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YBaxkaemble 4YrieHbl Xopu!

[NMpepnaraem Bawemy BHMMaHUIO HOBLIN MNPOEKT
komnaHun DVI Group:
TOProBo-pasBriekaTesibHbIN
«KomcoMOIJ1» B EkaTepuHbypre.

KOMIJ1EKC

«KomcoMOJIJ1» — oanH 13 KpynHEWLWwmnx Toproso-
pasBnekaTenbHbIX KOMMNIIeKcoB Ypana

N NepBbln YCMELWHO peann3oBaHHbLIN
OOHOMMEHHOM (beaepanbHOn CETH.

00bEeKT

Mbl ctaBunu nepen coboi 3agadvy coenatb CeTb
OOCTYMHbIX  TOProBO-pa3BriekaTenbHbIX  LIEHTPOB
AN LUMPOKUX CNOEB HaceneHus, NPoXmnBaroLLnx

B Onuanexawmx MuKpopamoHax, C KOMMOPTHbIM
ONTUMUCTUYHBIM NPOCTPAHCTBOM.

Hapeemcsi, Bbl no
npenMyLlecTBa NpoeKTa.

[OCTOVMHCTBY  OLleHUTe

Kenato ynaum scem HommHaHTam Commercial Real
Estate!

Bsuecnae KamuHckuu ,
lNpe3udeHm DVI Group

Dear jury!

We present you «kKomsoMALL» RLC
in Yekaterinburg, a new DVI Group project.

«KomsoMALL» is one of the largest RLC’s in Ural
and the first facility in a whole federal network
of the same name.

We set ourselves a mission of building a network
of affordable, comfortable and optimistic RLC’s
for inhabitants of nearby communities belonging
to every social class.

We hope that you will appreciate all the advantages
of our projects.

Good luck to all Commercial Real Estate nominees!

Viacheslav Kaminsky,
DVI Group President
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bpeHa «KKOMCOMOJ1/1»

OcHoBHas npes:
ToproBbIi KOMMNEKC B XKUIOM
panoHe.

KoHuenuus:
cpegHuin n cpegHUin MUHYC.

Bo3aewncTBue:
OonTuMucTUyeckme n
XnsHeyTBepXxaatowme
HOoCTanbrM4yeckne MoTUBHI,

CBSI3aHHbIE C 3MNOX0M1 coupeannama.

CeTtb:

O6bekT B EkaTepuHbypre siBnseTcs
YyacTbto peiepanbHON CeTU
«Komcomonny.

NHOMCOMOAR

BCEHAPOAIHbIM TOPTOBbIA KOMNNEKC

2. Bpenp «Komcomonn» | «KomsoMALL» brand

«KomsoMALL» brand

Main concept:
A trade center in a residential area.

Target classes:
Middle and lower middle.

Persuasion:

Optimistic and life-asserting
nostalgic themes related to socialist
realism epoch.

Network:
Yekaterinburg facility is a part of
federal «<KomsoMALL» network.

@

KOMCOMOAA

BCEHAPO/HBIN TOPIrOBbIH KOMNNEKC
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PacnonoxxeHue. lopoa

ExaTtepuHOypr - KPYMNHbIN
NMPOMBILUSIEHHbIV U KYNBTYPHO-
obpasoBatenbHbIN LEHTP Ypana.

Mo YUCIEHHOCTU HaceneHus
3aHMMaeT 4yeTBepToe MeCTo B
Poccun.

BaxHenwme oTtpacnu: metannyprus,
nérkas, nuwesas, nonurpadu-
yeckasl, BOEHHas W XUMUM4Yeckas
NPOMBILUSIEHHOCTH, TSOHKENOE
MaLLUNHOCTPOEHNE.

OKOHOMMKa pernoHa ctabunbHa

c NONOXUTENbHOMN JVNHaMUNKOWN
oonbLlUMHCTBA nokasarenem
coumanbHO-39KOHOMNYECKOrO
pasBuTHS.

NOMICOMOARN

BCEHAPOAIHbIM TOPTOBbIA KOMNNEKC

3. PacnonoxeHue obbekTa. [opopg | Facility location. City

Facility location. City

Yekaterinburg is one of Ural’s
largest industrial and cultural
centers.

