT CAEAYFOIIUM 00Pa30M:

I'pagpuk pocTa 3aTpaT HarASAHO IOKA3BIBAET, YTO HAN00-
Aee 3KOHOMHYHBIM BapH-

As an example, let us consider a small {5 storey,
200 rooms) hotel.

Version 1. The 1st floor is the reception zone.
The other floors are served by the maids on duty,
working round-the-clock after 3 days interval.
Their total number must be 3x4=12. The salary of
each being 10 000 rbl per month, makes total
10 000x12=120 000 rbl; with 26% tax the sum is
151 200 rbl/month, or 1 814 400 rbl/yr. No gains
from selling (at least legal).

Version 2. Round-the-clock mini-bars at the Znd
and the 4th floors. Typical cost of a bar (counter
plus equipment) is 180 000 rbl. The number of bar-
tenders needed (round-the-clock work, 3days inter-
val) is 3x2=6. The salary would be
10 000x6 =60 000 rbl/month; with tax it makes
75 600 rbl/month, or 907 200 rbl/yr. With the repair
expenses (50 000 rbl) and the salary of 2 maids on
duty it totals 2 721 600 rbl/yr.

Version3. 2 vending machines are installed at
each of the odd floors (1st, 3d, and 5th). If a machine
costs 150 000 rbl, the sum is 900 000 rbl. All
machines are served by a single operator
(20 000 rbl/month plus 5200r1bl tax gives
102 400 rbl/yr). After two year guarantee,
40 800 rbl/yr will be needed for maintenance serv-
ice. As for the maids on duty, only 1 per 2 floors will
be enough. So total expenses will amount to
1209 600 rbl/yr.

Summing up the expenses for 5 consequent year
gives the following picture.

The diagram demonstrates clearly that the use of
vending machines provides for the most advanta-
geous version of the three, allowing to supply the

necessary  drinks

@HTOM O0eCleyeHHT KAU- 4

and other products

CHTOB HAIIUTKaMu H APV~

1

Ming-6apot

to the guests of the

ruMH HeOOXOAUMBIMH TO- 12000000

hotel at any time

BapaMmu ABASAIOTCA TOPro-

they need.

1 o
BbI€ ABTOMATBHI.

Tpapuuuonnas chcrema

Many questions

MHoro BonmpocoB mo-

Aavomatsl

were asked during

T Ji -
CTYIIHAO IpH 00CyXKAe 4000000

the discussion of

HHH CHCTEM OIIAATHI, B Ya-
2000000

payment systems,

CTHOCTH, O BO3MOXHOCTHU o

particularly  con-

HCIIOAB30BATh B I'OCTHHU- 1rop 2rog

T
3ron 4ron Srop

cerning the possibil-

1jax Oe3HaAHYHbIe IAQTe-
JKH IIDH ITOKYIIKe TOBAPOB
B @BTOMArTax.

KpyrAbli CTOA AGA OTAHYHYEO BO3MOXHOCTH IPOQEeCcCHo-
HAAaM TOCTHHHYHOIO DBIHKA IIOAYYHTH B C(POKYCHPOBAH-
HOM BHA€ HHQODPMAIIHIO [0 HIHPOKOMY CIIEKTPY BOIPOCOB,
BO3HHKAOUUX IIPH paboTe C TOPrOBHIMH aBTOMATaMy B
OTeAsIX, TOAYYUTH HHAMBHAYAALHBIE KOHCYABTAI[HH CHEI[H-
AAHCTOB BeHAHMHIA. MToraMu NpoBEeAeHHOH BCTPeUH CTaAH
HOBEIe B3aMMOBEITOAHBIE KOHTAKTH MEXAY IpoghecCuoHa-
AaMU BeHAHHIOBOIO OM3HECa W TOCTHHHYHOTO AAQ.
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ity of cashless pay-
ment during vend-
ing goods at the hotels.

The round table made it possible for the profes-
sional hotelieurs to get concentrated information
on the wide spectrum of questions arising during
the work with vending machines installed at the
hotels, including personal consultations by vend-
ing specialists. As a whole the meeting has resulted
in contacts mutually advantageous for the profes-
sionals both of vending and hospitality.
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Venson Taste

Venson
Technology

Venson Style

M Global Avtomattorg: (495) 788-7339
wa L B POK Vending' (495) 365-0055

Cnoo «Venson», ABnsioLLeecs coseTaHuem cnoe «Vending machine»  «Person»,
03HAY2ET, 4TO aBTOMAT «VeNson» Co34aH ANR 380POBLS YENOBEKA U ero komdopTa
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"“akeout Venson

KOF,ZIa XO0UCTCA HACTOAIICTO 3€PHOBOI'O KOC][)C,

TIPUFOTOBBTE €70 B aBToMare «BeHCoH Kode-xaycn.

Brarogaps aToit MallMHe HanuToK NpuobpeTaeT U3bICKaHHBIA BKYC, apoMar 1
CTUMb 3ePHOBOMO Kode, a Bbl — 4yBCTBO KOoMdopTa.
Tenepb € MOMOLLBIO aBTOMATa VENSon Nerko HacnaauTbCs 38PHOBBIM Kode B
nobom mecte u B Moboe Bpems,

HaxmuTe kHonky «BeHcoH kode-xayc» — v Baw kodpe rotos.

“

li

- Bbl MOXeTe HachaxaaThCst IMyOGOKMM BKYCOM 1 apOMaToM CBEXaWLIETo 3epHOBOMO Kode.
+ Bbt moxeTe Bbibpath cebe BKYC HanuTKa ¢ uaeanbHbIMK NPONOpLMsM Koe, caxapa ¥ CIMBOK, TPOCTO HaXaB Ha HYXHYH KHOMKY.
+ ABTOMaT CnoCoBeH NPUBMEUb LWIMPOKWA CMIEKTD KIMKEHTOB NPOLAXeit He TONbKO 3e8PHOBOTO kode,
HO ¥ Pa3HbIX HaLMOHAsbHbIX HaeB W PacTBOPHUMBIX HAMUTKOB.
- VIMeeTcs MOpoaunka Co NbAOM ANs NPOLaXK OXNaKAEHHOTO 3ePHOBOTO Kode.
- 3a cueT dhyHKLWM aBTOMATNYECKON MOVKY KOe He 3arpsi3HAETCS OCTaTKamMy NpeablayLiel nopLvn.
Yckopera nofada crakaHumkos. MpocTon cnocod nofayy Bogbl CRU3Y.
+ 3a cueT yBENMMEHHOro BOASRHOrO Haka KomnuecTso nopLmMi HarmTka ropasac 6onblue, 4em y Apyrux apToMarTos.
+ Jlerkoe ynpasrexme aBTOMaToM C MOMOLLLI0 UKAVKATOPa, 0DO3Ha4a0LLEero HeUCnpaBHbIi yaer!.

« fpkuit uBeT 1 HeoBbluHbIA An3anH rpusnekatoT Bac. Cospemertbiil XKK Aucnnen nokasbiBaeT BECH NPOLIECC NPUTOTOBNEHWs 3ePHOBOTO Kode.
+ KHonky BbiGOpa MEHIO 1 AUCNTIEN SPKO CBETATCS HOUBIO 3@ CYET CNeLMarnbHOM MOACBETKM.

www.lottelem.co.kr

B Firma Valeo: (495) 681-3467
W World Vending: (495) 930-5440
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The two trade-fairs carried out simultaneously at
the Krasnaya Presnya fairgrounds on 26-29
September were quite independent but still had some
relation to different aspects of providing people with
food and goods, including potential connections with
vending. WORLD FOOD exhibition demonstrated a
wide variety of coffees and teas, as well as other prod-
ucts and half-ready foods that are to be granted an
attention from the vending seclor. Among those

CHHXPOHHOE MPOBEACHHE ITHX ABYX BHICTABOK
CTaAO YIKe TPaAHLHEeH BBICTABOYHOI'O KOMIIAEKCa
«OkcrnoyeHTp» Ha KpacHo IIpecHe.

AAS OpraHH30BaH- —

=
|

& RUSSIA

directly engaged in vending Moscow companies
Proxima representing Saeco produce in CIS countries
and Lucky Choice are to be specially mentioned. The
latter supplies to the Russian market both high class
ingredients and vending machines (e.g. Bianchi). As
for SHOP DESIGN a new name In vending arose
there;, BORPAK Co. and its subsidiary, Savylovo
Machine-Building Works, exhibited two models of
snacks & bottles vending machines (see also p.25)

Aaree miam Kwuran, Hraaus, Typnous, Hcenanwsd,
CHIA u TauraHA. I'pyCcTHO, HO HPUXOAUTCH KOH-
CTATHPOBATE HOYTH ITOAHOE OTCYTCTBHE PECITYOAUK
opisriero COBETCKO-

Hou KommnaHwer ITE
BBICTABKH «Becb MHUD
MOHTAHHA» 3TOT CE30H
OBIA FOOUAEHHBIM —
15-m. Oprasusarto-
paM ecTp, 9eM rop-
AHUTBCS! B 3TOM I'OAY B
BBICTABKE IPHHHUMA-

Ao yyacrae 1273 KoMm- |
HaHHUH U3 55 CTPaH co
BCeX KOHTHHEHTOB,
OT ABCTPaAHH A0 Dc-
TOHHH. BEICTaBKY 110-
ceTuAo 56560 crenu-
AAHCTOB  HHUIIEBOH |
IIPOMBIIIACHHOCTH. B
IpHBETCTBHH Y4YacT-

HHKaM H I'OCTIM MH-

HHUCTP CEABCKOIO XO-

3aricrBa PO A.B. I'op-

A€€B CIel[HaAbHO 0OpaTHA BHUMAaHHEe Ha AHHAMUY-
HOEe pAa3BHUTHE OTeYeCTBEHHOH MHIeBOH HHAYCT-
PHH, POCT CCOPTHMEHTA, KAYeCTBAa H KOHKYPEHTO-
CIIOCOOHOCTH POCCHHCKHX HIPOAOBOABCTBEHHBIX
TOBapoB. Ha sT0I BRICTaBKe Ha AOAIO Poccmm npu-
HIAOCH IpHUMepPHO 50% 3KCHOHEHTOB; IIPABAA, 3Ha-
YUTEABHYIO AOAIO HX COCTABASIAH HDPEACTaBUTEAb-
CTBA 3apyOeXHBIX KOMHOAHHH H YUPEeXACHHH.
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Kpaitreit cnpasa npogeccop b. Xanaup

ro Coro3a. Bboaknre
ADPYTHX OBIAH IIPEeA-
cTaBAeHbl beaapych
u ANAarBusg (HO 1l
CTeHAOB — Ha ypOB-
He TariBaHs u Hupo-

HEe3UuH), OCTAABHBIE
e€CAH H «34CBOTH-

' AHCE», TO CHMBOAH-
YOCKH.

C TOYKH 3peHHH
TEMATHY€CKOH, CO-
Aep>KaHue 3KCHO3H-
OUH OFBIAO BIIOAHE
TPAAHUIJHOHHO  AASA
Boakmiort TlpoaykTo-
BOM OHIIHKAOIEAHH,
Kak Ha3BaA BBICTABKY
KTO-TO H3 OPraHH3a-
TOpOoB. B cocraB ee
BXOAHAHM CeKIuu «Msco u nruia», « Peiba u Mmope-
IPOAYKTBI», «3aMOPOXEHHEIe MPOAYKTEI H IOAY-
abpukarel», «MoaouHas npopyknus», «Macao-
JKHUPOBAs MPOAYKIIHSI H COYChI», «HanuTku» (B TOM
gucae Caron BuH), « KOHAUTEpCKHE H XAe000yA0U-
HbIE H3AeAs», «bakarest», «YHail i koge», « Bpyk-
ThI H OBOUH», B Ao AHeHwe K HUM B 3TOM T'OAY
OBIAF OTKDBITHI HOBKI 2 Pa3sd/ bl «3A0POBbe MHTA-

OtkpsiTue BoicTaBku Shop Design.



Creng «Jlakn Howic»

HHEe» 0 «OOOPYAOBAHHE AAS IPEAIPHITHH oOlIje-
CTBEHHOTO HHUTAHHA.

B yucrom BHAE BeAHHI OBIA IIPEACTABAEH AOCTA-
TOYHO CKPOMHO. TPaAHIIMOHHO B pasaeae «Har u
Koge» npucyrcrBopara KomnaHus «IIpoxcmmar
— 3KCKAK3HUBHBIA AHCTPHOBIOTOD TOPTOBOH Map-
k1 Saeco (Hraams) mHa reppuropun Poccumn, no-
CTaBASIFOIIAsg aBTOMAaTHYeCKHe KOope-MallHHbBI H
3COpecco-KoeBapKu, 3ePHOBOH W MOAOTBIH KO-
¢e, Koe B YarAaxX H (PHUPMEHHBIE AKCECCyaphl.
B ToMm >xe naBuABOHE, HO 110 pasaeay «ObopyAoBa-
HHE AAS HPEANPUSTUHH OOIICIIUTa» BBICTABASIAACH
ocHoBaHHAasA B 2002 r. komnaHus «Aaxku YHomc»,
OCHOBHAs AeSITeABHOCTH KOTODOH — HOPOABHKE-
HHe Ha POCCHHCKHH PBIHOK 3AHTHBIX COPTOB Koghe
H 4asl, a TakXKe NIPOAAXA BEHAHHTOBBIX MAIIAH OT
BeAyIHuX IIpPOH3BOAHTeAel Wraruu, Hcrnanwmw u
Ap. cTpaH. CpeAH HHUX, B YaCTHOCTH, IIPHCYTCTBY-
FOT TOproBele apToMaThl Bianchi. KoMnaHua npea-
AaraeTr Takxe OyMaXXHBI€ CTaKaHYHKH COOCTBEH-
HOTrO IPOM3BOACTBA M AKCECCYAaPHI.

CkazaHHOe BhllIe He 03Ha4aeT, KOHEYHO, YTO Ha
BBEICTaBKe He OBIAO HHYEro HHTEePeCHOIO C TOYKH
3peHHS aBTOMATH3UPOBAHHOH TOProBAH. Te Xxe
caMmple Koghe H 4an ObIAH IPEeACTaBACHBI BeChbMa
OOHABHO, PDABHO KakK H KOHAHUTEDCKHE H3AEAHS,
CHEKOBas MPOAYKIHUSI U PS4 HPOAYKTOB OBICTPOTO
IpATrOTOBACHHA. Byaylljee 3a TeMu, KTO CMOXET
PacIIUpUTE ACCOPTUMEHT HPEAAAraeMbIX MTPOAVK-
TOB W HAIHUTKOB. [lopa ceppe3HO 3aAyMaThCs Ha-
CYeT BKAIOYEHHS B MEHIO BEHAHHTA HPOAYKTOB
3AOPOBOIO MHTAHHUS, HE HCKAIOYAs MEPBBIX W BTO-
PBIX OAFOA. [TOTPEOUTEAR 3TO OI[CHHT.

Opranu30BaHHasT KOMHOAHUSIMH «3IKcmo-ITapk
BBICTaBOYHBIE IPOEKTEHI» U «Mecce Arocceabpopgd
Mocksa» Bercraka SHOP DESIGN Obira 3aMeTHO
CKpOMHee o MacmrabaMm. B Held ygactsoBaru 103
skcrnoHeHTa M3 10 CcTpaH, A€MOHCTDHUPOBABIIUX
«TOpropoe cOOpPYyAOBaHHE, CHCTEMBI aBTOMAaTH3a-

Crenp «bOPIAPK»

OUH, BHU3YAABHBIH MepPraHAAU3HHI U TEXHHYECKOe
OCHAalleHHue Mara3uHoB». Haa BBICTaBKOH TpaaAH-
LOUOHHO e CTBYIOT MUHHCTepCTBO 3KOHOMHYEC-
KOro pa3BuTHS 1 TOPropau P®, EBpONeHCKHH HH-
CcTHTYT TOproan EHI u MeXAyHapOAHAsA BEICTABKA
Euroshop (I'epmanuns), @ Takxe PoccuHCKHE COBeT
TOPrOBEIX IJ€HTPOB H HEKOMMepYeCKoe HapTHep-
ctBO «POPAI-Poccusi» [IDOU3BOAUTEAH DEKAAM-
HBIX MATEPHAAOB AAST MECT IIPOAAXK).

BricTaBka exercpHo coOHpaeT I0A KpBIIICH
OKcrnoneHTpa KPpyHNHEHIIHX HIPOKOB PBLIHKA AAS
AEMOHCTPaIUU OTPACAEBBIX HOBHHOK M BO3MOJXK-
HOCTeH B AH3alHHe H OOODYAOBAHHH Mara3vHOB.
H B aTOT paz ma naoiaan 4500 KB. MeTpoOB OBIAO
IPEACTaBAEHO Pa3HoOOpa3Hoe TOPTrOBOe 0OOPYAO-
BaHWe, B TOM YHCA€ BUTDHHEBI, AUCIIAEH, CTEAAAKH,
MaHeKeHbI, KOHTEeHHEepHl, CHCTeMbl OCBelJeHHH,
CBA3H, 6€30MaCHOCTH H IAATEXCH, HHPOPMAIIUOH-
HBIE yCTpoHcTBa. Kak # B caydae ¢ «MupoM nura-
HHS», COOCTBEHHO BEHAMHIA ObIAO HeMHOro. [1lpu-
BAeKkaad BHHMaHHe apromaTsl SVEND Ars Ipoaa-
SKH HITYIHBIX (VIIAKOBAHHBIX) TOBAPOB Pa3padoTKH
U 1pou3BoACcTBa CaBeAOBCKOr0 MAaHIHHOCTPOH-
TEeABHOro 3aBoaa (KomraHus «BOPIIAK», Bxoad-
mjass B Ipynny KoMIlaHHuH «bopoamHO»). 3aBoa
obraaaeT OPOH3BOACTBEHHBIMH BO3MOXXHOCTSIMH,
IO3BOASTFOIIMMY BBITYCKATh AOBOABHO HIMPDOKHH
aCCOPTHMEHT NPOAYKLHH — OT NHBOOXAGAHTEACH
u ohucHOM Meberu A0 METAANODEX YIHX CTAHKOB.
INocreanee Bpemsa OH BHHMATEABHO CAEAHA 34
DBIHKOM BEHAHMHTOBBHIX MAalIMH H HAa [I€PBOM 3Tale
OCTAHOBHACS HA IPOHU3BOACTBE CHEKOBBIX @BTOMA-
TOB C HOAAEPKaHHUEM 00beMa AAST XPaHeHHs IpOo-
AYKTOB npu Temiiepatrype ot 0 50 15 °C u cnupanb-
HBIM (IHTHEKOBBIM] MEXaHHU3MOM BBIAQYH.

OaAHH H3 CaMBIX KPYHHEIX CTEHAOB IPHHAAAE-
xaa komnaHud «ltpux-M». B kataarore 11po KOM-
HaHHIO CKa3aHO AOCTATOYHO OE3AUKO («AM3aHH a
IIPOEKTHPOBAHHE TOPrOBBIX IAoIaAeH. [IDOU3BOA-
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CTBO TOPrOBOM MeOeAH H 3AeKTPOHHOTI'O TOPIrOBOTO
obopyaoBaHuA»). Ha camMoM Aeae KOMIIaHUA, Ae-
BH30M KOTOPOH ABASIFOTCS «KOMIIBFOTEeDHBIE TeX-
HOAOTHH B TOPrOBA€», YCITEIIHO IPOU3BOAHT IAA-
TEXHble U HHMOPMALHOHHbIE TEePMHHAABI, B TOM
YHCAe YAHYHOIO HCIIOAHEHHS, & TaKKe 8 MoAeaer
(HCKAABHBIX PETHCTPATOPOB AAS TODPIOBAH H
IPEANPHATHE 00I[eCTBeHHOr0 NHTaHHA. DTO Mo3-
BOAMAO 3KCHO3HIIUM KOMIIAHHH [IOAB30BAThCA yC-
IexoM u Ha BeICTaBKe Shop Design, u Ha BEICTABKeE
«TepmuHaAsl. Beraunr. KHocKu», 0 KOTOPOH peyb
BIIEPEAH.

Psap KOHCTPYKTHBHBIX peLIeHHH,
IpepAaraeMblX AASI BHTPHH, IIDEA-
CTABASIOT HHTEepeC U C TOYKH 3PeHHS
HCIIOAB30BAHHUSA MOBEPXHOCTEH TOp-
TOBOro @aBTOMATa B KQ4eCTBE PEeKAaM-
HBIX M HHQ)ODMAaIJHOHHBIX lIaHeAeH. K |
HHM OTHOCSTCH, B 9YaCTHOCTH, paspa- |
boraHHBIe KOMOaHuetrt Signedge niao-
CKHE€ AHCIAEH C TOPIEeBBIM IMOACBe-
ToM. Ocobag KOHCTPYKIHSI H 00pa-
OOTKA AKPHUAOBBIX HAHEAE€H HIPHAAET
HM Ka4ecTBa pacCeuBaroHjed MaTpH-
Obl, KOTOPAasd MHOTOKPATHO OTPaxaeTr
CBETOBOM IOTOK MEXAY ABYMS IMO-
BEepXHOCTIMH H 00eCcIIeIHBaeT PaBHO-
MepHoOe pKoOe OCBell[eHHe BCero pek-
AaMmHoro noasg. Ilpu atom obecreyn-
BAIOTCHA CAEAYIOI[He HNPeHMyI[eCcTBa
nepea TpaAuIJHOHHBIMH CBETOBBIMH KOPO-

|
bamu: | =

|

i

e OrcyrcrBHE XapaKTepHBIX 3aTeM-

HEeHHUH MEXAY AFOMUHECIeTHRIMH

TPYOKaMH («IIOAOCATOCTHY);

CHH>KeHHe 5Herpro3arpar (3a

cueT HCIOAB30BAHHA MEHBIIETrO

KOAHYeCTBa AdMII IOACBETKH),

CHu>XeHHe TeMIepaTypel HaHeAH,

KoMmakTHOCTE (ToAlMHA Kopryca 15-50 mm

B 3@BHCHMOCTH OT HCIIOAHEHHS);

IlpocroTra OOCAYKHBAHHUA SA€KTPHYECKOH CHC-

TeMEI (AeTKHH AOCTYI K AAMIIaM H ADYTUM 3Ae-

MeHTaM II0 BCeMy ITepHMeTpy).

TI'oBops o BeicTaBKe Shop design, HEAB3ST He yIIO-
MAHYTh 00 OCOOOH DOAH B €€ BO3HHKHOBEHHH U
pa3BuTHH EBpONeNCKOro HHCTHTYTa TOPrOBAH
(EHI Retail Institute) n3 Keapna. Ero pAupekrtop

KoHTakTHbIl TenedoH: +7 (909) 687-2034
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npogeccop bepHAT XaAAHUD, ABAIETCA IPE3HACH-
TOM BBICTaBKH Euro Shop, oT KOTOpOH HECKOABKO
A€T Ha3aA OTHOYKoBaAachk Shop Design — B 3Hauu-
TEeABHOH Mepe OAaropaps ero ycHAusaMm. I-H Xaa-
AHp YacTo OriBaeT B Poccuu; eMy NPHCBOEHO 3Ba-
HHe [Ipogheccopa He TOABKO Ha POAHHE, HO H B OA-
HOM H3 MOCKOBCKHX By30B. Kak CTaAo H3BeCTHO, B
MockBe B pOCCHHCKO-repMaHCKOM H3AATEAbCTBE
«HHTEepsKcrepT» rOTOBUTCS K BBIXOAY DYCCKO€ H3-
AaHHe KHUTH «HcTopusa u KyAbTYypa TOPIrOBAH», 4B~
Topamu KoTopoii siBasiorcs B. Xaaaup u X.-U. Bay-
3p. Hemernkue uspaHMHe, KOTOPOE yXe€ YBHACAO
CBEeT, IO3BOASIeT BBICOKO OIJ€HHBATL Ty KHHUTY, B
KOTOPOM CTOAB CAOXKHASA TeMa, KakK
HCTOPHS TOPrOBOI'O A€Ad C ADEBHO-
CTH AO HAIIUX AHEH, MOAAHa IOA
OPHUTHHAABHOM PAKypCOM — depes
H300pa3suTEeABHOE HCKycCTBO. Ha-
IMHCAHHAs C XapaKkTepHbBIM AAS I-Ha
Xaaaupa rOMOpPOM, KHHra 0OOrato
HAAFOCTPHPOBAHA IpPEeKpPaCHBIMHA
PENnpOAYKIUIMHU U (poTrorpahusMu
KAPTHH, DHUCYHKOB, CKYABITYp H
bapeabepOB OT APEeBHEKHTaHCKOH
anoxu Ao XX Beka. Paborer 6e3kbl-
MSIHHBIX XYAOXHHKOB APEBHOCTH,
bocxa, KaHamHCKOro, PenwHa,
Ilarara 1 MHOTHX APYTHX @BTOPOB
IO3BOASIOT HArASAHO IPEACTaA-
BHUTB, K&K BBITATAEAQ CPEAHEBEKO-
Bas TOproBas nAoujaab B EBpore u A0ko-
AYMO0BOH AMepuKke, OUp>Ka paboB, BOK-
3aa B AeHnmure, IpeBPAaleHHBIH B TOD-
TOBBIH Haccax, H MHoroe ppyroe. Co-
TAGQCHO H3AATEABCKHM IIAAHA,
DPYCCKOe H3AaHHE MOXeT YBH-

AETb CBET YK€ B 3TOM TOAY.

