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B cermeHTe «Moary3Huku» BCe YHOCTHUKM PbIHKA
3QSBAAIOT O CBOWX NPEUMYLLECTBAX (3QCTEXKM HA
JIUMYYKQAX, OTBEPCTHE AN NYNOYKA, TAHYLLMECS 3a-
CTEXKM, CynepablLLALLMI CNIOW, TAHYLLMMACS NOSCOK
u 1.4.). Mpruem pasHsie Gperap MOryT 3038n8TL 06
OLHUX U TEX Xe NPEenMyLLeCTBAX, YTO HE NO3BONAET
Hawen LA auddeperumposats coobuieHus.

Bella Baby Happy ssnsietcst eamHcraeHHbiM GpeHaom
B CBOEM KATErOPMM, KOTOPbIN KOMMYHULMPYET He
TONbKO NPEMMYLLECTBA, HO M NPH3LIBOET BCTYMUTL
8 Kny6 Baby Happy, T.e. ctats unerHom ocoboro
obuwectsa. B atom knybe mama Harpet ans ceba
MHOTO MHTEPECHOTO, CMOXET MOYYACTBOBATL B
KOHKYPCOX.

Bella Baby Happy — nuhus npoaykTos rurueHs ana
AEeTel, KOTOPAs 3aKPLIBAET BCE NOTPEBHOCTU MONO-
L0V MOMbI P YXOAE 30 PeBEHKOM.

3anaun: Beigennts npoaykt m cepemcel Knyba Baby
Happy cpeam koHKypeHTOB, yBenmunts 06bem
unexcrea & Knybe

Kputepun ycnexa kamnanmu: Yeenuuerme npoaax

3apaumn Ha 2008 rop:

1. pacwmpenme poiHka cobita Ha 70%

2. yeennueHue kaHanos auctpubyumm Ha 80%

3. NOCTPOEHWE 3HAHUS Y HOBLIX MPEACTABUTENEN
LA o kny6e 1 o npogykTe.

Mues npoekta B TOM, 4TOBbI NPUBNIEYL MAMY HE
O4YepeaHBIMM «PULLIKAMI» MOATY3HUKOB, TAKUX CO-
OBLEHUI CIIMLLIKOM MHOTO HQ PbIHKE, O 3QMTH B KPYT
[OBEpUs K MaMe Yepes knyb.

B YCNOBUAX CITOXMBLLETOCA PbIHKA NOANy3HUKOB,
6penay Bella Baby Happy oueHb taxeno 6opotscs
¢ Takumu rurantamun kak Pampers, Haggies, Libero.
Tem e menee, 6pena Bella Baby Happy samsn ceoto
Huwy nonPremium, u akTUBHO NPOMOTHMPYETCH Cpean
cneayowmx LIA:
EepeMeHHble XKEHLWMHbI HO NO3gHUX CPOKAX —
30PAHEE HAYUHAIOT MHTEPECOBATLCA BCEMM
MMEIOLLIMMUCA NPEMTIOXEHUIMM U AENAIOT NEPBO-
HaYanbHLIN BLIGOP
Mamsi 8 Bozpacte 20-35 net, ¢ HU3KMM 1 cpea-
HWUM JOXOAOM — yXe NonpobOoBaANM HEKOTOPLIE
NPOAYKTbl U BbIHECITU ANgd Ce6ﬂ onpeneneHHbe
Tpebosaus. BaxHbim kpuTepuem otbopa sensi-
€TCsl CTOMMOCTb MPOAYKTA.
Bpauw mHekonor 1 HeoHaToONOM — pekoMMEH-
AepbI.
3a cuet wupokoit nuHelikn npogyktos Bella Baby
Happy, 6peHa umeeT BO3MOXHOCTb NOAY4QTb N0-
AMbHBIX MOKYNATENEN U3-30 NPUBS3KK K KAKOMY-TTMGO
NPOAYKTY U3 NUHEMNKM.
[lns monoabix Mam BaxHO, 4To6b NpoaykT obnagan
MOKCHMYMOM MPENUMYLLECTB 1 NPU 3TOM Gbin 40-
CTyneH.
MOHUMAS, KOK CNIOXKHO MOJIOABIM MAMAM COPH-
EHTUPOBATLCA B OTPOMHON MACCE NPEANOXEHHH,
BbIGPATH AENCTBATENBHO OMNTUMANbHDBIA BAOPUAHT,
HE OWMBUTLCA — Mbl TPEANATAEM MM CTATh YIIEHOM
Kny6a, nonyunts 0TBETH HO BCE CBOM BOMPOCHI,
Noy4aCTBOBATH B KOHKypcax. K Tomy xe, Bo Bpemst
LEKPETHOTO OTMYCKQA, XEHLUMHA JIMLLIAETCA 4ACTH
COLMQbHOM KyTbTypbl, OHQ OCTAETCS HAEAWHE CO
csoum cuactbem. Kny6 noaaepxmsaeT xeHwmHy
B STOT CYACTIIMBLIN, HO, TEM HE MEHEE, HENerkui
nepuop ee XnsHu.
Monyyas 8 ceou paasl unera Kny6a Bella Baby
Happy, Mbl npakTudecku cpasy MOXem NepesoanTsb
€ro B padbl NOCTOSHHbIX MOKYNATENEeN.

