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CEO Message

Dear partners!

The first half of 2020 turned out to be dif-
ficult. The commercial real estate market
faced an unprecedented situation when
shopping malls, shops and restaurants
were forced either to restrict access to
their visitors or close completely. Under
such conditions, we were required to make
quick decisions, make changes in the strat-
egy of marketing promotion of our proj-
ects, increase the effectiveness of com-
munication with our tenants and guests of
the malls.

Now that we have prepared the regular
issue of the digest, all shopping malls are
already open to our visitors, life is gradu-
ally returning to normal, and the market is
rethinking the concept of “the norm”. The
lockdown period has demonstrated that
our customers do not want their real and
virtual experiences to coincide. And this is
the potential and the prospects for the de-
velopment of shopping malls. By enhanc-
ing the benefits of our comfortable and
safe shopping malls, we not only retain our
loyal customers, but also attract new ones.

New and old challenges for today, both
for retailers and malls:

® Ensuring a safe and secure stay of guests
in the mall: cleaning and disinfection,
contactless movement and contactless
sales, creation of additional opportuni-
ties for self-service while shopping and
delivery of purchased or ordered items.

® Improvement of quality of service for
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buyers of our shopping malls: high-speed
service, personal shopping assistants,
trouble-free return of goods, click & col-
lect. According to our survey conducted
in April 2020, most customers will not
return to the store where they were not
satisfied with the service provided.

e Integration of online into offline to en-
hance and diversify the consumer expe-
rience, including virtual fitting and selec-
tion of looks, as well as the increase in
the representation of brands in the digi-
tal space. After all, online gives shoppers
a chance to learn about the benefits of
an offline store.

e Offer of additional emotional options and
special events that prolong time spent in
a particular store or mall in general. As a
result, our visitors are more motivated to
buy and consume services.

e Development of social responsibility and
values of brands, interaction with con-
sumer communities.

This year Arricano celebrates its anniver-
sary - 15 years in the Ukrainian market.

® During this time, our shopping malls
have become favorite malls for locals. A
new generation has even grown up to-
gether with our malls. We feel respon-
sible to our visitors and are grateful to
them for choosing our malls. We contin-
ue to develop and update social spaces
for comfortable and safe shopping and

leisure.
We had positive corporate news:

e Arricano has become number one in
the reputation rating of development of
Ukraine, according to the organizing com-
mittee “Reputational ACTIVISTS”.

e In April, we published the consolidated
financial results for 2019. As a result, the
company's net income has increased by
17% and amounted to 24.4 million US
dollars compared to 2018. The value
of Arricano's net assets in 2019 has in-
creased by 36% and amounted to 127.9
million US dollars.

e According to the branch study prepared
by the online edition Retailers.ua, Pros-
pekt has become the most visited shop-
ping mall in 2019.

e \We've strengthened our team, having ap-
pointed three directors: Rental, Commu-
nications and Marketing.

In August, Arricano celebrates its 15th
anniversaryin the Ukrainian development
market.

Our priorities today are to help to revive the
retail market and implement traffic-generat-
ing projects in our malls. After all, working
remotely, we have seen that although on-
line is growing, offline experience and real
shopping with entertainment are indispens-
able parts of lifestyle of modern Ukrainians
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as well as of Europeans.

Now in our malls we develop interesting
communication programs with creative
messages for our consumers - Welcome to
shopping and contemplation! Read more
about this on the online columns of the
corporate edition Arricano News Digest
No.21.

Retaily yours,
Anna Chubotina
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Key achievements Arricano News Digest

15 years retaily yours in Ukraine

In 2020, the company celebrates its 15th anniversary in the commercial real estate market of Ukraine.

During this time, the company has gained the corporate experience in the field of cooperation with financial institutions, formation of special concepts for the development
of shopping malls as social spaces and building relationships with tenant partners. Every year we meet new challenges, find smart solutions and make achievements, which
allow us to maintain the leadership position of Arricano.

Arricano is a strong and recognizable corporate brand in the commercial real es-
tate market of Ukraine. The history of the company is associated with different  f——
activities with various stakeholders: concluding agreements on financing devel-
opment projects, forming of innovative concepts in the management of shopping
malls as social spaces, development of relationships with retail partners, improve-
ment of the service model for visitors, and protection of property rights of Euro- 2019
pean investor in Sky Mall case.

