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Mocne 11 net pa6ots 8 accoumaumm ¢ Noble
Gibbons, komnanus CB Richard Ellis npuobpena
Noble Gibbons. CBRE 6bin Heobxoamnm pebpsHamHr.
SIBNASCH O[HUM M3 NUAEPOB HA PLIHKE KOMMEPYECKOM
Hepsmxmnmoctn B Poccun, CB Richard Ellis sxoaut 8
cnncok 500 kpynHERLLIMX KOMNAHW MUPA 1 uMeeT
cambirt 60nbLIOK 060POT B 0BNACTH KOMMEPHECKOH
Hensuxumocty (no pesynstatam 2007 roaa).

B 2008 rogy 6ym cTponTenscTsa CTan NpUUMHOM
XECTKOM KOHKYPEHTHOM BopbBbI MEXY NMaepamu
HO PBIHKE KOMMEPYECKOM HEABMKUMOCTH, BXOAALLM-
mu B «Bbonbluyio nstepky». Kpome CB Richard Ellis, &
YUCIIO NUAEPOB PHIHKA BXOAST TOKME KOMMAHWM KOK
JLL, Colliers, Knight Frank u Cushman & Wakefield.
[1ns TOro 4To6bI COXPAHMTL BBICOKMI CTATYC M
PEenyTaumMio KOMNAHUM HA PbIHKE, BbINO NPUHATO
peLueHre NPOBOAMTL KAMNAHMIO MO CMeHe BP3HAA
nnaeHo 1 nostanHo. B 2007 roay Hauancs nepsbii
— «nepexoaHbiit 3Tany» pebpaHaunHra. B 31o sBpems
ObiNW NPEANPUHSTLI NEPBBIE WA MO MOAEPHNU3ALMM
1 OBHOBNEHMIO UMIMIXEBON COCTABASAIOLLEN BPIHAA.
Mcnonszosanune cosmectHoro norotuna CB Richard
Ellis | Noble Gibbons nossonuno nokasats uenesoit
QYAUTOPMM U MIPOKAM PbiHKA, 4TO komnaxus Noble
Gibbons He ncyesna 6eccneaHo, a CTana 3seHOM
KpyMHeMnLen mexayHapoaHoi cetu. buino yesenu-
yero npucytcreune skcneptos CB Richard Ellis Ha
NyBAMYHBIX MEPONPUATHSX C LENbIO OBecneyeHms
NPABMIBLHOTO MOHUMAHMS AYAUTOPHEN U3MEHEHWH,
npoucxogsawmx 8 komnanuu. B 2008 ropy Havancs
OUHANBHBIA — «AMHAMMYHBINA 3TAM» KAMMAHWW MO
pPEBPIHANHTY.

B cBsA3u c 0COBEHHOCTAMM PBIHKO KOMMEPYECKOM
HEABMXMMOCTU OCHOBHbIE KOMMYHUKAUMKM HANPAB-
NIEHBI HO OCTUXEHME HEMOCPEACTBEHHO LIENEBOM
ayantopum. Knuentamu CB Richard Ellis sensatotca
MHBECTOPbI, APEHAATOPI, BIAAENbLb OGUCHON,
TOPrOBOM U CKNAACKOM HEABUKUMOCTH.

OCHOBHOM LEMbIO MAPKETUHIOBOM KAMMAHMM GbINO
nosbicuTb fosepue k CB Richard Ellis y ueneson
QYANTOPHM, YBENMUMTL Y3HABAEMOCTb BP3IHAQ HA
PbIHKE U1, BMECTE C 3TUM, NPUBNEYL HOBbIX NMOTEHLUM-
QIbHBIX KITMEHTOB.

1. PebpaHaur: [NosbicuTs y3HaBaeMOCTs 6p3aHAQ.
Komnarus Ha npotsixenmn 11 net Bbina
uzsectHa Ha peiHke kak Noble Gibbons. Mocne
npnobpeterus Noble Gibbons komnanuen CB
Richard Ellis 6611 Heobxopmm pebpaHamHr.

