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About the company

Taur-Holding Ltd ---is-a full life cycle projects development holding. The -company-was -
founded in 2003 to expand promising development projects and is considered to be
young but very ambitious.

The companyds dynamic grotevnplans. al | ows it t o 1

The mission of the company is to develop the LAVINA retail and entertainment centers
(REC) chain in Ukraine (in the cities with the population from 70 000 inhabitants). We
create possibilities for the consumers to buy fine brand goods and wile away the time
with friends and families.

Therefore the REC concept creation follows the market profound analytic research, forecast
of the market volume, demand and the target audience preferences, study of the foreign
experience etc.

Taur Holding Ltd is a full life cycle projects development holding: site selection, projects
concept and design control, REC construction, commercial property lease, operation and
development of REC under the single LAVINA brand.

The unique advantage of the company in the competition is a new REC brand name LAVINA.
LAVINA brand was worked out by the well-known branding agency Brand Aid on the
basis of the large-scale research.

Nowadays the companyos portfolio contains 1
the projects total area exceeding 220 00 m2.




[

TAUR

Land plots

O
1 ihiv
Lutskv Fivne gernihiv Sy «
- Zhytomyr
3]
Kyiv C
- - . - Poltav: .
Lviv o JEKhmelnytskiy 1 . Sty EKhoakiv
;I'ernl:llll_l . c ' Cherkasy
Iv. ‘nytsya .
< _Frankivsk ' B o e
Uzhgoroil i . Kirovograd - puipropetrovsk
Chernivtsi a : o
E Donetsk
' Zaporizhys
Mylk olaiv ekl i
(3]
o " Kherson
Odesa
Simferopol -
o
-Companyos | and pl ot s



../../Local%20Settings/Temporary%20Internet%20Files/Temporary%20Internet%20Files/OLK839/3kvartal%202.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt
../../aromanenko/Local Settings/Temporary Internet Files/OLK839/3kvartal 2.ppt

Market segment

The company chose two segments of commercial real estate market as the most promising:

A Neighborhood REC

A Community'REC

The typical projects of commercial centre and REC are worked out for this segments.

1. Standard Neighborhood REC project.

Cities with the population over 70,000 people and family income level per capita over 750 hryvnias.
Location i the city centre with a dense traffic and a high number of pedestrians neighboring with a
multi-storey residential building. Two floors. Ground parking. Standard conception of facilities T
anchor mini- or supermarket, subanchor i home appliances, service renters, clothes and shoe
shops.

2. Standard Community REC project.

A Cities with the population over 200,000 people, family income level per capita over 750 hryvnias.
Location T city centre with dense traffic and a high number of pedestrians neighboring with a
multi-storey residential building. Three or more floors. Over- and underground multi-level parking.
Classical facilities: first floor T anchor supermarket, OTC trading, services; second floor i boutique
trade and a restaurant; third floor i entertainment facilities with a food-courts zone.

A Anchor renter i super- or hypermarket, subanchors i home appliances supermarket, children
supermarket, sportswear supermarket, food-courts.
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~Social and demographic
Image:
Age: 18-55 yrs, nucleus i 28-28 yrs
over 55 yrs i low buying power

under 30 yrs T less active buyers, priority
IS entertainment
Sex: women 1 60%, meni 40%
Womenia more active [
Income i average and higher than average:
UAH 750-5,000 per capita.
Nucleus: family income 1 UAH 750-1,500
per capita.

General consumer $§ tniddlen c o me
class with the rate growing in the cities of
Ukraine. (UTG company analysis.)

Target Audience
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Carried out projects of the
Company




Velyka Kyshenya convenience center
6, P.Hryhorenko av., Kyiv

A f

A Number of floors i 3 5’ ‘
A Underground car park and the ground visitors !
i |

A

A

parking

1 st floor T Anchor, Velyka Kyshenya
supermarket; | TS
2 nd floor i Ukrsotsbank branch service, clothes S
shop ¢Veluka Kyshenya, anchor ¢cMon amie

Velyka Kyshenya purchase datel January, 2006.




Residential and hotel complex ¢cNew
/ﬁm Arcadia Crowne
e General Pliyev str., Odesa

A Elite complex with own
Infrastructure, totally 573
apartments.

The project reflects three classical
approaches to modern prestige
residence: especial location status,
unique project and the high quality if
construction.

A The Project partner is Odesa
Progresstroy Ltd.

A Opening date i May, 2006.
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NEPTUN elite recreation residential complex

7 TAUR Crimea

A It is situated between
Alupka and Foros towns, in
the extreme southern point
of the Crimean Southern
Coast.

A 50 elite apartments with
Own recreation space.

A The company left the
project in 2008




