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MapketunroBas uens Anbned lonbpa:

CTOTb HOMEP OAMH B CETMEHTE LLOKONAAHbIX MIMTOK
8 Poccum u obuTLCA NMAEPCTBA HO BCEM PbIHKE
wokonagna 8 Poccuu

O630p kateropuu:

PbiHOK Wwokonana 8 Pocciu coctonT u3 Heckomnbkmx
CErMEHTOB: LLOKONAAHLIE KOHPETH B KOPOBKAX,
LLOKONAAHbIE KOHGETLI HO PA3BEC, LIOKONAaHbe 6a-
TOHYMKM, MPEA-YNAKOBAHHLIE MO BECY LOKONAAHbIE
KOHd)eTbI, CE30HHbIE NPEeanOXeHUsa 1 LLUOKONALAHbIE
nnutku. Alpen Gold otHocuTes k cermenTy Wwoko-
napHbix NnTok, kotopas coctasuna s 2007 roay
36,3% oT 06Lero peIHKA LWOKONAAA B CTOMMOCTHOM
soipaxerun (House Hold Panel, Gfk, Poccus, 2008).
CermeHT LIOKONAAHBIX MANTOK BLIPOC HA 2,2% B
obbemHom eeipaxermn ¢ 2006 no 2007 roa, m
3HAYMTENBHO cunbHee — Ha 11,7% — B cTOMMOCTHOM
BbipaxeHuu 3a 31oT xe nepnop (AC Nielsen, 2002-
2007). 910 onepexeHne CTOMMOCTHOTO NOKA3aTens
pocTa nokasarens no o6bemy 06bACHAETCA CTPEM-
neHuem NoTpebuTened NepexkmiounTLCs Ha Gonee
LOPOrve MAPKHM LIOKONAAHBIX MIMTOK MO Mepe poCTa
LOXO0B HACENEHMS.

Cm. rpacuk Nel

CermenT wokonagHbix nantok: B 2006-2007 rogax
mapka Alpen Gold 6bin mapkoi Homep asa B cer-
MEHTE LLOKONAAHbIX MAMTOK C goneit poiHka 14,6% 8
croumoctHom U 17,6% B 06bEMHOM BbIpAXEHUH (MO
utoram 2007 ropa), cnenys 30 30HTUYHBIM BpeHaOM
«Poccuay, npuHapnexawmm komnarun Nestle (noa
3TUM 30HTHYHbIM BPEHAOM BEIMYCKAIOTCS Ciedytolme
9 MAPOK LIOKONAAHbIX MAUTOK: <(r|yTeLJJeCTBMe)),
«Bkyc netax, «Poccumckminy, «CoseplueHcTsoy,
«bnaxencreoy, «Cynapywkay, «<Kode c monokomy,
«Bocropr» u «3onotas mapkay) (AC Nielsen, 2006-
2007).

B cermeHTe LWOoKONaaHbIX MUTOK NPUCYTCTBYET 4O-
CTATOYHO BOMbLIOE KONMYECTBO NPOU3BOAUTENEN

1 BPEHAOB, KOK MEXAYHOPOAHbIX, TAK U FIOKANbHbIX,
poccuiickux. bnaropaps sTomy Ha peiHke Habnopa-
€TCA NOCTOSAHHAS OKTUBHOCTb — 3AMYCK HOBBIX MAPOK,
NOSIBNEHNE HOBUHOK OT PAHEE CYLLECTBYIOLLIMX
MOPOK, PEKNAMHAS OKTUBHOCTb, MPOMO-AKTUBHOCTb.
Camble OKTUBHBIMU MIPOKAMM CETMEHTA, OTHOCSLLM-
MHUCs k ToMy xe, 4to u Alpen Gold, uerosomy cer-
MeHTY (cm. rpadukm Hike) aensiotcs «O6beamnHeH-
Hele KoHauTephbi» ¢ TaKMMM MOpKamu Kak «AneHkay 1
«babaesckuiny, a Takxe komnanus Nestle co ceomnmu
mapkamu Nestle Classic 1 30HTUUHBIM BpeHaom
«Poccusa». Takum 06pasom, CErMEHT LIOKONAAHBIX
MAWTOK BECbMA CUIbHO GPATMEHTUPOBAH, W NPU AO-
BOJIbHO CKPOMHOM POCTE KOK CETMEHTA, TAK U PhIHKA
LIOKONOAA BOOBLLE, POCT AOMM PLIHKA AOXE He-
6OJ'||:UJOFO UIPOKA MOXET MOBJUATL HA A0SO PbIHKA
mapku Alpen Gold snnots fo 3ameanerus unm npe-
KpaLueHus ee pocta. MHorue 13 npouseoauTeneit Ha
PbIHKE LIOKONAAA U B CETMEHTE LUOKOMAAHBIX MINTOK
aKkTMBHO noaaepxusany ceon 6penas 8 2007 roay,
BbIBOAS HOBbIE MPOAYKTHI M 3AMYCKAS PEKNAMHbIE
kamnanmm 8 CMU, B TOM uncne 3oHTU4HbIN BpeHa
«Poccusy», wokonaa Nestle Classic, «kba6aesckuity,
«AneHka».

Cm. rpadmk No2 1 Ne3

MoBeaeHue noTpe6uTenei LLIOKONAAHDbIX
nAMTOK: [TpakThiecku BCe NpoM3BOAUTENH
LWOKONAAHbIX MAUTOK 60p|OTC9| 30 A0SO NOKYMKK B
penepTyape OfHOM U TOM K€ AyAMTOPHH: OKTUBHbIX
notpebureneit wokonaaa (heavy chocolate category
users). DTa kaTeropus MoAeH UMeeT oBbIKHOBEHWE
4ACTO NEPEKIIOYATLCS MEXAY PA3HBIMU MAPKAMM
LIOKONOAQ, MOSTOMY WX ELLE HA3bIBAKOT AKTUBHbLIMM
LLOKONQAHBIMU CBUTYEPAMM (OT QHIMMIACKOTO fO
switch — nepexniouatscs). bopsba naet 3a npoueHT
ot ux BocTpebosaHus mapku (share of requirement),
TO €CTb, 30 OO TOM MM MHOM MOPKM B UX LIOKONAL-
HOM «penepTyape nokynok» (purchase repertoire)
unu «noptdene» (knaccubukaums gana no ATl
Munsopa BpayH, Poccus, puinok wokonaaa, 2008).
Bocnpusitue mapkmu Alpen Gold notpe6u-
TensIMM LUOKOJIaAd U Npobnema, croswas
nepep 6peHaom:

