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DapmaueBTUUECKMIA Npenapar
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WMeloTcA npoTHBONOKA3AHHA K NPHMEHEHMIO.

HeoBxoauMo  03HAKOMMTBCA C  MHCTPYKUWed.

Uensb: chopmmposats 06pas GpeHaa kak:
1) camocTosTensHoro (wunyuuit, nponssoactsa Ha-
Typ MpoaykT);
2) npenapaTta ang «NPABMNLHOTO NEYEHWA NPOCTYAbI
v rpunna;
3) nekapcTBa, NOMOrAIOLLErO HE TONBKO NPU FPU-
ne, HO W NPy NPOCTyAe
Meaua:
Haumonansras TB-kamnarua (PTP, Jomatunui,
[ITB) — B, mions.
Mpecca — aHB, Monb, OKT, HOS
(benepanbHbie CNEUManM3MPOBAHHLIE M3AAHWS,
pEervoHansHbIe NOTPEBUTENLCKME U3AAHMS)
Metpononute (7 ropoaos) — Hos6ps.
Kputepum ycnexa:
1) yHUKaGnbHOE NO3ULMOHMPOBAHKWE BP3HAA —
«Jleunt npaBMnbHO», B NPOTUBOBEC BONBLIMHCTBY
NPenapaTos Ha peiHke («BGbiICTpoe n3baeneHue ot
npocTyasi»);
BLIAENAOLLAACH HA NOSKE MHPOPMATUBHAS YNa-
KOBKQ (SpKuit HOBBIN AM3AMH, AOCTYMHAS U BAXHAS
MHGOPMALWS, YHUKATBHAS 30MNATEHTOBAHHAS
bopma), BeI3bIBAIOWLAS fOBEPUE Y NOTPEOUTE-
nei*;
3) ApKas PEKNaMHAs KAMMAHKUs: OCHOBHbIE MPENMY-
LWECTBA W NO3MLMOHUMPOBAHUE BP3HAA AOHECEH!
[0 LENeBoMt ayanTOPHH B TAKOHMYHOM M MOHSIT-
HOM popme (HO NOTPEBUTENLCKOM TECTUPOBAHMM
NOATBEPAUNOCE, YTO BCE NOCTABNEHHbIE NEPE
KOMNaHWeN 308044 Gbinu LOCTUrHYTHI);
FPAMOTHOE MEAMA-TIIAHUPOBAHHWE, NO3BOAMBLIEE
NPY MUHUMOMBHOM B KaTEropuu BrogxeTe ao-
BUTLCS MOKCMMOIBHOMO POCTA AOSM PHIHKA CPeau
Ton-10 urpokos™* ***
PbIHOK CMMNTOMOTUYECKMX MPOTUBOMPOCTYAHbIX
cpencts: 46 6paHpos, top-10 sanumaior 87%**
pbiHka. Poct puitka 2008: 20% B CTOMMOCTHOM Bbi-
paxerun, 12% - B HATYPANbHOM BLIDAXEHMM.
Ha poitke kpome Anturpunnuua ot Hatyp Mpogykr
NPUCYTCTBYET 4 NPOAYKTA, COREPXKALLUMX B HO3BAHMM
€noBo «AHTUrpUNNKMHY (AHTUrPUNNUH AHBK — fons
peiika 2008r. — 3%, AnTurpunnue Makcumym — gons
pbiHka 2008r. — 1,6%, romeonatnieckuit AHTUrpun-
MUH — HET AAHHbIX MO A0N€ PbIHKA U AHTMrpVII_II_II/IH'
OPBW — pgons pbitka 2008r. 0,1%). Antul punnmt
ot Hatyp MpoaykT 3aHumaet 4-e MecTo B peinTuHre
c ponei poiHKa 7,3% B HATYPANbHOM BLIPAXEHMM 1
7,0% B CTOMMOCTHOM.
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* KauecTBeHHOE 1 konuuecTseHHoe nccneposanms (CAMU,
anpens 2007r., vions 2007r.)

