rasauia

Mpoaykums U3 msca NTULLbI
PeknamHas kamnaHms:
«BHumanme! Po3bick!»
Kareropus:

PermoHanbHbIN NPOEKT
Macwrab npoekra:
PermoHanbHbIN

BHHMMANRME!
PO3LICK!

80 20108 |

AKIIHA Jll.n_l:

ALV 10 501.08)

BHHMAHHE! BHHMAHHE! BHHMAHHE!
HBbl BEIHIPALH Bhl TPAJIH Bhl REHIPATH
HAKOP KACTPHUIB  suvameome wmsss ABTOMOBHIb!

LEJIA U BARAYU KOMMYHUKALMUOHHOIO
NMPOEKTA «Apraswa upin-usin-usin»
Llenb: Ysenuuenue npogax npogykumn TM «Apras-
wa»
3apgaum:
1) Mosbiwenue oceenomnerHoctTn o TM «Aprasiax»
W NOSNBHOCTY K HEM
2) Ysenuuenwue ponu npoHUKHOBEHW Npoaykummn TM
«Aprasiway Ha NOMKK B MArasuHbl, CynepmapkeTsl
M UHbIE TOUYKM NPOAAX
3) 3akpennenue ueHOBOM NO3MLMM (3adHKCMpOBATL
LIeHbl HO OJHOM YPOBHE C FMABHbLIM KOHKYPEHTOM
W IMAEPOM PbIHKQ)
Kputepum ycnexa kamnaHum (AocTyKeHuUs
uenm)
Yeenuuerue npopax ¢ 3% no 45% ot émkoctu Bcero
PbIHKG Msica NTuupl B YensbuHcke u YensGuHckoi
obnactu;
Yeenuuerue npogax ¢ 3% no 15% ot émkoctn Bcero
pbiHKa Maca nTuubl B Ekatepunbypre.
CnpaBoyHas MHPOPMALMS MO KATETOPUM, PbIHKY,
KOMMQHMK, KOHKYPEHTHOMN cpeae, NpoaykTy (ycnyre)
Ha tepputopun Yenaburckon obnactv npeacrasne-
HO NPOAYKUMS M3 MACA NTMULbI HETHIPEX KPYMHEMLLNX
yuacthmkos peiHka: PABUC (CocHoeckas ntuueda-
6pvKa, IMAEP PbIHKA HA AeHb cTapTa KoMMyHUKaLm-
oHHoro npoekTta u PeknamHoit kamnanuu), HEMNDA
(akTHBHO pa3BMBAIOLLIEECH NPEANPHUATUE, HOXOAS-
LLeecst Ha CTAAMM BOCCTAHOBIIEHMA MPOWU3BOACTBEH-
HbIX MOLLHOCTEH), Yebapkynbckas nTuuedpabpuka
(koMNaHKs, KOTOPAs UMEET YCMELLHYIO AMCTPUOYLMIO
KYPMHOTO AfLA 1 MMEET BO3MOXHOCTb PA3BMBATL
IMCTPUBYLMIO MACA MTULI MO TOM Xe cxeme). M,
cobcTBEHHO, KoMNaHus «Ypanbpornepy, Biageto-
was npasamu Ha TM «Aprasway. besycnosHo,
Pasuc 1 Ha cerogHawHmnin geqb urpok Nel Ha poiHke
KypuHoro maca 8 Yensbuxckoin obnactu. Muoro-
NIETHWI OMBIT PA3BUTHS, CUMNATUM NOTPebUTEneH,
OTPABOTAHHbIE TEXHONOTMM MO3BONSIOT UM BbITb W
OCTABATHLCA NEPBbLIMU.
PerroHanbHbIM pHIHOK OTHOCKTENBHO CBOBOAEH, TAK
KQK B OCHOBHQS NPOAYKLms oaHOM babpukn Hanpae-
NIEHA HA FOPOA-MUITIMOHHUK, MPOU3BOANTENb AEPXKMT
MOHOMOMUIO, KAK MPABUIO, AOBOMLHO BLICOKME LiEHbI
1 YAOBNETBOPAET CNPOC HA OXNCAKAEHHOE MACO.
[Mpoaykums 13 CbIPOro MACa SBASETCS CTPATErMYEeCKu
BAXKHOM W 30HUMAET MO3WLMIO TOKOMOTHBA MPOACX.
B ocHoBe npuHuMna e€ LeHoOoBPA30BAHMS HAXOANT-
Csl 3ABUCUMOCTb OT KoHKypeHTos. Cpeau nprémos
ueHosol 6opbbbl BO3MoxeH aemnuHr. [Npumeua-
TEMbHO TO, YTO AAHHAS KATErOPHs NPOAYKLMM UMEET
HU3KMI KO3DDULMEHT NPUBBINLHOCTH.
MpogykTe nepepaboTku (nonypabpukarts, kynu-
HOPHbIE 30roTOBKM, FTOTOBOS I'IpO,quLlMﬂ) HOXOOATCS B
NPHUOLINEHOM CErMEHTE BBICOKOTO CMPOCA, HO B TOXE
BpeMs 6onee XeCTKOM KOHKYPEHTHOM AMANA30HE.
LleHoobpasosatie [AHHON KATErOPUM OCHOBBIBA-
€TCSl HO LEHHOCTM NPOAYKTA U €ro 3HAYUMOCTH ANs
notpeburens.
TM «Apraswa» asnsetcs Toproson mapkoin OO0
«Ypanbpoiinep» — KpynHEHLWEro NpoU3BoaUTENSs
NPOAYKTOB M3 MSCA NTHLI B YPAIbCKOM PETUOHE.
Mosuuyunonuposanme TM «Aprasiia» ocHoBbl-
BAETCS HA SMOLIMOHASIbHOM YPOBHE: MOCPEACTBOM
MCMOMb30BAHUS ACCOLMALMM C MPOAYKTOM obecne-
UMBOETCH SIMOLMOHANLHAS aTMocdepa Bokpyr TM.
lF'epoii ToproBoi Mapkm — kypuuad «Aprasway
LleneBas ayauropusa TM «Apraswa». B ceasu ¢
NOME3HBIMKU CBOMCTBAMM MACA KYPHLbI M €70 OTHOCK-
TENbHOMW AELEBU3HBI (B CPOBHEHMM C APYTMMM BUAAMM
maca) npoaykumsa TM «Aprasiua» opueHTMpoBaHa
HO MOCCOBYIO rPyMMy NOTPEBUTENEN: MY>XUYMHBI U
xeHwuHbl 30—55 net, cembu € feTbMH, C ypOBHEM
LOXOAA — CPEAHUHM 1 Hxe cpeaHero. preepxeHubl
pa3mMepeHHOro 06pasa XM3HM, TPAAMLMOHHBIX LEH-
HoCTel (6narononyyme Cembi 1 300POBbE AETEl - BO
NOBE LEHHOCTHOTO MO, YyBCTBUTENbHBI K LIEHE.
Crpemsatcs npuMobpeTaTs KQUECTBEHHBIE, HO HE
Loporue NpoayKThl nutaHus. [lna Hux goporo — He
3HQYMT XOPOLLIO.

