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[1haH Ha cerogH«

CUHXPOHU3NPYEMCH MO OXKUNOAHUNAM.

C yero HayaTb journey mapping MHULUMNaTUBY.

Kakme OblBatoT TMH3bI OJ14 BallMX KaPT.

4UTO BaXkKHee BCero Pa3BMMBaATb Yy ceba B KOMMaHUW.

UXPRESSIA



I [loroBopmMcs Ha 6epery

ByayT aHmMULUM3MBbI.
- Younpato 6ykBy C, ocTaBnato Tosibko JM.

HeT uenu "npogaTbh" KAaKOWM-TO NpoLLecc.

UXPRESSIA



HaM HY>XHO rnocTtpounTtb CIJM!

UTOObI YTO?

YBUOETb LLeNTbHYO KapPTUHY, BbIBECTU
BCEX Ha OOHY BOJTHY U eLle UCMPaBUTb journey.



Y. KomaHpa: HaM Hy»KHO noctpouTb CIM!
YTO00ObI YTO?

KomaHpa: YBMAeTb LeNbHYIO KapTUHY, BbIBECTU
BCEX Ha O4HY BOJIHY U eLlle MCMPaBUTb journey.




I Pa3no)XXxmMm no nosiovykKam

- YBUOETb LeNbHY KapTUHY.
BbiBECTM BCeX Ha OOHY BOJTHY.

McnpaBUTb customer journey.

UXPRESSIA



I Pa3no)XXxmMm no nosiovykKam

- YBUOETb LeNbHY KapTUHY.

Imo kakyro?

BbiBECTM BCeX Ha OOHY BOJTHY.

McnpaBUTb customer journey.

UXPRESSIA



I Pa3no)XXxmMm no nosiovykKam

- YBUOETb LeNbHY KapTUHY.

Imo kakyro?

BblBECTW BCeEX HA OOHY BOJTHY. Sauem? Ceiuac ecme npao“nemw?

Hackontko smo faxmo?

cnpaBWUTb customer journey.

UXPRESSIA



Pa3no)XXxmMm no nosiovykKam

YBUOETL LUen bHYIO KapTUHY.

Imo kakyro?

BbIBECTWM BCeX Ha OAHY BOJIHY. 3auem? Ceduac ecms n,bo&&mm?

Hackoneko smo faxmo?

IcnpaBUTb customer journey. Bol mouns guaeme, «mo mam ecms

npodnemui? Ecme pecypenl u buy-in Ha

acn,bafneﬁae?



HeBO3MOXXHO NOsIy4YnTb 6bICTPDbIE
pe3ynbTaTbl U NPU 3TOM HAYUYUTDb Noaen
MNPaBUIbHO NCMOJIb30BaTb MeTO40/10MUI0...

Vs MHTePBbKO C K/ITMEeHTOM

UXPRESSIA



Byepa Ha koHdpepeHuun aic.hub Jlepa Kypmak ynomsaHyna takom tTepMuH kak CDJ - customer
(consumer) decision map, KOTOPbIX S paHblLe N He CNblan HUKoraa.

A TEPMUH MPO TO, YTO Mbl KAPTUPYEM HE TOJNIbKO NMYyTb KNIMEHTa [ NoTpebuTensa B NpoaykKTe, HO
N NMYTb BO3SHUKHOBEHUSA NOTPEOHOCTU, NPUHATUS PELLEeHNs O MEePBON U NOCEeaYOLLINX
NoKynkKax, a nocsie KoHLa noTpebneHns NpoayKTa 1 BbiIXom U3 Hero.

To ecTb 0xBaTbIBae€T BO-NEPBbIX, 6H0O/bLUE OMnbITa YesioBeKa, a BO-BTOPbIX CTPOUT CBA3b MeXay
KOMMYHUKauuen (MapKeTUHromMm) 1 UCrosib3oBaHMeM npoaykTa (MpoayKTOBbI MEHEOXKMEHT U
pa3paboTka).

N B utore nosy4aercs LLeNocTHasa KapTUHKa U NPOAYKT, B KOTOPOM OH pellaeT NnoTpebHoCTU
nonb3oBaTesier, a MapKETUHT Yepes NpaBuiibHY0 KOMMYHUKaLUUIO 3PDEKTUBHO 3TO JOHOCUT
[0 PbIHKA, MpUBNeKasa K NpoaykTy (M yaepXXmnBasa) HY>XXHYIO LLenNeByto ayanToputo.