** DSM Group, ayaut anteutbix npogax 2008r.

**TNS Gallup AdFact, 2008r.

Uenb:

1) o6ecneunts poct npoaax Ha 25% B HATypPANbHOM
1 Ha 36% B CTOMMOCTHOM BBIPOXEHUM;

2) obecneunTs POCT LOAM PLIHKG NpenapaTa AHTH-
[PUNMUH B CTOMMOCTHOM BEIPOXKEHMM HA 1 MPOLEHT-
HbIM NyHKT ¢ 5,6% 10 6,6%;

Pesynbrar:

1) poct 38% B HaTypansHom 1 53% B CTOUMOCTHOM
BLIPAXKEHUM (MO BHYTPEHHUM AOHHBIM);

2) nona peiHka seipocna Ha 1,4 n.n. ¢ 5,6% no 7% 8
CTOMMOCTHOM BbIPOXEHMM

O6wumih meana-6ropgxer:
ot 500 po 999 teicsy ponnapos CLUA

OcHoBHOS uaen:

Antulpunnun ot Hatyp MpoaykT He obewaet
BbICTPOro M3GABNEHMS OT CUMNTOMOB, YTO YPEBATO
OCINOXHEHWAMM, O [EHCTBYET NPABUNLHO, B COOTBET-
CTBMM CO CTAHAAPTAMM NIEYEHUS MPOCTYAbI U IPUNNA.

C wions 2006 no aeryct 2007 6bin nposeaeH psa
KQUECTBEHHBIX M KONIMYECTBEHHBIX MOTPEBUTENBCKNX
MCCNefoBAHUNA.
Boinnt u3yueHbl Tak1e BONPOCH KAk:
OXWAAHWs NoTpebuTene oT NPOTUBONPOCTYAHO-
ro CpeacTea

OCHOBHBIE APAMBEPbI MPU NPUHATUM PELLEHUS O

nokynke

onaceHus,/comHeHus

OTHOLLEHME K KATEropun/ K pekname B kKaTero-

pum

KMOYEBblE NOTPEBUTENLCKME UHCAMTEI

BKYCOBbIE NPeanodTeHus,/ ynakoska (bopmarts,

uHbopmauws) / popmel npenapatos
PesynbTaThl Noka3any, 4To TeKyLLee CoCTosiHue
PbIHKO MPOTUBOMPOCTYAHbIX MPENAPATOB OTKPbIBA-
€T OrPOMHbIE BO3MOXHOCTH ANt CO3AAHUSA HOBbIX
CHnbHBIX 6peHaoB. OTKPLINMUCH HECKOMBKO CHITbHBIX
MHCANMTOB.
Kntouesom MHcaiT, KoTOpbIN ner B OCHOBY Kitoye-
Boro npegnoxenus 6peraa: Koraa s sabonesato,
2 306MBAKD CUMNTOMBI M MY HO PaBOTy, HO s 3HAKO,
4TO NepeHoCUTb 6onesHb Ha Horax BpeaHo. Mue
HYXEH TaKOM NPenapar, KoTopsii bl N03a6oTUACS O
MOEM 3L0POBbE, MOMOT MHE MOMHOCTHIO BbIIEYUTLCS,
HE HOBPEAMB MOEMY OPTOHM3MY.
Mo pesynsTATaM MCCNEROBAHMI PA3PABGOTAHA HO-
BAs yNakoeka (ausaiH, dopmart, nHbopmaumoHHoe
HAMOSHEHKE), CPOPMYIMPOBAHO NEPCNEKTUBHOE
NO3ULMOHMPOBAHUE BpeHaa, pa3paboTaHbl HOBbIE
SKU (co Bkycom manubl v rpeindpyta) n popmsi (8
npouecce permcTpaumm), paspaboTaHbl KpeaTUsHbIE
KOHLEenumMm.

