ToBapbl u ycnyru ang peten non
6paHaOM «CmeLuapuku»
PexnamHas kamnarus:

MpaspHuk B TBOEMm ropoae
Kareropus:

Toeapbl gns peren

Macuutab npoekra:
O6LeHaUMOHANbHBIA

«CMELLAPUKM» — eanHCTBEHHBIM pOCCHItCKMM
KOMMIEKCHbBIN AHUMALIMOHHbIN 6p3HJJ,, OXBATLIBAIO-
it BCe chepbl yBNEYEHUI SETEN JOLKONbHOTO U
mnaawero wkonsHoro sospacta. OO0 «Mapmenan
Meagma», xopsawas 8 [pynny KomnaHuit npoekta
«Cmewapukmy, ¢ 2003 ropa npeactasnseT Ha puiHke
[ETCKUX TOBAPOB W YCIyr NPOAYKLMIO NOA 6p3HAOM
«Cmewwapmkuy. CTpaTternieckon MapKeTUHIOBOM
uensio 6psHaa «CmeLwapukmry aBnseTcs cosaaque
COBPEMEHHbIX HOLMOHAMbHbIX MyIbTTEPOEB, HECYLLIMX
AETAM Uaen MUPOoNoBUs U TONEPAHTHOCTH, U AOCTH-
XEHME NTUANPYIOLLMX MO3NLMI HO POCCUMIACKOM PhIHKE
TOBAPOB W YCNYT Ans feTe.
MapkeTuHrossie Lenm:
NOBbILIEHWE YPOBHS 3HAHUA BP3HAA: AOCTUXEHUE
85% y3HaBAEMOCTM NEPCOHAXEN 1 TOPrOBOM
mapku «CMeLwapmrkmy y Lenesom ayauTopmm
8 pernoHax P® u 95% 8 Mockee n Carkr-
MeTepbypre;
YBENUYEHNE YNCIA NOANbHbIX I'IOK\/I'IOTeﬂel‘;‘, CcO-
BEPLUCIOLLMX MOBTOPHbIE MOKYMKM;
yBenuueHune obuiero TosapoobopoTa no GpsHay
30 2008 rog go 155 miH. $;
[na noctuxenuna uenen Gbiny NOCTABNEHb Cleayio-
e 308a4m:
yBENUYEHNE ACCOPTUMEHTHOM NIMHENKHM BbIMNY-
ckaembix Tosapos nog 6paHaom «Cmewapukn»
a0 3000 HammeHoBaHMIA;
co3paHue denepanbHoM CeTM GUPMEHHbIX
MQrasuMHOB NOAAPKOB, BKToYas Gpopmar «shop in
shop»;
TPAHCAAUMS AHMMALMOHHOTO ceprana «Cmelua-
PUKM» HO POCCHIACKMX TENEeKaHanax ¢ Gpeaeparnb-
HbIM OXBATOM MW BBIXOA HO 30PY6EXHbI Tenepsi-
HOK;
NpoBefeHNe KPYNHOMACLUTABHOrO NPA3AHMY-
HOTO LWOY-TyPHE C NEPCOHAXAMU MybTCEPHUANA
«Cmewwapukmy» no ropogam Poccun ana cemeit-
HOM AYAUTOPUM B PAMKAX defepanbHOiM Npo-
rpammsl «Tog cembr 2008». Kputepusimu ycnexa
KOMMQHWW CTanK TouHBbIA hokyc Ha 6p3aHae 1 ero
NO3ULMOHUPOBAHUM, O TAKXKE YHUKANBHOCTb
APKOCTb BOMOLLEHMS, MOKCUMYM BHUMOHMS K
BM3YQNbHOM W KPEATUBHOM COCTABNSIOLLEN.
Moaaenaioee GONbLUMHCTBO UrpyLUEK, NPEACTAB-
NEeHHbIX HO pOCCMl;'iCKOM PbIHKE, ABNAOTCA repoOsamm
3apy6exHbIX MynbTOUNBMOB M IUTEPATYPHBIX NPON3-
BEAEHMI. DTO HEMb3st CYUTATL HEFATUBHOM XAPAK-
TEPUCTUKOI 3HAKOBOTO TOBAPHOrO NPOCTPAHCTBA,
HO CyLLEECTBYET OMNACHOCTb, KOTOPYIO NPU3HAIOT W
CNEUMAnUCTLl U POAUTENU, YTO MHOTUE 3aPYBEXHbIE
06pasbl HecyT B cebe 3NeMeHTbl HACKIUA U KECTOKO-
CTW, OTPULATENBHO BAMAIOLLME HO NCUXMKY pebeHKa.
B takom acnekte 6pana «Cmewapukmy sanonHseT
MYCTYIOLLYIO HULLY — GbIIM CO3AAHbI HOBLIE POCCHIA-
CKME [IETCKME repOou, HECYLUME MAEN MUPONIOBHA 1
TONEPAHTHOCTH U COOTBETCTBYIOLLME OTEYECTBEHHOM
KYNbTYpE, a B CUITy CBOE# YHUKANIBHOCTH U MO3K-
TUBHOrO OTHOLLEHMS AETEMN, HO AAHHbLIM MOMEHT CO-
CTABRAIOLLME PEANBHYIO KOHKYPEHLMIO 3aPYBeXHbIM
6P3HAOM HO POCCUIMCKOM PhIHKE.

