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Mapka BAPBEP sasnsetcs opHUM 13 nuaepos pbiHka
UNLTPOB ANst BOABI, CYLLECTBYET HO POCCUMIACKOM
poitke 15 ner.

BAPBEP — uctopuueckuit nuaep peiHka dpunsTpos

4nst Bogbl B Poccum, € HEM3MEHHO XOPOLUMM Kave-

CTBOM NPOMAYKTA M HAYYHOM BA30M, NO3BONSIOLEN

pa3pabaATLIBATL HOBbIE U HOBbIE METOLbI OYUCTKM

BOAbI M 3ALLMTHI 3AOPOBbS NOTPEBUTENEN.

BAPBEP — egnHcTBEHHOS MOpPKQ, KOTOPOS MMEET

B CBOEM ApCeHANne CMeHHbIe KaCCeTbl ANnd PA3HbIX

TMMOB BOAbI — AN OBLINHOM BOAOMNPOBOAHOMN BOAbI,

Ansg oAbl C NOBbILIEHHOM XKEeCTKOCTbtO, Ans soabl C

NOBbILIEHHbIM COAEPXAHMEM XKENnesd, Ans BOfb! C

HepfocTaTkom $Topa.

Kauectso, nocrasneHHoe KomnaHued Bo rmasy yma,

6biNO MO AOCTOMHCTBY OLEHEHO TAKMMM OPraHM-

saumnamu, kak Water Quality Association, National

Sanitary Foundation (NSF). Komnanus Takxe nonyuu-

na ceptudukar ISO 9000:2001.

B 2008 ropy npoaykuns BAPBEP yxe nponaetcs

He Tonbko B Poccun u crpanax CHI, Ho Takke v B

Cep6bun, Manaisumn, @parummn n CLLA.

OcrosHble nosuum BAPBEP sasoesan B cermerte

HUNLTPOB-KYBLUMHOB — HaMBONEE MACCOBOM Cer-

MEHTE NOTPEBUTENLCKUX PELLEHUI MO OYMCTKE BOAbI.

[MpucyTcTaune dunbTpoB ANs BOAL B JOMOXO3SMCTBAX

P® cocrasnset yxe 25,3% (R-TGl Comcon, 2008).

Tpu ocHoBHBIX MapKK GuNLTPOB Anst BoAbl B Poccum —

BAPBEP, Aksadop, BRITA. o 2007 rona sce mapku

061a8aMU HEBBLIPAXEHHON PA3MBITOM KOMMYHMUKALM-

€M, 1 TOBOPUIM NOTPEBUTENIO OAHO U TO Xe.

C 2007 rona BAPBEP sbiaenun anst cebst ocHoBHytO

LIEHHOCTb KATErOPHM — 3ALLMTA 3AOPOBbS, 1 OCHOB-

HbIE YCUIUA BbiNM CAENAHBI B 3TOM HANPABNEHUM. DTO

NO3BOMUNO OTCTPOUTH KOMMYHUKALMIO OT KOHKYPEH-

TOB, M YETKO OMPEAENNUTLCA B CO3HAHMM NoTpebuTe-

neM KaK MapKa, 30LLMLLAIOLLIAN 300POBbE.

BAPBEP xopoLwuo sHakom notpebutenam (nepeas

CMOHTAHHO Ha3BaHHas mapka no POMKP, 2007 u

2008). LienHoctv mapku BAPBEP y notpebureneii:

«CBOS», KPOCCUMICKARY, KHAAEXKHAS», KCO3AAHHOS

CneumanbHO ana MeHa», KMOXHO A0BEPATbY - AAHHbLIE

NoMy4eHbl B Xoae PpOKyC-rpynnoBbiX MCCIEA0BAHMM

npusbiuek U&A (Comcon 2007, UniTech 2008).

B 2008 rony komnaHus umena nepen cobom cnegyio-

e uenm:

1. 3aHsATb U yAEPXMBATL IMAEPCKME MO3MULMN B
PbIHKE BLITOBbIX PUILTPOB At OYMCTKM BOABI C
4ETKOM KOMMYHMKaLMEN B KadecTse mapku Nel
ANt 30LUMTHI 3A0POBBS.

2. CoxpaHuTb BbICOKME TEMMBI POCTA MPOAAXK
bunbTpoB-KyBLUMHOB HA ypoeHe He meree 30%.

3. Passutue anctpubyumu. Mocrpoerue wmpokoi
NPeACTABAEHHOCTH B PO3HUYHbLIX TOPIOBbIX TOY-
KQX.

Llenu pexnamuont kamnarumn Ha 2008 rog Geinut Bbi-

6PaHbI B COOTBETCTBUM C LIENSIMU BCEM KOMMAHMM:
YAEPXATb CAMbIA BBICOKMI B KATETOPHM YPOBEHb
cnonTanHHoi (fop of mind) u noackasaHHowM ns-
sectHocT mapku BAPBEP (Ha yposHe He meHee
15% 1 20% cooTteeTcTBEHHO);
106UTLCA POCTa NOTPEBNEHUA PUNLTPOB-
KYBLUMHOB M NPUCYTCTBUS UX B JOMOXO3ANCTBAX
Poccun He menee, yem Ha 10%;
cospats 06pas mapkm BAPBEP kak «mapku Nel
30LMLLAIOLLEN 300POBLE» POCCHICKUX NOTPEGHU-
Tenewu;