Alpen Gold — nugep B cermeHTe LWOKONAAHBIX
nauTok B Poccuu. Y 3ToM MapKU CROXMNCH MMUEX
COBPEMEHHOTO, MHHOBALWMOHHOIO BpeHaa, npeana-
ratowero 6onsloe pasHoobpasue skycos. Y Alpen

Gold 8 nautouHom noptdene 12 HAUMEHOBAHMHM,
NPMYEM KOK MONIOYHOTO, TAK M TEMHOTO LWOKONAAA

¢ 6oMbLUIMM PA3HOOBPA3UEM BKYCOB U HOUMHOK, OT
TAKWX MONYAAPHBIX KAK KOPEX» UM «OPEX U U3IOM» B
MOSIOYHOM LLOKONQAE, O BECbMA HEOBBIUHBIX, TAKMX
KOK «QnenbCuH 1 BpeHan» B TEMHOM MM «4EPHUKA U1
orypT» B Mono4Hom wokonage. OpHako 4o c1x nop
mHorne socnpuHumaioT Alpen Gold kak MonouHbii
LLIOKONOA C OPEXAaMU Homep oanH B Poccuu, Beab
MCTOPUS YCNexa 3TOro 6peHAa HOUanacs MMEHHO

¢ neyx ero enpos: Alpen Gold ¢ dyHaykom n Alpen
Gold ¢ dyHmykom u ustomom. Mo-npexHemy 311 asa
BMAQ LWOKONOAQ — CAMBIE MONYNSPHLIE B NOpTdhene
Alpen Gold cornacHo aaHHBIM BHYTPEHHWX NTPOACX
(no nanHbiM Kraft Foods Russia). 1o xe nopteepx-
AOETCs KAYECTBEHHBIMU MCCTIERoBaHMAMM: Alpen
Gold socnpuHmnmaetcs notpebutenamu wokonana
KOK MOPKQ LWOKONAAA C OPEXAMM MW C OPEXAMM 1
M3IOMOM, O TAKXE KOK LLOKONOA ANs NIErkoro nepeky-
ca (Mcrounmk: Miccneposarue MmoTMBaumumn crpareru-
4eckoM ueneson ayamntopum ans mapku Alpen Gold,
Atelier Market research, 2007). Mo cpasreruio

C NOANbHBIMW NOTPEBUTENAMM MAPKH, KOTOPLIE
MHOTO MOTPEGAAIOT 1 XOPOLLO 3HAIOT NOPTHEnDb
Alpen Gold, 60nblUMHCTBO aKTUBHLIX NOTPEbUTENEN
LIOKONOAQ — TAK HA3bIBAEMbIE CBUTHEPDI (O OHM W siB-
naloTCA Lenesol ayamtopueit ans mapku Alpen Gold,
T.K. «<OTBEUQIOT» 30 OCHOBHbIE MPOAIKM KATETOPMH)
— He ocsefomneHsl O HOBLIX Bkycax Alpen Gold, He
sHakomsl ¢ noptdenem Alpen Gold, xoTa v sHaoT o
TOM, YTO Y 3TOM MAPKM OH LUMPOKMiA. [lns 3Tux nogeit
Ha cnoHTanHom ypoere Alpen Gold no-npexHemy —
5710 Wwokonag ¢ opexamu. OHW LOBEPSIOT 3KCNepTH3e
MOPKM B TOM, 4TO KOCOETCS OPEXOB, HO COBEPLUEHHO
HEe OcBesOMIEeHb O Apyrmx ekycax (Mcrounmk: Mc-
CnefoBaHNE MOTMBALMK CTPATEIMHYECKON LEeNeBomn
ayamtopum ans mapku Alpen Gold, Atelier Market
research, 2007). B pesynsTare, koraa Mm xoueTcs
LIOKONOAA C YeM-HUBYab, KPOME OPEXOB UM OPEXOB
1 U3IOMQ, BOCTATOYHO BONbLIAR YACTb STUX JIOAEH
naxe He paccmatpueaet Alpen Gold kak mapky,
KOTOPASH MOXET MM MPEANOXMUTb LLIOKONAA 4711 YAO-
BNETBOPEHMUA WX NOTPEBHOCTM B APYrHX HOUMHKOX
(He opexe 1 opexe v U3loMe) U NepekNYaeTCs Ha
koHkyperTos Alpen Gold.

Mpobnema, crossas nepes 6peqpom 8 2008 rogy,
3TO OTCYTCTBUE MOHUMAHMSA 3HAYMMOCTU MOHATUS
«wupokoro noptdens Alpen Gold» ans uenesoit
QyaMTOpMK BpeHaa — aKTUBHbIX NoTpebuTene
LUOKONOAQ, CKIOHHbIX K MEPEKMIOYEHMIO C MAPKM HA
Mapky, D10 03HAYANO ANs BPeHAa HEOBXOANMOCTb
pokasats, 4to Alpen Gold 370 He Tonbko MonouHbIN
LWOKONAA € GYHAYKOM, HO U MHOTO ApYruX NPeKpac-
HbIX BUAOB LIOKONOAA C PA3HOOBPA3HBIMM HAUYMH-
Kamu. B pesynbrate uenesas ayaMtopus 4OMXHA
Ha4aTh nepeknoyatecs He mexay Alpen Gold u
KOHKYPEHTAMM, O MEXAY Pa3nnuHbiMM Baamm Alpen
Gold. Taknm 06pasom, yBenmumnTcs noanbHOCTb
MApKe B LENOM, 1 BLIPACTET NPOLEHT AOSIM MAPKH

B penepTyape notpebnenus (share of requirement)
uenesoi ayamtopmu. Bce 3tu mepel 6yayt cnocob-
CTBOBATb CTAGUILHOMY POCTY MAPKM U 3QHATHIO
FMAEPCKOMN NO3ULMK HO PHIHKE LIOKOMAAHBIX MNTOK,
HECMOTPS HO HEMPEKPALLAIOLLYIOCS AKTMBHOCTb
KOHKYPEHTOB, M BCE OTO — 30 CYET PECYPCOB, YXe
MMetoLLMXCa y BpeHaa — ero LWMpokoro noptdens.

