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Arricano Real Estate, a leading real estate developer and shopping mall 
operator in Ukraine, is pleased to present the first edition of News Digest. 
Here you will find an in-depth analysis of the Company’s progress in the 
first quarter of 2017 with a message from CEO Mikhailo Merkulov, where 
he lays out his vision for what it takes to be a leading shopping mall oper-
ator today, including:

• Arricano’s own “mystery shopper” experiment;
• Year 2 of Arricano’s internal education programs ‘B2S’ for newly    

qualified students and ‘B2B Upgrade’ for mall tenant’s employees.

In addition this digest also features a range of interviews and testimonials 
from Arricano’s management team as well as senior business leaders and 
academics.
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Visiting a shopping mall today we see almost 
the same picture that townspeople saw 2000 
years ago when they visited a local market, 
namely: a collection of shops, cafes, spac-
es for recreation and advertising. The aim of 
visiting also remains the same - shopping, lei-
sure, meeting up with friends and socialising. It 
seems then that nothing has changed.

However, lifestyles in modern society have 
changed greatly. A large city offers a whole host 
of new opportunities for self-realization. With 
access to huge and instant information flows 
boundaries have become blurred and modern 
technologies dominate all our lives. At the same 
time, there is a growing trend for personaliza-

tion and individualization: today every active 
person is a director of his or her life. In a mod-
ern world, for many people status, style and 
comfort have become a priority.

Generations Y and Z surprise with their light-
ness, simplicity and desire to achieve re-
sults. Less subject to the influence of famous 
brands, like the previous generations. These 
young people form trends and new preferenc-
es: IoT, online, digital, the Internet are all part 
of their life that can not be ignored anymore. 
For this reason modern shopping malls must 
also change, expanding beyond traditional dis-
tribution channels. Our task today is to pre-
pare a new platform so that in 5 years, those 

millennials and generation Z will come to shop-
ping malls and entertainment complexes to 
receive new unexpected services, options and 
experiences.

Management of consumer experience is a com-
plex but quite practical model. We already use 
and continue to develop the keys elements, 
such as: strengthening of positioning, regu-
lar improvement of tenant-mix, service inno-
vations, marketing programs, engagement of 
guests into the process of creating a positive 
image of a shopping mall - all of which combine 
create a loyal mood for guests, boosting the in-
terest and desire of visitors to become buyers.
In March Arricano’s team embarked upon an 

experiment: we became mystery shoppers in 
our Prospekt shopping mall. The objective for 
the team was to be providers of innovation 
for our partner-tenants. Understanding the 
customers’ experience is a rich reserve for the 
development of visitors’ loyalty; it is a magni-
fying glass for finding opportunities that can 
then be used to develop new services, options 
and experiences. Arricano’s senior manage-
ment together with our tenant-partners have 
converted the results of the mystery shopping 
experiment into solutions for a series of issues 
that came to light. After all, the success of each 
partner tenant directly affects the success of 
the shopping mall in general.

To make our shopping mall a comfortable so-
cial space, it is important to ensure customers 
enjoy a positive experience in all areas of our 
sites. To make this happen all points of contact 
and channels of interaction for a consumer 
with goods or services are analyzed. It is im-
portant to understand where the buyer has 
found a positive experience, and to develop it 
immediately. All negative aspects are also un-
covered and turned into positive ones through 
focusing on impressions, comfort, convenience 
and benefits.

In our model, the communication between a 
seller and a buyer is very important. Positive im-
pressions are the basis of positive experienсes. 

And it is the seller who determines whether the 
dialogue will become productive, emotional, 
client-oriented and whether the customer will 
make a purchase and whether he/she wants to 
come back. To promote the development of cli-
ent-oriented competences of our partners, we 
are continuing the free educational program for 
our tenants called B2B Upgrade by Arricano.