Llenesoi ayautopueit 6panaa «Cmelnapmkm» sena-
I0TCA CEMbM C ieTbMu B BO3pacTe 3-9 neT, umeroLume
CPEaHMii 1 BbilLE CPEHErO LOXOA, MPOXMBAIOLLME

8 roposiax Poccuu ¢ uncnerHocTsio HaceneHus
cabiwe 100 Toic. yenosek. 9apo uenesoi ayaMtopum
— okono 2,5 mnu. neteit (npubn. 11% ot obwero
uncna) u okono 3,5 mnH. poautenei (pabotocno-
cobHOe HaceneHue, nmetoLLee CTabUbHBIA 4OX0a).
OCHOBHBIMM B3POCTBIMM MOKYMATENAMM MPOLYKLMM
non 6peHaom «CMewapuKmy ABASIOTCS XEHLLMHbI
(85%) 25-35 neT (60%), nmetowme oaHoro (65%) nn
18yx (35%) neteit. bnarococrosHne notpebutenent
npoaykumn Beilwe cpeaHero (47%) v cpeanee (35%).
CosokynHas ayautopus notpebuteneit cpeam aete
OXBATHIBAET BO3pAcT oT 3 go 15 ner.

BpaHa «Cmelnapmkmy opueHTMPOBAH HA COLMANLHO
QAKTUBHbIE, COBPEMEHHBIE CEMbM, B KOTOPbIX MOOLbIE
ob6pazosaHHbie poantent 23—40 net saboTatca o
NO3HABATENEHOM [OCYre CBOMX AETEM, LEHNAT BO3-
MOXHOCTb NPOBECTU CBOBOAHOE BPEMS BMECTE C
cemben.

Llenamn pexnamHowM KaMNaHum cTanu:
$OPMUPOBAHKE NOTPEBHOCTH B TOBAPAX M
ycnyrax nog 6panaom «Cmewwapuku» (kputepmi
3P PEKTUBHOCTH — YBENMYEHWE MOBTOPHBIX MO-
Kynok, coeepluaemsix nokynatenamu Ha 10%);
$OPMUPOBAHHE AOBEPHS NOTpeBUTENE K
TOBAPAM M ycnyram nog 6paHaom «Cmewapmkm»
(kpuTepwmit apdexTuBHOCTM — 0BPATHAS CBA3L C
KOHeuHbIM noTpebutenem, 68% notpebuteneit
cuuTaioT ToBapbl O CMELLAPUKAMH «NONE3HBI-
MM, «BOBPBIMU», <PABOCTHBIMMY 1 KKAYECTBEH-
HBIMMY);
soeneyenune LIA B nporpammy nosnsHoctn «Kny6
apysei Cmewapukmy (kputepuit sdbekTusHOCTH
— ysenuuerue uncna uneHoe Kny6a go 300 Toic.
yenosexk);

YKPENneHue NonoXuTeNsHOrO MMULKA BpaHAa
«Cmewwapukmy (kputepuit 3pdekTUBHOCTU — pei-
TUHT MynbTcepuana «CMeLLapukuy y Tenespute-
ner — Cepuan BXoguT B 3-Ky IMAEPOB; noce-
waemoctb meponpustuit co Cmelapukamu — 5
MIH. yenosek, 40 MeponpUATUI AN cemenHol
ayautopmm no scei PO).

Mnes peknamuoi kamnarmm 6psnaa «Cmelapmkms
8 2008 rogy 6bina NOCTPOEHA HA OCHOBHOM Maee
cepuana: Cmewapukn — obpsle NONOXUTENbHbIE
LETCKMe repou, koTopblie 0By4aioT U BOCTIUTLIBAIOT
pebEHka B Ayxe TONEPAHTHOCTH, ONTUMM3MA, Aobpa,
CO3MAAHMA U HECYT PAAOCTb, MPA3AHMK, SPKHUE HE3A-
ObIBAEMbIE BNEYATNEHUS B XM3Hb peBEHKA.

MNpu aHanuse uHTEpPecos noTpebuTeneit CTano ACHo,
4TO AeTCKMX NpasaHmnkos B Poccun nposoautcs He
TAK MHOMO, 0cO6eHHOro B pernoHax. Mo otku-

Ky QyAMTOPUM CTANO OYEBUAHBIM, YTO CTPATErMS
PEKIAMHOM KaMNAHUK BEIBPAHA MPABUIILHO: MHOTHME
pervioHsl Poccun 30npalumBaioT opraHmusaumio
npasaHnkos co CMELLApUKaMK, O AETH B 3TUX PETUO-
HOX, KAK M BO MHOTUX APYIUX, C HETEPNIEHMEM XKAYT
np1esna NoBUMbIX repoes.