B 3akArodyeHume — CBeXHe AAHHBIE O
nocemnjaeMocts Bbictasku Shop Design. Ee nocern-
A 6oaee 12 TeICsSY crierfuaAucTtoB u3 PO u cTpaH
BamxHero u AaapHero 3apyoexss. L{ngpa yduTol-
BaeT TOABKO 3aperuCTPHPOBABIIHXCS IOCETHTEe-
A€ell; B Hee He BXOASIT Te, KTO Mocelniaa ee 6e3 peru-
CTpanuu — HalpuMep, FTOCTH U yYaCTHHUKH BBICTaB-
ku World Food. 1 mocaeaHee: B CBOEM «I10CT-PDEAH-
3€e» OpraHnu3aTopbl COOOIIHAH O HAMEDEeHHH Opra-
HHU30BATh Ha CAEAYIOIUI I'OA DA3AEABL, MTOCBAIEH-
HbBIe BEHAHHTY H CKAGACKOMY 0OODYAOBAHHIO.

£

Email: se_2s-ver 2. ag@mail.ru



Tenping

KITaCCHUYecKni,
CIIMBOYHBINA,
CrAaaKmi,
Gensin

Ha# CO BKYCOM IMMOHa,
nepcyKa, MOJIOMHbIN
KOKTENNb CO BKYCOM
KNyOHUKM, BaHUNH,
6aHaHa, kode

e gt D

[

CybnmMMUpOBaHHbIi (GbiCTpOpacTEOpUMBLIN),

3epHOBON,
MOROTbIA
i
KNaCCUMECKWUA, BaHWNbHBIA, KapaMerb,
aMapeTTo, NeCHOM opex, poM, TUpaMucCy,
KMaccuKa—3KCTpa, aMapeTToO—3KCTpa,
ppanLyscKuit BaHWNbHbIN, NaTT? MauuaTo
Ccyxue CInBKy, K)’pMHblﬁ,
Cyxue CIMBKY CO CTABMNIBHON NERKOW, MACHOIA,
MOMOUHBIA Kary4nmHO TOFMHT, Kappu

bebida blanca rica

NYMOHHBIR, MEPCUKOBLIN,
anesibCMHOBbINA, MATHBIA,
3pA-rpei, YepHbifi HeCcnaaKnia,
HEePHbIA MENKONUCTOBOMN

1 150 mn, 70 MM, kop./Gen.
150 Mn, 70 Mm, Gex./Gen.
. 150 mn, 70 v, Ben.
‘ 1 150 MM, 70 MM, kop./Ben. pudn.
180 mn, 73 MM, kop./6en.

105 MM, npo3pauHbii
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He ycmeam mpI cooOmuTh, 4TO B (peBpare B Aybam
nporaeT BTopad BeicTaBka Dual Automation & Self-
Service Show (ona xe Middle East Vending & Kiosks
Expo), kak u3 3MUpaTOB OpHIIAC coobijeHue... Her, He
nyrafrech, MepOIIpHATHE He
orMmeHsercd, «show most go
on», HO:

* Tlporiper oHO He 20-21
¢heBpanst 2007, a 12-13.

* Mecro mpoBeseHusT — He
Konrpecc-jentp Grand Hyatlt, a
Growne Plaza.

* Ha3biBaThCd OHO Teleph
oyaer KioskCom Middle East.

KomnaHuA-0praHu3aTop
Global Links Dubal Teneps
HaspiBaercss Zenith Events, u
TOTOBUTH BEICTABKY OHAa OYAeT
COBMECTHO C 3a1aaHou komnanuer JD Events, y koropo#
HMMeeTCSI OITBIT TIPOBEACHHSI BHICTABOK AAHHON TeMaTHKH.
Tak, yxe ¢ 8-9 Hoa0pa 2006 . B AOHAOHE IIPOHAET
KioskCom Europe; 3a (heBpaAbCKOF BHICTABKOH B AyDan
HOCAEAYIOT BBICTaBKM B Aac-Berace (25-27 ampera) u
Hero-Hopke (10-11 okt6ps). Kcrata, 3a niedamu y
reaaupekropa JD Events, Axosrs AsBuca, u pssa ero
COTPYAHHKOB ONBIT PAOOTHI B M3BECTHOH BBICTABOYHOH
komnaduyu Reed Exhibitions, Kotopad paboraia H B
Poccun (BercraBku Comtec U Ap.)

Xapaktepu3yd HHTepeC K TEeMATHKE («KHOCKH», K
KOTODBIM OHH OTHOCAT M TOPLOBBIE aBTOMATHI),
OpraHu3aTOpbl BEICTABKH OTMEYaroT, d9To 00BeM
peaAn3alii 4yepe3 HUX BBIPOC B Mupe 3a 2005 1. Ha 62%.
Ilpeanoaaraercsd, uro B 2008 r. mpOM30OHAET yABOCHHE
MTPOAAXK; COOTBETCTBEHHO 00BEM IPOAAXK 0OODYAOBAHHA,
MIPOrpaMMHOI0 obeciieYeHHs H 3aTPaThl HQ OPraHUu3aIuio
ceref BrIpacTyT Ha 21,4%.

3a AOMOAHHTeAbHOH HH(popManueH IO Y4YacTHIO B
poictaBkax  KioskCom  moxnHO  00paujarbCad K
OpTraHu3aTOPOM:

Girish Dabrai

Zenith Events

Tea.: +971(04)262 3788
e-mail: info@events-expo.com

Joel A. Davis

JD Events

Tea. +1(203)371 6322
e-mail: joel@jdevents.com

Ham noceTurs CauThI!
www.events-expo.com
www.jdevents.com
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Before we had time to inform our readers that in the
coming February the second trade fair Dual Automation
& Self-Service Show (another title was Middle East
Vending &Kiosks Expo), an announcement came from

United Arab Emirates that...
No, don't worry, the event has
not been cancelled, “the show
- must go on”, but:
. * It will take place not on
v the 20-21 February, 2007, but
on 12-13 th.

o ' * The site has also been

| changed: Crowne Plaza
instead of Grand Hyatt
Convention Centre.
* Now the event will be
called KioskCom Middle
East.

* The organizing company, Global Links Dubali, is now
called Zeisit. Events, and it is going to launch the show
in collaboration with a Western company called JD
Events, experienced in exhibitions touching the subject.
For example, on the 8-9 of November, already this year,
KioskCom Europe will take place in London; the
February show at Dubai will be followed by trade-fairs at
Las Vegas (April 25-27) and at New York (October 10-
11). By the way, the present CEO of JDE, Joel Davis, as
well as some other people from his staff, has been
engaged previously at the well-known Reed Exhibitions
Co., that had worked in Russia before (Comtec fairs e.a.).

Characterizing the growing interest for the subject
(the kiosks, to which they refer vending machines as
well), the organizers note that the world sales through
them grew up in 2005 by 62%. It is supposed the sales will
double in 2008, and the sales of corresponding hardware,
software and building of nets will grow by 21,4%.

For additional information about participation In
KioskCom trade-fairs their organizers should be
addressed:

Girish Dabrai

Zenith Events

Tel.: +971(04)262 3788
e-mail: info@events-expo.com

Joel A, Davis

JD Events

Tel. +1(203)371 6322
e-mail: joel@jdevents.com

Or visit the web sites:
www.events-expo.com
www.jdevents.com
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27 — 29 ceHTI0psa B BBICTABOYHOM KOMIIAEKCE
«Kpokyc Oxcrmo» npouira 25 MexXayHapoasHas crielju-
AAM3HPOBAHHAST BHICTABKA «UHAyCTpHs paszBaede-
Hun/EELEX 2006». Ilo caoBaM AMPEKTOpPA BHICTABKH
Anekcaaprsl Copoko, «2006 roa CTar AAS BBICTABKH
OCOOEHHBIM», OCKOABKY Ha HErO IPHIIEACT «HEeKPYT-
ABIH» FOOHACH, H K TOMY XK€ OHA@ BITePBHIE TPOBOAHAACE
B «Kpokyce». Kak u B IPOHIABIE TOABI, 3aABI BEITATAE-
AH TIPA3AHUYHO (KaK H MOAOKEHO BEICTABKE TAKOM Ha-
IIDaBA€HHOCTH), IDeMeAd MY3bBIKa, AEBYIIKH MOAEAB-
HO¥ BHENIHOCTH VABIOGAHCH M 3a3bIBAAM HA CTEHARI,
CBEPKaAH OTHSIMH HT'POBBI€ ABTOMATHI, MY KUHHEI, KaK
IIOAOJKEHO, ITAAHAH U3 BCEX MBICAMMBIX BHAOB CTPEA-
KOBOT'O OPY)KHS B BUPTYAABHBIX THPax. M, Tem He me-
Hee, He IOKUAAAO OINYII[eHre HEelIPOYHOCTH, 36I0KOC-
TH, YTO AH, 3TOTO BeceAbs. CobpaBHIuecs 3HAAH, KO-
HEeYHO, O Ty4Yax, CTYCTHBIIHNXCS HAEA OTeYEeCTBEHHBIM
HUTOPHBIM OM3HECOM B CBSI3U C HOATOTOBKOH (heAeparb-
HOTO 3aKOHQ, ¥ IPAKTHYECKHUX Iarax, yKe CAGAaHHBIX
Tarapcranom u MockBon. UTo-To ellje IBITAANCH 00-
CYRAATh Ha KOH(epeHI[HH, TOBOPSI O COLUAABHOH OT-
BETCTBEHHOCTH U COI[MAABHOH JKe aKTUBHOCTH HHAYC-
TPHH PA3BA€YEHHH, HO, B CYIHOCTH, BCE OBIAO SCHO: C
HHAYCTpHEH B ee IIPeXHeM BHAE HOPHXOAHUTCS IpO-
marees. BeraBaa ecTeCTBEHHBIH BOIPOC: @ YTO AAAB-
me? M, HapA0 OTAQTh AOAVKHOE YUACTHHKAM (4yTh OBIAC
He CKa3aa: HTPOKaM) OTPACAH, MHOTHE U3 HUX CYMEAH,
KaXeTCd, HAUTH OTBET Ha 3TOT BOIIPOC. B aTOM CMBICAE
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Self-Service
Cxhibition

On September 27-29 at the fair-grounds Crocus
Expo the 25th International specialized exhibition
“Entertainments Industry/EELEX 2006" took place.
According to its director, Alexandra Soroko, “the
year 2006 became spe:ial for the exhibition”, since it
was the year of an unround number jubilee and the
fair was the first to be carried out at Crocus. As in the
last years the halls looked festively (just as they
should look for the fair of such an orientation),
music was thundering, girls of model appearance
were smiling and inviting to visit the stands, game
machines glittered, gentlemen were shooting from
all kinds of virtual weapons — all as usual. But still a
certain feeling of, say, unstability, unsteadiness was
present amidst the atmosphere of universal holiday.
All the participants knew about the clouds thicken-
ing over the game business in connection with the
introduction of the new federal law and about the
first practical steps already made by Tatarstan and
Moscow. Somebody went on discussing something
at the conference, speaking abound social responsi-
bility and social activity, but, as a matter of fact,
everything was clear enough: it was necessary o
bade good-bye to the industry in its previous
appearance. A natural question was arising: What
next? And, it would be fair and pay the tribute to the
branch players (I nectly said: gamblers): many of
them achieved to finc the answer. In this sense the




Joxknag E. Cnusakosckoro (BTopo#i ciesa)

TOA AGHCTBHTEABHO CTaA OCOOEHHBIM, YTO HAIIAO OTPa-
JKEeHHe B CTPYKTYPe BBICTABKH: U3 HEe BHIACAHACS, 3a-
HSIB OTAEABHBIN 3aA B IABUABOHE |, pasaea, KOTOpOMy
MIPH POKAECHHUH OBIAO HPHCBOECHO UM -5 MeKAyHa-
DpOAHAA CHeqHaAM3UpPOBAHHAS BpICTaBka «TepMuHa-
AbL Beaawnr. Kuockn 2006». B aHIAHHCKOM BapHaHTe
BBICTABKA@ HA3BIBAAACH AAKOHHUHeEe, XOTHd U MeHee
KOHKpETHO: «Self-Service» [« CaMOOOCAY)KHBAHHEY).

KoAudecTBeHHO COCTAB BbICTABKHA OBIA HE CAUILIKOM
BEAHK: Ka3aAoCh OB, UTO TaKOe ee NOACOTHH y4aCTHH-
KOB IIO CPaBHEHHIO, AOIIYCTHM, C IIOYTH BTpoe Doree
HaceAeHHOH «MHAYCTpHEH pa3BACUEHHH» ¢

OAHaKO, BO-IIEDPBBIX, Ba)KHAa TeHAEHIIHd. Bo-Bro-
DBIX, TOT paxT, uro BeicTaBka EELEX OriAa DSIAOM, HE
TOABKO 0OAETr4aA AAS YCTPOHUTEAEH pellleHHe OpraHH-
3&IMOHHBIX 38Aa4, HO H CIIOCOOCTBOBAA B3aMMHBIM
KOHTAKTaM Y49aCTHHKOB 0O0HX PA3AEA0B. A OOBEKTHB-
Had 3aHHTePeCOBAHHOCTEH B 3TOM OBIAQ XOTS ObI TOTO-
MY, 9TO B «Da3BAEKATEABHOM» 3aA€ OBIAM pa3MeljeHbl
CTEeHABI TIPOU3BOAUTEAEH H AHCTPHOBIOTOPOB IMAATEX-
HBIX CHCTEM (DAHKHOTO- H MOHETOIIPHEMHHUKOB), KOTO-
DBIMH KOMIOAEKTYFOTCS KaK UTPOBBIE, TaK U TOPrOBBIE
ABTOMATHl, a@ TAKXKe MAdTeXHble TepMUHAABL CpeAr
HUX OBIAM Takue H3BeCTHBle KOMIIAHHUM, KAk
Automated Transactions, Validation Technologies,
GPT, Cash Code, Money Controls, MEI. Teppuropu-
AAbHas (U TeMaTH4eCKas) OAH30CTH CIOCOOCTBOBAAH,
MOMHMO BCEro NpoYero, YYaCTHIO CHeUAaAHCTOB IO
«ITAGTE)XKAM» B IPOrpaMMme KOH(EepeHINH «BEHAWH-
T'OBOH» YaCTH.

Tennepp moapobHee o camMoH 5ToH 4actd. OTaaBas
cebe oTYeT, KaK CKAGABIBAETCST CHTYAI[HS BOKPYT UTOP-
HOro OH3Heca, paA NIPOU3BOAUTEAEH UIPOBBIX ABTOMaA-
TOB B MTOMCKAaxX aAbTePHATHBLI 0OPATHA BHHMAHHE Ha
MIAaTeXKHEIe TEPMHHAABL, HH(POPMALHOHHbBIE KHOCKH U
T.I. 000pYAOBaHHE. TeXHOAOTHIeCKHEe BO3MOXHOCTHU
TTPEATIPHSTHI MTO3BOASIAM UM IIE€PEKAIOYATHECS Ha HO-
BYIO IPOAYKIHIO, HE IIpUDErasd K CePhe3HOH «AOMKe».
B urore n3 49 AeKAapHPOBAHHBIX B KATAAOTE YH4aCTHH-
KOB 21 0XapakTepHU30BaAU CBOIO CIIEHAAH3AIIHIO KaK
«IIraTexxHBIe TepMHHAABI», 11 — «HHpOopMannoHHbIE
KHOCKU», 2 — «KoHTeHT-KuOCKH», 8 — «Toproprie aB-
TOMATHI ¥ pa3MeHHBbIe YCTPOHCTBa». CpeAU 9KCIIOHEH-
TOB. OOABIITHHCTBO COCTABASIAN IPOU3BOANTEAH 060Dy~
AOBaHHSA U KOMIAEKTYIOHINX, XOTS ObIAH CDEAH HUX H

3a cTonom npesuanyma - B.B. uHorenos
(cnesa) u B.B. /loros

Beictynaet B. Cypuc (GPT)

year was really “special”, and it found its reflexion
in the very structure of the fair: a new section has
been born getting the name 1st International spe-
cialized fair “Terminals. Vending. Kiosks". It has got
also separate hall in the pavilion 1. The English ver-
sion of the name sounded more laconic, though less
concrete: "Self-service".

The newly-born baby was not so large: its half a
hundred participants looked at first glance not so
numerous compared to thrice as big
“Entertainments Industry”. But...

First of all, the tendency s important. Secondly,
the presence of EELEX at hand not only made the
management tasks easier for the organizers, but also
assisted mutual contacts for the participants of both
the sections. And there was an objective interest in
this, since the “entertainment” hall accommodated
the stands of manufacturers and distributors of pay-
ment systems (bill-and coin-acceptors), equipping
both gaming and vending machines, as well as pay-
ment terminals. Among them there were such
known companies, as Automated Transactions,
Validation Technologies, GPT, Cash Code, Money
Controls, MEL

The closeness (both in distance and in subject)
favoured participation of the experts in the payment
devices in the conference program of the vending
section. Now about the section itself.
Understanding the situation around the gaming
business, some manufacturers of the gaming
machines paid attention to the terminals, kiosks and
the like. Technological opportunities of the facilities
allowed them to switch to the new produce without
serious reconstruction. As a result from the 49 par-
ticipants declared in the catalogue 21 companies
described their speciality as “Payment terminals”,
11 — as “Information kiosks”, 2 — "“Content
kiosks”, 8 "Vending machines and change
devices”". Among the exponents the majority was
made up by the manufacturers of the equipment and
the components, though the 2 were also present the
designers of the software, the net operators, and the
distributors.

The abovementioned structure with domination
of the producers of terminals and kiosks was easily
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Hpo,aonerme Anckyccun

paspaboTYHKH IPOrpaMMHOro obecriedeHHs, 1 onepa-
TOPBI CeTeH, ¥ AUCTPUOBIOTOPEL.

[IpuBeAeHHAasT BhIIIIe CTPYKTYypa COCTaBa y4acTHH-
KOB C IpeoOAGAQHHEM IPOU3BOAUTEAEH TEPMUHAAOB U
KHOCKOB BIIOAHE O0BSICHIMA H, KOHEYHO, HE CAYYaHHa.
Ha Hee HaAOKHAM OTHEYaTOK CAEAYIoU[HE O0OCTOSI-
TEeABCTBA:

1. OpraHu3aTopy BBICTABKY (KOMIAHHHU « YHHUKYM»)
Aerye ObIAO PeaAM30BaTh CBOHM TPAAUIHOHHBIC KOH-
TAKTBI C KOAAETaMHU 10 ACCOIJHAIIMH PA3BUTHS UTOPHO-
ro bu3Heca.

2. TlpoH3BOAHTEASIM HTOPHBIX aB-

BbICT}EeT M.E. FIpo:.uechaﬂ-

explainable and not accidental. It was influenced by
the following circumstances:

1. It was easier for the fair organizer, Unikum
Company, to realize its traditional contacts with the
colleagues from the Association of the Gaming
Business Development.

2. It was easier for the manufacturers of the gam-
ing machines to master the production of terminals
and kiosks than of vending machines, since the lat-
ter must be equipped with all kinds of executive
mechanisms, cooling devices, etc.

3. Those who have been

TOMATOB IMPOIJEe OCBAUBATH IPOU3-
BOACTBO TEPMHHAAOB M KHOCKOB, 4eM
TOProBEIX @BTOMATOB, IIOCKOABKY I10-
cAepAHHue HeOOXOAUMO KOMIIAEKTO-
BaTh BCSIKOTO POAAQ HMCIIOAHHUTEABHEI-
MH MeXaHH3MaMH, OXA&KAQIOUHMU
YCTPOHCTBAMH U T.A,

3. Te, KTO paboTarum A0 CHX 1Op B
06AaCTH TOPrOBOIrO BEHAHMHTE, paHe-
ee B OCHOBHOM 3KCIOHHUPOBAAHCH Ha
BBICTABKAX  HTPOAOBOALCTBEHHOIO
NIPOGHAST U, KaK BOAHTCS, HACTOPO-
JKEHHO OTHOCSITCSI K HOBBIM BEICTAB-
KaM.

Tem He MeHee, BRICTaBKY «Tepmu-
Haabl. Bemamnr. Knocku» caepyer
NIPU3HATE HECOMHEHHOH yAa4eH op-
raHm3aropoB. 1o MHeHHIO y4acTHH-
KOB, OHa ObIAa HEIIAOXO moceljaeMa
(Tem boree, ecAH yIecTs, 9TO MPOBO-
AHAACE BIIepBhle). AAS YIaCTHUA B BEI-
CTaBKe 3aperucTpupoBasuch 4500
cnenuarucToB, lpudeM OOABITHHCT-
BO HOCETHTEAEH NPOSIBASIAM CEPbEe3HBIH IPOghecCcho-
HaAbHBIH MHTEpeC K SKcno3uiuu. MHOrAa Anst Toro,
4TO0BI 3aAATH BOIPOCKHI CTEHAUCTaM, IPHUXOAHAOCH AO-
KHUAATHCST OUEPEAH.

Xopouium noxKasareAreM IBUAOCh AKTUBHOE yYacTHe
3KCHOOHEHTOB U I'OCTeH BBICTABKH B KOH(PEPEHIHOH-
HoH nporpamme. I'lepBbiii AeHb ObIA HOCBAIIEH TEPMU-
HaAaM M KHOCKaM. BBIAM IPEACTaBAEHBI CAEAYIoUIHe
AOKAAGABL
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working in the sector of
vending goods and prod-
ucts used to exhibit at food
trade-fairs and, as usual,
regarded new fairs watch-

fully.
Still  the  exhibition
“Terminals. Vending.

Kiosks" should be consid-
ered an undoubted suc-
cess. According to the par-
ticipants it was visited
quite well, especially
recalling it was the first
attempt. 4500 specialists
registered to take part in
the exhibition. The majori-
ty of visitors demonstrated
serious professional inter-
est for the exposition.
Sometimes it was neces-
sary to spend some time in
queue lo ask the expo-

nenis some questions.

Active participation of the exponents and the
guests in the conference program was a good index.
The first day of the program was devoted to termi-
nals and kiosks. The following reports were pre-
sented:

M.M. Rogov (E-PORT Group). Business diversifi-
cation, and what for and to whom the payment ter-
minals are needed.



M.M. Poros (rpynna E-PORT). Auepcugrnkanis
OH3Heca, HAH 3a4eM H KOMY HY KHBI IAQTeKHEBIE Tep-
MHHAABL

A.B. Tumogpee (kommanms SFOUR). I1peaocraBae-
HHe AOIIOAHHTEABHBIX YCAYT Yepe3 IAATeXHbIe TePMHU-
HAABI CAMOOOCAYKABAHHA.

@. Bapanos (3A0 «OCMTII»). [puem naaTesxem: co-
CTaBASFOIHe YCIEIIHOro OM3HeCa.