2. YBenuuntb nonio peiHka Ha 2% (06bem caenok
MO APEHAE M NPOAAXKE OGUCHBIX MOMELLEHMI HA
PbIHKE KOMMEPYECKOM HEABMKMMOCTH rOPOAA
Mockasi).

3. Yeenuuuts untupyemocts B npecce Ha 100%

4. 3aBoesats CTATYC / penyTaumio Camon
HOLEXHOM U OPUEHTUPOBAHHOM HA KIMEHTA
KOMMOHWK HA PbIHKE KOMMEPUECKOH
HEABMXMMOCTHM, KOTOPOM KIIMEHTBI ByAyT roTOBSI
nosepsts Ha 100%.

O6wuin meagua-6rogxer:
ot 500 po 999 teicsy ponnapos CLUA

«CB Richard Ellis — komnanus, koTopas 3a60tutcs o
Bac u o Bawem 6usHece.

CB Richard Ellis ctpemutcs k Tomy, 4TobbI kKaXaas
MMHYTQ PABOThI MPUHOCKAA KIMEHTAM PAAOCTb 1
NOMb3y, G HALKM COTPYAHMKM MONYYAM YAOBOSb-
cTeue, paboTas B KOMNAHMWM.

Oganoti n3 sapay CB Richard Ellis senaetca sHanme

1 NOHUMAHWE BU3HECA KITMEHTOB, CPEAN KOTOPbIX
QpPEeHAaTOpPb, BNAAENbUbl, MHBECTOPSLI. B TO Bpems,
KOrga KOMnaHus 6b|J_|O M3BECTHA HA PbIHKE KAK
Noble Gibbons, ona cmorna sasoesats fosepue 1
YBOXEHME CPEeaM KIIMEHTOB, NAPTHEPOB, KOMMEr, KOH-
KypeHToB. HecmoTps Ha peBp3aHAnHT, MONHYIO CMEHY
KPEATUBHOM cTpaTerm u pupmerHoro ctuns, CB
Richard Ellis ponxHa 6bina coxpaHuTs cozaaHHyio
rOAGMM PENYTALMIO COMOW HOLEXHOW KOMMAHUK HA
POCCUIACKOM PbIHKE KOMMEPHYECKOM HEABUKUMOCTH

1 OIHOBPEMEHHO MHGOPMUPOBATL LIENEBYIO QYAM-
TOPWMIO O HOBbIX BO3MOXHOCTSIX M YCIyrax, KOTOPbLIE
KOMMQHWs FTOTOBA NPEAOCTABUT CBOMM KITMEHTAM,
CTAB YACTbIO KPYMHEMNLLEN MEXAYHAPOLHOM CETH.
MHOr1e KOMNAHWKM Ha PbIHKE OKA3LIBAKOT NOROGHbIE
yCryrv npogpeccMoHanbHO, HO BOMbLIMHCTBO M3 HUX
COCPEOTOUYEHO B NEPBYIO OYEPELb HA AOXOAHOCTH
CBOEM KOMMNAHUM, HEXENWU YEM HO BONTOCPOYHOM
NEPCNEKTHUBE W LIENSIX CBOUX KIIMEHTOB. MIMeHHO BOC-
NOMHEHKME 3TOro NPOGENa CTANO TeM, YTO OTINYAET
HALLY KOMMAHWIO OT KOHKYPEHTOB. TaK M NOSBUAACH
ocHosHas mapkeTuHroeas uaes CB Richard Ellis,
KOTOPASst 3AKIOYAETCH B TOM, YTO HOLUM KIUEHTbI
MMEIOT BO3MOXHOCTb 4yBCTBOBATL MOCTOSIHHOE
BHUMOHWE 1 3060Ty M BMECTE C TEeM - NPOdECCHOHA-
FIM3M NYHLIMX SKCMEPTOB HA PhIHKE, KOTOPbIE BCErAa
rOTOBbI MOMOUYb B AOCTVMXXEHMM UX Lenei B GusHece.
OcoBEeHHOCTBIO KNTMEHTOB PLIHKA KOMMEPUYECKOM
HEABMXMMOCTH SBMSIETCS TO, YTO OHKM CTAPAOTCS
HaWTH oaHoro HagexHoro B2B napthepa, koTopuiit,
QHANU3MPYS PEIHOYHYIO CUTYaLMIO, MOT Bbl Npeana-
raTh M BOMIIOLLATL PELLIEHMS, KOTOPbIE MPUHECYT MM
npuBbInb. Takme KNMeHTb OBLIYHO PACCYMTHIBAIOT HA
LOSITOCPOYHBIE OTHOLLIEHMS CO CBOMMM NAPTHEPAMM.