LLEJIUA PK «BHumaHue, posbick!» U UX LO-

CTUXXEHUE

Llenv v kputepum sddekTMBHOCTH BALEN peknam-

HOW KaMNaHUM

(ans KaKAOM M3 LEner YKaXHTe NPOLEHTbI 1\niu

APYTME NOKA3ATENN: U3MEPAEMBI (KONMYECTBEHHbIN),

NOBEAEHYECKMI, NEPLENTUBHBIA (OLEHOUHBIN)).

Ecnu ueneit, nogaaoumxcs KonuyeCcTBEHHOMY

M3MEPEHHIO, HET, YKaXMTE 3TO B BnaHKe 3as8Ke 1

06A3aTENEHO OOBACHUTE MPUUMHY UX OTCYTCTBUA.....

(nanee no Tekcry ab3aua)

1) MpowukHoserue 8 Henaburck: 80% (oktabpb-
Hos6pb-aekabpb 2008r.); 70% (aHsapb-dpespans
2009 r.)

2) MpucyTcTeue BCero accopTMmeHTa Ha nonke T1:
100% 3aseneHHoro accoptumenta s TT.
3) DddextnsHoe pacnpeaeneHme obbema npo-

80X npogykumm TM «Aprasawway oTHOCUTENBHO
reorpaduueckoro acnekta (45% s Yenaburcke
u obnactu (c 26,5%), 40% B Exatepurbypre
obnactu (c 39,5%), 15% & npounx perrorax (c
34,0%)).

4) JlosinbHOCTb NOTPEBUTENEN K MPOAYKTY: MPOLEHT
NOBTOPHBIX Nokynok = 45%, cpepnuit yposeHsb
ynosnetsoperHoctv = 4,5 (13 5).

O6wuin meana-6rogxer:
no 500 Tbicay gonnapos CLLIA

OcHoeHas naes NpoekTa «Apraawia usin-Lpin-Lsin»
3QKNIOYOETCS B YCTAHOBEHMM NPOUYHBIX QCCOLMALMI
TM «Aprosiua» ¢ NpoaaBaEMbIM MO €€ UMEHEM
MPOAYKTOM.

OcrosHas upes PK «BHumarue, posbickl» csogmtcs

K IOrMYEeCKOMy PA3BUTHIO MAEU NPOEKTA NYTEM yKpe-
MAEHMS BLILLEOMMCAHHbBIX ACCOLMALMI U MCMOMb30BA-
HUA HOBOTO KPEATUBHOIO CTUIIMCTUYECKOTO KOHLENTa
A9 Peanu3aLmm CTUMYNUPYIOLLEN MPOMOCKLMM,
MTOTOM KOTOPOM CTAI PO3bIrPbILL LLEHHBIX MPHU30B.

OcHosHas uaes npoekTa «Apraawa usin-usin-usinl
OCHOBBIBAETCS HO SMOLMOHANBHOM NPUHLMIE MO-
auunoHuposanms TM «Aprasway. Mocne nayderus
MOTPMLbI KOHKYPEHTHBIX MO3ULMI, O TAKXE NpOBe-
LEHUS PSAA MAPKETUHIOBBIX UCCNIEROBAHMIA U GOKYC-
rpynn notpebuTene GLINO NPUHSTO PELLEHUE O TOM,
4to TM «Aprasiua» SOMKHA NO3ULMOHUPOBATLCS

B CBOBOAHOM HULLE — HO YPOBHE SMOLMOHABHOTO
BOCMPUATHS.

[lna Toro, 4To6bI 30PUKCUPOBATH MABHYIO MAEIO
PEKIAaMHOM KaMNaHuu uenesas ayautopms TM «Ap-
rasway 6bina onMcaHa bonee AeTansHo U Noapo6-
HO, O TaKxe BbINM COCTABNEHbI MOPTPETI HEKOTOPbIX
NepPCOHAXEN.

Mapusa UsaHoBHa YTKuUHaA — 41 rog, y Heé asoe
neten — crapwas gous AHa, 20 net u Mnagwmi ceiH
Bukrop, 15 ner.

