KanbkynaTop AnAa nepecyeta o6bema 3aKkasa NpoAyKTa ¢ y4eToM yxoaa ¢ pbiHka coopmarta “Big Box”
Mocne 3anpeTta npon3BoACTBa M Npodaxu navek curapet B popmate “Big Box” (20+ curapet B nayke) nepen,
KOMNaHWen cTosna BaxkHas 3agava yaepXarb CBOM NO3MLMM U 06beMbl NPOAaX B HU3KOLIEHOBOM CErMEHTE.

Mwuxaun ®enoToB, TeppuUTopUanbHbI MEHEKEP MO npoaaxam, r. MpKyTCK NpeanoxXun NHCTPYMEHT,
KOTOpbIN Ha ocHoBaHuKM AaHHbIX 3 TME (Distributor Data Exchange report) asBTomaTtnyeckn paccumtbiBaeT
onTMMarbHbI 06beM 3aKkasa NPoAyKTa A5 KOHKPETHOW TOYKM.

Kakue npeumyLiecTBa gaeT AaHHbIN KarnbKynsaTtop?
*CoxpaHeHne obbema npoaax NpoayKTa v npegoTBpalleHne cutyaumi OTCYyTCTBMS TOBapa B TOProBbIX
TOYKaX.
*YcuneHme KOMMepPYECKON apryMeHTauumn cneymanmcta no passutmio TeppUTopun.
*CokpalleHne TpygosaTpat cotpyaHukoB JTI 3a cueT aBTomatm3sauum paboyero npouecca.

OTOT MHCTPYMEHT Bbin pacnpoCcTpaHeH Mo BCEM perMoHam Ans NCnofb30BaHuS.
Omutpuin Lbirypos, MeHemxep no nosblleHno 3deKTUBHOCTM oTAena npoaax, r. Mocksea: “bnarogaps

3TOW maee, nosbiaeTcs 3PPEKTUBHOCTb PaboThbl HALLMX CMELManMCTOB M0 Pas3BUTUIO TEPPUTOPUM, T.K.
KanbKynsTop Nno3BonsieT onTMMM3NMpPOoBaTh BPEMS Ha NOArOTOBKY U NPOBeAEHNE Npe3eHTauun B TOProBon
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AnekcaHap Libiba, meHemxep no npogykTty More, nogenuncsa ¢ Hamm cBoMM MHeHueM: «KanbkynaTtop ans
nepecyeta obbemMa 3akasa TOYKM B Nepuno BbiMbiBaHUS «BONbLUMX NAYeK» - HACTOSALLMA NPUMEpP NPOCTOMN,
HO OYeHb 3ah(PEeKTMBHOM naen, KOTopas NOMOrfa BCe KOMMNaHMM COXPaHATb 06beMbl B NEPEXOAHbIN
nepuog. Co cTtopoHbl 6peHa-rpynnbl More mbl npusHaTenbHbl Muxanny 3a nageto, Kotopas nomorfna Ham B
BbINOSIHEHUN HaLLen obLen Bu3Hec-Uenun, u ¢ HETEPNEHNEM XKOEM HOBbIX NPEASTIOKEHNN!»




A calculator designed to make adjustments in cigarette order volumes taking into account that Big Box
Ban

After the ban on the production and sale of Big Box cigarette packs (20+ pieces in a pack) came into effect, the
company faced a major challenge of maintaining its market position and sales volumes in the value brands
segment.

Mikhail Fedotov, Territory Sales Manager, Irkutsk, suggested using a tool that on the basis of TME data
(Distributor Data Exchange Report) can automatically calculate the optimum size of product orders in each retail
outlet.

What are the advantages of such a calculator?

. Ensures that sales volumes are maintained and prevents out-of-stock situations in retail outlets.
+  Strengthen commercial arguments for Territory Development Specialists.

. Saves time for JTI employees by providing an automated work process tool.

This instrument has been distributed to all regions and is intended for wide use.

Dmitry Tsygurov, Sales Force Effectiveness Manager, Moscow, said: “This idea has increased work efficiency of
Territory Development Specialists, since the calculator allows them to optimize the time necessary to prepare the
presentations for our business partners”.

Alexander Tsyba, More Product Manager shared his opinion that: “The calculator, which was designed as a tool
to make adjustments in product reorder volumes during the period when Big packs were gradually being phased
out, is a good example of a simple, yet efficient, idea that has helped the entire company maintain sales volumes
in the transition period. Speaking on behalf of the the More brand group, | can say that we are grateful to Mikhail
for his idea, and it has helped us achieve our common business goal. We look forward to more ideas!”
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OgHouBeTHas neyaTb Ha KOpobax AnA ynakoBKU curapeT

NcTopuyecku kopoba npoayktos 6binm opopmMneHbl B X (PUPMEHHbIX LiBETAX —
Hanpumep, kopob Winston Classic, kak u cama nadka 6bin BbINOMHEH B
KpacHom uBeTe. MHorouBeTHasi nedyaTb Ha kopobax nomorana oTnnyaTb
NpoAyKTbl NpU OTrpy3Ke/cknagupoBaHmm/npogaxe, Korga atv onepauum
NPOU3BOAUITUCE BPYYHYIO.