We are certain that a comfortable social space 
in a shopping mall can be created by our joint 
efforts, given we are all focused on achieving 
a common goal. We believe the key difference 
is that our relationship with our parner tenants 
is less contractual and more focused on com-
mercial partnership. It is this balance and the 
strength of partnerships we already have, that 
makes us confident about achieving our aims.
Retaily yours,
Mykhailo Merkulov 

We are popping some popcorn, 
but not forgetting to pedal

Message from the CEO

To make our shopping mall 
a comfortable social space, 
it is important to ensure 
customers enjoy a positive 
experience in all areas 
of our sites 

http://www.arricano.com
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For the Arricano team, 2017 is the year of 
the client experience, our key marker of loyal 
customer growth, as well as the focus for im-
proving service in all of customer interactions 
with our shopping malls. That is why the work 
“over the impression” is conducted in several 
directions: studying the softer points of each 
mall, monitoring the reactions of guests to 
their negative experiences and responding 
to visitors’ comments on social networks. We 
want to improve our service and to increase 
positive consumers’ experiences in our shop-
ping malls; therefore we’ve decided to em-
brace a range of solutions, including “mystery 
shopper” techniques. 

We know that guests in shopping malls asso-
ciate the positive or negative experiences they 
have with our tenants, with the overall shop-
ping mall. A conclusion supported by our own 
marketing research. 

More than half of our guests, when leaving 
feedback on various resources, mention the 
shopping mall. This significant statistic leads 
us to tackle the tricky issue of influencing the 
standard of service in retailers’ stores. That’s 
why we’ve decided to gauge our guest’s satis-
faction levels across our shopping malls using 
‘mystery shopping’. This lets us estimate how 
to better understand the complicated barom-
eter of “customer satisfaction” in a scenario 

where the retailer is the key component in a 
consumers’ evaluation. 

By embracing an open approach and full dis-
closure we have shared the results; explaining 
both why we’ve conducted this research and 
how we intend to draw conclusions for the 
development and improvement of customers’ 
experience. 

What did our “mystery shoppers” test? 
The study was aimed at analyzing the work of 
fashion operators (clothing, footwear, accesso-
ries), as well as the work of operators selling 
goods for children, equipment and electronics 
in four Arricano shopping malls: Prospekt and 
RayON (Kyiv); City Mall (Zaporizhia); Sun Gal-
lery (Kryvyi Rih). In March “mystery shoppers” 
made 101 visits. 

The overall index of the NPS (Net Promoter 
Score) is demonstrated in diagram 1. In gen-
eral, for all shopping malls NPS points showed 
insufficient levels of service in the shops under 
investigation. The diagram demonstrates three 
categories of customers: 
‒ “critics” - consumers who spread critical in-
formation, which is a consequence of their 
negative experience gained in the process of 
making a purchase; 
‒ “promoters” - visitors who demonstrate a 
high degree of loyalty and, correspondingly, are 

ready to recommend a store / shopping mall; 
‒ and “passive” ones. 

For Arricano these results establish, primarily, 
the need to increase the loyalty index, and sec-
ondly, the importance role of cooperation with 
tenants, with both working to meet the needs 
of guests of our shopping malls, and thereby 
helping them to fall into the ‘promotor’ cate-
gory.

Nataliia Dmytrenko, 
Marketing Director of Arricano

“Mystery shopper” studies 
the potential increase in retailers’ sales

We decided to evaluate the 
guests’ satisfaction level in 
our shopping malls using the 
mystery shopping method

Clients’ experience 

http://www.arricano.com
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The indicator for the total index is formed 
based on several parameters: condition of a 
store, appearance and behavior of a shop assis-
tant, work of a cashier, procedure for returning 
of goods. 

The total index of network in general, as can 
be seen from Diagram 2, demonstrates the 
«insufficiently satisfactory» performance of 
their duties by sellers and cashiers across each 
shopping mall. 