3apayen kamnanuu no esegeHuio 6psHaa CB
Richard Ellis Ha peitok 8 2008 roay 6bino nobutses
Y3HOBOEMOCTH BP3HAQA, COMOCTABMMON C y3HABAE-
moctbio 6paraa Noble Gibbons 8 Poccuu, yuutsisas
MOSIHYIO CMEHY KPeaTUBHOM cTpaTern. Hosbi cTuns,
OT/IMYUTENBHBIMU YEPTAMU KOTOPOTO ABMSIOTCA 3ene-
HbIM LBET M YHUKANbHbIE SNEMEHTBI, Bbin MPUMEHEH BO
BCEX MOAPKETUHIOBBIX MOTEPHUANAX W UCNONb3OBAH B
pekname.

[na nopnepKK1 M NPUBREYEHNA BHUMOHUSA K HOBOMY
6p3Hay BbinK NPOBEAEHL ABE PEKITAMHbIE KAOMMAHMM,
B KOTOPbIX GbINK UCMONB3OBAHBI APKME U CMENBIE
MMWUIXM W CNOTQHbI, HE XAPAKTEPHbIE ANt KOHCEPBA-
TUBHOTO PbIHKG KOMMEPYECKON HEABIKMMOCTH:

1 kamnanms (| nonosura 2008 r.) — «96nouHas kam-
naHuay, cnorax kotopoii - «Ceesxue uaeu 1 npea-
NIOXEHMS», O OTNIUYMTENbHBIA TPADUUECKMIT SNEMEHT
- TONIbKO YTO COPBAHHOE 3eneHoe A6oKo.

2 kamnanms (Il nonosuna 2008 r.) 6bina HaueneHa
HQO NPEACTABNIEHNE HOBbIX BO3MOXHOCTEN U YCIIyT.
OtnnuuTensbHble 0COBEHHOCTH: CMELMANBHO PA3-
PABOTAHHBIE CIIOMAHBI U TPAGUYECKME SNEMEHTBI —
3eneHble ObUCHbIE 30aHMS.

[na peanuaaumm 3Tux KAMNAaHU Gk UCNONL3OBA-
Hbl ClieayioLLmMe peknamHble kaHansi M PR meponpus-
™A

a. [lns BonnoLweHns MaBHOM MAEH B XM3Hb Obin Bbi-
6paH cnocob NPSMoro BO3AEMCTBMA HA

LeneByto ayAMTOPUIO: MOMMMO NPSMOW aApPeCHOM
pacceinku cobcreenHoro uznanms CB Richard Ellis
«Baw rua no puiHky oducHbix nometuennit Mocksbi»
— 3 pasa & rog (2000 nonyuateneit), keapTansHbix
0630POB PLIHKA HEABMXMMOCTH, EXEMECAYHOTO
HOBOCTHOTO MMCbMA M PACCHISIKA NPECC-PEenn3os
(umtpyemocts B npecce — 300 — 400 ynomuHaHuii 1
CTaTeit B MecsL, B OCHOBHbIX AEI0BbIX M Npodeccho-
HQMbHBIX U3AAHMAX, MHTEPHET MOPTANAX U UHPOPMA-
LMOHHBIX AreHTCTBaX, Takux kak «Begomocti», «The
Moscow Times», «RBC Daily», «Kommepcantby,
INTERFAX, Prime-TASS, RIA news, arendator.ru

