MNMepeBoa pe3tomMme MeHemKepa C PYCCKOro Ha aHrNMMUCKUN, OTPbIBOK:

OpwurunHan

MepeBog

Xenaemas gomxHoOCTbL M 3apnnara

PykoBoautens otaena npoaax / MeHeaxep no passuTtuio 6busHeca
o [Mpogaxu

» Ouctpubyums

» ToproBble ceTn

* FMCG, Toapbl HapogHoro notpebneHus

3aHATOCTb: MONHas 3aHATOCTb
Mpadmk paboTbl: NONHLIN AeHb, YaaneHHas paboTta
XenaTtenbHoe BpemMsi B NyTU A0 paboTbl: HE MEET 3Ha4YeHUst

OnbIT pabotbl —10 net 9 mecsLes
CeHTs6pb 2010 — HacTosLLEee BpeMS 4 ropga 8 mecsiLeB

LUIGI LAVAZZA S.p.A
Business Development Manager

Ob6sa3aHHOCTK:

BbicTpanBaHue n KOHTPOIb pbiHKa AUCTPUBYLIMM NpoayKuuu kKomnaduu Lavazza B Poccuu.
Tepputopus oTBeTCTBEHHOCTU: BCA Poccusa kpome CeBepo-3anagHoro pervoHa un Kanu-
HWUHrpaaa, a Takke pecnybnvka ApmeHus.

MopunHeHne PernoHanbHomy ampekTtopy no Poccuu , CHI™ u MpubanTtuke.

DyHKLUMOHan:

- KOHTpoIb paboThl BCeX HanpaBreHUn gesaTenbHOCTM koMnaHuu Luigi Lavazza B 060o3Ha-
YeHHoW 30He oTBeTcTBEeHHOCTU (Retail, HOReCa, OCS u Vending);

- pabota ¢ gucTpubboTOpamMm, 3akIYeHNe 4ONrOCPOYHbIX AOrOBOPOB;

- COCTaBneHue, cornacoBaHMe W KOHTPONb roAOBbLIX MMaHOB Mpodak B kaHanax Retail,
HoReCa n OCS;

- eXeHegenbHOEe NNaHMPOBaHWE CTOKOB MO aCCOPTUMEHTY M KOHTPOMb NpoAax AUCTPUOb-
IOTOPOB BO BCeX KaHanax paboTbl, KOHTPOMb MMnopTa u3 Utanuu ¢ HeobxoomMMbiM OOKY-
MeHToo60opoTOM;

- KOHTPONb LleHoObpa3oBaHMe OT 3KCMOPTHOM LeHbl M3 VITanum Oo LeHbl B TOYKe npoax.
OueHka JoxXoOHOCTM OUCTpMObLIOTOPOB B cpe3e kaxgoro SKU ¢ yyeTom Bcex 3artpaTt no
KOMMaHWW 1 3aTpaTt Mo NPOABWXEHUIO MPOOYKLNN;

- aHanu3 gesTenbHOCTU KOHKYPEHTOB M OCHOBHbIX MOKa3aTenen pbiHKka HaTypanbHoro koge

Desired position and remuneration

Head of the Sales Department / Business Development Manager
e Sales

* Distribution

» Sales chains

* FMCG

Type of employment: full time
Work schedule: day, remote employment
Commuting time: of no consequence

Work Experience —10 years 9 months
Sept 2010 — to date

LUIGI LAVAZZA S.p.A
Business Development Manager

4 years 8 months

Responsibilities:

Development and control of Lavazza products distribution in the Russian mar-
ket.

Assigned Territory: throughout Russia excluding the Northwest and Kaliningrad,
and the Republic of Armenia.

Reporting to Regional Director for Russia, CIS & Baltic states.

The Role:

- controlling and supervising all company activities within the assigned area of
responsibility (Retail, HoReCa, OCS and Vending);

- supporting distributors, negotiating and closing long-term deals;

- developing, agreeing and tracking annual sales budget for the Retail, HoOReCa
and OCS channels;

- weekly stock planning and monitoring distributors’ sales through all the chan-
nels; control of imports from Italy with relevant document management;

- value chain managing from Italian export prices to outlet prices. Evaluating
distributor revenue performance for each SKU with account of company'’s total
expenditure and promotional costs;

- competitor analysis and analysis of key indicators in the natural coffee market
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(ouleHka eMKOCTU, NOTeHLUMana pocTta, akTopbl pucka 1 T.4.);

- KOHTPONb NO3ULNOHNPOBaHUA BpeHaa koMmnaHum B Poccun n ApmeHun;

- BejeHne neperoBopoB c peaepanbHbiMn ceTamu (AwaH, MeTpo, X5, Tangep v 1.4.) ”
NoKanbHbIMU CETAMMU, COrfacoBaHWe rofoBbIX OIOKETOB MO NpoAaXaM N MapKETUHIOBbIX
3aTpar;

- BeleHne MneperoBOpoOB C KMYEBbIMU CETSMU U TOYkaMu npofax B cermeHTe HoReCa;

- COCTaBMEHME eXEMECAYHbIX OTYETOB NPOoAax, 3aTtpaT v GIoKEeTOB MO TPeNaMapKETUHTY
B LLeJyIOM Mo pbiHkam Poccun n ApmeHnu;

- KOMaHaMpoBkKM B ropofa Poccun, ApmeHnn n Utanuu;

- 0byyeHne nepcoHana gMcTpubbloTOpoB OCHOBHOM dmnocodun bpeHaa Lavazza.