We have also come to recognise by examining 
some of the parameters included into the total 
index, we will find the soft spots that retailers 
should pay attention to. Though the marks for 
the state of the stores were rather high (Dia-
gram 3) in almost all shopping malls the work 
of shop assistants was very poor ( Diagram 4).

We paid attention to these factors by making 
decisions about purchasing and returns along-
side product and price. In almost half of the 
cases, the product in the investigated shops 
and selling spots met the customer’s expec-
tations, while the price was acceptable for a 
quarter of responders. Notable operators that 
demonstrated the best results, that we’d like to 
mention and thank for their high standards of 
work are: New Yorker, Colin’s, Allo, Intimissimi, 
Samsung. 

The potential of sales growth 
and turnover are in the 
hands of shop assistants 
if the work is managed 
properly, professionally and 
efficiently. That’s exactly 
why for the second year in a 
row Arricano is conducting 
a free educational project 
for the sales teams of 
tenants B2B Upgrade. This 
is in order to improve the 
team’s knowledge, skills 
and competency in sales 
technology

We want to improve our 
service and to increase 
positive consumers’ 
experience in our shopping 
malls

Clients’ experience
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There are three reasons why a developer 
should at least once conduct a “mystery shop-
per” study. 
1. Standard parameters and evaluation criteria 
which we do not pay attention to while being 
consumers, combine to reveal a concentrated 
picture allowing us to estimate the overall level 
of service not only in a shop, but in a shopping 
mall in general.
2. The ability to compare several operators 
within a single product category and to recom-
mend changes.
3.  The study will give the developer / managing 
company an opportunity to better understand 
the specifics of work of tenants and an object 
in general. As a rule, a lessor relies on such 

data as sale proceeds from square meter, rental 
rate and goods turnover. At the same time, the 
study enables the estimation of the potential 
for conversion growth and staff efficiency.

We would like to believe that the conducted 
research, on condition that our partners want 
to implement changes, taking into account the 
impressions of “mystery shopper”, will contrib-
ute to the growth of visitors’ loyalty, increase in 
traffic and turnover.

   ProspektSun GalleryСity Mall  RayON    Entire network

Shop assistant’s work

Diagram 4
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The educational project Business2Students 
offered by Arricano has been expanded for a 
second year. During the open lectures business 
experts share their strategies for success with 
students to prepare future employees for their 
professional activity, focusing on practical skills 
necessary for the workplace, paying attention 
to factors that will help students to better 
adapt to life in the business world.

The third phase of this began in March 2017 
when retail, development and media marketing 
companies joined our initiative. 10 business 
experts from 10 companies provided 10 open 
lectures for students of the Kyiv National Uni-
versity of Trade and Economics, in addition to 
opportunities for at least 20 students to under-
go an internship and to get a first job. 

Ihor Zabulonskii, CEO, KarKat Fashion 
"It’s good that such an integrated complex pro-
ject exists. Our team is ready to share the experi-
ence and is confident that students will bring an 
additional impulse and impetus to our activity. 
We will be happy to support young people who 
are just starting their professional career and 
show what to expect from their working life and 
from the market."

Nataliia Dmytrenko, marketing director of Arri-
cano, said that the development of the project 
B2S by Arricano looks like it does for several 

reasons. Firstly, the clear responses from stu-
dents from the previous stages, demonstrated 
the value of the experts in inspiring them with 
their knowledge and experiences to choose to 
grow and develop professionally. Secondly, the 
support, assistance and attention received by 
the rector of the Kyiv National University of 
Trade and Economics Anatolii Mazaraki, and his 
team in the development of students is an ex-
ample of readiness for a partnership between 
the university and business that needs to be 
developed. Thirdly, retail and development 
business lack professional staff though there 
are enough real leaders and successful peo-
ple who can share their experience within the 
framework of the project B2S by Arricano.

“As a result, we invited the directors of the com-
panies of retail, development and media mar-
kets to be the speakers of the project,” Nataliia 
says. “With speaker participation conditional 
on the employment of at least two students.” 

