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This year while developing the “Consumer 
- Retailer – Shopping mall” ecosystem we 
concentrated our attention on creation 
of a positive consumer experience for all 
participants of the ecosystem. We study needs 
and expectations of our guests, introduce 
innovations that make the visit in a shopping 
mall convenient, implement marketing programs 
together with our tenants, develop educational 
and social projects, and engage our guests in 
our activities giving them an opportunity to 
become creators of a special atmosphere. In 
order to be ready for tomorrow, to anticipate 
consumers’ requests, to form and to develop 
objects we use a lot of approaches and tools, 
make experiments and use innovations. But 
there are factors that should be taken into 
account to see the vector of the development 

at least in the three-year perspective and 
approaches that are worth applying. Here are 
some of them.

The study of the best practices can give 
impetus to the development and vision of 
the horizons.

Studying experience and communicating 
with foreign colleagues, especially from those 
countries where the industry is several steps 
ahead, gives a better understanding of what 
should be focused on. For example, they say 
that the markets of the USA and Ukraine are 
different. So what experience can be obtained 
from American colleagues? First of all it is a 
new concept. For example, in American retail 
it is a mauvais ton to discuss «omnichannel» 
concept while this is a new reality. If you are 
not omniscient, you will leave the industry 
soon. You should be always together with your 

customer! I think it is very important for us, too.

World trends in innovations are focused on 
the understanding of what is necessary for a 
modern consumer. 

Today those innovations that provide the 
improved service, save time, bring convenience 
and pleasure to a customer are necessary. 
Stitch Fix may be a good example of a service 
that is very popular in the USA.
The creators of this service answered the 
question: «What can be easier than buying?» - 
«Not buying!» So they organized a subscription 
service for choosing of clothes by a professional 
stylist for those who are busy or lazy: each 
subscriber receives a parcel with five pieces 
of clothes and accessories specially selected 

by a stylist. He takes only what he likes. The 
news that Stitch Fix a company with a turnover 
exceeding $ 1billion and 2.2 million customers 
entered IPO stirred up the market. At that, the 
company is only 6 years old!

The technological progress should be used for 
a work with a consumer and his/her requests 
and expectations right now.

The key for solution is work with data. A huge 
amount of data is collected in the «Consumer 
- Tenant – Shopping mall» ecosystem. Should 
this data be processed correctly, everyone – 
consumer, retailer, and shopping mall can get 
everything they need to make their lives easier. 
In the project we are currently working on and 
which will be launched the next year, data 
processing takes a special place. But the project 
will be successful when both tenants and a mall 
make joint efforts.
Another aspect is the technological progress 
in other industries. Nobody in Ukraine thinks 
what should be done with parking areas near 
shopping malls in 5 years when most cars will 
be unmanned. However, it is necessary to think 
about the future and the future tasks today.

Communication with a consumer becomes 
more and more personalized and this fact can 
not be ignored. 

Today each consumer has an extreme deficit 
of attention, because he/she is attacked by up 
to 5000 advertising messages daily. Each of us 
is being bombed every day with unnecessary 
proposals, which don’t take into account our 
real needs. I believe that the micro-targeting 
shall be the next step to solve this problem.

This is a new challenge for marketing specialists, 
after all, yesterday, they worked with 3-5 
target audiences, today they have to works 
with hundreds of them. And every audience 
perceives information in a special format, 
through a convenient channel, at a convenient 
time! Today it is a challenge to find a right 
message, channel, time of communication, 
form, and format. 

For a retailer who wants to be interesting to 
a consumer, it is necessary to create unique 
relationship with his/her consumer.

Recently I met one of the best retail consultants 
in Silicon Valley. Immediately the question 
aroused: what retail advisors do in the Valley? 
The reason probably is that off-line retail still 
surpasses on-line, and the “sharks” of Silicon 
Valley don’t mind to bite off something. Until 
off-line retail creates an additional value for a 
buyer, takes into account his/her needs and 
interests, creates convenience and comfort 
from communication off-line - a bright future 
still exist.

Retaily yours
Mykhailo Merkulov

Message of CEO

http://www.arricano.com
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Efficiency of the “Consumer-Brand-Shopping mall” 
ecosystem in financial terms
In September 2017 Arricano Real Estate PLC has published  The Consolidated Interim Abbreviated 
Financial Statement for the first half of 2017. According to The Consolidated Interim Abbreviated 
Financial Statement for the first six months of 2017 Arricano Real Estate PLC demonstrates the 
successful results. The double-digit growth in the reporting currency (US dollar) for the second con-
secutive year points out to the dynamic development of the company.