HoctuxeHwe ueneit:

1. Mpupoct npopax dunsTpos kyswmHos 8 2008
rogy coctasun 42% k 2007 roay (nanHsie 3AO
METTSM-TexHonormm);

2. MNepsoe mecTo B peituHre ussecthoctn POMMP
npuHaanexut mapke «bapsep» (18% — no
NepBOit HA3BAHHOM U 24% — OBLWIMI PENTUHT
uzsecTHocTH). B cpasreHumn ¢ npownoit BonHoM,
pentuHr mapku «<bapbep» nognsanca (nnoc 8
nyHkToB). Bropoe mecTo B peittuHre uzsectHo-
cTv npuHaanexut mapke «Aksadopy (16% - no
nepBoit Ha3BAHHOM 1 21% — 0BLMI PENTUHT
“3BeCTHOCTH). B cpasHeHmmn ¢ npoLunoi BonHOM,
PENTUHT MAPKK «AKBADOP» HEMHOTO NOAHSNCS
(nntoc 5 nyHkToB). TpeTbe MecTo genst mopku

«bpura/ Brita» (2% — no nepsoi HA3BAHHOM ¢
4% — 06U perTUHT uzsectHoCTH) u «[eizep»
(2% — no nepsoit Ha3BaHHOM U 3% — 06K
peirtuHr nssectHoctv). POMUP, omumnbycroe
ncenenosarme «[oTpebuTensckuil puiHOK Gpunb-
TPOB 19 ouncTkm Bodsi», 2008

3. [ons [OMOXO3ANCTB C GUIABTPOM-KYBLUMHOM MO
utoram 2008 ropa cocrasuna 25,3% no cpas-
Henuio ¢ 20,3% & 2007 rogy, 4to gano npupoct
kareropum B 25%.

Takxe No JAHHbIM KOYECTBEHHBIX UCCNENOBAHWI B

3 ropopax-munnmonHukax (Mockea, Hosocnbupck,

Camapa) maopke BAPBEP 6binu npucsoers cnegyio-

LMe aTpubBYThI: CBOS, POCCUICKAS, HOAEXHAS, CNELm-

QbHO AN HOLLEH BOAbI, 4151 3ALUMTHI 340POBbS.

O6wuit meaua-6lopxeT:
ot 5 po 10 munnmonos gonnapoe CLLUA

OCHOBHOA MaEA KAOMNAHWUK — 3AHATH B rONOBE
noTpebuTens nosuumio nuampytowwein (baktniecku —
NyYLLEN) MAPKK GUNBTPOB AN BOAHI, 3ALLMLLAIOLLEN
3goposbel

AHanus uHTepecoB nortpeéurenen

MNpu NPOBEAEHNM KAYECTBEHHBIX UCCNEA0BAHMIA
(bokyc-rpynnbl c noTpebuTEnsMI B PA3HBIX TOPORAX
Poccuu) 6bina nonyuera MHGopmaums, 4TO OCHOB-
HOM MOTHB NPHUOBPETEHMS GUILTPOB ANA BOALI — Xe-
naHWe ybepeyb 3H0POBbE OT BO3AENCTBMS BPEAHBIX
BELLECTB COAEPXALLMXCSA B BOLOMNPOBOAHOM BOAE.
MoTpebutensckuit insight — «<Boaa M3-noa kpaHa He
ABNAETCS 300POBOIY, «BOAY M3-MOA KPAHA MUTb HE
pekomeHayeTCa», kBogoNnpoBoAHAS BOAA COOAEPXUT
XNOp, TAXENbIE METAMNbI, U T.4.5.

Takum 0BPA3OM, Mbl PELLIMIM, YTO OCHOBHAS 3QAAYA
MAPKM M LEHHOCTb, C TOYKM 3peHus noTpeburtens, —
3awmTa 3p0poebs. [oTpebutens cumTaeT, 4To BOZO-
NPOBOAHAS BOAA MOXET ObiTb YrPO30#t Ansl 3R0POBbS
(«...nOTOMy UTO Mbl BOMKHBI Gepeyb CBOE 300POBbe,
CBOW OPraHW3M, BOMKHBI O cebe 3a60TUTLCS, 1 O
6NAN3KMX, O POAHBIX, OKPyXaowwmx...»). Mo pesynsTa-
Tam uccnenoeanmns European Health Survey (2005)
59% onpoLueHHbIx XeHLwMH 1 54% onpoLueHHbIx
MyxuuH B Poccuu 3assunm, yto obecnokoeHs
cocTosHMEM CBOEro 300poBbs. [oTpeburtens 3a-
MHTEPECOBAH B XOPOLLMX KAYECTBEHHbIX MPOAYKTAX,
KOTOPLIE MOMOTYT EMY COXPAHMUTb 340POBbE.

Takum 06pPA30M NO3ULMOHUPOBAHME NPOAYKTA, KAK
30LMLLAIOLLETO 3A0POBbE, MOMHOCTLIO OTBEYAET MO-
TPEBUTENBCKOMY MHCAMTY, O TAKXE BLIAENAET MAPKY
13 PABA KOHKYPEHTOB, KOTOPLIE BOMbLIE FOBOPAT O
COBCTBEHHBIX TEXHOMOTUSIX, HEXENK O NONb3E ANA
notpeburens.

