Toproeo-
pasBneKkaresibHbIN

LLeHTp
«EBponenckun»
TLl «<EBponenckumn»

ToproBbie LLeHTpbI

PexknamHas kamnaHms:

«Kakoi oH? — pkuii! AKTUBHBbI#!
CoBpemeHHbiii! Bnnzkuii!»

Kareropus:

Toprosbie Cetu u LleHTpbl. MarasuHbl
u CynepmapkeTsl

Macwrab npoekra:

JlokanbHbIA

TOPrOBO-PA3BNEKATENbLHLIA LEHTF

= EBPONEACKIA

KHEBCKOTO BOKIAAAL
LEVROPEISKY.RLE 101

Lens: Moebiwenre nocewaemoctn TLL «Esponeii-
CKMIA», NPUMBNEYEHME HOBbIX KATErOPUI NoKynaTenen
¢ 6onee BbICOKOM NOKYNATENLCKOM CMNOCOBHOCTHIO;
3agaun:

1. Undopmuposarue uenesoit ayauropmumn 060
BCEX HOBbIX BO3MOXHOCTsX «TL| EBponerckuity —
«TOBAPbI, PECTOPAHBI, CMOPT, YCIyrH, MECTO Anst
BCTPEYM M [LOCYra Nof, OLHOM KPbILLEN B LEHTpE
ropoaa». CospaHue CUnbHOro y3HABAEMOTO Le-
noctHoro 6penaa «TLL Esponeiickuit», nosbiwe-
HWe NOoSNLHOCTH K GpeHay. [o3nuMoHMpoBaHH1e
BPEeHAa KAk SUTHOTO, EBPOMENCKOro», HO B TO
Xe BPeMs CEMENHOTO, LOCTYMHOrO, «BIM3KOTOY.
Bbin paspaboTtaH norotmn B CTUIMCTUKE BAMIOTI
«eBpo», 6nuskon cepauy npeacrasuteneit middle
n upper middle class, koTopeiit Gbin 06bIrPAH
B MMMUIKEBBIX PONIMKAX B KAYECTBE 3ACTABKM
HeKOoel YHUMBEPCANbHOM MEXAYHAPOAHOM KMHO-
CTYLMM C COOTBETCTBYIOLLIMM CBETOM U 3BYKOM.
[laHHbIf cnocob peknamHoi NoAaYM 1oroT1na,
BbI3bIBAIOLLMIM ACCOLMALMM C NOCELLEHMEM KMHO,
HAMPOB/EH HO CO3AAHME CEMEMHO-OYPXKYa3HOro
ummnpxa TL, «Esponeiickuity.

2. Moesbiwenue cratyca TLL «Esponeiickuiny no
3MIMTHOTO, HO HE OTMYIMBAIOLLEETO JOPOrOBU3HON;

3. Pacwuperue cemeitHon uenesoit ayautopmm «TL|
Esponelickuity Kak passnekaTenbHO-LOCYroBOro
uenTpa). Ans noapobHOM MnnocTpaumm Bcero
cnekTpa soamoxHocten TL, «Esponerickuity Geinu
paspabortansl 6onee 10 MaKeTOB HAPYXHOM
PEKIAMBI, BbINOSTHEHHBIX B €AMHOM CTUINCTUKE,
KQX[blM 13 KOTOPBIX PACKPBIBAN OTAENbHYIO XA-
POKTEPUCTMKY TOProBOro LeHTPa («PockowwHbiiy
«Bbnnzkmity «BrycHbiiy «AkTuBHBINY 1 T.40.). Bea
KOMMOHHWS B COBOKYMHOCTH [OMKHA BbiNa 4ATH W
nana npeacraenexue o 1L, kak o MogHOM, yno6-
HOM KOHTIOMEPATE TOBAPOB M YCIYT B LEHTPE
rOPOAA, KOTOPOE HEMPEMEHHO JOMKEH NOCETUTH
KQKABIN YBAXAIOLWMI ce6s MOCKBMY.

