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Obuwan nHpopmauma o KOHKypce

* 000 «HTK UHTypuCT» NnpurnaliaeT K y4acTUo B KOHKypce Ha pa3paboTKy KoHuenumn opopmneHus
dnarmaHckoro opumca u pa3paboTKy NPOEKTHON AOKYMEHTALUN.

* 5-22 pekabpa 2016r. npuem 3aABOK Ha y4acTMe B KOHKypce. 3auHTepeCcoBaHHbIe KOMMaHUU
npeaoCcTaBaAoT:

NHbopmaymto o KomnaHuu
NMopTdoNAMOo NpoLW/IbIX MPOEKTOB

lpaduyeckoe nsobparxkeHue npensiaraemoro BHyTpeHHero opopmneHuna odpuca (KoHuenums
odopmnenuns odpuca)

MUCcbMeHHbIe NOACHEHUA K rpaduyeckomy M3obparkeHuto (npmn HeobxoanmocTn)

OpPMEHTMPOBOYHYIO CTOMMOCTb peasin3auunm npeasaraemon KoHuenumm (npu sTom Bbibop
NoAPAAYMKA HA BbIMOJIHEHME CTPOUTE/IbHBIX PaboT He ABNAETCA NPeAMETOM HACTOALLErO
KOHKypca).

KommepuecKkoe npeasoxeHne Ha pa3paboTKy NPOEeKTHOM AOKYMEHTaLMN NO AaHHOM
KOHLENLUWUK, C YKa3zaHNeM CYMMbl U CPOKOB Pa3paboTKMm.

* 26-30 pekabps 2016 .

000 «HTK UHTYypuCT» 3aKIt04aEeT 40roBOpP Ha pPa3paboTKy NPOEKTHOM AOKYMEHTaLUMU C
nobeguTenem KOHKypca.
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Kakum aenaem opuc Ha ApbaTte
Te3UCbl K 33/1aHNIO Ha Pa3pPaboTKy KoHuenuumn opopmaeHmnsa odpuca

MpocTopHbI 0dUC, MHOTO CBETa, MPOCTPAHCTBA.

yAO6HaF| K/IMEHTCKAA 30Ha COCTaBNAAEeT OCHOBHYIO 4aCTb ocbmca.

KAaneHTbl O6CI'IY)+(MBaI-OTCFI B NpAMO B K/IMEHTCKOW 30He.

* [TomeHATb NApagMrmy: He KAMeHT "'nogcaxknueaetca’ K paboyemy mecTty meHeaKepa, a MeHeaKep
"noacaxkmaetca’ K KIMEHTY

MeHeaKepbl camu NOAXoAAT K KIMEHTaM, C H0yT6yKON\, NnAaHLWETOoM.
* bonblwmne NHTepPaKTUBHbIE IKPAHDbI.

* MoceTnTenn moryt camu BbIbUpaTb TYp HA 3KpPaHe, CMOTPEeTb GOTO U BUAEO KYPOPTOB, OTE/EN,
NMOKa3aTb Ha MHTEPAKTUBHOM KapTe APY3bAM MeCTa NPOLLAOro OTAbIXa.

* ®aH-30Ha C anemeHTamm BI/IpTyaJ'IbHOlZ p€a/ibHOCTH.

* 30Ha CaMo0bCNYKMBAHUSA. BOSMOMKHOCTb MM CaMOCTOSTENIbHO NoA06paTh U 3abpoHMPOBaTL TYP
Ha CBOWX U/I1 BblAaBaeMblIX B opuce YCTPOMCTBAX U/IM BOCNO1b30BaTbCA MOMOLLbIO KOHCYNbTaHTa.

* BusyanbHoe BblaesneHne 30H Mo BUAAM OTAbIXa
* Cobnoaaem NpMoOpPUTET KaHANOB: BMECTE C KAneHTamn opopmasem Typbl OHNAMH, Ha caliTe.
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[Ona vero gpenaem pnarmaHckmm opuc Ha Apbate

1.1. Meccenx B B2B u GR:

* "MHTYpUCT O4eHb CUbHO U3MEHWU/ICA B NYYLLYIO CTOPOHY 3a nocneaHue 3-5 net. Tenepb KomnaHua, paboTatowian
noga, ctapeniimm 6peHaoM UCNOb3yeT caMble NepeaoBble TEXHONOMMU. HTYPUCT MAET B aBaHrapae
NPOUCXOAALLNX U3MEHEHUI B TpeBese Kak no IT Tak U No ynpaBaeHMo B3aMMOOTHOLIEHUAMM C KIMEHTAMM.
KBUHTaCcceHUuel nponcxogawmx B IHTypucTe USMEHEHUI cTan 3anycKk B paboTy camoro COBPEMEHHOTO U
TEXHONOTMYHOro opurca npoaax B Poccun. aHHblii oduc co3aaeT TpeHabl B Pa3BUTUN TYPUCTUUYECKOTO pUTenna
B Poccuun Ha 6aunrKanwme roapl."

