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BTOPOE
POKJIEHUE
®ABEPXKE

9 centsiops 2009 r. (9/9/9) BceMupHo u3BecTHBIN JoM Pa-
Oep:ke mociae 90-1eTHero mepepbiBa OGUIMAIBHO OT-
Kpblicsd BHOBb. KoMnanus, rie 0CHOBHON NakKeT Temepb
npuHaaiaexur Pallinghurst Resources, a cpenu corpyanu-
KOB ecTh 4jeHbl ceMbu Padep:ke, pa3padoTajia peBoIIo-
LHHOHHO HOBYK OH3Hec-MoJe/b, BKJIKYasl KPyrIocyTo4-
HYI0 CJY:KOy NMOJJAep:KKH A5 KJiueHToB. Dadepike cTpe-
MUTCS BO3POAUTH CBOIO OBLIYIO CJIaBY M 0e3yNpeuHyIo pe-
NMyTaHI0 HA Me:kAyHapoaHoMm yposHe. Ilpeniaraem Bam
MHTEPBbI0 C I1aBoil kKomMmanuu Mapkom JlaHXHJIOM
(Mark Dunbhill) B ero :xeHeBckoM OyTHKe.

MAPTUH JIOHE

PacckakxuTe 0 KOHIENIIMM Ballero HOBOTO OyTHKA-OH-
gaiin. Kak BBl ynpapiasere KpyriocyTo4Hoii padoroit
NPOAABIOB-KOHCYJbTAHTOB ?

MpI coOpany 04eHb KOMIIETEHTHYIO KOMaHIy PO/IABIIOB, KO-
TOpBIE PAOOTAIOT MO CKOJB3AIMIEMY IpaduKy. ITO MO3BOISIET
HaM npeajiaratb CBOU yCJIYyIrd NOTCHIHUAJIBHBIM IMMOKYIIATEIsIM
B I11000€ BpeMs M Ha MHOTHUX SI3bIKax, BKIIIOYAs! aHIIIHACKUM,
pYCCKHH, HEMEUKHH, (paHIly3CKHH, MCHAHCKUH, apaOCKui,
MaHJapvH 1 KaHTOHCKMH. Hamma 3agada — mpenocTaBuTh Ki-
eHTaM Ooree oO0mmMpHOE, THOKOE M YI0OHOE 00CITyKIMBAaHUE.
[Toxynarenn MOTYT 03HAKOMHTBCS C HAIIMMK TOBAPAMH U T10-
JIYUYUTb KOHCYJIBTAIIUIO NIPOJAABIOB, U IIPU 3TOM UM HE IIpU-
JIETCsI COBEpILaTh IMyTeuiecTBie B JKeHeBy.

IMouemy BbI pelIM/IM OTKPBITh €IMHCTBEHHBIH (uiarMaH-
ckmii 0yTuk ®adepixe nMeHHo B Kenepe?

Korma mpumio Bpemsi BeIOMpaTh MECTO sl OyTHKA, MBI
IIPEK/IE BCETo NOAYMaIM O Takux ropojax kak Ilapusxk, Mock-
Ba, Cankr-IletepOypr mim Jlonmon. OnHako MBI OBICTPO IO-
HsuH, 4TO JKeHeBa — camblil BEpHBIH BHIOOP 10 LEIOMY PSIIY
npudnH. B mocnenHue rofpl B 3TOT TOPOA BCE Yalle HaBEIbl-
BAIOTCs OOTATHIE JIIO/IN CO BCETO CBETa. B 0OCHOBHOM OHM TIpH-
€3)Kal0T 110 JeJIaM, a 3aTeM 3aJCPKUBAIOTCS 371ECh, YTOOBI Ha-
CJIIaAUTHC BBICOKOKJIACCHBIM IIOITMHIOM. MHorue u3BeCTHBIC
JKeHEBCKME YACOBIIUKHU U IOBEJIUPHI CAETIAIN TOPOJ HOATHH-
HBIM [IEHTPOM MHUpa POCKOIIH. bosee Toro, B >KEHEBCKOM a3-
POIOPTY CamMUTCs OOJIBIIIE YACTHBIX CAMOJIETOB, YEM I1e-JIH00
B MHPE — @ 3TO CBUICTEIBCTBYET O IPUBIIEKATEIHHOCTH TOPO-
JIa UTS COCTOSATENBHBIX JTIOZICH B IIeJIOM. DTH (paKTOphI yOeIH-
1 Hac, uyto JKeHeBa OyneT HamOosee MOAXOMSIIIUM MECTOM
JUIL TOTO, YTOOBI MPEACTABIATh ycTpemieHus dabepxe Ha
MEKIyHApOTHOM YPOBHE.
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Kcratn o MexxayHapoanbix ycrpemiienusx. Cooupaerechb
JIM BbI YIeJSTh 0c000€ BHUMAHHE POCCHIICKUM MOKYyIaTe-
JISIM, YYUThIBasi ucropuio ®adep:xe?