A

Collection of $40 million in loans, 99.9% occupation of trading platforms and
“Best Management Company of the Year”

Arricano's social position is following: humanity is our asset. In 2020 alone, five K

. . . . . . 2018
Corporate SOClal respon5|b|||ty prOgramS Were lmplemented |n Kylv and reglonal Arricano is the winner of three of the twelve nominations for the Shopping Centers
malls. Award “Awards-2018"

We are ready to meet new challenges and conceptual projects aimed at devel-
opment of the industry of offline target spaces with quality services for visitors.

2017
Arricano is an active participant of business events in Ukraine and abroad, which main
purpose is to improve the investment climate in the country and the reputation of the

Trust, partnership, collaboration, innovative smart solutions and reputational lead- Ukraine” brand

ership are the words associated with the Arricano brand.

()

2016

The London International Court of International Arbitration has delivered a
judgment on the transferring of Sky Mall into Arricano’s ownership

2015

Opening of Prospekt Arricano’s facilities are recognized as the best in the industry rankings,
shopping mall in Kyiv and the company has signed more than 150 new lease agreements

2013 >
Arricano received 4 credit lines from Ukrainian and international banks for a total
amount of 100 million US dollars. Arricano Real Estate PLC is entering a trading

IPO of AIM platform of London Stock Exchange

2012 ) <« 2011 ) <€ «< 2009
Opening of “RayON”" Opening of City Mall in Zaporizhzhia Arricano opens the 2nd stage of Sky Mall Opening of the 1st stage of City Mall
shopping mall in Kyiv

» ( 2007 »( 2008
The beginning of work A loan was received from UkrSibbank for a total amount Arricano has signed a loan agreement with European Bank for Reconstruction and Development

in the Ukrainian commercial of 13 millionUS dollars for the development (EBRD) in Ukraine for a total amount of 139.3 million US dollars. Opening of Sun Gallery
real estate market of City Mall in Zaporizhzhia. shopping mall in Kryvyi Rih
Opening of the 1st stage of Sky Mall in Kyiv

|
® o
U U U
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Interview

Arricano News Digest

Olena Pogodina, “Today marketers face an interesting challenge - building a con-
structive dialogue with a consumer in the new reality”

Olena Pogodina, Arricano Marketing Director, about KPIs, new consumer realities and tools to stimulate offline shopping in the mall

What has changed in marketing during the
quarantine and after the opening of the
mall?

In the last six months, a lot has changed,
new values, needs and habits have appeared
in the life of each of us. Currently, market-
ers face an interesting challenge - to build
a constructive dialogue with a consumer in
the new reality. A dialogue which is based on
trust, mutual respect and support.
Throughout the period of quarantine re-
strictions, we maintain communication with
our visitors through social networks, share
the current status of our shops and services
of the shopping malls, staying in touch and
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experiencing  moments
of isolation with them.
We've changed the tone-
of-voice in communica-
tion during this period,
communicating with the
target audience “‘hom-
ey” and on current top-
ics. About what to do
with children and how
to spend time at home.
Instead, our users were
happy to share with us
their  shopping inten-
tions after the opening of
shopping malls.

What are the marketing

KPIs today?
We face the task of increasing such param-
eters as attendance of the shopping malls,
promoting of turnover increase of our ten-
ants and increase of an average check in our
malls stores.
Having studied the mood and the intentions
of the audience, we can make a conclusion
that marketing needs new solutions and ap-
proaches. (see Diagram 1 “Change in consumer
intentions during the quarantine restrictions’).
The main messages that a consumer per-
ceives should be based on honesty, open-
ness and vivid emotions.

Diagram 1.

Change in consumer intentions during the quarantine restrictions

Do you plan to buy new clothes
in the next 3 months?

Yes
J-
No

Do you track fashion trends?

No

q

Yes

What do you plan to follow while
buying clothes?

Fashion trends

of this season
' 55%

Functionality
21%
Classics

What will you buy?

Undiscounted dress
that | like

¢

17%
Discounted dress that
I like less

Do you make purchase in the store where
you don’t like the shop
assistants’ service?

»

35%
Yes, if the price
is reasonable

No, | won't
come back

27%

Yes, if this is my
favorite brand
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Interview

What projects do we plan to implement
by the end of the year?

During the second half of 2020, the main
tasks are to continue working with mi-
cro-segmented target groups, focus on
a loyal audience of consumers, who, in
their turn, become real ambassadors of
the brand and form a positive emotional
perception of a mall.

