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CO3[OAEM
OPDEKTUBHDbIE
BbPEHA-KOMMYHUKALINA

NMOMOTIAEM K/IMEHTAM CTPOWTb U PA3BMBATb BPEH/Ibl CBOMX KOMIMAHWN,
MPOAOYKTOB N YCIIYT

AOEJTAEM KOMMYHUKALIMA
BPEHAOOB NOHATHbLIMW

N KOMOOPTHbLIMWA

and COBPEMEHHOITO
NMOTPEBUTENA

HALLWN MHCTPYMEHTbI BPEHAO-CTPOUTE/TIbCTBA JAKOT BO3SMOXXHOCTb _
SHAYUTEIbHO YCKOPUTbL MPOLIECC PASPABOTKU 2OPEKTUBHbBIX KOMMYHUKALIMA

CBbJINXKAEM BPEH[
N EIMO AYOAUNTOPUIO

HALLUW MPOEKTblI MAKCMMAJIbHO MNMPOPABOTAHbI A14 BICTPOIO N YAOBHOI O BHEAPEHUA

AVC — BPEHOVWHIOBOE
AI'EHTCTBO,
CNELMNATINSUNPYIOLLEECH
HA MOCTPOEHNA

N PASBUTUN BUSYAJIbHOWN
CTPATEI U BPEHOA

3HAEM KAK NMOCTPOUTb BPEHA C HY/1A N KAK PASBUBATb EFO KOMMYHUKALINA



aVvC aVC avVC aVvC avC

bpeHa Henmunur Beb bpeHa Jn3ainH
cTpaTterud Konupawut AN3amnH AN3anH YNaKOBKMU






avce

THE CHIMERA
CELAN BolF

KaHHCcKafA
XUMEPA

Pa6oTa BbinonHeHa

B paMKax KOHKYPCHOW MporpamMmsbl
dectmBana peknambl B KaHHax.
3apaveit Obl1o NpPeanoXnTb
A0roTnUnN 1 CTUMb ANKA NPOeKTa
Buna lNeitca THE CHIMERA
CREATIVE BRIEF.

Halwa komaHga 3aBoeBana

cepecpo. THE CHIMERA
s, Rororn, Cruns CREATIVE BRIEF

THE CHIMERA
CREATIVE BRIEF

akLwe™ — S rrry -

THE CHIMERA THE CHIMERA THE CHIMERA
CREATIVE BRIEF CREATIVE BRIEF CREATIVE BRIEF

The logotype far the Cannes Chimers Initlative incarnages the challenge that the prosessionsl community gets, the fooum an important thingn, the bent to an sim, speead of the influence of the project, Invalvement,
an lrapirieg opportunity te change the world for the better with the professional community’s help

The logotype combines a target and a chimesa's lon's bead. Chimern's mane has bevome dissobving regs of the sarget. An attractive opporiunity for peofessionals to sobre a éiffiodt probilem, bt the mark, do a good
ok maiing The word DeTier with that

The kogo can B dynamic, (B numbes of fings can be increated. i1 postbie with the Pelp of the Kegotype 1o brand huge 1paces, masking & aea and patdng on the idea of the ipeead of the infllueese of the project.
Thae ciechin of Ther tanget tharmoslves Bxcainie congaineds, B druges ilkitrating cetiin peojects of the Canneet CRirmens nitialivg ¢ be plsd thise

An et Uegel ool B3 Troe way 10 find 3 Oornec] Lolution
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® CMYK 0/70/100/0 RGB 245/110/35 PANTONE 1585C ® CMYK 0/0/0/100 RGB 0/0/0 PANTONE PROCESS BLACK C .
OTBeTCTBEHHOE
oTUOBCTBO
Pa6oTa BLINONHEHA s First cry, first step, first word. These are the most important steps
B paMkax HalMoHallbHoro e while a baby is growing up. All members of the family are always
Typa KaHCKnX NibBOB. looking forward to them.
Tema roga — ortBeTCtBeHHOE + Pa — m B .
OTLIOBCTBO. The first word "dad” is both a reward and proud for the father
. T who invested all his energy into his child.

PaGoTa — no6eautens e e

HaUMOHabHOro
0T60POYHOrO Typa.

It’s a strong emotional anchor that connects a father with his child
forever and ever.