MBbI HajgeeMcsl, YTO PYCCKHE COCTaBSAT 3HAYMTENbHYIO YacTb
HaIlIel KIMeHTYPHI, HO He AeTaeM OTeIIbHOTO aKIIeHTa Ha M0~
kynarensax u3 Poccun. Mbl co3naeM Halllu MpOU3BENCHUS IS
3HAIOIIUX JOAEH, JKEeJIAIOIINX MTPUOOPECTH KPacuBbIC U YHU-
KaJIbHBIC FOBEIMPHBIC M3/IEIHsI, KOTOPbIe CUMBOJIM3UPYIOT Ha-
A [IEHHOCTH — CAMOOBITHOCTh M TPaJUINH, — HE3aBUCHMO
OT HAIMOHAJIbHOW MPUHAUICKHOCTH KIUEHTA.

A Bac He 0ecrOKOUT (pMHAHCOBBINH KPHU3HC, €r0 BJIMSIHHE
Ha OM3HeC B eJIOM H HA HHIYCTPHIO POCKOIIH B YACTHOC-
Tu? He prcKOBaHHO JIM OTKPBLIBATH HOBBIH 10M Dadepixe
B HbIHEIIHHUX IKOHOMUYECKHX YCIOBHAX?

XOT SKOHOMHYECKUH KPU3UC OTPULIATEIHHO ITOBIUSIT HA MU-
POBOIi PBIHOK POCKOILH, JIFOIU MO-NPEKHEMY 3anHTEPeCcOoBa-
HBI B IPHOOPETEHUN KPACHBBIX, BHICOKOKAYECTBEHHBIX H3/IE-
nid. B HacTosiniee BpeMst SJKOHOMUYECKast CUTYaIHsl 3aCTaBHU-
Ja TpuoOpeTrarereid POCKOIIN H3MEHHUTh CBOE OTHOIICHHE
K TIOKYTIKaM JTOPOTHX BEIICH — OHH CTaJH O0Jiee OCTOPOIKHBI
U pa300pUMBEI B BBIOOpE. 32 MOCIETHUE HECKOIBKO JIET Phl-
HOK POCKOIIHN 3aXBAaTUJIM HOBUYKH, KOTOPBIM HE XBaTacCT MpPH-
BEPXKEHHOCTH TPAAWIMOHHBIM IIEHHOCTSM M NpOoQeccuoHa-
nu3Ma. XOTsI H3HAYAJIbHO OHH M3BJICKIIH BBITOIY M3 PACIBETa
SKOHOMHUKH ¥ 3aBAWINA PHIHOK CTaHIAPTU3UPOBAHHBIMA H3-
JEITUSIME, OHU )K€ TIEPBBIC M TIOCTPAIaIN OT HBIHEITHETO (hr-
HAHCOBOTO KpH3HCca. A BCE TIOTOMY, YTO JIFOIU MPEAMTOIUTAIOT
BKJIQJIbIBATh JICHBI'H B IIPOJLYKTHI C BBICOKOM JI00aBOYHOM CTO-
HUMOCTBIO, 2 HE B, BO3MOXKHO, M MEHEE JOPOTHUE, HO OoJIiee Mac-
coBbie OpeHzbl. [lockombky mom Dabepixe M3BECTEH CBOCH
YHHUKAJIFHOCTBIO, TTOJNTMHHBIM MacTEPCTBOM W HHIMBHTYalThb-
HBIM OOCITy’)KHBaHMEM KJIIMEHTOB, MBI CUUTaeM CeOsi aHTHIO-
TOM MIPOTHB CETONHSAIIHEH HHIYCTPHATH3AINN PBIHKA POCKO-
un. [109ToMy MbI 20CONIOTHO YBEPEHBI B JKM3HECIIOCOOHOCTH
Y IPUOBITBHOCTH HAIICH KOHIECTIIINH.