MpeacTaBUTENb TYPaAreHTCTBa MOMKET He BCerga NoHMMaTb Yem oTan4YaeTcs MHTYpUCT OT, ApYrux TYponepaTopos.
He noHMman Bcex npoucxoadAlmx npoueccos B MHTypucTe u B gpyrux TO - HaC MOryT BOCMPMHUMATb He bonee yem
04HOr0 U3 TyponepaTopoB BTOPOro 3WeoHa.

ApKas KapTMHKa cynepcoBpemeHHoro opumca AoKHA CTaTb OAHUM U3 31EMEHTOB, C MOMOLLLbHO KOTOPbIX Mbl
AOHOCUM A0 B2B ayanTtopmm HaCKObKO CUbHO M3MEHUACA NHTYPUCT B Iy4LLYHO CTOPOHY.

1.2. Meccenx B B2C
* "ToT cambIn UHTYPUCT, TONIbKO TENEPb CYyNepcoBpeMEHHbIN U ¢ 6onbliIM BHUMaHMEM K ya00CTBY KIMeHTOoB".

* "MHTYpMCT - 3TO Kak CbepbaHK. CTapblit coBeTCKUIM BpeHa Tenepb aaseTcs ¢GiarmaHoB B NPUMEHEHUE
CynepcoBpeMEHHbIX TEXHONOTMI" - ANa ayaAnTopuM, NOMHALLEN LLeHHOCTb BpeHaa UHTypucT.

* "MoKynaTb B UHTYypucTe - MOAHO, 3TO CaMbli NPOABUHYTLIN TyponepaTop" - 418 MOJIOAEXKHON ayaAUTOPUMN.
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Tekyuwee coctoAaHme oduca
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Intourist's Moscow flagship store 2016
Noviy Arbat, 2. Moscow
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Intourist's Moscow flagship store 2016
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Intourist's Moscow flagship store 2016

O6wasa nnowaab: 137,6 m2
BbicoTa noTonkoB: OKOMo 5wm.
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[MTprmepbl KOHUENTYanbHOro opopmaeHna daarmaHCKmMX
TYPUCTUYECKMX OPUNCOB

Mpn pa3paboTKe NpPoOeKTa HY»KHO M3y4aTb ONbIT APYIrMX CTPAH, HO HE B KOEM C/ly4ae He
KONMPOBATb PELLUEHMA HAaNnpPAMYIO, B T.4. peweHuna Thomas Cook.

KoHuenuua opumca AoNKHA MATM OT NOTPEOHOCTEN KNMEHTOB B JIOKAL MU PACMONOKEHUA
oduca, B Hawem cayyae: ueHTp MOCKBHbI.

lets go! @ Thomas Cook



Buaeo: OanH n3 npumepoB opopmaeHnsa dnarmaHcKoro opuca

Buaeo 13 npeseHTaumm gOCTYNHO Mo ceblfike: hitps://goo.gl/PE1Fcz
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https://goo.gl/PE1Fcz
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The Bluewater store makes three times as many sales, as well as a higher
average customer spend, when compared with the old format, according to
Doug Glenwright, head of retail transformation at Thomsen TUI Travel

“We are putting people back
at the heart of the buying
process. The new service
concept is facilitated by
technology and delivered by
strategic design”.
Technology such as an
interactive world map and a
digital holiday mood board
have been introduced to help
customers make decisions
about what kind of booking
they want to make.

Even if people choose not to purchase in the store, customers end up having a positive

experience.
“Over 50% of the Net Promoter Score is delivered by the pre-travel experience, so it’s
incredibly important to deliver both an in-store and online experience”

9 ( .
[etsgo/ retaildesignworld.com 11th March 2015 < Thomas Cook



Omnichanel is the future of retail
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TUI: Omnichannel is now the de-facto retail strategy for major
travel brands

* TUI discovered that 30% of their customers
started their customer journey through a
different medium to the way they
eventually paid.