It is the fourth most populated city
in Russia.

Principal industries: metallurgy,
consumer goods, food, printing,
military and chemical industries,
heavy engineering.

The region’s economy is stable with
the majority of social and economic
development key figures showing
positive dynamics.




P XOMCOMOAR

@6 BCEHAPOAIHbIM TOPTOBbIA KOMNNEKC

PacnonoxkeHue. lopop

HaceneHwue: 1 372 800 yenosek
(Ha 1 aHuBapsa 2010 r.).

YpoBeHb AoxonoB

(no gaHHbIM Poccrar, 2007 r.):
15 133 py6./mec. Ha gywy
HaceneHus.

YpoBeHb Ao0Xoa0B
(peanbHas 3apnnata B 2008 r.):
22 627 py6./mec.

Po3HM4YHbIN TOBapoobopoT
(2007 r.):

267 munnunapgos pyb6.
(TpeTbe mecTo no Poccun).

3. PacnonoxeHue obbekTa. [opopg | Facility location. City

Facility location. City

Population: 1 372 800
(per 01.01.2010).

Income level (Federal State
Statistics service data):
15 133 rubles a month per caput.

Income level
(Real wages in 2008):
22 627 rubles a month per caput.

Retail sales

(2007):

267 billion rubles
(3rd place in Russia).




ED) XOMCOMOAR

BCEHAPOAHLIM TOPTOBbIH KOMNNEKC

Pacnono)xeHue. PaioH

ToproBo-pa3BriekaTernbHbIn LEeHTp
«KomcoMOIJJ1» pacnonoxeH psigom
C LUeHTpoM ropoga, B  He-
nocpeacTBeHHOM 6nm3ocTu

OT cnanbHbIX panoHoB «Komco-
MOMbCKUN» N « CUHNE KaMHNY.

B 5-TUMWHYTHOWM AOCTYMNHOCTU
pacnosioXeH YpanbCkunM rocygap-
CTBEHHbIN NONIUTEXHNYECKNI

yHuBepcuTeT n «BTY3-ropogok».

Facility location. District

«KomsoMALL» RLC is located
near the city center, in close
proximity to Komsomolskiy and
Sinie kamni residential areas.

Uralian State Polytechnic University
and technical college district are
located a 5 minute

walk away.

3. PacnonoxeHve obbekra | Facility location

256 150 xurenein

19% Hacenenus ropoaa

XBMU («<KKomcomMonbCkumn»)

BTY3-rorpOoAOK
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BTY3-TOPOAOK
48 000 ven.

lpunerawouiye pamoHbl

I

XXBU («KOMCOMONBCKMI»)
140 000 yen.

TPK «kKOMCOMOJ1J1»



ABTOOYC
KOMCOMOJINIA

SOLEVHONION dU

lopoackue agTobGychbl

MapuwipyTtbl go TPK

KUa939 "UA

YI. IYP3yocKkas

TPK «kKOMCOMOJ1J1»

Nep

i ‘ R C/.,G
Sl
1 ’ pc’flfh S 19
Uy



é%% HXOMCOMOAN TopxecTBeHHOe oTkpbITHe 23.10.10 | Solemn opening 23.10.10

BCEHAPO/IHbIM TOPIrOBbIH KOMNNEKC







@aé\% HXOMCOMOAR 4. ApxuTekTypa U nnavupoBka | Architecture and layout

BCEHAPOAHLIM TOPTOBbIH KOMNNEKC

O6wunn BuA 3pgaHnn General view of the building

-

KoMno3numoHHbIMuU LeHTpamm 30aHusa ABNSAOTCA A semicircular formation in one of the corners and the

NONYKPYrAbiA YrnoBon OGbeM W aTpuym Npu [faBHOM main entrance atrium serve as key structural elements
BXO4E; MHOrOCBETHbIE MNPOCTPAHCTBA OpraHM30BaHbI of the building; high spacious arcades inside are filled

naccaxamw. with light.