Anatolii Mazaraki, the Rector of the Kyiv Na-
tional University of Trade and Economics
"The partnership between universities and busi-
ness is an approach that our country needs for 
the development of human capital. The partner-
ship project is aimed at making human capital 
productive, because the participation of experts, 
those who have achieved a lot, can be useful to 
young people. Ukrainian business and universi-

ties only learn to work effectively achieving the 
common result. It is important because the fu-
ture depends on the quality of human capital."

On March 22 during the meeting of represent-
atives of the university, business and media all 
participants of the third stage of the project 
Business2Students by Arricano have signed 
the Memorandum of Cooperation. Their will-
ingness to support students was confirmed by 
the Kyiv National University of Trade and Eco-

nomics and 10 companies - Arricano, Ekonomi-
ka +, MTI, Multiplex Holding, Watsons Ukraine, 
Retail Community, Ukrainian Real Estate Club, 
Brocard Ukraine, KarKat Fashion and Internet 
projects Zlato.ua and Mebelok.com. Meetings 
between students and business experts are 
planned from March to June 2017 in the Kyiv 
National University of Trade and Economics 
and the program of master classes started on 
March 20.

The third season Business2Students
by Arricano is P2P project

B2S by Arricano 

http://www.arricano.com
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Anna Berezetska, Head of the Corporate and 
Integrated Projects, Ekonomika+
“Mediacompany Ekonomika+ is in our second 
year as a partner of the project B2S by Arricano 
and we consider it to be one of the most impor-
tant for the formation of the ecosystem of the 
future. Ekonomika+ is constantly confronted by 
the small talent pool of those ready to start work-
ing immediately and efficiently – something not 
limited to young people. B2S project allows at-
tracting tomorrow’s professionals to work in real 
business from the student’s age, to help them to 
see the difference between a textbook and work 
in an office or “in a field”. 

Oksana Donska, Co-founder, Internet pro-
jects Zlato.ua and Mebelok.com
"We have several reasons for participating in pro-
ject B2S. Firstly, 15 years ago I graduated from 
the trade university. Secondly, we are developing 
actively and we really need employees who want 
to work and to achieve results. Thirdly, I have a 
positive experience of participating in this edu-
cational project aimed at attracting employees."

Nataliia Dmytrenko gave the students their 
first topic: «How to find my way professionally: 
the importance of the first job and choice of 
employer», this meeting was held in an inter-
active question-answer format, including three 
demonstrational, but live interviews with stu-
dents. 

Serhii Batrytdynov, Managing Director of the 
MTI Division of Footwear and Clothes,  spoke 
on “How to become successful in modern busi-
ness” and shared his rules: long-term relations 
with clients, partners and employees should be 
built on the basis of mutual respect and trust. 

“Do not try to do things that contradict your 
principles; changes for the better in the coun-
try are possible only when young people are 
engaged. You can change your life, and thus, 
lives of your beloved ones and the life of the 
country in general,” Serhii addressed the listen-
ers. How to set goals, to achieve results, to be 
energised, which are the “Key factors of suc-
cess that come with the experience,” – were 
topics discussed at the meeting of students 
with Anastasia Davydova, Marketing Director 
of Multiplex Holding. “The meeting was very 
emotional and very sincere,” Anastasia notes.

Anna Savelieva, Director of retail operations 
at Watsons Ukraine, told the students about 
a “Career in Watsons”, business strategies and 
the role of professionals in system companies. 

Anastasia Davydova, 
Marketing Director, Multiplex Holding
“Being the largest network of cinemas, first of all 
we appreciate emotions and comfort. We have a 
lot of educational projects. In this project, we ex-
pect that students will learn how to manage their 
emotions, because it is an important professional 
skill when working in services. I believe that we 
will get a cool result.”