1 T.4.), MORYTbHAR Peknama Bbina pasmeLLeHa B
NPOPECCMOHANbBHBIX W AENOBbIX M3AAHMAX, TAKMX KK
«Begomoctu Crenbl busnecay, «The Moscow Times
Real Estate Quarterly», nuctosku — Bnoxerus B «
AM Cham News», «Commercial Real Esate”, «The
St.Petersburg Times» u T.a.

b. PR kamnanuu: knuentckme meponpustus «Beuep
uHeectopos» 1 «James Bond Party»,

yuactme skcneptos CB Richard Ellis 8 mexpyHapoa-
Hbix BbicTaBkax, Takux kak MIPIM, MAPIC, Expo Real
1 T.4., ysactre B MexayHapoaHOM DKOHOMUYECKOM
®Dopyme 8 Carkr-lNetepbypre, yuactue seayumx
CMEUMANUCTOB KOMMOHWH B TENEBU3UOHHbIX NPO-
rpammax, Takmx kak CRE News, RBC News.

c. Pasmeluenune HapyxHOM peknambl: 6aHHeps! HO
3AAHUAX, NEPETHXKM B LeHTpe Mockebl.



BLL, “MABNOBCKMIN” i ouepens

Hoselit

M. Cepnyxosckas

Panom c Caposbim konbuom, Maseneukim paitoHom
O6uwas nnowans -18 550 ks.m

Apenayemas nnowags -12 450 ke.m

Manop

8 NGPKOBYIO 30HY

MpodeccuoransHoe ynpaenerme
TpexypoBHEBas NOA3EMHAs NAPKOBKA

| ouepens CAGHA B APEHAY KPYMHBIM KOMMAHUSM

loToBH

Hosoe

M. Casenosckas (10 mukyT newwkom)

Omnnuras euanmocts ¢ Tpetsero Tparcnoptroro Konbua
Cospemertas apxuTektypa 8 ctune Hi-Tech

7 s1axei, obwas nnowaae - 8 600 ke.m

Apengyemas oducHas nnowaas - okono 6 000 ks.m
Ortkpeitbie nnowaam staxeit go 1 100 ke.m
MpodeccnonansHas ynpasnsiowas komnaxus CBRE

59 mec

MometieHns roToBb K BHYTPEHHEH OTAENKE

6usnec-ueHTp knacca A

AMHOE OCTEeKNIEHME C BUAAMM

octs k otaenke — | ksapran 2009 rona

BLL “OKEAH MJ1A3A”

oducHoe 3gaHme knacca A
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Toprossie / [NpodeccroHansHbie
MoTpebutensckue xypHans
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B neyaTHbix ManaHuax
Mo anekTpoHHOM noyTe

Meponpustus
Ynakoska

anorosasi:
MHTepHeT caiTsl

Hapy>xHas:

PeknamHele wmhbl
3paHus
pyrve: nepeTaxku

BbicTaBKM:

Mall

CnoHcopcTBO:

CRE AWARDS

DOPYM Pro-Estate
Bnarotsopurenshb akumm McDonalds
Bnarotsopurensbie akumn Am Cham

bTATbl. OTKYZAA Bbl 3HAETE,
o D CPABOTAJIO?