T.k. Mbl npu3biBaem scTynuTb 8 Kiny6, 1 Tonbko noTom
309BM9EM O NPEMMYLLECTBAX NPOAYKTA, TO KAHAMbI
KOMMYHMKAUUM Bbinn pacnpeaeneHsl Clemyowmm
obpaszom:

Mmunaxesoe pasmelieHue B Hanbonee Ganskmx
uenesor ayautopmm usnanusx: «Jusa. Mo pe-
6eHok», «Cuactnmsbie poauteniy, «Moit kpoxa
A% — UHPOPMALMA O MPEUMYLLLECTBAX.
BGAHHEPHOA MHTEPHET-PEKIAMA HO XKEHCKMX
TEMATUYECKHX CaTax — npuenedenme B Knyb.
KOHTEKCTHOR peknama Ha Yandex
ydactue 8 nporpamme «[Mocobue no rpyaHomy
BCKOPMIMBAHMIO» — BbIAAYQ MOAAPKOB M NPU-
snevenue 8 Knyb
yuyactue B nporpamme «Mocobue ans poaute-
nem» - BbAAYa Noaapkos v npusneverme s Kny6
CEMMIIMHT B POAKOMAX — BO3MOXHOCTb NONpo6o-
BATb NPOAYKT
NoAAPOK NPU NATPOHAXHOM OCMOTPE — BO3MOX-
HOCTb NONPOGOBATL MPOAYKT + NPUBREYEHHE B
Kny6
KoHkypc «[Tpogenku Bawwmx maneiwen» B xypHa-
ne «Jlnza. Moi pe6éHok» - npueneuenme s Kny6
CeMnAMHT B MECTAX MPOAAX - BOZMOXHOCTb MO-
npo6oeatk NpoaykT + npusnederue s Kny6
Moaapok 8 3ATCax npu peructpaumm pebérka —
npusneuerue s Kny6
JlaHHbIE KaHANB KOMMYHUKALMKM OTBEYAIOT BCEM
HOLUMM 30AQY0OM, T.K. Mbl Npuenekaem v e Kny6, 1
HAMPSMYIO BIIUSEM HA MOKYMNATENLCKYIO OKTUBHOCTL
B MAra3MHaX.

MeuarHbie CMU:
Motpebutensckue xypHansi

PR:
Meponpusitus

AuanoroBas:
Online-pexnama
MuTepHeT caitbl

MaprTusanckas peknama:
Camnnunr / Mcnbirarus

[Mporpamma nosinbHOCTH
PacnpocrtpaHerue

Bnaronaps pacnpocTpaHeHuio npoaykumm 8
POA.AOMAX, Mbl TOMY4AEM HE TONMBKO NOANbHbIX
nokynaTenei, Ho 1 NoANbHbIX PaBOTHUL POA.
JOMOB, Y KOTOPbIX €CTb BO3MOXHOCTb OLEHUTH BCE
npeuMyLLLIECTBA NPOAYKTA «B AeicTeum». Lanee,
NOANbHBIE PABOTHULLI POA.AOMOB MOTYT BLICTYNATH
B KOYECTBE PEKOMMEHAEPOB AN POXEHULL, O TAKXE
CBOMX BIIU3KMX.

3apnaum, noctaenenHsie Ha 2008 rog Gbinu ycnewHo
BbINOSIHEHbI 1 NEPEBLINONIHEHbI M COCTABASAIOT Cre-
AyloLpe nokasaTenu:
yeenuyenue poiika cobira Ha 130% ot sanna-
HUpoBaHHoro obvema (nanHeie OOO «BEJITA
Bocrok)
yBenuueHue kaHanos auctpubyumm Ha 120%
oT 3annaHmpoeaHHoro obvema (aarHsie OO0
«BEJITA Bocrok»)
yBenuueHue npoaax Ha 227% ot 3aniaHnpOBaH-
Horo o6bema (aanHbie OOO «bEJTJIA Boctok»)
yBenunyerue konuuectsa uneHos Knyba Bella
Baby Happy Ha 80% no cpasrermio ¢ 2007
rogom (naHHsie OOO «BEJITA BocTok)
Komnanms OOO «benna Boctok» 6bina yao-
croera 3Haka kavectsa “Jlyuwee aetam” B HoO-
MUHAUMK «noary3Hukmy (aanHsie OOO «bENIA
Bocrok)



Bella Baby Haprp

Diapers

Campaign title: Schastye
Category: Goods for children
Project scale: National

In “diapers” segment all market members indicate
their advantages (reusable velcro closures, navel
defense, extending closures, super breathing layer,
extending belt etc.). However different brands can in-
dicate the same advantages that prevent our target
group from messages differentiation.