H. boriko (kommanums Visual Pharm). Huarepgeric
CEHCOPHEBIX KHOCKOB Ha IpUMepe MAATeXHbBIX TepMH-
HAAOB: KaK U30e>KaTh THIHIHBIX OUIHOOK?

H. I'ocaasckuii, C. ['yAKOB (KoManus « UHHOHYyM»).
AomorrHTEeABHAS BO3MOXXHOCTH HOBBIIIEHHS IIPHU-
OBIABHOCTH IAQTEXHBIX TEPMHHAAOB: IPAKTUKA YAYY-
HIeHHs F03a0UAUTH MOAB30BATEABCKHAX HHTEPGENCOB
YCTPOHUCTB CAMOOOCAYKHBAHUA.

Bropori AeHb B KOH(epeHI[-3are ObIA MOCBSIEH B
MepBYIO oYepeAb MpodAeMaM COOCTBEHHO BeHAUHTA. B
MepOIPHUATHIX 3TOI0 AHS y4acTBOBaAH oT 40 Ao 60 ye-
AoBek. C pokAapoM «BeHanur-6usnec B Poccrun. Teky-
mjee cocrosaue. [Ipooaempl. IlepcrieKTHBBI PA3BHTHSI»
BEICTYIIHA AupekTop HAAT E.B.
CruBaKOBCKHUI.

OxapakTepH30BaB COCTOSIHHE |
ABTOMATHYECKOEH TOPIrOBAU B
Poccun B Tedenne nocaeanux 10-
15 ret, Erop BAaaAuMupOBHY KOH-
CTATHPOBAA H3MEHEHHS ITOCAEA-
Hero BpeMeHH. Hapsay ¢ koauye- T
CTBEHHBIM POCTOM CEKTOPa, B KO-

TOPOM H@ CErOAHSI 3@HATBHI OKOAO :

1000 komnanuit (Bkarodas MUII), B
pacnoAarariue npuMepHo 15 )
THICIYAMH TOPIOBBIX aBTOMATOB,
HaOAFOAAEeTCA HX OIpPEeAeAeHHAs
AUBEpCHpUKALHA, yCHACHHEe KOH-
KYPEHIIHH, HOINBITKHA (hOPMUPOBA-
HHUS PErHOHAABHBIX OIIEPaTop-
CKHX ceTeH. Bozuuk u 6ypHO pas-
BHUBAETCAd CEKTOp HAATEKHBIX
TepMHUHAAOB H KHOCKOB, CPEAH
KOTODBIX BO3PACTAET AOAST MHOTO-
(DyHKOHOHAABHBIX. [10ABASIOTCA
HOBBI€ THIIBI @BTOMATOB C MEAHA-
BO3MOMHOCTAMH, PAaCUIHPIETCS
aCcCOPTHMEHT TOBaPOB U UHTPEAH-
€HTOB AAS BEHAHMHIA, B TOM UHCAe
OTe4YeCTBEHHOTO IIPOHU3BOACTBA.
Pacrer ducao mpon3BOAHTEAEH
aBTOMATOB, YTO HAXOANUT OTPaKEHHE U B BRICTABOYHBIX
IPOrpaMmax.

3arem no HHHIMATUBE JXypHaAa Vending Business,
MOAAEPKAHHOH OPrKOMHTETOM, OBbIA HPOBEAEH KPYT-
ABIH CcTOA «Pacrmo3HaBaHue W 3alJHTA MAQTEXHBIX
CPEACTB IPHMEHHTEABHO K 33Aa4aM aBTOMATH3HPO-
BAHHOM TOPTOBAM». 3 OAHHM CTOAOM YAAAOCH COODATH
HPOH3BOAHUTEAEH aBTOMATOB M X KOMIIOHEHTOB, OIle-

B ¢oiie nasunboHa. Cnesa — kMoCk 415 NoA3apaakn

A.V. Timofeyev (SFOUR Co). Suggesting addi-
tional services by payment self-service terminals.

F. Baranov (OSMP JSC). Accepting payments: the
components of successful business.

I. Boyko (Visual Pharm Co). Interface of sensor
kiosks with payment terminals as an example: how
should typical mistakes be avoided?

N. Goslavsky, S. Goudkov (Initium Co.).
Additional possibility to increase the profitability of
payment terminals: the practice of improving usabil-
ity of self-service devices interfaces.

The second day at the conference-hall was devot-
ed mainly to the problems of classical vending.
From 40 to 60 people took part in the events of the
day. A report "Vending business in Russia. Current
state. Problems. Prospects of development” was pre-
sented by NVA CEO E.V. Spivakovsky.

Characterizing the state of automatic merchan-
dizing in Russia during the last 10-15 years, Egor
Vladimirovich touched upon the last changes. In
parallel with the quantitative growth of the sector,

with about a thousand
compaanies, including
Ijndjvidual enterprises,
possessing about 15 thou-
1 sand vending machines, a
certain  diversification,
growing competition and
attempts to form regional
operating nets have been
observed. The sector of
payment terminals and
kiosks has arosen and is
! rapidly developing, while
the share of multifunc-
tional machines is grow-
ing. New types of
machines with media
opportunities are emerg-
ing, the assortment of
goods and ingredients for
vending is getting wider,
including those of home
production. The number
of vending machines
manufacturers grows,
being reflected in the
exhibition programs.
~hen, initiated by
Vending Business magazine and supported by the
organizing committee, a round table was carried out
called “Validation and protection of payment means
applied to the tasks of automatic trade"”. The organ-
izers achieved to gather around the table manufac-
turers of machines and their components, operators
of vending nets and representatives of the Central
Bank of Russia: head of the emission department

MOOUIbHBIX TENEGHOHOB
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PATOPOB BEHAUHT-CETeH U IIpeAcTaBuTeAeH LleHTpobaH-
ka Poccurickon @eaepanuu: HayaAbHHUKA AeIapTaMeHTa
3MHCCHOHHO-KACCOBBIX oleparuii B.B. ArotoBa u Ha-
YAABHUKA YHIPABACHHS NPOMHAGKTHKH (PaABIIHBOMO-
merHudectBa B.B. @uHoreHoBa. beceaa 6biAa BecbMa 3a-
HHTEePEeCOBAHHOH, H BCE ee YYaCTHHKH BBICKA3aAHCH 3a
TO, YTOOBI CAEAQTH KOHTAKTBI MEXKAY IMHUCCHOHHBIM Ae-
naprameHToM # HAAT moCTOSHHBIMH.

Co cTOpOHEI IPEACTaBUTEAEH BEHAMUHIA OBIAO BBIABHU-
HYTO IPEAAOKEHHE OPraHH30BaTh MACCOBBIH BBIITYCK
10-pybAeBbIX MOHET, KOTOpbI€ CeHdYac 4eKaHATCS B
OYEHb OrPaAHUYEHHBIX KOAHYECTBAX W IIOYTH MOAHOCTEIO
0CEAQIOT B KOAAEKIHAX, @ TAKXKe Ha4aTh BBITYCK MOHET
PeryAapHOro 4ekaHa (@ He IMaMsrT-
HBIX) HOMHHaAoOM B 20-25 pyOaed.
3T0 N03BOAHAO ObI IPOAABATH YEPE3
aBTOMATHI, B TOM YHCA€ YCTAHOBACH-
HbIEe HA OTKPBEITOM BO3AYX€, TOBAPBI
ropaspo 6oaee HIMPOKOrO acCOPTH-
MEeHTa, 4eM 3TO AeAQeTCs B HacTos-
mee Bpems. OOCYXAAAHUCH TaKKe
B3aUMOCOTAACOBAHHbIE TPEOOBAHUS '

K IIAQTEe>KHBIM CPEACTBaM H MAATeX-
HBIM CHCTeMaM, KOTOPBIEe ITO3BOAHAH
OBl ycremHo periaTs 3aAa44 IPpek-
THBHOH BBIOPAKOBKHM (DAABIIMBOK U
OBICTPOro OOCAYKUBAHUA MOKyIaTe-
A€H IIPH IIPHEMAEMOH 1jeHe KYIIOpO-
¥ MOHETOINPHEMHHKOB H HX HAAEX-
HOM (DYHKIJUOHUPOBAHHUH.
Boabmyro ayauropuio cobpaa Ao-
KAaa MLB. SAlporieBCKOH, reHePAABHO-
ro aupekropa CKb BT «Hckpa», Ha
reMy «lIpuMeHeHHe KOHTPOABHO-
KacCOBOH TeXHUKH B TEPMHHAAAX Ca- -
MOOOCAYKHBAHHS B COOTBETCTBHH C 3aKOHOM N54(D3».

OCHOBHAs MBICAB BEICTyTIA€HHS Maprasl BOpHCOBHE,
B IOpoHIAOM YAeHa I'ocypapCTBeHHOH MeKBEAOMCTBEH-
HOH 3KCIHEePTHOH KOMHCCHHM 110 KOHTPOABHO KACCOBBIM
mammHaM (FMOK), cBOAHAACE K TOMY, YTO B COOTBETCT-
BHH C 3aKOHOAATEABCTBOM BEHAHHT-OIepaTopaM BCe-Ta-
KH IPUAETCI 000pYAOBaTE CBOH aBToMaThl KKM, ArT we-
ro «Vckpa» rorosa MpeAoOCTaBuTh CBOH paszpaborku. Ha
BO3paXeHHA NPEACTABUTeACH BEHAHWHIQ, 9YTO BKAIOYEH-
Hble ¢ nopayd CKB BT B rocpeecTp (huCcKaAbHbBIE PETHC-
TPATOPBI CAHLIKOM AOPOIH, TPOMO3AKH H HE HPHTOAHBI
AN YCTAHOBKH B CYU[ECTBYIOLJHE BTOMATHI, TOCAEAOBAA
OTBET, 4TO, AeCKATh, «IIPOOAEMEBI CYIIIECTBYIOT, HO MBI pa-
6oTaeM B 3TOM HAIIPaBAEHHH, XOTS AAS aBTOMATOB Ha-
mres pa3paboTKH 3TH YCTPOHCTBA MOAXOASIT». C yuyeToM
TOIo, 4To «VICKpa» mAQHHUPYeT PACHIMPHUTH BBIITYCK Tep-
MHHAA0B, E.B. CIMBaKOBCKHH HPUTAACHA €€ DYKOBOACT-
BO paccMoTpeTh BO3MOKHOCTH BCTynmAeHus B HAAT u
OOBEAHHUTE YCHAMS B pellleHHH o01ux npobiem. M.B.
ApolreBcKast COrAaCHAaCh PACCMOTPETH 9TO IPEAAOIKE-
HHe, XOTA H MOBTOPHAQ, YTO HEe OYeHb BEPHUT B PEAALHYIO
BO3MOXHOCTh BHECEHHS IONPABOK B IPECAOBYTHIH 3a-
KOH 54, 3a 4ro paryer HAAT.

— - -~
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Viadimir Lyutov and the head of the board of
counterfeiting prevention Viadimir Finogenov.
The participants of the discussion felt interested
and advanced common opinion that constant
contacts between the emission department and
NVA would be useful.

The representatives of vending advanced a
proposal to organize mass minting of 10 rouble
coins, that are now minted in very limited quanti-
ties and are nearly all sedimented in numismatic
collections, and to start minting regularly coins of
the nominal value of 20-25 roubles. It would pro-
vide for selling goods of wider variety by means

—_— - of vending machines
including those installed
at the open air. Also the
mutually  coordinated
requirements for pay-
ment means and systems
were  discussed  that
would allow to solve effi-
ciently the tasks of coun-
terfeits' rejection and fast
service of the clients with
! acceptable price of bill-

i and coin-acceptors and
t, their reliable functioning.
N A large audience was

collected by report of
M.B. Yaroshevskaya,
CEO of Special Design
Bureau of Computing
Techniques “Iskra”, cov-
ering the subject

—— - — "“Application of control

cash devices in self-service terminals in accor-
dance with the Federal Law N54". The main idea
of the speech by Marina Borisovna, a former
member of the State interdepartment expert com-
mission, was that in accordance with the laws the
vending operators will have to equip their
machines with cash devices, and that "Iskra” is
ready to supply its designs for the task. When the
vending representatives objected that the "Iskra”
registrating devices, included into the state regis-
ter, are too expensive, huge and not fit for instal-
lation into the existing machines, they heard the
answer that “we know about the problems and are
working to solve them, though our devices are
quite fit for the task". Taking into account that
“Iskra" is planning to increase its output of termi-
nals, E.V. Spivakovsky invited its management to
consider a possibility to enter NVA and unite the
efforts in solving common problems. M.B.
Yaroshevskaya agreed to consider the proposal,
though repeated she didn’t believe in real possi-
bility to amend the notorious law N54, fought for
by NVA.




3a HeAeAI0 AO OTKDBITHS BhICTaBKH « Tepmutannl, BeHAuHT,
Kuocku» B aApec pepaknmy NOCTYHHA IPECC-PEAR3, KOTOPEIH,
110 HalleMy MHEHHIO, AOCTATOYHO WHTEPECeH, YTOOBI BOCTIPOHU3-
BECTH €0 HEAHKOM,

20 cemrabps 2006 r., Canxr-Iletepbypr. — Kommannud
i-Free, AuAep pocCHIICKOTO PEIHKA AOHOAHHTEABHEIX YCAYT MOOHAD-
HOH CBSI3H, NEPBOH B POCCHY C03AaAa TOPTOBBIH ABTOMAT C OTIHEH
MOOHABHOTO BeHAHHTa. MOOHABHBII BEHAMHT [O3BOASIET KyIHThH
IPOAYKT B @BTOMare, OTAQTHB NIOKYIIKY He HAAMYHLIMH ACHEIaMH, a
€ TOMOILBI0 MOOHABHOTO TeAepoHa. ST0 TEXHIYECKOe DellIeHHe OT-
KPHIBAET HOBbIe TOPH30HTHI A poccuiickoro FMCG-phirka.

MobnabEEI BeHAMHT — HHHOBAIJHOHHAA TEXHOAOTHS PO3HAY-
HEIX IPOAAXK. AAA IIOKYIIKH TOBAPA B TOPTOBOM aBTOMare, 000PyAO-
BAHHOM (DYHKLHOHAAOM MOOHABHOTO
BEHAMHTA, He HYXHEI AeHBI'H, AOCTa-

TOYHO TOALKO OTHPaBHUTH SMS-co06- ,

meHre ¢ KOAOM HPOAYKTa Ha KOpOT- !

KHH HOMep HAH TO3BOHHTE Ha TOAOCO-
Bo# nopTar. Takag TeXHOAOTHA HpO-
A@XK CO3AaeT Oe3yCAOBHBIE YA0OCTBA
AN IOTPEOHTEA L, eMY YIKe HE HYIKHO
3a00THTBCA 0 MOHETAX H KYTIOPax of-
DEAeAEHHOI'0 AOCTOHHCTBA B A3XKe BO-
ob1me 0 ToM, eCTh AH Y HETO B HACTOS-
1[UH MOMEHT HAAMYHBIC ACHBTH.

B wameit crtpane Ao Hacrosmero
BpeMeHH He OBIAO TOPTOBEIX aBTOMa-
TOB C OHIJHEeH MOOHABHOIO BEHAHHTA,
Komnanng i-Free co3jpanra nporpamm-
HO-QINIAPATHBIH KOMIIAEKC, DEeaAH3y-
FOIHH (YYHKIHOHAA MOOHABHOTO BEH-
AHHI, M OCHACTHAQ 3THM MOAYAEM He-
CKOABKO CTAHAAPTHEIX TOPIOBHIX aBTO-
MaToB, KOTOPHIe B HACTOSIIHH MOMEHT
HOAHOCTBE) FOTOBEI K JKCIIAYATAIIHH.

Onmus MOOHARHOTO BEHAHHIA
obecreyrBaeT TPOH3BOAUTEASIM IEABIH KOMIAKC BAaKHCHIIMX
IPEeUMyU[eCTB: AdeT BO3MOXHOCTh ONTHUMH3IHPOBATH OH3HEC-
MOA@AH, CHHJKAThb DACXOABL Ha 00CAYKHBaHIE TOPIOBLIX @BTOMA-
TOB, OCYIEeCTBAATh YAAACHHBIH AyAUT, BHEADATH CRM-crcTemer,
T03BOATIONIHE VCIEITHO PeIlaTh pa3HOoOOpasHbie MapKeTHHIO-
BEIE 3aAa4M.

C nomougbio MOOHABHOTO BEHAHHIA MOKHO HACHTH(DHITHDOBATE
KAXKAOIO MOKYIIATeAd, B DE3YABTATe Yer0 y MAPKETOAOTOB HOSBAS-
€TCH YHHKAABHAA BO3MOXHOCTb OAYUeHHS [eHHOH CTaTHCTHYeC-
KOH HH(PODMALHANA — HAIIPHMeED, AGHHBIX O IOBTOPHBIX HOKYIKAX,
IPEAIIOYTEHHAX KOHKPETHOTO IOTPeOHTEAST H T.A,

AHgped lIpucTuHCckui,
PYKOBOAUTEJIb HANPAaBAEHUS
cTparern4eckoro pas3suius
komnaHuy i-Free

Andrey Pristinsky,
head of strategic developments,
i-Free company

A week before the opening of "Terminals. Vending.
Kiosks" our editorial board received a press release that
was, in our opinion, interesting 2nough to be reproduced
in full.

20th September 2006, St.-Petersburg — i-Free company,
the leader of Russian market of au.ziliary mobile communica-
tions' services, is the first in Russia to create a machine with
the mobile vending option. Mobile vending allows to buy
goods paying not with cash, but by means of your mobile
phone. This technical solution opens new horizons for Russian
FMCG-market.

Mobile vending is an innovative retail technology: to buy a
product from a vending machine equipped with a mobile
functional, one doesn’t need cash, it's
enough to send an SMS message with the
product code to a short number or call to
; a voice portal Such a sales technology

creates undoubted comfort for the client:

he doesn't need to worry about coins and
' bills of the certain value and, speaking
generally, whether he possesses cash at
the moment at all.

Till this moment there were no vend-
ing machines in our country with the
mobile merchandising function. i-Free
company created a soft&hardware com-
plex realizing the mobile functional and
equipped with this module several stan-
dard vending machines now fully ready
for operation.

The mobile option provides the manu-
facturers with quite a few important
advantages: it allows to optimize business
models, to decrease the expenses of the
machines servicing, to perform remote
control and audit, to introduce CRM sys-
tems allowing to solve markeling lasks.

Using mobile vending it is possible to identify each buyer
taken separately; as a result the marketologists get a unique
chance to acquire valuable statistical information — for
example, about repeated bargains, preferences of the given
buyer, etc.

Thus thanks to mobile vend:ng we can substantially
increase the speed of data acquisition concerning the state of
all vending machine compouencs, information about the
residue of goods and the presence ¢ £ coius for change. In addi-
tion the manufacturer can substan ially decrease the expens-
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Tak, 6aaroaaps MOOHALHOMY BEHAHHTY, 3HAYHTEABHO BO3PACTACT
CKOpOCTH H ONEPaTHBHOCTD IIOAYYEHHA AGHHEIX O COCTOSHHU BCEX
V3AOB M arperatoB TOPrOBOIO aBTOMaTa, HH(POPMANHH 00 OCTaTKax
MPOAYKUHH W HAAHYHH MOHET A cAaud. KpoMe TOro, mpou3BoAH-
TeAb MOXeT 3HATUTEABHO COKPATHTh PACXOABI HA MHKACCAIIHIO TOP-
TOBOTO aBTOMAra, MOCKOABKY 9acTh CDEACTB B 3TOH OH3HEC-MOACAH
0H OyAeT TOAyYaTh B BUAe Oe3HaAHYHEIX ePEeYHCACHHH OT KOHTEeHT-
NIPOBAKAEDA.

Hapspy ¢ 1M, MOOMABHEIT BeHAMHT ABASETCS TAKXKe 3(pQeKTHB-
HBIM MapKeTHHTOBBIM HHCTPYyMeHToM. [Ipexae Bcero, oH obecreyn-
BAeT CYLECTBEHHBIH POCT IPOAAX: 10 CTATHCTHYECKUM AQHHEIM, 110~
AYYeHHEIM B psiAe CTpaH EBponsl u A3uy, nprverneHne MOOHABHOTO
BEHAHHTa M03BOASET YBEAHYHTh 00BeM IPoAaXK Ha 25-40 % (ucrou-
nukd: IKS-consulting, J'son&Partners).

Kpome Toro, Takas nporpecCHBHast TEXHOAOTHS POAQK HOAOKH-
TEAbHO BAHAET Ha HMHAK KOMITAHHH B I[eAOM, CBSI3bIBast 00pa3 OpeH-
Ad C HHHOBAIHAMH H [IEPEAOBBIMH CITOCOOAMH KOMMYHHKAIuH. V] Ha-
KoOHeI, MOOHABHBIH BeHAMHT AQET BO3MOXHOCTh TPOBOAUTD DA3AHY-
HEIE TIPOMO-AKIJUH: BBISSBAATD U IPEMHPOBATH Hau00Aee aKTHBHBIX
MOKyTIaTeACH, CO3AABATh CHCTEMBI «IIDH30BBIX» IIOKYHOK, PAciIpoCT-
DPaHATH OPEHAMPOBAHHBIH KOHTEHT — DHHITOHEI, HTPH, KAPTHHKH,
pelLenTh KOKTCHACH Ha OCHOBe IPOAYKTOB KOMIAHHH W MHOTO€ ADY-
roe.

Kommenrupys peaansanuio 91010 npoekrta, Anapei Ilpucrun-
CKHH, DYKOBOAMTEAD HAIIPABACHHA CTPATErHYecKOro Pa3BHTHA KOM-
naHu I-Free, mopuepkHyA: «Mbl CTpeMHMCST CO3AaBaTh HHHOBAIH-
OHHBI€ CEDBHCHI, KOTOPhIE MOI'YT OBITh HHTEDECHK H AKTYaABHEI AT
KOMIIAHHH-BEHAODOB yXKe B CaMOM OAHKaMIIeM BpeMeHH. YOexAeH,
YT0 pa3paboTaHHOe HaMH KOMIIAKCHOe pellieHue, 00eCIIeYHBaroI]ee
VAGAEHHOE YIIpaBAeHHe H AyAHT CeTH BeHAUHIOBBIX @BTOMATOB, CIIO-
COOHO M3MEHHTh IOBeAeHHe noTpebuTeAekt Ha poccutickoM FMCG-
DBIHKEM,

[ocKoAbKy 4TeHHe peAr3a BBI3BAAO, KDOMe 3aKOHHOTO YyBCTBa
FOPAOCTH 3@ AOCTHKeHHUS OTe4eCTBeHHOH HAVKH M TEXHHUKH, elije 1
DSA BOIIDOCOB, TO BO3HHKAO €CTECTBEHHOE XeAaHHe 3aAaTh HX aBTO-
pam paboTsl. HaM YAaAOCE BCTPETHTHCA ¢ AHApeem [IpHCTHHCKAM Ha
BaicTaBke. CopepiRaHHe OeCeAbl BOCTIPOM3BOAHM HUKE,

Benpunr-busnec: AHapel, pacckaXuTe 0 KOHI[ETIUH BAIIIEro pe-
[IEeHHS AAST MOOHABHOIO BeHAHHTA,

AHapeii IIpuctunckui: Haia KkoMnanns AQBHO BEAET paspadoT-
K# B oOAacTa IT, 1 B 9TOM pelileHnH @KKYMyAHPOBAHBI BO3MOXHOCTH
BCEX IIEPEAOBBIE TeXHOAOTHH. MBI CO3AAH CAOKHBIH IPOrPaMMHO-
amnmnapaTHEI KOMIAEKC, COCTOALME H3 ABYX YacTel — PaAHO-MOAY-
Asl, MOHTHPYEMOTO BHYTPH TOPrOBOT0 @BTOMATa, U CePBEPHOH YaCTH,
KOTOpas IPOM3BOAHT YIIPABACHHE BCEMH MOAYASIMH, YCTAHOBACHHbI-
MH B TOPrOBBIX aBTOMArax.

Bb: Kak nosanser nepexop Ha «MOOHABHYIO» OIAGTY Ha ypOBeHb
IjeH TOBAPOB H YCAYT, IPeAAaraeMbIX aproMataMu? A Ha 1jeHy aBTo-
MaroB?