Bsoa 6paHaa CB Richard Ellis 6bin yenewro
30BEPLUEH, Y3HOBAEMOCTb HOBOTO BPaHAA AO-
CTMIMa yposHs ysHasaemoct 6paHaa Noble
Gibbons 8 2004-2007 rogax. CB Richard Ellis
YAANOCh COXPAHUTL BCEX CBOWX CTAPLIX KITMEHTOB
un npnobpecty Hosbix. Mctounmk: CB Richard Ellis
| MapkeTunr | Mocksa

3a 2008 rog CB Richard Ellis ysennumn gonio
poiHka ¢ 5,4 % no 8% (o6vem caenok no apexae
M NPOAAXE OPUCHBIX MOMELLEHMI HO MOCKOB-
ckom peitike). Mctoummk: CB Richard Ellis | Otaen
uccnenosanuit | Mocksa

CBRE www.cbre.com BL| “BUKTOPEHKO”

CB RICHARD ELLIS

HbIE
OMELL,

BALLHA HA HABEPEXXHOWM

CospemeHHoe 3aanue knacca A

Psinom co cranumert metpo “Asponopt”
Yao6Hbii goctyn k asponoprty “LLepemerbeso-I”
M UEHTPY ropoaa

OTamnuHas BUAMMOCTb € JIEHUHIPaACKOro NpocnekTa
O6uwas nnowans - 31 000 ks.m

Broku o1 969 k8.m no 4 964 ke.m

OnbiTHbIN fesenonep

OTKpbITHIE NNOWOAM STAXEN

Bonblias noazemHas napkoska

lotosHocTs k oTaenke — IV ksapran 2008 rona

BL “ONATOHAJIb XAYC”

oo

= Hoswiii nenosoit paitox "Mockea-Curu"

= 3 MuHYTHI Newkom oT m. MexayHapoaHas

u [lesenonep - City Center Investment B.V.
(100% npurapnexut ENKA)

= Komnnekc 13 3 oducHbix 3panmit

u 300H4st A 1 B NONHOCTBIO CAGHSI B apeHay

u 3panme C: 60 staxen, aperayemas

nnowans - 108 000 ks.m

u DbdekTnsHbIE pelleHns OPUCHEIX IPOCTPAHCTB

u BenukonenHsie suasi Ha Mocksy

= BoICOKMI YPOBEHD YCIYT MO YNPABNEHMIO 30QHUEM

= ADEHAATOPbI KOMMNEKCA - KPYMHEMLIME KOPMOPALMU

= [omelueHus roToBbI K BHYTPEHHEN OTAENKE

Hosbiii 12-37axHbIi 0ducHbI LeHTP knacca b
M. “Imutposckas” (5 muHyT nelkom)
Hepanexo ot Tpetbero TpaHcnopTHOro konsua
OmmnyHas BUIMMOCTb 30aHMs

CoBpemeHHbIE MHXEHEPHBIE CHCTEMBI

O6uwios nnowans - 16 500 ka.m

Brioku ot 1000 k8.m a0 5776 kB.m
Mapkosoubiii koapduunent 1:100 ks.m
MonyyeHo ceuaeTensCTBo 0 COBCTBEHHOCTH
MomelLieHms rOTOBLI K BHYTPEHHEN OTAENKE

rorPAYvAsA JINHUA

221 5000

3. Uutupyemocts B npecce 6bina ysenunyeHa Ha The booming construction and real estate sector
100% (300—400 ynomuHaHui 1 ctaten mecau). created very competitive conditions in 2008 among
Mcrounmk: CB Richard Ellis | Mapketunr | Mockea  leading commercial real estate companies from the

4. Komnanws CB Richard Ellis sasoesana gosepue “Big 5”, which are CBRE, JLL, Colliers, Knight Frank

CPeau NOTEHLMASNLHbBIX KIIMEHTOB U COXPAHUNA and Cushman & Wakefield. Rebranding had to be
CBOM CTATYC COMOW HOAEXHON KOMMAHWU HQ smooth and steady to ensure the company kept its
pbIHKE KOMMEpPYeCcKoi HearxumocTn. Mctounnk:  market share, clients and trust of the professional
CB Richard Ellis | MapkeTuhr | Mocksa community.
The main steps for further development of the