AHanus nyTe# cobiTa

Mpoaykums TM BAPBEP npogaetcs yepes pas-
FIMYHBIE KAHQAMbI AUCTPUOBIOLMN: MENKYIO PO3HMLY,
XO3ANCTBEHHBIE MATA3UHBI, HEGOMbLLME CETEBbIE
MQra3uHbl, NPOAYKTOBbIE CYNEePMAapPKEThI, CTPOU-
TEMbHbIE 1 MPOAYKTOBLIE TMNEPMAPKETbI, MATA3MHSI
AMCKAYHTEPbI, QNTEKM U T.N.

[ns ouerkm crenenn oxsata posnuusl 8 2008 rogy
GbinK NPOBEAEHb COBCTBEHHBIE UCCNEAOBAHMS —
putenn-ayamt 5 200 posHuuHbIX TOYek B 6 ropoaax-
MunIMoHHKKax no Poccun.

B HacTosiwee Bpems cTeneHb OXBaTA PO3HULBI busib-
TPAMM Ans BOfsl cocTasnseT scero 17%, Takum o6-
PA30OM NOTEHUMAN POCTA ANCTPUOLIOLMM — OTPOMEH.
Mpwu 3Tom TM BAPBEP Ha nepsom mecte no no-
KO3QTENO MAPOYHOMN NPEACTABNEHHOCTH - U3AENMS
Mapku npucyTcTeytoT B 54% BCex TOProBbIX TOYEK,
peanuayiowmx bunsTpsl Ans Boasl. Ha BTopom mecte
FNABHbIE KOHKYPeHTs — Akadop u bputa (no 44%).
(nanHble ad-hoc putein-ayanta no 6 ropogam-
MUANMOHHKKAM, Bbibopka 5 200 Toprosbix Toyex).
B0O3MO>XHOCTM TOProBo# Mmapku

Pornb Toproeoit mapku npu Beibope unbTpa ans
BOAbI OrpomHa. [MoTpebutens, no AAHHBIM Uccne-
LOBAHMI, CTABUT HO NEPBOE MECTO TaKME PAKTOPbI
KOK MOPKQ W KOYECTBO OYUCTKM, U NULLL 30TEM LEHY.
3a4acTyto, HEBO3MOXHOCTb B LOMOLLHMX YCOBUAX
OUEHUTb KOYECTBO O4YMCTKM BOAbI, MODUBOJMUT K TOMY,
4TO NULLIL LOBEPUE MAPKM + HEOBXOAMMBIE MApPKeE-
TUHTOBBIE KOMMYHUKALMK MOTYT y6eauTs noTpeture-
N9 COBEPLUNTD BIGOP.



Kak Bo3HMKNG OCHOBHAS nAaes, U KAKUM
06pasom 6bisIa HONPABNEHA HA peLueHne
MOCTABNIEHHbIX 3404

M3BECTHO, 4TO OAHUM M3 OCHOBHBIX U HaubONEee
HOAEXHbIX Cnocoboe anddepeHUMpPOBaHHs —
mmddepeHumnposarmne yepes nugepcrso. OgHako,
HECMOTPSI HO TO, YTO PLIHOK GUNLTPOB st BOAKI
cywecrsyet B Poccuu yxxe 15 nert, B coaHaHum no-
TpebuTeneit [O C1X NOP HET ABHO BLIPAXKEHHOTO Nu-
nepa, mapku Ne'l, koTopas nydie apyrvx sawmiioeT
300pOBbE NOTPEbUTENS.

Mnes nosmumoruposarms TM BAPBEP kak mapku
dunstpoe Nel B Poccumn obwsacHseTcs camoi
BbICOKOM M3BECTHOCTBIO MAPKM MO CPABHEHUIO C
KOHKYpeHTamu (cnoHTanHas ussectHocTs 18%, 24%
06 LIt PERTUHT M3BECTHOCTH)*.

B 2008 ropy TM BAPBEP nonyuuna npectuxtyio
npemuio «Mapka Nel 8 Poccuuly, no pesynstatam
onpoca 6onee 270 000 notpebuteneit.

Mpoaykums TM BAPBEP 6bina ceptudbuumporana ¢
HAMBBICLLIMMMW CPEaM KOHKYPEHTOB 6annamu 8 COOT-
BETCTBMM C cucTemoi fobposonbHoin Ceptudukaumm
Poccunitckoro MHCTUTYTa NOTPEBUTENLCKMX MCMbITA-
Huit (PUMNA).

Mexops u3 3toro peknammas Komnanus 6sina Ha-
NPABMEHA HA CO3AAHWE BOCTPUSATHS noTpebuTenen
TM BAPBEP kak nMaepa BAHHOMO phiHKA, NPOKU3BO-
OALLErO BbICOKOKAYECTBEHHbIE MPOAYKTHI ANS 3ALLMTHI
300POBbA.

OcHoeHas uenesas rpynna: xeHwmHsl, 25-45 ner,
3aMyXeMm, C AeTbMn/6e3 neTen, [oxon cpepHuit /
cpenHui +, 3060TILLMEeCs O CBOEM 3L0POBbE W 340-
POBbE CBOWX BIUKMX.

