ABTOCTPpOXOBAHME

PeknamHas kamnaHms:

JNactel, «kKocmonaetei», «Call-center»
Kareropwus:

Crpaxoeanue. MpoaykTel u ycnyru
Macwtab npoekra:

PermoHanbHbIN

EEE—————
LNTOUCH

PABOTAET B EBPONE,
PABOTAET ¥ HAC

8(800)555 00 55

INTOUCH 8 800 555 00 55

owner of the Japanese cross-over.

Each caller gets CASCO up to 20% cheaper

Llenb: CreHepuTs 3BOHKM B KOHTAKTHBIN LEEHTP.
3aaa4m, peLleHre KOTOPbIX MO3BOAUIO AOCTHYb MO-
crasneHHoit uenu. Yto nponcxopuno s npoekte: Co-
06wnTh, 4to KACKO B UHTau no 20% pewesne, uem
Y KIQACCHYECKMX CTPAXOBLIX KOMNAHUI (¢,0%, NOTOMY
4TO BCE PELIOETCs B KOXAOM KOHKPETHO Cryyae)
Kpurepum ycnexa (aocrmxxenue uenm): Yse-
FIMYEHUE KOM-BA 3BOHKOB, YBENMYEHNE Y3HOBAEMO-
CTv BpeHaq, ysenuueHne y3HaBaemMoCTH PEKIamsl.
CnpasouyHas uHOpMALMS MO KATEropuUm,
PbIHKY, KOMMAHNUU, KOHKYPEHTHOM cpepe,
npopykry (ycnyre).

— PeiHok cTpaxosanms pacTeT oyeHs buictpo. Hons
asTocTpaxosatue 3aHumaet 6onee 50%. OcHosHOM
CKQYOK B PA3BUTUS 3TOM KATEropwuu Gbin CAENaH no-
ce BBEAEHMWS NPABMUTENLCTBOM 30KOHA 0693aTENb-
HOFO rPAXAAHCKOTO CTPAXOBAHMS.

30“0)1Hb|e KOMMNAHUKU TOJIbKO HAYUHAKOT NOABNIATLCA
HO POCCUICKOM phiHKe, Nnpeanaras 6onee Bhicokue
CTAHAAPTbI CEPBUCA.

Huskas o6pazosaHHOCTL NoTpebuTens B Lenom oT-
HOCUTENBHO NPOJYKTOB CTPAXOBAHMA. Oqub HU3KAsA
3MOLMOHAMLHAS BOBIEYEHHOCTL NOTPpebuTens oT-
HOCMUTENBHO KOMMYHUKALMK, B BONbLUMHCTBE Crydae
BbI6OP OCHOBLIBAETCA HO PEKOMEHAALMAX APY3Et,
3HAKOMbIX.

KoHkypeHTHas cpeaa onpeaenseTcs BbICOKO
bparmeHTPOBaHHbIM poiHkoMm, cabiwe 700 urpokos.
JuavpyioLme no3uuMmM 3aHUMAIOT KOMMAHWM, AABHO
CylecTBytowme Ha peiHke (Takue kak Rosgostrakh,
Ingostrakh, Rosno, Reso, etc)

INTOUCH — 370 HOBbIM MIPOK HO PbIHKE OBTOMO-
BUNLHOTO CTPAXOBAHMS, PABOTAIOLLMIA MO MOAENH
NPAMOTO CTPAXOBAHMSA: G€3 AreHTOB, MOCPEAHUKOB,
6poKepOoB 1 AONONHUTENLHLIX OdPUCoB. [osToMy
EAMHCTBEHHbBIMM KAHANAMM AUCTPUBYLMK CTPAXOBbIX
NPOAYKTOB SBASIOTCS TENEOH U UHTEPHET: NPSIMOE
ob6palleHre NOTEHUMANbHBIX KMEHTOB. Takim o6pa-
30M, PEKNIAMHAS KOMMNAHWS NPECTEeA0BaANa 2 Lenu:

1) Terepaums 3BOHKOB W YHUKATbHBIX BU3UTOB HA
MHTEPHET CANUT KOMMAHUK

MocTpoeHne MMUEXA MHHOBALMOHHOM EBPOMNEMCKOM
KOMMQHMM, KOTOPON MOXHO JOBEPATL.