Npesq, lorotun, Ctunb

Only the best dads get
promoted to papa



BRIEF

Elderly people choose passwve pasition i bife “as if Life has already passed be', isolate themsalves from others
@ and cut off all social tses, leave 'active physical and social life” For young

TASK
Motivate elderly 1o botter adapt to the ageing process, 1o make ageing more active, excitang and healthy.

RESOLUTION

We challenge age. The message; the motion is life. To live here and now. To love warld inside themsalves,
i w

avce

AKTUBHOE
aonroneTue

and 1o love themselves in the world. Go jogging, go dancing, go shepping, go 1o call grandkeds on the shype.
"B’ is a challenge. 60+ 15 target group - elderly people. Age 40 - the average age around the world, when
a person is faced with retirement. The main logo color is green. R is the coloe of life, the color of nature.
Ageing is a process of life. The color can be changed depends on targets

Pa6oTa BbINO/HEHA RESULT

w lo attract the attention of all sectors of society for improving the litestyle of elderly people. Active ageing
B paMkaxX HalMoHallbHOro [ ] has a pasitive impact on physical and mental health of elderly people, which increases lifetime
Typa KaHCKNX NbBOB.

Tema roga — akKTUBHOE

gonronetune.
shapping
it : fulE e . &
Wnes, Norotun, e ' ...Swimming
Ctunb AN - = %

dancing
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avce

Cekc-
obpasoBaHue

PaboTa BbINO/HEHA

B paMKax HaUMOHAaNbHOIro
Typa KaHCKNX NbBOB.
Tema ropga — sex
education.

Npeq, Jlorotun, Ctunb

SEX
EDUCATION

sexual pince-nez expert in the
behavior field of sexual
education

BRIEF

The lack of reliable information about safe sexual behavior leads
to unintended pregnancies, abortions, transmission of HIV and
other sexually transmitted diseases.

TASK

Create the icon for unconventional promotion of the campaign,
which promotes the impotance of timely reliable information about
safe sexual behavior, obtained by teenagers from their parents

or with assistance of their parents.

IDEA

It's important to say directly what we usually keep in silence.
We need to call things as they are. For this reason, we use the
term “sex education” in the logo.

Pince-nez is a symbol of learning and education. Gender sym-
bols are signs of sexual behavior. A logo is an expert/teacher

in the field of sexual education. Green is a colour of the traffic
light; it illustrates the idea of trust and permission. By using
green colour, we say to the teenagers that we accept their
personality, needs, desires and goals.

The media helps to remind to parents that their children are adults
and need adult conversations. Parents and teenagers are involved
into the sex-education. Both of them need to study this question:
parents need to know how to talk about this topic with their
children, teenagers in turn have a right to get this significant
information about sexual education in time.

RESULT
Not only children and their parents are involved into the sex
education process, we also prepare the community around.

TAMIX

TALK
TO YOUR

o

EDUCATION

-

HISTORY

PHYSICS

SEX EDUCATION QT

MATHEMATIC

TALK ABOUT
REPRODUCTIVE
HEALTH



avce

py3us.
NMonman aHepruio.

B 2018 roay Npy3usa ctana
NOYETHLIM FOCTEM KPYMNHEWLero
KHWMXKHOIoO hopyma Bo OpaHkdypTe
FBM FRANKFURT.

Mbl NnpeanoXman CBOK KOHLENUNO
CTWUNA 3TOro MacwTabHoro
coObITUS.

CospgaHuve 6peHaa, Ayaut 6peHaa,
Jloronut, Ctunb

GEORGIA

CATCH ENERGY



L HOW MANY L WHO |

L UNIQUE_  CREATES

IMPRESSIVE

L DO YOU KNOW?
GEORGIA GEORGIA
CATCH ENERGY CATCH ENERGY

“HOW 'WHAT

AND as

CREA FLEXIBLE
ARE CONNECTED? THINKING?
GEORGIA GEORGIA

CATCH ENERGY CATCH ENERGY

avCc

branding agency



GEORGIAN
ENERGY HERE

avC

branding agency
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TEART — MerayHapoaHbi popyM TeaTpanbHOr0 UCKYCCTBa.
CobupaeT HoBaTOpCKME TeaTpasibHble MOCTaHOBKY

co Bcero mupa.llposoguTtca B benapycu B BoCbMOM pas.

Lienb popyMa — ocBoboanTb TEATp U3 «aHTUKBAPHBIX CUITKOBY,
BbIBECTW ayaUTOPUIO U3 3MOLMOHANBHOIO
M KYNbTYPHOr0 BaKyyMa.