Llenu Ha 2008 rop:
LOCTUYb NIMAEPCTBA B CETMEHTE LLIOKOMAAHbIX
NAWUTOK MO NOKA3ATENO AOMM PHIHKA B O6bEMHOM
BLIPAXEHUM 1 BOCTUYL gonu poiHka 14,9% B
croumoctHom eeipaxermn (AC Nielsen)
30BOEBATL LOBEPUE LIENEBOI AyAUTOPUM KO
scemy noptdenio mapku Alpen Gold (zobutsbes
POCTA PLIHOYHOM AOAM BMAOB Wokonoaa Alpen
Gold, He copepxawmx opexos) (AC Nielsen)
YBENMYUTL NOANBHOCTb MApKe (o6ecneunTs poct
nonu Alpen Gold & peneptyape notpebnenus
(share of requirement) cpean akTuBHbIX NOTPE-
GuTene LWOKONAAA, CKIOHHBIX K NEPEKTIOYEHNIO
¢ mapku Ha mapky (heavy chocolate users-
switchers) ¢ 14,8% (8 2007) no 15,6% (e 2008)
(AT Munsopa bpayH)
NOAAEPXKMBATL CTABUIBHOCTb KITIOYEBbIX UMM~
XEBbIX NOKA3ATENEN, XaPAKTEPH3YIOLLMX BpeHs,



obecneunsaowmx anddepeHLMaLmio Mopkm
Alpen Gold ot koHKypeHTOB, Tak1x Kak «y 3TO
MApPKK 60MbLLOM BEIGOP BKYCOB M HOUMHOKY, «3TO
AIYHLWKit BEIGOP, KOTAQ XOYETCS LIOKONAAAY, KYHU-
KQNbHOE COYETAHME MHIPEAUEHTOBY, KUHHOBALI-
oHHbIlt Bperay (AT Munsopga bpayH)

Llokonan Alpen Gold 6naropaps ceoeit skcnepTuse
B CO3AAHUM PA3HOOBPA3MA COYETAHMI LUIOKONAAA

1 HQUMHOK HaMAYYLWMM OBPA3om cnocobeH yao-
BNETBOPATHL Ni0GbLIE NOTPEBHOCTH B LLOKONAAE — OT
noTpe6HOCTH B NOA3aPAaKe (MeHTanbHOM 1 duanue-
CKO) AO XENAHUA HACIAXAEHUS BKYCOM BO BPEMSA
paccnabnenus.
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Alpen Gold — yxe He nepsbif rog 0auH 13 ca-

Mbix 6OMbLIMX GPEHAOB B LIOKONAAHBIX MINTKAX,
NO3TOMY HEYLAMBUTENBHO, YTO NOTPEBUTENbCKMIA
MHCQOMT, HO KOTOPOM [OMKHA ByAET CTOUTHCA ero
KOMMYHMKQLMSA, LOMKEH BbITb MOHSITHIM WM MPUHATHIM
B6OMbLUMHCTBOM NIOAEN, TO €CTb OH AOMKEH ObITh
npakTuiecku yHusepcaneH. Okasanocs, 4To Takoi
MHCOMT CyLLECTBYET, 1 5TO BbINO NOATBEPXKAEHO KA-
4ECTBEHHBIMW MCCIIEAOBAHMAMM: XENAHUE LLIOKONAAA
Henpeononmo. OHO MOXET 3aCTaTb BAC BPACMIOX,
OHO MOXET NPUATH COBEPLUEHHO HEOXMAAHHO, B
OGO MOMEHT, M Bbl YK€ YyBCTBYETE, YTO FOTOBbI HA
BCE PAAM TOTO, YTOBbI MOMYYUTL TO, YTO BOM CEMYAC
HYXHO.

Ho Bbi yxe 3HOeTe, 4TO peLLeHne ecTb: KOrAa Bam
HECTEPMMMO XOYETCs LOKONAAA, Bam xoueTcs Alpen
Gold, Beab 310 NpesocxoaHoe coyeTaHre npekpac-
HOTO LIOKONAAA W PASHOOBPAZHENLLMX HOUUHOK,

1 OHM CNOCOBHbI YROBNETBOPUTL NI0BOE XenaHue
LLIOKONAAQA, KAKUM 6bl OHO HUM Bbino.

Hy>XHO N1 BaM BOCMOSNHMTL 3NACH SHEPTUN WK

Xe paccnabuTbes, HACTAANTLCA MUHYTKON HaEaUHE
¢ coboit 1 niobumbiM Wwokonagom, y Alpen Gold
HQOMAETCs TO, YTO YAOBNETBOPHT MoGOe BALLE Xena-
Hue. Takum o6pasom GpeHay AaeTCs BO3ZMOXHOCTb
AOKA3QATb, YTO OH HE TOJLKO LIOKONAA C GyHAYKOM,
HO TAKXE LIOKONAL CO MHOXECTBOM APYHX, Npe-
KPACHbIX HOYMHOK W MHTPEAUEHTOB, N3 KOTOPBbIX
MOXHO BLIBMPATL B 30BMCUMOCTH OT xenaHus. Bcé
3TO HANPABNEHO HA TO, YTO6LI NOTPebuTens nepe-
knioyancs BHyTpu noptdens Ansner [onba, a He Ha
NPORAYKTbI KOHKYPEHTOB.

KpearusHas crparerus

B 2008 rogy kommyHukaums 6bina chokycrpoBaHa
HO PA3HOOBPA3KK BKYCOB B NIMHENKE LLIOKONOAA
Alpen Gold, skycos, koTopsie cnocobHbl yaosnet-
BOPUTb MoGbIE WOKONOAHbIE XenaHus. M3 scero
MHOroo6pasua noTpebHOCTe B Lokonaae Gbinu
BbI6PAHBI ABE, CAMbIE OCHOBHbIE: NOTPEBHOCTL BOC-
NOMHUTL 3ANAC PUIUYECKOM U YMCTBEHHOM SHEPMM

B CBO€ YAOBOJIbCTBME...

M NOTPEBHOCTL B PACCNABNEHNM U HACACXKAEHUM
BKYCOM LLOKONAAQ.

Ecnu Bam Heobxoanma noasapaaka, ans Bac B
nuHeike Alpen Gold ects Heckonbko BkyCOB LWOKO-
NAAA C PA3HOOBPA3HBIMU XPYCTALLMU HOUMHKAMM,
AAIOLLMMM MPUIIUB SHEPTUM: OPEXH, UIOM, NEYEHDE,
KyKYPY3HbIE X10Mbs 1 Badnn. A KOraa Bl XOTUTE pac-
CnabUTLCS, HACAAAMTLCS BKYCOM LUOKONAAA HAEAMHE
¢ camum cobo, He oboitncs 6e3 Alpen Gold ¢
M3BICKAHHBIMM 1 HEXKHBIMM HOYMHKOMM: YEPHMKA 1
JOrypT, KNyGHMKA M MOTYPT, KAMYUMHO, ANenbeuH 1
6peray, Tprodens...