Serhii Batrytdynov, Managing Director, MTI 
"Economy and trade are the components that in-
crease the country’s welfare. Business can change 
the country. We believe in business. I want to tell 
young people that changes in the country are 
possible only due to their work. Of course, we will 
employ more than two students if they are ready 
to work. But this is not the objective; the main 
objective is to change the culture of this country." 

Anna Savelieva, Director  for Retail Opera-
tions, Watsons Ukraine 
"For us the millennial generation the focus of our 
attention, they are our customers and our em-
ployees. In general, the company is focused on 
attracting young people with the aim of employ-
ment. Understanding their needs and a meaning-
ful dialogue help us to understand the way we 
can change. Watsons Ukraine has a multi-chan-
nel structure, so it is important for us to attract 
young people to all spheres."

The project will be completed in June, and then 
the students who have passed the selection 
process will go on probation. After successful 
training, they will look to find their first jobs, 
adapting faster than if they applied immediately 
after college. 

B2S by Arricano 

Lecture by Serhii Batrytdynov “How to become successful in modern world”

10 business experts from 10 
companies provided 10 open 
lectures for students
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Lyudmyla Sevryuk, Director, Brocard Ukraine
“A company which suggests luxury goods, bring-
ing people to the world of fashion and beauty, al-
ways needs creative and energetic staff. New stu-
dents, new ideas, new energy are very important 
for us. Today we employ 1,600 people. Therefore, 
in Brocard Ukraine we always have a lot of open 
vacancies. We will be happy to employ students.” 

“The social responsibility of a business is to look 
for partnership, provide platforms for innova-
tions and to indicate the wider development 
of civil society in the country” says Mykhailo 
Merkulov, CEO of Arricano. 

“The project B2S by Arricano is a purposeful 
and enriching partnership: teaming up univer-
sities and businesses for the development of 
human capital and assistance in adapting to 
students who’ve recently graduated. Leading 
managers and students gathered together to 
exchange their experience and energy, adults 
and young people get an opportunity to come 
to understanding by disagreements between 
generations, industry players - for the develop-
ment of young quality personnel.” 

Yulia Belynska, Editor-in-Chief, Founder, 
Retailers.ua 
“The only capital that exists is human capital. It 

is neither machines, nor real estate, but people 
that bring profit to shareholders and business. 
I’m looking for new young people, young talent. 
It’s great that the project allows students to place 
themselves in different roles, to understand how 
a business works and what they might need. I’ll 
be happy to take on internship those who want 
to apply themselves in writing.” 

Olha Solovei, CEO, Ukrainian Real Estate Club 
“I was scared when I’ve got my first job. Though 
I`ve studied for 5 years and have an honors diplo-
ma, it turned out that I knew nothing. I was ter-
ribly disappointed; I thought that something was 
wrong with me. When I’ve changed my employer, 

it became clear: I was all right; I 
just needed to get some more 
training. The first job is very im-
portant. I am sure that I can help 
students to make the first steps 
in their profession.” 

Nataliia Prytulska, Vice-Rector, 
the Kyiv National University of 
Trade and Economics
“We have been looking for the 
right communication with busi-
ness for a long time. The forma-
tion of a business culture, a cul-
ture of consumption, a culture 
of learning is what we are doing 
now. The fact that our students 
are excited about the project 
proves its relevance to the situa-
tion on the market. We are open 
to communication, we are ready 
for cooperation and we are de-
veloping. The development of the 
project B2S by Arricano contrib-

utes to the formation of a new model between 
student - university – business interaction. This 
affects the development of human potential, the 
quality of professionals, forms partnership stand-
ards and, as a result, has a positive impact on the 
economy of the country”. 

Nataliia Dmytrenko summarizes that Busi-
ness2Students by Arricano III is not just a cor-
porate social responsibility project, or just a 
B2S project. It is a complex mix of B2S, B2B, 
B2C communications, and P2P project (people-
2people).