We pay special attention to the positive
atmosphere and shopping experience of
visitors of our malls, because it is offline
shopping that can turn a simple process
of buying things into an exciting adven-
ture, full of emotions, fun and “live” com-
munication.

What marketing tools are the most ef-
fective in achieving goals?

The set of tools and communication
channels to solve these problems is quite
wide. We continue to develop the digi-
tal direction as the most computable and
conversion of all types of direct adver-
tising. I'd like to emphasize that the dig-
italization of marketing processes is not
only about social networks and commu-
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nication with a consumer. It is also about
building a calculated model of in-depth
analysis of visitors’ behavior and con-
sumer insights of the target audience of
a shopping mall (see Diagram 2 “Dynamics
of turnover by categories in June 2020”).
Such model allows us to plan marketing
activities more precisely and optimize
marketing costs in favor of tools that at
the lowest cost reach the highest perfor-
mance. The social, aesthetic and creative
components of content for promotion of
a mall as a social space also gain special
importance.

How to discover new consumer inten-
tions in a mall?

We conducted our own special study on
consumer intentions and patterns. The
diagram shows some important results
for the formation of a marketing plan by
the end of the year.

Taking this opportunity, | would like to
wish the visitors of our malls safe, pos-
itive, emotional and aesthetically rich
shopping.

Diagram 2.

Dynamics of turnover growth in the specified categories, comparing the

results for June 2020 and June 2019
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Financial news Arricano News Digest

About Arricano's consolidated financial results for 2019

The value of Arricano's net assets in 2019 has increased by 36% and amounted to 127.9 million US dollars (compared to 94.0 million US dollars as of December 31, 2018). The
company's revenue from the leased space in shopping malls in 2019 amounted to 30.4 million US dollars. This is 4.8 million US dollars more than in 2018. At the same time,
cash flows from Arricano's operating activities increased to 22.6 million US dollars (in 2018 - 17.3 million US dollars). The company used these funds to acquire investment
property and cover construction loans.

The total fair value of Arricano's portfolio made 289.3 million US dollars (as of December 31, 2018, 258.5 million US dollars). The company's net profit for 2019 made 8.0
million US dollars (in 2018 it was 38.1 million US dollars). This process went on mainly due to the decrease in return from revaluation of investment assets by 54.4 million US
dollars, which was compensated by the decrease in net financial expenses by 13.2 million US dollars and the increase in revenue by 5.7 million US dollars.

+$4,8 mln

36%

19% 30%

o

2018 2019 2018 2019 2018 2019
value of net assets income from the cash flows from
leased areas operating activities

———— www.arricano.com e office@arricano.com e +38 044 594-94-70, 594-94-74 6 ~————— RETAILY YOURS




Financial news

Arricano News Digest

About Arricano's consolidated financial results for 2019

e .

8,0 2019
289,3 38,1
2018
2017 *including repayment of loans and
/ revaluation of investment assets

2018 2019

portfolio evaluation, min $ net income, min $

Anna Chubotina, CEO of Arricano, said,

‘The language of figures most accurately
demonstrates the company's growth dynamics,
key parameters and priorities. We are proud that
during the past year the overall fair valuation of the
company's portfolio has increased, as well as the
operating income and the value of net assets.

All these achievements became possible due to
our Arricano team, which persistently continues
to implement the best European practices and
generate new innovative ideas, increasing the value
and quality of business and the industry in general”
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Marketing & PR

Arricano News Digest

About social and motivational communications of Arricano shopping mall

One of the advantages of the mall is the
reality. The principle “here and now”, which
is accompanied by real service, real feelings
and a real atmosphere of spending time in a
mall, where you can touch, try on, see your-
self in a mirror and have a talk. Therefore,
positioning of a mall as a comfortable social
space which you can visit and meet friends
is lively and attractive.

#Don’t waste time

Time
for the positive

L= -

A P ©] N A =]

o

o ODLﬂﬂ_ﬂﬂ_ﬂmMMﬂJDO o =
=

=

=

Malls actively communicate with their visi-
tors, offering motivational, socially oriented
and emotionally important messages that
create mood and positivity, set up creativity
and discussion.

During the quarantine, communication
messages of Arricano shopping malls were
aimed at keeping in touch and having a di-

alogue with visitors, discussing interesting
moments of life and useful tips. The online
meeting with a psychologist with appropri-
ate life hacks useful during the quarantine
was especially successful.