Mapws paboTaeTt Ha HeBGOMbLIOM HYACTHOM Npea-
NPUATUM PYKOBOAMTENEM OTAENA KAApPoB. B eé
NnoAYMHEHUM HaxoauTcs 2 yenoseka. Bcem otaenom
OHW TPYAATCA HA 6IIAro KOMNAHMK, B LITATE KOTOPOWM
coctout 300 yenosek.

Mapusa MeaHosra paboTaet 5 grelt B Hegenio, ¢ no-
HefenbHUKA No NaTHULy. B natHuuy y Heé kopoTkuit
aeHb — oHun paboTatoT 6es obena, Ho 3ato go 17.00.
B ocransHeie paboune aHm rpaduk paboTsl eguH — ¢
9.00 no 18.00, o6en dukcnposannsin — ¢ 13.00 go
14.00.

Mapws MBaHoBHa xuseT Ha yn. Mapyenko, a pa-
6otaet — Ha yn. Kapna Mapkca. Mapus MeaHosHa
CAMQ HE UMEET BOAMTENbCKMX MPAB, NO3TOMY MOMb3Y-
etcs obLlecTBeHHbIM TPpaHCnopTom. Ho eé myx, Ba-
cunuit [MNeTposny YTKUH, MHOTAA BE3ET CBOIO Cynpyry
Ha paboty Ha asTomobune sy Hekcus, 2003 roga
Bbinycka. Kaxxayio natHuuy, nocne paboTs Bacunuii
MeTtpoewny 3aeaxaeT 30 Mapueit MBaHOBHOM 1 OHKU
smecte enyT B Cynepmapket «MonHus», koTopbii
HOXOAMTCS HEAANEKO OT UX AOMA, YTOBbI 3aKYMUTH
NPOAYKTOB HA BLIXOAHBIE fiHM 1 BCIO PABOUYIO He-
aeno.

[oub AHa yuntcsa Ha 5-om kypce uHCTUTyTa, XuseT
smecte ¢ pogutenamu. CoiH Buta yuntca 8 10-om
KNacce, TOXe XMBET C poanTensmu. Y cembr YTKUHbIX



4-x KOMHATHQA KBAPTUPQ,
60nbLION TENEBU3OP, OAMH
KOMMbIOTEP, OAMH HOYTOYK,
KOX[bIA UNeH CeMbM UMeeT
MOBUNLHBIN TenedoH, cTou-
MOCTb KOTOPOTO Konebnetcs
o1 7 po 12 Thicay py6neit.
BywnuHa UpuHa Anek-
ceeBHa — 30 net, umeet
[IBOMX CbIHOBEW, CTAPLUMA
cbiH 9koB, 7 neT, MnagLmi
coii MBan - 3 roga. Mpuna

— GKTMBHAOS JOMOXO3AMKA,
NOMWUMO YXOAA 30 LOMOM M
cembéit, oHa paboTaeT Ha
oMy, coctaenas Gyxran-
Tepckue OTYETb ANs ABYX
komnawwit. Bcerga nuitaercs
ONTUMM3MPOBATL PACXOLAI
CEeMbM, NO3TOMY BbibUpaeT
KAYeCTBO, HO He NBUT 3a
Hero nepennadnsats. Hukor-
A0 HE NO3BONUT cebe BhITH
13 IOMQ, HE MPUTOTOBMB YXMH
My>Xy Anekceto, KOTOpbIN BO3-
BpALLAETCs C PABOThI KAXbIN
aerb e 19:00. Mpure no-
MOTaeT No XO35MCTBY MAMA,
C KOTOPOW OHWM YACTO XOAST
BMECTe B MArasuH 3a Npo-
ayktamu. MpuHa He umeeT
BOAMTENbCKMX NPAB, NOSTOMY
NoMb3yeTcs OBLLECTBEHHbIM
TpaHcnopTom. B cembe
ByLWwnmnHbIX 0aMH aBTOMOGWIL, BOAUTENEM KOTOPOTO
spnaeTcs Anekcen.

PesenuH Anpgpei Bnagumuposuu — 32 roaa,
MHCTPYKTOP TPeHaxepHoro 3ana. Xonocrt. [etei
HeT. XuséT 0auH, B aperaosaHHom ksapTupe. O6-
LUMTEnbHBIN, NOAPABATHIBAET CTPAXOBLIM AreHTOM,
nepxuT cebs B bopme, CTApPAETCA NUTATLCS NPa-
BUNbHO, COBNMIOAAs AMETY Ans cnopTcmeHos. [oToBuT
cebe cam. 3apabatsisaeTt 8 mecay, 15 Toicay pyGnen.
31MOM OTABIXAET C APY3bMU OIMH PA3 B HEAENIO,
KOK NPaBMAO, B NSTHMLY unu B cy660Ty. B npoayk-
TAX MATAHMA LLEHUT KQ4eCTBO 1 nonbay. Hukoraa He
OyLeT eCTb YMNChI U NPOYYIO BPEAHYIO LA 300POBbS
nuLy.

Jletom AHapeit ¢ apy3bsiMu YOCTO BLIEXKAET HA
npMPORY, AENATb WALLNLIKM U BLINUTL NMBA. JleTom
AHgpen BcTpeuaeTtcs ¢ apysbammu 2—3 pasa B He-
nento. [py3abst y AHapes pasHble — eCTb Te, y KOTOPbIX
CEMbS C IETBMM, ECTb MOTOAbIE CEMENHBIE NAPbI, ECTH
XONOCTHIE, KOK U OH. AHAPEN XOUEeT 3ABECTU CEMbIO 1
OYeHb XOUET [iETEN, HO NMOKA OH HE HALLEN CMYTHULY
xwn3rHu. Kotopas cmorna 6u1 eMy B 3TOM NOMOYb.
OcHosHas naes PeknamHorn kamnanmm «Brmumanme,
posbickl» Bbina NpoarkToBaHA Npasunamu cobniope-
HUSA NPUHLMNG NOCIEA0BATENBHOCTU — SMOLMOHANb-
HQOSl COCTABNAOLLAS AOMXHA BbiNa CTATH OCHOBOM