KauectsenHblie uccnenosanms (9 dokyc-rpynn no
pasHbiM ropogam PD) nokasanu, 4to nuuo, NpuHK-
MQIOLLEE B CEMbE PeLLEHWE O NMOKyMke GuUIbTPA AN
BOAbl, — XEHLWMHA.

MosToMy kOMMYHMKaLMS BbING B NEpBYO ouepeas
OPMEHTUPOBAHA HA XEHLLMH. JKEHLWMHA, KOK NPaBK-
no, B Gonbluedt cTenern 3a60TUTCA O 3OPOBLE CEMbU
W [eTeN, TEM COMbIM MPUHUMASH PELLIEHWE O MOKYMKe
nponykumn BAPBEP. OcHosHbiM MOTHBOM Npuob-
peTeHus GrUnbTPOB Afst BOAbI ABASETCS KENaH1e
30LUMTUTL CBOE 3A0POBbLE MPU UCTMOSNB3OBAHMM BOZO-
NPOBOAHOW BOABI.

Takum 06pa30OM OCHOBHAS 3A[AYA MAPKM U MIABHAS
NproBpPEeTaemMas LEHHOCTb, C TOUYKU 3pEHMs NOTPebu-
Tens, — 30LLUMTA 300POBbA.

ApXUTEKTYPU KOMMYHUKALUW BbIFASANUT
cnepylowmm o6paszom:

Morpe6urenbckuii insight: sogonposogHas sopa
MOXET BbiTh YrpO30¥ N 3LOPOBbSA.
Mo3uumnoHupoBaHUE MAPKM: GUNbTPLI A BOAbI
BAPBEP otnnyHO 30wmwatoT Balle 350p0OBbe OT CO-
LEPXALLMXCS B BOLE BPEaHbIX BelecTs!
SOMOUMOHANBHOCTL GpeHaa: 6Ee30MACHbIN, 3ALMLLAIO-
LM 30,0POBbE, OUNLLICIOLLIMIA, HECYLLMIA CEMENHBIE
LEHHOCTH, UHPOPMATHBHBIN.

Reason to believe: Mapka dunstpos ana soas!
Nel & Poccum!

Support: YHUKQNbHASA cop6l4py»0Lu,0ﬂ NOBEPXHOCTb
NanoPlus®. bnarogaps yHukansHoi copbupyoLlen
nosepxroct NanoPlus®, coctosweit s munnnapaos
HaHonop, dunbtpsl BAPBEP copbupytot 1 yaepxusa-
10T BorbLIEee KONMUYECTBO BPEAHbIX BELLECTB, BIIOTh
[0 MEMbUAHLLIKMX MONEKYI, HAMPUMEP XIOP, XTOPOP-
raHmyeckue coepunHenus, [AB, deHonbl U nectuumap!.
[anee, 3Ta OpxMUTEKTYPA MCNONL3YETCS B YNAKOBKE,

B PEKNAMHBIX BUAEO-POIIMKAX, HAPYXHOM pekname,
POS-matepuanax, v octanbHoM KommyHWkaumu. Ta-
KiM OBPA3OM, CO3AAETCS EAMHANA KOHLEMLMA MAPKK
BAPBEP.

DUnbTpbi-KyBLUMHBI — MPOAYKT, CTOALLMIA HA CThIKE
kaTeropwuit «<menkas 6uitosas TexHukay u «FMCG»,
OOHAKO, HA HALW B3MAg, GOMbLUIE TAFOTEIOLLMIA K
kareropun «FMCG». B ceasu ¢ 3Tum ans poHeceHus
no notpebutens koHuenumm mapku BAPBEP Geinu
BLIGPAHBI MEAMA C HAMBOMbLUMM OXBATOM — TENEBH-
AeHue, npecca v outdoor.

BlomxeTsl pacnpepenunucs ciepyiolwmm obpasom:
TB = 70%, pagmo — 10%, npecca — 10%, outdoor —
10%.

BpemeHHble pamku kKamnarnm Gbinu BeIGPAHbI
CrepyioLmMe: MapT-anperb, KOK CE30H TAAHMS CHETOB
M, CNefoBATENbHO, TMNEePXNOPUPOBAHMA BOAbLI B
CUCTEMOX TOPOACKOTO BOJOCHABXEHUS!, 1 HOAGPL-

1eKabpb, KAk CE30H NOATOTOBKM K NMPA3AHUKAM W
60MbLIOro TPAPHMKA B PO3HHMLE.