The main online communication tools of
our mall are thematic videos, visual layouts
and memes with messages, special media

#Humanity

To say “love”

o
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projects, personalized posts, motivational
hashtags, interviews with thought-leaders.
According to the results of coverage in so-
cial networks, the most popular communi-
cation messages were “#Don’t waste time”,
personal guarantees of the directors of the
malls concerning safety and disinfection and
social and charitable projects under the slo-
gan “Humanity is our asset”.

Time
to reboot

#Safety

o [}
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Marketing & PR

Communication projects and
motivating messages of our
shopping malls

‘Spring Diversity”, Prospekt shopping mall

“#Spring trends. We are looking for new meanings’,

“RayON” shopping mall

“People's health is the most important valuge’,

Prospekt shopping mall, “RayON” shopping mall,

City Mall

‘About people, gratitude and care”,

Prospekt shopping mall, “RayON” shopping mall,

City Mall

“Discounts, masks, mannequins. How shopping malls

are getting ready for the opening’,
Prospekt shopping mall

‘About respect, social distance and respiratory

etiquette” Prospekt shopping mall, “RayON” shopping

mall, City Mall

“Summer of our clothpectations”,
City Mall

How the security of the social space of a mall is
guaranteed: Maryna Baranova, director of

)

Vardui Batrakova, director

of City Mall, Inna Sotnikova, director of Prospekt

shopping mall, “RayON"shopping mall
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“Love is the main word of the month” in
Prospekt shopping mall, “RayON" shopping
mall,

) TPK CITY MALL 3HaxoguTbes B TPK CITY MALL.
7 nioToro - 3anopixks, 3anopisbka o6nacTb - Q

.

Cka3saBwu «Nobio» - yLockoHanomnTe, nepesTintoiTe. Kaxits 100
pasiB «nt06t0» i Hi HA MUTb He MeHLLe. FOBOPITb WOAHS,
HanoBHIONTE NOYYTTAMU, PaainTe pasoM. Jo6iTb 3aBXAN, HE Tinbkn
y niotomy @

OO By, Margarita Danilec Ta we 39

O Y 3axsari () KomeHTyBaTH » Mowwmputn il

1 koMeHTap 11 nowmpeHb

Art & Fashion project: from the 20s to the
20s, Prospekt shopping mall, “RayON"
shopping mall

TPK MpocnekT 3HaxoauTtbes B TPK MpocnekT.
Ony6nikosaHo Mapraputa flanuney (7] - 2 aH. - Kyiv - @

“100 pokiB kpacu, CTUIo Ta "-HaT i npo
Bucraska "ArtFashion: Big 20-x go 20-x" y TPK "MpocnekT"
QAusitbes y cloxeti Hosoro Kawana B TPK MpocnekT

#ArtFashion_prospekt

01:07

5733 48
OxonneHo nioaen Engagements

Mpocysatu gonuc

- Resindexuia TPK koxHi 2

TPK CITY MALL sHaxopuTsca 8 TPK CITY MALL.

OnyGriKosano Mapraputa dawineu 7

3anopiaexa ofnacrs - @
Bineonokas, sk TPK CITY MALL B AeMoHCTpye 8ianosiaanbHIcTs nepen
i rapanTye GeaneuHui workr:

roauHM

- MUTTA ycix NoBepxoHb koxHi 45 Xewnih

15 uepans - 3anophexs,

- Bxigwi rpynn

MokazaTu Ginbiue..

15592

Oxonnero mogei

©027

TepMoMeTPaMy Ta Caniralisepami
- MlepeBysata y TPK aAkmIowHO y 3axweHil Macu

. BAPMYY BATP A
81 wonitr 5 TRK-City Mall?

354

Engagements

o Nonosserscn () Kowerrysam

30HaMH 3

“Welcome to shopping"
Prospekt shopping mall, “RayON”
shopping mall,

City Mall

3 nownpenka

& Nownpurn

Arricano News Digest

Exhibition of children's
drawings “Fantasies of
Summer”,

Prospekt shopping mall,
“RayON" shopping mall

. TPK Mpocnekt snaxoautscs 8 TPK Mpocnexr.
24 wepana - Kyiv - @

TPK Mpocnext npauioe y 3suuromy GopMaTi Ta sanpowye
WONIHYBATH y MAra3uhW OAATY, aKCeCyapis, ifPaLIoK IPYHHO,
Hagiiino Ta Gesneuno.