4. YsenuueHue nonm aKTMBHOM MONIOAEXM CPEaM
ayautopum «TLL Esponeiickuit»

CnpasoyHas uHpopmauus

B «TL| Esponerickuit» pabotaet 250 marasuHos

opexasl 1 06ysu, 30 MArasMHOB KOCMETUKM 1 NAP-

dromepuu, 70 MArasaMHOB OKCECCYAPOB U I0BENUP-

Hbix M3genmi, 50 MarasMHoB AETCKMX U CMOPTUBHbIX

TOBAPOB, O TAKXE MArA3WHbl TOBAPOB /151 OMQ,

SMEKTPOHMUKM 1 BBITOBOM TEXHMKM, BYTUKM MEXOB,

NPOAYKTOB NUTAHMS U MHOMMeE apyrve. Ha Tepputo-

pun TLL «Esponeiickuity kpynHeiiwmit (5000 ke.m.)

cna-uenTp Royal Rixos SPA ¢ 25-metpoebim 6ac-

CEMHOM U HOCTOSILLMM NECUTHbBIM MASXKEM, KPYrNoCy-

TouHblil cynepmapkeT «[lepexkpécrok» (1560 ke.m),

dyakopt (6onee 30 pectopaHos v kade), 9-3anbHbIN

kuHoTteatp «Popmyna KMHO», Pa3BREKATENLHLIN
komnnekc «Mrpomakcy, pectopan-knyb «BLACK

STAR CLUB», a Takxe JJom 6bITa, XMMUYMCTKA, CONOHbI

cBA3n, opuChl 6AHKOB, BAHKOMATbI. NEJOBbIA KATOK

(2000 ke.m., negosoe none ana peteit — 500 ka.m),

,ELByXaTO)KHbIlZ NAPKKUHT.

Llenu:

1. CospaHue c1nbHOro y3HABAEMOTO LENIOCTHOTO
6perna «TLL Esponeiickuity (nosbilwerme yaHa-
Baemoctn Ha 15%, konuuecTBeHHbIN KpUTEpUii),
NOBbILLEHWE NOSANLHOCTU k GpeHay Ha 20%
(nepuenTueHbIN kpUTEPUI);

2. TNosnumoHupoBaHme GpeHaa Kak 3MUTHOTO,
«EBPOMNENCKOrO», HO B TO Xe BPEMS CEMENHOTO,
LOCTYNHOTO, «BAM3KOrO» (OLEHOUHBIN KPUTEPUH).

3. YBenuuenue notoka nocetuteneit Ha 10-15%
(ROHHBIE CYETYMKOB SNEKTPOHHOM CUCTEMBI OLIEH-
k1 notokos nocetutenei CountMaxR)

4. Pacwmpenue uenesoit ayamtopum 3a cuet 6onee
BbICOKOAOXOAHbIX rPYMM HACENEHMS U OKTUBHOM
monogexu Ha 15 % (konn4ecTBeHHbIN 1 OLeHOu-
HbIN KpUTEPWK)

5. TMosbiwenune noansHocTH k 6peHay Ha 15% (oue-
HOYHBI KpUTEPUIA)

Kpurepmm abdbekTMBHOCTM MOPKETUHIOBOTO NPO-

ekTa:

1. YCTOHOBKA 3MEKTPOHHbIX CHETUMKOB HA BCEX
BXOLAX M BbixOAax TLI.

2. [NpoBeaeH1e MAPKETUHIOBbIX UCCIEAOBAHMM HA
ocHose dokyc-rpynn, 3amepos LIA, cuetunkos

OcHoBHAS MAEs PEKTAMHON KAMNAHWM:

«TL|, EBponerckuity — MmopHOE cpepoToure aen u
pa3BneyYeHnit Noa OAHOM KPbILLEN B LIeHTpe ropoaa
— 5KOHOMMS BPEMEHM AN 3AHATBIX, OTIMYHbIA CNOCO6
PA3HOCTOPOHHETO AOCYTA — ANist CBOGOAHBIXY.