Kako# 66l Hut Gbina noTpeGHOCTL B WoOKONage,
KENAHWUE ero HACTONBKO HEMPEOAOIMMO, YTO HUYTO,
KPOME LLIOKONOAT, HE MOXET YAOBNETBOPHTL ero. Ho
KOrAQ HOKOHEL, Bbl 3AMOMYYMIM BALL LUOKONAZ — 3TO
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Korpga xo4yertcs wokonaga

TAKOE HACIAXAEHNE. ..
Llensio kommyrukauumn 8 2008 roay 6bino goHecTy,
yto Alpen Gold — 310 He Tonbko Wokonag ¢ ope-
XQAMM — MYTEM YBENMUYEHUS OCBEAOMIEHHOCTH O Cy-
LLLECTBOBAHMM U JOCTOUHCTBAX APYIMX, HE OPEXOBbIX
skycos Alpen Gold, o6bsicHss, 4To kaXaas 13 AByxX
Gonbwmx nuHeek Alpen Gold, coctoswas s 5 sky-
COB LLOKONOAQ KOXAQAS, YAOBIETBOPAET KOHKPETHYIO
noTpebHOCTb 1 Npy 3ToM BasupyeTcs Ha obLiem ans
Alpen Gold uHcaiite — «korga s xouy wokonaaa, a
XO4y €70 CEMYAC, U HUYTO HE CMOXET BCTATL HO MOEM
nyTu». Takum 06pasom, 3HaHUE LENeBow ayauTopum
0 «6onblwom mHoroobpasmm skycos» Alpen Gold
LOMKXHO 0BPECTH 3HAYEHUE ANs LENEBON AyaUTOPUM
6peHaa C ToUKM 3peHrs NPOBHON U MOBTOPHOM
NOKYMKM.

Mnest nBOMHOM NuHelNku ecTecTBeHHbIM 06PA30M
BU3YQNM3MPYETCA ABYMS NAPANENbHBIMU U306Pa-
XEHUAMM: OIIHO [/151 SHEPTETUHECKON, APYroe — Anf
paccnabnsaiowei nuHeikn. OcHoBHOE M306paxXeHe
ans Alpen Gold, narowero sHepreTudeckux 3apsa,
MMEET YCNOBHOE Ha3BaHKe «MHAMKATOp 3apsakmy, a
4n9 NMHelku, naowen paccnabnerue — «Mogywkay.
B renesnaermn dokyc 6bin Ha skycax Alpen Gold,
paowwx paccnabnenme (TB-ponuk «KoteHok»).
Crpaterus BbiI6Opa KOHANOB KOMMYHUKALMU
Crparerus Bbi6opa KQHANOB KOMMYHWKALWMK Bbina
NOCTPOEHA HA MySbTUMEIUIHOM NOAXOAE, W BKIIOYA-
na B cebsi TENEBMAEHME, HAPYXHYIO PEKIIAMY, MPECCY
u BTL-kamnanmio, obbeanHerHyio coobLieHem o
asoiHom nuHeiike Alpen Gold 1 6asupyiowyiocs Ha
nNaTpopMe HENPEORONMMOrO XENaHHs LLOKONAAJ.
[lns HoMnyuWwero [OCTUXEHMS LENEBOM AyAUTOPHH
Gbinut BEIGPAHbI BLICOKOAPDUHUTUBHBIE KOHASBI, O
MMEHHO!

1. Tenesuaerme — BLICOKOAGGUHNUTHBHBIE TENEKAHA-
bl ¥ TPOTPAMMBI.

Ponuk «Koterok», 25 cexymg, 6bin 8 3dupe B mapTe-
anpene 2008 roga Ha kananax «lepsbiity, NTV,
Poccus, CTC, Domawwmuin, MysTB, 51 kanan. Bropoit
$NanT kaMnaHuM npoLuen ¢ ceHTabps No aekabpb
2008 roga. Kamnanua Habpana 2453 TRPs (uenesbix
NyHKTOB peiTuHra) (cornacHo otyety Mindshare
International no uroram kamnawmm).

[nsa Toro, uto6sl knouesoe obuermne TB-ponuka
BbINIO MAKCUMANBHO SCHBIM W MPAMBIM, POIUK Bbin
NOCBALLEH HE ABYM, G 0aHOI nuHelike Alpen Gold
— paccnabnerune 1 HOCIAKAEHWE BKYCOM LLIOKOMQ-
na. Kpome Toro, 6bin0 peleHo cnons3osaTs STOT
BbICOKO OPPUHUTUBHBIA KAHAM C MOKCUMOTbHBIM
NOKPLITUEM ANt TOrO, YTOBBI 3aMETHBIM 06PA30M
cmecTuTh dOKyC € opexocoaepxatumx ekycos Alpen
Gold Ha ppyryio nuHelKy BKyCOB B 030X LEeneso
QYAMTOPMM, NOKA3ATb BPEHA C APYrOi CTOPOHBI — CO
CTOPOHbI HOCTIAXKAEHUS BKYCOM LIOKONAAQ.

B ponuke «KoteHok» Henpeogonmmoe xenaxme
paccnabutbea u No6anosaTts ceba YEM-TO OYEHb
BKYCHbIM 3AMYCTUIO MEXAHU3M HEMPEOAOIUMOTO
xenanus wokonaaa Alpen Gold. HauonansHoe
TENeBUAEHUE AANO BO3MOXHOCTb 06ECNeUmTb
HEOBXOAMMbIN OXBAT U HE TONBKO AOHECTH MAEIO
HEMPEOAONUMOCTU XENAHHS LUOKONOAT, HO U fO-
KQ3QTb, NOYEMY OHO TAK HEMPEOLONMMO: TONBKO B
TB-ponvke MOXHO NOKA3ATb ANMETUTHENLLEE AEMO
— BKYCHEMLLUMIA MOMOUHBIN LLOKONAA C HOYMHKOM U3
YEePHUKM M NOTYpTa, CNOCOBHbIN AATh HACTOsLLEE
HOCNAXAEHWE BKYCOM M paccnabnenme.

2. HapyxHas peknama

Mocreps 8 Mockoeckom n Cankr-lMetepbyprekom
METPOMONUTEHE (3CKANATOPHBIE MOCTEPI U CTUKEPSI
8 saroHax) mapt 2008

AsTObBYyCHble ocTaHoeku B 15 ropoaax-
MunnMoHHKkax B anpene 2008
3. Kamnahus 8 HaumoHansHoi npecce B BbICOKOAd-
DUHUTUBHBIX XEHCKMX XyPHANOX.

HapyxHas peknama v KOMNaHWs B NPECce NPrU3BaHs
6binn foHecTH naeto asoitHoi nunerikn Alpen Gold.
B MeTpo Bbinu pasmeLLeHbl ABA MAKETA — SHEpre-
TUYECKMI M PACCIABNAIOLMIA — OMH 30 APYTUM.