13



P KOMCOMOARN

N ; _ 4. Apxutektypa 1 nriaHMpoBKa | Architecture and layout
BCEHAPOAHLIM TOPTOBLIM KOMNMNEKC

OCHOBHbIE XapaKTepUCTUKMN OOBbEKTa | Main features of the facility

O0bwasa nnowaapb: Total space: 91 874, 0 m?
Mnowaapb TPK: RLC space: 68 355, 5 m?
OTaXHOCTb: Storeys: 4 staxa | storeys

O6wme pasmepbl B NnaHe:

General measurements:

227, 7x110,7 m

BbicoTa ataxenm: Ceiling height: 51m
BbicoTa npog. runepmapkera: Food market ceiling height: 10 m
BbicoTa Texnognones: Subbasement ceiling height: 2,7wm
BbicoTa nomelleHnm KNHo3arnos: Cinema halls ceiling height: I9m
lMnowaab 5-Tn ypoBHEBOW aBTOCTOSAHKM: 5-level underground parking lot space 23 518, 7 m?

BMecTMMOCTb Ha3eMHbIX aBTOCTOSAAHOK:

Bcero BMeCcTMmMoCTb aBTOCTOSIHOK:

Slots in ground level parking lot:

Total parking capacity

901 m/m | slots
1648 m/m | slots



&) xomcomoAan

BCEHAPO/HbLIN TOPTOBbLIW KOMI’U‘IEKC

ApXuUTeKTypHoe
ornucaHue

ApxXuTekTypHOoe pelueHne acagos
30aHNSA  YBA3AHO C  OKpYyXaroLlewn
3aCTPOVKOMN.

Komnnekc saBnsetca QyHKUMOHanNb-
HOMW W apXUTEKTYPHOW [AOMUHaHTOM,
obbeguHaoLEN MUKPOpPanOHbI
«Komcomonbcknin» n « CUHne kamHmny.

4. ApxnTtektypa 1 nriaHMpoBKa | Architecture and layout

Architecture
description

Facades of the building are
designed to fit seamlessly into the
scenery and look natural among
surrounding sites.

The facility is a multifunctional
centerpiece joining Komsomolskiy
and Sinie kamni districts.

15



A\ KOMCOMOAAN

% BCEHAPO/IHbLIM TOPTOBbIH KOMNNEKC

CucrtemMbl 34aHus

Cuctema BeHTUNAUMKU. LleHTpanbHble
KoHOuuMoHepbl vpmbl GEA, obecne-
YMBalT BO3OYXOOOMEH B MOMeELLEeHUU
apeHOaTtopoB MO €BPOMNEuCKUM CTaH-
paptam. B MOIl-ax obGecneuynBaetcs
NMOCTOSIHHBIN MPUTOK CBEXEro BO3ayxa n
32 CYeT MNPUMEHEHUSI CUCTEMbI PeEKy-
nepauum, 3KOHOMUTCHA 3Ha4yuTerbHas
YyacTb TennoBOW 3Hepruu, nocTasns-
emon B TPK.

Cucrtema xonopnocHabxeHusa Ha 6ase
obopynoBaHns CLIMAVENETA ob6ec-
neymeaeT nogaepxaHne KOMGOPTHOM
Temnepartypsbl B nomeweHnax TPK

B CaMble XXapKune neTHne OHMW.

NoabEMHO-TPAaHCNOPTHLIE
MexaHu3Mbl: 11 N ToB, N3 KOTOPbLIX 2
naHopamMHbIX B LEHTpanbHOM aTpuyme,
13 ackanaTtopos

n 4 Tpasonaropa ompmbl KONE.

4. ApxntekTypa 1 nraHMpoBKa | Architecture and layout

Utilities

Ventilation system. Main air
conditioners manufactured by GEA
provide for air circulation compliant
with European standards. Public
accommodations are provided with
constant infow of fresh air;
recuperation system helps save
much of the thermal power acquired
by the RLC.

Cold supply system based on
CLIMAVENETA equipment maintains
comfortable temperatures inside

the RLC even on the hottest days

of summer.

Lift-and-carry systems.
11 lifts, (including 2 panoramic ones
in the central atrium) 13 escalators
and 4 KONE travolators.