«HecmoTps Ha KpuU3uc,
JIKIM MO-MPeKHeMY 3auHTe-
pecoBaHbI B NIPUOOPETCHUH
KPACHBBIX, BLICOKOKAYECT-

BEHHBIX HU3eJIUN»

Kakue 10BejiMpHbIe U31e/IMs Bbl INIAHMPYeTe NPOAABATh?
Bynetre a1 BBl BOCCO3IaBAaTh H3BECTHBIE MPOU3BEIEHHUS
Dadepixe, TAKHE KaK MacXaJbHble giina?

Hammra 3amaua — mepenats cyTh u 1yx @abepixe B KaXIOM U3
Halux u3aeauid. Mpl XOTUM He KOMMPOBATh MPOIILIOE, a Yep-
nath B HEM BJOXHOBeHHE. ENMHCTBEHHBIN KpUTepuu st
Hac — CO3/1aBaTh TOJILKO BBIJAIONIMECS U YHUKAJIbHbBIE BEIIH,
KOTOPBIC COOTBETCTBYIOT IIOXKEIIAHWSIM KIIHMEHTA, OTHOBpE-
MEHHO TI03BOJISIsl HAIIIAM JH3aiiHepaM CBOOOIHO CIIEIOBATh 3a
CBOMM BIOXHOBeHHEeM. Jltomu oOpamatorcs k @adepike, moTo-
My YTO OHH HaM JIOBEPSIIOT U YBEPEHBI B CIOCOOHOCTH HAIINX
JTU3AITHEPOB BOIUIOTHTH X MEYTHI B )KU3HB. 11 MBI yOCKIICHBI,
YTO HAUIW U3/ENHUsl UX HE pa30dyapylor. >
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On September 9th, 2009 (9/9/9)
the world famous house of Fabergé
officially reopened after a 90-year
hiatus. Now majority-owned by
Pallinghurst Resources with family
members on the board, the company
has designed a revolutionary new
business model including round-the-
clock online client service. Fabergé
is aiming to reclaim its glorious
past and international reputation
for excellence. An interview with
Fabergé CEO Mark Dunhill at his
Geneva boutique.

MARTIN LONGET

Can you tell us a little bit more about
your online flagship concept? How do
you manage a round-the-clock staff
of online Sales Consultants?

We set up a highly competent Sales
team on staggered schedule time shifts.
This allows us to offer a service to poten-
tial customers at any time and in many
different languages, including English,
Russian, German, French, Spanish,
Arabic, Mandarin and Cantonese.

Our goal is to provide our customers
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with more comprehensive, flexible and
convenient client service. Clients can
view our products and be advised by
sales consultants without having to
make the trip to our boutique in Geneva.

Why did you choose Geneva as the
location for Fabergé’s only flag-ship
boutique?

When it came to choosing a location

for our boutique, we had cities like Paris,
Moscow, St-Petersburg or London in
mind at first. However, Geneva quickly
became the obvious choice for several
reasons. Over the past few years Geneva
has become an increasingly important
destination for wealthy people from all
over the world, who mainly come on busi-
ness and stay on to take advantage of its
extensive selection of high-end shopping.
The city’s many famous watch-makers
and jewellers have made it a real hub for
the luxury market. Furthermore, Geneva
Airport has more private planes landing
on its runways than anywhere else in the
world — a good indication of how much
Geneva appeals to wealthy people in
general. These factors led us to decide
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that Geneva was the best location for
Fabergé to display its international ambi-
tions.