B npecce nea maketa 6binm obbeamHeHs B OMH,
COCTOSILLUMIA W3 ABYX YOCTEM, UKW XE OHU Pacnona-
TQMIMCh OOMH 3C APYTUM, HO COCEAHUX CTPAHMLAX.

Ha octaHoBkax 4BA 3TUX MAKETA PA3MELLANUCH HO
NPOTUBOMONOXHbBIX CTOPOHAX ynuubl. Bce 310 Bbino
CAENAHO ANs TOro, YTO6b OAHOBPEMEHHO LOHECTH
coobuienre 06 obeux nuHeikax Alpen Gold 1 mak-
CUMM3UPOBATL SPHEKT OT KOMMYHUKALMM.

4. TTL kamnaHus

B 2008 rogy 6bina nposegera npomo-akums «LLo-
KONQAOMAHMS-2» C MEXAHUKOM «cOBepu, NpULLnK 1
BLIMIPQity. Beino Heobxoanmo cobpats 9 ynakosok
ot noboro wokonaga Alpen Gold, npucnats mx

MO YKA3QHHOMY GAPECY, U CTAB OfHWM W3 NEPBbIX
100 000 npucnasLwui, NOAYYUTL FAPAHTUPOBAHHbIN
MPK3 - MASXKHYIO CYMKY. DTA QKUMS CTUMYNIMPOBANA
notpebuteneit npo6osaTs 6oMbLIE BUAOB LLIOKO-
naaa Alpen Gold, Takum o6pasom gocturanacs
uenb — 4aTh NoHaTb notTpebutensm, yto y Alpen Gold
B noptdene — He TOMbKO LOKONAg C GyHAYKOM.
«LLlokonanomarms-2» Gbina aHOHCUPOBAHA HA HA-
LMOHQAIBHOM TENEBMAEHNMU C MOMOLLBIO TAKTUYECKOTO
pomuka B despane 2008 roaa (ponuk «[Mpobkay),
NOCPEACTBOM KOMMYHUKALMM HQ MAYKAX BCEX LLIOKO-
napkax Alpen Gold, 8 uHtepHeTe 1 8 maTepuanax Ha
MECTaX NPOAAX.

Akumio nogaepxuBan TenedoH «ropaye IMHUKY U
npomMo-caiit. B pesynstare Gbino nonyyeHo sHaum-
TenbHo 6onbwe 3annanuposarHsbix 100 000 nucem

¢ ynakoskamu (He meree 150 000, no BHyTpeHHUM
narHeim Kraft Foods Russia).

5. BTL-nopnepxka

NPOMO-AKLMM B MAFO3MHAX, HO YNWLAX, preLu-
MO6bI
B MarasuHax (cynepmapkeTsl M TPOAULMOHHbBIE MO-
rasuHbl) v Ha ynuuax Mockes U psaa perMoHanbHbIx
rOPOAOB MPOMOYTEPLI NPEANAran nioasm yknersl
nzobpaxeHrem aeoitHoi nuHelikn Alpen Gold 1 ase
MMHU-LLOKONAAKMU, MO OAHOW AN KOXAOU NUHENKM
(«anenbcuH u BpeHan» U3 paccnabnIoLLe IMHENKK
1 KAPAXKC U KyKYPY3HbIE XTOMbSI» U3 SHEPreTUIECKOM
FIMHENMKM), O TAKXKE NPUINALLAW NPUHSTL Y4aCTHE
B AKLMM «KYMM 1BE LLIOKONAAKK 13 OBEUX TIMHEEK
nonyuu TpeTbio 6ecnnaTHoY.

B Mockse 1 psge perMoHanbHbIX FropOA0OB MPOLLIK
bneww-mMobbi, C BMAY HANOMUHAIOLLME AEMOHCTPOLMM
nog nosyHramu «[laewws wokonag nogsmly, Ha-
NUCAHHBIMM HO TPAHCNAPAHTAxX. [lemoHcTpaumuu co-
NPOBOXAANMCH CEMMIIMHIOM LUOKONQAQ M MPOXOAMNH
B MeCTax BOMbLIOTO CKOMNEHHSs NIOAEH, TAKWX KaK
Bopobsess ropsl mnn Crapesiit Apbat 8 Mockse.

COMMAUHT Ha GOPTAX COMONETOB



B mapTe-mae u centabpe-pexabpe 2008 ropa Ha
6opTax asuakomnanmm S7 (Cubups) naccaxmpam
BbILOBANCA BYKNET C U306PAXEHNEM ABONHOV
nuneiikn Alpen Gold 1 ase Munmn-wokonagku no 10
rpamm oT kaxaoi 13 asyx nuHeek Alpen Gold. Stor
KQHQI MOKA3aS XOPOLLYIO 3¢ dEKTUBHOCTb, TAK KAK
npY HanMUMK GOMLLIOTO KOAMYECTBA BPEMEHM Nac-
COXMP MOT HACIAAMTLCR WOKONGROM U yrybuTbCs B
coobuieHune oT bpeHaa.

TB:
Tenepeknama

MeuarHbie CMU:
MoTpebutensckue xypHansl

Mpamas paccoinka:
B neyaTHbix M3naHuax (MMCbMa OT y4aCTHUKOB
npomo-akumm «LLlokonanomarma-2»)

Hapy>xHas:
AsponopTel
[pyrue: MeTpo-CTHKepsl, NOCTEPSI HA 3CKANATO-
PAax B METPOMONNUTEHE, NOCTEPLI HO OCTAHOBKAX
0BLLECTBEHHOTO TPAHCMOPTA

Po3HunuHbIe Npoacxu:
ToBapoBepneHWe B MArasnHax

[Mpoansuxenue ToBapa

NapTusanckas peknama:
Yrnuussie rpynnel

Tpajux Nel

O6beM, TOHH

de30HHble
npeanoxexms

31

D7 LIoKONaaHble KOHDETDLI

511 Ha pasBec

H rjpefi-ynaKoBaHHble
lecy WwoKonaaHble

OH(ETbI

7,6 0, 0, 0,
7,9

KONafiHble KOHETDI
Kopo6kax

E LoKkonagHbie

329 29,6 6aTOHUMKM

30,4

Mpomo-akums «LLlokonagomarms-2» Geina
NPOAHOHCMPOBAHA TAKKE HA YNAKOBKE BCEX BULOB
wokonaaa Alpen Gold Ha Bpems aelicTeuns ycnosui
aKumm.