Client: ArtCorporation

MexayHapoaHbI
thopym TeaTpanbHoro
WCKycCTBa



P

P mimdm 8 @0
wowtearthy  20.09/16.10.2018

s e—=— 3AMIAYA

o Pa3paboTka KpeaTMBHOrO BU3yanbHOro CTUnA
ONA EXKErogHoro MeayHapogHoro ¢popyma
TeatpanbHoOro uckyccrea «TEART 2018»
BELAHUS DFEN. (MuHck, benapych).

PELLEHWUE

g e Wpes:
s — g O6bABneHa Bceobian PATEPMETU3ALIMA!
S Y Hac ecTb UCKPEHHee }enaHne U3MeHUTb
OTHOLLIEHWE K Teatpy, BCTPAXHYTb NYONKKY.
[lepeiTi Ha HOBLIW YPOBEHb CAMOUPOHMM,
a 3HaYWT, N PasBUTKA.

20.08-16.10. 2018

Busyanusauma :

CB060AHbIM, 3MOLMOHANBHBIN CTUMb

C «KKOCMUYECKMMW» UNNIOCTPALUAMU-KONNAKaMm
CO3BYYEH Xapaktepy ¢opyma. Mbl BU3yanbHo
BblJEeNAeM 310 COOLITUE B UHPOPMALLMOHHOM
MPOCTPaHCTBE ropoaa, UPOHU3UpYEM

Haf aHTMKBAPHLIMU KNULLE, NPOBOLUPYEM
narpuapxanbhyio nybnury. Bea aipeHTuka
NpuU3BaHa nNpuBneYs K cebe niogei MHTepeCyoLLMXCA
YKMBbIM, COBPEMEHHbIM TRATPOM.

avC

branding agency
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Client: komnaHua «bynbbalb»

Pa6oTta n otabiXx B O4HOM MecCTe

Riviera Spa & Business — yH1KanbHbI en10BOWM

N 0340POBUTESNbHbLIN KOMMNEKC, rAe COeaNHUINCD
Business n Spa, pa6ota n otabix. Tpn Kopnyca
KoMMnekca oTBOAAT Nog OM3HEC-NPOCTPaHCTBa, a
B YUeTBEPTOM MNIaHMpyeTCs 60/bLION Spa-LEeHTP C
MHOroo6pa3smem BO3MOXHOCTEN AN OTAbIXa

N BOCCTaHOB/IEHMS.

DOUPMEHHbIN 3HAaK — BU3YyaslbHOE NPOAOSIKEHME
naen 6peHga: paboTa 1 oTAabIX B OAHOM MecTe. 3HaKk,
C OQIHON CTOPOHbI — M/laH 0O6beKTa CBEPXY, C APYroWu
— CTUIN30BaHHOE N300paxeHne NanbMoOBO BETBMU,
cuMBOa nobenbl, MMpa 1 He3abblBaEMOIro oTabIxa
Ha 6eperax cosiHe4yHou PuBbepbl.

B pamkax npoekrta takxe Oblfin paspaboTaHbl
npasuna oYoOpMNEHNS IKCTEPbEPA, MHTEPbEPA U
HeoOXoOMMble 3NEMEHTbI HAaBUrauuu.

KoMnnekcHbIn pebpeHauHr, Ayamt 6peHaa,
cTpaTerusa n Nno3nUMoHNpoOBaHME, KOMUPAaWnT,
Jlorotnn, ®UpMeHHbIN CTUMb, canT. Pa3spaboTka
PYKOBOACTBA MO UCMOMb30BaHUIO CTUMA.
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Riviera Spa & Business —
paboTa n oTabIX
B O4HOM MecTe

&
VRIVIERA

SPA & BUSINESS

W /d

3apaua
Pazpabortatb MPMEHHbIN CTUb U KOHLENUMIO ochopMaEHNS
nenoBoro komnnekca Riviera Spa & Business.

Npena

Riviera Spa & Business — yHWKanbHbIA 4ENOBOR KOMNNEKC,

rne coeguHunuck Business n Spa, pa6ota u oTabix. Tpy Kopnyca
KOMMAeKca OTBOAAT Mo 6M3HEC-MPOCTPaHCTBa, @ B YeTBEPTOM
nnaHupyetca 60MblLI0R Spa-UeHTp ¢ MHOroo6pasneM BO3IMOXHOCTEHA
07K 0TAbIXa U BOCCTAHOBEHNS.