Speaking of international ambitions;
will you be focusing on Russian cus-
tomers, given Fabergé’s history?

“Despite the cri-
sis, people are
still interested in
spending money
on beautiful, high
quality pieces”

We hope that Russians will become

a significant part of our clientele, but we
aren’t particularly focusing on Russian
customers. We design our products

for discerning clients who want to
acquire beautiful and unique pieces

of jewellery that represent our values »»
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«Hama 3agaya — nepenarnb
cyTh u Ayx dDadepixke
B KAaK/IO0M M3 HAIIUX U3ACTHIN»

»> EcTb JiM B KOMaH/Ie BAIIUX JH3alilHEPOB NPeICTABUTE-
au Poccun?

HammonansHOCTE I HAC HE Ba)kKHA. Ba)kKHO HCIIOIB30BaTh
CaMBbIX JIYUIIUX U OJapEHHBIX AU3aiiHepoB. B HacTosAmmii Mo-
MEHT y Hac HeT Au3aiiHepoB U3 Poccuu, HO Mbl COBEPILEHHO
TOYHO HE BO3PakaH ObI MPOTUB 3TOr0. MBI ObI OYCHB XOTEIIN
mopaboTaTh C KAKUM-HUOY/Ib POCCUHCKUM JU3aHHEPOM, YHU-
KaJbHOE BUACHHE KOTOPOTO CMOTIIO OBI CTaTh HAIIMM JIOTIOJ-
HUTEJNbHBIM IPEUMYIIECTBOM.

KakoB ypoBenb 1nen Ha uzneausi ®@aodep:ke? Ilnanupyere
JIH BBI CO3/1aBaTh TOJILKO JOPOTHe BellW, HJIN y Bac Io-
SIBATCHA U 0oJiee T10CTyNHbIe?

Wznenns @abeprke ObUIN OTHOCUTEIBHO TOCTYITHBI BO BpeMe-
Ha [lerepa Kapma dabepke, 1 TaKHMH OHH M OCTaHYTCS.
Jlist Hac KauecTBO Ba)KHEE IICHBI, M Mbl IIOCTABIIIN ceOe 3a/1a-
49y CO3/1aBaTh TOJBKO BBINAIOIIMECS FOBEIUPHBIC H3ICIHS.
B pesynbrate MuHMManbHas 1eHa Ha npousBeneHue dadep-
)K€ — MPUOJIM3UTENBLHO 28 THIC. €BPO.
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CoOupaertech JiM Bbl OTKPHIBATH HOBbIE OyTHKH?

B nacrosiiiee Bpems 3To He aBHas 3a1ada. Ham sxkeHeBckuit
OyTHK U OHJIAWHOBBIN KOHIICTIT-OYTHK YK€ SBIISIOTCS 0a30ii,
JIOCTaTOYHOMW JIJISI TOTO, YTOOBI YIOBICTBOPITH MOTPEOHOCTH
HamwmX KiIueHToB. Ho B Oymymiem, mo Mepe pa3BUTHs OW3HE-
ca, MBI MOKEM BEPHYTHCS K TOMY BOTIPOCY.

Kax BbI coTpyiHu4aeTe ¢ 4ieHaMu ceMbu Dadepaike?

To, 4ro B Hamel KOMaH/e €CTh MTpeACTaBUTENN ceMbu Dadep-
xe, Harrpumep, Taresina n Capa ®Pabeprke, npaBHyuku llere-
pa Kapia, ouens BaxHO it Hac. OHM aKTUBHbBIE WICHBI KO-
MaH[bl ¥ IPUHAMAIOT yJacTue B HalIei paboTe, TIIaBHBIM 00-
pa3oM, B KauecTBe OcHoBaresnedl HacnenacTBeHHOro cosera,
KOTOpLIﬁ YACIAC€T OCHOBHOC BHUMAHUE 3alIUTC YHUKAJIBHOC-
TH Hamero OpeHna. VX MHeHMe JJsl HAC OYEHb BaKHO, IO-
CKOJIKY OHHM OYEHb KOMIIETEHTHBI M TOYHO 3HAOT, KaK HaM
0CTaThCsl BEPHBIMU [IeHHOCTSIM Dadepike.