C BBeAeHMEM aBTOMATM3NPOBAHHbLIX CUCTEM CKMaACKOro yveTa n NIOrmcTukn
ncyesna HeobxogMMOCTb B UCMOSMb30BaHUN MOMHOLIBETHOM NevaTn Ha
Kopobax.

AHgpen 3apanckun, 6peng meHegpxkep Winston npeanoxun ncnonb3oBaTb
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OHOLIBETHYIO NnevaTtb Ans kopoboB. BHeapeHue aaHHOM naen no3sonsieTt e B ol

COKpaTUTb HeaeKTUBHbBIE pacXodbl, 8 UMEHHO: |

*[locTosiHHasA aKOHOMMSI CPeACTB NpU NPOM3BOACTBE «
*EonHopasoBas akoHomus (o 300 EUR) ans ogHoro npogykra 3a cyeT G Tea—
YMNPOLLEHNSA NPON3BOACTBEHHON NMHUN

B Hosi6pe 2015 pnaHHasa nges 6obina BHeapeHa anga npogyktos mapkun Winston,
a Kk uoHo 2016 roga Ha ogHOLUBETHYIO NevaTtb nepeLwnn Bce Mapku. EneHa
MamoHoBa, pykoBoauTenb rpynbl No pa3paboTke HOBbIX MPOAYKTOB,
noaaepXXuBaeT AaHHY0 nHuumaTusy: «lpegnoxerHne AHgpes nveet
XOPOLUNA IKOHOMUYECKUN 3(PPEKT: Mbl CMOMUN CyLLECTBEHHO COKOHOMUTb Ha
CTOMMOCTU MHCTpPyMeHTOoB Ans nedatn (One Time Cost), a Takke
ONTUMU3NPOBATb NPOLIECC NPON3BOACTBA KOPOOOB Ha CTOPOHE NOCTAaBLLMKAY.




Monochrome offset printing on cigarette shipping case packaging

Historically, cigarette shipping cases were produced in the same colors as those of the product. For
instance, Winston Classic cases had a red color design identical to that on the packs. A polychrome
printed design on the helped to identify the products when shipping cases were dispatched/stored/offered
for sale when these operations were conducted manually.

With the introduction of automated warehouse management and logistics systems, it is no longer
necessary to use polychrome printing on cigarette cases.

Andrey Zarayskiy, Winston Brand Manager, offered to use monochrome printing for cigarette cases. The
implementation of the idea has allowed us to reduce inefficiencies, thereby achieve the following savings:

«  Continuing savings on the cost of production

*  One-time savings (up to 300 Euros) per each product resulting from a streamlined production
process

In November 2015, this idea was implemented for Winston products and by June 2016 all brands
switched to monochrome printing. Elena Mamonova, New Product Development Group Manager
supports the initiative: “Andrey’s proposal has had a measurable financial effect: we managed to achieve
significant one-time savings on the cost of printing and optimize cigarette case production on the
supplier’s side.”
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Pepaktnpyemas nucroska

MapwuHa PbikaHkoBa, Mapraputa NnetHeBa n Bnagnena OneckuHa u3 6peHa rpynnbl
Saint George 1 Tpovika NpeanoXxunn naet yHMBepcanbHOW NIMCTOBKM B paMKax
nporpaMmmbl MHPOPMUPOBaHUA A51s BU3HeC-NapTHePOB

Bce Mbl 3HaeM, 4TO AaHHasi nporpamMmMa - O4UH 13 KINtoYeBbIX MUHCTPYMEHTOB
MHGOPMUPOBAHNSA PO3HULLI O NpoaykTax JTI, a nnctoBka ABNAETCS OCHOBHbLIM
MOMOLLHMKOM MpofaBua A5 ee Ka4eCTBEHHOW peanu3sauunn. ApKo BblpaXeHHas
pernoHanunsaumsi pPOCCUMCKOro pbiHKa curapet obycrnasnueaeT HeO6X0ANMOCTb
MOArOTOBKN MHOXECTBA BapMaHTOB JIMCTOBOK C Pa3fMyHbIMU KOMBUHALNAMUN HA3BaHUN
MapoK 1 nepuoga NpoBeaeHUs NPorpamMmmbl.