TB:
Tenepeknama
CnoHcopcTtso

Papvo:
Paanopeknama
MepueHpaiauHr
Mporpamma / koHTEHT

MevarHusie CMU:
Toprossie / MpodeccruoHansHbie
Motpebutensckue xypHans
[azeTsl

PR:
ToBapHbBINA AU3AHH
Ynakoska

Auvanorosas:
MHTepHeT camnTsl

Hapy>xHas:
Peknamubie s
lopoackoi TpaHcnopT (BaroHs MeTpo)
3naHus

BbicTaBku:
Skeatek 2008
Aquatech Amsterdam 2008

CnoHcopcTBO:
«Tbl TO, 4TO Thi ewsl», Poccua

Po3HuuHbIE NpoAXM:
Peknama B8 mectax npoaax

anT“3chKqﬂ peknama:
Camnnunr / Mcnbiramms

BoBneueHue KJIMEHTOB:
COSJJ.OHHbIl;I I'IOTpe6l/1TeJ'IﬂMM KOHTEHT

Mporpamma nosnbHOCTH
Pacnpoctparenmne
Llenosas nonmtuka

Auctpubblouus:
TpaamunoHHas exerogras Qunepckas KoHde-
perums «Ukona Jlunepcrea BAPBEP». O6cyx-
AEHUE LOCTUMHYTLIX PE3YNbTATOB, BLIPABOTKA
NNAHOB HA rof4, CNOPTMUBHbBIE COCTA3AHNA U
KOMQHZ006PA3YIOLLME MEPOMPHUATHS.
ANUTENbHbIA AUCTPUBLIOTOPCKMI MAPAdOH Ha
noyYeHMe KPYnHbIX MPU30B NO3BONU BHECTH
AMHOMMKY B AMCTPUOBIOLMOHHYIO CETb, 1 30 CYET
AyXQ COPEBHOBATENBHOCTHU MOMY4YUTb OTIUYHbIE
Pe3ynbTATbl KAK B KONMMYECTBEHHOM, TAK U B KAYe-
CTBEHHOM BBIPAXEHMM.

LleHoBas nonuTtuka:

LleHoo6pasosanme Ha npoayktsl BAPBEP

ONpPeaenanoch MMAEPCKUMU NO3ULMIMU MAPKM,

Q TAKXKE BbICOYAMLLMM KAYECTBOM W HOBbIMM

TexHonoruamu ounctkn. BAPbEP — camas goporas

13 POCCUICKMX MAPOK UNBTPOB AN BOABI, MPK

3TOM OCTABASICh B BOCMPHATUM NOTpebUTEne

«POCCUMCKOM U BOCTYMHOWMY.

PR-meponpusTua:
Mponomxunmce «YPoKK YUCTOM BOABI» B LLKOMAX
Cpeau yueHnkoe 7—8 KnaccoB BMECTE C yPOKAMM
6ronormu, reorpaduu unm xummn. B urposots,
AOCTYNHON pOPME AETAM PACCKA3BIBAM O
COCTOSHMM BOAHBIX PECYPCOB B MMpE M Poccuu,
06 OCHOBHBIX 3ArPAZHATENAX BOSbI, MCTOUHMKAX
BOAOCHABXEHM: CTPAHbI, UMEIOLLIMXCS CNOCOBaxX
bunsTpaunu soasl. Llens ganHoro meponpustis
— MO3MLMOHUPOBAHKE KOMNAHUKU-NIPOU3BOAUTENS
¢unstpos BAPBEP kak Begyuiero akcnepra B
06/10CTH BOAOOUMCTKM, CO3AAHME NOSITBHOCTH «C
AETCTBAY.
Mpsimas nunmus ¢ untatenamm «Komcomonbcko
NPABAbI» MO BONPOCAM OMNACHOCTH XAOPUPO-

BAHHOM Bogsl. Dkcneptsl BAPHEP otseuanu Ha
noGble BONPOCH YUTATENENR O COCTOSHMM BOAbI B
Poccuu, cnocobax ouncTku u Ha MHOTHE Apyrve
BOMPOCHI.
Mpocesetutensckue nnakatsl BAPBEP 8 nonukmu-
HUKAX T. MOCKBbI — UEeHTPANM30BAHHAA AKLMA NO
MHPOPMUPOBAHUMIO NOTPebuTenei 06 NCTOUHM-
KOX 3QrpssHEHMI BOLHI, O BPEAE 3L0POBbIO U O
metogax BAPbEPa no ouuncrke Bogel.
Sales & Consumer promotion:
Jleto 2008 — HaunoHansHas akums «<Mope
4MCTOM BOAbIl» — PO3BIrPLILL NPU30B U NOE3AKK HA
mope cpeau notpebuteneit BAPBEP.
Ocenb 2008 — HaumonansHas akums «Jomatu-
Has nabopaTtopumsy. B kaxabii GpuabTp-KyBLIKMH
NPV NPOAAXE BKNAALIBAIUCE 2 TECTEPA HA XECT-
KOCTb BOAbI, 4TOGbI NOTPEGUTENb MOT OLEHMTH
XECTKOCTb CBOEM BOfbI, O TAKXKE BOAbI MOCNe
ounctku punstpom BAPBEP.
POSM u mepuenaaiiaunr. bnarogaps obHosnexmio
YNOKOBKM HO 60OMEE SMOLMOHANBHYIO 1
OPHEHTUPOBAHHYIO HA LENEBYIO AYAUTOPMIO, A
TaKke pa3pabOTAHHBIM CTAHAAPTAM BbIKIAAKM U
MEPYEHAAN3NHIA, NPOXOAMMOCTb MOSKM B PO3HUYHBIX
ceTax sozpocna Ha 32—-35% (nanHblie npoaax
posHuuHbix ceter, 2007-2008). Takxe 8 KoHue
2008 ropa 66110 NOAHOCTLIO OBHOBNEHA YNAKOBKA
cmeHHbix kacceT BAPBEP.

Mogeogns urorn 2008 rona MoxHO cka3aTs cnegyio-

wee:

Mapka BAPBEP ocraetcs nuaepom peiHka ¢unstpos

ans sogbl. Mo cpasreruio ¢ 2007 rogom yeuners

no3uumMK B HaMBONEE MOCCOBOM CETMEHTE - DUILTPbI-

KyBLMHBL. [TocTasnenHsie uenu Ha 2008 roa no-

CTUIHYTBI.