BoT oH cnocob npekpaTuUTb N3BEYHYO KOHOPOHTALMIO pa3paboTkmn U MapKeTUHra, noaseas
NX K 0gHOM obLLen cocTaBnsaoLen obomnx NPoLEeccoB - KIIMEeHTaM.

@)

Anekceu Konbinos

A ncnonb3yto 6onee obwmm noaxon. Jlrobaa Kkapta genaercsa ¢ Kakom-To Lenbto
(uenamu). B 3aBUCMMOCTM OT Lenen Ha KapTy 0o6aBnatTCs pasHble
MHPOPMALMOHHbIE C/OWN.

MpUHATNE PeLleHUNN KITIMeHTaMn — OOMH U3 TaKUX CNI0EeB, KOTOPbIN HY>XXEH B
onpeneneHHbIX CUTyaLumsx.
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- Reply - 4d - Edited

Konstantin Efimov
Anekceu KonbiioB ecnm NnocMoTpPEeTb Ha "MyTb NaumeHTa" B MegULIMHCKUX
nccnegoBaHusaX, TaM Ha 3T MOMEHTbI 60rato - MOTOMY YTO 3TO OAUH

cnnoLwHoun Bblib6op. Nnn HeBbibop)
(O

Like - Reply - 4d

Nikita Efimov

Anekceun KonbinoB

>J1to6asa KapTa genaTtbCcsa ¢ KaKOM-TO LLeNbto

3onoTble cnoBa, Jlewa!

Mbl B cBoeM Journey Management Framework npsam akueHTupyem
BHMMaHME Ha TOM, YTO NOCTPOEHMNE KapTbl — 3TO INLLb YAaCTb XXU3HEHHOI 0O
LWKNa UHULUMATUBbLI. B caMOM Havane HY>XHO onpenenntbecs ¢ Lensamu, T.K.
MMEHHO OHW onpenensatT, YTo Tbl byagewb genatb O NOCTPOEHUs KapThbl,
Kakyto (Mnn Kakue) KapTbl Tbl Oyaellb CTPOUTb U KaK byaelb paboTtaTb €
kapToun NMOCJIE ee nocTpoeHus.

VIMEHHO LUenu onpeaenstoT, BO YTO TBOS KapTa NPeBpaTUTbCA. 3TO MOXET
6bITb broad scope journey (end-to-end), KoTopbI 1 ByOeT B 3TUX HOBbIX
TepMunHax CDJ. 3To MoXeT ObITb KapTa, choKyCcnpoBaHHas Ha KOHKPETHOM

cneuuduUYHOM journey.

-
Like - Reply - 4d 2

Anekceun Konbinos
Nikita Efimov ara, 1 cymmy BOnpocoB, Ha KOTOpble Haf,0 OTBETUTb Ha3blBatlo
dOKYCUPOBKOW.

Like - Reply - 4d - Edited



Llenn onpenenaoT BCe aKTUBHOCTU B
paMKax journey mapping MHULMATUBDI

UXPRESSIA



Understand Improve Launch

(MOHATD) : (McnpaBKTh) : (3anyCTUTb)

MOHSTb, KaK KAMEHTb! -+ YNYYULWUTb KITUMEHTCKUI - 3anycTuTb HOBbIM NPOOYKT/
ceiuac B3aMMOAeNCTByloT C OMbIT B LL&/IOM UMK B paMKax CepBUC O/15 BaLLMX
BaMU. KOHKpPEeTHOro cepBmca/ KITUEHTOB.

: NpoayKTa. :
BblBECTM BCEX Ha OOHY .+ 3anycTuTb HOBbIM NpoLece
BOSTHY B KOMaHae/ .+ McnpaBUTb BHYTPEHHME : BHYTPW KOMMaHWN.
KOMMaHUU. f NpoL.ecchbl.

' : Co34aTb MAapPKETUHIOBYHO
YBUOETb KPUTUYECKKME - YNyuwunTb t03abunmti/ CTpaTeruto.
TOUKM B BaLLMX MPOLECccax. OV3aMH NpoayKTa. '

: 3amnycTuUTb HOBbIV BpeHa.
'MNMpopaTb" noeun .- unap. :
MeHemKMeHTy/KoMaHae/ .- nap.
3aKa3ymKy. ' :
1 op.