8 KoHuenuun PK ctumynupytolero xapakrepa.
Mo>ToMy U3HAUANBLHO BbINO OTAAHO NPEANnoYTEHUE
cTapoMy dunocodbckomy sBonpocy «Hro masHee:
Kypurua uim situo2». OTCioaa NOsIBUNMCH MBICIIM O
TOM, YTO B OCHOBE I0GOrO SMOLMOHAMBHOMO BOC-
npusTus Hawen LLA nexut rasHas cemenHas LeH-
HoCTb — feTu. [o3ToMy OT uaeit cospaHus KpeaTnea
KAMMAHWK B CTUIIMCTHKE Tpernepa «Anuo Yaaumy,
6nokbacrepa «B nounckax Aprasium», bonbknopHsix
PYCCKO-HAPOAHBIX CKa30K, unu [omeposckux npowns-
BefeHuit ¢ ucnonbaosarem APTAHABTOB Mbl peLum-
7IM OTKA3ATHLCS W MPULLAK K MPOCTOMY M FTEHUANBHOMY
peLLeHnio — PaskickmueaTh HyxHo ALIO!

Cneunduka Akumm «Brnmarue! Posbick!» no
MEXaHW3My NPOBEaEHHs OTBedYaeT TPeBGOBAHUAM
CTUMYNIMPYIOLLEN IOTEPEMN.

[NanHas kamnanms nposogmnacs s nepuog ¢ 20
asrycra 2008 ropa no 30 Hos6pa 2008 ropa ¢
ucnonb3osaHem KynoHos, umerowmx perncrpaum-
OHHBIIt HOMEP, NOANUCH anpekTopa, neyats OO0
«Ypanbpoiinep» u HaumeHosawwe [Mpuza. Kynows:
NOMELLANMCH B CMNELMASbHLIE NNACTUKOBbIE KANCYNAbI
B BMAE KYPUHOTO ANLA BHYTPM NPORYKLMM (TyLKK
LpINNeHKa BpoMNepa 3aMOPOXEHHOTO/OXIAXAEH-

Horo) Toproeoit mapku «Aprasiway. Tupax Kynoros
209 WwTyk C yKO3QHWEM MOMEHTABHOTO BLIMIPLILLA.
Kpome momerTanbHoro seimrpeiwa MNpusos, yuact-
HUKKM MOMIM HAKOMUTL 10 GpUPMEHHBIX MAKETOB OT
NPOAYKLMKM TOPrOBON MAPKK «Apraswia» n obmeHsTs
Ha NpoaykToBbI Habop «KypuHoe n3bpaHHoe».
YuactHukom Ctumynupyiolen notepen morm 6uiTb
dusmnueckme nuua ctapwe 18 net, noctoaHHo npo-
xusaowme 8 Poceurickon Pepepaumn. K yuactuio
8 CTumynupyioLen notepee He gonyckanuce: 1)
paboTHukn Komnanuu u nuua, npeactaensiowme
nHTepect KoMnaHmm, a TakxXe YneHsl ux cemeit;

2) ML, NPHU3HOHHLIE B YCTAHOBNEHHOM MOPALKE
adbdunmposarHbimm ¢ Komnarueit; 3) paboTHMkm 1
NPEACTABUTENN TPETUX NLL, UMEIOLLWX LOTOBOPHbIE
oTHowweHus ¢ KoMNaHWeR, 1 cBA3aHHbIe C opra-
Huzaumen u/unm nposenernem CTumynupyioLuen
NIOTEPEN, A TAKKE YTIEHBI UX CEMENA.

Kamnamus nposoaunacs Ha Tepputopum Henabun-
cka u YenabuHckoi obnactu.

Mpusosoit doHa kMouan B cebs scero — 5209
npusos: 5000 Habopos «KypuHoe nzbpaHHoe»
(nensmern «Cubupckumer 0,45 kr, Mensmern «Anne-
tutHeiex» 0,45 kr, dbapw kypuHbiit 8 6atore — Tkr);
200 Habopos kactpions (no 3 kactpionu B Habope,
cnorotunom «Aprasway); 8 ceptndukaTos Ha
NoMyYeHUe TYPUCTUHECKMX MYTEBOK HA 2 NEPCOHBI
HomuHanom 50 Teic.py6. n 1 AsTomo6buns JIALA-
KATTMHA x314-63k ¢ ugeto-rpaduueckoi peknamoit
TM «Apraswwa» Ha kanoTe.

Monyunts Habop kacTpions MOXHO BbIN0 B LeHTpe
Bbina4M npusos (nanee LIBIM), kotopuiit Gein opra-
HM30BAH HQ TEPPUTOPUM KOMMNAHUKU-OPrOHW3ATOPA.
LIBM — sto tpeiinep, 306peHnoBaHHbIN B GUPMEH-
Hom ctune TM «Aprasway. ns nonyyermns aaHHoro
NPM3A Y4ACTHUK SOMKEH GblN NPEAbABUTL OPUIMHAN
BLIMIPBILLHOTO KYMOHA W NACMOPT, YAOCTOBEPAIOLLMIA
NMYHOCTbL NobeanTens.

[na nonyuenns Ceptndukara Ha nonydeHue
TYPUCTUYECKOM NYTEBKM HA 2 NEPCOHbI HEOBXOANMO
6bINO CBA3ATLCS C NPM30BLIM ONEPATOPOM (HOMEP
TenedoHa Bbi YKA3AH B BBIMIPLILLHOM KyNOHe).
MpU30BOI ONEPATOP HA3ZHAYAN AATY, BPEMS U MECTO
BCTPEYH 4715 nonydeHus npusa. ns nonyderus
AQHHOTO Np13a npu cebe HeobxoanMmMo GbINO UMETb
OPMIMHAN KynoHa, nacnopT v opuruHan «CenaeTens-
crea MHH».