OUPMEHHBIA 3HaK — BU3yankHoe NpogonxkeHue nagen 6perga: paboTa
N OTAbLIX B O4HOM MecTe. 3HakK, C O4HOW CTOPOHbI — N/laH o6bekTa
CBEPXY, C APYroi — CTUNM30BaHHOe n3o6paKeHne nansMoBO BETBMU,
cuMBONna nobefdkl, MMpa U HesabkblBaeMOro oTakixa Ha Geperax
COMHEYHOW PUBbEpHDI.
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s . westline

Client: komnaHua «Westline»

Mbl ykpennsiem Baw ycnex!

Westline — nugep Ha 6en10pyCCKOM pbIHKE w I I I n
mMebernibHOn OypHUTYPBLI B cermeHTe B2B.

KomMmnaHuns npegnaraeTt KNMeHTaMm WUpPOKnii
BbI6OP NPOAYKLUMN N3BECTHBIX MUPOBbIX
npounssoantenei. CepBuC BbICOKOIO
YPOBHSA, KOMNETEHTHOCTb, TMOKOCTb
ynpaBneHns — K4YeBble 0COOEHHOCTU
ounsHeca Westline.

KoMnnekcHbIn pebpeHavHr, Ayaut
OpeHaa, cTpaternsa n No3nLMoHUpoBaHue,
konupawuT, JTorotun, PUpMEHHbIN CTU/b,
caunt. PazpaboTtka pykoBoAaCTBa Mo
NCMOJIb30OBAHUIO CTUSS.

branding agency
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YKPEMNNAEM L
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Litnig
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westline "SaIIE

ta by

" GRASS

Kn M E HT VAUTHSAGEL STRENGTHEN
Westline — nngep Ha benopycckoM pbiHke MebefibHoM GypHUTYPBI = ERaR atecans
B cermeHTe B2B.

@ . N

3ALAYA o

n > westline [ plast
KomnnekcHeln pebpeHanHr bpeHaa ==

freud. Bore
PELLUEHUE .
. -

CyTb obHoBNeHHOTO bpeHaa BbipaxeHa B COO6LLI,%HI/II/I. I ] westline
«Mbl ykpennsem Baw ycnex». OHO CTano 0CHOBOW A1 MOCTPOEHUS wes B @ S| arv westline ———
KOMMYHMKaLWI bpeHaa 1 BU3yanbHOW cucTeMbl. HoBbIV noroTmn o e MG g
rmbko B3anMofencTByeT ¢ KObpeHAMHIOBbIMY 30HaMK. Bepcun

noroTvna NepeMeHHon ANVHbI Aat0T BO3MOXHOCTb CO34aTh
“3 norobnoka csoeobpasHyto nnathopMy, CUMBONM3MPYIOLLYIO
nonLepXKy, CEPBUC M AOCTaBKY NyYLWINX NPOAYKTOB B CBOEM CEMMeHTe.

YKPEIJIAEM BALL YCIEX

vestline

'KPEMJIEM BALL YCTIIEX

CONTEMPORARY
FURNITURE
FITTINGS
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MNpeacegateno Coaeta

Hacroswwmm nuceMom cootiwaen Bawm, yio CoamectHoe GenopycoKo-
POCCHACKDS OTKDBITOR akuydoHepHoe ofecte benraznpoMbanke ¢ 2006
rofa NPAHAN HOEYIO MADKETHHIOYIO CTPATENHIO, BXAONGIOWYID PESPEHANHT
Ganka

DGHOBNEHHE NOFOTHNES W PA2PatoTHa GUPMEHHEX BH3YaNsHEY
NPUEMOBHHASHTUDMKAUMK GaHra, MNPUYUHE: CYWLBCTEVOLLEA rPpahuKa
HE& COOTCTayel 3anpocam PeiHKa. HeobXoauMo 0CHOBNEHWE C MAKCHMaNL-
HbiM COXPAHBHMEN NPMEMCTEEHHOCTH,