1. BAPBEP yteepxaaetcs B cozHaHmm notpebute-
nel Kak NManpyioLLas Mopka GUiILTPOB 4st BOASI,
30LLMLLAIOLLON 300POBbE, APYIMMM CIIOBAMM KK
«Mapka ¢unstpos Nel s Poccuny. Cpeay fo-
moxossiiicts B Poccn BAPBEP ocraetcst cambim
MCNOMb3yemMbiM BUIbTPOM-KYBLUIMHOM: CMOHTAHHAS
M3BECTHOCTb MOPKM NOAHSANACH [0 yposHs 18%,
NOACKA3AHHAA M3BECTHOCTL — 10 24%, ocTaBasach
COMOW BbICOKOM CPEeAM KOHKYPEHTOB MO AAHHbIM
POMWP, omunbycHoe nccneasosanme «lotpe-
BUTENBCKUIA PEIHOK PUIBTPOB ANA OUUCTKM BOABIY,
2008.

2. 3a 2008 rogsi 610 pazpabotaHo 8 HoBbIX NPO-
LYKTOB, B TOM YUCIIE U OTKPLIBAIOLLWX HOBYIO MO-
TPEBUTENLCKYIO KATETOPUIO — BUALTPLI ANA AyLIA.

3. [ons BOMOXO3ANCTB C PUNLTPOM-KYBLUMHOM MO
uroram 2008 roga cocrasuna 25,3% no cpas-
Henmio ¢ 20,3% 8 2007 rogy, uto gano npupoct
kateropuu B 25% no panHem Comcon R-TGI,
2008.

4. Ypanocs poctmub Hanbonee LWMPOKOM auc-
Tpubbioumn B kateropum ¢ otpuisom 8 10% ot
6nmxaiwero konkyperta (BAPbEP — 54%, Aksa-
dop/bputa — 44%) no naHHbIM puUTen-ayamTa
United Marketing Technologies, cexta6pb 2008.

locynapcreeHHas nporpamma «Hucras Bogay,
NOAHWUMAR TEMY HEKAYECTBEHHOMN NMUTLEBOM BOAI
8 Poccuu, ieuraet BCio kaTeropuio BOAOOUUCTKM,
npuy4as HaceneHe obpALLATL BHUMAHWE HQ
TAKOM BAXHbIN HaKTOP, kak 6830NACHOCTb MUTbE-
BOM BOfbI.

BAPBEP okaseiBaeT 6narotsopurensHyio no-
MoLb fetckum gomam Mockssi u MNoamockosbs.
B Havyane 2008 ropa 20 aetckum aomam Gbinn
nepenatsl 300 ¢unstpos-kyswmHos BAPBEP.
BAPBEP nogaepxwsaet uetbipexkpaTHoro
yemnuoHa Poccun no perbu — komanay BBA-
Moamockosbe.

BAPBEP 6bin BbI6paH KOK NOCTABLUMK CUCTEM
OYMCTKM BOAbI ANt IIABHOTO XPAMA CTPAHbI - XPa-
ma Xpucra Cnacurens

BAPBEP cran cnoncopom koHkypca Mockoscko-
ro NPABMTENLCTBA «MONOAAS CEMbS» U BPYUMN
noGeanTensim CBOW NpPm3bl



Mpunoxexune 1

PeiTUHr Hambonee n3BecTHoW Mapku, POMWUP, 2008:

MpunoxeHue 2

O6LWMI peNTUHI M3BECTHOCTU Mapok, POMUP, 2008:
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Mcrounnk: POMUP, omHnbycHoe nccneposanme «lotpebutens-

CKMIM PLIHOK GUILTPOB ANst 04MCTKM BoAbl», 2008

Mpunoxenue 3
Hanunumne punbTpa-KyBIUMHA,
Poccusi, Bcero 2008

Hanuuyue kyBLuMHa (Bce AOMOX03sicTBa, PP)

Mcrounnk: POMUP, omHnbycHoe nccneposanme «llotpebutens-

CKMI PLIHOK GUALTPOB ANst O4UCTKM Bogbl», 2008

R-TGI, 2008

MpunoxeHue 4

MNMpeacTaBneHHOCTb OCHOBHBLIX Mapok ®1B

TUna «KyBLIKWH» B PO3HMYHbLIX TOProBbIX To4kax, 2008

Ncrounmk: Comcon R-TGI, 2008

Barier Water filter

ZAO Mettem-tehnologii

Campaign title: ZAO Mettem-tehnologii
Category: Healthcare goods

Project scale: National

Barier brand is one of the leaders in water filter
market that exist in Russia for 15 years.

Barier is a historical leader of water filter market
in Russia, with constant good quality and scientific
background that allowed to continually develop
new methods to purify water and protect health of
consumers.
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Mcrounmk: Puterin-ayamnt permoHansHom npeacTaBneHHocT1
TOBAPHbIX NO3ULMIA rpynnbl dunbTpos ans soasl, United Marketing
Technologies, centabps 2008

Barier is the only brand that offers cartridges for dif-
ferent types of water: for regular tap water, for hard
water, for water with high concentration of iron, for
water lacking fluor.