[ns nonyuerus Astomobuna «JIADA-KANTMHA»
TAKKE HEOOXOAMMO BbINO CBA3ATLCA C NPHU3OBbIM
ONepaTOPOM AR HO3HAYEHUS AATh, BPEMEHM U
MECTQ BCTPEUM Ana nonyyenns npusa. na nonyde-
HUA BAHHOTO Npu3a Npu cebe Heobxoanmo Beino
MMETb OPMIMHAN KyNoHa, nacnopt 1 «Ceuaetenscrso
MHH>» B opuruHane.

/)

[ns nonyuenns npoayktoeoro Habopa «KypuHoe
13bpaHHoe» Heobxoarmo Geino cobpats 10 dbup-
MEeHHbIX NakeToB oT npoaykumm Libinnernok-6poiinep
«AprasLay (3aMOPOXEHHBIN/ OXIAKAEHHBIM) 1
obmersats B LIBIM Ha npoaykTossii Habop.

Beigaua Mpu3os ocyLiecTsnsanack B 3aaBreHHbIE
cpoku Akupu, T.e. He nosaHee 30.11.08 .
[Mob6eantens Gbin 0653aH AATL COMMACKE HA TO,

4TO ero umsa, dbamunua n botorpadua moryt GbiTs
ncnonb3osaHsl OpPraHn3aTOPoOM B PEKNIAMHBIX LEensx
(npomo-matepuanax). Mobeautens cornawancs aa-
BATb PEKIIAMHBIE MHTEPBbIO 06 Y4ACTUM B PO3LITPbI-
L€, B TOM Y4MCE MO PAAMO M TENEBUACHMIO U MHbIX
CMW. Mobeputens, BoMIpaBLUMIT ABTOMOGUNL, B
TeuyeHMe rofa He MOXET yAQUTb uBeTorpaduyeckyio
peknamy OpraHM3aTopa, HaHECEHHYIO Ha PA3bIrPbI-
saemblit asTomobmnb «<JTALDA-KATTMHAS.

TB:
Tenepeknama

Papwo:
Paanopexknama

MeuarHbie CMU:
[aseTsl

PR:
Ynakoska

AuanoroBas:
MHTepHeT caitsl
CariTbl coumansHbix ceTen
Mo6unsHeie Tenedoms

HapyxHas:
[opognckon TpaHcnopT
3naHus

Po3HuuHbIE Npoaxu:
Peknama B mectax npogasx
ToBaposegeHne B MArasnHax

MapTusaHckas peknama:
Packneusanue
CapadanHoe pagno
HapyxHbie meana



00 aKuumn B Nepuog akumm "XBOCT" aKkumm
’ HanpaB
Ne| ®okyc-uenb nehe eq.nsm
main.08| noH.08 | non.08 | aer.08 | ceH.08 | okT.08 | HOA.08 | nek.08 | aHB.09
TOHH 911 1040 856 828 1050 1079 891 1033] 1020
"Yenab
WHCK"  |Tbic.py6. 60 225| 69 732 58 305 58 170| 73 599 79 138| 69 166/ 81 076| 79 285
% 25,98 29,96] 29,67 25,71 34,16 32,87 31,9 28,44 29,19
VlgmeHeHwe TOHH 1064 1116 1019 1193 1142 1440 1161 1459 1305
obbema "
1 [npogax n EKaTe,F,J
[0V B O6LIEM MHBYPT" |Tbic.py6. 67 932| 72392 67458 79966| 77476 1025101 92 698 115 813| 97 124]
obbeme
% 30,34 32,15 35,3] 37,06 37,14 43,87 41,57 40,19 37,3
TOHH 1532 1316 1010 1199 882 763,3 741 1139 1171
"TMpoun
pervioH
o ThbiC.py0. 86 605 74 429 59430 71774] 53649 48187 52077 80 121| 81 899
% 43,6 37,88 35,01 37,29 28,7 23,25 26,52 31,37 33,5
2 |UameneHmne "Llen";|6
cpeaHeit ueHbl | MHCK
npoaax py6/kr 66,07| 67,04 70,28 73,34 77,63 78,52 77,73
3 |Mokasatens "Yers6
npeacTaBneHH MHCK"
ocTn % 41,5] 44 43,5 63,45 58,62 53,1 53,33 56| 57,33
4 Mokasatens |"Yens6
0CBENOMIMEHH |MHCK"
ocTU % 62,2 92,5

n.1,n.2 — AQHHbIE QHAUTMYECKMX MATEPUONOB
YMPOBNEHYECKOTO Y4ETA KOMMAHWM, OTYETHI 4O~
NONHUTENbHBIX BO3MOXHOCTEN nporpammsl 1C.
M3 npeacTtasneHHbIX AaHHBIX MOXHO ChOPMYM-
POBATH BLIBOL, YTO C NOMOLLBIO PEKNAMHOM aK-
UMM, TPOBOAMMOI HA TeppuTopuu 1. Yenaburcka,
KOMNQHWSA YBENMUMNQ CPEAHIOIO LEHY NPOAAX
B ropoge. 3aMETHA NONOXMTENLHAR AUHAMUKA
CTPYKTYPbI NPOAGXK KOMNAHMM, NPOU3OLLN NEpe-
pacnpeaeneHus, nyTem COKPALLEHUA OTIPY30K «B
NPOYME PEMMOHBI» (TO ONTOBLIE 3BEHBA OTIPY30K
no 6onee HU3KOM LEHE) W yBENMYEHWS NPOAAXK
Ha TeppuTopMK r.4ensbuHcka, rae KOMNAaHUs AB-
NSETCA PE3ULAEHTOB U MOXET AUKTOBATL YCNOBHS
no ueHe.