Pa3Hble TUnbl MHULMNATUB UXPRESSIA




CJM initiative
ﬁJoumey Lenses

Initiating the
@ Business Goals @ Initiative Type

. )
l‘\'\ Success criteria Méﬁ Team

& metrics
UNDERSTAND

Improve »  Understand the as-is Scenario type .
customer customer journey at Customer \/ Map reﬂec.:ts as-Is Initiative L eader
satisfaction | customer journey,

What are the touchpoints Journey Map containing most

across the journey? relevant touchpoints. -

How can we measure the Scope of 3 Business Owners

positive/negative _p____ . :

experience of our journey \/ A KPI is identified to be

customers through the Global Scope attached to each

different touchpoints? oP touchpoint to allow

Ideas to improve the monitoring customer Initiative Team

negative experiences experience

joumey N4 Map allows already — — 0 ==
AS-iS identification of certain ‘§
customer pain-points
Decision type and proposing ideas to o
: . Improve customer
Strategic/operational sagsfaction

ource: templste provided by Uxpressia

Korga uenum pacxoadaTtcd — npumMep HalluXxX KIMeHTOB

Llenb:
McnpaBuMTb

Tvn MHUUMNATUBDI:
[TOHATDb

PeanbHada NoTpebHOCTD:

OCTaJ1bHDbIX

POOaTb NMAOEK N BOBJ1€4YDb

UXPRESSIA




Journey Management Framework

Single Initiative

CIJM as a
Dashboard

LI

Ideation
Strategies
Playbook

O

Journey
Mapping Lenses

Initiative Objectives

INITIATING

A

Key activities

e Define Initiative objectives

® Decide on scope & journey
lenses

® Form ateam

e Plan activities & resources

FOCUSING

A

MAPPING

L

Key activities

Key activities

e Build key assumptions
e Conduct a research

® Agree on segments/
personas

e Communicate personas

® Set priorities

e Create first draft
® Refine initial assumptions

e Conduct additional
research

e Build a map

ACTIVATING

A

Key activities*

USING

e

e |deate based on a map
® Present and teach to use

e Design solutions based
on a map

Key activities*

*depend on the initiative type

® Monitor improvements
and update the map

® Keep stakeholders
informed

e Follow while making
decisions

*depend on the initiative type

Initiative Outcomes

Initiative
Team

Initiative
Leader

Business
Owners

UXPRESSIA




I CaMble rnaBHble BOMPOCHI

Kakaa knro4deBada uesnb(-u1) Bawen MHULMaTUBbI?
4YTo 019 Bac 9BNAETCA XOPOLUMM pe3ynbTaToM?

KaK Bbl MIaHMPyeTe MCMNOoS1b30BaTb KapTy(-bl) Mocrie MocTpoeHna?

UXPRESSIA



1. Scenario type 3. Scope of a journey

(TN cueHapud) (YpoBEHb B3aMOOENCTBNA)

- Customer Journey Map - OT Hayana v 0o KoHua (end-
- Experience Map to-end)

- User Flow - KOHKPETHbIW 3Tar

- Service Blueprint - 1 ap.

- ap. O  xPRESSA |

o |
2. State of a journey 4. Decision type
(cocTOAHME B3aMOOENCTBMA) (TN NMPUHATUEA peweHni)
© aS IS — KaK ceun4ac . CTpaTervyeckas
- 1o be — Kak oMKHO 6bITb . OnepaLoHHas

JTMH3bI A4N9 BallMX KapT UXPRESSIA



B3anMogemncrteme KiineHTa “ot mn 0o’

OT NnepBOro 3HAKOMCTBa A0 yXoda Ui CTaHOBJTIEHINA “BEeYHbIM"

Bo Bpem4

[locne

YTO MOXXHO BN3YaAJIU3SNPOBATDb

UXPRESSIA



KOHKpEeTHbIM 3Tan B3anMoOenNCTBUSA

OTKpPbITUE PACYETHOIO CYETA UMK Npouecc onbording’a

10 Bo Bpem4 [ locne

YTO MOYXXHO BU3yann3npoBaThb UXPRESSIA



TONMbKO B3aMMOOENCTBUE C KOHKPETHbIM NPOAOYKTOM

Kak yenoBek paboTaeT B HalLLeM MNpUioyKeHunm/cepsuce

B0 BpemMd

| locne

Braumodeicmbue ¢ npodykmom

YTO MOXXHO BN3YaAJIU3SNPOBATDb

UXPRESSIA



[1o6Q/IbHbBIN YPOBEHb

I I

KOHK,OG‘THI:)IG BepTunKAasinm

] le ] le ] lo

BAHK CTPAXOBKA MHBECTUULIA

DeKJ/1aMa

yONUNYHbIN CanT

JTNMYHbIN KabumHeT (BeO)