AIL: I]eHa AOMOAHHTEABHOO OOODYAOBAHMS, BCTPAHBAEMOIO B
TOPTOBBIH aBTOMAT, 3aBHCHT OT 00'hEMa 3aAa¥ KOMIAHUH H AAST OAHO-
ro aBroMara coctaBuT nopsaka 200-400 pyorrapos. TTocKOABKY Takas
MOACAD IIPOAAXK TIPEAIOAATAeT AOMOAHUTEABHBIE H3AEPXKKH, TOBAp,
KYIAeHHEIH IIDH TOMOLM MOOHABHEIX TeA€(DOHOB, MOJKET CTOUTH He-
CKOABKO AOPOXe 00BITHOTO. Pazymep AOIIOAHUTEABHOH CTOMMOCTH 0y~
A€T 3aBHCETH OT HECKOABKHX (haKTOPOB. BO-1EPBHIX, OT HOAUTHKH CO-
TOBEIX OIIEPATOPOB B 0OAACTH MOOHABHOTO BEHAHHTA H, KOHKDETHEE,
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es of the machines encashment, since in this business model
he will acquire part of the sum as a cashless transfer from the
content provider.

At the same time mobile vending is an efficient marketing
instrument. First of all, it provides for substantial growth of
sales: according to statistical data, acquired in some coun-
tries in Europe and Asia, mobile vending application allows
to increase sales volume by 25-40% (sources iKS-consulting,
J'son&Partners).

Such a progressive technology also influences favorably
the image of the company as a whole, linking the image of its
brand with innovations and advanced types of communica-
tions. And, at last, mobile vending allows to conduct various
promo-actions: to reveal and award the most active buyers
with bonuses, to create systems of prize bargains, to distrib-
ute branded content — ringlones, games, pictures, cocktail
recipes based on the company's products, and a lot of others.

Commenting the realization of the project, Andrey
Pristinsky, head of strategic developments of i-Free compa-
ny, stressed: "We are seeking to create innovative services
that can become actual for the vending companies in the
nearest future. I am sure the complex solution we developed,
providing for remote control of vending nets, will be widely
demanded for at Russian FMCG-market”.

Since reading of the release gave rise, in addition to legit-
imate pride for the achievements of the national science and
technology, to some questions as well, there came the natu-
ral desire to pass them to the authors. We achieved to meet
with Andrey Pristinsky at the exhibition. Here we reproduce
the contents of our talks.

Vending Business: Andrey, could you please tell us about
the concept of mobile vending solution?

Andrey Pristinsky: Our company has been engaged in IT
developments for a long time and this solution accumulates
advantages of all the advanced technologies. We created a
hardware-software complex consisting of two parts: a radio
module installed within the vending machine and a server
part controlling all the modules installed in the machines.

VB: How will the change to mobile pay influence the
prices of the goods and the services offered by the vending
machines and the price of the machines themselves?

AP: The price of the auxiliary equipment built into the
machine depends on the amount of tasks solved by the com-
pany, and for a single machine it will amount up to $ 200-400.
Since this selling model assumes additional costs, the good
sold using the mobile phone costs somewhat more. The exact
size of the additional costs will depend upon several factors.
Firstly, on the policy of cellular operators in the field of
mobile vending and, specifically, on the share of the payment
for the service left at the operator’s disposal. Secondly, what
matters Is the readiness of the company owning the vending
net to change the traditional model of the vending.
According to the world practice, a good bought from a
machine with the mobile vending option may become more
expensive by at least 10-15%.

VB: Will the previous functions of the machine stay acces-
sible after the machine’s adaptation for mobile vending?



TOH AOAM CDEACTB OT DeAAH3AIHH YCAYTH, KOTopasd OyAeT 0CTaBaThes y Olle-
paropa. Bo-BTOpBIX, OyAeT HMeTh 3HaueHHe IOTOBHOCTh CaMO¥ KOMITaHUH,
BAAACTOIIEH CEThIO TOPTOBBIX aBTOMATOB, HECKOABKO H3MEHHTE TPAAHIHOH-
HYIO MOAGAb BeHAHHIA. KaK [I0Ka3biBaeT MHPOBad IPAKTHKA, TOBap, IPHO0-
DeTaeMbIH B aBTOMATAax ¢ OfLjHeil MOOHALHOTO BeHAMHTA, MOKET HMeTh MH-
HHMaABHYHO HalleHKy mopsaka 10-15%.

BB: OctaneTcd AH AOCTYIIHBIM IDEKHUH (PYHKLHOHAA TOPrOBOIO @BTOMA-
Ta, epeo0OPYAOBAHHOIO AT PABOTHI IO CXeMe MOOHABHOTO BEHANHTa?

AIT: Aa, KOHEYHO, BECh IDEXHHH (DYHKIHOHAA OCTAHETCS HEH3MEHHBIM H
AOCTYIHBIM KaK AAS IOKYIIATeAeH, Tak B A 0OCAYKHBAIOLIEro IepCoHaAd.
MoGHABHBIH BEHAMHT — IIPOCTO elje 0AHa QYHKIHA, KOTOpas CyLjeCTBEHHO
pacnmpaer BO3MOXHOCTH TOPTOBOTO aBTOMAara H YBeAHTHBAET 00BeME! IIPO-
A@X, CO3AaBas IIPH ITOM AOIIOAHHTEABHBIE YAOOCTBA AN TOTPEOUTEACH.

Bb: Kak mponCXOAHT ITOKYIIKA IO cXeMe MOOUABHOTO BeHAHHTa?

AIT: Yr00bI COBEPIINTE NOKYIIKY IPH HOMOLIH MOOHABHOTO TeAehOHa, Te-
AOBEKY AOCTETOYHO OTHPaBHTb SMS-coobueHue ¢ KOAOM HAH TO3BOHHTB Ha
KODOTKHH HOMeD, YKa3aHHHII Ha TOPrOBOM aBTOMATe, H AAAee CAGAOBATh TEM
IPOCTHIM HHCTPYKLHAM, KOTOPBIE OH IOAYYHT. Yepe3 HeCKOABKO CEKYHA T0-
CAe Toro, KaK NOCTYNHBIasd HH(OpMRITHA OyAeT 00paboTana HallluM TeXHO-
AOTHYECKHM 000DYAOBAHHEM, DaAHO-MOAYAB, YCTGHOBACHHBIA B TOPTOBOM
aBToMare, akTHBHPYET BBIAAYY TOBapa. [Ipy 9ToM He HMeeT 3HaYeHHs, YCAY-
TaMi Kakoro COTOBOTO OITepaTopa IIOAb3YeTCs MOKYNaTeAb H TAC OH B AQH-
HBII MOMEHT HAXOAHTCS — B CBOEH AOMAIlIHeH CeTH HAH B DOYMHHTE.

Bb: Hamm KOHTpOAHDYIOIHE OPIaHbl AIOOAT IPHAHPATECS K BEHAHHIY,
00BHHAA €0 B HapyIIeHUH 3aK0HA 0 NTPaBax HoTpeOuTe el (HeT YeK0B, HeT
(PUCKAABHON IIAMATH, U Ap.). Aydllle HAN Xy)Ke CTAHET CHTYAIHs B CAyYae
«MOGYABHOF» OIAQTHI?

AlT: Ayrialo, 4T0 CHTYalHs YAYYIIATCA, NOCKOABKY MOOHABHBIH BeH-
AMHT KaK pa3 d peliaer 3Ty Ipo0AeMy; AOOH abOHeHT MOJKET 3alIPOCHTD
¥y CBOero omeparopa NoAPOOHYH pAacledyaTky CBOHX 3BOHKOB H ITOAYYEH-
HbIX AOTOAHHTEABHEIX YCAYT. B 9TOM AOKyMeHTe OyAeT oTpakeHa H BCA
HHpOPMALHA 10 MODHABHOMY BEHAHHTY, HE3aBHCHMO OT TOT0, KaKOH CIHO-
€00 CBA3H HCIOAB30BAACT — 3BOHOK HA IOAOCOBOH NMOPTAA HAH OTIIPABKA
SMS-coooujenns. Takum 00pa3oM, abOHEHT B AIOOH MOMEHT CMOXKeET
TpOBEPHUTE, KOTAQ ObIAA COBEDINEHA MOKYIKa H CKOABKO CPEACTB OBIAO Ha
Hee NOTpayeHo.

Bb: Kakou umeercs 3aAeA 0 CHCTeME TeACMEeTPHH Al BeHAMHTOBOH Ce-
TH — C HO3HIHUH KaK AHCTaHIMOHHOTO KOHTDOAS, TaK H YTIPaBACHHS ?

AIT: CymectByroujee CeroAHs pelieHue HMeeT BeCh HeOOXOAMMBIH KOHCT-
PYKTHB AAS TOTO, YTOOBI IPEAOCTABHTE AHCIIETYEDY CETH BeHAHHTOBBIX aBTO-
MaToB MAKCHMaABHYH) HH(POPMALIMI0 O AIOOOM TOproBoM aBromare. [lo-
CKOABKY BCE KOMIIAHHH CTABAT PA3HBIE 33AAYH, CO3AABATh VHHBEPCAABHOE
PpellieHne, Ha Halll B3TASA, HelleAeco00pasHo, TeM boAee, UTO pearnsanus Iie-
peratn HeoOX0AHMOro 00'seMa HHTepeCyIolell 3aKa3inKa HH(pOPMaI[HH 3a-
nrMaeT HeMHOTo BpeMeHH. CerOAHA MbI TOTOBBI OOCYXKAQTh C KOMIAHUSIMA
TeXHHYECKHE 3dAaHHA TI0 3TOMY BOIIPOCY H B CaMble KOPOTKHE CPOKH MOXeM
HPeAOKHTE ONTHMAABHOE pelleHne, pa3paboTaHHOe MOA 3aAaYH KOHKpET-
HOTO 3aKa34HKd.

Bb: Camoe raapHoe: HACKOABKO DEAABHO KOHCTDYKTHBHOE COTPYAHHYCCT-
BO C COTOBBIMH ONTepaTopaMu?

AIL: Keranne co CTOPOHBEI COTOBBIX OIEPATOPOB, OE3YCAOBHO, €CTh, HO
OCHOBHaS IPO0AEMA CETOAHS — B CO3AAHHH AETHTHMHON MOAGAH COTPYAHH-
YecTBa, KOPPEKTHOH 10 OTHOMIEHHIO K ACHCTBYIOIEMY POCCHHCKOMY 3aKO-
HoaaTeApcTBY. Celyac MBI BEAeM aKTHBHbIE IEPETOBOPHI Ha 3Ty TeMy C olle-
paropamy,  TAKXKe C PeryARpyIOLHMI OTPACAEBBIME OpraHaMu. Haaeroch, B
Teverne OAMKAHUIIEro BpeMEHH MEl CMOKEM CO3AATh H HPOAEMOHCTPHDO-
BaTh pabouyr0 OU3HEC-MOAEAD B Chepe MOOHABHOTO BEHANHTA,

AP: Yes, sure, the previous functions slay
unchanged and accessible both for the buyers and the
service staff. Mobile vending is just an extra function
substantially widening the opportunities of the
machine and increasing the sales volume, making the
procedure more comfortable for the clients.

VB: How is the bargaining carried out in case of
mobile vending?

AP: To make a bargain using his mobile phone one
has only to send a coded SMS message or call to the
short number inscribed at the vending machine, fol-
lowing the simple instructions he gets. After several
seconds after the received Information has been
processed by our technological hardware, the radio
module installed at the machine activates the delivery
of the goods. And it doesn't matter which cellular
operator's services are used by the client and the
place he's present at for the moment — in his home
net or in roaming.

VB: Our controlling bodies like to cavil vending
system accusing it of breaking the consumers’ rights
law, stating it has neither receipts, nor fiscal memory,
etc. Will the situation improve or deteriorate in case
mobile payments are introduced?

AP: | think the situation will improve, because
mobile vending is just the instrument to solve the
problem; any subscriber can inquire the operator of
detailed printing of his calls and additional services
he has got. The document will reflect all mobile vend-
ing information as well, irrespective of the communi-
cation method he had used — a call to the voice por-
tal or SMS message. Thus the client is able to check at
any moment what was bought and what the bargain
costed.

VB: What work has been already done on teleme-
{ry for the vending net meaning both the remote data
acquisition and distant control?

AP: The solution present has all the design features
necessary to provide the net dispatcher with maxi-
mum information concerning any vending machine
he needs. Since all the companies formulate different
tasks, a universal solution seems inexpedient, espe-
cially as the transfer of information necessary for the
client takes not much time. Today we are ready to dis-
cuss with the companies all kinds of relevant technical
assignments and propose in the shortest time an opti-
mal solution developed for the specific customer.

VB: And the most important: how real is construc-
live cooperation with the cellular operators?

AP: Wish from the side of operators is undoubtedly
present, but the main problem today is to create a
legitimate model of cooperation correct relative the
actual Russia laws. We are now conducting active
falks on the subject with the operators and with the
requlating bodies of the branch. I hope in the nearest
future we'll be able to create and demonstrate a work-
Ing business model for the mobile vending sphere.
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Bapum EpoxmH, OOO Nex Pay (aodyepHas ceThb
naareXHbIx TepMHHAAOB 3AO «lllItpux-M»), MockBa

YHro 60oABIIIE BCEro 3alIOMHUAOCEH HA BBEICTABKE!

1. I'lo moe¥ orjeHKe, B BEICTABKE OBIAO MPEACTABAEHO OOAD-
IITTHCTBO BEAYIIHX HI'POKOB DBIHKA TePMHHAAOB.

2. I'lopaaoBara 6oAbIIasT KOHIJCHTPAIHUSI MOCETHTEAEH, B
TOM YHCAE PErHOHaAbHBIX, KOTOPBIE PA3BHBAIOT MOTHXOHLKY
CBOH MEAKHE CeTH U3 HECKOABKUX TePMHUHAAOB. OHH AKTHBHO
XOAHAH IIO CTE€HAAM, 3aAaBaAHM KaBEeP3HEIE BOIPOCKHI H OTME-
THAHCH XODOIIIEeH NOCelaeMOCThIO Ha KOHpepeHHAX. Takux
AIOAeH OBINO AeTKO OTAHYHTEH 0 HAAMYHIO OAOKHOTOB H TET-
PAEAOK, @ TAK>Ke BOIIPOCaM, KOTOPLIe OHU 3aAaBAAHU AOKAGAUH-
KaM.

3. HecomHeHHBIH HHTEPEC MPEACTABAIAN KOH(EpeHITHH.
INpusarHo yAUBHA AOKAaA «IIpakTHKa YAYUIIIeHHS F03a0HAH-
TH ITOAB30BATEABCKHX HHTEPEEHCOB YCTPOHCTB CaMOOOCAY-
JKHBAHUSA», HA KOTOPOM OBbLA BEIABUHYT DSIA BECbMa HHTEepec-
HBIX HAeH. C MOeH TOYKH 3PeHHs, ACHCTBHTEABHO, B ONIpeAe-
AEHHOH CPEAHECPOYHOHM IepCHeKTHBe OOABIIHMHCTBO IIAa-
TEKHBIX TEPMHHAAOB OYAYT IPEAAAraTh OAHH W TOT JKe IpPO-
AVKT (OAMHAKOBBIH CIIHCOK IPOBAHAEDOB) 3@ OAHHU H Te e
AEHEITH (KOMHUCCHA C KAHeHTOB B3UMAThCa He OYAeT). B aTtom
caydae «r03abUANTHY», HADIAY C PEKAAMHOM aKTHBHOCTHIO U
BHENIHHM O(hOpMAEHHEeM TePMHHAAOB, AOAKHA OYAET BBIHTH
Ha [epBbIH DA&H, KaK OAHH U3 OCHOBHBIX HHCTPYMEHTOB KOH-

KYPEHTHOH OOPbOBL.

4. IlpuaTHO YAHBHA IIOBBI-
HIeHHBIH HHTEepec CO CTOPOHEI
0OIIeCTBeHHOCTH H MPEecChl K
ABYM HAIIHM pa3paboTkaM —
MOOHABHOMY TepMHUHAaAy
«ltpux-MobilePay» u yAH4HO-
My repmuHaAy «IIrpux 3.0», yc-
TAHOBKA KOTOPOI'O HAYHETCS B

. OKTs0pe.

5. HennpusATHO yAMBHAQ AAMH-
HHCTpauus 3AaHus. Tlomerige-
HHE AASl KYPEeHHS CAEA3HO B
XOAAEe MEeXAY BBICTABOYHEIM 3a-
AOM H TyaAeTaMH: HeKypslne
AFOAH BBIHYKAEHBI IO ITyTH B Ty -
aAeT KaKABIH pa3 IPeoAOAEBaTh
neaeHy ApIMa. Kpome Toro, yxe
B IEePBBIH A€HD IPOBEACHHS BbI-
CTaBKH ITO9EMY-TO OBIAO OTKAIO-
YeHO OTOINAEHHe, KOTOpoe He
3apaboTaro HA BO BTOPOM, HHU B
TPeTHH AE€Hb BBICTABKH. Y4acT-
HHKH H HOCETHTEAH BBICTABKU
3AeMEeHTapHO MEP3AH.

7]
n/\ATE)KHb
© TEPMMHAA
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Vadim Erokhin, Nex Pay (branch net
of payment terminals, Shitrikh-M Co),
Moscow

What stuck in my mind most:

1. According to my estimates, most of
the leading companies of the payment
terminals’ market have been presented.

2. It was nice [o see the great concen-
tration of visitors, including those from
the regions, who are developing their
small nets of few terminals each. They
were active in visiting the stands and
the conferences, and asking all kinds of
tricky questions. They were easily iden-
tified by their note-books, always open
to write down the answers.

3. The conferences were undoubted-
ly interesting. I was amazed by the
report “Practice of improving interface
usability of self-service devices", pro-
moting some very interesting ideas. I
think the authors are right to forsee in
the middle-term perspective the situa-
tion when most of the payment termi-
nals will propose the same product
(because of the same list of providers)
for the same price (no commission will
be taken from the clients). In this case
usability together with advertisement
activity and the design of the terminal
will become one of the main weapons
used in competition.

4. I was glad to observe the high
interest of the community and the press
to two models developed by our com-
pany: mobile terminal “Shtrikh Mobile
Pay" and terminal “Shtrikh 3.0” whose
out of doors installation will start this
October.

5. I'was unpleasantly surprised by the
management of the fair-ground. The
smoking place was organized at the
room between the exhibition hall and
the toilets. So the people hurrying to
the latter had to cross the clouds of
smoke. In addition on the first day heat-
ing of the complex was switched off and
wasn't resumed later. So during the
three days both the exponents and the
visitors were suffering from cold.
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W3BecTHO, YTO TOPrOBEHIE @B-
TOMATHI B SITOHUH CTOST HA KaXK-
AOM YIAY H HAIOAHEHBI OHH IIPO-
AYKTaMu AI000TO BHAQ M Ha AIO-
00H BKYC — OT OXAaXAQIOIHX
HAITUTKOB AO YTIaKOBOK DHCA.

Mocaepras «pumray [moH-
1jeB — aBTOMaT, KOTOPKIH 10 JKe-
AQHHIO KAHEHTA COXPaHAET CAQ-
4y AAT OAQrOTBODHTEABHBIX Ife-
Aed. Apyrag koMIIaHHA paspado-
TaAd @BTOMAT, KOTOPEIH B CAyYae
3eMACTPSCEHHUS UAH ADYTOH Ka-
TacTPOopbl 0ECIAaTHO BEIAGET
HaIIUTKH, AdKe IIpH CO0SX C dre-

«[TycTb AyMaeT, 4To 3T0 — 3eMAeTpsiCeHue!»

«Let him think it's an earthquake!»

It is known that in Japan
vending machines stand at all
the corners and are filled with
products of all kinds and for
all tastes: from soft drinks to
rice packs.

The last Japanese hit is a
machine that (according to
the client's wish) saves the
change for the charity purpos-
es. Another company has
developed a machine that
gives out free drinks in case of
an earthquake or some other
disaster — even If there is a

KTpHUYECTBOM,

BoapnmHCTBO XKUTeAeH [ epMaHuy HOAOKUTEABHO OTHOCSATCS
K CaMOOOCAYyXHUBAHHIO — TaK II0KA3aA OMpPOC, ITPOBEACHHBIH
ObmectBoM 110 H3ydeHHio Npodiem notpebaerus (GK) come-
CTHO C BeHAHHT0BoY KoMmnaHuer NCR. To aauxbiyv ompoca 70%
HOTpeOHTeAEH NPUOEraloT K TOPrOBOMY aBTOMATY [0 MEHBIIeH
Mepe OAHH pa3 B HepeAlo. Cpead TPYAOCHOCOOHOIO HaCeAeHHs
gra gyugpa pocruraer 80%. [lo mHeHur0 69% ONpPOIEHHBIX, TOP-
TOBBIE aBTOMAThI, HH(POPMAI[HOHHbBIE TEPMHHAARI U KaCChI CaMo-
ODCAYKHBAHHSA ITO3BOASIOT 3KOHOMHUTE BpeMs ¥ H30aBATIOT OT
HeHYXHOTO OKHAGHHS B oYepeAn. Ha mepBom Mecte mo momy-
JSPHOCTH CPEAHM aBTOMATOB CTOAT OAHKOMAThl, 76% >KHTeAeH
T'epmanny MOAB3YIOTCH UMH HOCTOSTHHO AAST CHATUST HAAMUHBIX
AEHeT.

[0 MHeHHIO 5KCIIEPTOB, HOBBIH HAIUTOK YaH-AaTTe BCKODE
MOXKEeT BBITECHHTh 3HAMEHHTBIH KOge-AaTTe. HICCAEAOBATEAH
TDEHAOB OOBACHAIOT TaKylo HONYASPHOCTh 4asd C MOAOKOM
IPEXKAE BCEro MOAOH Ha a3HATCKUe IPOAYKTBI ¥ CTPEMACHHEM K
3A0POBOMY IHMTaHHIO. [IpH COBpEMeHHOM 3HEPIHYHOM TeMmime
JKH3HH AFOAH BCE 0OABIIE HINYT CHOKONMCTBHE, HACAAKACHHE H
BO3MOXHOCTE PAccAaOnThCA. YaHHad NMPOMBIIAEHHOCTH yXKe
AABHO Dearrpyer Ha ITO Pa3BHTHE. Pa3HOOOPa3Hble HAIHTKH C
yaeM, YaliHble BEYEPHHKH B OTeAIX, SIOHCKHE YaHHEIE IepeMo-
HIH B My3€4X 1 0apax CTaAH IIONMyASPHBI BO BCeM MHDe.

stoppage in power supply.

Most of people in Germany ftreat the self-service
positively. It has been shown by the poll carried out by
the Society of studying the consumption problems
(GfK) jointly with NCR vending company. According
to the poll data 70% of the consumers resort to a vend-
ing machine at least once a weck. Among those able to
work the figure mounts to 80%. According to 69% of
the questioned, vending machines, information termi-
nals and self-service cash machines allow to save time
and prevent unnecessary waiting in the queues. The
first place in the popularity rating is occupied by the
ATMs: 76% of the Germans use them constantly to get
the cash they need.