n.3 — AQHHbIE MO NPEACTABAEHHOCTH (TPOHUKHOBE-
Huio) nposykumn TM «Aprasiia» B TOProebix Tou-
kax ropogaa Yenaburcka. Exemecauro komnarms
«Ypanbpoinep» NpoBOAUT MOHUTOPWHT PbIHKA
MACa NTUubl B r.HensbuHcke, rae MaTeprans no
NPEeACTABNEHHOCTH ABNAIOTCA OAHUM U3 OTHETHbIX
610KOB MOHUTOPUHTA. B x0a€e akumm 1 B «xsocTe
QKLUMW» Mbl HOBIOAAEM NONOXUTENBHYIO AMHAMM-
ky. C NOMOLLbIO aKLMM, YAANOCh PELINTL BECOMA
CNOXHble 30004K: YBENTUYNTL 3HAYUTENBHO (I_IOl-lTM
Ha 10py6) cpeaHioo LeHy Npoaa, Npu 3Tom
HE YPOHUTb NOKA3ATENN NPEACTABNEHHOCTU U
AOCTHYb MPUPOCTA MPOAAXK. (MPUIOKEHUE: MOHM-
TOPMHT PbIHKA MSICO MULLBI U NPOLYKTOB MACHOM
nepepaboTtku g r. Hensburcke 3a 2008 rog,
NOATOTOBNEHO HE3ABUCUMBIM MAPKETUHIOBbIM
arentcTBom «MapketuHr Muayctpusy)

n.4 — LOHHBIE MOPKETUHIOBLIX MCCNEROBAHUMA «ATpH-
6yTbl BHIGOPA TOProBLIX MAPOK (OCBEAOMIEH-
HOCTb, OTHOLLIEHWE, NPOBHbIE, MOKYMKM, MOCTOSIH-
Hble MOKYMKH)», KOTOPLIE MPOBOAMIUCh SO HAYANA
PEKNAMHOM KAOMMHWM W NOCHE €€ 30BEPLUEHHS.

3a nonroga nokasaress «0CBEAOMIEHHOCTE TM
«Apraway cpemm Hacenerus r. Yenaburcka yse-
nmaunca Ha 30 nyrkTos (¢ 62,2% an 92,5%) (npu-
NOXEHME: MOPKETMHIOBOE UCCIIEAOBAHNE PHIHKA
MACO MMLLLI M NPOAYKTOB MACHOM NepepaboTku
g r. Yenaburcke 3a mait 2008 u gexabps 2008,
NOArOTOBNEHO HE3OBUCUMBIM MAPKETUHIOBbIM
areHTcTBOM «MapkeTuHr Ungyctpus»)

Poultry products

Campaign title: “Attention! Wanted!”
Category: Regional projects

Project scale: Regional

Goal: to increase sales of products of the trade

mark “ARGAYASHA”

Tasks:

1) toincrease public awareness and interest in the

production of “Argayasha” and customer's fidel-

ity.

to increase share of products entry to the

supermarkets, stores or other places where our

products are sold.

3 1o fix the position of prices (fix prices on the same
level with the main competitor and the market
leader)

Success criteria of the company (achieve-

ments)

Increase of sales from 3% up to 45% of the poultry

market capacity in Chelyabinsk and Chelyabinsk

region;

2

Increase of sales from 3% up to 45% of the poultry
market capacity in Yekater

Inburg.

Reference information on category, market,
company, competitive environment, produc-
tion (service)

On the territory of Chelyabinsk region poultry
market is presented by four major competitors:
RAVIS (Sosnovskaya pouliry factory, market leader
on the day of launching the communication project
and advertising campaign), CHEPFA (dynamically
developing company that is in the process of restora-
tion of production capacities), Chebarkulskaya
poultry factory (company that successfully distributes
eggs and has capacities to distribute chicken meat
on the same scheme). And actually, the company
“Uralbroiler” that owns the right for the trade mark
“Argayasha” . Undoubtedly, Ravis is the best player
Ne 1 on the poultry market in Chelyabinsk region.
Long-term experience in this field, customers® trust,
mature technology ensure and contribute to the
stable growth and progress in the market.

Regional market is relatively free, as the production
of one factory is targeted at a multi-million-strong
city, it keeps the monopoly of goods, as a rule, keeps
prices at a rather high level and meets the demand
for cooled meat.

Production from the raw meat is of strategic impor-
tance and takes the position of sales locomotive. In
the basis of its pricing principles lies the dependence
on competitors. Among the strategies of the price
war is damping. It is remarkable that the category of
production has low profit index.

The products of food processing (semi-processed
food, half-finished products ready-made food) are in
the profitable segment of the high demand but at the
same time in the tougher competitive range. Pricing
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of this category is based on the value of products
and its significance for the customer.

The trade mark “Argayasha” is the trade mark
of the limited liability company “Ural broiler”, the
biggest manufacturer of pouliry products in the Ural
region.

Positioning of the trade mark “Argayasha” is based
on the emotional level: association with the product
provides the emotional atmosphere about the trade
mark.

Hero of the trade mark — chicken meat of
“Argayasha”

Target group. In connection with the useful quali-
ties of chicken meat and its relative low prices (if
compared with other types of meat), production “Ar-
gayasha” is aimed at the mass group of customers:
men and women of 30-55 years old, families with
children, people with the middle and higher level of
income. People of measured lifestyle, attached to
traditional values (family welfare, children's health
in the centre of the field of values), sensitive to price.
For them expensive is not necessarily good.