®DakTopbl, Onpeaensiowmne CTPATernio Kom-
MyHUKAuun:

1) wWnpokas AUCTPUGYLMS, OTHOCUTENBHO BBICOKAS
u3BecTHOCTb Mapku (35%)

2) uenesas ayauTopus — paboTalowMe MO, «CPes-
HWI Knacey»

3) 4EeTKO BBIPAXEHHASH CE30HHOCTb MPOAAX

4) orpannyeHHbIi GroaxeTt

Bbi6paHHbIE peKNAaMHbIe KOHAMbI: MACCOBbIE,
OXBOTHbIE, HOLENEHHbIE HA LWMPOKKME MACCH + NOA-
LEPXKA B TOYKAX NPOAAXK

OcHOBHASA 3aAa4A: [0OUTLCH MAKCUMANBLHOTO
OXBATA HA 3 PEKTUBHOM YACTOTE U C HU3KOM CTOU-
MOCTBIO KOHTAKTA.

Buinu Buibpatsi: TB (Haw), meTpononuTeH (pervo-

Hbi), neyatHsie CMM ana notpebuteneit (razetsl

1 KYPHQbI B PErMOHAX), NeYaTHbIE M3AAHUS ANst
dbapmauesTos (xypHansl 4ns paboTHUKOB anTek,
dbenepansHbie), POSM

OcHoBHOM Megua-kanan kamnauum: T8;
METPOMNONUTEH U NPEeCcca — Noaaepxka TB-kamnaxmm
1 NPEAOCTABNEHNE JOMNONHATENBHOM MHPOPMALMK O
npenapare 4ns PasHbIx Lenesbix rpynn (notpebute-
m v bopmauesTsi).

JlaKOHMYHO, BbI3BIBAA NONOXUTENLHYIO, APYXEN06-
HYIO PEAKLIO OBEUX QYAUTOPHH, C MUHUMANBHBIM
6100XETOM BbINO JOHECEHO YETKOE MO3ULMOHUPOBA-
Hue 6paHaa.

TB:
Tenepexknama — ponukm 10 cek

MeuarHsie CMU:
Toprossie / MpodeccrnonansHbie
MoTpebutensckue xypHansl
lasets

PR:
Meponpusitus (akwmst NOANBHOCTU ANS COTPYAHM-
KOB anTek)
YNaKoBKG — MHHOBALMOHHAA GpOpMa

HapyxHas:
[opoackoit TpaHcnopT (BaroHs MeTpo)

BbicTaBKMU:
Anteka 2008

Po3HuuHbIE NpoAGXM:
Peknama B mectax npogax — nantbokcsl B ante-
Kax
MpoasuxeHWe TOBAPA — AKLMK HO
30Ky|‘|Ky+OKLIMH NOANbHOCTH



Llenb no yeenunuerunio npopax 1 pocty nonu peiHka Geina nepessinonHeHa. Mpupoct npoaax (no aaxHsiM DSM Group) oTHOCHTENBHO GHONOMMYHOTO NEPUOAA CO-
crasun 34% B HOTypanbHOM M 49% B CTOMMOCTHOM BEIPOKEHMM, LOSS PLIHKA BBIPOCA HA 1,4 NPOLEHTHBIX MYHKTA B CTOMMOCTHOM BbipaxeHum ¢ 5,6% po 7%

lpaduk 1. PeIHOK MPOTHBONPOCTYAHBIX KOMOUHMPOBAHHbIX CUMNTOMATUYECKMX CPEACTB.

HaTypanbHbiii 06beM NpoAax, MAH.LWT. CTouMOCTHOI 06beM NpoAax, MH.py6.
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lpaduk 2. N3ameHeHWe Lo KNIOYEBBIX UIPOKOB HA PbIHKE MPOTUBOMPOCTYAHbIX CPEACTB.

Aonun 6peHpos, % py6.
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Mo aannbm TNS Gallup AdFact (2008 rog) satpatsl Ha npoasuxerne 6paHAOE VSMEHEHNE
8 CMW coctasmunu (narHHbie no npoaaxam - DSM Group, nexa6ps 2008r.): [07M pblHKa B
CTOMMOCTHOM
33TpaTb| Ha peknamy, [0N4A 3aTpat Ha peknamy  BbIpaXXeHuH,
Mpogaxu, mil USD mil USD % pocTa npofax oT npogax, % n.n.
BpeHa 2007 2008 2008 2008/2007 2008 2008/2007
AHTUTPUMNIMAH HN 8 12 0,4 51% 3% 1,40
OEPBEKC 18 20 1,5 8% 8% -1,40
PUH3ACKUN 4 5 0,6 26% 1% 0,10
PUH3A 7 9 1,3 26% 15% 0,20
TEPAO®IO 40 49 8,0 22% 16% 0,10
KONAPEKC 27 35 9,8 29% 28% 1,20
rPUNNO®NIO 1 1 0,5 6% 34% -2,30
AHTUMPUMMNH-MAKCUMYM 3 3 2,6 2% 94% -2,40