According to the experts, the new drink, Tea Latte,
can supplant the famous Cafe Latte soon. The trend
investigators explain the growing popularity of tea with
milk by the fashion for the Asian products and the striv-
ing for the healthy food. In the time of modern living
rate the people are more and more looking for calm-
ness, delight and the possibili*y to relax. Tea industry
has been already reacting to this trend: various tea-
based drinks, tea parties in hoi2Is and the Japanese fea
ceremonies are geltting popula~in the world.
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Hayynen uacraryr Estilo Vital Lid. nocae pooarux

Estilo Vital Ltd research institute present-

HCCAGAOBAHHI! PEACTABHA @OCOAIOTHYIO HOBHHKY, 0 |~ = . w1
KOTODOH yXe AGBHO MEYTaAH B CITOPTE H 3APaBOOXPa- l I ‘g,‘
HeHuH, — Koghe, 000TaleHHbIN MarHHeM U IDEAHA3-

Ha4YeHHBIH A MOOBIX METOAOB IIDHIOTOBAEHHS BO |

BCeX THIIAX aBTOMAToB ¥ KoheBapok. Tak HAa3bIBae-
mbpie Espresso Sportivo u Kaffee Sportivo 0siau paspa-
0OTaHbl ¢ LEeAbIO TOKDHITHA 3HAYMTEABHOIO HEAO-
CTaTKa MarHys B €KEAHEBHOM DALlOHe [TUTAHHS €B-
poIneHIeB ¥ IPeAOTBPAIEHH CBI3aHHEIX C 3THM 3a-
OoAeBaHHd. MHOTOACTHHE UCCACAOBAHHUS T€PMaH-
CKHX YUEHBIX YCTAHOBHAH, YTO MOUTH K&KABIN HEMET] T
CTPAAGET CePbe3HBIM ACGHUITUTOM KU3HEHHO BaKHO-
ro MHEKDO3IAEMEHTa — Marnsl, KOTOPbIY y4acTByeT B
0oAee yeM TPexCrax Ipoleccax, CBI3aHHbIX ¢ 0OMe-
HOoM BeirjecTB. HakoHer] Obiaa HaUACHA BOZMOXHOCTD C HOMO-
HIBIO CTIEIHAABHO Pa3pabOTaHHOM TEXHOAOTHH BBECTH B KO(e
OIPEACACHHOE KOAMYECTBO MAarHus H COBMECTUTH HOAE3HOE C
npuarasM. OpHa nopnud (8 ) Koghe UM 5CIPecco COACPKHUT
375 mr storo srementa. Kaffee Sportivo cocTout TOABKO 13
apabukm, Espresso Sportivo — HaoAOBHHY U3 POOYCTEL

L@j

Hewmenxas kommnaumus Bad Duerrheimer Mineralbrunnen
IIPEACTABHAQ HOBEIY AMCHEHCED AT BOABI C OAHOPAa30BLIM 5-
AMTPOBBIM Oarr0HOM. HOBBIH MPOAYKT HAXOAHTCS BCETO MOA-
rOAQ Ha DEIHKE H YK€ IOAB3YETCA OOABLIOH NONYASIPHOCTRIO ¥
norpebuTeAed, 0COOEHHO y AeTeH. BO3MOXHOCTH pasMelie-
HUA AMCIIEHCEPA AAS BOABI HEOIDAHMYEHEL O(UCH, BCEBO3-
MOXHBIE VUPEKACHHS, MacTepCcKue M IapuKMaxepCcKhe, OH
TOAXOAMT TAKXKe ANST AOMAIUIHETO TOAB30BAHHA.

[peuMymieCcTBO HOBOH CHCTEMBI COCTOHUT B TOM, UTO ITONA-
AaHHe B Hee BO3AYXa U3BHE IOAHOCTBIO HCKAIOUEHO, DAGrOAQ-
DA YeMy MUHEDAABHAA BOAQ OCTAETCA B 0e3YIIPEYHOM COCTOSI-
HHHM B TeYEeHHE MHOI'AX HeAeAb. Kpome Toro, 0TiiaaaeT Heooxo-
AMMOCTD B PEryAApHOH YHCTKE KPAHA, IOCKOABKY OH ABASETCH
YaCTHH) OAHOPA30BOH CHCTEMEL.

o opunHarsHBIM AGHHEIM IPOAYKTOBAS AuHUA «My Cupy,
paspabotaHHas HeMelKou KommaHueH Melitta u Brkawdaro-
mas B ce0s MOPLHOHHYTO KOPEBAPKY H KOe B YarAaX, OVAET
HPHOCTAHOBACHA. DCIIPECCO-KOpeBapKa Ha YaAAaX, TPEACTaB-
AerHad B 2004 roay, cMorAa 3aHATh MaKCHMAABHO 4% DBIHKA.

Bnepssie kogperinag cucrema, pabotaruad Ha 4arAax, Obl-
Ad yCHOelIHo NPeACTABACHA Ha phlHKe B OKTsOpe 2002 roaa
xomnanuamu Philips i Douwe Egberts moa mapkoit «Senseo»,
C NOpHHOHHBIME KO(eBapKaMH OBIA OTKPHIT abCOAIOTHO HO-
BBIH CETMEHT B OTPACAH KOGEHHEIX aBTOMAaTOB. [loTpebutean
BOCIIDHHSAAM HOBYIO HAEH0 KaK HHHOBAIHOHHBIH MPOPHIB.
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ed a result of its long investigations, an
absolute novelty dreamed about in sports
and health protection: a coffee enriched
with magnesium and aimed for all prepara-

tion technologies in any kind of coffee
l machines. The so called Espresso Sportivo
\ * and Kaffee Sportivo were developed to com-

pensate for the significant deficite of mag-
nesium in the daily Europeans’ ration and to
prevent the illnesses associated with it. The
German scientist found in their long studies
that nearly each German suffers with serious
deficite of a vitally important microelement,
the magnesium, that is involved in more
than three hundred metabolic processes. Now at last it was
found possible, using a special technology, to enrich the
coffee with magnesium, combining benefit with pleasure.
One 8 gram portion of coffee or espresso contains 37.5 mg
of the element. Kaffee Sportivo is based purely on arabica,
and Espresso Sportivo is half robusta.

German company Bad Duerrheimer Mineralbrunnen
presented a new mineral water dispenser with a dispos-
able 5 liter container. The new product has been present
at the market for half a year only, but is enjoying a great
popularity of the consumers, especially the children. The
possibilities to install the water dispenser are unlimited:
offices, all kinds of institutions, workshops and hairdress-
ing salons; it goes very well with the home use.

The advantage of the new system is the fact that it
fully excludes penetration of the surrounding air; thanks
to it the mineral water stays in perfect state for many
weeks. There is also no necessity in reqular cleaning of
the valve, since the valve is a part of the disposable sys-
tem.

According to official data, "My Cup" product line
developed by German Melitta company and including
batch coffee machine using pods is to be cancelled. The
espresso-coffee machine presented in 2004 was able to
occupy less than 4% of the market.

The first coffee systein based on pods was successfully
demonstrated at the market in October 2002 by Philips
and Douwe Egberts under “Senseo” brand. The batch
machines opened absolutely new segment in the coffee
vendors industry. The consumers apprehended the idea
as an innovation breakthrough.



Xora Melitia BoBpeMsl 3aMETHAQ TEHAEHIJHIO K HOBBIM (hOpMaM
IIPHTOTOBAEHHA KO(e, PACCINTAHHYIO IPEKAe BCEro Ha MOAOABIX
norpebnTereH, ¢ HIHPOKMM BHEADeHHeM COOCTBEHHOTO KOHIJENTd
KOMIAHHA He CTEINHAd. Y)Xe B Mae 3TOr0 r0Ad COBAGAeAer] KoMia-
unn Melitta Tomac berty 3ag8HA, 4To CyAbda Aunn «My Cup» He-
onpeaeAeHHa. [10 MHCHHIO PSAQ CIIETHAAKCTOB, BRICOKUE OJKHAIHHUA
OBIAM HEONPABAAHHE! C CAMOTO Ha4aAd, OTYaCTH IIOTOMY, 4T0 Koghe-
Bapka «My Cup» H03BOASET HCIIOAB30BATH MCKAIOYHTEABHO NIPO-
AVKTHI (4aAABI) 9TOH JKe AHHHH. ,

HecomHeHHO, IOTepA 9TOro NONyASPHOIO CErMeHTd — CHABHBI
yAap ard komnannu Melitta.

Kommnannsa Coca-Cola noamicasa AoroBop 0 HOKyIKe HeMeLKoro
operpa Apollinaris. «Apollinaris umeeT c(hoPMUPOBABIIHECA HMHAK
BeAyHjeH MapKH H CTAHEeT IPeKPaCHBIM AOMOAHEHHEM Hallero 6u3He-
ca. Coca-Cola Germany Tem caMbiM 3aHAQ TBEPAYIO MO3HIJHIO B CTPe-
MHTEABHO DAa3BHBAIOIIEMCS H CTPATETHYeCKH BKHOM CeTMeHTe MUHE-
PparsHOH BoAbL. Kpome Toro, Mapka Apollinaris BRHOCHT 3HaUHTeABHEIH
BKAGA B paCIIupeHHe HaIIero aCCOPTHMeHTa», — TaK 3asBHA AepHK
BaH PercOypr, npesupent Coca-Cola Germany & Nordic Division.

Apollinaris 6s1A ocHOBaH B 1894 roay B ['amOypre v BROAUT B Ipyil-
ny Komnanui Orangina, BAGAelOIIYIO Takke OpeHAamu Schweppes,
Orangina, Dr Pepper, Rose's. GyAyus OAHHM U3 CaMbIX H3BECTHBIX U
HOMYAAPHEIX OPEHAOB [epMaHHu B CEKTOpe MHHEPAARHBIX HAIHT-
KoB, Apollinaris TaKxe SBASETCH BeAyLIed MapKOH B FACTPOHOMHH.
ToA0BOI BRITYCK 3TOH MEHEPAABHOH BOABI COCTABASET 0KOAO 195
MAH AHTPOB, YTO COOTBETCTBYeT IPHMEPHO 6% 0T 00IHX HPOAGXK
Coca-Cola Germany (3,3 Mapa anutpoB B 20051.).

Apollinaris Oyaer B Oyaymem yupasarecsd Coca-Cola
Erfrischungsgetraenke AG (CCE AG), kpymHexert AouepHeH KoM-
nanuel Coca-Cola B ['epmannn. «C npuodpeTenuenm Apollinaris Mb
HaMepeHH! PACKPBITh HOBBIE IOTEHIHAAR! Da3BUTHSA ITOTO GPEHA],
HCTIOAB3YA BCEBO3MOXHEIE KAHAABI COBITA», — 3a7BHA IPEACEAATeAD
npasaerns CCE AG Aamuas Tammens.,

Yro kacaerca OpenaoB Schweppes i Oranging, To AHIIeH3HOHHBIE
IIPABA M 1IPaBa Ha COBIT 3THX OpenAOB B ['epManny 1 ABCTDHY ObIAK
TpHOOpeTEHE NHBOBAPEHHOH rpymiol Krombacher, KoTopas codu-
DpAeTCs PACHIUPUTH CBOH ACCOPTHMEHT 3@ CYeT De3aAKOrOABHBIX Ha-
TUTKOB. SChweppes ABAAeTCS Ha HEMETKOM PHIHKE BeAYIes MapKoH
B 00A&CTH TOPHKHX AHMOHAAOB.

Though Melitta noticed the tendency for the new
technologies of coffee preparation aimed first of all at
the younger consumers in time, the company was not in
a hurry to introduce its own concept. The last May
Melitta co-owner Thomas Bentz declared that the future
of "My Cup" line is uncertain. Some experts think that
the high expectations were unbased from the very
beginning, since My Cup coffee machine can use the
pods from this line only.

Loss of the popular segment must be a serious blow
for Meitta.

Coca Cola Co. has concluded a contract on bying
German brand Apollinaris. Mr. Deryck van Rensburg, the
president of Coca Cola Germany&Nordic Division, declared
that "Apollinaris has a well shaped image of a leading brand
and will be a fine supplement to our business. It means Coca
Cola Germany has occupied a firm position within the devel-
oping fastly and important strategically mineral water seg-
ment. Besides Apollinaris makes a substantial contribution
into expansion of our goods".

Apollinaris was founded at Hamburg on 1894, it is a mem-
ber of Orangina group, that owns also the brands
Schweppes, Orangina, Dr. Pepper, Rose's. Being one of the
best known and popular brands in the sector of mineral
drinks in Germany, Apollinaris is also a leading brand in gas-
tronomy. Annual output of this water is about 195 mn litres,
corresponding to about 6% of Coca Cola Germany's total
sales (3.3 bn litres on 2009).

In the future Apollinaris will be managed by Coca Cola
Erfrischungsgetraenke AG (CCE AG), the largest branch
establishment of Coca Cola in Germany. “Buying
Apoliinaris we are going to reveal new potentials of the
brand making use all possible market channels”, declared
the Chairman of CCE AG board Damian Gammell.

As for Schweppes and Orangina brands, the licenses to
produce and sell them in Germany and Austria have been
bought by Krombacher brewery group, going to broaden the
variety of its produce using soft drinks. Now Schweppes is a
leading brand at the German market of bitter drinks.

C 2007 roaa B ['epMaH#H KOAHYECTBO TOPIO-
BBIX ABTOMATOB COKPATHTCA 1pHMepHo Ha 100
THICAY, TAK MOAQTafoT 9KCHEPTHl BEHAHHI-OT-
PACAH. B HacTogmmii MOMEHT B CTpaHe Haxo-
AUTCA OKOAO 600 THICSY CHrapeTHBIX aBTOMA-
10B. OpHAKO B ['epMaHuu IPUHIMAIOTCS HO-
BbIE MephI 110 D0pBDe € KypeHHeM CDEAH HECO- I
BepireHHOAeTHAX. CO CAGAYIONIEro ToAd pH- »
obperenye CHraper depe3 aBToMar OyAeT B03- |
MOJKHO TOABKO C TIOMOIIBIO 9AEKTPOHHOH Kap-
THI, Hd KOTOPYIO BHECEH BO3PACT BAGAEABIIA.
TakuM 00pa3zoM AOCTYII K CHT@PETHOMY aBTO-
MaTy A ARL A0 16 AeT OyA€T HCKAIOYEH.

| From 2007 on number of vending
machines in Germany will drop by
approximately 100 thousand. That's the
opinion of vending experts. There are
| about 600 thousand cigarette-machines
‘ in the country, and Germany lakes new
( measures fo fight adolescent smoking.
Starting from the coming year it will be
possible lo buy cigaretles from a VM
only using an electronic card with the
age of its owner marked on it. That will
rule out access to cigarette machines for
the persons under 16 years old.

VENDING BUSINESS, 2006/#5
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ArexcaHAp BacuapyeHKo,
OO0O «buzreclIpoekrKoncaarunry (r. Camapa)

CrcTeMBl caMOOOCAYKHBAHHUA TAQHOMEDHO BXOAST B Hally
JKU3HB. ECTh OCHOBAHHA CYMTATh, 4TO PHIHOK NAATEXHBIX CHCTEM
caMooOCAyKuBaHUS chopmupoBaacs, Kak noAydaTeAH, TaK U Aa-
TEABIJHKH TOTOBEI HePeTH (U MEPeXOAIT) Ha IpsMoe OOIjeHne,
HCKAIOYHB NPOMEXYTOYHEIE 3BEHBS, ABASIOLINECS aTaBH3MaMH
OyMaxHbIX TexHOAOrHH. OnepaToprl ¥ OAHKY MOIYT 3aHATH GACK-
BarTHOE MeCTO B HOBOH TeXHOAOTHH, BRUIOAHSS CBOMCTBEHHYIO UM
(PHHAHCOBYIO YaCTh IPOLEAYDEI, IPHYEM B CAMOH ITEPEAOBOH (hop-
Me — 3AEKTPOHHOH.

Bcromunte, Kak BCE 370 HAYHHAAOCH ¢ OAHAABHBIX, 0OCAYXKHUBA-
FOLIHXCS AFOABMH, THKTOB 10 IPHEMY HAGTEXeH, KOTOPEIe Paco-
AaraAmch (M paclioAararorcs) B cynepmapkerax, #Ha A3C, B rocru-
HHI@X, PECTOPAHAX, HOUHEIX KAy0aX, CAAOHaX COTOBOM CBS3M H
TOMY TMOAOOHBIX MECTaX CKOIACHHSA AIOACH W 3aHUMAaAH HEMaAo
naomjaased. CHHCOK Da3sHOBHAHOCTEH IDUHUMAEMBIX NAATEXeH
ceropus pocrur 80 myHKTOB, ¥ MHOTHE OIePaTOPhI COTOBOH CBSI3U 1
OaHKH NPHIIAI K TOMY, YTO HeODXOAMMO COKPAIATh yIacTHe YeAo-
BeYeCKoro (hakTopa 1 epexoANTh K aBTOMATH3HPOBAHHOH CHCTe-
Me caMo0OCAYXHBaHHS. L{eAn 1 cOCTaBASIOLIHE 3TOH 3aAQ4H CAe-
AYVIOIJHe: CHIKEHHe Ce6eCTOMMOCTH TAATeXHBIX

Alexander Vasilchenko,
Business Project Consulting Co. Ltd (Samara)

Self-service systems are progressively entering our life.
There is a based opinion that the market of self-service
payments has been mainly shaped. Both the acceptors and
the payers are ready to pass (and are really passing) to
direct contacts, excluding intermediate links presenting
atavisms of paper-based technologies. The operators and
the banks now may occupy their adequate place in the new
technology, performing the financial part of the proce-
dure, peculiar to them in the most advanced form — elec-
tronic one.

Try and recall the way it all started — with banal man-
served payments receiving points situated at supermar-
kets, petrol stations, hotels, resiaurants, nigh clubs, mobile
communications salons, and the Iike places crowded with
people and occupying substantial area. Today the list of
the payments being acquired echieved 80 points, and a lot
of mobile operators and banks arrived to the decision 1t is
the time to decrease the human factor participation and
change for the automatic self-service systems. Aims and
components of the task are: to decrease the

omepanHi ¥ HaKAGAHBIX DACXOAOB; DaCLIHDEHHe
CeTH TOYEK IIpHeMa NAaTeXeH; TOCTPOeHHE HHpOD-
MAIMOHHBIX CBA3€d C OCHOBHBIMH [OAyYaTeAIMH
nAaTeXeH; aBTOMATH3a[Hs (POPMUPOBAHHUA CIETOB
M [AATeXHBIX AOKYMEHTOB, T.€. IIePEXOA K JAeK-
TPOHHOMY AOKYMEHTO000poTY. V, Kak Mbl BUAUM,
9TO UM YAAAOCh, Ha PBIHKe CTAAH OSBASTECS CHa- '
Yard OAHKOMATBI, KOTOPbIe HAPAAY C OepauHiMU
10 TA&CTHKOBBIM KaPTaM CTaAH IPOBOAHTH U Oe3Ha-
AMYHBIe TAQTEXH, MepBEIMH OBIAH, KOHEYHO Ke,
IAQTEKH 3@ YCAYTH COTOBOH CBA3H, CO BpeMeHeM B
HEeKOTOPBEIX OaHKOMAaTax MOSBUACS NPHEM [IAaTe-
JKeH 3@ KOMMYHAABHBIE YCAYTH. 3a HHUMH ITOSIBH-
AHCB CIPABOYHBIC KHOCKH HA BOK3aAdX, PEKAaMHO-
HH(POPMaHOHHbIE, TOPTOBBIE KHOCKH U T.1I1.

MbI HoAee TOAPOGHO OCTAHOBUMCA Ha KHOCKAX
CaMOOOCAYKMBaHHAS 10  HpUEMY  [AATeXed
(KCTIT1). HackoAbKo U3BeCTHO, B Poccuu mosiBae-
are neppbix KCIIIT 3aperncTpupoBaHo B AATal-
CKOM Kpae, BHEADATh HX HAYHHAAQ HAATEXHAS CH-
crema «l'opop» (www.kvartplata.ru). 3to 6b1AH OTe-
YECTBEHHbBIE KHOCKH ANT «[TPUM»

KCOM «Avior Uni»
«Avior Uni» SSPK

cost of payment operations and overheads; to
widen the net of payment acquisition; to build
. the information connections with the principal
payment acceptors; to introduce automation
into the forming or the bills and payment doc-
uments, which me-ns pass to electronic docu-
mentation exchange. And, as we can see
today, they were successful. first the market
witnessed emerging of ATMs that were able to
conduct both the plastic card and cashless
operations; the firct were, of course, the pay-
ments for mobile services, then some ATMs
started to get communal payments. After them
came information kiosks at the stations,
ads&information kiosks, vending kiosks etc.
We'll treat the self-service payment kiosks
(SSPK) in more detail. As far as we know, the
first in Russia SSP:{s emerged in Altay region;
they were installed by the “Gorod” (“City")
payment system ‘'www.kvarlplata.ru). These
were home-manuiactured kiosks APT PRIM
(www.prim.ru) They were not able fo work

(www.prim.ru), Torpa elijé He HMEBLIHE BO3MOKHO-

ctH paboTe yepe3 HHTepHeT; oy paborard B pexume off-line, Ha-
KaIIAWBaA HHQOPMALHIO HAa BCTPOEHHBIH HOCHTEAb, HOCAE YeTo B
KoHIe paboyero A He 063 HOMOIIH YeAOBEKa ITy HHQOPMALHIO
HPUXOAMAOCH OTIPABAATE BPYYHYIO Ha cepBep OaHka. Ho yxe B
ToM Xe 1999 roay uM Ha cMeHy IpuIAH 60Aee YCOBEPIIEHCTBO-
BaHHBIe MOACAH KHOCKOB; B HHX IOSBHAHCH DaAHOMOAEMBI H
GPRS-npreMHHKH, YTO I03BOAAET paboTaTh on-line, W mAATEKH

through the web, so they worked off-line, col-
lecting information at the built-in carrier and sending it
manually at the end of the worling day to the bank server.
A little later, at the same yeer 1999, more advanced models
came to replace them. These newcomers were equipped
with radio modems and GPRS receivers, allowing them to
work on-line, so the payments could arrive to the addressee
within 4 seconds. The SSPK iiteiface became maximally
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CTaAH AOXOAHTH AO aApecara B Tevemme 4 cekyHp. HHTepertic
KCIIT makcumanrbHo ynpocruaca. Tponspoactsom KCIIIT 3amn-
MAIOTCH KaK eBponeHckue KomuaHuu, Takue Kak NCR, Lipman,
Avior Uni, Wincor, tak u oteyectBennsie; AIIT «[TPUM» (o KoTo-
poH yxe ropopuroch Brie), «CmaprKapr-Cepuc», «OCMII»
(Obvepunénunas Cucrema MomeHTaAbHbIX [TaaTexer).

I1pu B3rasae Ha cospemennniit KCIIIT B mepByro ouepeAb IpH-
BAEKAET BHHMAHHe BAHAAAO3AUIHTHBIE CEHCOPHDIH 9KpaH oT 10 A0
20 proriMoB. MarepHaa KopIyca: yTAePOAUCTaA CTaAb, MAACTHK U
AEDEBO, aATOMUHHT, HepXaBerouasd CTaAb. VIcmoAHeHne: HalloAb-

simple. Today SSPKs are manufactured both by European
companies, like NCR, Lipman, Avior Uni, and the home
ones: the above-mentioned APT PRIM, Smart Card
Service, OSMP {Russian abbreviation for United System Of
Momentary Payments).

Looking at a modern SSPK, your attention is attracted
first by the vandal-proof touch-screen 10-20 inches in size.
The housing materials include carbon steel, plastics,
wood, aluminum and stainless steel. Their design con-
struction can be of the floor-, wall- or table-mounted type,

HOe, HacTeHHoe, installed
HACTOABHOE B either out-
YAHYHOM BapHaH- B doors  or
Te AHbO ¢ ycra- indoors.
HOBKOH B TIOMe- D e Besides the
mennn.  Kpome d touch -
CEHCODHOTO 39K- | ** P ""5@ — screen
pasa KCIIIT kom- &l oy | =10 | SSPK are
HAEKTYIOTCA 1PO- T equipped
YuM  HEeOBXOAH- S - with other
MbIM  Hepucpe- - necessary
DHHHBIM 000pY- periphery
AOBAHHEM: KyTIO- devices: bill
POIIpHEMHHUKOM, acceptor,
TEePpMOLOPHUHTE- g thermo -
pOM, KapTpHae- S printer,
POM (CYUHTHIBATE- card reader,
AEM  IIAQCTHKO- MpuHuynnuansHas cxema yctpovictea KCI1M keyboard,
BEIX KapT), KAa- General layout of SSPK processor
BHATYpOH, IIpO- system.

[eCCOPHOH cucreMoH. baaroaaps TakoH KOMITAeKTal[HH, TEPMHHAA
ABMIETCA AOCTATOYHO YHHBEDCAABHBIM KHOCKOM. [TOSBHAHCEH Ije-
ABIEe MOAEABHEIe AMHHH DAa3HOBHAHOCTeH, MPEBOCXOASIHX OAHa
APYTYIO 3prOHOMHYHOCTBIO AU3AUHA, YCTOHYUBOCTHIO IIDOTHB BAH-
AQAOB, YAOOCTBOM B OOCAYKHBaHHH, HAAHYHEM BUACOPETHCTPATO-
POB A CHCTeMbl BUACOHAOAIOACHHS U ADYTHMH OCOOEHHOCTSIMH.