16



&) KOMCOMOAN

BCEHAPOAIHbIM TOPTOBbIA KOMNNEKC

CucrtemMbl 34aHusA

OHeproBoopyXeHHoCcTb 3aaHna TPK
Nno3BoNnseT ycTaHaBnuBaTb apeHia-
TopaMm B CBOMX [MOMELLEHUAX BCe
Heobxoanmoe nm obopyaoBaHue.

Cucrtema 6e3onacHocTU 30aHus
BbIMOMHEHbl HAa YPOBHE COBPEMEHHbIX
cTaHgaptoB W obecneuvnBaeTr 6e30-
MacHyr KpyrnocyTodHyto paboty TPK.

Cuctema gucnetyepusauum

n aHeprocbeperatoiee obopygoBaHue
KoMmnnekca no3sonsder adhPdeKTUBHO
3KCNnyaTMpoBaTb WHXEHEPHbIE CUCTe-
Mbl TPK ©n npu 3TOM 3HauuTENbHO
9KOHOMWT 3HEPropecypchbl.

4. ApxntekTypa 1 nraHMpoBKa | Architecture and layout

Utilities

Power supply systems enable
the tenants to install all necessary
equipment.

Security system is compliant with
modern standards and provides
24-hour security.

Despatching system and energy
saving equipment both help operate
the building effectively and save
energy resources.

17



ED) KOMCOMOAN

BCEHAPOAHbIM TOPIrOBbIA KOMNNEKC

NopgbesaHbie nyTn | Access roads

- ; ’ “29‘ KOMCOMOAN | L
Yoo, eI P

,./‘ SCEHAPOAHBIA TOPTORBIN KOMNNEKC

4. ApxntekTypa 1 nraHMpoBKa | Architecture and layout

\\ OcrasoBka

«MKp. KOMCOMOIbCKMUIA»

OcraHoBKa

«MMmuazng Kopuden»

18



QO?Q NHOMCOMOAN 4. ApxuTekTypa u nnaHuposka | Architecture and layout

% BCEHAPO/IHbIH TOPTOBbIN KOMNNEKC
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ED) xomcomonn

) ' 5. Hawa ayautopus | Target audience
BCEHAPO/AHLIM TOPTOBbLIM KOMNMNEKC

Ayautopusa TPK

1. Monoable nwan (MyXYUHbI U
XeHWwuHbI) B Bo3pacTte ot 18 ao 35
neT, MNPEeNMYLLECTBEHHO MpPOXUBa-
towme B MKp. KB n CnHne Kamun.
Kak cemenHble, Tak 1 XOnocTble.

2. MNMpeancraButenu cpeaHero
BO3pacTa, nonb3yoLineca ycnyramm
pacronoXeHHbIX pagom

CtponApcenana n METRO.

[ocTtatok — cpegHun. ObpasoBaHue,
NPEUMYLLECTBEHHO, HE3aKOHYEHHOEe
BbICLLEE N CPeQHETEXHUYECKOe, pexe
— BbICLLEE.

OcCHOBHble HawuM noceTutTenun —
mMoriogble  Xutenu  Gnmvanexaimx
panoHoB. A Takxe, nokynaTtenm

N3 UeHTpa, roToBble Npuexatb B Hall
KoMmgopTHein TPK un3-3a npeacra-
BMEHHbIX Y Hac bpeHaoB.

RLC target audience

1. Men and women of young age
(18 - 35 ), mostly inhabitants of
Komsomolskiy and Blue Stones
districts, both single and married.

2. Middle-aged people,
customers of nearby METRO
and StroyArsenal outlets.

Middle income level.

Mostly undergraduate and
secondary, sometimes  higher
education.

The majority of our customers
are young inhabitants of the nearby
areas, as well as people from the
city center who are willing to come
to our RLC where many prestigious
brands are represented.

20



@é% XOMGCOMOARN 6. Haww apengatopel | Tenants

BCEHAPOAHLIM TOPTOBbIH KOMNNEKC

ﬂKOprle onepaTtopbl Anchor operators B -
| 73::3 IKAPYCEAD
MmnepmapkeT «Kapycenb» (7 897 m?) «Carouselle» hypermarket o
(7 897 sq.m) cnoprvacrep
MMnepmapkeT BbITOBON TEXHWUKM «M. Video» household appliances
«M. Bugeo» (2 566 m?) hypermarket (2 566 sg.m)

«Sportmaster» sports hypermarket
CnopTuBHbIV cynepmapkeT (1 630sqg.m.)
«CnopTtmacTtep» (1 630 m?)