HackoJbKko ¢JI0KHO ObLI0 chopMupoBaTH HNpodeccuo-
HAJTBbHYI0O KOMaH1y?

Ecnu uecTHO, cOBCeM HECIIOXKHO, IO TOW MPOCTON MPUUMHE,
YTO CTaTh YacThI0 BO3porkaeHuss Pabeprke — 3TO cama 1o ce-
0e moTpscaromas BO3MOXKHOCTh. DHTY3Ha3M — Hallla OCHOB-
Hasi MOTHBAIWS, W MBI MCKAIIM JIONCH, Pa3IeIIONINX HaITy
CTPaCTh U TOTOBBIX MEPCOHU(DUIMPOBATH €€, IPUCOCIMHUB-
LIMCh K 3TOMY YHHKaJIbHOMY IpoeKTy. Ham ObUI0 HECI0KHO
HaHATh YPE3BBIYAfHO MOTHBUPOBAHHBIX M TAJaHTIMUBBIX CO-
TPYIHUKOB, HEKOTOPBIE U3 KOTOPBIX MEPELUIN K HAM U3 TaKUX
3HaMEHHTHIX IOBEIHPHBIX JOoMOB Kak Cartier mmu de Beer's.

U kaxk uner on3znec? CoOTBETCTBYIOT JIM MPOJAKU BAIIUM
OKMAAHUAM?

C camoro Havaja Mbl yBHJICIA OTPOMHBIA HHTEPEC K HAIIEMy
MIPOCKTY, U CeHYac 3TOT UHTEPEC TPAHC(HOPMHUPYETCSI B peaib-
HBIA OW3HEC. YUUTHIBASL CIIOKHYI) SKOHOMHYECKYIO CHTya-
LU0 U TOT ()aKT, YTO MbI HOBHUYKH HA PHIHKE, MbI JJOBOJBHBI
TEKYIIMMH MPOJaKaMKi U a0COJIIOTHO yBEPEHBI, 4TO B Oyay-
IeM CMOXKEM paciIupuTh OuszHec dadepxe. 0

CITPABKA:

ITocne pycckoit pesomtonuu 1917 roga 1oBeNUpHBINA JOM
dabeprke MpekpaTHiI CBOE CYIIECTBOBAHUE, I1aBa (pUPMBI
[erep Kapn ®adeprxe smurpuposai B EBporry 1 ckoHua-
cs B Jlozanne B 1920 . B 30-e ronsl amepukaney Camy-
amp PyOmH Hawam BBITyCK Map(QOMEPHBIX W3ACTHHA TOX
Mapkoir «Dabepxe». Yke B 50-e, mocne JONTHX cyneo-
HBIX pa3duparenbeTB, chIHOBBS [letepa Kapna Obutn BbI-
HYX/IEHBl YCTYIUTb €My CBO€ UMs BCEro 3a 25 ThIC. 10JI-
napoB. B 1964 r. PyOun npopan OpeHa KocMeTHYeCKOH
komnanuu Rayette, a B 1989 r. oH nepemien k kocMeTHuue-
cxomy koHtepHy Unilever. C 2007 r. Mmapka IpHUHAITCHKHAT
nHBecTHIMOHHOMY (onay Pallinghurst Resourses, xoTo-
pblit BepHyn Openy «Dadepike» B FOBEIUPHOE JIEI0.



»» of authenticity and tradition, whatev-
er the client’s nationality may be.

Aren’t you concerned about the finan-
cial crisis - its affect on business

in general and the luxury business

in particular? Isn’t it risky to launch
the new house of Fabergé in the cur-
rent economic climate?