Tak, Hanpumep, B ycrosusx 3anycka Ocobbix Cepuit Mapok HU3KOLEHOBOMO CErMeHTa,
NOA4 KaXayr BOMHY NporpaMmmbl Ha 0anH BpeHa Hy>KHO Obinio paspabatbiBatb 40 8
NNCTOBOK, YTO AaBasno B cymme 6onbLue 20 NMCTOBOK B Mecsl,. OTO co3fasario
BonbLuyo Harpysky ans Bcex 3a4eNCTBOBaHHbIX CTOPOH.

YTo npeanoxunu Hawwm konnern?

Cospgatb nuctoBky B oopmarte pdf ¢ pegaktnpyembiM cnoem Ans Toro, YToObl KaxabIn
pPErMoH Mor CaMOCTOATENBHO 3aMNOfIHUTL OCHOBHbIE MOSIS MO CBOUM NOTPEOHOCTSAM
(Ha3BaHMs1 MapOK KOHKYPEHTOB U NepMOA NPOoBeAEHNSA NPorpaMmel).

Kakne BbIrogbl y 3T0ro NpeasioxkeHmsa?

— 3HauMTeNbHOE COKpaLleHne BPEMEHHbIX U TPYLAOBbIX 3aTpaTbl BCEX BOBEYEHHbIX
CTOPOH: BpeHa-rpynnbl, KPeaTUBHOIO areHTCTBA, rpynmbl N0 NOArOTOBKE U NPOBEAEHUNIO
nporpaMm u Konner B permoHax => onTMMmusauna npowuecca noaroToBkM U peanuaaumm
nporpaMmsil.

— [NoBbIWeHNe KayecTBa MaTepmanoB: BMECTO 3anoSIHEHHOrO OT PyKW Ha3BaHUA 6peHaa
KOHKYpPEHTa cenyac HanevyaTtaHHbIN BapuaHT.

— YMeHbLUEeHNe BEPOSTHOCTM OLINBOK

[aHHasa noes 6bina yxxe BHegpeHa 1 pacnpocTpaHeHa cpeamn Bcex 6peHaoB! AHgpen
AXxpamMoBU4, permoHarnbHbIi MeHeaxXep No MmapkeTuHry Cesepo-3anag noaTBepPXKAaET,
4YTO 3TO YAOOHO, T.K. “NO3BONSET ONEPATUBHO «BrevaTtaTb» MapKku, ydacTBylLLME B
NHPOPMNPOBAHUKN, COXPAHSS KayecTBO nonurpadum B LeNom, NOMMMO 3TOro
AOCTUraeTcsi OrpoMHasi 9KOHOMUSI BPEMEHW TOProBOro NpeacTaBUTENS, MO CPaBHEHUIO
C PYKOMUCHBIM 3arnosIHEeHNnEM».

BHegpanTe cBou ngen n coBepLUEHCTBYNTE BM3HEC-NpOoLIECCHI HalLen kKoMmnaHuu!

ABTOpHbI:
MAPVHA PbI>KAHKOBA
bpeHa MeHnemxep, Value

MAPITAPUTA MJIETHEBA
AccUCTEeHT No mapkam, Value

BNAOJIEHA OMNMECKMHA
Craxep, Value
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editable leaflet

Marina Ryzhankova, Margarita Pletneva and Vladlena Opeskina from Value Brand
Group suggested the idea of a universal leaflet as part of the Trade information for
business partners program.

We all know that this program is a key tool to inform retailers about JT| products, and
leaflets are the main assistant for the seller in its qualitative realization. High
regionalization of the Russian tobacco market conditions the necessity of preparing a
variety of options of leaflets with various combinations of names of the brands and
period of a program.

For example, with the launch of the Special Series in the Value segment, for each wave
of the program, up to 8 leaflets needed to be created for each brand, which meant more
than 20 leaflets per month. This created a lot of pressure for all parties involved.

What did our colleagues propose?

Creating a leaflet in pdf with an editable layer to ensure that each region can
independently fill out basic fields according to their needs (name of competitor brands
and the program period).

What are the benefits of this proposal?

— A significant reduction in time and labor costs for all parties involved: brand groups,
creative agency, groups for preparation and implementing programs and colleagues in
the regions => optimization of preparation and implementation of the program.

— Improvement of the quality of materials: instead of a name of competitor brand filled
out by hand, there is now a printed version.

— Reduction of the likelihood of errors.

This idea has already been implemented and disseminated among all brands! Andrey
Akhramovich, regional marketing manager for the North-West confirms that it is
convenient, because it "allows quickly 'typing' the brand involved in Trade information
program, preserving the quality of printing in general, and huge timesavings achieved
by the sales representative, compared to handwritten completion."

Implement your ideas and improve the business processes of our company!
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