Cneundrka BU3HEC-MOAENH C Y3KUM KAHAIOM
IMCTpUbyLUMM NO3BONAET U3MEPATL 3PPEKTUBHOCTL
PEKNAMHOM KOMMAHMM B YETKUX KOSTMYECTBEHHbIX
nokasarensx: B 06beme TenepOoHHbIX 3BOHKOB U 06-
POLLEHMI HO COMT.

[ns nameperus 3dPekTMBHOCTU NO AOCTUXKEHUIO
BTOPOM LENM PEKNAMHOM KAMMNAHUM — MOCTPOEHHUIO
MMUEKQ BPEHAQA, C MOMOLLBIO CNELMANM3UPOBAH-
HOrO Are€HTCTBA MAPKETUHIOBbIX MCCNEJOBAHMMA
ARMI Marketing 6bin nprmeHeH nepuoanueckmit
MOHWUTOPMHIOBLI OMPOC LIENEBOM AyaMTOPUM: BpeHs
TPEHMKMHT.

[Mockonbky peknammMpyemslil MPOAyKT — 3TO MONC
KACKO no ueHe Ha 20% Huxe cpeaHepbiHOYHOM, a
cnocob NpMoBpeTeHns NONNCa — 3TO TenedOHHbIA
3BOHOK MK OBPALLEHME HO CAMT, TO OCHOBHAS MAEs
TAKOBQ:

Tonbko upessbitaiHbe 06CTOATENLCTBA HENPEOAO-
FIMMOM CHNbl CMOCOBHBI YAEPXATh BAC OT O6paLLeHus
8 MIHTAY 30 TOKMM OAHO3HAYHO BLIFOAHBIM NPEA-
NOXEHUEM.

Ha ocHoee nposeaeHHbIX MCCIEA0BAHMIA Mbl ONpeae-
FIUNK, Y4TO OfMH W3 KIIOYEBbIX MOTUBOB NPUOBPETEHMS
crpaxosoro nonmca KACKO ssnsetcs ero uewa,
nockonbky B uenom Ha peiHke KACKO asnaetcs
CTAHAAPTU3MPOBAHHBIM MPOLYKTOM.

BusHec — mogenb NPSMOro CTpAXOBAHWMS KOMNA-

Hum MIHTAY nossonseT yCTOQHOBAMBATB LEHY HUXe
CPEAHEPLIHOYHOM. A OCHOBHOM KOHAN AUCTPUOY LM
KACKO - 3710 TenedorHoe obpatiieHmne camoro
NOTEHUMANBHOTO KIIMEHTA MM OBPALLEHWE HA CANT
KOMMNAHWK.

Kpome Toro, komnanus MHTAY nosisunack Ha peiHke
crpaxosanus B 2008 roay, 310 eBponenckas Topro-

BAS MAPKA, C KOTOPOW Y POCCUICKMX BOOUTENEN HE
CBA3GHO HUKAKOTO HEraTUBHOTO OMbITA.

D71 GAKTOPLI OTKPBIIU ANt KOMMNAHWM BO3MOXHOCTH
ArpeccUBHOrO NPOABUXEHNS HO PbIHKE ABTOCTPOXO-
BAHMS.

Heobxomnmo 6bino ceA3aTh YHUKABHOE LEHOBOE
npeanoxeHne U KaHAN NPOABMXEHNS NPOAYKTA,
CAEnaB 3TO B €BPOMNENCKOMN BU3YAbHOW CTUIUCTUKE.
Tak Bo3HMKNQ Maes Xy[OXECTBEHHOTO NpeyBenmye-
HUS: APAMATM3ALMM OBCTOATENBLCTB, HE MO3BONAIO-
LMX caenath TenedoHHbI 3BOHOK Ans npuobpete-
HWA NONMCA NO BLIFOAHOM LieHe.