New Yorker

H&M (first shop in the city) et Sl
H&M (nepBbI MarasuH B ropoae)

L‘Etoile ANCh | Y= # M
JT'3T1yanb —_— .
NewYorkER

Hito-Nopkep



T\ KOMCOMOARN

% BCEHAPOAHbLIM TOPTOBbIA KOMNANEKC

SlKopHble onepaTopbl

8-3anbHbIN KNHOTEATpP
«PonukC» (6 455 m?)

CynepmapkeT ToBapoB Ans goma
«CALLSG Home Shopping» (1935 m?)

®uTtHec «Powerhouse Gym»
(1386 m?)

®ya-kopT Ha CeMb KOHLIEMLWIA

Anchor operators

«RolikS» 8-hall cinema
(6 455 sq.m)

«SASHE Home Shopping»
household goods supermartket
(1935 sqg.m)

«Powerhouse Gym» fitness center
(1386 m?)

7-operator food court

6. Hawwm apengartopsl | Tenants

22



G*é) NOMCOMOARN 6. Hawwu apenpatopel | Tenants

BCEHAPOAHNH TOPrOBbIH KOMI’UIEKC

X KAPYCEAb  :3:CAWD  @/F77) Xcnoprviacrep INEWYoRKER
T 766 M Eppocers O°’STIN
B “APY (Pl befree BN Rupeot

AKCECCYAPDHI EEnN
; Y
'® MTC - MErA®@oH ol Y
(;wluywvs Sunadr: € Ja.éi%\
MMEN MA RPROR CTOPOME -

N B nikolaykiseljov TEDE

Centro- i

MAD! JHKOB [BVKBB

BIZZARRO WOXE =

é o 48 * CnoprmaKkcm
Aerckumn ,\?’ A BOPUK, ﬁ/lw..mpw.mm.m

KPACHbLIU KYB

Seppili Z R R CRSRN ..
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ED) XOMCOMOAR

BCEHAPOAHLIM TOPTOBbIH KOMNNEKC

YnpaBnsaiowasn
KOMMNaHusA

TPK «KomcoMOIJ1J1» B EkaTepuH-
Oypre ynpaensietcs komnaHuen DVI
Real Estate, goyepHen komnaHnen
xonguHra DVI Group.

3apaumn, pelaemMble KOMNaHNEMN:
* KOMMepyeckoe ynpasrneHune TK

* NMOCTpOEHNE OOJTTOCPOYHbIX
OTHOLLEHWUN C apeHgartopamMu,

* NpoaBmxeHne 06beKTa Ha PbIHKe,
* TexHn4eckaa akcnnyataums TK

* NpaBOBOE COoMpoBoOXAeHne.

KomnaHus coaet B apeHay okono 130

ThbIC. KB.M. 1 ynpasnsieT okono 180
TbIC. KB.M. NfoLwiagen.

7. Ynpaensiowas komnanus | Managing company

Managing company

«KomsoMALLY» in Yekaterinburg is
managed by DVI Real Estate,

a DVI Group subsidiary.

DVI Real Estate functions:

« Commercial management of the
facility,

« Establishing long-term relations
with tenants,

* Promotion of the facility

+ Facility maintenance,

* Legal support.

The company rents out about

130 000 sg.m. and manages about
180 000 sqg.m. of space.

"A DVI Real Estate




P XOMCOMOAR

% BCEHAPOAIHbIM TOPTOBbIA KOMNNEKC

Ctparterus
NpPUCYTCTBUSA

O6bekt «kKOMCOMOIT» HaxoauTcs
B CErMeHTe cpeaHUM U cpeaHun
MUHYC. T.e. Ona nwgen cpegHero
JocTtaTka v Ansa nogen ¢ HEBbICOKUM
YPOBHEM [0OX0Aa.