Paccmotpum, kak ycrpoen repmuHaa Ha npumepe KCIIIT kou-
nauuy «Avior Univ. OH OCHaIIJeH CaMbIM AYYIINM MepUhepHIHEIM
000pyAOBaHHEM OT BEAYIIHX MHPOBKIX IPOH3BOAHTEACH, KOTOpOE
HaAeKHO CKDBITO B IPOYHOM CTAABHOM KOPIYce. YHHBEPCAABHOCTD
«Avior Uni» pacuiupsieT BO3MOXHOCTH HCIIOAB30BAHHS 3TOTO KHO-
cKa. Aonoansas 6a30BYI0 KOH(HUIYPAILHIO KHOCKA Da3AHYHBIMY YCT-
DOHCTBAMH M MOAHHUIIUDPYS ee, MOKHO HOAYYaTh KHOCKH Pa3AHy-
HOTO Ha3HAYeHHs, OT aBTOMATa AN IPOAXH OHAETOB ¥ OAHKOMATa
AO ITyAbTa YIIDABACHHA 3aKa3aMH B DeCTOPAHE.

Kax Buano u3 cxemsr, KCIIIT npeacTaBasier co60¥ KOMIbIO-
Tep, K KOTOPOMY IIOAKAIOYAIOTCA BCe MepHpepHIHbIe yCTPOUCT-
Ba: KyIFOPOIPHEMHHK, KapTPHAEP, CEHCOPHLIH JKPaH, KAQBHATY-
pa, npuHTep, pajuomoseM. Ho 310 Bce 6bIA0 OBl OECTOAE3HBIM
xXere3oM 0e3 CIejHaAM3HPOBAHHON MPOrpaMMbl — MAATEKHOH
cucreMbl’. OOpabOTKa AGHHBIX — CaMBIH BAXHBIH 3Tal paboTEHl
KCIII. Ectb ABa BapuanTa: Moxno Kynurs KCIIII, 3akAioquTh
HAIPAMYIO AOTOBOP C IPOBAHAEPOM (HallpuMep, COTOBOH CBS3H),

Thanks to this set, the terminal is usually a very versatile
kiosk. There are several model lines of them differing in
ergonoming aspect, vandal-proofness, ease of handling,
presence of videoregistration and other peculiarities.

As an example, let us examine a terminal manufac-
tured by Avior Uni company. It is equipped by the best
peripheral equipment from the leading world manufac-
turers, that is reliably hidden within the strong steel cas-
ing. The versatile design widen the multipurpose charac-
teristics of the kiosks. Complementing its basic configu-
ration with varios devices and modifying it one can get
kiosks of different duty, from a ticket-selling machine and
an ATM to a panel controlling orders at a restaurant.

As is seen from the diagram SSPK is basically a com-
puter to which all the peripheral devices has been
switched: bill-acceptor, card-reader, touch-screen, key-
board, printer, radio modem. But all that would be a heap
of useless iron without a special program — the payment
system.” Data processing is the most important stage in the
work of an SSPK. There are two main approaches possible.
Firstly, you may buy SSPK, conclude a direct contract with
the provider (for example, a mobile communications com-
pany), then hire programmers, who will write a special

" He caeAyer nyTaTe AByX 3HAY€HHH TepMUHA «IIAQTEKHAS CUCTe-
ma».! 1. BcTpoeHHOe yCTPOHCTBO AAS IPHEMa A€Her, JKeTOHOB, KapT
H IIp. B OOMEH Ha TOBap HAH YCAYTY, IIPDEAOCTABAIEMbIEe aBTOMATOM;
2. CucreMa AHCTAaHIJHOHHOIO B3aHMOpacyeTa ¢ KOMIIAHUEH, IPEAO-
cTaBASIOIIeH YCAYTY. — [IpuMm. pea,.
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* One shouldn't confuse the two meanings of expression "pay-
ment system”: 1. A built-in device accepting money, tokens,
cards and the like in exchange for the goods or services grant-
ed by the automatic machine. 2. System of distant mutual pay-
ments with the company supplying the service. — Ed.



HaHATH [IPOrPaMMHCTOB, KOTOPBIE HAIULIYT CHELHAABHYIO HPO-
rpamMmy AAT IPIMOTO B3aUMOAEHCTBHS C CEPBEPOM COTOBOTO IPO-
BayiAepa, MAM MOKHO HOHTH IO Ooaee 1poctoMmy nyTH. Ha peIHKe
MOABHAOCH ~ MHOIO

program for direct interaction with the server of yorr
mobile provider.

Or, secondly, you may go an easier way. There
- - —, emerged a lot of

KOMOAHUH (¥ mAa-
TEXXHBIX CHCTEM), Ha-
npumep, CiberPlat Haknnii GROK OXBaTLBaey Cany
(W‘WW Ciberp]at Iu} ARCIPAMMHO ANNAPATHYIO MECTL CHCTeMbY
. . i

Unikass a (—-Cucrema X-Piat
(www.unikassa.ru), j i
XI—Piat (nggé O,
p at.ru ) ! E
[W ww.u fS . ru ) ’ NpousccopHbil uentp X-Plat
0O c M I

~

Dbl companies (and
HAXORRTCR Tk Tprela payment systems)

at the market, e.g.
—lurep CiberPlat

(www.ciberplat.ru),
= ) Unikassa

Touia nprena (www.tirikassa.ru),

X-plat (www.x-

plat.ru), UFS
vaanﬁweua (WWW ufs_]'u),

(www.osmp.ru) u O S M P

MHOrHe Apyrue, Ko- (www.osmp.ru) and

TOpEIE  MPEAAATAlOT | N J others who suggest

CBOH YCAYTH B IOA- - CLI Myrsanekoe . their services aimed
o spemst 33 1 X

HOH aBTOMAaTH3alHH #oTopos ' at full automatiza-
5 CCYECTBARBTCA KOHKPATHS I . .

MOAOOHEIX — TOYEK. L nnaTex i AeKbT /A wertose tion of such poinrts.
METADOH APWXOANT HA CveT A6 KOTOPHIA XOMET ;

OTH KOMIIAaHHH HMe- aés::mj.ad O/ﬂw\ocymwwm These companies
. nRarex, vepes .

0T AOTOBOpa C MHO- szt of acremyX-Pat | have contracts with

I
JKeCTBOM IpOBakAe- % ] ot 70 numerous
= ) .

POB KaK (pepeparb- Apyrae nposaingpel yomyr corTeoTCIBEHHO providers, from fed-

YBANUYMBaBTCA It . ]

HBIX, TaK H DErwo- eral to regional,

HAABHBIX, HAYMHAs P N including mobile

OT COTOBOH CBSI3H, g meTCR Pt communications,

T'AW, KOMMyHaAb-

d)yHKLlMOHaﬂbHaﬂ cxema cucTemMbt

road police, com-

HbIX HAQTEXeH U 3a- Functional pattern of the system munal payments,

KaHYMBAA KPEAHT-
HBIMH OpPraHU3a[HAMY (TOrallleHHe KPeAuToB). KpoMe moakarove-
HHA K [AQTEXHOH CHCTeMe, MHOTHE KOMIAHHH IPOAAIOT H COOCT-
BEHHO NAGTeXHbIe KHOCKH, YT0 I03BOASIET OCYL[ECTBHTh YCTAHOBKY
KCIII «110A KAKOY» B IPEACAGX OAHOH KOMIAHUH.

Cxema pabOTEI HAQT€XHOH CHCTEMEl V BCEX
KOMIAHUH IOYTH OAMHAKOBA, PACCMOTDHM AAS
npuMepa cxeMy paboThl TAATeKHOH CHCTEMEI X-
Plat. Korpaa Bri cranoButech puaepom X-Plat, Ha
Bam KCIIIT ycraHaBAMBAETCS MPOrpaMMHOE
obecrieyeHye, KOTOpoe N0 CIeHaAbHBIM MPOTO-
KOAGM (HAIMCAHHBIX CHENHAABHO AAT AGHHOTO
TePMHHAAQ) epeAGeT AAHHBIEe Yepe3 HHTePHET B
cucremy X-Plat, Ha ceppep. [IpOTOKOABI rapaHTH-
DYIOT HOAHYIO KOH(UACHIIHAABHOCTD HepeAaBae-
MOH HHOPMALHHY.

B cxopom Bpemenu, ecau nporpecc OyAeT BATH
TAKMMH [IaraMy, MOMEHTAABHEIC ITAQTEXH MOX-
HO OyAer OnAQuiBaTh, HE BHIXOAT HA YAHLY, Ha-
npuMep Yepe3 TeAeBH30p (KabeabHOe TeAeBHAe-

credit institutions
(repayment of credits). In addition to connecting up to
the payment systems, many companies are selling pay-
ment kiosks, allowing for turn-key SSPK installation
within a single company.

Pattern of work of the payment system
is nearly the same for different compa-
nies. Let's consider the scheme used by
X-Plat payment systems. When you
become an X-Plat dealer, your SSPK is
equipped with software that transfers the
data to the X-Plat server, using specia!
protocols written specially for the termi-
nal and securing the privacy of informa-
tion. In the near future, if the progress
marches with the same speed, it will be
possible to make instant payments jusi
sitting at home, using your TV set (now
nearly everybody has cable TV). Today

Ha Kakue KHOMKY Hl HAXMY, the owners of bank accounts and web

HHe yXKe eCTh OYTH y Bcex). CeroAHs BAGACABIEL  gmecTo kBuTaHuun 3a Tenepor  USErs can make payments using their PC.
OaHKOBCKMX CYeTOB H MOAb30Barers VHTepHeTa 1071y4at0 HurcChi. One more aspect is the price of the serv-

MOIYT yXe IIPOM3BOAUTH IIAQTEKH, HCIIOAB3YA
COOCTBEHHBIH KoMIbioTep. Eé OAHH acliekT —
3T0 CTOMMOCTD yCAYTH. CeropHs y IpaxaaH I1o-
SIBUACS BEIOOD: CTOATH B OYEPEAAX Ha IIOYTAX,
OaHKax MAH ITOHTH B OAMUKQHILKI CyIlepMapKeT H 3aIAaTHTh 3@ KBap-
ripy yepes KCIIII, Ho ponaaThB 3@ ycAyrH ot 0,5% Ao 5% (B 3aBucu-
moctH ot onepanuy). Koneunsli Beibop — 3a Bamm.

Whichever buttons I press, each
time I get chips instead of -
phone payment receipts.

ice. Now the people face the choice: they
may either spend the time standing in
lines at post offices and banks, or go to
the nearest supermarket and pay for their
flat practically instantly, using SSPK, but paying addi-
tionally for the service from 0.5 up to 5% (depending on
the operation). The final choice is yours.

VENDING BUSINESS, 2006/#5
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JCM, oaHa u3 BEAYLIHX MHPOBEBIX KOMIIAHHH,
IPOHU3BOAAIIMX 0O0OpyAOBaHHE AAS pabOTEI C Ha-

AHYHOCTEIO, OTMEeYaeT pacTyI[HH
HHTEpEeC HHAYCTPHH BEHAHHTAa K
THOKHM IIAAT€XXHBIM CHCTEMAaM.
Kak orTmeyaer BHI[e-IPE3HAEHT
JCM Germany, r-0 benu Mortrec,
«HaNI ONbBIT padoThl HA& POCCHE-
CKOM DEIHKE CBHAETEABCTBYET, UTO
KAHEHTBI HYXAAQFOTCS B IIepCOHa-
AH3HPOBAHHBIX pEHIeHUSIX B coYe-
T@HHH C XOPOUIUM CEpPBHCOMY,
Hmenno nosromy JCM pazpabora-
Ad HOBBIE MOAEAH OAHKHOTOIIPHEM-
HHUKOB cepuu DBV-300, BHOBE pac-
PSS aCCOPTHMEHT CBOEH Mpo-
AYKIOHH, IPEACTaBAEHHOM B OTpac-
AH. BO3BMOXHOCTB HCIOAB30BAHHSA
DBV B wucnoaHeHum ‘“stacker-
down" ("yrKAaAKa BHH3") I03BOAS-
€T IPOH3BOAUTEASIM 0OOpPYAOBa-
HHS IPOSBAATE OOAbIIE T'HOKOCTH

1Ipu KOMIOHOBKe. Hanmpumep, HHOrAa MOAYAL DBV
C KacceTou aAnd OaHKHOT CHHU3Y Aerde BIIHChIBAETCS

B 33AaHHBIe rabapHThI, YeM CTaHAapT-
HBIM BAPHAHT C KaCCeToH cBepxy. Apy-
o HOBBIH MOAYAL DBV, Taxk Ha3rnIBae-
MpId Snack Mask, umeer ocobo naoc-
KYIO IEePEAHFOI0 MTOC3AOYHYIO NHOBepX-
HOCTB, 9YTO 0OAerdyaeT BCTPauBaHHUE ero
B Y3KHe 3a30phl BHyTpH aBromara. C
YYEeTOM pacTyler MOonyAIpPHOCTH aBTO-
MaToB ¢ npuemMoM 6auKHOT, JCM npea-
Aaraer KAHEHTaM KaCCeThl YBEeAHYeH-
HoU eMKkocTH (A0 1000 kymrop). Tem ca-
MBIM CYIHJEeCTBEHHO COKpPAIAroTCA TPY-
A03aTpaThsl OIIepaTopoB, AeAasl BEIEMKY
Kynop 6boaee peakor. Kpome Toro,
DBV MoryT HCIIOAB30BaTbCS BMECTe C
orokom BosBpaTta RC-10 B cocTaBe KOM-
IIAEKCHOH HAQTEeKHOH CUCTEeMbI, TO3BO-
ASIIOL[ed aBTOMATy BBIAABATH CAady
OaHKHOTaMH.

«Pasymeercs, Hama cepusa DBV-300 6yaer npea-
CTABAEHA B OKTIOpe Ha Hapu>XCKOH BbICTaBKe DA
Vending Expo», — roBopur meHeAsxep JCM mo
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JCM, one of the world's leading companies in
cash handling solutions, is reporting an increasing
demand for flexible money han-
dling in the vending industry. "Our
good experience on the Russian
market shows that customers are in
need of personalized solutions
combined with a good service”,
states JCM Germany Vice-
President Bepi Mottes.

That is why JCM developed new
modules for the DBV-300 Series,
one of the various JCM bill accep-
tors used in the industry. The pos-

: sibility to use our DBV as stacker

' down version opens up new instal-
lation flexibility for the manufac-
turers. If the host machine does not
offer enough space for the integra-
tion of a standard DBV with a
stacker-up cashbox, the manufac-
turer can take the stacker-down
module. Another new module for DBV is the so
called "Snack Mask", an extra flat faceplate which

AHgpeac XunbgebpaHT
MeHeAXep no npogaxam,
JCM Germany GmbH

Andreas Hildebr nedt
sales manager
JCM Germany GmbH

has been designed for small spaces
inside of vending machines. Because of
the increased use of banknotes on vend-
ing machines JCM also offers the possi-
bility to integrate a bigger cashbox,
which is able to contain up to 1000 ban-
knotes. This module reduces the opera-
tors' maintenance costs for emptying
' the cashboxes in the machines dramati-
cally. The DBV can also be used as a
complete cash handling system: togeth-
er with the Recycling Unit RC-10 the
machine is able to give back change in
banknotes.

J "Of course, our DBV-300 Series will
be presented on the DA Vending Expo
in Octcrer in Paris” says JCM Sales
Manager for industrial applications

brokx DBV-300
DBV-300 unit

Andreas Hildebrandt, “we will also pres-
ent our newest bill acceptor: TAIKO". The TAIKO is
an industry premiere: with its innovative drum tech-
nology any fishing attempt will be useless. An auto-



IIPOAAXAM IMPOMBILIIAEHHBIX KOMIIAEKTYIOIIMX AHApeac
XUABACOPAHAT, «TA€ MBI TRKJKE MOKa)XeM Halll HOBeHITHH
oanaxkaOTOIpHEeMHUK TAIKO». TAIKO — 3710 npemnepa
HOBOH CepHIHOM INPOAYKIHH, ee bapabaHHasd KOHCTPYK-
ug aOCOAIOTHO HCKAFOYaeT 0OpaTHOe BEITACKHBAHHUE KY-
MFOp, Tak Ha3bliBaeMbH fishing ("peIOHYIO AOBARO"). Mexa-
HH3M aBTOBO3BpATa 3a0paKOBAHHBIX OaHKHOT H HOBEH-
e ceHcopsl JCM rapaHTHPYIOT BBICOKYFO 3(heKTuB-
HOCTh pacrno3HaBaHHA. TAIKO MoXeT HHTerpHpOBAaThCST

retry mechanism of rejected banknotes and
the latest JCM sensor technology provide
high validation security. TAIKO can be inte-
grated into a wide range of applications
because of the dip switch selectable inter-
faces and its small size. “"We are very proud
of this new development and we are con-
vinced that TAIKO will be established very
well on the market” states Andreas
Hildebrandt, “the

B caMmble pa3HOo0OPA3HBIE CHCTEMBI
bAaropapst KOMIaKTHOCTH U IITUPO-
KOMY BhIOOPY HHTep@eHCOB. «MEI
OYeHb IOPAUMCS 3TOH HOBOH pas-
paboTkon u yBepeHsl, yro TAIKO
3adMeT 3acCAy>KeHHOe MecTO Ha
PBIHKE», — yTBepXKAaer AHApeac
XuapaeOpaHaT. «Ha crerae JCM
Ha DA Vending Expo B [lapmxe i
TAIKO ©Oyaer HpPeACTaBA€H CO
BCeH HOAHOTOHM, M HOCETHTEeAHU
CMOTIYT MOAYYHUTE MTOAPOOHYIO HH-
opmaIHro Kax 00 3TOM YCTPOHCT-
Be, TaK H O ADYTOH HPOAYKIIHH
JCM».

OneIT, KOTOPBIH Kommauwusg JCM

baukHoTonpuemank TAIKO
TAIKO bill acceptor

JCM booth on the
DA Vending Expo in
- Paris will present
| TAIKO with all its

features, so that visi-
, tors can get detailed
| information about it
and about all the
, other JCM products
B as well.”

The good experi-
ence which JCM
made on vending
exhibitions like
FU'Vend in Cologne

npuobpera Ha BBICTABKaxX IO BEH-

AuHTY Eu'Vend B KeapHe u BeHAUTAAHS, CBUAETEABCTBY-
I0T 0 pacTryujeM HHTepece K OaHKHOoTonpueMHukam. Ole-
Pparopsl H IPOU3BOAHTEAU 0O0OPYAOBAHHA OCO3HAIOT, YTO
OHM CMOTYT OOAbIIIe 3apabaThIBATh HA CBOMX MAUIHMHAX,
OCHACTUB HX OAHKHOTONPHEMHHKaMHU. K 9TOMYy BEBIBOAY
IOPHUXOASIT U Te, KTO nocenjaet cTeHAB JCM.

or VendlItalia shows
that the interest in bill validators is growing.
Operators and manufacturers realize that
they can achieve more turnover on their
machines if they integrate bill acceptors.
Visitors on the JCM booths confirm this con-
clusion ever more.

Aemomambi 015t Ipodaxu WMy4HbsIX Moeapos
Fapanmus, cepsuc, obyyeHue
= =~ [llnamexH~ie curmemsb!

112250, Mockea, KpacHokasapmerHsill npoe3sd, 0.1, oguc 602,
Ten. 361-9557, 361-9799, ¢hakc 361-9924
www.formtrade.ru, e-mail:info@formtrade.ru
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I'lpeacraBagem Bam HOBOe Arsi POCCuY HAIIPaBAe-
HHe BEHAHHTa — TOpProBAsS caHABmYyamu «CHTH-
AaH4», pacpacoBaHHBIMH B THTHEHHYHYIO H ITPOY-
HYFO IAACTHKOBYIO VIIAKOBKY.

CaHpaBuy «CHTH-AAHY» IPEACTABAIET COGOH
OBICTPO YTOASIOIIHE YYBCTBO FOAOAQ TPEXCAOHHEIH
OyTepObpoA, C YeTHIPEMSI PA3HOBHAHOCTSIMH CAOXK-
HOH H NHTATeABHOH HAYMHKH C YHHKAABHBIM BKY-
coM. B coctaB HAaUMHKH BXOASIT CBEXHE AHCTHS
canata, MapHHOBAHHBII Orypel], COycC, TOAYEPKHUBA-
FOITHH BKYC OCHOBHOI'O 3A€MEHTa HAYUHKH: BETYH-
Hbl, KapOOHAaAa, BApeHO-KOIIYeHOH KOAOACHI HAH
caabocoreHoro Aococs. [ToMHMO CBOHX IHTATEAB-
HBIX CBOHMCTB, caHABHY «CHUTH-AaHY» UMEeT HpH-
BAGKATEABHBIH H AHIIeTHTHBIY BHENIHHM 00pa3 u
CTHABHYIO YIIAKOBKY. bAaaroaaps yAOOHOH Mpo3pay-
HOH yHakKOBKe BCe HHIPEAHEHTHI XOPOIIO BHAHBI
norpebuTeAro. YHNAaKOBKA XOpPOHIO HEPEHOCHT
3arpy3Ky B @BTOMAT, & TAK)K€ BBITDY3KY H3 aBTOMa-
Ta K NOTPEOUTEAIO.

HeAoBeK, NoNpoOOBaBUIUN OAMH U3 YEeThIPEX BU-
AOB caHaBHYa «CurH-NAaHY», OOBIYHO [POSIBASIET
HHTEpEeC U K OCTAABHBIM €ro Pa3HOBUAHOCTSIM, CTa-
HOBSICh BIIOCAEACTBUHM [OCTOSHHBIM IOTpebuTeAeM
IIPOAYKTA.

H3zaeane moAp3yeTcsd HOBBIIIEHHBIM CIHPOCOM B
CBSI3U C T@PMOHHUYHBIM COYETaHUEM TaKHX ITapaMe-

TR I

¢ HAI M

., g> 1110
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TPOB, K@K MHTATEABHOCTH, BKYC, BHEIIHHH BHA U
VaA0bHag ynakoBka. OcCO6eHHO CaHABHY MOMYASIPEH
B O(pHCaAxX, CPEAH COTPYAHHKOB, IDEATOYUTAIONIHX
HOAKDEIIAITHCA, HE OTXOAS OT CBOUX KOMIIBIOTEPOB.
Kpome toro, caupauy «CurTH-/AaHY» He3aMeHHM
AMT AFOAEH, paboTarolIUX B BeYepHee 1 HOYHOE Bpe-
M#, KOT'AQ 33KDBITEI Oy(eThl B aAMHHHACTPATHBHBIX
H OQHCHBIX 3AQHUSIX.

Hsperne npeasrHa3sHaueHO TOABKO AAST @BTOMATOB
C CHCTEMOH OXAaXKAeHHS. CpOK pearn3alnd IpH
TeMIeparype xpanenus or 0 Ao +6 °C cocraBager
724aca. Ho 0OBI4YHO ero cBeXXecTb rapaHTHPYyeTCA
E€KEAHEBHOH AOCTaBKOH. B arobom caydae, ecaH
IPOAYKT HE DEAAM30BaH B CPOK, KOMIAHHUSA-IIPOH3-
BOAHUTEAL 00eCIIeYHBAEeT ero 3aMeHY CBEeXHM.

CaHABHYH MOTYT NPOAA@BATHECHI U3 aBTOMATOB, 3a-
I'PDYXXEHHBIX OAHOBDPEMEHHO ADYTHMH TOBAapaMmd,
HAIpHMep, HANHUTKaMH. BeHAHWHrosad IpoAaxa
cadaBuda «CHTH-AGHY»  YBEAHYHBACT DPEAAH3a-
A0 H TOPAYUX HAOHTKOB — IIPH HAAHYHH PAAOM
COOTBETCTBYIOIero aBTOMara.