Total revenues in reporting 
currency,million $

1st half of 2016

1st half of 2017 

10,9 12,9 

+18,7%

Increase of tenants’ 
turnover in Arricano 

network during the first six 
months in 2017 (compared 

to the same period 
in 2016)

Increase of traffic 
in Arricano shopping 
malls during the first 
six months of 2017 

(compared to the same 
period in 2016)

Increase of retail 
turnover in Ukraine 

according to the results 
of the first six months 

of 2017 

31% 14,6% 7,3%

http://www.arricano.com
mailto:info%40arricano.com?subject=
http://arricano.com/storage/reports/358.pdf
http://arricano.com/storage/reports/358.pdf
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Changes in tenant-mix during the 3rd quarter of 2017 
in Arricano shopping malls

• Multibrand Italian clothes store 
“Lumino” 

• Women’s clothing store “Paraskovia”

• Studio of Ukrainian brand “Vovk”
• Store of Ukrainian brand “Goldi”
• Restaurant of Georgian cuisine 

“Khinkali & Khachapuri”
• Island of professional cosmetics 

“Веаuty Рrоf”

• Studio of Ukrainian brand “Vovk”
• Store of Ukrainian brand “Goldi”
• Outwear store “Komod” 
• Island of professional cosmetics 

“Веаuty Рrоf”

• Jewelry shop “Zarina”
• “Kyivstar” mobile network 
• Italian fashion-brand “Franttini”
• Ukrainian design shoes                    

and accessories
• “Handys” 
• Accessories island “Brilliant” 

The third quarter of 2017, despite the summer time, was dynamic and efficient 
in attracting new operators. During the said period the qualitative rotation of tenants was 
performed in order to enhance the competitive advantages of each Arricano shopping mall. 

http://www.arricano.com
mailto:info%40arricano.com?subject=


www.arricano.com • info@arricano.com • +38 044 569-67-07, 569-67-08 RETAILY YOURS5

Arricano News DigestDigital by Arricano 

How are users of Arricano ecosystem identified 
in the digital space
Digital channels allow us to expand the intersection 
of off-line and on-line. Users get new opportunities 
to save their time for finding the right products, make 
virtual acquaintances, convey emotions, develop 
communication, leave feedback, and influence 
personally the reputation of any brand. 

Another unique digital opportunity is to accumulate traffic by redirecting the target 
audience from on-line to off-line. In the third quarter of 2017 the total coverage of 
the digital space in Arricano shopping malls made more than 5 million of users who 
visited the sites of the shopping malls, put “likes” or just read posts in social media, 
watched YouTube, left their feedbacks, watched the banner advertising and entered 
the keywords into the search engines.

BANNER ADV

SEARCH ENGINE

SOCIAL MEDIA

SITE

2%

43%
52%

3%

OVER 5 MILLION 
USERS!

http://www.arricano.com
mailto:info%40arricano.com?subject=
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Distribution of digital-traffic sources
In Kyiv search queries are the main source of traffic. Users look both for 
shopping malls and individual brands of stores.
The search engine also responds to such queries as “the best entertainment 
for children”, “the nearest Brocard”, “a nice place to get delicious food”.
For example, due to such formats as NAMES’UA, Fly Park and Multiplex 
“Prospekt”  shopping mall receives more than 16% of requests from the 
right bank of the capital.

An essential part of traffic is provided by social media that 
provide also the promptest feedback from visitors. In the 3rd 
quarter, the content of “RayON” shopping mall has involved 
more than 700 000 users.

BANNER ADV BANNER ADV

SEARCH ENGINE

SEARCH ENGINE

SOCIAL MEDIA

SOCIAL MEDIA

SITE

SITE

1% 4%

59%
49%

37%
45%

3%
2%

The distribution of digital-traffic 
sources in “Prospekt” shopping mall

The distribution of digital-traffic  
sources in “RayON” shopping mall

http://www.arricano.com
mailto:info%40arricano.com?subject=
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Distribution of digital-traffic sources
As we can see on the diagrams in the regional virtual space the 
share of search queries is much lower. The explanation is very 
simple: residents of Zaporizhia and Kryvyi Rih know well where 
the main shopping malls in their cities are located.
That’s why social networks are used as the main instrument of 
digital influence on the opinion of consumers in the regions.

For example, in “City Mall” shopping mall more than 60% of 
Internet traffic is generated by social networks. In “Sun Gallery” 
shopping mall this parameter makes more than 80%.
It is especially pleasant to emphasize that the residents of 
Kryvyi Rih actively check-in their visits to the shopping mall.