CrpaTeris KoMMyHHKaLMK BbiNa HANPABAEHA HA
NPMBREYEHWE MHTEPECA M NOBYXAEHMIO K AeM-
CTBMIO (380HKY) Lenesom ayantopun. Mimu aensioTcs
MYXUMHbI, OMbITHBIE BOAMTENM CO CTAXEM OT 5 ner,
BNAAENbLb! «NOAEPXAHHBIX (10 3X NET) MHOMAPOK.
Onu ob6a3atensHo sactpaxyiotr KACKO. Pas s

rof, OHM MO CBOEH MHUuMaTuse ByayT 063BaHMBATL
CTPAXOBbIE KOMMAHMM B MOMUCKAX BLIFOAHOTO NPE-
noxetws. Begpb 370 nioan — «HOBATOPbI C 3ANAAHOV
MEHTQBHOCTBIO» = [V HWX KYMWTb YTO-TO feLueBne

— 3TO HE NOXEPTBOBATb KAYECTBOM, O MOCTYMUTL
ymro. Yeuaes sapuartel KACKO nogeluesne, oHu
BynyT MckaTb yEeaUTENbHBIE NPUYMHBI, OBBACHAIOLWME
HU3KYIO LLeHY — HET NI rAe NOABOXA, YTOBLI NPUHATH
OKoHuaTENLHOE pelueHue. Beab ceitvac yxe ectb
NOXOXME NPEANOXEHHS.

PexnamHoe coobuueHue fomKkHO 6bino GbiTh 40-
HECEHO B NPOCTOM, NAKOHUYHOM GOPME, C IOMOPOM.
KommyHwkaums gonxHa eeigensts Ha GoHe obuiero
KnaTTepa, rae GOMbLIMHCTBO KOMMAHMI CIMBAETCA

B CO3HOHMM MOTPEBUTENS U HE MMEET XOPAKTEPHbIX
YHUKQNbHbIX 4EPT.

OcHoBHAR 304040, CTOSIBLLIAR NEPEL MEANT
NAAHUPOBAHUEM — MOCCOBOE MHOPMUPOBAHKE,
NPMBIIEYEHNE MHTEPECA K COOBLLEHUIO, O TAKXKE
nobyxaeHue k aenctauio. CormacHo pesynstatam
3KOHOMETPHUYECKOTO MOAENMPOBAHMS KOMMYECTBA
3BOHKOB, MPOBOANMOTO EXemecaduHo, TB u HapyxHas
peknama — 2 cambix 3hbeKTUBHBIX MEAMA KAHANQ,
KOTOPLIE NO3BONSAOT NOMYYUTL BLICTPbIA OTKAWK OT
LieneBow ayauTopmu.

TB ucnonb3oBanock kak OCHOBHOM reHepATOP OXBA-
TA, O TAKXE KAK OCHOBHOM MEAMA KAHAS, MPUHOCS-
LM MOKCUMOTbHBINA 3PEKT C TOUKM 3peHUst reHepa-
LM NOTOKA 3BOHKOB B KOMN-LeHTp. Mcnons3osanock
bukerposaHHoe pasmellenue B TB nporpammax,
penesaHTHbIX LIA, npenmyLectseHHo B npaim-Tamm
HQO OCHOBHBbIX TENIEBU3MOHHbBIX KAHANOX.

Pasmeluerne Ha HapyxHOMN pekname 6bino BeBPaHo
B KQUECTBE NOAAEPXKKM OCHOBHOTO COOBLLEHMS HO
TB, a Takxe LONONHUTENBHOM BO3MOXHOCTH BbICTPO-
0 MHPOPMMPOBAHUS BOAUTENEN B BbICOKMI CE30H
npopax KACKO. ins pasmelerms Gbinm eoibpaHsi
aapecHsie NPorpammsl, cootseTcTayiowme LIA —
MECTA MOKCMMOIBHOTO CKOMIEHUS ABTOMOGUIMCTOB
— KPYMHLIE TOPTOBLIE LEHTPbI, ABTOCAOHbI, TPAAWLM-
OHHbIE MECTA COCPEAOTOYEHM ABTOMOGMIIbHBIX
«npo6OK», HaMBONEe NPUBIEKATENbHBIE C TOUKM
3peHuns 0603peHns 13 CanoHa asTomobuns, MecTa —
B HEMNOCPEACTBEHHOM BNIM30CTU K cBETODOPAM.
Mpecca — usparme ans ABTOMOBUAUCTOB.