* One third of their sales are still taking part in
their physical stores, and they find that
often these people had already used the
site extensively for research.

« Because of this, every interaction with the brand, whether online or in physical
branches needs to be optimised to avoid pushing customers to competitors
rather than returning to other channels to complete the purchase.

« TUI also found that having physical branches increased customer trust in the
brand, even among those only researching and purchasing their holidays via the
website.
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He pocTtaTo4yHO NpocTo caenaTb KpeaTuBHbIN OPuUC
BayKHa KOHUENUMA KaK 3TOT KpeaTus cnocobCcTByeT 3a4a4amM KOMMNAHUN: POCTY

NPoAaK N y3HaBaeMocTn bpeHaa.

AT
h petitive context

* What is the purpose of the technology?
* How is it used?

* How is it integrated into the customer experience?
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TUI: Key features of the shops

« giant video walls at the shop front
displaying holiday videos and other
Imagery

* interactive maps at the entrance as

' well as interactive tables enabling
consumers to research their plans

« an advice bar for consumers to surf the
Thomson and First Choice websites
from laptops and consult with agents

& ° booth areas displaying video/images of

- achosen destination for a more
personal approach

« free wifi for consumers to use their own
devices in-store

The company says the strategy is to accelerate the shift towards online channels and
provide customers with more ways to interact with it.

While its 700 shops provide brand visibility and support those wanting to research
online but book offline, the company recognises the lower distribution costs of online as
well as the increasing demand.
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http://www.tnooz.com/

TUI: Redesign of all retail branches

lels 90./ www.travel-one.net ¢ Thomas Cook



https://www.travel-one.net/news/article/tui-peppt-reisebueros-auf/

Samsung: “Travel agents must embrace digital and VR to survive”

“...Samsung’s head of retail for Europe, believes high street retailers must abandon paper
and tills in place of “more sensorial experiences...”

“... immersive digital screens, virtual reality headsets and even smell generators that can
replicate the smell of sand becoming more commonplace in travel agents on the high
street...”

“...80% experience and 20% product...”

“... the Samsung-fuelled car
dealership, which only
contains three cars and is
fully digital with screens
showcasing features and
tablets replacing paper for
transactions, has recorded
more visits than the rest of
Hyundai’s 100 plus
dealerships combined...”

lekaO./ www.marketingweek.com ¢ Thomas Cook



https://www.marketingweek.com/2015/07/07/the-future-of-the-travel-agent-virtual-reality-digital-screens-and-smell-generators/

Samsung is also working with the likes of Thomas Cook so branches can
preview holiday destinations on virtual reality headsets

www.marketingweek.com - Thomas COOk



https://www.marketingweek.com/2015/07/07/the-future-of-the-travel-agent-virtual-reality-digital-screens-and-smell-generators/

Thomas Cook was one of the first to adopt virtual reality
experiences into its Bluewater shopping mall store

“It's clear there's a real
momentum behind virtual ... Thomas Cook has to ensure
the lines between online and in-

reality and it's here to stay — we store experiences blur...”
want to film more and more

experiences across our holiday

locations to enhance choice for

consumers.”

Marco Ryan, chief digital e
officer for Thomas Cook

“...one in 10 customers who
try the headset at Bluewater
go on to book holidays
immediately after...”
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The Thomas Cook experience
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“Now travel agencies want to be like Apple Stores”
www.thooz.com

* The 130 square metre unit will allow
customers to research and book a trip

<>
<>
= w»

* Tablet devices, large viewing screens, etc, .
appear to be at the hear of the idea here, with \
“ambient music and video” piped around the .
store and social media also at the forefront.

* Customers will encouraged to share travel-
related content and check in on Facebook to
receive special offers.

@ Thomas Cook



Since 2012
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KOHTaKTbI

* KOHTaKT A4Ns HanpaBAeHUs AOKYMEHTaLMKN, BOMPOCOB O NOPAAKE NPOBeAEHMA KOHKYpPCa
— ekaterina.demina@ntk-intourist.ru
— Ten. +7-495-933-55-77, nob6. 30565, [IémnHa EKaTepuHa

* KOHTaKT A15 YTOYHAOLWMX BONPOCOB MO KOHUENUUMK, MO NOTPeOHOCTAM U 3aA4a4amM KOMMNaHUM B
YyacTn odpopmneHuns paarmaHckoro odpuca. Bonpocbl NnpmuBeTCTBYHOTCA.

— a.fomin@ntk-intourist.ru Anexkcer PomuH
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