PO CiMeiiHuii WONIKT, UIHHOCT Ta BNACH BPaXeHNA POINOBIAAIOTS
InHa CoTHUKOBa, AeKTOPKa TPK «[TpOCNeKT» | AoHbKa ApiHa (9
POKiB) - 418 XypHanicTis BuAaKHa Retailers.ua.

Apina poanosinac npo caol wonikr-3eusku: “Mewi nogo6aTbes
HoBi paBuna - HOCUTU Macky | 06poBnaT pykw. Sl pana, wo TPLL
BIAKPUANCS, XOU | HE NOBHICTIO. 3a38M4aM, SKULO MU WONMMOC,
Nokasatu Ginsuwe.

oo s
Oxonnewo nioneit ngagements E2cyRANR AprMS

©0 2 omenapia 4 noumperka

TPLL PaitON sHaxoauTses 8 TPLL PaiiON.
25 uepana - kyiv - @

akTH Npo BUCTaBKY «®anTa3il nita» y TPLL PaiON - 8iA ViikeHa &

Kutese

3ranatu ynioGnesy nopy poky pasom - inea apr-sucrasku s TPLL
aliON.

y sl Tenep

npeacTasnene nito GanTasiii Ta Mpiii.
Bes cTannapris Ta pamok ... Mokasat Ginswe...

BUCGTABKA MAAIOHKA
«@AHTA3II AITA»,

I, o

Exhibition of children's
drawings “Fantasies

of Summer’, Prospekt
shopping mall, “RayON”"
shopping mall
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Marketing & PR

Motivation fun during the quarantine

) TPK MpocnekT 6yB (6yna) B edipi.
Ony6nikosaHo Mapraputa faHuney, [?] - 14 6epesHs - @

Meet&Talk 3 Bonogumunpom Haymerko B TPK «MpocnekT»

MpsiMa TpaHcnaLis 3ycTpiyi 3 NCUX0NOroM-NpakTUKoM Bonogummpom
HayMeHko Ha TeMy «Bbe3 naHiku! McMXoiHCTPYMEHTH 3axucTy Bif,
HeraTuBy» NoYHeTbCs Ha cTopiHkax TPK «MpocnekT» y deiicbyui Ta
iHcTarpami o 15:00.

Bnpoposx npsmoi TpaHcnsuii 3axony Meet&Talk 3 Bonogumupom
HaymeHko B TPK MpocnekT MoXHa 3afaBaTv MUTaHHS Ta 3anuwwaTtu CBoi
KOMEHTapi.... lMokasatu GinbLue...

Binbwe uikasoro
B cCouianbH1X Mepexax

nl"'3€CﬂEKT

MEET & TALK '@
& I

0018

2 KOMeHTapiB 6 nowupeHb

o Noao6aetbes () Komentysatn A Mownputn e

“Tell us, what interesting do you have?”
Prospekt shopping mall, “RayON” shopping
mall, City Mall

“What children advise their parents at home”
Prospekt shopping mall, “RayON" shopping
mall, City Mall

“‘Cool School online”,
“RayON" shopping mall

“# PauseChallenge”, Prospekt shopping mall
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‘Meet & Talk: don't panic. Instruments of
Positive”, Prospekt shopping mall

“#tnopanik_instruments of the positive”,
Prospekt shopping mall

‘“#Don’t waste time”, Prospekt shopping
mall, “RayON" shopping mall,
City Mall

Arricano News Digest

Charity, social position and inclusion

TPK MpocnekT 3HaxoguTbesa B TPK MNpocnekT.
Ony6nikosaHo Mapraputa Janune [?] - 23 GepesHs - Kyiv - @

negyCnext

Le no kapaHTUHY KoMaHaa TPK MNMpocnekT 3annucana posnk MOBOO
XecTiB. Afke coujanbHa Nno3uLis TOProBoro LEHTPY onucaHa Tpboma
CoBaMK: NIOASHICTb - Hall akTUB &

| Tenep, cnasyM BAOMA, MOXHa i caMoMy cnpobyBaTi nobaxaTtu
340PO0B' BNNXKHIM Pi3HUMKU MOBaMM i XXecTamMu. PO3yMiTK, NOBaXxaTw,
BifuyBaTH iHWKX - e fap, TanaHT, NparHeHHs...