1. Ananus uHTEpecos notTpebuTenei NOCPeACTBOM
NPOBEAEHUS KAYECTBEHHOTO W KOIMYECTBEHHOTO
MOPKETUHIOBOTO UCCIEROBAHMS

2. OueHKa NOTEHUMANBHON 30MHTEPECOBAHHOCTH
LeneBbIX rPYNN B KPYrnocyTouHor pabore «Es-
ponetickuity TPLL (BHewHee nccnegosanme; cm.
npUIoXeHue)

3. BosmoxHOCTH TOProBoit Mapku — ynauHoe
MECTOMONOXEHHE 1 COANAHCHMPOBAHHBIA Myn
apeHaaTopos

OcHosras uges («TL| Esponerckuit» — mogHoe

CpefoTouMe Aen v 4oCcyra B ueHTpe Mockssl) gomkHa

6bIIA SCHO M YETKO OTPA3MTE COBOKYMHBIE BO3MOX-

Hoctv «TL EBponerickuity 6e3 Npamoro cpasHeHus

C BAVKANLIMMU KOHKYPEHTOMK — HO MOAYEPKMBAS

BLIMIPBILLHLIE YEPThl U MHAWBMAYQNbHBIE OCOBEH-

Hoctu TL. OcHoeHas Maest BO3HUKNG Npu aHanM3e

Haubonee cunbHbix cTopoH «TLL Esponeiickuin (pac-

NOMOXEHWE B LEHTPE, O4eHb BOMbLIME NAOWOAN U

NPOMYCKHbIE BO3MOXHOCTH, MHOTOCTOPOHHWI CNEKTP

PA3HOOBPA3HBIX YCIYT, MAFA3MHOB M T.4.) U TBOpYE-

CKMM OCMBICIEHMEM ErO OCHOBHBIX XOPAKTEPUCTUK

— HassaHus («EBponerickuiny) — agpec (nnowaas

Esponbi). Ha pelwenwe noctaenenHbix 3aaa4 6bino

HAMPABEHO NPOBEAEHUE PEKNAMHON KOMMAHWH C

MCMONb3OBAHWUEM 3HAYUTENBHOTO KOMMYECTBA PA3-

FIMYHBIX U30BPAXEHWN U HOCUTENEN, BLIREPKAHHBIX B

ELMHOM CTUIKCTHKE: 1. HOYano kamMnNaHuM — pabota

HQO CO3ACAHME KEBPOMENCKOTO» MMUAXA — NPSMAs

PEKNAMA C UCMOMb3OBAHWEM NIOrOTUNA, 2. PA3BUTHE

— CTUNEBOE EAUHCTBO PA3HBIX BU3YQNbHbIX M306pa-

XEHUM, MOKETOB T.f., KOXKABIN 13 KOTOPBIX MAMIOCTPH-

POBQS TONMBKO OAHO peknamupyemoe kadectso TLI,

3. okoHuaHue (GuHaN) — AEMOHCTPALMSA COBOKYMHO-

CTH BO3MOXHOCTe, ToBapos u ycnyr «TL, Esponeii-

CKMI» C NOMOLLBIO TENe-, PAAMO- U KUHO-PONMKOB

M36paHHas cTpaTerys KOMMyHWUKaLMM Bbina npuasa-
HQ MAICBHO PO3BEPHYTb MMUAXEBYIO PEKIIAMHYIO KAOM-
NAHUIO B CMHEPTMUYHBIA KOMMYHUKQALMOHHBINA MPOEKT,
B KOTOPOM, MOMUMO TPOAMLMOHHBIX PEKNAMHBIX HO-
cuTenei, 30AeMCTBOBAHBI LONOMHUTENbHbIE CPEACTBA
KOMMYHMKALMM — MOAENMPOBAHME Briorocdeps,
capadaHHOE PAANO, MOCTOSHHO OBGHOBASIOLLMACS
canr (http://www.europe-tc.ru) c undbopmaumeir 06
QKUMAX, MPOBOAMMBIX KOMMAHWAMU-APEHAATOPAMM,
u ocseenue Hosocter TLL 8 CMW. Takas crpaterus
66110 M3BPaHA AN HaMbGonee NOAHOro MHGOPMUPO-
BAHMS LIENEBOM AYAMTOPUM 06O BCEX HOBBIX BO3MOX-
HocTsax u yenyrax TLL u, Gnarogaps ucnonbsosaquio
PAa3HOOBPA3HLIX MeaMa-HocuTenel, cnocobcTeosa-
N0 GOPMUPOBAHUIO HaMBONEE NONHOTO BOCTPUSTHS!
peknamHon kamnanum «TLL Esponeiickuiy. Teopue-
ckas cTparerus («packpsiTue MHororpaHHocTi TLiy)
06ycnosuna BLIGOP PEKIAMHBIX HOCUTENENR C TOYKM
3pEeHMst CO3AAHUSA BU3YQIbHOMO PAAA (HOPYXHAS
peknama = yteepxpaeHue), ayamopaaa (pagmope-
KNama = asmoumu ot noceteHus TLL) u nanbHemwee
1X OBbEAUHEHWE B TENE- U KUHO-PONUKAX (MMUIX