BosmoxHoctn 6paHaa «Cmewapukmy no3sonunu
CO3[ATh NPOEKT MACLITABHOTO CEMEMHOTO LWOY, B
KOTOPOM O6bEAMHUNNCH BCE COCTABSIOLLME HA-
CTOSALLEro NPA3aHUKA: PA3BAEKATENLHAA MPOrPAMMA
C Y4ACTUEM POCTOBLIX KYKOM — MyNbTFEPOEB CEPUANa
«CMeLLapmKn», AEeTCKUIA KMHO3AM, ATTPAKLMOHBI 1
6aTyThl B GUpMEHHON cTunmcTUKe BpaHaa «Cmewwa-
PUKM», KOHKYPCh M BUKTOPMHbI HO 3HAHME MyTbTCE-
puana «CMeLIapmki», Nprssl C NPOAYKUMEN MOA,
6p3Haom «CmeLwapukmy. Takum 06pa3om, OCHOBHAS
npes PeKNamMHON KAOMMNAHUKM — OKYHYTb ieTel B
ATMOCPEPY NPABAHMKA C NIOBHUMBIMU AHUMALMOH-
HbiMu reposimu-CmeLapukamu, Beina HanpaeneHa
HQ PELUeHKE NOCTABNEHHbIX 30AAY MyTEM BOBNEYE-
Hus LLA B pag maclutabHeIx MeponpusiTuii no scei
Poccuu. Mpoaykums nog 6psHaom Cmelwapukm — 310
yactb BonwebHoro, npasaHuuHoro mnpa Cmewa-
PUKOB, KOTOPAS BHOCUT CYOCTHE M PALOCTb B XW3Hb
pebenka. Jllobrmble repon MynbTCEPUaNa CoLLM

C 3KPAHA U NOCENUAUCH B KHUMOX, KYPHAMAX, HO
YNOKOBKE KOCMETUYECKMX CPEACTB W MPOAYKTOB M-
TAHWS, B BUAE UIPYLLEK M APYTMX TOBAPOB ANt AETE,
HOCHILLAR XM3Hb PEBGEHKA MPHUATHBIMM SMOLIMAMM.
Y1066l npasaHuk y pebéHka npuobpetan peansHsle
ouepTaHms — npoekT CMeLLIapuK OpPraHUM30BbLIBAET
KPYMHbIEe SETCKME MEPOMPHUATUA — B LENSX Henocpes-
CTBEHHOTO MPOABUXEHUS BPEHAA U NEPCOHAXEN
CPEeM LeneBoi ayauTopum, 3aKPENIEHUs NO3UTUB-
HOW SMOLMOHQNBHOM NPUBA3AHHOCTU Kk BpeHay y
LEeTeNM U NOANBHOCTU Yy Ux poanTenen. [let Ha Takux
COBBITUIAHbBIX MEPOMPUSTHSIX MOYHAIOT HE TOMBKO
MONOXUTENbHBIE SMOLMM, HO W NOAAPKM, CyBEHM-

Pbl, Y4QCTBYIOT B KOHKYPCOX, BLIMIPBIBAIOT NPM3bl C
npogykumeit nog 6psHaom «Cmewwapmkms. [Nommumo
MeponpuaThit npoekTa « CMELLAPUKM» U NPOAYKLMH
BP3HAA, IOHLIE NOYUTATENM MOTIM PALOBATHLCS MO~
61MbIM reposim B 6OPTOBLIX XypHAnax «Aspodnoty,
«AapodnoT npemmym», «BHyKoBO», B KOTOPBIX M3aa-
TenbCTBO NPoekTa «CMEeLLapuKkiy BEAET 3AHUMATENb-
Hble PyBpyKM AN [OCYra IOHbIX NACCAXUPOB.
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Crparervs KOMMyHM-
Kauuit 6uina paspabo-
TAHA B COOTBETCTBUM C
CHOPMYNIMPOBAHHBIMM
MAPKETUHIOBBIMM LENSMM
1 30aa4amu. B cessm ¢
denepanbHbIM MACLITA-
60M CTpaTEerMn paseuTHs
6p3Haa okono 50%
pecypcoe B MeaMannaHu-
POBAHMMK BBINO yaeneHo
TENEBUAEHMIO, KOTOPOE
[QEeT BO3MOXHOCTb
MOKCHMQIBHOTO OXBATA
QyauTOPMM 30 KOPOTKMHM
nepwom Bpemenm ¢ de-
LepanbHbIM reorpaduye-
CKMM NOKpbITHEM. Tene-
BMAeHWe obecneunBaet
6p3HAY COMYIO HU3KYIO
CTOMMOCTb OfJHOTO KOH-
TAKTA C AYAUTOPUEN U
NO3BONAET UCMONL30BATL
BCE MHCTPYMEHTbI BO3-
LEUCTBUA HO YenoBeKa

— BM3YQUIbHbIE (4TO OUEeHb
QAKTYQnbHO NPU NPOABK-
XEHMM AHUMALMOHHOTO
6p>Haa) v BepbanbHbie.
OaHum u3 cnocobos
NPoABMXEHU BP3HAC
ABNAETCA e)KeﬂHeBHblFi
nokas MynsTcepuana
«CmeLwapukmn» Ha poc-
CUIMCKMX TENEeKaHanNax C
denepanbHOM 30HOM BE-
wanma — CTC, Nomaw-
Hui, Kynstypa, TeneHsiHs.
Takxe 6bina ucnons3osa-
HO HOPYXHAS PEKNama,
pPeKnama B KMHOTEATPAX,
pPasMeLLEHHs B METPO