TPLL PaiiON
Ony6nikosaHo Mapraputa [laHuned, [?

Cool School online B TPL| PaiilON &

Mokw 6aTbku BAOMA, TO Lie YyA0Ba MOX/IMBICTb NEPErnsHyTH 3i CBOIMU
AiTbMM BifIeO NPO CTBOPEHHS MEHTaNbHOT KapTy, SIKy NPOMOHYE
BYMTENbKa icTopil Mapis MapyeHKo Npo €ANHOro YKPaiHCbKOro
KOPOHOBAHOro kHa3s [aHuna Manuupkoro.

Po61TU HOTaTKM Ta 306paxaTu icTopito B cxemax Ta iHdporpadiky — Le
uikaBuit focBig, Wo 36aravyBaTtucs LikaBuMu daktamu. CTpykTypa
NPOCTa — 30BHilLHSA Ta BHYTPILUHS NONITUKA, BIMCbKO Ta iHHOBaLlis 36poi,
WNOGHI 38'A3KM.

Ynio6neHuit cepep... Mokasatu GinbLue...

- 20 GepesHs - @

COOL SCHOOL 0
AiAbHICTE AGHUAG TOAD
BiA Mapii MapueHko I

Cool School gplige B TPL| PaiiON: B‘{lﬁ el
Mapis Maf9eHko i Tanunna Fanybko

08:09

16 536 364
OxonneHo noaen Engagements

Mpocysatn aonuc

2 NOLWMpPEeHHs

0024
/> Mowmputy [ 24

|b Mopo6aeTbes O KomeHTtyBaTn

01:58

113 281
OxonneHo nogewn

2502
Engagements

MpocyBaTtu gonuc

6 komeHTapie 30 nowmpeHs

OO 169

Video clip “Tell about
humanity using gestures”,
Prospekt shopping mall

‘About humans and
humanity, personality and
special people”, Prospekt
shopping mall

“Humanity is our asset: visit
to the infectious disease
hospital of Kryvyi Rih”,

“Transfer of humanitarian
aid. Equipment was
transferred to Kryvyi Rih
Hospital No.1 to improve
the quality of medical care
and comfort of patients”

Food packages for retirees
in Zaporizhzhia and Kyiv as a

part of a social project

“Humanity is our asset: sets

of disinfectants for retirees” from City Mall and “RayON” shopping mall

The award “Available UA” from the public organization “Movement without Borders”,

“Movement without borders: 9 lives”, the thematic exhibition,

10
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of visual communication rricano fews Figes
Art & Fashion in Prospekt shopping mall: from the 20" to the 20

Afterthe opening of our shopping malls, the approaches and the requirements for the organization
of BTL-events, which previously brought together hundreds and thousands of participants in the
mall - at various concerts, thematic workshops or talk shows have changed. In summer 2020,
after the quarantine break, the need for emotional support of guests has increased significantly.
Therefore, instead of the classic BTL-events in the mall Arricano has developed a new way of
communicating with visitors offline in the style of art contemplation with the task:

to attract attention to brands and increase the targeted traffic of the shopping malls. -
HArtFashion
-~ . BIf 20-x 10 20-X: ol
Prospekt shopping mall has presented the exhibition “ArtFashion: from the 20th to the 20th”, / S, N i e

which demonstrates the line of fashion development over the centuries. Dresses, hats, men's
suits, shoes, children's toys, bags and accessories - 8 stands with images demonstrating how
style and trends have changed from the 1920th to the present on the example of rare paintings
and photographs, as well as modern images from famous brands.

7 retail partners of Prospekt shopping mall - “Budynok lhrashok’, Intertop, VOVK, Parfois, Arber,
Camel Active, bags ect participated in the project. They presented at the exhibition photos of
the best and most popular models from the latest collections of 2020, which fit organically
into the retrospect of the exhibition.

: Arf?as H%'o

A =7 I
BIO 20 X000 20-X:
I YONOBIME B3YTTH! INTERTOR

ART & FASHION,
BIN20-X 10 20-x

Art & Fashion

I Big 20-x no 20-x

DelWwH-NapTHEPX M
PARFOIC bags e
- INTERTOP
VOVE Clfrtior
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BTL contemplation in the mall as a new tool . .
of visual communication Arricano News Digest
Exhibition of children's drawings “Summer Fantasies” in “RayON” shopping mall

“RayON" shopping mall positions itself as a family shopping mall, located next to home.
Therefore, the most interesting projects for our visitors are those that concern their district,

their community and, of course, their children.
BUCTABKA MAAIOHKA

«CPAHTA3II AITA»’

Thanks to this exhibition, the shopping mall has become an art gallery, which social meaning is

to demonstrate the inner world of a child and help adults to get along with their children.