MobunbHag annka

I



I 4TO eLle MOXXHO BU3YyaJIM3NPOBATDb

. Onboarding B npunoyxxeHune/cepsuc
[ Tpouecc aKkTUBaLLIMMN KITMEHTA
[TpoLuecc nonydyeHmda KpeagmTHOM KapThbl
Email-kamMnaHmg

. ObpaweHmne B Cnyxxdy Noaaep)XKu
[lepBaga Noe3gkKa Ha TaKCK
[TpoxoxkaeHe oHMNamH-Kypca

- Onboarding HOBOIo YJeHa TBOeEW KOMaHAbl

UXPRESSIA



1. Scenario type 3. Scope of a journey

(TN cueHapud) (YpoBEHb B3aMOOENCTBNA)

- Customer Journey Map - OT Hayana v 0o KoHua (end-
- Experience Map to-end)

- User Flow - KOHKPETHbIW 3Tar

- Service Blueprint - 1 ap.

- ap. O  xPRESSA |

o |
2. State of a journey 4. Decision type
(cocTOAHME B3aMOOENCTBMA) (TN NMPUHATUEA peweHni)
© aS IS — KaK ceun4ac . CTpaTervyeckas
- 1o be — Kak oMKHO 6bITb . OnepaLoHHas

JTMH3bI A4N9 BallMX KapT UXPRESSIA



Helen Miller

User story
Helen is a mid-level
manager atan IT
company in NY, Her
income allows her to
buy little treats like a
few cups of delicious
coffee a few times a
week.
User task
User expectations
My customer says:

Customer process

Process

Experience

Problems

Idea

CTpaTeFMLIeCKaFI nin ornepaumMoOHHad

I needq ¢
of coffeeu g

Taste coffee in a new place with a
nice vibe

Good coffee for a reasonable price

OMG... | need coffee so bad "y

P o 4
Tablet

Helen completes an important
assignment and wants to reward
herself with a cup of refreshing
coffee

RESEARCH

Find a nice coffee near the office

« Convenient location
« Good selection of drinks

I'll ask Sarah if she knows any place
nearby %=

® O

;a9

Linkedin Facebook

g

1. Helen asks her teammate Sarah if
Sarah knows any place nearby
where they serve good coffee

2. Sarah recalls a new place but
can't remember the name of the
place

3. Helen googles the place on her
smartphone and heads there

No clue that there's a new place opened.

Place ads near local offices and bus
stops

o

People working nearby may not
know that there is a new coffee
place is open

Print and distribute flyers giving
20% discount to employees
working in the nearby offices

WAY TO COFFEE

« Get there fast on foot
« Quickly locate the place

* Asignboard thatis hard to
overlook

These signboards are so cute! 'S

1. The website said that the cafe is
at the ground level. but there are
so many offices that it's really easy
to get lost.

2. Helen notices a fun signboard
that leads her right to the cafe

Get coffee ASAP! Drink delicious coffee made from
fresh beans

+ Cozy interior « Fresh coffee with no extra sugar

« Apple pay + Beams should be well ground

« Fast service

It's nice here. And this smell of This coffee is so hot and delish.
coffee.. & Just how I love it ¥

—O—) —O0—)

Face to Product
face
1. A friendly barista greets Helen 1. The waiter finally serves Helen

and welcomes her to choose a her drink in a cute cup

seat. 2. Helen was irritated because she
2. It took a while for a waiter to had to wait for a while but once

bring the menu to Helen she drinks her coffee she softens.
3. She made an order and the It's that good.

waiter promises to bring her

drink in a moment

(

=

It's not easy for customers to locate
the place

Install a bigger signboard and give
better instructions on the website

©

No way for customers to pay using
Apple or Android Pay

Add a small chocolate bar or
cookie to make the process even
more enjoyable

Provide this possibility

OnepauMnoHHasa

- rMoMoOoraert rnoJiydntb rnpegcraBJjieHMe O BallMX
KITMeHTaxX N NMpmnayMatb HOBble NOEWN.