8 Cankr-lMetepbypre u
Mockse, paano, mogynu
B CNEeUManU3MPOBAHHbIX
uzaaHuax u nybnukaumm
B OBLLECTBEHHO-AEMNOBOM
npecce. 20% 8 meana-
nnaHe 6p3HAG OTBOAK-
NOCh HQ 3NEKTPOHHbBIE
CMW n 6aHHepHoi kam-
naHum B cetu Internet,
KOTOpbIE NO3BONAIOT B
nio60i MOMEHT Mo6omy
30MHTEPECOBAHHOMY
Ly w3 NoBOoi ToukK
MMPQ NOAYYUTL JOCTYN

K uHbopmauuu. MNMopran
6p3Haa «Cmewapmkm»
CTaN COCPEROTOUMEM
CAMBIX OKTYQbHbIX
HOBOCTEW U MHTEPAK-
TUBHBIX NPOEKTOB AR
neteit. BaXHbIM 91EMEHTHOM PEKITAOMHOMN KAMMAHUM
«CmeLuapmkmy (20%) 6bino nposegerne kpynHo-
MOCLUTABHBIX CEMEMHBIX LLOY W MX CMOHCOPCTBO,
CLEHAPMI KOTOPbIX CTPOMACA MO MOTUBAM CEPUAna
«Cmewapukmy. [Ins meponpuatuil 6binu npoms-
BefeHbl GPEHAMPOBAHHbIE ATTPAKLMOHLI, 6ATYTHI,
nHeBMOdHryphl B Buae repoes mynstcepuana «Cme-
LUAPUKM», MUHU-NAGHETAPUIA, MyTbT30, TOPrOBble
NANATKW 1 CYBEHMPHAA NPOAYKLMS.
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BOMJIOLLEHUE B XXU3HL

OCHOBHOU UAEV

TB:

1 Tenepeknama (CTC)

' BpeHanposaHHbiit koHTeHT (Mepeanada ans aeten
«[lomawHme ckaskuy)

M Cnoncopctso (Enkn co Cmewapukamu)

TEHEPAJIbHbI CIOHCOP TYPHE

(%) MErA®@OH

Berpeyaiite yHuKansHbIe aTTpakLMoHL! U aBTOpCKHe

BaryTel CMeluapukoe

, MyNbTU-NYNbTH KUHOTEATD,

CNagocTH Ang ManbILLEN, NanaTky C PaseneyeHnamMmn

W MHOXECTBO [IDYTUX CIOPNDU30E.

Bnepesie! flonroxaannas u nioGumas
KOMHATa CMEeXa C KpMBbIMM 3epkanamu!

B nogapor kaxaomy pedenxy - dnaxok 1 wapk!

FEHEPANLH IR POIHWHEA NAPTHER

sSase

Aetckunit mup

C ET &b M AFA 3 KW HOZB

CMEWAPHKH B BAWIEM FOPOAE:

ABrYCT - OKTAGPb

Papvo:

1 Pagmopexknama (Xut FM. LLoy-Typre Cmewapm-
kos «[pasaHuk B TBOEM ropoae»)

1 Mepuenaaiautr (Mpusbl B KOHKYPCOX 4nst AeTeit,
paamo «Ixo Mockssi 8 ClM16»)

MevarHsie CMU:

1 Toprossie / MNMpodeccroransHsie («Mrponpom»)
1 Motpebutensckue xypHans («Moit kpoxa u 9»)
M Tasetsl «Mo¥t paioH»

Mpamas paccbinka:

1 B neyatHbix usparuax («[denosoit [MNetepbypr)

' Mo anextponHoi noyte (8 pamkax «Knyba apy-
3ei «Cmewapukmy)

PR:

1 Meponpwusatus (MexayHapoaHsIii koHrpecc no
6esonacHocTi fopoxHoro asuxenns, Cl6,
Taspuueckuit geoped)

1 ToBapHbIi an3aitH (6paHao-mobunm B Buge Cme-
LWapuKos)

Ynakoeka (koHanTepckue nspenms)

KuHo (AHMMaumoHHbIe decTUBanM, KMHONOKAS B
KMHOTEATPOX)

Avanorosas:

Online-pexnama (www.mama.ru)

MutepHeT caittel (www.babybrand.ru)

Caritbl coupansHbix ceteit (www.littleone.ru)
Urpel (rpbi, nsgasaemsie npoektom «Cmeluapu-
ki)

Mob6unbHbie Tenedonsl (tapud «Cmeluapukmy)

HapyxHas:

M Peknamubie wuTsl (KapHasan-napaa Ha Hesckom
np.)