B2S by Arricano 

B2S by Arricano projects 
includes multilayer partnership: 
university and business joined for 
development of human capital 
and cooperation in adaptation of 
graduates

Lecture by Anastasia Davydova “You won’t learn that in university.
 Key success factors coming with experience”
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Anna Chubotyna, Director of Retail Areas De-
partment Arricano
In the first quarter we continued to implement 
steps aimed at strengthening the tenant-mix 
of our shopping malls within the framework of 
our Customer Experience strategy adopted for 
2017. Our main task is to attract brands that 
meet the needs of our target audience and 
generate a constantly growing flow of turno-
ver. The implementation of new ideas and pro-
jects requires professionalism and teamwork 
between Arricano’s team and our partners. 

So, in “Sun Gallery” shopping mall two net-
work anchor operators JYSK and LC Waikiki 
were opened. At the same time we continued 
to work on updating the food court in “Sun 
Gallery” shopping mall. In “RayON” shopping 
mall the long-waited FoodPoint was opened 
and two additional auditoriums in the Boomer 

cinema appeared. In addition, we plan to imple-
ment qualitative changes through the selection 
of operators. 

In City Mall shopping mall the vacancy rate has 
already been maintained at 0% for three years. 
We have new ideas and will keep on develop-
ing this shopping mall. This year we planned to 
update the food court and to launch a service 
area. To strengthen the positions of “Prospekt” 
shopping mall we plan to attract major fash-
ion-operators, including network brands, until 
the end of 2017. 

We are glad that our partners share in Arrica-
no’s strategy for the development of shopping 
malls, helping us to make every shopping mall a 
comfortable social space.

Inna Skrebkova, Rental Manager 
of “Prospekt” shopping mall
In January 2017 in “Prospekt” shopping mall 
the children’s shoes store Jump & Blooms 
which occupies 96 square meters was opened. 
This store presented the collection of children’s 
shoes from the world-famous brand Disney. 

Last March the company “Hello” opened the 
first in Ukraine official monobrand store Xiaomi 
with the square of 65.5 square meters. We’ve 
chosen Xiaomi among other applicants for this 
location because today the brand is actively 
developing, offering visitors, in addition to mo-
bile phones, fitness bracelets, TV sets, action 
cameras, bicycles and scooters. In just a few 
years, Xiaomi’s smartphones and phones won 
the trust of consumers. In 2015, the Chinese 
company became the world’s third largest sell-

er of smartphones, competing with high-profile 
brands. 

On March 8, the first operator was opened 
within the service area. It was the travel agen-
cy “Join UP!” It is planned that seven operators 
providing repair services for household appli-
ances, footwear and jewelry, tailoring, printing 
and other services will work in the service area. 
At the moment, operators are preparing for 
the opening. The launch of the service area is 
scheduled for the middle of the second quar-
ter.”

Nataliia Kuhytko, Rental Manager of City Mall 
shopping mall
During the first quarter of 2017 the brand store 
ISEI was opened in City Mall. The fact that 

Realization of new ideas and 
projects requires from the 
Arricano’s team and our partners 
professional approach and well-
coordinated teamwork

The results of the Retail Areas Department’s work in the first quarter

Interview
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new openings are few is a consequence of the 
profound changes in the tenant pool that were 
made in 2016.

Taking into account that new tenants got over 
30% of the retail space in 2016, from a strate-
gic point of view it is planned that in 2017 City 
Mall shopping mall new brands will become 
more recognizable and, as a result, turnover of 
our tenants will increase.

To bring new tenants to the fashion gallery 
a high level of service for visitors of the mall 
is necessary. For this purpose among other 
changes for 2017 it is planned to update the 
food court zone. At this stage, Arricano’s team 
is working on selecting the most interesting 
and relevant formats to offer visitors not only 
quality shopping, but also pleasant leisure. The 
opening of a store from the all-Ukrainian net-
work specializing in materials for handmade 
and decorations Monpacie is planned for April 
2017. 

Despite the fact that in 2017 no profound 
changes of tenants are planned, the selective 
replacement of some stores by more modern 
format will take place. 