TB:
Tenepexknama

MeuarHbie CMU:
Motpebutensckue xypHansi

Hapy>xHas:
Peknammble LLIMTBI

Mo cTaTMcTUKe KONN-LEHTPA U LEHTPA MHTEPHET-
npogax komnaxm MHTAY 3a nepuogn nposeaeHus
peknamHoM kamnaHumn ¢ oktabps no aekabps 2008
roaa:

KonnuecTtso TenedoHHbIX 3B0HKOB MOTEHLMASbHBIX
knueHTos Beipocno Ha 30%



Konunuectso yHUKANbHbIX BUSUTOB HO CAMT BLIPOCTO
Ha 93%.

CornacHo 3aMepam TPEKMHIOBOTO UCCIIEA0BAHMS
arentctea ARMI Marketing 3a 1ot e oTueTyHbIi
nepwoa;

Bbpen MHTAY sowen & 10-ky cTpaxoBbix KOMNAHW#
MO YPOBHIO CMOHTAHHOTO 3HAHMS. YPOBEHb CMOH-
TAHHOTO 3HAHUS HA KIOYEBbIX AN KOMMAHWM PBIHKOX
BHIPOC

B Mockee u C-lNetepbypre -8 3,5 pasa

B Camape -8 2,2 pasa

YpoBseHb 0buero 3HaHus peknamsl Beipoc Ha 68%
yposeHb gosepus k komnanun MHTAY sbipoc 8 4
pasa,

OLEHKA KOMMAHMM KAK MHHOBALWMOHHOM BLIPOCNA HA
58%

OLIEHKO KOMMAHMM, KOK HE MOXOXEN HA Apyrue CTpa-
XOBblE KOMNAHWM, BHIPOC Ha 77 %

Hamepetne 3actpaxosatses no KACKO s MHTAY
803pocno Ha 53%

[paduku no bpena TpekuHry, nccnesosaTensckoro
arextctea APMW Marketing npunaratotes.

B Hosbpe, nekabpe mecsaue oTmedaeTcs BCnneck ce-
30HQMBHOCTH B KATErOPHM CTPAXOBAHMS, YTO MO0
TAKKE OTPA3MTLCA HA YBEMMYEHMM CNPOCA, HO

C momeHTa 3anycka busHeca komnamueit «<MHTau» B
anpeae 2008 rona, ewe 3 Urpoka BbILLAM HA PLIHOK
C MOZENBIO MPAMOTO CTPAXOBAHMS, TAKXE Npeanaras
LIEHOBOE NPENMYLLLECTBO NPK CTPpaxoBaHuu no Kacko
(Kut @unarc — 25%, Kontakr Crpaxosanme — 30%)
M NPOBOAS AKTUBHbIE PEKITAMHbIE KOMMAHMKM HA TB,
PAAMO M B HAPYXHOM pexkname.

Mo>ToMy BbICOKAS AKTUBHOCTb KOHKypeHTOB (Pe-
HeccaHc, Kut upekT) yactuuHo komnercuposana
CE30HANbHbIN BCMNEeCK.

Car insurance

Campaign title: Flippers, Astronauts, Call-
center

Category: Insurance

Project scale: Regional

Godal: to generate call flow in call center

Tasks to complete: to make known that CNC insur-
ance in INTOUCH is up to 20% cheaper than in
classical insurance companies (up to, because the
price is decided individually for every case)

Success criteria: number of calls increase, brand
awareness increase, advertisements awareness
increase.

Reference:

Insurance market grows very quickly. Car insurance
share accounts for over 50%. The market skyrock-
eted dramatically after intfroduction of federal law
for obligatory motor third party liability (MTPL)
insurance.

Western companies offering higher service stan-
dards have just started to emerge in Russian market.
Low insurance literacy of customers is typical for all
insurance products.

Very low emotional involvement of consumers; their
choice is determined by recommendations of people
they know, in majority of cases.

Market is divided by over 700 participants, while
leading positions are taken by companies that exist
in the market for long (Rosgostrakh, Ingostrakh,
Rosno, Reso, etc).

INTOUCH is a new player in car insurance market
that offers direct insurance without agents, interme-
diaries, brokers and offices. The only distribution
channels are phone and internet: direct potential
customers contact us directly. Hence, the advertising
campaign pursued 2 goals:

1) to generate call and unique company web-site
visitors.