1 Topopckor TPAHCNOPT (PEKNamMa Ha TPAHCTOPTE
NAOC TPAHCAALMS MyNbTCEPUANA B MAPLUPYTHBIX
Takcw)



[pyrue: nHesmodurypsl (amametp 6 m) e eune
CmeLuapukos

BbicTaBku:
XXI MexayHapoaHas Mockosckas KruxHas
BbICTABKA-SPMAPKA
«Arpbi v urpywku-2008»
«Spielwarenmesse-2008» (HiopH6epr)
MexayHapoaHbii PEIHOK TENENPOTPAMM M durb-
moe MIPTV-2008 (KaHHsi)

CnoHcopcTBO:
My3bikanbHbIl feTckuin KoHkypc «Hosas Bon-
Ha-2008»
Cemeitnbiit npasaruk «Octpos getcrea»
Jetckuit TeHHmcHbIR TypHp B pamkax SPb Open-
2008

1-as HOLIMOHOJ'IbHOﬂ AeTCKaa npemMusa

Po3HunuHbIe Npoacxu:
Peknama 8 mectax npogax (nnakats u rodppo-
cTomkm B ceth «LeTckuit Mup)
Buaneo (suneoponuku B cetax «[Nepekpectoky,
«Kapycenb)
PazsnekarenbHbie meponpusitus B Mectax npo-
LOX (MPA3mHMKM 1 KOHKYPCHI, ceTb «byksoen»)
MpoapkeHe ToBAPA (MPOMO-AKLMM B CETH
«Okeit»)

NapTusanckas peknama:
CapadanHoe paguo (poautenu, negaroru, no-
KNOHHUKH)

BoBneyeHne KNMEHTOB:
Co3naHHbIN NOTPEBUTENSMIU KOHTEHT (KOHKYPCHI
HO NYYLLMIA CLEHAPUIA NS MyNbTGUIBMA, AU3AMH
ogexas co Cmewapukamu v T.4.)

[Mporpamma nosinbHOCTH

Mporpamma nosnsHoctn «Kny6 apysen Cmewapukms»
PACCYUTAHA HO NOCTOAHHLIX NOTPEGUTEneH
npoaykumu 1 ycnyr nog 6perpom «Cmewapukms.
Unensl kny6a, Nokynas pasnuyHLIE TOBAPHI, yHACTBYS
B KOHKYPCAX W BUKTOPUHAX cO CMeLwapukamu,
NOMy4QaIOT BOHYCHBIE OYKM — «CMELLMHKM», KOTOpPbIE
QKKYMYIMPYIOTCS HO MEPCOHABHOM «CMELLKapTe»
KOXA0T0 4neHa kny6a. 3apabOTAHHBIE «CMELLMHKMY
MOXHO OBMEHUBATL HA PA3NMYHLIE TOBAPSI MOL,
6paHaom «CMeLLapmkny, 3aKa3aTb NO3APABNEHME

c aHem poxaeHus oT CMewapmKkos, TPATHTL
«CMELLMHKM» Ha nopTane npoekta «Cmewapukm»

HQ Y4OCTME B HOBBIX YBIEKATENbHbIX MHTEPAKTUBHBIX
UrPax, Ha MPOCMOTP MPEMbEPHbIX CEPHHI
mynsTunbma u T.4. K konuy 2008 roaa 8 «Knybe
apy3ein CMeLLaprkos» GbiNo 3apercTPUPOBAHO
okono 300 Thic. y4aCTHUKOB.

B 2008 rony cornacHo uccneposanmsm Couno/scan
812 pernorax PP «Cmewapukm» aBnsncs oaHAM 13
CaMbIX NONynsapHbIX aetckux 6psHaos. 90% neten
x0Ts 6bl pa3 cmoTpenu mynsThunsm «Cmelapukmy,
no yacrote NPOcMoTPoB «CMewapmuku» cTosT Ha 1-m
mecte y peten ot 5 po 12 net (Coumo/scan , 2008).
YposeHb sHanus 6paHaa 8 Mockee u C-lNetepbypre
cocrasnsiet 95%, B pernoHax PP 85% (AMK «Mrpo-
npom»). Mo aaHHEM MHPOoPMauroHHoro BonneTteHs
SHaexc B 4-Ky NMAEPOB MO 30NPOCAM B MOUCKOBHKE

8 2008 ropy BOLWKM «CMELIAPUKMY. H1CIO NOSNbHBIX
NOKYNATENe, COBEPLLAIOLLMX MOBTOPHLIE MOKYMKM,
yBenuuunocs B 2 pasa, bnaropaps aktMeHoM pabote
nporpammsl nosnsHocTh «Kny6 apysei Cmelwapu-
Ku», petckon coupmansHoin cetn «Crpana Cmewwa-
PUKOBY, PACLLMPEHUIO ACCOPTUMEHTHOM NIMHENKK
Bbinyckaemsix Tosapos 1o 3000 HanmeHoBaHwit,
TpaHcnaummn cepuana «CMEeLIaprKn» HO POCCUICKMX
TenexaHanax ¢ gepepanbHsiM 0xaatom (Mo aaHHbIM
otpena peknamsl 1 PR TK npoekta «Cmewwapukmy).

B centabpe 2008 roaa aHMMALMOHHBIN cepuan
«CMeLapukmuy CTan NepBbiM POCCUICKUM MyITb-
TCEPUAINOM, KOTOPbIN BbIN KyNNeH aMepUKaHCKOV
komnanweit 4Kids Entertainment gns tpancnsumm Ha
tenekanane CW, nmetowero 100% oxsat tepputo-
pun CLLIA. B 2008 roay o6wmit TosapoobopoT no
6p3Hay «CMeLwaprkmy NPEBLICUN 3aMIAHUPOBAHHbIE
155 mnn. S m coctasun 167 mnn. S (Mo aaHHbIM
orpena peknamsl 1 PR K npoekta «Cmetwapukmy;
Forbes, areaps 2009). Mo panHbim Forbes 6pang
«CmeLuapukmn» sowen B 10-Ky Cambix AUHAMUYHbBIX
poccuitckux 6pP3HAOB, NOKA3AB YPOBEHL POCTA MPO-
nax 3a rog 8 86%. PenepansHas ceTb GUPMEHHBIX
marasuHos «Cmewwapukny» 8 2008 rogy ysenuuunacs
Ha 9 MarasuHoB, BknoYas popmart «shop in shop».
OaHWUM 13 KPYNMHOMOCLUTABHBIX MEPONPUSTUIA ANst Ce-
MEMHOMN QyAMTOPUM CTANO NPA3AHUYHOE LIOY-TypHE
¢ nepcoHaxamu mynstcepuana «Cmewapukmy no 20
ropoaam Poccuun B pamkax dbesepansHoi nporpam-
Ml «Togn cembn 20085.