+ nepeuncneHme BO3MOXHOCTEN + SMOLMOHANBHO
NOMNOXMUTENLHOE BOCMPUATUE = MHOTOMIIAHOBOE
peknamHoe Bosaenctsane). Hocurenu Gbinu BIBPaHbI
B pesynbTare aHanusa Hanbonee 3GdeKTUBHbIX
MHCTPYMEHTOB N pabOThl HA LENEBYIO AYAUTOPHIO
npoekta. Pabotas coBmecTHO, kKaHans pacnpocTpa-
HEHMS CO3AANU KAPTUHY MHOTOBYHKLMOHAIBHOTO
TLl, nocetutenu kotoporo moryT yctpouts cebe
«EBponeiickue kaHUKymbI», HE BbIKTIOYAACH U3 pabo-
4ero rpaduKa, COBMECTUTL MONEZHOE C NPUSTHBIM,
OTAOXHYTb M 3AHATLCA CNOPTOM.



TB:
Tenepeknama

Papguo:
Pagnopexnama
Mporpamma / koHTEHT

Mevarnsie CMU:
Toprossie / [NpodeccroHansHbie
MoTpebutensckme xypHans

Mpamas paccbinka:
Mo anekTpoHHOM noyTe

PR:
Meponpusitus
Kuro

Awvanorosas:
MHTepHeT canTsl

Hapy>xHas:
Peknamneie LLUMNTbI

CnoHcopcrBO:
«Paamo Poccum», Pagno «Monte-Kapno»

Po3HunuHbIE NpoAcxU:
PassnekatensHbie MeponpuatTna
B MECTAX NPOAAX

NMapTusanckas peknama:
CapadanHoe paguno

BoBrneueHue KJIMEHTOB:
Co3aaHHbIN NOTPEBUTENAMM KOHTEHT

[Mporpamma nosnbHOCTH
LleHosas nonutuka

Mporpamma nosnsHOCTH:

1. Bsenenue kpyrnocytouHoro pexuma pabotsi TLL

2. Cucrema oH-NaMH MHPOPMUPOBAHMA 06 aKLmsx
apeHpaTopos Ha cante TLL, noctosHHoe o6HOB-
neHue;

3. JononHutensHbie GOHYCHbIE MPOrPAMMBI A
QpPEHAATOPOB — CKMAOUHBIE CHCTEMBI B PECTO-
PAHHOM 30HEe, NPEROCTABNEHME MIOLWAAEN AN
npoBefeHus AenoBbIX MeponpusTHii, obecneye-
HME BbICOKOTO YPOBHs 6E30MACHOCTH;

4. TNpoeeneHue perynsapHeix ONPOCOB APEHAATOPOB
B LLeNsx ynyulleHuns cepsuca.

Llenosas nonutuka:

1. BO3MOXHOCTb 3aUKCHPOBATL QPEHAHbIE CTABKM;

2. MOpKeTUHroBbIe MCCNEA0BAHUA COOTBETCTBMS
KOMNaHM-apeHaaTopos obuemy crarycy «TLL
Esponeitckuiny.

[locTvxeHne OCHOBHOM Lenu PEKIAMHOM KAMNAHMM
— yBenuueHue nocewaemoctu « TL| Eponerickuity
NOATBEPXAAIOT AAHHBIE CYETYUKOB SNEKTPOHHOM
cucTembl ouerku notokos nocetutenen CountMaxR
(B npunoxeHuu), KOTOpbIE AEMOHCTPUPYIOT MIAHO-
MEPHbI POCT NOTOKA NOCETUTENEN B TEYEHUE rOAQ.
Bcero 3a rog nocewaemocts Bospocna c 4143116
yenpo 5 112880, 1.e. Ha 23,4%.