BANNER ADV BANNER ADVSEARCH ENGINE

SEARCH ENGINE

SOCIAL MEDIA

SOCIAL MEDIA

SITE

SITE

18% 11%9%

3%

62%

82%

11%

4%

The distribution of digital-traffic 
sources in “City Mall” shopping mall

The distribution of digital-traffic sources 
in “Sun gallery” shopping mall

http://www.arricano.com
mailto:info%40arricano.com?subject=
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REACH SITE + SOCIAL MEDIA

ENGAGEMENT5%

95%

Arricano model suggests partnerships with tenants, joint 
business development in the shopping malls, as well as a 
symbiosis of traffic exchange. Fans of a particular brand 
are engaged into the content of the shopping malls and 
vice versa. Over 1,000 news of tenants with the total cov-
erage of 200,000 users were published in the third quarter 
on social pages of Arricano shopping malls. 

REACH83%

VIRAL REACH17%

Broadcasting of messages from tenants
for all the company’s objects 

Viral coverage in Facebook network

The so-called “viral coverage” is a particularly interesting in-
dicator in the development of content in Facebook network. 
The essence of it is that users who do not directly contact 
the shopping mall see in their news feed the reaction of 
friends to the content of the shopping malls and brands. 
Thus, in the third quarter this parameter in Arricano has 
exceeded 400,000 users.

http://www.arricano.com
mailto:info%40arricano.com?subject=
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How Arricano discovers unexpected trends

Use life tips
It’s very difficult to open a new trend for retail real estate. First of all, in the recent years marketing in shopping malls 
is extremely diverse: marketing messages and event projects are so bright and unusual that it is even more difficult to invent 
something new. However, it is possible. So, members of Arricano’s marketing team more and more often use events and facts that 
surround them in their everyday life - not in the capacity of managers, but as ordinary people - consumers. Everything that excites us 
in our life may be transformed into a marketing strategy of a shopping mall. After all, a modern shopping mall first of all shall be 
a comfortable social space. The trend that we follow is to use all the tips that life gives us. Guests of our shopping malls have 
the same interests.

Make experiments
The experimental PR + BTL-pattern implemented in the third quarter of 2017 in “Prospekt” shopping mall in Kyiv also allowed us 
to explore and discover new, just emerging and rather unexpected social trends. Thus, we started to use a new research 
format – collecting of opinions and feedback within the framework of thematic BTL projects. For example, during August 
and September we managed to accumulate and to segment opinion of more than 1000 respondents on two socially important issues: 
school education and sports. The experiment turned out to be a complicated one, but we are ready to share information collected 
on the basis of such projects.

Segmentation
Different messages and different news for different target audiences. It has long been no secret that this is the only way to get 
the maximum respond and the maximum involvement. We asked about education and ideal school for those to whom it might be 
interesting. As a result we got unexpected conclusions that allowed us to make new decisions for different segments of the audience: 
parents, pupils, teachers, psychologists, as well as sports and educational institutions and even authorities. In the future 
the discovered trends may become an excellent communication platform for retail brands that support CSR initiatives.

http://www.arricano.com
mailto:info%40arricano.com?subject=
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Representatives of Z generation talk about school

• To control level of purity in classes and toilet rooms

• To install lockers in corridors, to let children leave
   their textbooks in school

• Repair and new design of schools

About freedom 
of choice

About upgrade

About art

About infrastructure

About meals

About atmosphere
About sports
 and training

http://www.arricano.com
mailto:info%40arricano.com?subject=
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Z generation people about the school 

30% 50%

50%70%

Mode 
of answers

Scale of necessary

 

changes at school

http://www.arricano.com
mailto:info%40arricano.com?subject=
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Attitude towards sport

“Pleasure-Necessity”

Feedback 
Tone

Frequency 
of trainings

“Regularly-Irregularly”“ Pleasure-Necessity”

%
56

%
40

%
13,5

%
30,5

Pleasure Pleasure-regularly

Girls-Pleasure

Necessity

Both pleasure
and necessity

Pleasure-irregularly
Necessity-regularly 

Necessity-irregularly 

%
26

%
16

%
18

%
43

%
21

%
36

%
21

%
12

%
21

Girls-Necessity
Guys-Necessity

Guys-Pleasure

Adults-Necessity

Adults-Pleasure

http://www.arricano.com
mailto:info%40arricano.com?subject=
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Advertising and marketing department

marketing@arricano.com

Press-service 

Olena.Obuhivska@arricano.com.ua

Rental Department

leasing@arricano.com.ua

www.arricano.com/ru www.facebook.com/ArricanoGroup/?fref=ts
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