Nataliia Denysiv, Rental Manager of “Sun Gal-
lery” shopping mall
The first quarter of 2017 in “Sun Gallery” shop-
ping mall saw the exciting opening of stores for 
two international brands - the world famous 
Turkish fashion operator LC Waikiki (1250 
sq.m.) and the Scandinavian network of house-
hold goods JYSK (1100 sq.m.). 

The fact that these “magnetic” tenants joined is 
of strategic importance for “Sun Gallery” shop-
ping mall, while the number of visitors has in-
creased in average by 10%. 

For the time being, these stores are the first 
and the only brand stores of JYSK and LC Wai-
kiki in Kryvyi Rig. This allows us to hold the 
position of a unique shopping mall in the city, 
which offers its visitors a new level of exclusive 
shopping.

Stanislav Shulga, Deputy Director of Retail 
Space Department, Rental Manager of Ray
ON shopping mall
In the first quarter of 2017 a lot of stores 
were opened and a lot of new concepts were 
launched in RayON shopping mall. First of 
all, the launch of FoodPoint which meets the 
needs of our target audience should be men-
tioned. Within the framework of the project, 
new formats of public catering have appeared, 
namely: Pasta Bar. Besides, the opening of the 
restaurant of Georgian cuisine “Nino” is expect-
ed. In addition, the food court has united such 
institutions as “Kryla”, Noodle Doodle, and 
small formats Vegi Street, Mr.Grill, Corn House. 
In March an agreement with IL Molino network 
has been signed.

The entertainment segment of the shopping 
mall was expanded due to the launch of two 
new cinema auditoriums. As a result, visitors of 
“RayON” can see premieres of films in 4 mod-
ern auditoriums. 

New stores have appeared also in the fashion 
segment: Zirka store was opened in a new for-
mat with the total area of 110 square meters, as 
well as the store of Spanish sports brand Joma 
with the area of 20 square meters. 

In the second quarter, it is planned to develop 
a new of concept of Bukva store by expanding 
it to 260 sq.m., to open the store of Ukraini-
an manufacturer Season and to replace several 
tenants.

Interview 

In the first quarter of 2017 in 
«Sun Gallery» shopping mall there 
were sensational openings of two 
stores of international brands

Our task is to attract brands 
that meet needs of our target 
audience, and generate flows 
which turnover is constantly 
growing

In the first quarter of 2017 a lot 
of stores were opened and a lot 
of new concepts were launched 
in RayON shopping mall
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On April 24, 2017 Anna Dragomyretska’s 
master class was held: “A model of a correct 
behavior. How to sell “without selling” within 
the framework of a free educational project for 
tenants of B2B Upgrade by Arricano. 

Anna Dragomyretska is a business couch and 
psychologist, a certified professional coach, Er-
ickson College International and the author of 
the book “First steps in coaching or a guide for 
those who are at the start”. Anna spoke about 
what a coaching approach in sales is and why 
it is so important. During the interactive train-
ing the participants learnt what “right behavior 
model” is, how to sell and to satisfy the client’s 
need “without selling” using the approach of 
“correct behavior model”. Among the practi-
cal tools received during the master class, the 

tenants marked 5 
principles for crea-
tion of trust, verbal 
and non-verbal tech-

niques for setting a contact, signs by which dif-
ferent types of customers can be distinguished, 
classification of customers by color types, types 
of questions and in which cases they should be 
asked and many other issues. Another aspect 
of the relationship “seller-buyer” was opened 
to the participants: it is possible to form a part-
ner type of relationship when a seller helps a 
client to meet his needs.

A pretend play aimed at development of the 
skill of “correct behavior model” was held in 
a creative atmosphere and strengthened the 
participants’ opinion that by communication 
with a buyer this approach contributes to the 
formation of a positive customer experience.