- NMoMoOoraetr ooHeCTU pe3y/ibratbl U MOe BalllX
mccnenoBaHMM 0o 3dMHTEePEeCOBaAHHDBIX CTOPOH.

- COOEPYUT MHOIO OeTafien O KIIMEHTaX: OT UX
Llerien 0o MbICien U YyBCTB.

+ MOXHO MNCIMoJib3oBaTb O ANMH NJTN HECKOJIbKO
a3 B 3aBNCHMOCTU OT BaAalLUUNX Lienew.

UXPRESSIA




AWARENESS

CHOOSING A CREDIT CARD PROGRAM

GETTING THE APPLICATION RESULT

ACTIVATING ADDITIONAL SERVICES

« Readsnews about the financial service

o O

O

 Doesn't know much about credit cards

and whether it's a good idea to apply

for one in current market conditions

* Doesn't understand where to start.

« Itallseems very complicated

Too many choices
Doesn't know what reviews and testimonials to trust

nclear how to find out the credit score.

Finds out the credit score and worries that she might be
rejected

Fees and interest rates are unclear; hidden payments
seem to be everywhere

Worries that she loses the job one day and won't be able to

make the minimum payment

Not sure whether she can trust a
financial institution as there is much
bad news in the media

Doesn't understand how the banks

are different from each other.

Bad reviews from friends and
coworkers.

Too much time and effort to compare
the banks

Doesn't understand what documents are
required to apply for a card

Doesn't have all the necessary documents.
Doesn't understand how to correct mistakes in
the application after submitting it

It's not clear how to fill out the application
correctly, asthere isno example

Worries about making mistakes in the application
and so get rejected

of the

Doesn't understand the clerical languag

credit card agreement

Has towait long for the application result and
because of that feels extremely worried.
Doesn't understand where to track the
application status.

Doesn't have some other documentsthe bank
asked for

Worries that the bank didn't get the application
due to some malfunction.

Doesn't understand the reason for the refusal

Got refused, doesn't understand what to d

next

Got refused and worriesthat it might lead toa

lower credit score.

The time of delivery is unclear.

t's impossible to contact the bank - nobody

answers mes:

gesand calls.
There is no delivery tracking.

She has to pay extra for the delivery

Delivery takes too long

The card has arrived, but the first name and
last name printed on it are wrong.

The card was delivered to the wrong address
The courier was rude

The courier was late, had to cancel plans.

« Doesn't understand howto activate the

credit card,

somehow first

« Itdoesn't work the way it's described in
the instruction

« Not sure if she found all the best available
offers.

« Not sure if itsworth it

« Activating additional services invol

many steps
« It's unclear how to unsubscribe if she
changes mind

* It's not free, though it seemed to be at first

sight

10%

60%

3%

68%

o1

20%

CTpaTeFMLIeCKaFI nin ornepaulMoHHa4

CTpaTermnyeckada

- NMOoMOrlraeTt nepnHnMMaTb yripaBJieH4YeCKMNeE

PELLEHNSA N MCKATb TOYKM POCTA Ha
MOCTOAHHOWM OCHOBe.

- COOEPXUT MeHbLLEe cBeOeHNW O KITMEHTaX, HO
0OCTaTOYHOE KOM-BO MeTPUK/KPI, 4Tobbl
MOMOYb BaM NpMHMMaTb boree oboCcHOBaHHbIE
bu3Hec-peLeHmns.

. TpebyeTca perynapHoe obHoBneHue.

UXPRESSIA




\

CIMAS ADASHBOARD

Business Client
metrics metrics

UXPRESSIA

[ToNnb30OBaTEIbCKME METPUKMN

YOo0BNEeTBOPEHHOCTb/3MOLMMU
BocnprHMMaemMasa npocTtoTa UCMosb30BaHUS

KonunuyecTtso oLmnbok/mpobnem

Cepbe3HOCTb Npobnem
KonmyecTtBO AeNCTBMM OM19 BbIMOTHEHME 3a4a4 M

BpeMﬂ, Heo6xom/||v|oe nJ14 BbINOJTIHEHNA 3a4ad4Y N

A T.0.

bu3aHecoBble METPUKU

KoHBepCcUM

CKOPOCTb OTTOKA
"loka3aTesb yCnelHOCTUM BbIMONMHEHNE 3a0a4M

/IHOEKC Harpy3Ku cny>kObl moaae p>KKu

KOTMYECTBO KJ1HOYEBbLIX AeNCTBUM 3a CeaHC

YpoBeHb BOB/T€YEHHOCTU

A T.0.