Quality, set in the first row in the company, was certi-
fied by Water Quality Association, National Sanitary
Foundation (NSF). Company operates under ISO
9000:2001.

In 2008 Barier is sold not only in Russia and CIS, but
also in Serbia, Malaysia, France and USA.

Barier holds in major position in the segment for
jug-filters, the most large-scale segment of consumer
water purifying solutions. 25,3% of Russian house-
holds own a water filter (R-TGI Comcon, 2008).

3 major water filter brands in Russia are Barier,
Aquator, Brita. Before 2007 none of the brands had
distinct communication, which was very similar to
each other.

In 2007 Barier determined its core value — health
protection, and focused on that. This allowed to
stand out among other communications, and define
the brand as health-concerned. Consumers show
high awareness of the brand (# 1 top-of-mind,
ROMIR, 2007, 2008). Values of the brand are:
“mine”, “Russian”, “reliable, “made especially for
me”, “trustworthy” — data of focus-group U&A habit
research (Comcon 2007, UniTech 2008).

In 2008 company set the following goals:

1. to reach and maintain leading positions in the
market for consumer water filters as #1 brand
for health protection

2. to maintain high rates of jug-filters sales growth —
30% or higher

3. to develop contribution. To become widely avail-
able in retail



LsaPbER

Goals of advertising campaign 2008 were set in ac-

cordance with the goals of the whole campaign:
to maintain the highest in its segment level of top-
of-mind and hinted brand awareness (15% and
20% minimum, respectively)
to increase jug-filters consumption and their use
in Russian households by 10%
to create brand image of #1 brand for health
protection

Goals achievement:

1. jug-filters sales increase in 2008 accounted

for 48% as compared to 2007 (source: ZAO
Mettem-tehnologii)

2. st position in awareness rating by ROMIR (18%
— top-of-mind, 24% total awareness rating). In
comparison with the previous wave, Barier rating
rose by 8 points. 2nd position is held by Aquafor
(16% and 21%, respectively). In comparison
with the previous wave, +5 points. 3rd position
is shared by BRITA (2% and 4%) and Geizer (2%
and 3%). Source: ROMIR, omnibus research
“Consumer market for water filters”, 2008

3. Share of households who own jug-filters account-
ed for 25,3% by the end of 2008, as compared
to 20,3% in 2007 (25% growth).

Quality researches in 3 cities with population over 1

million (Moscow, Novosibirsk, Samara) showed the

following attributes of the brand: mine, Russian, reli-
able, especially for our water, for health protection.

Total media budget:
$5 — 10 million

To become the leading (the best, in fact) water filter
brand that protects health — in consumer conscious-
ness

Consumer research

Quality research (focus-groups in different cities of
Russia) revealed that the main stimulus to buy water
filter is a desire to protect one’s health from harmful
substances to be found in water. Consumer insights:
“tap water is not healthy”, “tap water is not drink-
able”, “tap water contains chloride, heavy metals,
etc”.

Thus, the main value for consumer is health protec-
tion. Consumer considers tap water a danger for
health (“because we have to take care of our health,
of ourselves, of our close people, of our relatives,
and of people that surrounds us”). European Health
Survey (2005) revealed 59% female respondents
and 54% male respondents are concerned with
their health. Consumer is interested in good quality
products that would help saving their health.

Thus, product positioning as health protection
completely matches consumer insight and helps

the brand to stand out among competitors who
focus more on their technology, than on benefit for

consumer.
Distribution channel analysis

Barier products are distributed though different
channels: retail, household goods shops, small
network stores, DIY and grocery shops, discounter
supermarkets, pharmacies, etc.

An in-house research was conducted in 2008 to
assess retail coverage — 5200 retail outlets were
audited in 6 cities of Russian with population over 1
million people.

Today retail coverage of water filters is 17% only, so
distribution growth potential is tremendous.

Barier products hold the leading position in brand
representation: brand products are represented in
54% of outlets that sell water filters. 2nd position is
shared by Aquator and Brita (44%) (source: ad-hoc
retail-audit in 5200 retail outlets in 6 cities of Russian
with population over 1 million people).

Brand opportunities

Importance of the brand in the process of water
filter selection is huge. Consumer, as proved by re-
searches, is primarily guided by brand and purifying
quality, and secondarily — price. As it is often impos-
sible for consumer to assess water purifying quality,
only trusted brand + necessary marketing communi-
cations persuade consumer to make his choice.

How we arrived at the big idea and how it
addresses the challenge

Differentiation though leadership is known to be one
of the most reliable ways to differentiate a brand.
However, there is no distinct leader brand to protect
consumer health in the market that exist for 15 years
in Russia. Positioning concept “# 1 water filter brand”
is supported by the highest brand awareness, as
compared to competitors (top-of-mind 18%, total
24%)*.

In 2008 Barier was awarded “# 1 Russian Brand”
prize (results of 270 000 people surveyed).

Barier products are certified with higher than com-
petitors” points in accordance with non-mandatory
certification by Russian Institute for consumer tests.
Thus, advertising campaign was aimed at creating a
consumer perception of Barier as the leader of the
market that manufactures high-quality products for
health protection.

Core target group: women 25-45, married, with

or without children, income middle/middle+,
concerned with health of their families. Quality
researches (9 focus-groups in Russian cities) revealed
that water filter purchase decision maker is a
woman. So the communication aimed primarily at

women. Woman normally is more concerned with
kids and family members” health, which drives her

to buy a Barier product. Major motivation for water
filter purchase is an aspiration to protect health when
consuming tap water.