1) Entry to Chelyabinsk market: 80% (October,
November, December 2008); 70% (January-
February 2009)

2) Products of all assortment are available on
shelves of stores and supermarkets: 100% of the
regular assortment of the stores and markets.

3) effective distribution of the sales volume of
the production in relation to the geographical
aspect (45% in Chelyabinsk and the region (from
26,5%), 40% in Yekaterinburg and the region
(from 39,5%), 15% in different regions (from
34,0%)).

4) Customers’ fidelity to the production: percent
of repeated purchase = 45%, average level of
satisfaction = 4,5 (out of 5 possible)

Total media budget:
$500 — 999 thousand

The main idea of our campaign “Argayasha chuck-
chuck” lies in the establishment of strong associations
of the trade mark “Argayasha” with the production
sold under its name.

The main idea of the campaign “Attention, Wanted!”
is in the logical development of the project idea by
means of inspiring strong associations described
above and using new stylistically-creative concept
for the realization of motivating promotion action
with the prize drawing at the end.

The main idea of the project “Argayasha chuck-
chuck” is based on the emotional principle of the
positioning of the trade mark “Argayasha ”. After
studying the matrix of competitive positions and

also a series of market research focus-group of the
consumer | was decided that the trade mark should
position itself in the vacant niche — on the level of
emotional perception.

In order to fix the major idea of the advertising cam-
paign the target group of the trade mark was de-
scribed in detail, and here are some of the profiles:
Utkina Maria lvanovna - age 41, has 2 children.
The elder daughter is 20, the younger son Victor is
15. Maria works in a small company in the position
of the head of the personnel department. She has 2
subordinates. All their staff in the department does
their best for the company which has 500 employ-
ees. Maria works on a daily basis 5 days a week
from Monday to Friday. On Friday she has short day,
they work without break for lunch but the working
day lasts till 5 p.m. In the rest of the week she works
from 9.00 1ill 6 p.m., break for lunch is fixed-from THill
2 p.m.

Maria lives on the Marchenko Street and works on
the Kal Marx Street, she has't got a driving license.
That is why she has to use public transport. But her
husband, Vasiliy Petrovich Utkin, sometimes drives
his wife by car Daewoo Nexia, produced in 2003.

Every Friday after work Vasiliy Petrovich picks Maria
up and they go together by car in the direction

of Supermarket “Molniya”, which is located not

far from their house in order to buy products for
weekend and all the working week. Her daughter,
Yana is a fifth-year student and lives with her parents.
Son Vitya studies in the 10th grade and lives with his
parents too. The Utkins family has got the 4-room
apartment, big TV set, a computer, a notebook,
each member of the family has a mobile phone that
is worth about 7—12 thousand roubles.

Bushlina Irina Alekseevna - age: 30, has 2
sons, her elder son Yakov is 7 years old, her younger
son Ivan is 3 years old. She is an active housewife
and apart from looking after her children she works
from home closing the accounts for two firms. She
always tries to optimize the family expenses and
always chooses quality but doesn't feel like overpay-
ing. She never allows herself going out of house
without having prepared the dinner who returns from
work every day at 7 o'clock. Irina’s mother helps
Irina about the house, they often go round shops

for products together. Irina doesn't have a driving
license, that is why she has to use public transport.
The Bushlins family has got one car, driven by
Aleksei.

Rezepin Andrei Vladimirovich — age: 32;
works as an instructor of the fitness center. He is not
married. He has no children and rents an apartment
and lives alone. He is sociable, works part-time as
an insurance agent. He tries to stay fit, eat only the
healthy food and follows the diet for sportsmen. He
prepares the food by himself; he earns 15000 rou-
bles. In winter he rests with his friends once a week,
as a rule, on Friday or on Saturday. He pays much
attention to quality of food and its usefulness. He
would never eat chips and other harmful products
of the kind. In summer Andrei with his friends often
goes out of the city and rest in natural environment,
organizes barbecues and drink beer. In summer

he meets with his friend twice-three times a week.
Friends of Andrei are different- there are those who
have families and children, young married couples
and single men like him. Andrei wants to make a
family and would like to have children but he hasn't
found his life’s companion yet.

The main idea of the campaign “Attention, wanted!”
was prescribed by the rules of observance of con-
sistency concept — the emotional component should
become the basis of the campaign philosophy of
motivating character. That is why initially the priority
was given to the eternal philosophical question:
Which is more important: eggs or chicken? It gave
some food for thoughts about the basis of our emo-
tional perception that is our children, our main family
value. That is why, we decided to refuse from ideas
of creative campaign in the style of trailer “Lucky
egg” or blockbuster “In the search of Argayasha”,
folk-tales or Homer works using Argonauts and pass
over to the simple and brilliant solution-search for

an egg.

The specific feature of the campaign meets the
requirements of the motivating lottery according to
the procedure of implementation.

The current campaign has been conducted in the
period from the 20th of August, 2008 till the 30th of
November 2008 using the coupons with registra-
tion number, signature of the director, and seal of
the limited liability company “Ural broiler” and the
name of the prize. The coupons were located in
special plastic capsules in the form of chicken eggs
inside the products (chicken, broilers, cooled) of the
trade mark “Argayasha”. The circulation of coupons
is 209 items with the instant winning. Apart from

the instant winning the participants could collect 10
brand-name bags produced under the trade mark
and exchange them for the products of the series
“Selected chicken”.

The participants of the stimulating or motivating
lottery can be individuals older than 18 years old
that are residents of the Russian Federation. The
following groups were not allowed to participate in
the lottery: 1) employees of the company and people

presenting interests of the company and members of
their families;

2) those who are considered to be affiliated with the
company;

3) workers and representatives of the third parties
that have contractual relationships with the company
and connected with the organization or the carrying-
out of the stimulating lottery and also the members
of their families.