B HacToAINI MOMEHT, B CBA3H C PacTyIeH IOy -
ASIDHOCTBIO TIPOAYKTA, CIPOC Ha HEro HpEeBBIHaeT
IPEANOKEHNE, OAHAKO KOMIIAd A - [IPOU3BOAUTEAD
OO0 «Macrep-Kaacc» Termao BCTpedaeT HOBBIX
IIapTHEPOB AAS YCIIeIIHOTO M B3aUMOBBITOAHOIO CO-
TPYAHHYIECTBA.



Hpuna Kypabuesa, mapkeroror, komnauusg Metallux (Mockaa)

{Oxonvanue. Havaro cm. B #4.)

Hccreposarerscknil xorpuar ROMIR Monitoring npeacTaBya
AGHHbIe 0 AHAAH3Y TOTPeOUTeABCKOrO OTHOIIEHHS K HCIIOAB30Ba-
HHUIO YCAYT TAQTEXHEIX TepMUHAAOB ([1T).

Pe3yAbTaThl HCCAGAGBAHHNS BEIABHAN BEICOKYIO CTENEHD JAOBAETBO-
PeHHOCTH KAHEHTOB H BOCTPeGOBAHHOCTD HMH HOBBIX BUAOB YCAYT.

Xoapnar ROMIR Monitoring omy0OAHKOBaA AGHHBIE, TOAyYECH-
HbIe B XOA€ OHAANHH-OMHHOYCa, IPOBEAECHHOTO B (eBpare 2006 T.

Irina Kourabtzeva, marketologist, Metallux Co. (Moscow}
(The end. Started in #4.)

ROMIR Monitoring holding has presented the data ana-
lyzing the attitude of the consumers to the usage of PT
services. The results of the research discovered a great
degree of the clients satisfaction and interest for the new
kinds of service.

The holding published the data acquired in its online-
omnibus performed in February 2006. 1370 active Internet

Bonpoce npunaiu ydactue 1370
AKTHBHBIX IOAB30BaTEACH IHTEpHET
B Bo3pacre ot 18 Aer u crapiie, 3aX0-
atmux B Ceth Kak MHHUMYM pas3
mecs1. PecrioHaeHTaM OBIA 3aAaH

MoGunbtan ooz |
Mobile communications

MononHeHne BaHKOBCKOrO CYeTa Yepes
nnacTukosyo kapTy/Filling bank account

Wnrepuet
Internet

OnnaTa kKOMMyHaIbHbBIX YCRyT

PAA BOIPOCOB, HIO3BOAAROITHX Communal services

. Onnara crauvonapHoro Tenedona |
BBISIBATE OTHOIIIGHHA [IOAB30BATEACH Stationary phone "
K yCAYTaM, IPEACCTABASIEMBIM Yepe3 0

MAGTEXKHBIE TEDMHHAAEL,

Ha Bompoc 0 HCIOAB30BaHNH Y-
Ayramu [1T yTBEpAHTEABHO OTBETHAH
ABE TPETH OIIPOLICHHKIX (65%), 0TpH-

Puc. 2

e ey e e

PacripefneneHue pecnoHAEHTOB M0 BUAAM ONAaThl 4epes
NJIaTeXHblE€ CUCTEMBI
Respondents’ distribution according to the kinds
of payments

clients from 18 and older
a1 took part in the event, enter-
| ‘ ing the WEB at least once a
| month. The respondents
were addressed with a num-
ber of questions making it
possible to reveal the attitude
of the users to the services
supplied by PT.

Being asked about their
use of PT services nearly two
thirds of the respondents

20 40 80 80 100

Fig. 2

nareabHo 35%. Ilpu arom nporeHt
YTBEDAHTEABHBIX OTBETOB OBIA HECKOABKO BbiIle 10 I Mockse.
Ilo rerpepHOMY TIpH3HAKY KOAHYCCTBO MOAL30BATEAEH pACIpeje-
AMAOCH B PABHOH CTeneHH. [10 BO3DACTHOMY MPH3HAKY MPOLEHT
ucnoap3oBanns [T Obla BEIIE B 60Ae MOAOAOH IPYHIE DECloH-
AenroB. Cpepn 18-24 AeTHHX y9aCTHUKOB OIpoca — 68% H0AB30Ba-
Auch [T, ctapie 45 AeT — 58%. Pe3yAbTaTEl HCCAEAOBAHUA TAKKe
TOKa3aAH, UTO YeM BHILIE AOXOA DECIOHACHTOB, TeM OOABIIE CPEAr
HHX oAb30BareAet [1T: B HU3KOAOXOAHOH rpymie — 61%, B BEICO-
KOAOXOAHOH — 74%.

Pecrioraentam, KoTopslie OAB3YIOTCA yeayramu ITT, OvIA 3aAaH
BOHPOC:

AAS OIAGTBI KAKUX YCAYT BBl ToAB3YeTech TepmuHaramu? (%)

PesyapTaTsl IpeACTaBAECHBI Ha Ipaguke puc. 2, (CyMMa OTBETOB
npeseimaer 100%, MOCKOABKY DECHOHAEHTEI MOTAM YKa3arh He-
CKOABKO BapHAHTOB OTBETa).

Hcxops u3 noAydeHHbBIX AQHHEBIX BUAHO, YTO aDCOAIOTHOE AHAED-
CTBO ITO YPOBHIO BOCTPEOOBAHHOCTH CDEAH TPEAAOKEHHBIX YCAYT
3aHUMaAET OIIAATa MOOHABHOH CBA3H (91% pecliOHAEHTOB). JTO CBS-
33HO ¢ HaHOOABIIEH PaclpOCTPAHEHHOCTBIO AQHHOTO BHAQ YCAYT
cpean Haceaenus. TpeTh pecrioHAeHTOB (31%) OTMETHAH HCIIOAB30-
Bague [IT prq DOMOAHEHHS DAHKOBCKOTO CYETa Yepe3 MAACTHKO-
BYIO KapTy H 27% — AAA OIIAQTHI AOCTYMa B MHTepHET. CACAYET OT-
MEeTHTh, YTO OIAATa KOMMYHAABHBIX YCAYT (10%) u craiuoHapHOro

(65%) gave the positive
answer, 35% responded negatively. The share of positive
answers was slightly higher in Moscow. According to the
gender the number of users was practically equal in the
two categories. As for the age, the share of the PT users was
higher in the younger group. Among the people 18-24
years old the share of PT users was 68%, among those older
than 45-58%. The poll results have also shown that the
higher income of the questioned is, the more PT users they
include: in the low-income group the share was 61%, in the
high-income — 74%.

The respondents using the automatic PTs were asked
what kind of services they are paying for?

The results are presented at Figure 2. The sum of the
responses Is more than 100%, because those questioned
might give several kinds of answers.

From the dala presented it can be seen that the service
mostly wanted is the payment “or the mobile communica-
tions (91% of respondents), which is explained by the fact
this kind of service is the mostly observed within the pop-
ulation. About one third {31%) named their use of PT for
filling the bank account throug 1 their plastic card and 27%
— for payment for Internet access. It should be noted, that
the payments for communal services (10%) and for station-

'ENDING BUSINESS, 2006/#5
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TeAehoHa (6%) 0Ka HEAOCTaTOYHO pacnpocTpaHeHa. Ot obujero
KOAMYeCTBA TEPMHHAAOB HA PHIHKE, AHIITE HEOOABIIAA HX 9aCTh MO-
JKeT MPeAOCTaBUTh AQHHYIO YCAYTY.

[lo wacrote uCIoAp30BaHuA yCAYT [T 0TBETH pacpeAeAUAHCh
caeayrouM obpasom (Puc. 3). Kaxasii BTopoH pecioHACHT (48%),
KOTOPHIY OMAGIMBAET MOOMABHYIO cBS3b depe3 I1T, moApsyercs
3TOH YCAYTOH He 60Aee OAHOrO pasa B Mecsn. TpeTs peCIIOHAEHTOB
(36%) onrauuBaroT MOOHABHYIO CBI3b Yepe3 IIT 2-3 pasa B MecsL.
Y10 KacaeTcs ONAATEI ADYTHX YCAYT, A0COAIOTHOE OOABLIMHCTBO OT-
BETOB IPHIITAOCH Ha TEPHOAMYHOCTH He OoAee | pasa B MeCAl]: HH-
TepHET — 77%, KOMMYHAABHEIE YCAYTH — 94%, CTaIl[HOHAPHBIH Te-
Arepon — 95%, momoanenue GaH-

ary telephones (6%) are not widely distributed yet, and
only a small share of PTs present at the market can give
such a service.

By the frequency of using PT, the responces have been
distributed ir the following way (Fig.3). Half of the respon-
dents (48%) using PT to pay for their mobile communica-
tions do not more than once a month, one third (36%) — 2-
3 times. As for the payments for the other services, their
absolute majority refers to the frequency below 1 time per
month: Internet — 77%, communal services — 94%, sta-
tionary telephone — 95%, filling the bank account — 69%.
As for the degree of satis-

1pa3 B HeALMO 1 Yawe
once a week and more often

KOBCKoro cyeta — 69%.

.. 2-3pasa B MecAl
" 2-3times per month
Q1

- 1pa3 B Mecau n pexe
once per month and rarer
95

faction by the quality and

Ilo cremeHH yAOBAETBOPEHHOC- | 100 quantity of PT services, the
TH KaYeCTBOM H KOAHYECTBOM YC- 28 _ answers are distributed as fol-
Ayr, npepocrasasiemsix ITT otserst | g 1= = " —7"" | T C " | lows. The majority (92%)
DECIOHACHTOB — DACIPEACAHAHCH r T answered that they were satis-
CAEAYIOLIHM 00Pa3soM. » ? e - 2 fied to some extent (59% were

BoapumaCcTBO (92%) OTBETHAH, 13 _'_,5 - -4 ﬁ_f 2 - ! more satisfied than not, 33%

YTO B TOH HAH HHOH CTEIIeHH OHH
VAOBAETBODEHHI (59% — cKopee yc-
TPanBaroT, 33% — MOAHOCTBIO YCT-
pansaior). Cpean moropexu 18-24
A€T CTelleHb YAOBAETBODEHHOCTH
kayectsoM ycAyr IIT HecKoABKO
BbIIE, YeM CDEAM DECIIOHAEHTOB
crapme 35 AeT — 94% npotis 85%.

Kak raasuoe npermyujectso [1T

MoBunshas casiab
Whtepret
Internet

Mobile communications

Puc. 3

KommyHanbHbie yenyrv

Pacnpe,qeneuue PecnoHAEeHTOB N0 YaCcTOoTE UCNONb30BAHNUA
YCNyr NAateXxHbiX TEPMUHANCT}
Distribution of respondents according to the frequency of using
payment terminals, %

— fully satisfied). Among the
younger people (18-24 years
old) the share of satisfaction
has been somewhat higher
than among those older than
35 (94% vs. 85%).

As the main advantage of
PT the respondents marked
the speed of payment and

Mononxenve

Communal services
CTauMOHapHbI TeNedoH
Stationary phone
GaHKOBCKOrO CHeTa
Filling bank account

Fig. 3

PECIOHAEHTBI OTMETHAH OBICTPOTY
u orcyTcTBHE 0YepeseHt (67%). Cpesr OCHOBHEIX IPETEH3UH — He-
AOCTATOYHO INHPOKUH IepedyeHs NPEAOCTABAIEMEIX YCAYT (24%), a
TAKXKe 3HAYHTEABHYIO KOMHCCHIO 3a IPOBeAeHHe onepanui (23%).

BbIAr BBIABAGHBI IDHYMHBL, 110 KOTOPHIM YaCTh DECITOHAEHTOB
OTKA3LIBAETCS OT HCIIOAB30BaHHA [1T. Pe3yAbTaTsl 0npoca IpHBe-
A€HBI Ha AHarpamme Hike (Puc.4).

YeTBepTh PeCHOHACHTOB (26%) 0OBACHACT CBOK 0TKA3 HEXeAa-
HHEeM IIAGTHTb KOMHCCHIO 3d IPOBeAeHHe onepanuy. [Ipuyem He-
CKOABKO Yalife, 4eM IT0 BLIOOPKE B IIEAOM, 00 3TOM TOBOPHAH [IPO-
JKuBaromne B Mockse (34%). YaacTHHKH 011poca co CDEAHHM yPOB-
HeM A0X0AQ TaKKe HECKOABKO Yaiije, 9eM BhIOOPKa B IEAOM AQBAAH
TaKOH BapHaHT OTBETA.

Emre 22% onponreHHBIX OTBETHAH, YTO aBTOMATHI PACITOAOKEHET
B HEYAOOHBIX AT HUX MecTax. Kaxabni narent (21%) ckazaa, uto
HHUYero He 3HaeT 00 3TuX TepMHHaAax. M, nakowel], 14% pecroH-
AEHTOB OTBETHAH, UTO He YBEPEHEl B HAACKHOCTH «BHDTYAALHOM»
OITAQTHI YCAYT.

Taxkum 00pa3oM, MOKHO IPOTHO3HPOBATh, YTO M0 MEpe yMeHb-
IIeHHs pa3Mepa KOMHCCHH 3@ TPOBEACHHE OIfepallkil, @ TAkKe yBe-
AMYEHHS KaK KOAMYeCTBa CAMHUX TePMHHAAOB, TaK M NEPEYHS 1pe-
AOCTaBASEMbIX HMH YCAYT, YHCAO MOAB30BATEACH MOJKET DACTH.

3a mocaeAHHe HECKOABKO ACT aKTHBHOE IIDOHHKHOBEHHE YCAYT
MOGHABHOJ CBSI3M 1 OYM Ha DhIHKE ITOTPeOHTEABCKOIO KPeAUTOBa-
HHS IPUBEAH K TOMY, YTO MUAAHOHEI IOTPeOHTeACH UMEIOT T0Tped-
HOCTh eKeMEeCSYHOH OLAQTHI YCAYT.

VENDING BUSINESS, 2006/#5

the absence of queques
(67%). Among the prevailing drawbacks they have men-
tioned the limited choice of the services (24%) and the sub-
stantial commission rate for the operations (23%).

The investigation has also revealed the reasons urging
some respondents to reject PT services. The results are
presented at the diagram, Fig.4.

It can be seen that one fourth of the respondents explain
their negative attitude by the unwillingness to pay com-
mission. And the respondents living in Moscow mentioned
this reason somewhat more often (34%) than the average
numbers. This kind of answer was often more characteris-
tic of the respondents with the middle income. 22% of
those asked said the PT machines are installed in the
places unconvenient for them. One fifth (21%) said they
know nothing about those terminals. And, to end with, 14%
said they are not sure in the reliability of the "virtual pay-
ments” system.

Thus it can be prognosed that as the commission rate
will decrease, and the number of the terminals and the
services they suggest will grow, the number of users will
also grow.

During the last years the active penetration of the serv-
ices of mobile communications and the boom at the market
of consumers' credit caused the necessity of monthly pay-
ments for the services to be felt by millions of clients.



Craputo HachleHud poiaka 1T B MocKBe MOXHO IPOTHO3H-
posars K 2007-2008 rr. Ceriyac elje BO3MOXKeH BbIXOA HOBBIX
xommauuit B cerment [T, Ho mocae 2007 ropa HOBBIM HIPOKaM
CTaHEeT CAOXKHO KOHKYPHDPOBATh C ACHCTBYIOIIMMH CETAMHU.

Ha ceropHAIIHMY A€HB PKO BEIPAKEHO CTPEMAEHHE BAGACAD-
1jeB TepMHHAAOB M ONepaTOPCKUX CETeil MAKCHMAABHO OBICTPO
3aHATH HanOO0Aee IPHBAEKATeAbHbIE MECTa AA YCTaHOBKH 000-
DYAOBaHUS. OTHM (haKTOM, @ TAKXKE OTCYTCTBHEM 3aKOHOAATEAD-
HOI'O DeryAHMpOBaHHS B chepe ONAQThI yCAyr yepe3 1T MOXHO
OOBACHUTE HAHOOABIIYHO BOCTPEOOBAHHOCTH O0ODYAOBAHHA B
CpPeAHeM U HIKHeM I[eHOBOM AHana3oHax (ot 90 teic. pyb. Ao 150
THIC. pYO.).

Ilocre HachlljeHHS PBIHKA

The saturation stage of Moscow PT market can be
prognosed for 2007-2008. Now appearance of some
new companies in the PT segment is still possible, but
after 2007 the new players will find it difficult to com-
pete with the acting terminals’ nets.

Today the attempts of the terminals' owners and
operating nets to occupy rapidly the most attractive
places for installation are clearly observed. This fact
and the absence of legal requlation in the sphere of
payment for services using PT may explain the fact that
the most wanted range of equipment is characterized
by the low and middle prices (from 90 to 150 thousand
roubles).

TAGTeXXHEIX TePMUHAAOB B MOCK-
BE, @ TAKXE B XOAC AAABHEHIICH
KOHKYPeHTHOH 60pb0bl HAYHETCS
TaK Ha3bIBaeMast «BTOPAs BOAHAY,
XapaKTepHU3yIoHasics 3aMeHOH
11apKa 000PYAOBAHHS HA MOAAH
C pacHupeHHBIMH (DYyHKIHO-
HAaABHBIMH BO3MOJKHOCTIMH. AK-
THBHOe pa3BHTHe DHIHKa OyAeT
TIPOAOAKATBCS B PETHOHAX.
PefiTHT TOMyASIPHOCTH YCAYT,
NIPEAOCTaBASIEMbIX Yepe3 MAQ-

Puc. 4

He X0Hy NaTATh KOMVICCHIO 32 IPOBEAEHHe onepaui
Don’t want to pay the commission for the operations

ABTOMATSI PACTIONOXEHBI B HEYAO0BHBIX A8 MEHS MeCTax
The terminals are installed at the places inconvenient for me

Huuero te anaio 06 aTix asTomarax
Know nothing about these automatic machines

He yBepeH B HAAEXHOCTY "BAPTYaNLHOR" ONNaThl yeayr
Not sure in the reliability of the “virtual payment” system

Her neobxonumoctin
No necessity

Dpyroe

PacnpepeneHne pecnoHAEHTOB MO NPUYUHAM 0TKA3a OT
VCMONb30BAHUS YCYT MNAIATEXHbIX TEPMUHANOB
Respondents distributions’ according to the rejecting PT

After saturation of the
PT market in Moscow
' R and in the course of fur-
[ ther competition the so
| ‘ called ‘“second wave"
can be foreseen, charac-
terized by replacement of
the existing equipment
by the models with wider
functional features. The
active development of
the market will proceed
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Fig. 4

TeXHEIE TePMHUHAAbI, BBITASAUT
TaxK:
OIAQTa COTOBOH CBA3H, VIHTepHeT, CHyTHHKOBOIO TEAEBHAE-
HHA,
roratieHne KPeANTa,
0IIA3T@ KOMMYH@ABHEIX YCAYT,
TIepeBOj, CPEACTB BO BKAGA H HA ADYTHE CYeTa,
0IIA@Ta 3@ CTAHOHAPHBIE TeAC(OH.

Kak 6bIA0 0TMEYEHO BbIllle, B HACTOSIEE BPEeMsI TePMUHAABI
MOMEHTaABHOH OIAATBI Yalle BCETO HCHOAB3YIOTCA AAS OCYIIe-
CTBAEHHS IAATeXeH 3a MOOHABHYIO CBS3b, MIHTepHeT, KabeAbHoe
TereBUAeHHUe. Ho 310 AuIIb Ha4aA0. B CBA3H € pOCTOM NAGTEXE-
CIIOCOOHOCTH HACEAEHHS pacTeT NOTPEOHOCTH B CEPBHCAX, obec-
MeYHBAFOLIUX ONAAQTY PA3AMYHBIX YCAYT H TOBAPOB, YTO OTKPHIBA-
€T OTPOMHBIE BO3MOXHOCTHU AAS [T,

Curyaund Ha DHIHKE CKAGABIBAETCS TaK, YTO C IOSBACHHEM
3HAYATEABHOTO KOAHYECTBA HOBBIX HIDOKOB H YCHAEHHeM KOH-
KypeHTHOH 00pb0OBI BO3HHKAaeT HEOOXOAMMOCTb DacHIEpeHHS
CITHCKA IPEAOCTaBASIEMBIX YCAYT. Y)Ke ceHyac Ha PEHIHKe DeaAr-
30BaHBI OOABIIMHCTBO H3 TaKHX CEPBHCOB, KaK MOTralieHue I1o-
TPeOUTEABCKHX KPEAUTOB, OIIAAT& MeXAYTOPOAHOH CBS3H, MO-
noAHeHHe DaHKOBCKHUX CYETOB, ODOHHPOBAHHE U IPOAAIKA Orae-
TOB, OIIAQTa KOMMYHAABHBIX YCAYT, IPOA@KA COTOBOTO KOHTEHTA
(pazauyHBIe MEAOAHH, KAPTHHKH, HIDHI), Ie4aTh (hoTorpahuii ¢
MOOHABHOTO TeAepoHa yepes Bluetooth u Ap.

Kak arbTepHAaTHBY pa3BUTHA CETAM MOMEHTAABHON OIAAQTH B
OyAyLIeM paccMaTpPUBAIOT YHUBEPCAABHYIO CHCTeMY OIAATHI yC-
AyT 4epe3 VHTepHeT ¢ HCIOAB30BaHUEM IAACTHKOBBIX KapT.
IpeumyujecTBa AGHHOYM CHCTeMbI IepeA TEPMUHAAAMH CaMO000-
CAY)KHBAGHHSI COCTOHT B OTCYTCTBHH KOMHCCHH HO OCHOBHBIM
OIepaTopaM YCAYT M BO3MOHOCTBIO OBICTDO H He BEIXOAS H3
oprca nAu KBAPTUPBI OCYLECTBATH HEOOXOAUMBIE TAQTEXH.

in the regions.

The popularity rating of the services suggested by
PT looks as follows:

Payment for the mobile communications, Internel,

satellite TV;

Payment for the credit;

Payment for the communal services;

* Transfer of currency to the own or the other account;
- Payment for the stationary telephone.

As it has been noted before, today the PT are mostly
used for instant payments for mobile phones, Internet
and cable TV. But it's only the start. As the well-being
of the population grows, the demand in new goods and
services appears, opening new prospects for PT.

Now the real situation at the market demonstrates
that the arising of a substantial number of new players
and strengthening of the competition between them
leads to the necessity to widen the list of the suggested
services. Among those realized one can see payments
for the credits, trunk-line talks, filling bank accounts,
reserving and selling the tickets, payment for the com-
munal services, selling cellular phones contents
(melodies, games, pictures etc), printing of digital pho-
tographs from the phones through Bluetooth, and so
on.

As a future alternative for the instant payments’ net a
multi-purpose payment system through the web using
plastic cards can be considered. The advantage of the
latter system before PTs lies in the absence of commis-
sion demanded by the main operators and the possibili-
ty to make necessary payments without leaving one's
office or the flat.

VENDING BUSINESS, 2006/#5
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AGHHBIN BHA YCAYT OyA€T aKTHBHO Da3BHBATHECA H COCTaBHT
KOHKYDEHIJHIO BAGAEABLIAM TepMMHAABHBIX CceTeH. KoanmyecTBo
MOAB30BaTeACH YCAYTaMH IAATEXHBIX VIHTepHeT-cucTeM Oyaer
3aBHCETH OT OOLIEro Pa3BUTHS CHCTEMBI OIIAATHI TOBAPOB H YCAYT
gepe3 AaTeXHbIe KapThl, @ TaKXKe YPOBHS AOBEPHA HACeAeHHUS K
IIDOBEAEHHUIO ITAaTeKel yepes HIHTepHeT.