Some works for the exhibition were collected through the appeal on social networks. Others
were received from local schools, kindergartens and clubs, because “RayON” is a platform
for constant communication and creativity. Before the quarantine, “RayON”" shopping mall
was a place for master classes, meetings with bloggers and interesting events from brands. In
the events took part adults, elementary schoolchildren and teenagers. Now, visitors got the
opportunity to transform from listeners and participants to creators of a new art project with a
personal exhibition of their own works.

v BucTaBka OMTAYMX ManioHkis «®aHTasii nita» 8 TPLL PailON yeiiilwna y MOAMBUTHCH BUCTABKY 3YNMHAKTLCA MMM | TaTH 3 AITbMU. A NOTIM
PA o= ) Ton-10 KyNbTYPHUX NoAIA KMEBa, peKOMEHA0BAHWX ONA BiOBILYBaHHA Ha 3aNUTYIOTh - AKKMIA ManiHoK Ginblwe Nofo6aeTsCa. A LWe MOTHBYHTH CBOIX
. \ v BUXIAHIX & LiTei TaKkoX HamanioeaTk.
xopowmi, ™+ : \ - Sl Mo, Te, IO CTBOPIIOTL AiTH - Likapo. Lie ix cnpuidHATTS CBITY

MIA [Oertani 3a nocunaHHam: https://kyiv.depeo.ual.../svyatkova-afisha-top-

kulturnikh-podi... CnewiansHWiA CIXKET Ha HOBOMY KaHani &2

BUCTABKA MAAIOHKA
«CPAHTA3II AITA»I

BUCTABKA MAAIOHKA

«CPAHTA3II AITA»’

Yvkena

Ipopuaniinh napTHER

Yixena
ool e
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Reading Club by Arricano

Bookshelf

Olena Pogodina, Marketing Director
Psychology of advertising
Oleksander Lebedev-Lyubimov

This book presents a look at advertising from the point of
view of scientific study of mass consciousness and sub-
conscious.

Advertising has long ceased to be just information about
the product. As early as the beginning of the 20th centu-
ry, Aldous Huxley wrote, “Advertising is the most interest-

ing and complex form of the modern literature”.

The author of the book “Psychology of Advertising” suggests to consider this subject
as a branch of scientific knowledge. On the one hand, he emphasizes that advertising
is a form of art and creativity. On the other hand, it includes scientific and applied
research, results and methods of influencing the perception of an advertising message
of such factors as color, sound, environment, symbols, etc.

It is generally accepted that advertising is, first, a set of
words and graphic images, which helps to achieve an adver-
R ! . A. Jlebepnee-J1l00MMOB
tiser's goal to influence a consumer. e
However, the experience proves that words and images | FICVI,),(,OH
addressed to a person are never transformed into actions EK‘_" A

automatically.

If it were otherwise, children would always obey their par-
ents, students would obey their teachers, and criminals
would obey the police. In real life, we rarely pay attention to e
very attractive words accepting only those that correspond -

our personal needs and attitudes,” the author notes.

Arricano News Digest

Natalia Nezghoda, administrator of Prospekt shopping mall
Thinking, fast and slow
Daniel Kahneman

Kahneman is a Nobel Prize winner in Economics. In the
book, the author reveals the principles of work of the brain
and two systems of thinking. The first one is “fast” automat-
ic, instinctive, which we usually call intuition. The second
one is “slow”, rational and logical. It explains why a person
is more inclined to the solutions offered by intuition. How-
ever, trusting our intuition in different matters, we often

make mistakes. Because intuition may be easy confused, when a person relies on his/her
previous experience, not paying attention to the peculiarities of different circumstances.
Kahneman convinces that these mistakes are permanent. And the right confident deci-
sion needs a conscious approach.

“Thinking, fast and slow” is interesting, but not always easy
to read, | had to Google some terms from psychology.