MNpegeenarens Coaera S

Al00

AeBesNionNMeHT

AeBEenonMeHT

2IBOES, WHCHRA p-w,
E. Boposan, 7. Bonagycn

Ceetnana
Bapskrop M

T T TOE BRI L EOMM NS LR
nn, Ceobog, 4, o7, 5, 0o, 147
DROOBE. r. M, Benapyey

avC



FENEHASH

-

neBenonMeHT *“"*a )
, AeBenonment

a-100development.by
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branding agency
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Client: rpynna komnaHuin «A-100»

Hosaa bopoBas.
'Mbkaa angeHTUkKa gnsa
YHUKANbHOIro panoHa

B 2014 rogy komnanusa A-100 [leBenonmMeHT
NPUCTyNuia K CTPONTENLCTBY HOBOMO
Xunoro pamoHa Hosast bopoBagq,
paccuntaHHoro Ha 20 000 kBapTup. PaioH
pacnosiaraeTca Ha yydacTtke naowagbto
6onee 100 rektapoB B 3KO/TOMMYECKMU
YMCTOM paroHe ropoga pagom

C rNaBHbIM NPOCNEKTOM U NMPECTUXHbIMU
MUKPOpPanoHaMu.

lNepepn HaWwKMM areHTCTBOM CTOs/1a 3ag4a4ya
pa3paboTtatb PUPMEHHbIN CTU/Ib, TOrOTUM U
€AVHYIO BM3YyaslbHY0 CUCTEMY A9 BHELLUHEN
N BHYTPEHHEN KOMMYHMKALNKM XNI0ro
paiioHa HoBaa bopoBasi.

Co3spgaHue 6peHaa, Ayamt 6peHaa,
cTpaTerus n Nno3nLMoHNpoBaHNE, KOMUPAaWT,
Jlorotnn panoHa, cucrtema IoroTunoB gnsd
12 kBapTanos. PazpaboTka pykoBoaCcTBa Mno
MCMO/Ib30BAHMIO CTUNS.

branding agency

HOBASY
bUPUBAY



" KNMEHT PELIEHVE
A M ﬂ E H I M KA KomnaHus «A-100 JlesenonMeHT» — NpOrpecCcUBHbIN MpuHUMNbI U dUnocoPua parioHa NPOAOIKAKTCS

3acTponwmk MuHckoro pernmoHa. Hosaga boposas — B aAeHTUKe: NaKOHUYHOCTb GOPM, LEMOKPATUYHOCTb,

OOMH U3 NPOEKTOB KOMMAHWWU, HOBbIM XWIOM panoH HaTypasibHOCTb, MHOFOYHKLMOHANbHOCTb. CHMHTE3
ﬂn ﬂ yH M KA" b H O ro MWHCKa, KoTopbiv cTpouTca no npuHumMnam SMART+SOCIAL. MUHUMANU3Ma U TeNbIX 3MOLMN. Bce aneMeHTbl CTUNS

ParoH ByneTt pa3MelLaTbCs Ha yyacTke naowaabio bonee CO34310T «KMBYH» BU3YaNbHYK CUCTEMY, KOTOPasa yxe

100 rekTapoB u cocToaTb U3 12 KBapTaNoBs. CTana 4YacTblo AManora Xxutenen panmoHa gpyr C 4pyrom

-
M C 3aCTPOMLLMKOM.
3AAA4HA

Pa3paboTka BU3yanbHOM naeHTUdMKauumn bpeHaa: norotmn
M QUPMEHHBIN CTUNb AN1 YHUKANIbHOW rOpOACKON Cpefbl.

HOBAS _ : ; \
FOPOBAY , = Keapoboil

KaeroBbili
KBapTan

[ L

A, \ ' \ EroBbili

2014-2025 1 e pﬂﬁUHOE}bID
L i \ @% KBapTan KBapran

KawTaHoBbIl
[KBapTan

HOBASI
bOPOBASYI

Keapobbil
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lNpencraBbTE ropoa, B KOTOPOM BCe
npoaymaHo 0o Meno4yen. flopofd, B KOTOPOM
naen N TeEXHONOrUM Co34at0T KOMPOPTHYHIO
cpeay ans Xu3Hu, paboTbl 1 y4ebsbl. [Nepeq
areHTCTBOM CTOsA/1a 3agaya paspadoTtaTtb
PUPMEHHbIN CTUb A9 COBPEMEHHOIO
rOpOACKOro NPOCTPaHCTBa C pa3BUTOM
MHPPaCTPYKTYPOW, AOCTYMHOW KaXaomy
XUTENIO.

branding agency




KawTaHOBBI
KBapTan
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branding agency




KeapoBbil
KBADTAA
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HoBbiA craHnapT of «A-100 [lesenonments

. MEBEJIbHbIE
NAKETbI

avC

branding agency
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Client: rpynna komnaHun «A-100»

Ibikeminsk

Ibikeminsk — coBMecTHaqa couymanbHasa
MHULUMaTMBA Mo Nonynapusaumm
Besiocunena Kak ropoackoro TpaHcnopTa

rpynnsbl komnaHm A-100 1 MuHckoro
Be/ocuneaHoro obulecrsa.