[loctuxerne octanbHbix Lenen (MCTOUHUK — KoMna-

Hus Russian Reserch Group);

1. YsHasaemocTs 6penaa. B Hauane mapkeTtun-
rOBbIX MEPOMPUSTHI Y3HOBAEMOCTb CPEAM
penpeseHTaTuBHbIx bokyc-rpynn (o1 25 go 55
net) coctaenana ao 20% ot y3HoBaeMOCTH cpeau
TOPrOBbIX LEHTPOB, HO MOMEHT OKOHYAHMA MEPO-
npustuin — 45%;

2. Pacwupenve uenesor ayantopum (3nemeHt
NOANBHOCTM K BpeHay): Ha HAYANO MEPONPUATUI
yactota nocewenui TL cocrasnsna 1 pas s Tpu
Mecsua, B koHLUe Bo3pocna go 1 pasa B 2 mecsua
(Ha 35%). KonnuecTso Herat1eHbix BbICKA3bIBAHWIA
o TL cumaunock Ha 70%, HelTpanbHbix — Ha

E_épr. inl
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10%; nonoxwrensHeix - sozpocno Ha 80 %.
(bokyc-rpynnsl 1 onpocsi)

3. YBenuueHue Donm BEICOKOAOXOAHOTO HACENEHUS
cpeaum nocetuteneit TL. [Jons sbicokogoxogHom
QyAMTOPUM yBEAMUMAACE Ha 35%, fons aKTMBHOM
monogexu — Ha 20% ( B T.4. 30 cueT OTKpPLITHA
kaTKa)- (BbI6OPOYHBIE ONPOCH U POKYC-TPYMMbI B
HQYane 1 B KOHLE MepPONPUATHIA)

4. TlosnumornposaHre BpeHaa Kak anutHoro. bonb-
LUMHCTBO YYOCTHUKOB GOKYC-TPYMM B KOHLE MEPO-
NPUATHS 3ASBUNO, YTO BOCTIPUHUMAIOT LEHTP KAK
SUTHBIA, HO HE OTMYTMBAIOLLMIA LOPOTOBU3HOM.
Ha 25% ysenuunnace nons niopeit, kotopsie
BOCMPUHUMAIOT LIEHTP KAK MECTO ANisi CEMENHOTO
BPEMANPENPOBOXAEHMS.

[MonoxuTenbHbiM GAKTOPOM, MOBAMSBLUMM HA yCrex
PEKNAMHOM KOMMAHUM Mbl CYMTAEM MO3UTUBHOE
ocseuwerne cobumuit TL, «Esponerickuity 8 CMMU,
CO3[AaHME NONOXMUTENBHOTO KOHTEHTA B MHTEepHeT-
NPOCTPAHCTBE, U, BE3YCNOBHO, CapadaHHOE PAAKO,
cospaswee «TL, EsBponeckuity HedbopManbHbii
VMUK MOAHOTO, CTUNEHOTO, TYCOBOYHOMO MECTA,
rae 0693aTenbHO HaBo NOBLIBATL, PA3BAEYLCH, HA-
3HauMTL cBUAaHKe v T.4. PR u capadantoe paano
MHOTFOKPATHO YCHAMIO 1 060raTnno HedhopManbHbl-
MM, LOCTOBEPHBIMM OTTEHKAMM MPSIMOE PEKIIAMHOE
BO3AENCTBUE. FHAUMTENBHBIM HAKTOPOM SABASETCS U
ToueuHas, agpecHas pabota c VIP-knuentamu, nuae-
PAMU BAUSIHUS M OBLLECTBEHHOTO MHEHMS, KOTOPAS!
BEETCs CO AHst OTKPbITHs TLL.

“European” shopping

& entertainment
center

Shopping and entertainment center
Campaign title: “What is it like? — Impressive!
Active! Modern! Near!”

Category: Stores & Supermarkets

Project scale: Local

Goal: Increasing attendance of “European” shop-
ping & entertainment center, attracting new catego-
ries of consumers with higher buying (purchasing)
power.