Honsa Alpen Gold B cermeHTe LHOKONAAHBbIX
nnmrok: [ons Alpen Gold 8 cermenTe wokonag-
HbIX MAIMTOK BBIPOCIA B CTOMMOCTHOM BBIPOXKEHMM C
14.6% 8 2007 po 16% 8 2008 (uens & 14.9% 6bina
nepeBbanﬂHeHO), nonsa B O6beMHOM BbIDAXEHNU
seipocna ¢ 17.6% o 19.1%. Sto cpenano Alpen
Gold abconoTHEIM NTMAEPOM B CETMEHTE MINTOYHOTO
LIOKONOAA B OGbEMHOM BBIPAXKEHMM, B TO BPEMS

KOK 10Nt KOHKYPEHTOB AEMOHCTPUPOBANa nnbo
crarnaumio, nMbo nagewue, nMbo ropasno bonee
ckpomubiit poct (AC Nielsen, wokonag 8 nauTkax,
Poccus, 2008 1 2007).

Cm. rpacuk No4 u Neb

[ons Alpen Gold Ha piHke wokonaga 8 06bem-
Hom Beipakermn: Qona Alpen Gold sHauntensHo
BbpOCna. bpeHg noctur nepsoi nosuumm no gone

8 OOBLEMHOM BLIPAXEHMM HA phiHke wokonaaa (AC
Nielsen, peiHok wokonaaa, Poccua, 2008 1 2007).
Cm rpadmk Neb

Poct nonu Heopexocoaepxauumx skycos Alpen Gold
B CTOMMOCTHOM BBIPOXKEHUM: LONS HEOPEXOCOAEPKA-
wmx skycos Alpen Gold 8 cTOMMOCTHOM BbIpAXEHMM
3HQUMTENBHO BEIpOCa no cpasHenmio ¢ 2007 ronom
B cermeHTe wokonagHsix nantok. Cm. rpadmk Ne 7
Poct nonu Alpen Gold 8 peneptyape notpebneHus
(Share of Requirement) uenesor ayautopuu: gons
Alpen Gold B peneptyape notpebnenmns akTusHbIx
notpebuTenei WoKoNana, CKIOHHLIX K NEPeKio-

CTOHMMOCTD, MJIIH.PY®0.

25,0
20,0 q
15,0 4

10,0 4

50 52

41,7 38,5 26 25 26

YEHMIO C MAPKK Ha Mapky ysennuunacs ¢ 14.8% no
16%. D10T Xe nokasarens cpeam Tex, KTO NoKynaet
Alpen Gold Hanbonee yacto (most often buy, loyal
users) Boipoc ¢ 43.7% po 48.2% (AT Muneopa
BpayH, Poceus, poitok wokonaaa, 2008).
CrabunbHOCTb MMUIXKEBBIX MOKA3ATENEN, XAPAK-
TepPU3YIOLWMX BPEHA: B PE3yNnbTaTe KAMNaHMM

2008 ropa Alpen Gold ynanock nogaepxats Ha
HEOBXOAMMOM YPOBHE NokasaTtenu, aubdepeHum-
pytoLme 6peHs OT MOPOK-KOHKYPEHTOB, TAKMX KK
«y 3TO MApPKK GONbLION BLIGOP BKYCOB U HAYMHOKY,
«3TO NyYLWHI BLIBOP, KOTAA XOYETCA LIOKONOAAY,
«YHWMKQIBHOE COYETAHWE MHIPEANEHTOBY, KMHHO-
BAUMOHHbIN Bperay (no cpasreruio ¢ 2007 ropom,
cornacHo uccnegosaruio AT Munsopa bpayH,
Poceus, peiHok wokonaga, 2008).

Cm. rpadmk Ne8

Moka3aTenb «CTOMT 3ATPAYEHHBIX HO HEMO AEHEr
TAKXE BbIPOC, KPOME TOTO, BEIPOC NOKA3ATENb
yROBCTBA U MPUBNEKATENLHOCTH YNOAKOBKM, A TAKXKE
OCBEJOMIEHHOCTb O HAMIMYMK TEMHOTO LLOKONAAA

8 nureiike Alpen Gold and (AT Munsopg bpayH,
Poccus, peiHok wokonaaa, 2008). Cm. Tabamuy Neol.
SddektneHocTts TB-ponmka «Koterok»: TB-ponuk
«KoTeHok» nokasan BbICOKMI ypOBEHb y3HABAE-
MOCTH, OCOBEHHO BO BPEMS BTOPOTO, OCEHHETO
bnaitta. Te, KTO BUAENM PONUK, OXAPAKTEPU3OBANM
€ro KaK NPUSITHBIA M XOPOLLIO NPUBA3AHHLIN K 6peHay.
3anNaHMpPOBAHHbIE COOBLLEHMS O HACIAXAEHMM
BKYCOM, PACCIABNEHNN 1 HENPEORONUMOCTH Xena-
HUs LIOKONAAa Bbinu ycnewHo goHeceHs. Mudop-
MaLMst B ponuke Bbina NpuaHaHa ybeauTensHol 1
penesaHTHOM. (ATI Muneopa bpayH, Poccus, peiHok
wokonaaa, Hos6ps 2008)
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Alpen Gold

Chocolate tablet

Campaign title: Whatever is your chocolate
craving there is Alpen Gold to best satisfy it
Category: Foods

Project scale: National

Alpen Gold marketing goal:

Get the leading position in chocolate tablets seg-
ment in Russia and grow brand to achieve leader-
ship in total chocolate market

Category overview:

Confectionary market consists of several segments:
Boxed pralines, Bulk pralines, Chocolate bars, Pre-
packed pralines, Seasonal offers and Tablets. The
segment, Alpen Gold plays in, is Tablets, which was
responsible for 36,3% of total Confectionary market
in 2007 (according to House Hold Panel, Gfk, Rus-
sia, 2008). Tablets segment grows 2,2% in volume (in
2007 vs 2006) and faster in value 11,7% in (in 2007
vs 2006) due to upgrade trend (consumers switch
to more premium brands due to disposable income
increase) (AC Nielsen, 2002-2007).

See table #1

Tablets segment: In 2006-2007 Alpen Gold was
the second in Tablets segment with 14,6% market
share in value and 17,6% in volume in total 2007
after Nestle Rossiya umbrella brand (with 9 sub
brands under it: Puteshestvie, Vkus Leta, Rossiysky,
Sovershenstvo, Blazhenstvo, Sudarushka, Kofe

s molokom, Vostorg and Zolotaya Marka) (AC
Nielsen, 2006-2007).