“Free educational project for the tenants of 
B2B Upgrade by Arricano is an opportunity for 
our tenant partners to find their own style and 
manner of communication with a buyer in or-
der to develop themselves, increasing business 
indicators and forming loyalty to their prod-
ucts,” says Nataliia Dmytrenko, head of the 
marketing department of Arricano.

We want our shopping malls to become a 
comfortable social space. And this can only be 
done together, in the partnership “tenant-land-
lord-visitor”, forming a comfortable social space 
for each store, cafe, entertainment area or ser-
vice point, filling the customers’ experience 
with positivity throughout the entire mall.”

If you want to learn more about the secrets of 
effective sales, follow the announcements of 
classes of B2B Upgrade by Arricano. In the last 
ten days of May, Ihor Garbaruk, a trade expert, 
speaker and moderator of profile retail forums, 
a member of the Economic Discussion Club, 

will conduct the master class “Customers’ Loy-
alty: Instructions for Use”. You will learn more 
about how to understand and to love your 
client, how to build relationship with regular 
customers, how the seller’s condition and the 
customer’s repurchase are connected. 

For the second consecutive year the network 
of cinemas Multiplex is the partner of B2B 
Upgrade by Arricano. Arricano expresses its 
thanks to the Multiplex team for partnership 
and support of educational project for our ten-
ants.

B2B Upgrade by Arricano: 
to be continued

Educational project

It is possible to form a partner 
type of relationship when a 
sellers helps a client to meet his 
needs
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A bookshelf for a successful salesperson

Book of Svetlana Ivanova “Sales by 100%. 
Effective Techniques for Promoting Goods 
and Services” is a practical guide for all those 
who develop their sales skills. The book offers 
ready-made solutions and recipes for sales 
techniques, which can be adapted to the tasks 
of your selling spot. The book describes the 
methodology for identifying the needs of a vis-
itor, techniques of asking questions, algorithm 

for dealing with objections, types of influ-
ence, methods of persuasion, fundamentals of 
non-verbal behavior and principles of success-
ful communication, cases of wholesale and re-
tail sales of goods of different price categories. 
The book contains minimum of “general advice” 
and maximum of specific solutions. The book 
helps to test and to expand your knowledge 
and to enrich your own experience that will 
help you to increase number of effective sales.

Maxym Nediakin’s book “Sincere service. 
How to motivate your employees to make 
for a client more than enough. Even when 
the boss isn’t watching.” tells how to create 

a customer-oriented service, even in difficult 
conditions. The book raises the issue which 
from the author’s point of view is a key issue 
- only sincere service may be true. Sincere ser-
vice is the way of free people who are ready to 
do for a client more than enough. The author 
not only tells what a sincere service is, but also 
sets out the basic rules for creation of a ser-
vice-type relationship between a seller and a 
buyer; suggests laws, techniques and methods 
for introducing a customer-oriented service, 
proposes to create “I-culture”. The book will be 
interesting not only to the directors of sales de-
partments, but to those who want to improve 
their consumer experience and skills of creating 
of a developing comfortable atmosphere in any 
project. 

Harry Friedman’s book “No thanks, I’m just 
looking” is about retail. Friedman’s uniqueness 
is in his unrivaled ability to turn potential buy-
ers into those who really buy, and to teach oth-
ers to do so. A person must make a purchase 
not under pressure, then regretting about his 
visit to your store, but having the positive feel-
ings. And the book “No thanks, I’m just look-
ing” teaches how to achieve this. Using humor 
and his vast experience the author tells how 
to master customer service and to become 
the most successful seller. You will learn how 
to overcome the resistance of a buyer, how to 
find out what he wants, how to stimulate him 
to make not only basic, but also an addition-
al purchase. The techniques described in this 
book will allow you to accelerate your career 
growth significantly. 

“Free educational project 
for tenants B2B Upgrade by 
Arricano is a possibility for 
our partners to find their 
own style of communication 
with buyer, develop 
themselves, improve 
business results and form 
the loyalty to their products”

Educational project
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