U4TO genaTb, eCc/iv 9 TOJ1IbKO

Ha4uyMHato?

UXPRESSIA




I PeuenTbl 6bICTpOU Nobenbil

CPOKYyCNPYUNTECH HA KAKOM-TO KOHKPETHOM journey.
3anycTuUTe MMNOTHbLIN MPOEKT C Masrion CTOMMOCTbIO MpoBara.

[TpopaBanTe pe3ynbraT, NoJlydeHHbIM 6narogapsa journey map.

UXPRESSIA



What is the primary goal(-s) of this initiative?
The goal of this initiative will be to understand our customer’s needs, and

expectations are while receiving support through a typical reactive support
encounter. We want to understand the emotions the customer experience while

going through our typical reactive support encounter.

What results do you envision starting this initiative?
We hope to identify areas of improvement that make the experience better and get
a better understanding of how to create journey maps for future initiatives.

How do you plan to use the journey map(-s) after it's done?

We plan on using journey maps to identify areas of improvement, as well as to teach
our team about our customer experiences so that they can understand what the
customer is experiencing and how their work effects the experience.

Llenwu:

[TOHATb, YTO MPONCXOOUNT B
PaMKaX KOHKPETHOIO Journey u
HAaNTUN TOYKWN POCTA.

[ToTpeHMpPOoBaTbCH 3aMyCcKaTb

I_IO,EI,O6HbIe MHNLUNATUNBDbI U
BOBJ1€e4b KOMaHA4Y.

UXPRESSIA

rpaMOTHbIﬁ CI)OKyC Ha KOHKPEeTHOM journey — rnpmmMmep HallmXx KJimeHTOB



Journey Management Framework

Single Initiative

CIJM as a
Dashboard

LI

Ideation
Strategies
Playbook

O

Journey
Mapping Lenses

Initiative Objectives

INITIATING

A

Key activities

e Define Initiative objectives

® Decide on scope & journey
lenses

® Form ateam

e Plan activities & resources

FOCUSING

A

MAPPING

L

Key activities

Key activities

e Build key assumptions
e Conduct a research

® Agree on segments/
personas

e Communicate personas

® Set priorities

e Create first draft
® Refine initial assumptions

e Conduct additional
research

e Build a map

ACTIVATING

A

Key activities*

USING

e

e |deate based on a map
® Present and teach to use

e Design solutions based
on a map

Key activities*

*depend on the initiative type

® Monitor improvements
and update the map

® Keep stakeholders
informed

e Follow while making
decisions

*depend on the initiative type

Initiative Outcomes

Initiative
Team

Initiative
Leader

Business
Owners

UXPRESSIA




- h CIM IDEA GENERATION
STRATEGIES

UXPRESSIA

CTpaTtermm reHepaumnm naeu

PelweHme npobnem
PaboTa ¢ yaoBNeTBOPEHHOCTbIO KITMEHTOB
PaboTa ¢ oXXmnaaHMaMm
OnNTMMM3aymna npouecca B3amMMogemncTBuS
CTtpaTtermng “marHumra’
ONTMKM3aLMa TOYEK B3aMMOOENCTBUSA
OnNTMMKM3aLUMa KaHanoB B3aMMoOencTBmg

- [M3anH aMOLLIMOHANbHOIO rpada

HacTpownka Ha bpeH



TaK T BaXXHO MNOoJIHOUEeHHOoe

nccnegoBaHme B CaMOM Hadane?

| 5 0‘}1




PazBuBauTe Journey Mindset




Kno4yeBbleé MHCaUTbI

HaumHaunTe Cc onpeneneHma uenew.

[TocTpoeHme KapTbl — 3TO HE TOJSIbKO CO34aHME KpacuBOUM 1N BOSbLLOU
KapPTUHKW.

AKTUBUNPYNTE BalLLM KapThbl.

CMOTpUTE Yyepes pa3Hble IMH3bl Ha journey BallMX KITMEeHTOB.

UXPRESSIA
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