POUCXOAUJIO JIN HTO BY AL company brand became the modernization and

i BALLMM YYA : : renovation of its image. All of 2007 was devoted to
O MOIJ10 NMOJIC >HO NOBJMSATE the transaction stage of rebranding. The combined

A P bTATh CBRE | Noble Gibbons logo was used to make all
1. Komnanus CB Richard Ellis 8 teuequne 2008 rona  market players get used to the idea that Noble

NPOROXANA NOMOMHATL CBOM LUTAT BEAYLLMMM Gibbons didn’t just disappear but was absorbed into
CNEUMANUCTAMU HA PbIHKE KOMMEPUECKOM He- a global corporation. The experts of the company in-
IBUXMMOCTH, 4TO MONOXHTENLHO OTPasnnocs Ha  creased their participation in professional real estate
YPOBHE 3HAHMM M KQYECTBE NPEAOCTABNSEMbIX industry events to make sure the community received
yenyr. the right message about CBRE acquiring Noble Gib-
2. Otgen kagpoe CB Richard Ellis o6ecneuun bons. And in 2008 the rebranding campaign came

obyueHne 1 nosbiweHue keanudukaumn cotpya-  to ifs final dynamic stage when the Noble Gibbons
HUKOB B BEAyLLUMX POCCUICKUX 1 MexXayHapoaHbix  brand was retired.
y4eBHbIX 30BEAeHMAX, a Takxe Ha koHdepeHumax.  Due to the peculiarities of the commercial real estate
market, all advertising communication is mainly
based on direct contact with the target group. Our
B Richq rd E"is CBRE clients include occupiers, owners, lenders and inves-
tors in office, retail, industrial and other commercial
Commercial real estate services firm real estate assets. The challenge was making the
Campaign title: CB Richard Ellis, LLC target group trust the CBRE brand in Russia and
Category: Realty and Construction the company’s response to the stable competitors’
Project scale: National situation was to continue developing the brand to in-
crease the awareness and at the same time continue

to attract more potential clients.
COMMUNICATION CHALLENGE?

After more than 11 years working in association with
Noble Gibbons, CB Richard Ellis acquired Noble STATE SPECIFIC GOALS.

Gibbons. The company had to completely rebrand Campaign obijectives:

from Noble Gibbons to CB Richard Ellis. ' Re-branding. To increase brand awareness and
CB Richard Ellis Group, Inc. is an S&P 500 company brand identity.

headquartered in Los Angeles and is the world’s ' Toincrease the percentage of deals done in the
largest commercial real estate services firm (in terms Moscow market by 2%. In 2007 CBRE consulted
of 2007 revenue). In addition, CB Richard Ellis is a clients on 5.4% deals done on the market (all

deals on lease and sale of office premises on the
Moscow market).

leading property services firm in Russia.



Apple campaign

fresh pickings 2008
CBEXMWE NpearioXeHus

To increase press coverage by 100% by the end
of 2008.

To gain the perception of brand personality as
the most trustful and friendly on the commercial
real estate market.

Total media budget:
$500 - 999 thousand

"CBRE is the company that cares”

Our aim is to be the firm our clients most enjoy
spending time with and our people most enjoy work-
ing for.

Our clients include occupiers, owners, lenders and
investors in office, retail, industrial and other com-
mercial real estate assets. Our business is to under-
stand their business. Noble Gibbons achieved the
result of being perceived by the clients as the most
trustful advisor in the market. During the process of
re-branding and complete image transformation,
CBRE needed to maintain the reputation of the com-
pany and to inform clients of the new opportunities
arising after becoming a part of a global network.
Many commercial real estate companies do the
same services very professionally but almost all

of them are focused only on their company profit,
losing sight of the client’s long-term objectives. That's
how the idea originated and that’s what became
the maijor difference with using CBRE as an advisor.
CBRE’s idea was to become a company the con-
sumers trust most of all because they always have

a feeling that they and their business are treated
professionally.