Ha paHHBIY MOMEHT OCHOBHbIE TPOOAEMBI, HEYPEryAHPOBaAHHBIE
3aKOHOAQTEABHO, CBA3AHEI C HAAOTOOOAOKEHHEM H HCIIOAB30BaHHEM
ucKaAbHEIX perucTpartopos, Ceityac OoapmuaCTBO [1T, mMeronux-
C4 Ha DhIHKe, He 000DYAOBAHbI (PHCKAABHLIMH DETHCTPATOPaMH. 3T0
obpsacHAeTcA TeM, 4T0 B I0CyAapCTBEHHOM peecTpe KOHTPOABHO-
KACCOBOH TeXHUKH OTCYTCTBYET Pa3AeA (PHCKAABHBIX PErHCTpaTo-
DOB, IpeAHa3HAYEHHBIX A\ HcIIoAb30BaHuA B [1T. ITocae OTKpEITHS
peecTpa BAaAeAbIbl TepMuHaA0B 0e3 KKM moasepruyrcsa mrpacg-
HBIM CAHKIJHSAM B COOTBETCTBHHE C 3aKoHOM 54-D3, 10 KoTOpOMY 1pH
OCYIJeCTBAGHHH AEHEKHBIX pPacyeToB HeOOXOAUMO MPHMEHEHHEe
KKT. IIpoexT nonpaBok K 3akoHy 94-03 HaXOAHTCS Ha COrAaCOBa-
HHUH, H, BO3MOXHO, K OKT0pIo 2006 I. OyAeT 3aKOHOAGTEABHO 3a-
KpenAeHa HeoOXOAUMOCTh YCTaHOBKY (DUCKAABHEIX PETHCTPaTOPOB
B NAQTEXHBIX TePMHUHAAAX. "

B macrosiee BpeMs HaOAIOAQETCS AKTHBHEIN HHTEPEC MPeACTa-
BHTeAeH DAHKOBCKOTO CeKTOPA K BO3MOKHOCTAM IIDEAOCTABAATS yC-
AYTH [0 [TorafieHur0 OaHKOBCKHX KDEAHTOB, ONIAATe KOMMYHAABHBIX
YCAYT U Ap. AaHHasd CHTyaLHud CAOKHAACh B DE3YABTaTe BHECEHHS
1onpaBokK K 3aKoHy «O 0aHKax u 6aHKOBCKOH ACITEABHOCTH» TPEA-
craButeasmu Komureta [0CAYMBI IO KDEAUTHBIM OPIraHU3AIMAM H
(puHAHCOBBIM PEIHKaM. [IpHHSTHE AQHHBIX ITONPABOK ITO3BOAHT He-
OaHKOBCKMM OPraHU3alHIM OCYIeCTBAATh HpHeM MAaTexel 3a
KOMMYHAaABHbIE H IpoqHe ycAyru. B nione 2006 . perryraTsr [ocayMbl
pacCMOTPEAH BO BTOPOM YTEeHHH IONPABKY K AGHHOMY 3@KOHY, IT0
KOTODBIM TIPHEM KOMMYHAABHBIX H HHBIX TIAQTeXEH 0CTAaeTCs OTHe-
CeHHEIM K ORHKOBCKHM OIIepaLiiAM, HO OAHOBPeMeHHO OYAeT paspe-
LieH IPHEM AGHHBIX BUAOB NTAGTEXeH HeOaHKOBCKHM «OpTraHU3aIH-
aM». B CBA3M ¢ ITHM DAHKOBCKHe OPraHU3aIiy OYAYT KOHKYPHPO-
BaTh 3a IIpHEM ITAQTeXEH OT HACeAeHHS C PUTeHAepAMH H ONlepaTo-
paMy TeDMHHAABHEIX CeTeH.

Cerfyac IPOHCXOAUT aKTHBHOE Pa3BHTHe PHIHKA MHOTOQYHKIHO-
HAABHEIX OAHKOBCKHX yCTPOHUCTB. [lepes OaHKUpaMu CTOAT TPH OC-
HOBHEI€E 33AaYH:

PaCHIUPHUTE CETh MHOTO(YHKIHOHAABHEIX YCTPOHCTB,
YIPOCTHTE COBEPLICHHE OIIEPAIHH,
[O3BOAHTH IIPOBOAUTE OIIEPALIHH HE TOABKO AePKaTeA M KapT, HO

M BCeM JKeAaroIIHM.

OcHOBHOM NMOTOK onepani MPUXOAUTCS Ha TePMHUHAABHBIE VCT-
POHCTBA, yCTAaHOBAEHHEIE B OAHKOBCKHX O(HCaX, a TakKe Ha TeppH-
TOPHH KPYIHEIX TOPTOBEIX M PA3BAEKATeABHBIX KOMITAEKCOB.

Cheayer OTMETHTB, YTO PHIHOK O@HKOBCKOTO TEPMUHAABHOTO 000-
PyAOBaHHA OyAeT akTHBHO Da3BHBATHCS B Pe3YABTarTe CO3AQHHSA
KPYHHEeHIINX POCCHHCKUX MEXOAHKOBCKUX MAQTEIKHBIX CHCTEM, KO-
TOpEIe OYAYT HHTEIDHPOBATh VCHAMS POCCHHCKHX OAaHKOB U BAa-
ACABIIEB TePMHHAABHBIX CeTeH 110 CO3AaHHI0 HHAYCTDHH OOCAYXKH-
BAHMs MaCCOBBIX eXEAHEBHBIX NAQTEKeH HaCeAeHHA.

There's no doubt this kind of service will be active-
ly developed and compete with the terminal nets. The
number of the people using payment web-systems will
depend upon the general developrent of card pay-
ment for goods and services and the trust of the popu-
lation for web payments.

At this moment the main problems still unrequlated
legally are connected with taxation and use of fiscal reg-
istrators. Now most of PT present at the market stay
unequipped with the fiscal registrators. It is explained by
the fact that the State Register of control cash techniques
(or machinery) lacks the chapter concerning fiscal regis-
trators intended for use in payment terminals. But after
the opening of the Register the owners of PT without
CCM will be subjected to fines — in accordance with the
Federal Law 54-Q3, necessitatirq the presence of CCM at
cash payments. Draft changes to the Law are now under
consideration, and it's possible that at October 2006
installation of fiscal registrators in PT will become a for-
mal law.”

Today rather an active inlerest of the banking commu-
nity is observed for the possibility to suggest a service of
payments for bank credits, communal services etc. This
situation has arisen as a result of bringing motions to the
law "On banks and banking activities" by the members of
the State Douma (the lower chamber) Committee for cred-
it organizations and firancial markets. Passing of the
motions will allow nonbanking organizations to accept the
payments for the communal services and the like. Last
July the Douma deputies considered the second reading
of the motions; according to them the acceptance of com-
munal and the like payments stays referred to the banking
operations, but simultaneously this kind of operations will
be allowed to non-banking organizations. In such a situa-
tion the banking organizations will compete for the pay-
ment acception from the population with the retailers and
the operators of the terminals' nets. Now the active devel-
opment of the market of multifunctional banking devices
is underway. The bankers are facing three basic lasks:

To broaden the net of multifunctional devices,

. To make the operations easier;
. To make the operations possible not only for the card
holders, but also for everybody wishing.

The main stream of the operations flows through the
terminal devices installed at banking offices and also at
the territory of large trade and entertainment complexes.
It should be noted that the market of the banking termi-
nal equipment will develop actively as a result of intro-
ducing largest Russian interbank payment systems, inte-
grating the efforts of the Russian banks and the owners of
the terminal nets aimed at creation of industry for mass
daily payments.

Hamucano aerom 2006 . — Pea.
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1. Ha ¢hoHe caoxusrieiicst OAQronpusiTHOH MaKPOIKOHOMHUIECKOH
CHTYalJuH H POCTA PEaAbHOH MAATEKECIIOCOOHOCTH HACeACHHUS B OAH-
Kaymne 2-3 ropa B peruosax Poccun 0yaer IpoX0AHT AKTHBHOE pas-
BHUTHE DEIHKA TAQTEXHBIX TEDMHHAAOB.

2. B pe3yAbTaTe yCHACHHS KOHKYPEHTHOH 00pbObI IIOCTOSIHHO pac-
TeT 1epedeHs MPEAOCTaBASIeMbIX CEPBHCOB M (DYHKIMOHAABHBIX BO3-
moxxHOCTe! I1T. Ha peIHKe IPEACTaBACHBI TAKHE PA3HOBHAHOCTH KHO-
CKOB, KaK KOHTEHT-TePMHHAAbI, (POTO-KHOCKH, KaPTOMAThl, TePMHHA-
ABI «aBTOMATH3UPOBAHHBIH OMACTHBIH KaCCUP» H DIA APYTHX.

3. Psip TepMHHAAOB 00AGAQIOT MHOTO(YHKIMOHAABHOCTBI0. HabAro-
AQeTCH TEeHACHINS COBMeleHHus (DYHKIHY IpHeMa naaTexel C pas-
BAeKaTeAbHOH AH00 HH(OPMALJHOHHON (QYHKITHAMH.

4. TIhatexHbIe aBTOMAThI OYAYT IHPOKO BOCTPEDOBAHBI BO MHOTHX
chepax poccuickoro 6u3Heca. Yxe BeAeTCs paboTa 1Mo OCHAUJCHUIO
aBroMmatiaeckumu [TT A3C 1 MOYTOBBIX OTACACHHH,

5. B pe3yabTare pa3BUTHS MYHHIUIAABHBIX KAPTOYHEIX CHCTEM, &
TAKXe DeaAr3alui aHAAOTHYHBIX MPOEKTOB [leHCHOHHEIM (hOHAOM
ONTHMAALHEIM pellieHHeM AT TAKOTO POA@ IIPOTPaMM BBITASIAHT CO3AQ-
HHe Da3BUTBIX HHPPACTPYKTYP Ha Oase HH(POPMALHOHHO-TAQTEKHBIX
TePMHHAAOB.

6. [IporcxoAUT akTUBHOE Pa3BUTHE CerMeHTa OAHKOBCKOTO TepPMH-
HaABHOTO 000PYAOBaHHUA AAS DEAAH3AIMH MaCCOBHIX NAQTEXeH Hace-
Aerns. [IpoexTsr 3amycka coOcrenHbIX ceteH 1T pa3pabaThiBaioT
MHor#e OaHKH, paboTarolre Ha PhIHKe HOTPEOHTEALCKOTO KPEAHTO-
BaHUA.

7. ITo Mepe pa3BUTHS DHIHKA NAQTEXHBIX KapT OYAET HPOUCXOAHUTS
yBeAHYeHHe AOAH HCIIOAB30BAHHA YCAYT IAQTeXHbIX VIHTepHET-CHC-
TeM, KOTOPEIE COCTABAT KOHKypeHIHI0 pIHKY [1T.

8. PBIHOK IAQTEXHBIX aBTOMATOB B KOAHYECTBEHHOM BEIDAKEHHHU
He oYeHb BeAUK. [103TOMY TOABKO Te KOMIIAHHH, KOTOPbIE CeHuac 3aA0-
JKaT CBOIO 0a3y U 3aHMyT CaMble BEITOAHBEIE MeCTA B FOPOAAX, CTaHYT
AHAEPaMH 3TOTO PEIHKA.

9. Perrronarbubi peiHOK 1T elrfe AaAeK OT HACHII[eHHs H B OAMKaH-
1IMe HeCKOABKO A€T OYAET ITOKA3bIBaTh IOAOKHUTEABHYIO AHHAMHKY.

B HOMepe yIIOMAHYTBI (PUPMBI 1 OPEHABL:

1. At the background of favourable macroeconomic
situation and the growth of the nation’s well-being, the
nearest 2-3 years in Russia will demonstrate active
development of the market of payment terminals.

2. As a result of growing competition the list of sug-
gested services and functional features of PTs is con-
stantly growing. The market demonstrates such vari-
eties of kiosks, as content terminals, photo kiosks,
cardmates, "automatic ticket-cashiers" and some oth-
ers.

3. A number of terminals are multifunctional. There
is a tendency to combine payment acceptance func-
tions with entertainment and information.

4. The payment terminals will be widely accepted in
many segments of Russian business. The work is
underway lto install PTs at gas stations and post offices.

5. As a result of development of municipal card sys-
tems and realization of similar projects of the Pension
Fund, it would look optimal to create advanced PT
based infrastructures to support such programs.

6. The bank terminals to realize mass payments are
actively promoted. Many banks engaged in consumer
credit segment are developing their own PT nets.

7. As the payment cards market gets more devel-
oped, the share of the web payment is supposed to
grow, increasing competition pressure to the PT mar-
ket.

8. The PT market is not very large quantitively.
Therefore only those companies have the real chances
to become its leaders who are now laying the base for it
and occupying the most profitable places in the cities.

9. The regional PT market is still far from saturation
and In the nearest years it will demonstrate positive
dynamics.

Nescafe (9)
AgTobap (1} Apollinaris (37) Nestle (9)
busneclIpoektKoucarturr OOO (39) Avior Uni (40) NexPay (34)
FOPITAK (21, 25) Azkoyen (6, 9, 17) Orangina (37}
Benpomup (16) BDV (12) Philips (36)
Berpopyc (064. 11,16) Bianchi (20) Rose's (37)
Topoa (39) Brita (10) Saeco (20)
Axycmacrep (00A. IV) Catering Management (rasera} (12) SATRO (o6a.1)
Unrepskcnepr (22) Cibar Plat (41) Schweppes (37)
Aaku Horic (20) Coca-Cola (37) Selecta Management (10)
Macrep-kaacc (44) Dr Pepper (37) Servomat Steigler (12)
HAAT (HanuoHaAbHasT aCCOLHALUS Global Links Dubai (24) Signedge (22}
@BTOMATH3UPOBaHHOH TOProsau) (11) JD Events (24) SVEND (21)
OCMIT (40-41) i-Free {30) Taiko (43)
INnxapop BeHpusr (064, 1) ITE (20) UFS (41)
[TPUIM (39-40) JCM (42-43) Unikassa (41)
Pysenpop (12, 35, 06a. 1) KraftFoods (9) VALEO (23)
CmaptKapr-Cepsuc (40) Lagtia (5) Vendin ( )
Yaurym (27) Lipman (40) Vendorus Group (17)
Qopmrpeiia (43) LOTTE (19) Venson (19)
Yepuas kapra (9) Mellita (36) Wincor (40}
Ulrpux-M (21, 34) NAMA (10) X-plat (41)
Ambassador (15) NCR (35, 40) Zenith Events (24)
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ABTOMQT MDEAHU3HOYZH Ang MPOACXy NIE3epPBATUBOB, CPEACT.
XKEHCKOW TUTMEHbl, OAHOPA30BbIX baxu., OLHOPQ30BLIX LIANOYEK,
TAONETOK, OCBEXAIOLMX NEAEHLO™, XEBUTENIbHOM PE3UHKM U APYro
LUTYYHOM NpOAYKUMM.
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1. CroumocTh pa3MellleHUsI peKAaMHbBIX MaTepuaaos (0e3 yaeta HAC;

omaara B pyoasix, o kypcey L1b PO Ha AeHBb onAaThl).
* Ha BHyTpeHHHX CTpaHHUIIAX

I'homaab CTOMMOCTE,
PEKAAMHOro €eBpo
MOAYAS
171 (A4) 450
172 250
1/4 150
1/8 80

e LJeHTpareHBIH pasBoporT — 1600 eBpo,
* Ha ob6r0KKax:

1-s cTp. — 1000 eBpo,
2-1, 3-s1 CTpD. — 800 eBpo,
4-g cTp. — 900 eBpo.

» [lpm myOAMKaIHSIX IIPEAYCMOTPEHA 'MOKast CHCTeMa CKHAOK.
HYrenam HAAT npeaoCTaBASIETCS AOIOAHUTEABHAs! CKUAKA — 5%.
« Ecam y Bac HeT roToBoro peKAaMHOrO MOAYAs, Ber MoxxeTe 3aKasarp
ero y Hac. CTOUMOCTh Pa3pabOTKH MOAYASI 3aBHCHT OT CAOKHOCTH, HO, KaK
IPAaBHAO, HAXOAHTCA B ipeAeaax 100-150 eBpo (3a moArocy ¢popmara A4).

2. Texuuyeckue TpeOOBaHUS K MPEAOCTABASIEMBIM AASI TyOAHUKalMHA
MaTrepuaAaM.

+ I'lopaua MaTepHaAOB B PEAAKIIUIO OCYIIIECTBASIETCS HE MO3AHEee, 9eM 3a
MecHI] A0 BBIXOAQ COOTBETCTBYIOIETO HOMEPA.

» TekcToBoI Marepraa npuHumaercss B Word (doc, rtf), Excel, txt.

« Haaroctpanuu, pororpahun — B 9AeKTpOoHHOM BHAe (CMYK, paspe-
mernue He HIKe 300 dpi); AOCOYyCTHMO HPEAOCTaBAeHHE KadeCTBEHHBIX
POTOOTIIEYATKOB U CAAHAOB.

» MakeThsl peKAaMbl IPHUHAMAFOTCH B CAEAYIOIHX IPOrpaMMax:

Photoshop 5.0 — 9.0. ®ariarl B popmate TIFF, CMYK, 300 dpi (Ars BHe-
CEHHS KOPPEKTYPEI B PeKAAMY peAaKIiel — (pakAbl B popmate PSD, cron
«He CKAeEHBI»).

Corel Draw 9.0 — 13.0, Hlustrator 7.0 — 12.0 (o6s13aTeAbHOE COXpaHeHHe
oA Bepcrio 9.0). BekTopHbBIe H300paKeHHI AOAJKHBI ObITh IePEBEAEHEI B
kpussle (Curve).

Quark Xpress 3.0. — 7.0 (Collect ¢ IpDUAOKEHHBIMH HIPHPTaMH).

» Marepuan npHHUMAETCS HA HOCUTeAIX: AUCKeTsl 3,5", CD-R, CD-RW,
DVD.

» DopmMar cTpaHutlpr A0 oopesa — 215x300; obpesror — 205x290 MM,
noaoca Habopa — 169x239. TekcT u H300paKeHHUs TOTOBOIO (CBEPCTAHHO-
o) peKA@aMHOTO MaTepHaAa AOAKHBI OTCTYTIATE OT OOPE3HOro hopMara He
MeHee 10 MM C Ra>KAOH CTOPOHBL.

« Dopmarel MOAYAEH, MeHbIIIuX A4

1/2 — 169x115,5 mm; 82,56x239 M.
1/4 — 82,5x115,5 mm; 169x56,4 M.
1/8 — 82,5x56,4 M.

» K peknaMHBIM MOAYASIM 3aKa39HK IMPEAOCTABASIET aHAAOI'OBYIO IIBe-
roripody. Ilpu OTCYTCTBHH IBETONPOOBI H3AATEABCTBO He HeCeT OTBETC-
TBEHHOCTE 3@ TOUHYIO [[BETOIIEPEAATY.

Technical requirements for the
matlerials submitted for publi-
cation.

— The materials to be pub-
lished are to be submitted to the
editors not later than a month
before the planned publication.

— Texts are to be submitted in
Word (rtf), Excel.

— Pictures and photos are to be
submitted in electronic version
({CMYK, resolution not lower
than 300 dpi). Submission of
high quality photoprints and
slides is possible.

— Ad modules are to be submit-
ted in the following modes:
Photoshop 5.0-9.0. TIFF, CMYK
files, 300 dpi. To make editorial
corrections possible, please use
PSD files, the layers "not fused".

Corel Draw 9.0-13.0, Illustrator
8.0-12.0 (must be saved for 9.0
version). Vector pictures are to
be transferred into curves.

Quark Xpress 3.0-7.0 (Collect
with prints enclosed)

— Page size: before cutting
215x300 mm, after cutting
205x290 mm, composition
(type) surface 169x239 mm. The
ready text and the images are to
be spaced from the after-cutting
size not less 5 mm at each side.

— Module sizes less than A4:

1/2 — 169x115.5 mm;
82.5x239 mm

1/4 — 82.5x115.5 mm;
169x56.4 mm

1/8 — 82.5x56.4 mm.

— It is highly advisable to sub-
mit an analog color-print sam-
ple. Without the latter the edi-
tors are not amenable for the
exactness of color reproduc-
tion.
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HugopmalHoHHO-aHANNTHIECKHH
¥ PEKAAMHBIH KXyPHAA

H3zpaercs ¢ mapra 2004 r.
Mocksa

Vupeputeas:
3A0 «3HeprorpaHCKOMIIACKT»

Hzparenn:
C. P. IOpxaHoB

I'AaBHBIN pepaKTop:
H. A. 3otoB

PepAakiMOHHBIN COBET:
O. I1. BoakoB

A. ©. Kmm

A. E. KppiAOB

. 1O. Ayaun

A. B. Maricos

E. B. [ToAymmHa

B. A. Pakurckui

E. IO. Aauuk

AApec pepaKIuu:
Poccuda, 127422, Mocksa,
ya. KocrsikoBa, 12, ogprc 50-51

Tea./daxrc: (495) 610-2130
Tea.: (495) 913-4118

E-mail: editor@vendingbusiness.ru
editor-vending@mail.ru

www.vendingbusiness.ru

MakerT, XyAOKeCTBEeHHOe
oopMAEHHE, KOMIIBIOTEPHAs
BepcTKa: B. BHHOrpaaoB.

OTneyaTaHo B THOTpagpun
«World of Machines», MockBa.
3axa3z Ne 1880

Tupax: 1500 3K3.

OTBETCTBEHHOCTH 3@ COAEpIKaHue
pexAaM 1 00 bSIBA€HUI HeceT
PeKAaMOAATEAbD.

ITpu nepenevarke CChIAKa Ha
n3jpaHue obs3aTeapHa.

. © 3A0 «HEProTpaHCKOMIAEKT»

3aperucTpupoBaH MUHHCTEPCTBOM
P® 1o peaaMm meyaTH,
TeAePaAHOBEI[aHHS H CPDEACTB
MacCoBBIX KOMMYHUKAIL[HH

12 gpeBpans 2004 r.

CBHAETEABCTBO O PETHCTPAL{HH
CMMU ITUNe 77-17388
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IMepBeift B Poccuu uHbopmanu-
OHHO-AHAAUTUYECKAY U PEKAAMHBIN
JKYPHAA, CHENUAaAU3UPYIOUIUNCS Ha
BOIIPOCAX OPTaHU3alUHd TOPTOBAM,
YCAYT M pa3BaedeHUN C UCTIOAL30Ba-
HHUEM aBTOMAaTUYeCKUX YCTPOUCTB.

CopepXUT aHaAu3 PBIHKE, 0030p
TeKYIIUX COOBITUN U HOBOCTEN BHYT-
pU CTpaHBI U 3a PyOesKoM, BRAIOYAs
HOBHUHKHU OOOPYAOBAHUS, TEXHOAO-
Ui U THTPEANEHTOB, TOBAPOB, YCAYT,
dUpM U ATOAEH OTPACAU.

BuIxoAUT 6 pas B rop (110 Y4eTHBIM
Mecaram). Tupax 1 500 3k3.

7KypHaa pacnpocTpaHseTcss B
OOABIIMHCTBe pernoHoB Poccuu, B
Ykpaute U Ap. pecnyOAMKaX OBIBILL.
Cosetrckoro Coro3a.

3AO «DHeproTpaHCKOMIAEKT»
HMHH/KIIIT 7726063807/772601001
p/c 40702810900100000831

B OAO «MHWHuDE» r. MlockBa
BUK 044525600
K/c 30101810300000000600
Koa no OKOHX 71500
Koa no OKITIO 26119069

Ilpy noKynKe B peAaKquu 150
C pocraBkoii B PO 185
C aocraskoit B beaopyccrio,

Yabekwncran, Scroauio 210
C AOCTaBKOH B AD. CTDAHBI 230

The first Russian info-ads &
analytical magazine specialized
at the problems of trade, service
and entertainment based on auto-
matic devices.

Contains market analysis,
review of the current events and
the news at home and abroad,
including novelties in equipment,
technologies, ingredients, goods,
services and the people of the
sector.

Issued bimonthly (even
months). Circulation 1500 copies.

Distributed in most of the
regions of Russia, in the Ukraine
and in other FSU republics.

Energotranscomplect JSC

Legal address:

113326, Russia, Moscow, Soumskoy

proyezd, 21, 1-4

Intermediary bank: DEUTSCHE
BANK AG,

FRANKFURT AM MAIN

SWIFT: DEUTDEFF

Benebank: SAMPQO PANK,
TALLINN, ESTONIA

SWIFT: FOREEE2X

Beneficiary: IBAN:

EE893300333443690003

GEOWIDE TRADING CORP.

10 AK COURT, CALEDON STREET,

SOMERSET WEST 7130,

SOUTH AFRICA

Details of payment: In accordance
with Contract #2-235

Bought at the editorial office 150
Sent within Russia 185
Sent to Belarus,

Uzbekistan, Estonia 210
Sent to other countries 230
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