/10

Tasks:

1. Informing target audience about all the new
opportunities “European” shopping & entertain-
ment center can provide — “goods, restraints,
sport, services, and a place for meeting and
entertaining under one roof in Moscow down-
town”. Positioning brand as elite, “European”,
but at the same time as a family one, accessible,
and “near”. The special logo was designed,
resembling euro currency logo, which is close to
the heart of middle and upper class. This logo
was positioned in image commercials as caption
of some sort of universal international film studio
with appropriate lights and sound. This form of
logo advertising, making strong resemblance
with cinema visitation is aimed on creating family
and bourgeois image of “European” shopping &
entertainment center.

2. Increasing status of “European” shopping &
entertainment center to the elite, but at the same
time not frightening off by its high prices.

3. Expansion of family target audience of “Euro-
pean” shopping & entertainment center as an
entertainment and leisure center. For the vivid
image of “European” shopping & entertain-
ment center more than 10 layouts of outdoor
advertisement, made in the same style, displaying
the single trait of trade center each. ( “Luxurious”,
“Near”, “Delicious”, “Active” etc.). All this market-
ing should have shown and it shown the image
of “European” shopping & entertainment center
as a fashionable, comfortable conglomeration of
goods and services in the city downtown, which
visiting is a must for every self-respecting Moscow
citizen.

4. Increasing the part of the active youth in trade
center target audience.

Additional info:

In European” shopping & entertainment are situated

250 clothes and footwear stores, 30 perfumery

and cosmetics shops, 70 accessories and jewelry

shops, 50 kid’s and sport’s shops, and also house

goods shops, fur boutiques, electronics stores, food

stores and many more. The largest (5000 sq. m.)

SPA-center Royal Rixos SPA with 25-meter long

swimming pool and real sand beach is also situated

in European” shopping & entertainment, as well

as 24/7 supermarket “Perekryostok” (1560 sg. m.)

food-court (more than 30 restaurants and cafes) 9

hall cinema multiplex “Formula Kino”, entertainment

center “lgromaks”, club-restaurant “BLACK STAR

CLUB’ household goods shop, dry-cleaner’s, cell

phone shops, bank offices, ATM’s, skating-rink (2000

sg. m, 500 sg. m. for kids), two-level parking.



ranepen GyTukos

Valentino Red Lancel
Pal Zileri Lab Furla

Boss Orange Le Cadeau
cada Sport Trussardi

Laurel Class Roberto Cavalli

Goals:

1. Creating the powerful familiar integral brand of
“European” shopping & entertainment center
(increasing brand recognition by 15%, quantifi-
able criteria), increasing brand loyalty by 20%
(perceptual criteria).

2. Brand positioning as elite but at the same time as
a family one, accessible, and “near”. (attitudinal
criteria).

3. Increasing the number of visitors by 10-15% (via
CountMaxR electronic customer quantity counter
data).

4. Expansion of the target audience at cost of high
income group of citizens and active youth by
15% (quantifiable and attitudinal criteria)

5. Increasing brand loyalty by 20% (attitudinal
criteria).

Marketing project efficiency criteria:

1. Installing electronic customer quantity counters at
entrances/exits of the trade center

2. Carrying out marketing research based on focus-
groups, target audience counting, electronic
counters

Main idea of advertising campaign

“European” shopping & entertainment center - is a
fashionable center of business and entertainment
under one roof in the city downtown — time economy
for busy people, and wonderful place to spend
leisure time for free people.

1. Analysis of consumer interests via carrying out
quantitative and qualitative marketing research.
2. Estimation of potential interest of target audience
in 24/7 work time of “European” shopping &
entertainment center (external research, see at-
tachment).
3. Trademark opportunities - successful location
and balanced lessee pool.
Main idea (fashionable center of business and
entertainment under one roof in the city downtown)
must clearly show total opportunities of “European”
shopping & entertainment center without direct
comparison with closest competitors, but underlin-
ing wining traits and individual features of the frade
center. Min idea appeared while analyzing the stron-
gest features of “European” (downtown location,
large area, high throughput capacity, wide range
of services and shops, etc.) and creative analysis of
main trade center characteristics — name (“Euro-
pean”), address (Europe square). For completing this
task a special advertising campaign was started,
which included a vast variety of different images and
media sustained in the same style: 1.the beginning
of the campaign-focused on creating European

image — direct advertising with the use of the logo,
2. development of the campaign — style unity of
different visual images, layouts, etc, picturing single
characteristics of the trade center each. 3. the final of
the campaign — demo of wide range of opportuni-
ties, goods and services of ‘European” shopping &
entertainment center via commercials on radio, TV
and cinema.