YenewHbiit ummnax npoekta «CMeLapmkmy, Kak npo-
M3BOLAUTENS YHUKQIbHBIX KAYECTBEHHbBIX TOBAPOB 19
AETEN C NEPCOHAKAMM MOMYNSIPHOTO MyNbTGUNBEMA,
NOAKPENIAETCA LUIMPOKMM ACCOPTUMEHTOM MPO-
AyKunn nog, 6paHaom «CMeLLapmkmy, HaNPABNEHHOM
HO PO3BUTUE AETEN: KHUIM W yu4eBHUKM, HaBOopSI

ANsi TBOPYECTBA, KOHCTPYKTOPHI 1 0ByuaioLLme

Urpbl. YHUKANBHOCTb TOBAPOB 3ALUMLLEHA 3AKOHO-
AOTENbHBIMKM OKTAMM MO 30LLMTE ABTOPCKMX NPAB.
MonoxurensHo Ha ykpennexue penyTaummu 6psHaa
BAMSNA OKTMBHAS GNArOTBOPUTENBHAS AESTENb-
HOCTb, KOoTOpYIO Ben npoekT «Cmewwapmkuy 8 2008
roay: bnarotsoputensHas akums «O6beamHMmcs
paam getein» comectHo ¢ Jetckum Pongom OOH
(IOHUNCE®) & PD; Cemeitroe woy «HeseposTHbie
npukniouerns Cmewapukos 8 Poccun» (Mocksa,
JlyxHukm), Ha koTOpOE BbiNK NPUINALLEHH OKONO
1000 peteit n3 petckux aomos; bnarotsoputenbHbii
KoHuepT ans nepeoknaccHukos (C-MNetepbypr,
JNeposbiit geopew) v MH. ap.

Ha tenesmaeHmn ¢ ycnexom TpaHcmpyioTcs pas-
BUBAIOLLME Nepeaaun ana aeter co Cmelapukamm:
«JomalwmHune ckaskuy, Tenekanan «JomaHmii;
«CmelLuHble NpasaHukuy, TenekaHan «TenexsHsy. K
koHuy 2008 roga eeinywero 135 snusopos mynsTce-
puana «Cmewwapmkny, 7 miH. kHur co Cmeluapukamm
u 3a 2008 rog nposepnerHo 40 kpynHbIX PA3AMYHBIX
MEPONPUATUI A1 CEMENHOMN ayaMTOPKMM NO Permo-
Ham P® c oxsatom okono 5 mnn. yenoeek. Mpoext

eazand

EM TOPO

ke

«Cmewapukmy cran MNaptHepom |-oit Haurorans-
HOW LETCKOMN NPEMMH, KOTOPAs NPUCYXAaeTcs 0cobo
opapeHHbiM aetam B 10 HommuHaLmsX.

Products and Services for Children
Campaign title: Fun in Your Town
Category: Goods for children

Project scale: National

“SMESHARIKI” is the only Russian complex animation
brand embracing all areas of interest of preschool-
ers and primary-school-aged kids. Marmelad Me-
dia, LLC as a part of the “SMESHARIKI” Company
Group, has been offering products and services for
children under the SMESHARIKI brand since 2003.
The strategy marketing goal of the brand is to come
up with contemporary national cartoon characters
which would promote ideas of peace and tolerance
among children, and to achieve leadership in the
Russian market of products and services for kids.
Marketing objectives:
awareness enhancement: reaching a 85%
awareness of characters and the SMESHARIKI
brand in regions of Russia and 95% in Moscow
and St.-Petersburg;
increase of loyal customers doing repeated
purchase;
total turnover growth up to 155 million US dollars
in 2008;
To achieve the objectives the following goals were
set:
product range extension up to 3,000 items;
building a federal chain of the branded gift
shops, including “shop in shop” type;
broadcast of the cartoon sequel “SMESHARIKI”
on Russian TV channels which have federal cov-
erage; getfting into foreign television;
implementation of an extensive road show
featuring the SMESHARIKI characters in Rus-
sian cities for families, as a part of the federal
initiative “2008 The Year of Family”. Criteria for
the campaign success were focus on the brand
and its positioning as well as unique and brilliant
performance, maximum attention paid to a visual
and creative part.
Most toys in the Russian market are characters of
foreign cartoons and books. This should not be
considered a negative feature but both experts and
parents are afraid that many foreign characters en-
tail violence and cruelty, thus affecting kid’s psyche
in a negative way. As far as this aspect is concerned,
the SMESHRIKI brand fills in the empty niche — we
have come up with new Russian characters which
promote peace and tolerance and which are in line
with our native culture. Nowadays, their uniqueness
and positive perception by children make these
characters real competitors to foreign brands in the
Russian market.