To build an image of innovative European company
that is to be trusted.

Business-model with limited distribution channel al-
lows to measure efficiency of advertising campaign
by distinct quantity indicators: number of phone calls
and web-site visits.

To measure efficiency of advertising campaign in
brand image building, a periodical monitoring of
target audience (brand tracking) was carried out by
ARMI Marketing agency for marketing research.

The product to advertise is CNC insurance 20%
cheaper than average in the market, and insurance
can be purchased by a phone call or via web-site, so
the main idea was:

Only circumstances of insuperable force can prevent
you from laying your hands on the beneficial offer of
INTOUCH

Our research revealed that one of the key CNC pur-
chase incentives is its price, because CNC insurance
is a standard product. INTOUCH business model

of direct insurance allows to drop prices lower than
market average. INTOUCH distribution channels
are phone calls and web-site. Moreover, INTOUCH
entered insurance market in 2008, this is a European
brand that has no negative connotations for Russian
drivers. Such factors enable the company to promote
aggressively in the car insurance market.

It was necessary to bind together a unique price
offer and distribution channel in a European visual
stylistic.

This is how we arrived to the idea of a hyperbole:
dramatic events that keep you from making a phone
call to purchase insurance policy at a very attractive
price.

Communication strategy was designed to raise
interest and to impel action (call) of the target audi-
ence: men, drivers with experience of over 5 years,
owners of used cars (up to 3 years). They necessar-
ily purchase CNC insurance. One a year they will
look for a good offer on their own initiative. Such
people are pioneers with western mentality, for them
a bargain means not to give up quality but to act
wisely. When they see a cheaper CNC insurance,
they will look for valid proofs that would explain low
price, double-check for hidden catch, before making
a final decision. Especially because now there are
similar offers.

Advertising message had to be simple, brief and
funny. The communication had to stand out among
the clutter of other messages that have no unique
and distinct features.

The main tasks of media-planning were mass inform-
ing, interest raise and impel action. According to the
results of monthly — -
econometric
modeling of calls
number, TV and
outdoor advertise-
ments are the most
effective media
channels to get a
prompt feedback
from target audi-
ence.

TV was used to
generate cover-
age, and also as
the most effective
media channel

to generate calls
to the call-center.
Spots were
placed in relevant
TV-shows, mainly
during prime-time
on major TV chan-
nels.

Outdoor advertis-
ing was used to

support the TV message and as an extra way to
quickly inform drivers during CNC sales high sea-
sons. Advertisements were placed in spots of drivers
concentration: large shopping malls, car dealer-
ships, traditional traffic jams, next to traffic lights,
where they can be seen from a car.

Press — edition for automobilists.

TV:
Spots

Print:
Consumer Magazine

Outdoors:
Billboard

According to the information of INTOUCH call-

center and center for internet sales, during advertis-

ing campaign in October-December 2008:
number of phone calls increased by 30%
number of unique web-site visitors increased by
93%

According to tracking research by ARMI Marketing

agency during the same period:
INTOUCH brand entered top-10 of the insur-
ance companies by spontaneous brand aware-
ness
Spontaneous brand awareness in the key mar-
kets increased:

* In Moscow and St.Petersburg — 3,5-fold
* In Samara - 2,2-fold

level of overall brand advertising awareness
increased by 68%
level of trust to INTOUCH company increased
4-fold
number of respondents seeing INTOUCH as an
innovative company increased by 58%
number of respondents seeing INTOUCH as a
company that is not like other insurance compa-
nies, increased by 77%
intention to purchase CNC insurance in
INTOUCH increased by 53%

Brand tracking charts by research agency ARMI

Marketing are enclosed.

November and December is the high season for
insurance, and that could also cause increase in
demand, but since the launch of INTOUCH in April
2008, 3 more companies entered the market with
direct insurance offers at lower prices (KIT-Finance —
25%, Contract Strakhovanie — 30%) and aggressive
advertising campaigns on TV, radio and outdoors.
That is why high activity of competitors (Renaissance,
Kit-Direct) has partially recompensed seasonal lift.