Thus, main task and value of the brand is, as seen by
consumer, health protection.

Communication architecture is the following:
Consumer insight: tap water may be dangerous for
health

Brand positioning: Barier water filters barriers your
health from harmful materials that water contains
Reason to believe: Water filter brand #1 in Russia
Support: unique absorbent surface NanoPlus®

that consists of billions nanopores that absorb and
retain more harmful substances, down to the small-
est molecules of chloride, surfactants, phenols and
pesticides.

This architecture is used on packaging, in commer-
cials, outdoor advertisements, POS-materials and
other communications, creating an integrated Barier
brand concept.

Jug-filters is a product positioned at the joint of 2
categories: small appliances and FMCG, but to our
minds, more inclined to FMCG. In this connection,



the media with highest coverage were chosen to
communicate the concept — TV, press and outdoor.
Budget was allocated: 70% — TV, 10% — radio, 10%
— press, 10% — outdoor.

Time frames of the campaign: march-April as a sea-
son for snow-melting and, consequently, hyperchlo-
rination of tap water, and november-december as a
holiday season and season for high retail traffic.

TV:
Spots
Sponsorship

Radio:
Spots
Merchandising
Program / content

Print:
Trade / Professional
Consumer Magazine
Newspaper

PR:
Product design
Packaging

Interactive:
Web site

Outdoors:
Billboard
Transit
Place Based

Trade shows:
Equatech 2008
Aquatech Amterdam 2008

Sponsorship:
«You are what you eat»

Retail experience:
POP
Sales promotion

Guerilla:
Sampling / Trial

Consumer Involvement:
Consumer Generated

Couponing
Distribution
Pricing Changes

JawwnTa

3popoBbe

BRI KOWN

Distribution:
traditional annual Dealer Conference “Barier
leadership school”. Discussion of achievements,
planning for the coming year, sport competitions
and team-building event.
Long-term distribution marathon with big prizes
positively affected distribution network and
increased qualitative and quantitative results
Price policy:
Barier product pricing is determined by the brand’s
leading positions, and its highest quality and new pu-
rifying technologies. Barier is the most expensive of
Russian water filter brands, though it is still perceived
as “Russian and affordable”.
Pr-events:
“Lessons of pure water” in schools for 7 and
8-grade students together with biology, geogra-
phy and chemistry lessons where kids learn about
water resources condition in Russia and world-
wide, about water pollution and existing ways
of water purifying, in order to position Barier as
expert in water purification and to create loyalty
from childhood
direct line for Komsomolskaya pravda readers
on dangers chlorinated water brings.
Barier information posters in Moscow hospitals to
inform population about water pollution sources
and potential harm to health and Barier purifying
technology
Sales and Consumer promotion:
Summer 2008 —national promotion “Sea of pure
water!” — prize and seaside holiday draw for
barier customer
Fall 2008 — national promotion “Home labora-
tory. Each package contained 2 testers for water
hardness for customers to assess water hardness
in their home, before and after Barier filter
POSM and merchandising:
Renewed package (more emotional and targeted,
developed in accordance with standards of shelf lay-
out and merchandising) allowed to increased shelf
traffic in retail by 32-35% (source: retail networks
data, 2007-2008). By the end of 2008 the package
of Brier cartridges was completely renewed.

(s
3popoBbe 0

BAWEN KO#M

By the end of 2008 Barier retained water filter
market positions. In comparison to 2007 positions in
jug-filters segment are fortified. Goals set for 2008
are achieved.

1. Barier is more and more perceived by consum-
ers as the leading water filter brand that protects
health, in other words, as “# 1 water filter brand
in Russia”. In Russian households Barier is the
most frequently used jug-filter: top-of-mind
awareness increased to 18%, hinted awareness
— to 24%, remaining the highest among com-
petitors (ROMIR omnibus research “Consumer
market for water filters”, 2008)

2. 8 new products were developed in 2008, includ-
ing one that created new consumer category —
shower water filter.

3. Due to effective media-strategy overall in Russia
seasonal sales of jug-filters increased by 42% in
comparison with 2007, thus creating a signifi-
cant consumer base for cartridge consumption
growth.

4. Share of households using jug-filters compound-
ed 25,3% in 2008 (20,3% in 2007), with 25%
growth rate (Comcon R-GTI, 2008)

5. The widest distribution in the category was
reached (with 10% breakdown from the closest
competitor (Barier — 54%, Aquafor/Brita — 44%)
(source: retail audit by United marketing tech-
nologies, September 2008).

Governmental program “Pure water” promotes
the segment of water purification, teaching popu-
lation the importance of drinking water safeness
Barier supports 4-times Rugby champion of Rus-
sia — BBA-Podmoskovie team

Barier does charity to orphanages of Moscow
and region. 300 Bariers jar-filters went to 20
orphanages in the beginning of 2008

Barier is a supplier of water purifying systems to
Christ the Savior cathedral

Brier sponsors Moscow Government competition
“Young family” and provides prize for winners

y N
> O
s e
% \
=
o

#E5 CMEHHAA

HACCETA
\ g
J a i 7L
AP L=
 @msarpy BAPMEF owdos®