- NoAroToBKa 1 OTKpbITUE ohuumanbHoro TpenHuHr LleHTpa Lavazza B MockBe ang kaHana
HoReCa.

JocTumxeHus:

3a 4,5 roga paboTbl 06bEeM Npodax B kaHanax BbIPOC :

- Retail - B 2 pasa, o 1,2 TbIC TOH B rog,

- HoReCa - B 3 pa3sa, go 300 ToH B rog,

- OCS - B 1,5 pasa, oo 12,5mnH kancyn kodpe B rog,

Mo oueHkam AC Nielsen, B Poccuu gonsa kode (B kr) JlaBauua B kaHane Retail ¢ 2,2% B
2011 rogy Bblpocna o 4,5% B 2014 roay ( Aons B AeHEXHOM BbipaxkeHuu ¢ 5,7 % 0o 9% ).
B yacTtHocTn B Mockse gons Bbipocna ¢ 4,8% [0 7,7% (NSATbIi B PENTUHIE ) , @ B OEHEX-
HoM BblpaxkeHum ¢ 9,5% no 13,8% (BTopon B pentuHre ).

Mpopykumsi Lavazza 3anuctoBaHa BO BCe KPYMHble CETU (pedeparnbHOro M JoKanbHOro
3HadeHus.

PekomeHaauumn [ononHutensHO no 3anpocy

060 mMHe

[[OTOBHOCTb NPWHATH PELLEHNSI B CITIOXHOW CUTyauun, OpraHvM3aTtopckue W aHanmMtuyeckue
CNocobHOCTM, KOMMYHUKabenbHOCTb, OTBETCTBEHHOCTb, LENeyCTPEMIIEHHOCTb, OpUEHTa-
UMs Ha pe3ynbTaT, yMEH/UEe rPaMOTHO YperynmpoBaTtb KOH(MUKTbI, BBEAEHME MEPErOBOPOB
Ha pasHbiX YPOBHSAX. YMeHue paboTaTb B HECKOSIbKUX HamnpaBeHVSX OLHOBPEMEHHO U
KOHTponupoBaTtb BCce npouecchbl. OnbiTHbLIN nonb3oBaTtenb MK n ocHoBHbIX nporpamm (MS
office, pabota c 6azamu gaHHbIX 1 cBOAHBLIMK Tabnmuamu ,1C, Outlook).

JInyHoCTHLIE KayecTBa
LleneycTpemneHHOCTb, KOMMYHWKaGENbHOCTb, MYHKTYarbHOCTb, CTPEMIIEHME K CaMOCO-
BEPLUEHCTBOBAHUID. YMeHUsi 06y4aTbCsi HOBbIM HaBbIkaM 33 KOPOTKOE BPEMS.

(evaluation of market capacity, growth potential, risk factors etc.);

- monitoring brand positioning in Russia and Armenia;

- negotiating with federal retail chains (Auchan, Metro C&C, X5, Tander etc.)
and local retail chains, agreeing annual sales and marketing budgets;

- negotiating with key retail chains and outlets in the HoReCa segment;

- compiling monthly reports on total trade marketing sales, costs and budgets
for the Russian and Armenian markets;

- business travel throughout Russia, Armenia and Italy;

- conducting training for distributors’ employees on the key aspects of Lavazza
brand philosophy;

- setting up and launching the official Lavazza Training Centre for HoReCa
(Moscow).

Achievements:

Over the 4.5 years working for Lavazza sales have shown the following growth
by channel:

- Retail — by 2 times to 1.200 tons per year,

- HoReCa — by 3 times to 300 tons per year,

- OCS - by 1.5 times to 12.5 mIn capsules of coffee per year,

According to AC Nielsen estimates, the market share of Lavazza coffee in the
Retail channel in Russia grew from 2.2% in 2011 to 4.5% in 2014 in kg and
from 5.7 % to 9% in monetary value. In particular, the market share in Moscow
increased from 4.8% to 7.7% (5th ranking position) in kg, and from 9.5% to
13.8% in monetary value (2nd ranking position).

Lavazza products are on the list of all large federal and local retail chains.

References Available on request

Transferrable Skills & Other

Ability to make decisions in adverse situations, excellent organizational and
analytical skills, very good communicative skills, a strong sense of responsibil-
ity, determination, commitment to results, ability to settle disputes, negotiation
skills to suit different levels of negotiations. Multitasker able to deal with dynam-
ic complexity and keep all processes under control simultaneously. Confident
PC user with strong skills with the major software (MS Office, databases and
spreadsheets, 1C, Outlook).

Personal Qualities
Determination, strong communicative skills, punctuality, aspiration for self-
improvement. Quick learner.
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