The brand is targeted at families with children
aged 3-9, having an average and above average
income, living in Russian cities with population
over 100 thousand people. The core of the
target audience is around 2.5 million children
(approximately 11% of the total number) and
around 3.5 million parents (able-bodied people
with a steady income). The main adult consumers
of the SMESHARIKI products are women (85%)
aged 25-35 (60%), having one (65%) or two (35%)
children. Their income is above average (47%) or
average (35%). The targeted children’s audience
includes kids aged 3 -15.
The SMESHARIKI brand is focused on socially active
families in which young well-educated parents aged
23-40 make sure that their children combine leisure
with education, treasure every chance to spend their
free time with the family.
Obijectives of the advertising campaign:
to create a need for products and services deliv-
ered under the SMESHARIKI brand (performance
criterion is a 10% growth of repeated purchases);
to build trust toward the branded products and
services (effectiveness criterion — customers’ feed-
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back, 68% of customers consider our products
“useful”, “kind”, “joyful” and “of a high quality”);
involvement of the TA into the loyalty program
“SMESHARIKI Club of Friends” (effectiveness is
to be assessed by increase of membership up to
300 thousand people);

reinforcement of the positive image of the brand
(performance criterion is the rating of the SME-
SHARIKI cartoon — it rates not lower than 3rd;
events featuring SMESHARIK| are attended by 5
million people, 40 events for the targeted family
audience throughout the country).

The big idea that drove the campaign in 2008 was
based on the key idea of the SMESHARIKI cartoon
sequel: Smeshariks are kind positive characters
which educate children and teach them to be toler-
ant, optimistic, kind and creative, and fill their lives
with fun and unforgettable moments of joy.

Analysis of customers’ needs showed that there is

a lack of events for children in Russia, especially

in regions. Feedback from the audience proved

the choice of the campaign strategy right: a lot of
regions of Russia request events featuring Sme-
shariki; kids look forward to meeting their favorite
characters.

The Smeshariki brand appeared able to come up
with the sweeping family show project comprising

all the necessary parts of a real party: entertainment
featuring life-size puppets — the Smeshariki cartoon
characters, children’s cinema halls, Smeshariki-
stylized amusement rides and trampolines, contests
and quizzes, Smeshariki products as prizes. Thus,

the primary idea — to immerse children in the
atmosphere of a party with their favorite cartoon
characters — Smeshariks, was aimed at achieving the
specified goals by involving the TA in events through-
out Russia. Products under the SMESHARIKI brand is
a part of a magic world of Smeshariki which fills kid’s
lives with happiness and joy. The cartoon characters
can be seen in books, magazines, on packaging for
beauty and food products, they have become toys
and so on, bringing positive emotions into children’s
life. To make a real party for a kid, the Smeshariki
project group arranges large children’s events — to
promote the brand and its characters among the
TA, secure affection of kids and loyalty of their
parents. It is not only positive emotions which kids
get from such events, but a chance to receive gifts,
souvenirs, compete to each other in contests and win
prizes under the Smeshariki brand. Apart from this,
children’s favorite Smeshariki characters can also be
found in on-board magazines like Aeroflot, Aeroflot
Premium, Vnukovo which contain exciting content to
occupy young passengers while flying.

Communication strategy was designed in accor-
dance with the marketing goals and objectives set.
Due to the federal scale of the brand development
strategy, around 50% of media plan is television
which provides maximum coverage of the TA for a
short period of time with a federal geographic cov-
erage. Television provides a brand with the lowest
CPP and allows using all tools to influence people
— visual (which is of high importance for promotion
of an animation brand) and verbal ones. One of the
tools of the brand promotion is daily broadcast of
the Smeshariki cartoon on the Russian TV channels
with the federal transmission area — CTC, Domash-
niy, Kultura, Telenyanya. Outdoor advertising, ads
in movie theatres and subways in St.-Petersburg
and Moscow, on radio, in professional editions and
business press. 20% of the media plan is taken by

electronic Mass Media and banner campaign on
the Internet which give access to the information to
any person in any place at any time. The Smeshariki
web-site is where latest news and interactive projects
for kids are concentrated. The main part of the Sme-
shariki advertising campaign (20%) was implementa-
tion and sponsorship of family shows, with scenarios
based on the Smeshariki cartoon episodes. Branded
amusement rides, frampolines, life size Smeshariki
figures, mini planetarium, cartoon cinema hall, kiosks
and souvenirs were produced for the events.