Tabauma Nel

2007 2008
B accopTiMeHTe IPUCYTCTBYET TEMHBIH LIOKONIA 40% 47%
OueHb y/106Has yaKoBKa 35% 41%
V 10Ko1a1a NpUBIeKaTenbHas yIakoBKa 34% 39%
CTOMT 3aTpayeHHBIX HA HETO JICHEr 38% 41%

WcToyHunk: ATM Munsopa BpayH, Poccusi, pbiHOK Wwokonaaa, 2008

There are quite a big number of players in chocolate
tablets, both local and international ones, coming
with lots of competitive product proposals. Most
active direct competitors, playing in the same price
segment as Alpen Gold (reflected on charts below)
are United Confectioners with their brands Alyonka
and Babaevsky, and Nestle with Nestle Classic and
Rossiya umbrella. Tablets segment is very frag-
mented and in frames of almost flat market growth
market share increase of even small competitor
might influence Alpen Gold share and prevent it
from growing. Many chocolate confectionery brands
have been active during 2007 with new product
launches and advertising campaigns (Rossija umbrel-
la, Nestle Classic, Babaevsky,

Alyonka).

See table #2 and #3.

Tablet consumer behaviour: All tablets brands are
fighting for share of requirement (in purchase rep-
ertoire) of almost the same target audience — heavy
chocolate category users, who tend to switching
between brands (here and after called Heavy users-
switchers) (as per ATP research, Millward Brown,
Russia, 2008).

Alpen Gold perception on the market and chal-
lenge:

Alpen Gold is Tablets segment leader with the
image of modern, innovative brand, which enjoys
large variety of tastes: 12 tablets SKUs of milk and
dark chocolate with a great variety of tastes and
fillings, starting from the popular SKUs such as nuts
and raisins to very specific ones such as orange and
brandy, or blueberry in yoghurt. However Alpen
Gold is still remembered as the “milk chocolate with
nuts” number one in Russia, which story of success
started with the two nuts SKU: hazelnut and hazelnut

and raisins. These two are still the two most popular
SKUs in Alpen Gold portfolio (according to internal
data from Kraft Foods Russia), which is proved

also by qualitative research: Alpen Gold is mostly
perceived as a brand of chocolate with nuts and/
or raisings and considered as chocolate for a snack
(Source: AG SVC Motivational study, Atelier Market
research, 2007). In comparison with loyal Alpen
Gold users (who know and consume a lot of Alpen
Gold SKUs), majority of Heavy users — switchers
(target consumer for Alpen Gold) are not aware of
new varieties, despite perceiving Alpen Gold as a
brand with wide portfolio. For them Alpen Gold is

a top of mind nuts tablets brand. They do trust AG
expertise in nuts but not aware of other additives/
flavors (Source: AG SVC Motivational study, Atelier
Market research, 2007). In the result when they want
anything outside nuts\nuts & raisins, quite a big per-
cent of them just do not think of Alpen Gold and tend
to satisfy their craving for non-hazelnut SKUs outside
Alpen Gold portfolio, switching to competition.

The challenge for the brand for the year 2008 is to
make Alpen Gold wide portfolio more meaningful
to target consumers - Heavy users-switchers, which
means to prove that Alpen Gold is not only choco-
late with hazelnut, but many other marvelous types
of chocolate. So that in the result target consumers
should switch inside Alpen Gold portfolio, but not
to competition. Thus we will increase loyalty to the
brand on the whole, increase its share of require-
ment in repertoire of the target consumers and
maximize loyalty. All these measures will ensure sus-
tainable growth and help to secure the number one
position in the intensifying competitive environment
by capitalizing on the resources that the brand’s
portfolio already has.



The goals of the year 2008 activity:

to get leadership position on Tablets market in vol-
ume and to achieve 14,9% value share (AC Nielsen)

fo win target audience’s trust in Alpen Gold full
range expertise (achieve non-hazelnuts SKUs market
value share growth) (AC Nielsen)

to grow loyalty (increase Alpen Gold share of
requirement in purchase repertoire of heavy choco-
late users-switchers from 14,8% (in 2007) to 15,6%
(in 2008) (ATP score card, Millward Brown, Russia,
2008)

keep brand image key performance indicators,
which differentiate Alpen Gold from competition,
namely “this brand has great variety of tastes and
fillings”, “best choice when you want chocolate”,
“unique combination of ingredients’, “innovative
brand” (2007 vs 2008, according to ATP study,
Millward Brown)

Creative |dea

Alpen Gold can best satisfy any chocolate craving -
from energy uplift to indulgence - due to its expertise
in creating variety of unique combinations of choco-
late and ingredients/fillings.

Alpen Gold is the biggest tablet brand with the big-
gest audience so no wonder that there was a need
to find an insight that would be universally appeal-
ing to most of people. And that does exist and was
proven during consumer researches: Chocolate
craving is irresistible. It can take you by surprise, it
can occur without a warning, at any moment - and
then you are ready to do anything to get just what
you need. But you already know there’s a solution:
whenever you want chocolate, there’s Alpen Gold
— variety of wonderful combinations of the great
chocolate with various ingredients and fillings, which
are able to satisfy chocolate craving of any kind.
Whether it is a need - to get an energy boost or to
relax, indulge chocolate during me-time - there is
Alpen Gold variety of tastes to satisfy it. Thus we cre-
ate an opportunity for the brand to prove that Alpen
Gold is not only chocolate with hazelnuts, but many
other marvelous types of chocolate for the target
consumers to switch inside Alpen Gold variety and
not to other brands.

Creative strategy

In 2008 communication was focused on Alpen Gold
variety which has everything to satisfy all possible
chocolate cravings. Out of the numerous chocolate
cravings there were selected 2, which satisfy two
main needs in chocolate: need for physical and men-
tal uplift and the need for relaxation and indulgence.
For a moment when you want to get physical and
mental uplift Alpen Gold has got “energetic” range
of chocolate with all sorts of irresistible crunchy and
energy rich fillings — such as nuts, raisins, biscuits,
corn-flakes and wafers. For the moments when

you feel like having some chocolate for indulgence
during me-time you just cannot do without Alpen
Gold “indulgent” range of chocolate with exquisite,
tender fillings: yoghurt with blueberry, yoghurt with
strawberry, cappuccino, orange with brandy and
truffle filling.

Whatever is the need, your chocolate craving is so
irresistible that you want Alpen Gold now and you
can't replace it with anything else. There is a real
pleasure when you satisfy that craving.
Communication goal was to say that AG is not only
chocolate with hazelnut and drive awareness for non
hazelnut SKUs, saying that each range (consisting

of 5 respective SKUs) satisfies particular need and
basing it on strong consumer insight — “when | want
chocolate, | want it right now and nothing can stop
me from this craving satisfaction”. So that in the result
“wide Alpen Gold variety” becomes meaningful to
target consumers.