Selected communication strategy was chosen to
smoothly transform image advertising campaign
into synergy communicational project, in which not
only traditional advertising media is used, but also
additional communication means — blogs model-
ing, word-of-mouth publicity, constantly updating
web site (http://www.europe-tc.ru), with all needed
information on all events carried out by lessees’

and media coverage of trade center activity. Such
strategy was chosen for the fullest informing of target
audience about all new opportunities and services
trade center can provide, and due to the use of

vast variety of media sources it helped to form the
most complete understanding of “European” trade
center advertising campaign. Creative strategy (
disclosure of diversity of “European”) provided the
choice of advertising media to create visual images
(outdoor advertisement — statement), audio com-
mercials (emotions from the visiting the trade center),
and their joining together to create TV and cinema
commercials (image + wide variety of opportunities
+ emotionally positive perception = multi-aspect ad-
vertising impact). These media sources were chosen
as the result of analysis the most efficient tools to
work for the project’s target audience. The channels
of distribution, working together created the image
of multi-functional trade center, and the visitors of
this trade center, can be provided with “European
holidays” without being distracted from their working
schedule, combining business with pleasure, and
they can wonderfully spend their leisure time or do
some sport activities.

TV:
Spots

Radio:
Spots
Program / content

Print:
Trade / Professional
Consumer Magazine

Direct:
E-mail

PR:
Events
Cinema

Interactive:
Web site

Outdoors:
Billboard

Sponsorship:
«Pagno Poccum», Pagno «Mowte-Kapno»

Retail experience:
Retailtainment

Guerilla:
Buzz Marketing

Consumer Involvement:
Consumer Generated

Couponing
Pricing Changes

Loyalty program

1. Introducing 24/7 working schedule

2. On-line information about all the events carried
out by lessees situated on trade center web-site
which is kept constantly up-to-date.

3. Additional bonus programs for lessees - discount
system in restaurant area, providing them with
area for carrying out business events, and pro-
viding high level of security.

4. Conducting regular surveys of lessees in order to
increase level of service.

Pricing policy:

1. Possibility to fix rental.

2. Marketing research of correspondence of lessees
companies to the general status of “European”
shopping & entertainment center.

Achieving the main goal of advertising campaign

— increasing the attendance of the trade center — is

proved by the data from CountMaxR electronic

customer quantity counter (see attachment), which
shows regular growth of visitors flow during the year.

The total attendance during the year has increased

from 4143116 people to 5112880, or by 23.4%.

Achieving the other goals (source — Russian Re-

search Group company)

1. Brand recognition. In the beginning of advertising
events brand recognition among representative
focus-groups (25-55 y.o.) was 20% from trade
centers recognition in general, in the end of
campaign it was 45%.

2. Broadening target audience (brand loyalty
element): in the beginning of the campaign at-
tendance frequency of trade center was once in
the three months, in the end it increased to once
in a two months (35%). The amount of negative
statements on trade center decreased by 70%,
neutral — by 10%, positive — increased by 80%
(focus-groups and questioning).

3. Increasing the part of high-income citizens
among the visitors of the trade center. Part of
high-income visitors increased by 35%, part of
the active youth by 20% (due to the opening of
the skating rink as well). (selective surveys and
focus-groups in the beginning and end of the
campaign)

4. Brand positioning as an elite one. Most of par-
ticipants of focus-groups in the end of campaign
stated that they consider trade center to be an
elite one, by not frightening off by its high prices.
The part of people considering trade center as a
place of entertainment and spending leisure time
increased by 25%.

We consider that positive factors that influenced

the advertising campaign are positive coverage

of “European” shopping and entertainment center
events by mass-media, creation of positive content in
the Internet, and of course word-of-mouth public-

ity that created the informal image of “European”
trade center as a fashionable, stylish place, which
you should visit to entertain yourself or to go out on
a date. PR and word-of-mouth publicity with the help
of informal and reliable info increased and enriched
direct advertising impact. Also one of considerable
factors is individual, address approach to VIP-clients,
leaders of influence and public opinion, which was
provided since the opening of the trade center.