Bella Baby Happy is the only brand in it’s category
that communicates not only the advantages but also
promotes to join the Baby Happy Club, which means
to become a member of a special community. In

this club every mother can find lots of interesting for
herself and take part in competions.

Bella Baby Happy is the line of sanitary products

for children that meets the requirements of a young
mother when taking care of a child.

Tasks: To stand out the product and Baby Happy
Club services among the competitors,

increase the number of club members

Campaign success criteria: Gain in sales

Tasks in 2008 year:

Extending the outlet on 70%

Increasing the distribution channels on 80%
Building the knowledge about the product and Club
among new representatives of the target group.

The idea of the project is not to catch the mother’s
attention via the next gimmicks on the diapers ben-
efits that is the majority of the market messages but
to win mother’s trust using the club.

Under conditions of the present diapers market it is
rather hard to win such market giants as Pampers,
Haggies, Libero. Nevertheless Bella Baby Happy
brand found it’s nonPremium niche and is actively
promoted among the next target group:
Pregnant women on the last period of pregnancy
— they become interested in all the existing offers
and make the first choice.
Mothers aged 20-35 with low and medium
income — they already tried some products and
pointed some requirements for themselves. The
important product choice criteria is the price.
Gynecologists and neonatologists — the recom-
menders.
Due to the wide Bella Baby Happy product line
brand has the opportunity to get loyal buyers that
become attached to one of the products.
Young mothers find it important for the product to
meet the maximum requirements and to be afford-
able as well. Taking into consideration how hard it
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is for young mothers to orientate themselves in this
huge number of offers, to find the best variant and
not to make mistakes, we offer them to become a
Club member, to get answers on their questions
and to take part in the competitions. Also during
“maternity leave” woman looses a part of social
life and stays all by herself with her happiness. The
club supports woman in this happy but still not easy
period of her life.

Receiving a member of Bella Baby Happy Club
almost at the same time we receive a regular buyer.

As far as we promote joining the club and indicate

the benefits of the product only after that, the com-

munication channels are arranged in the next way:

1. image distribution in the periodicals more
close to the target group: “Liza. Moy rebenok”,
“Schaslivye roditeli”, “Moy krokha | ya” — benefits
information

2. banner advertising on theme women web-sites —
attracting to the club.

3. contextually targeted advertising on Yandex.ru

4. Participation in the programm “Manual on breast
feeding”-giving presents and attracting to the
Club

5. Participation in the program “Manual for par-
ents” — giving presents and attracting to the Club

6. Sampling in maternity hospitals — opportunity to
sample the product

7. Present during home-nursing visits — opportunity
to sample the product + attracting to the Club
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8. The Contest “Your Children’s Pranks” in the “Liza.
Moy Rebenok” magazine — attracting to the Club

9. Sampling in the points of purchase — opportunity
to sample the product + attracting to the Club

10.Present in registry offices when registering the
child — attracting to the Club

The following communication channels meet all our

tasks

Print:
Consumer Magazine

PR:
Events

Interactive:
Online Ads
Web site

Guerilla:
Sampling / Trial

Couponing
Distribution

Due to product distribution in the maternity hospitals
we receive not only loyal buyers but also loyal ma-
ternity hospitals workers who have the opportunity to
appreciate the product benefits “in action”. Further
loyal maternity hospitals workers can play the role of
recommenders to patients and relatives.

Tasks made for 2008 were successfully fulfilled and

exceeded.

Results are the following:
Extending the outlet on 130% from the planned
volume (data provided by Bella Vostok Co, Lmt.)
Increasing the distribution channels on 120%
from the planned volume (data provided by Bella
Vostok Co, Lmt.)
Increasing of 2008 sales plan 227% from the
planned volume (data provided by Bella Vostok
Co, Lmt.)
increasing the number of Bella Baby Happy Club
members on 80% comparing to the 2007 year
(data provided by Bella Vostok Co, Lmt.)
Bella Vostok Co.Lmt was awarded the Quality
Mark “The best for children” in the nomination
“Diapers” (data provided by Bella Vostok Co,
Lmt.)