This idea was visualized by dividing Alpen Gold
variety info 2 product ranges: energetic and indul-
gent one. We called this campaign “Double range
communication”. In the key visual of the campaign
we expressed energetic range with “battery” visual
and indulgent range with “pillow” visual. TVC was
focused on indulgent range communication.
Media strategy

Communication strategy was build on multi media
approach with TV, OOH, Print and BTL campaigns
united by 1 communication message of “double
range”, based on chocolate craving platform.
Highly affinitive media were selected to target the
audience:

1. TV — highly affinitive channels and programs.

The 25 seconds TVC “Kitten” was on air in March -
April 2008 on ORT, NTV, Rossia, STS, Domashny,
MuzTV, 5th Cahnnel. The second flight was in Sep-
tember - December 2008. The TV campaign accrued
2453 TRPs (Mindshare post buy report).

In order to make the message for TV simple and
straightforward, the TV-campaign was responsible
only for “indulgent range” communication. It is ex-
plained also by the fact that we selected this media
with the highest coverage to defocus consumer from
Alpen Gold hazelnut SKUs and to present the brand
from a different, “indulgent” side. TV spot named
“Kitten”, where the need to relax and pamper
oneself with something really delicious, triggered
the irresistible craving for Alpen Gold. National TV
provides the required reach and is the only channel
where it is possible not only to convey the idea of ir-
resistibility of the chocolate craving but also to prove
that irresistibility by demonstration of the product —
delicious chocolate with blueberry and yoghurt filling
— able to give you great pleasure and relaxation.

2. OOH

Metro in Moscow and St. Petersburg (escalator
posters and metro-stickers) March 2008

Bus stops in 15 cities millioners April 2008
3. National print campaign in top high affinity female
titles.

Both OOH and Print campaigns were responsible
for the delivery of “double” range message. In metro
we placed two key visuals — indulgent and energetic
— one next to the other. In print we also combined
them on one page or put on two subsequent pages.
On bus stops these two visuals were placed on

the opposite road sides. This was done in order to
deliver double range message in one time and to
maximize communication impact.

4. TTL campaign

National promo Shokoladomania-2 (collect, send
and win). You needed to collect 9 packs from Alpen
Gold chocolate, send and first 100 000 participants
got guaranteed prize — a beach bag. This promotion
simulated people to try more SKUs from Alpen Gold
and by this mean realize that AG is not only choco-
late with hazelnut. This promotion was announced
with a tactical promo TVC (Feb 2008), on-pack
communication, through internet and on POSM. The
action was supported with hotline and special promo
site. In the result we got much more than the planned
100 000 letters (no less than 150 000, according to
internal data form Kraft Foods Russia).

5. BTL support

Promo in-store, in the streets, flash mobs
Promoters in key accounts and also in traditional
trade and on the streets of Moscow and some
regional cities of Russia proposed to the target audi-
ence the “double range” booklets with 10 gr mini
chocolate bars from each range (e.g. Brandy and
Orange from the indulgent range and Peanuts and
Cornflakes from the energetic range) and invited to
participate in the action “buy 2 tablets (from both
ranges) and get the third for free”.

Flash mobs, made like demonstrations “give
chocolate to people!l” under the slogans on banners,
took place in Moscow and some regional cities in
the places of people concentration (e.g. Vorobyovy
gory and Stariy Arbat in Moscow).

Samplings on planes’ boards
People flying by S7 (Siberia Airlines) airline in March-
May and September-December 2008 were offered
a “double range” booklet with the “battery” and
“pillow” visuals and 10 gr mini chocolate bars from
each range. This channel gave very good targeting
and appropriate atmosphere, when a person has
a lot of time to relax, read the message and enjoy
chocolate.

TV:
Spots

Print:
Consumer Magazine

Direct:
Mail (we received letters from consumers in
frames of Shokoladomania TTLcampaign)

Ovutdoors:
Airport
Other: metro stickers, bus-shelters, metro
escalator posters

Retail experience:
In-Store Merchandizing
Sales promotion (double range layout in store)

Guerilla:
Street Teams (flash mobs)
Sampling / Trial

Promo “Shokoladomania-2” campaign on-pack
communication (on all Alpen Gold SKUs during the
period of the promo campaign)

Value and Volume share in Tablets segment:
Alpen Gold segment value share grew from 14.6%
in 2007 to 16% in 2008 (overcoming the target of
14.9%), volume share grew from 17.6% 10 19.1%
and made Alpen Gold Tablets segment leader in
volume, while the competition demonstrated either
stagnation/decrease or much moderate growth
(volume and value share, Nielsen, Tablets segment,
Russia 2008 vs 2007). See graph #4 and #5
Volume share on total Confectionary mar-
ket: Alpen Gold market share grew significantly.
The brand achieved # 1 position in volume in Total
Confectionary market (volume share, Nielsen, total
confectionery market, Russia 2008 vs 2007)

See graph #6

Non-Hazelnut SKUs value segment share
growth: tablet segment value share of non-hazelnut
SKUs showed substantial growth. See Graph #7
Share of Requirement: Alpen Gold share of re-
quirement in purchase repertoire of heavy chocolate
users-switchers increased from 14.8 to 16, share of
requirement in purchase repertoire of Most Often
Buy (loyal users) increased from 43.7 to 48.2 (ATP
scorecard, Millward Brown, 2008 vs 2007 ).

Keep image KPIs: In the result of 2008 campaign
Alpen Gold kept brand image on the core differen-
tiating key performance indicators: Innovativeness,
Unique combination of ingredients, Variety, The
best choice when you want chocolate (ATP study by
Millward Brown, chocolate marlet, 2008). See graph
#8.

And improved “value for money”, pack conve-
nience/attractiveness and awareness of Dark range
(launched in 2007) key performance indicators (ATP
study by Millward Brown, 2008). See table #1.
Kitten TV performance: “Kitten” TVC which was
on air in 2008 showed high recognition, especially
during the autumn burst. Among those who have
seen the ad, it is perceived as enjoyable and having
strong brand linkage. The desired communication
about indulgence (relaxation) and craving come
through successfully. The delivered information was
seen as persuasive, relevant. (ATP Study, Millward
Brown, Nov 08).
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Table #1
2007 2008
Has bitter chocolate in its assortment 40% 47%
Very convenient packaging 35% 41%
This chocolate has attractive packing 34% 39%
Is good value for money 38% 41%

\ Source: ATP study by Millward Brown, chocolate market, 2008