* NpuBeeHsl AaHHbIE MO 8 KPYMHENLMM PEKTAMOAATENSM B kKaTeropun « CUMITOMATHYECKHE MPOTUBONPOCTYAHbIE CPEACTBA» [lOHHbBIE COPTUPOBAHLI MO BO3PACTA-
HMIO NOKA3ATENS AOMM 3ATPAT HA PEKIAMY MO OTHOLIEHMIO K 06beMy NMPOAAX



Antulpunnun ot Hatyp MpoaykT nokasan cambii MHTEHCHBHBIN pocT cpeau Ton 10 B CBOEN KATEropuu — AONs PhIHKA BEIPOCAA HA 1,4 NPOUEHTHBIX MYHKTA.
Antulpunnun ot Hatyp MpoaykT poc nHtercusHee apyrx aHturpunnunos (Auturpunnud OPBU, Anturpunnun-Makcumym) M B HOTYPANEHOM, 1 B CTOUMOCTHOM Bbi-
paxerun Mpaduk 3. MameHerne nonv 6peHaos, coaepxaLumx B HA3BAHWM «AHTUrpUnnuH». Mctourmk: DSM Group, neka6pb 2008r.

Aonwu 6peHpoB, % py6.
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National advertising TV-campaign (RTR, Do-
mashniy, DTV channels) — january, july.
Press (federal specialized editions, regional
consumer editions) - january, july, october,

AntiGrippin from
Natur Produkt Goal:

to form brand idea as:

Medicine 1. independent (effervescent tablets, produced by november.
Campaign title: For the best treatment! Natur PrOd‘jkf) Subway (7 cifies) - november.
Category: Medical services. Pharmaceuticals 2. a medicine “for the best treatment of cold and flu ~ Success:
Project scale: National symptoms” 1. unique brand proposition — “For the best treat-
3. amedicine that treats effectively both flu and ment” against the majority of the competitors
cold (“fast relief of the cold symptoms”)
Media:

2. aftractive, highly informative package (new
striking design, clear and important information,



unique patent package form), won over consum-
ers*

outstanding advertising campaign: main ad-
vantages of the product and brand position are
brought strictly to the target audience in a easy
to understand manner (the consumer research
confirmed that all campaign goals are achieved
successfully*)

efficient media-planning, which made possible to
reach the maximum market share growth among
TOP-10 brands with the minimal budget in a
category™* ***,

Market of symptomatic treatment of ARD, ARDV &
influenza influenza:

46 brands, TOP-10 take 87%** of the market. Mar-
ket growth 2008: 20% in value. Besides AntiGrippin
by Natur Produkt there are 4 medicines, containing
word “Antigrippin” in a brand name: Antigrip-

pin Anvi (market share 2008 — 3%), Antigrippin
Maximum — market share — 1,6%, homeopathic
Antigrippin (no information about market share)

and Antigrippin-ORVI (market share 2008 — 0,1%).
AntiGrippin by Natur Produkt is on the 4th place with
7.3% market share in volume and 7.0% in value (ac-
cording to DSM Group, December 2008).

* qualitative and quantitative investigation (SAMI, april 2007,
july 2007);

**DSM Group, pharmacy sales audit, 2008

*HTNS Gallup AdFact, 2008.

Goals:

1) To ensure 25% sales growth in volume and 36%
sales growth in value;

2) To ensure AntiGrippin market share growth in
value for the 1 basic point from 5,6% to 6,6%.
Result:

1) 38% growth in volume and 53% growth in value
(according to the company inside information);

2) Market share increased on 1,4 basic point from
5,6% to 7% in value.