TV:
Spots (CTC Channel)

Branded Content (Children’s TV program
“Domashniye Skazki” (Home Tales))
Sponsorship (New Year Show featuring
Smeshariki)

Radio:
Spots (Hit FM. Road Show “Fun in Your Town”)
Merchandising (Prizes for kids participating in
contests, radio “Echo of Moscow in SPb”)

Print:
Trade/Professional (“Igroprom”)
Consumer Magazine (“Moya Krokha | Ya” (My
Baby and Me))
Newspaper “Moy Rayon” (My Neighbourhood)

Direct:
Mail (“Delovoy Peterburg” (Business Peterburg))
E-mail (within “Smeshariki Club of Friends”)

PR:
Events (International Road Safety Congress, SPb,
the Taurida Palace)
Product design (Smeshariki-shaped brand
mobiles)
Packaging (confectionery)
Cinema (Animation Festivals, movies in movie
theatres)

Interactive:
Online Ads (www.mama.ru)
Web site (www.babybrand.ru)
Social Networking sites (www.littleone.ru)
Gaming (games released by “Smeshariki”)
Mobile Phone (“Smeshariki” mobile phone rate)

Ovutdoors:
Airport
Billboard (Carnival parade on Nevsky prospect)
Transit (ads on vehicles and broadcast of the
cartoon in commuter vans)
Smeshariki-shaped life size figures ( 6 m)

Trade shows:
XX International Moscow Book Fair
“Games and Toys-2008"
“Spielwarenmesse-2008” (Nuremberg)
The International Entertainment Content Market
MIPTV-2008 (Cannes)

Sponsorship:
Children’s Music Contest “New Wave-2008"
Family Day “Island of Childhood”
Children’s Tennis Tournament within SPb Open-
2008
| National Children’s Prize

Retail experience:
POP (posters and stand-ups at “Detsky Mir”)
Video (videos at “Perekrestok”, “Karusel” stotres)
Retailtainment (events and contests, “Bukvoed”
store)
Sales promotion (promos at “Okey” store)

Guerilla:
Buzz Marketing (parents, teachers, fans)

Consumer Involvement:
Consumer Generated (contests for best
Smeshariki cartoon script, fashion design etc.)

Couponing

The loyalty program “Smeshariki Club of Friends” is
aimed at loyal customers buying the branded prod-
ucts and services. Purchasing products, participating
in contests and quizzes, club members earn bonus
points — “smeshinki” which are accumulated at their
personal “smeshcard” and can be exchanged for
goods under the Smeshariki brand. Club members
can also get Smeshariki to congratulate somebody on
his/her birthday or go on-line and spend “smeshinki”
on new exciting games, latest cartoon episodes etc.
There were around 300 thousand members in the

Club, as of end of 2008.

In2008, according to the Socio/scan research
conducted in 12 Russian regions, Smeshariki was

one of the most popular children’s brand. 90% of
children saw the Smeshariki cartoon at least once;
Smeshariki lead with regard to viewing frequency
among children aged 5-12 (Socio/scan, 2008).
Brand awareness in Moscow and St.-Petersburg is
95% and 85% in regions (AMK “Igroprom”). As per
Yandex newsletter, Smeshariki were among the first
four things most frequently searched for via search
engines in 2008. Loyal customers grew twice, thanks
to the “Smeshariki Club of Friends” loyalty initiative,
children’s social networking “Land of Smeshariki”,
widening of the product range up to 3,000 items,
broadcast of the Smeshariki cartoon on the federal TV
channels (Data from Advertising and PR Department
of the SMESHARIKI Company Group). In September
2008, the Smeshariki cartoon became the first Russian
cartoon sequel bought by the American company
4Kids Entertainment to be broadcast on CW Channel
which has a 100% coverage of the USA territory. In
2008, total turnover across the brand exceeded the
forecast 155 million US dollars and was 167 million
US dollars (Data from Advertising and PR Depart-
ment of the SMESHARIKI Company Group; Forbes,
January 2009). According to Forbes, the brand was in
top ten Russian most dynamic brands, having shown
an 86% sales growth for the year. The Smeshariki
chain expanded by eight new stores in 2008. The
Smeshariki road show embraced 20 Russian cities,

as a part of the federal initiative “2008 The Year of
Family”. Daily audience of the cartoon is over 5 mil-
lion children throughout the country. On September
27,2008, Russian animation cartoon Smeshariki was
launched on the American TV channel CW under the
name “GO GO RIKI”. lts 104 episodes are shown
Saturday and Sunday night prime time. Smeshariki is
the first Russian animation cartoon to be broadcast on
the US television.

A successful image of Smeshariki as a manufacturer
of unique Russian products for kids is supported by

its wide product range aimed at developing children:
books and textbooks, arts & craft kits, construction
sets and educational games. There is a copyright

for the branded products. Positive reputation of the
brand was also contributed to by charity actions
carried out by Smeshariki in 2008: “Let’s Unite for
Children” charity action in association with the Na-
tions International Children’s Emergency Fund (UNI-
CEF) in Russia; a family show called “Unbelievable
Adventures of Smeshariki in Russia” (Moscow, Luzhniki
Sports Complex) attended by around 1,000 children
from orphanages; Charity concert for first graders
(St.-Petersburg, Ice Palace) and so on.

There are successful educational TV programs for kids
featuring Smeshariki: “Domashniye Skazki” (Home
Tales), Domashniy channel; “Smeshnye Prazdniki”
(Funny Holidays), Telenyanya channel. There had
been 135 episodes of the Smeshariki cartoon sequel
and 7 million books with Smeshariki released by the
end of 2008; 40 large events for families in Russia
were carried out in 2008, with approximately 5 million
people covered. The Smeshariki project became a
partner of the | National Children’s Prize which is
given to especially gifted children in 10 nominations.