I singled out a few ideas: the availability of information dis- OIVMAMN
torts the reality. For example, a report about a plane crash  MEIOJIEHHO...
affects our sense of security more than statistics. If you are PEIIAM

an optimist, then be careful, because it is an optimistic dis- BBICTPO

tortion that often leads to failure. A person in a good mood
tends to make logical mistakes. / \

Another important detail: if it is difficult to answer, it is bet-

ter to paraphrase the question. Because “quick” thinking AAHWIITD
often answers not the question itself, but easier, adjacent KAHEMAH
ones.
| will definitely read the book once again.

13 ~————— RETAILY YOURS

www.arricano.com e office@arricano.com e +38 044 594-94-70, 594-94-74



Reading Club by Arricano

Olena Obukhivska,

Arricano Communications Director

The Ultimate Guide to Writing Powerful Advertising and
Marketing Copy from One of America's Top Copywriters
Joseph Sugarman

For several years, the book “Write, abbreviate. How to
| create a strong text” has been popular on the Ukrainian

/ market. | think that after reading this book one should
= ‘ start reading “The Ultimate Guide to Writing Powerful

W,
= Advertising and Marketing Copy from One of America's

Top Copywriters” Its author, Joseph Sugarman, shares his own experiences on how to
find interesting ideas for headlines that match nature and concept of an advertising
product, how to organize thoughts in your head and transfer them “to paper”.

The structure of an advertising text according to Sugarman is simple and effective.
The task of the title is to make a customer read the first
sentence. The task of the first sentence is to stimulate reading
of the second one, etc. Therefore, without long and complicated
words, he recommends to make each sentence short, bright and
seemingly incomplete, so that a reader moves on to the next.
After all, in copywriting, as well as in sales, every word should
push to the main motive of buying and stimulating. .
The author gives a text a sacred meaning for business and “1
sales. In his opinion, the text can create an atmosphere,
mood, conditions for shopping, interest and appeal. And most
important is to convince through emotions and justify with logic.
The result of an effective advertising text is a willingness to spend money for the
purchased product or service. As for the size of the text, the author notes, “In the days
when most copywriters were men, there was a saying, “The text looks like a woman's
skirt - short enough to be attractive, but long enough to cover the subject, to be
interesting, and long enough to give all that is of importance”.

Arricano News Digest

Inna Sotnikova,

Director of Prospekt shopping mall and “RayON" shopping mall
The Monk who Sold his Ferrari, Robin Sharma

People over Profit, Dale Partridge

“The Monk Who Sold His Ferrari” is one of Robin Sharma's
most popular motivational books. It opens new facets
of personal development, teaches
to prioritize according to deep
manifestations, instead of external
layers, motivates to  reconsider
universal and personal values.

The key idea is to learn to live in the present according to one's
mission, to build trusting relationships and to think positively.
After all, the simplest philosophical postulates are at the same time
the most important. The book teaches that only two virtues make a
person calm and harmonious with the universe: to have power over
yourself and to be responsible for your actions.

The book “The Monk Who Sold His Ferrari” describes wise practical knowledge that
teaches:

e live according to your mission;

e realize the power of your mind and act courageously;

e save time which is our greatest asset;

e cherish relationships with other people;

e live in the present.

Many insides, practices and knowledge can be learned by immersing into
this practical motivating case.

Looking back on the experience of self-knowledge and the study of the
inspired work of Robin Sharma, | found a book which is no less motivating
for personal development “People over Profit” by Dale Partridge.

The book became a bestseller according to WALL STREET JOURNAL and USA TODAY
magazines.

The main theses that permeate the book: Break the system. Live with purpose. Be more
successful.
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Announcements of BTL events at Arricano shopping Arricano News Digest
mall for August rricano News Diges

Zaporizhzhia and Kryvyi Rih are social spaces for visitors with thematic exhi-
bitions of contemporary art

IIpoexT
“MeB’ATh XUTTIB"

pyxéesmem

CITY MALL

CITY MALL,
OobJIN44A, 1ioau

KomaHan, Aki 6e3nepebinHo npauroBanm
nig Yac KapaHTuHy. BoA4Hi im 3a ue

RETAILY YOURS
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Contacts Arricano News Digest ————

Advertising and marketing department

marketing@arricano.com

arricano

commercial real estate Olena.Obuhivska@arricano.com.ua

Rental Department

leasing@arricano.com.ua

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

UCLZSxgNKylFHRmZnHaJICtQ
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