Although the economic crisis has had

a negative effect on the global luxury
market, people are still interested in
spending money on beautiful, high qual-
ity pieces. At this point in time, the eco-
nomic situation has changed luxury cus-
tomers’ attitudes towards purchasing
high-end items — they have become
more cautious and discriminating in
selecting what they buy. Over the past
few years, the luxury market has been
invaded by newcomers who have
proved to be lacking in traditional val-
ues and professionalism. Although they
initially benefited from the economic
boom and flooded the market with
industrialised products, they were the
first to suffer from the current financial
crisis. This is due to the fact that cus-
tomers prefer investing in high-value
added products rather than in what may
be less expensive, but more industri-
alised brands. As Fabergé is known for
its uniqueness, authentic craftsmanship
and personalised customer service, we
consider ourselves to be an antidote to
the luxury market’s recent industrialisa-
tion. Therefore we remain very confident
in the viability and profitability of our
vision.

What kind of jewellery will you be sell-
ing? Will you be producing any of
Fabergé’s famous objects, such as
Easter Eggs?

Our goal is to embody the essence and
spirit of Fabergé in each of our products.
We don’t aim to copy the past, but rather
be inspired by it. The only criteria here
are to produce nothing but extraordinary
and unique pieces which precisely meet
the customer’s requirements, while giv-
ing our designers enough freedom to fol-
low their artistic inspiration. Clients
come to Fabergé because they trust us
and are confident in our designers’ abili-
ty to fulfil their dreams — and we are cer-
tain that they won’t be disappointed in
our products.

Do you have any Russian jewelry
designers on your team?

Nationality is not essential to us,

as long as we find the best and most
gifted talent available. We don’t have
any Russian designers on board at this
point, but we certainly wouldn’t mind
hiring talented Russian designers. We
would definitely appreciate working with
a designer whose Russian perspective
would be to our advantage.

What about Fabergé’s price range?
Do you plan on exclusively producing
expensive products, or will you also
be manufacturing more affordably
priced items?

Fabergé pieces were relatively affordable
in Peter Carl Fabergé’s time and they will
remain so. As far as we’re concerned,
quality is more important than cost and
we have restricted ourselves to making
nothing less than extraordinary pieces of
jewellery. As a result, the minimum price
for acquiring a Fabergé piece is about
28,000 Euros.

“Our goal is

to embody

the essence and
spirit of Faberge
in each of our
products”

Are you planning to open more bou-
tiques?

It's not a priority right now. Between our
Geneva boutique and the online flagship
concept, we already have a platform
suited to our clients’ needs. But as the
business grows, we may consider that
option in the future.

How do you cooperate with Fabergé’s
family members?

It was very important to us that we have
Fabergé family members on board;
Tatiana and Sarah Fabergé, who are
the great granddaughters of Peter Carl
Fabergé, for example. They are active
team players, participating mainly in
their capacity as founding members of

REFERENCE:

After Russia's 1917 Revolution,
Fabergé ceased operating and

its founder, Pierre Carl Fabergé,
immigrated to Europe and died

in Lausanne in 1910. In the 1930s,
American Samuel Rubin began
manufacturing perfume using the
Fabergé name. In the 1950s, fol-
lowing a series of long legal dis-
putes, Pierre Carl Fabergé's chil-
dren ended up ceding the rights to
the Fabergé name for just $25,000.
In 1964, Rubin sold his rights

to the Unilever cosmetic group.

The brand has belonged to the
Pallinghurst Resources investment
group since 2007, which brought
the Fabergé brand back to jewellery
manufacturing.

the Heritage Council, which focuses on
protecting the authenticity of our brand.
Their opinion really matters to us, as
they are extremely competent and have
a precise vision of how to remain faithful
to Fabergé’s values.

Was it difficult to form a competent
team?

Frankly it wasn't, for the simple reason
that being part of Fabergé’s rebirth

is in itself a really exciting opportunity.
Passion is the key to our motivation,

and we were looking for people who
shared the same excitement and were
ready to personify it by joining this unique
project. We had no difficulty in hiring
extremely motivated and talented people,
some of whom came from famous luxury
houses like Cartier or de Beer’s.

How’s business been? Did your sales
figures live up to your expectations?
We were met with a huge interest in the
project from the very beginning and are
now transforming this enthusiasm into

a real business. Considering the difficult
economic climate as well as the fact that
we are newcomers to the market, we are
happy with our current sales figures and
remain very confident in further expand-
ing Fabergé’s activities. BV
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