CyuwiecTByloline TOpProBble LEHTPLI
EkatepuHbypra HaxogaTcs B
CerMeHTax CpeaHun 1 cpegHui Nnwoc.

Takum o6pa3som,

TPK «<KOMCOMOIJ1J»,
oxBaTbIiBaeT 6onee WMpokue
Maccbl NoKynaTenewn.

8. CTparerna npucyTcTaus | Marketing strategy

Marketing strategy

«KomsoMALL» facility embraces
middle and lower middle class
segments, i.e. is shaped for people
with middle and low levels of
income.

Existing trade centers in
Yekaterinburg embrace middle and
upper middle class segments.

Thus, «kKomsoMALL» RLC
embraces wider audiences.

25
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&) KOMCOMOAN

BCEHAPOAHbLIM TOPTOBbIA KOMNANEKC

«KOMCOMOIJJT» —
HaLuMoOHanbHbIN 6peHa

bpeHg «KomcoMOJU1»  aBnsetcsa
BblpaX€HMEM HaUMOHamNbHbIX LEH-
HOCTEN POCCUSIH, TakMX Kak naTtpu-
OTU3M, AOCTOUHCTBO, cembs,
€0MHCTBO.

Bbpena «KomcoMOJT» —

3TO BKNapg B YCTOMYUBYIO S3KOHOMM
4YeCKyto mMogenb perMoHoB
NPUCYTCTBUA.

BbpeHa «KomcoMOJT» —

3TO HAOEXHbI CTabunbHbIN NPOEKT
Ans PUHaHCOBbLIX MHCTUTYTOB

W NnapTHepoB-apeHaaTopPOB.

9. PeknamHas ctpaTerus | Advertising strategy

«KomsoMALL» —
A national brand

«KomsoMALL» brand is an expres-
sion of Russian national values like
patriotism, dignity, family, unity.

«KomsoMALL» brand is a contribu-
tion to stability of economy in regi-
ons where the brand is present.

«KomsoMALL» brand is a stable
project financial institutions and
tenants can rely on.

27
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@6 BCEHAPOHbIM TOPTOBbIH KOMNNEKC

HoBas PeK/1aMHaA KaMnaHUA
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@%g% HOMCOMOAR 10. Mnaxbl | Goals

BCEHAPO/IHbIM TOPTOBbIH KOMNANEKC

CpepHAA exXxeaHeBHaA Nocew,aemocTb Average daily attendance

21701

14341 13805 12812 18023 o 19345
438 061 427 955 371 548 558713 599 695
4773 4348 5422 7244 9356 ? * ?
147963 134788 162660 224 564 280680
9 © o < L J
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zoooo B L || e | e P e e = Ul oo -
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2000 ----feaemiasar el e aq e e RS e -

MONL  asrycr  cenwmbps  oxraGpe wosGpe  Aexabpe  sAxsape  despans mapr anpens  MaR
2010 2010 2010 2010 2010 2010 2011 2011 2011 2011 ZQ"

620072, r. ExarepunBypr, yn. AyGnep CHOMPCKOro Tpaxra, 4.2, 1en, +7 (495 221-6114

7 (495) 22161 1S, Infe®omsomall su, www komsomall.su
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B XOMCOMOAR

6@ BCEHAPOAHBLIM TOPTOBbIH KOMNMNEKC
MnaHbl pa3Butus

CpepHss nocewwaemocCTb:
25 000 4yen B geHb oo aekabps 2011 r.

OTkpbiTue B 2011 rogy passneka-
TernbHOWM 30HbI (6oynuHra, 4eTCKoro
LeHTpa pa3BreyeHunin), TeMaTU4ecKmnx
pecTopaHoB, MEXOBOTO LIeHTpa.

PerynsipHble KOHLEPTbI XMBOW
My3blku 1 Mpa3gHUKu ansa aeteun.

Po3bIrpbiwv npu3oB N4 KNMEHTOB
TK (cTumynupyroLime peknamH. akummn).

Meponpusatua ana CMWU (npecc-
3aBTpaKku, OTKPbITUA MarasvHOB) U
napTHepoB (Npe3eHTaumm 4ns
apeHaaTopoB).