The campaign was carried out on the territory of
Chelyabinsk and Chelyabinsk region.

The prize fund included all in all 5209 prizes: 5000
sets “Chicken selected” (meat dumplings pelmeni
“Siberian” 0,45 kg, pelmeni “Delicious” 0,45 kg,
minced chicken meat in the roll =1 kg); 200 sets

of pans (3 pans in one set with the logo of “Ar-
gayasha”); 8 travel certificates for two worth 50 000
roubles and a car Lada Kalina hatch-back with the
graphic colored ads of the trade mark “Argayasha”
on the hood.

Prize-winner could get the set of pans in the centre
of presents distribution which was organized on

the territory of the company-organizer. They were
distributed from the trailer, branded in the style of
the trade mark “Argayasha”. To get such a price a
participant had to present the original of the coupon
and passport that certify his / her identity.

To get the travel certificates for two it was necessary
to get in touch with the prize operator (the telephone
number was indicated in the coupon). The prize
operator designated the time, date, place for getting
the prize. To get such a prize it was needed to have
the original of the coupon, passport, “certificate of
the taxpayer number” in the original.

To get the car a prize-winner had to get in touch with
the prize-operator. The prize operator designated
the time, date, place for getting the prize. To get
such a prize it was needed to have the original of
the coupon, passport, “certificate of the taxpayer
number” in the original.

To get the set of products “Chicken selected” it was
necessary to collect 10 branded bags from the
products made by “Argayasha” (cooled / frozen)
and exchange them for the product set.

The presents were distributed at appointed time of
the action not later than November 11, 2008.

The winner was obliged to give an agreement to use
his surname and his photo in the advertising purpose
(promotion materials). He /she gives a consent

to give interviews about the participation in the
prize-drawing, including interviews on the radio and
television or other media sources. The winner of the
car may not remove the ad from his/her car.

TV:
Spots

Radio:
Spots

Print:
Newspaper

PR:
Packaging

Interactive:
Web site
Social Networking sites
Mobile Phone

Outdoors:
Transit
Place Based

Retail experience:
POP

Guerilla:
Buzz Marketing
Ambient Media



The “tag” of the
Focus-purpose it Meas::ﬁment Before action In the period of action action
Ne May.08 | June.08 | July.08 | August.08 | Sept.08 | Oct.08 | Nov.08 | Dec.08 | Jan.09
tons 911 1040 856 828 1050 1079 891 1033 1020
"Chelyabinsk" Thousand of 79 79
roubles. 60 225 69 732 | 58 305 58170 | 73 599 138 | 69166 | 81076 285
% 25,98 29,96 29,67 25,71 34,16 32,87 31,9 28,44 29,19
Change of sales tons 1064 1116 1019 1193 1142 1440 1161 1459 1305
4 | volume and share "Yekaterinburg" | Thousand of 102 115 97
'\?O}L‘; ge”era' roubles. 67932 | 72392 | 67458 79966 | 77476 510 | 92698 813 124
% 30,34 32,15 35,3 37,06 37,14 43,87 41,57 40,19 37,3
tons 1532 1316 1010 1199 882 763,3 741 1139 1171
“I'Ipoqme" Thousand of 48 81
PervoHs! roubles. 86605 | 74429 | 59430 71774 | 53649 187 | 52077 | 80 121 899
% 43,6 37,88 35,01 37,29 28,7 23,25 26,52 31,37 33,5
Change of the
2 | average selling " Chelyabinsk"
price Roubles/kg 66,07 67,04 70,28 73,34 77,63 78,52 77,73
3 " Chelyabinsk "
Index of entry % 41,5 44 43,5 63,45 58,62 53,1 53,33 56 57,33
4 " Chelyabinsk "
Awareness index % 62,2 92,5

ltem1, par 2 — data of analytical materials of the

management accounting of the company,
accounts of the additional possibilities of the
program 1 C. On the basis of the presented
materials we may conclude that the company

has increased the average selling price in the city

by means of advertising. The positive dynamics
of the selling structures of the company is also
remarkable, rearrangements have taken place,
due to the decrease of dispatches to the “other
regions” (the wholesale links of the dispatches
at a lower price) and increase of sales on the
territory of Chelyabinsk

region, where the

company is the resident

and can dictate the terms

in respect to price level.

ltem 3 — data on the

entry of the products
under the trade mark
“Argayasha” in sales
points in Chelyabinsk.
Every month the company
“Uralbroiler” conducts the
monitoring of the pouliry
market in the city of
Chelyabinsk, where such
materials on the market
entry are considered to
be the reporting block

of the monitoring. In the
process of the action and
in the tag of the action
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we observe the positive dynamics. With the
help of this action we managed to solve rather
complicated tasks: to increase considerably
(almost by 10 roubles) the average selling price,
and at the same time not to lower the entry index
and to reach the increment of sales. (appendix:
monitoring of poultry market and the market of
meat processing in the city of Chelyabinsk for
2008, prepared by the independent marketing
agency “Marketing Industry”).

ltem 4 — data of marketing research “Attributes of
the choice between the trade marks (awareness,

aftitude, testing, regular purchases)”, conducted
before the launch of the advertising campaign
and after its completion. For half of the year

the index of awareness about the trade mark
increased by 30 points (from 62,2 % to 92,5 %)
(Appendix: market research of the poultry market
and the market of meat processing in the city of
Chelyabinsk for May 2008 and December 2008,
prepared by the independent marketing agency
“Marketing Industry”).

Opranunzatop akuuu: 000 “Ypanbpoinep”