Total media budget:
$500 - 999 thousand

Key brand idea:

AntiGrippin by Natur Produkt doesn’t promise fast
symptom’s relief (that can cause aftereffects of ill-
ness), but treats good, according to the standards of
flu and cold treatment.

From July 2006 to august 2007 the qualitative and
quantitative investigations were conducted.
The following issues were studied:
the consumer expectations of OTC pharmaceuti-
cal
main drivers of the decision making process
fears/doubts
advertising attitude/category advertising attitude
key consumer insights
taste preferences/package (forms, information)/
medical form
The results showed that the current situation of the
OTC pharmaceutical market opens wide pos-
sibilities for the building of the new strong brands.
New strong insights had been opened during the
research.
Consumer Insight (the basis of the key brand
proposal): when | get ill, | don’t pay attention on
the symptoms and go to my office, but | know it is
harmful to have an illness without right treatment. |
need a medicine that can take care of my health and
help me to recover completely without hurting my
organism.
According to the results of the research a new pack-
age design was developed (design, form, content),
perspective brand targeting was formulated, new
SKU (raspberry and grapefruit tastes) and forms (dur-
ing the registration process) were worked out, new
creative concepts were developed.

Communication strategy was built according
to the following factors:

1. wide distribution, relatively high brand popularity
(35%)

target audience — middle class, “office”-people,
who is working actively

2.

3. strongly pronounced seasonality in sales

4. low media budget

Media channels: oriented on wide audience, of
massive demand.

Main task: to reach maximum audience with mini-
mal CPP (cost per person).

Among media channels we chose TV (national),
subway (regions), consumer printed editions
(newspapers and magazines in regions), specialized
printed editions (national magazines for pharma-
cies), POSM.

Main media channel: TV; subway and press —
supporting TV-campaign and providing additional
information about the product to different target
groups (consumers and specialists).

Product position was formulated to the target
audience briefly in an attractive manner with a low
budget.

TV:
Spots

Print:
Trade / Professional
Consumer Magazine
Newspaper

PR:
Events (liability action for the pharmaceutists)
Packaging — innovative packa

Outdoors:
Transit — subway stickers

Trade shows:
Pharmacy 2008

Retail experience:
POP in pharmacies
Sales promotion — liability action and stimulating
action

Obijectives to achieve sales volume growth and market share growth were overreached. The sales increase (Source: DSM Group) besides the same period is 34% in
volume and 49% in value, market share increased on 1,4 basic point in value from 5,6% to 7,7%.

Graph 1. Market of symptomatic treatment of ARD, ARDV & influenza.
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Graph 2. Key OTC pharmaceutical market participant share dynamics.
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According to TNS Gallup AdFact (2008), brand promotion (Mass Media) costs are (sales data — DSM Group, December 2008):
Market
share
Share of dynamics
advertising in value,
Sales, min  Advertising Sales costs to the basic
Brand uUsD costs growth rate  sale growth,%  point
2007 | 2008 2008 2008/2007 2008 2008/2007
ANTIGRIPPIN NP 8 12 0,4 51% 3% 1,4
FERVEX 18 20 1,5 8% 8% -1,4
RINZASIP 4 5 0,6 26% 11% 0,1
RINZA 7 9 1,3 26% 15% 0,2
TERAFLU 40 49 8,0 22% 16% 0,1
COLDREX 27 35 9,8 29% 28% 1,2
GRIPPOFLU 1 1 0,5 -6% 34% -2,3
ANTIGIPPIN
MAXIMUM 3 3 2,6 2% 94% -2,4

* The information of the 8 biggest advertisers in the category “OTC Pharmaceutical”. Data is sorted by the growth of the advertising costs share towards to the sales volume

AntiGrippin by Natur Produkt demonstrated the most intensive growth among TOP-10 in the segment — the market share increased on 1,4 basic point.
AntiGrippin by Natur Produkt grew intensively as compared with another antigrippins (Anrigrippin-ORVI, Antigrippin Maximum) both in volume and in value.
Graph 3. Brands (that contains word Antigrippin in a brand name) share dynamics (Source: DSM Group, December 2008)
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Brand share, % units.
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