CoumanbHble akuuu ansa geten us
AETCKUX IOMOB.

Ce3oHHOe gekopupoBaHue TK
(BHELLHEE M BHYTPEHHEE).

Goals

Average attendance: 25 000 people
daily by December 2011.

Entertainment area (bowling,
children’s hall), theme-based
restaurants and fur center launch
in 2011.

Regular live music shows and
feasts for children.

Award draws for customers
(as stimulating publicity activities).

Media events (press-breakfasts,

shop launches) and partner events
(presentations for tenants).

Social events for orphan children.

External and internal seasonal
decorating.

10. Mnanbl | Goals
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é’b?o !(QMCOMOA’_ AKuMst Ans BOCNUTAHHMKOB AEeTAOMa The action for pupils of orphanage
A7 BCEHAPONBIN TOPTOBBIf KOMNAEKC «BbIxoaHble no-KomcoMOJJTbcku!» «Days off on-KomsoMALL!»

Mbl peLmnu co3gatb «...We decided to establish
NPUATHYHO n BaXHyt0O a pleasant and important
Tpaguumio — ycTpauBaTb custom — to organize joyful
Becernble n nonesHble and useful events for
MeponpusatTiss  ana  toHblx  children from GBl’s.
xutenen XXbU.

Mbl yyBcTByem oTtBeTcTBeH- We feel responsible for the
HOCTb 3a nogpacrtawllee younger generation and
nokoneHue, a nogobHeiMn hope that such events will
MeponpusaTUAMU MOXHO contribute to proper upbrin-
BNUATbL  Ha  BocnuTaHwe ging of our children».
geTen».

leHeparnbHbIU Qupekmop Alexey Maltsev,
ynpaensowet KoMmrnaHuu CEO of «KomsoMALL»
«KomcoMOJ1/1» managing company
Anekceu Manbuyes.



€D HomMCOMOoAn

. _ 11. 3akntoyeHune | Conclusion
BCEHAPOAHLIM TOPTOBbLIM KOMNNEKC

DVI GROUP,

development | vision | investment

v,

KomnaHusa DVI Group ocHoBaHa B 2002 rogy.

OcHoBHOEe HanpaeneHne AeATeNbHOCTH KOMNaHWM:
[AEBENOMNMEHT LUMPOKOro npodunsl, T.e. WMHBECTUPOBaHMUE,
CTPOMTENLCTBO W Mocrneaywee ynpaeneHne obbekTamu
KOMMEpPYECKOW HEABMXMMOCTH.

DVI Group vynpasnser AByms ogHouMmeHHbiMn  TPK
«Ctonuua» B Nepmun n Nxescke, TPK «KomcoMOJ»
B EkaTepuHbypre.

B aBrycte Tekyuwiero roga 6yget oTKpbIT BTOPOW
06bekT cetn «KomcoMOIJ1» B Bonrorpage,
TPK «KOMCOMOI» B NpkyTCke ByaeT OTKPbIT
B 2012 roay, a B 2013 OTKpOET CBOMU ABepU
«KOMCOMOIJ1T» B TtoMeHM.

leHepanbHbIM NnapTHepom DVI Group sBnsieTcs
CbepbaHk Po.

CO3[ABAH
BYOYLLEE
WHBECTULMUN

DVI Group was founded in 2002.

The company’s key line of business is diversified
development (investment, construction and subsequent
management of commercial properties).

DVI Group operates two «Stolitsa» RLC’s in Perm and
Izhevsk and the «kKomsoMALL» RLC in Yekaterinburg.

The second “KomsoMALL” RLC will be launched

in August 2011 in Volgograd, and yet another facility —
in 2012 in Irkutsk. The fourth “KomsoMALL” RLC
will be launched in 2013 in Tyumen.

Savings Bank of the RF is DVI Group’s general partner.
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Cnacub60 3a BHMMaHue!
Thanks for attention!

DVI GROUP.

development | vision | investment

v,

109029, r. MockBa, Munxannosckuin npoesa 4. 3, cTp.66

TenedoH:
+7 (495) 221-61-14
+7 (495) 221-61-15

www.dvi-group.ru