The peculiarities of the commercial real estate con-
sumers are that they would like to find a trustful B2B
partner who would professionally analyze market
situation and propose and implement profitable de-
cision. These companies expect long-term relation-
ships with theirs partners.

1. The campaign “Launching 2008 CBRE brand in
Russia” was targeted in introducing this brand and
as a result to gain “CBRE” brand awareness compa-
rable to the level of awareness of “Noble Gibbons”
in Russia taking into consideration the complete
change of the image. New style, the distinctive fea-
tures of which are the green color and unique green
elements, was implemented to all the marketing
materials and advertising.

The brand launch was supported by several creative
advertising campaigns using bright and brave

elements and slogans not common in conservative

commercial real estate market:

| campaign: “Apple Campaign” (I half 2008). The

idea of which was “fresh ideas and proposals” and a

distinctive element — just picked green apple.

[l campaign (Il half 2008) was devoted to introduc-

ing new opportunities and services which CBRE was

ready to present to its clients due to becoming a part
of a global network. Specially created green build-
ings and slogans were used. These two campaigns
were realized in all chosen media channels:

a. Bringing to life the main objectives taking into
consideration the peculiarities of commercial real
estate audience CBRE chose the way of direct
reach of the target audience: Apart from the
direct marketing of CBRE Russia company edi-
tions “Guide to property” — 3 times a year (2 000
recipients), Quarterly Market updates, Corporate
newsletter and PR (coverage in press — 300-400
quotations monthly in general business editions,
internet portals and IA such as Vedomosti, Mos-
cow Times, RBC Daily, Kommersant, INTERFAX,
Prime-Tass, RIA news, arendator.ru etc.) modular
advertisement was placed in professional and
business editions such as “Vedomosti Steni
Busniesssa”, “Moscow Times Real Estate
Quarterly”, “AmCham” inserts, “Com-
mercial Real Estate” The St. Petersburg
Times etc.

b. PR campaigns : client events: Invest-
ment Dinner and James Bond party,
Participation of CBRE specialists in
international exhibitions like MIPIM,
MAPIC, EXPO REAL etc., participation
in St.Petersburg International Economic
Forum, participation of the best special-
ists in the market in TV Programs for ex.
CRE NEWS, RBC NEWS.,

c. Outdoor advertising: banners on build-
ings, cross-street banners.

2. To increase the quantity of the poten-

tial clients “The office space hotline” was

opened. It allowed the consumers to get the

professional consultation immediately and
at any fime.

Print:
Trade / Professional
Consumer Magazine
Newspaper

Direct:
Mail
E-mail

PR:
Events
Packaging

Interactive:
Web site

Outdoors:
Billboard
Place Based
Other: cross-street banners

Trade shows:
Mall

Sponsorship:
CRE AWARDS
Pro Estate Forum
McDonalds Charities
Am Cham Charities

1. Launching the 2008 CBRE brand in Russia
finished successfully and CBRE brand awareness
has been raised to the level of Noble Gibbons.
CBRE maintained all existing clients and contin-
ued fo gain new potential clients. Source: CB
Richard Ellis | Marketing department | Moscow

2. In 2008 the share of deals increased up to 8%
from 5.4% deals done on the market (all deals on
lease and sale of office premises on the Moscow
market). Source: CB Richard Ellis | Research |
Moscow

3. The quantity of quotations in press has been
raised by 100% by the end of 2008 and reached
up to 300~400 monthly. Source: CB Richard Ellis |
Marketing department | Moscow

4. CBRE gained brand personality and was per-
ceived as the most trustful and friendly advisor in
the commercial real estate market. Source: CB
Richard Ellis | Marketing department | Moscow

1. CB Richard Ellis continued to engage the best
professionals in the commercial real estate mar-
ket.

2. CB Richard Ellis provided training for all em-
ployees in the best Russian and international
educational institutions.

CBRE

CB RICHARD ELLIS

JOINING PEOPLE