Jlorotun, konupamr,
CTWUNb COObITUSA.

branding agency



AKI NPbiNblHaK —
HAaCTYMHbI

‘bikeminsk .

avC
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ibikeminsk

branding agency
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Client: poHga OOH
no HapogoHaceneHunto UNFPA
B benapycu

BaxeH kaxabin!

FOH®IMA — dhoHg OOH B o6nactn HapogoHaceneHus,
KOTOpPbIi 3aHMMAaETCA BONPOCaMn reHOepHoOro paBeHCTBa,
pPenpPoAyKTMBHOIMO 340PO0BbS, HAPOAOHACEIEHUA U pas-
BUTUA. [leatenbHOCTb hoHOa HanpasfieHa Ha obecneve-
HME paBHbIX MPaB MY>XYUH, XXEHLLNH N AeTEeN Ha 300POBYIO
>XXV3Hb U paBHble BO3MOXHOCTH.

Nepen AVC cTtoana 3agada paspadoTtatb PUPMEHHbIN
CTWUNb 19 PeKNaMHOW 1 NpeacTaBUTeIbCKOW NpoayKumnm
doHAa, KOTOpPbIN 6bl OTPAa3n/I BaXHOCTb NPOBNeM,

C KoTopbiMu paboTtaeT IOHOIA.

CnoraH KOHO®IA «BaxeH Kaxabli» CTan BAOXHOBEHMEM

N OTNpPaBHOM TOYKOM AN pa3padboTKu PUPMEHHOrO CTUNSA.
B ocHOBe CTnIA NepCcoHa)xu pasHbiX BO3PAacTOB M MOM0B,
KOTOPbIX 00beanHaeT obLaa Lenb: XXUTb NMOSTHOLEHHOMN

M CHACTIMBOW XN3HbIO.

Bce nepcoHaXxu BbIMNOMHEHBbI B CTUE UNKOCTPaLUii-
annnumkaumi. IMeHHo Takasi SMOLUMOHabHada

M TporatenbHaa rpadmka He oCTaBnseT MecTa
6e3pas3nmumnio 1 Nody>xaaeT K aMnaTnm 1 y4actuio.

DUPMEHHBIN CTUMb, aBTOPCKME UNMIOCTPALNKU, CTPYKTYpPa U
TEeKCTbl Mpe3eHTaLUMOoHHbIX MaTepunanoB
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3a nocnefHue 60 neT KonuyecTro nwaen crtaplue
TPYAOCNOCOOHOro BO3pacTa NocTOSHHO yBesiM4nBaeTcs.

NOAOM cTapille TpyaocnocobHoro AeTu MonoXe
Bo3pacTta (My>X4uHb! — OT 60 ner, TRPYAOCNOCOBHOro
MEeHLMWHLI — OT 55 ner) Bozpacta ot 0 go 15 ner

"OxRugaemMmas NpoaoINKUTESIbHOCTb
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MiHcky 950 rapoy!

Od¢ic AVC y caMbIiM c3pLbl ropapa.
Haw apgpac: CBa6éopgpb, 4.

avC aVC

bpeHa HenmMunur
cTpaterud Konupaut

BonbLlue y3HaTtb O HAaC MOXHO TyT:
a-v-c.by

Haw agpec:

nn. Ceo6opabl, och. 347
220030, r. MuHck, benapychb

Mo Bonpocam coTpyaHu4yecTtBa obpaljanTtecn:

+375 17 327 87 48 (ochuc)

Onbra OnenHukK Hatanba EnnHckaa
+375 29 678 7158 +375 44 57 557 01
olga_oleinik@a-v-c.by +375 17 327 87 48

natali_elinskaya@a-v-c.by
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Beb bpeHpa AdvsanH
an3anH an3anH YyNaKOBKU



