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OcHoBHas yenb: coxparerue [pynnoi A3
NMAEPCKUX |’|O3MLU4|Z HQ PbIHKE NErKnx Kommepye-
cxkux asTomobuneit (nanee LCV). Kputepuu ycnexa
KAMNAHUK. COXPAHEHUE «PA3PbIBA» MO AOSN PbIHKA
LCV ¢ 6nuxaiummm KOHKYPEHTaMM — YUQCTHUKOMM
cermenta «Mmnopt 6/y» (cymmapHo) Ha 25% npu
no6OoM KonebaHWM PhIHKA.

3agaun:

1. Coxpanenue gonm Ne 1 B 0CHOBHOM cermeHTe
poitka LCV — cerment rpysonepesosok. [Ins notpe-
GuTenen CermeHTa rpy3onepeBo3ok PALMOHAMbHbIE
AKTOPbI NPEBOCXOAAT SMOLMOHANBHBIE U 3HAYM-
TEMbHO BAMSIOT HA MOKYTKY, MO3TOMY OCHOBHOM
3a404ei 6bINO PACKPLITUE U LOHECEHWE LIEHHBIX A7
cywecteytlowmx notpebuteneir a/m [A3ens pauo-
HanbHbIX GaKTOPOB BEIGOPA aBTOMOGKAA (NpoCTOTA
8 0BCNYXMBAHUM, BO3MOXHOCTb AOCTYMHOTO U Bbl-
CTPOro 06CnyXMBAHUSA A/M B MIOBOMN TOUKE CTPAHDI,
BMECTUMOCTb).

2. Ykpennenue umnpxa 6perpa [A3ens kak nuaepa
Ha poiHke LCV. B ycnosusax, Koraa paumoHansHele
dakTopbl NPy BEIBOPE KOMMEPYECKOTO OBTOMO-
6UnA SBAKIOTCS 3HAUUTENBHBIMM, SMOLIMOHANBHOE
BOCMPUATHE BPEHAA BCE Xe COXPAaHsET GonbLioe
3HAYEHME ANt NOCTORHHOM NPUBEPXEHHOCTH M
NOBTOPHOTO BLIGOPA ABTOMOGMS, NO3TOMY OAHOM
13 30404 CTOBMNOCH PACKPLITUE W IOHECEHWE 40
notpebuTenedt SMOUMOHANbHLIX GAKTOPOB BEIGOPA
Mapku asTomobuns (HapoaHbiin asToMobuns, BeIGOP
6onbLIMHCTBA NepeBo34mkos Poccuu, «eseT no
xn3Hu»). CnpasouHas nHpopmaumsa:

Mo cocroanuio Ha korew 2007 roaa: emkocTs poc-
cuitckoro peiHka LCV coctasnana 6onee 130 000
a/m 8 rop, Temnbl pocta poitka coctasnsnu 10%

8 rog. [pynna A3 3aHuMaeT BegyLLyto No3uumio

Ha poiHke LCV B ocHOBHOM 301 CHET COXPAHEHWs!
FIMBEPCKMX MO3ULMIA B CETMEHTE TPY30MepeBo3okK.
Mo uroram 2007 ropa pons [A3 Ha peiHke LCV co-
craensna 53%, 8 cermenTe rpyzonepesosok — 59%.
OcHosrom npopykt Ipynnsi TA3 Ha pbitke LCV —
a/mTA3ens (nonHas macca go 3,5 ToHH, rpyzonoab-
emHocTb 10 1,5 TonH). Mpoussopstca c 1994 1, 8
2003 r. nogeepranuce MopepHU3aLmmn. MogenbHbii
psa a/m FA3ens: mukpoasTobychl, waccm/6opT,
LenbHOMETaNMYECKUe GyproHsl, CneuTexHuka (byp-
rOHbI (M30TEPMUUYECKUE, MPOMTOBAPHBIE), OBTOBO3bI,
KOMMYHQNbHOS TEXHWKA v T.4). B cermenTe rpysone-
PEBO30K NPEACTABEHD! TAKME MOANPUKALMM a/M
[A3ens, kak waccn/6opT, uensHoMeTanInyeckue
byproHsbl, cneutexHmka - dbyproHsl (M3oTepmmdeckue,
npomMToBapHsie). B cTpykType npoaak ocHosHyio
L0710 3AHMMAIOT 6OPTOBbIE O/M U GypProHsl Ha Base
waccey. LleHoBo# cermeHT, B kOTOPOM NpeacTaBneH
a/mTA3ens —mass-market. OcHOBHbIE KOHKYPEHTBI
a/m lazens: nopepxaHHbIe a/mM eBpoNenckoro Npo-
M3BOACTBA; HOBLIE A/M A3MATCKOTO NPOWU3BOACTBA;
a/m YA3 ananornuyHoro HasHauenus. OcHoBHble
cermeHTbl notpebnenns a/m [A3ens B cermen-

Te rpy30MepeBo3ku: NPOU3BOACTBO W NOCTABKA
ToBapPOB (42%), KOMMEpYEeCKme rpy30NepeBo3ku
(36%), Toprosns (20%). Crpyktypa notpebnerus:
21% - yactHble Bnagensusl; 79% - kKommepyeckme
opranmsaumm (KA). Moptpet notpebutena: nuua,
npuHMMaioLLme pelenms o sakynke a/m —MIM, Yll, s
KA — MeHemxepbl BEICLIETO 1 CPEAHErO 3BEHA; MYX,
30-50 ner, noxon 30-50 1.p. B Mec., 06pasosaHme -
BbICLLEE, XeHaThl, 2—3 pneTen.

YposeHb nzsectHoctv bperHaa [A3ens cpean
CYLLECTBYIOLWMX M MOTEHLMANbHBIX NOTpebuTenei 4o
Hayana kommyHukauuorHoro npoekta 2008 roaa
coctasnan 97%, nosnsHocTs k 6penay [A3ens cpean
cyLiecTsytoLwmx notpebuteneit cocrasnsna 67%.

1. CoxpaHenve 6onee 50% ponu puitka LCV 8
CEermeHTe rpy3onepeso3ok Npu Niobbix koneGaHuax
poiHka (Tpynna FA3 asnsetcs nuaepom B cermeHTe
rPY30MepeBo30K U COXPAHSET AOMIO PbIHKA Gonee
50% (c 6ONbLIMM OTPLIBOM OT OCTANbLHBIX YY4ACTHUKOB
peirka LCV), nostomy ocHOBHOM Lienbio cTasmnocs
YAEPXAHWUE AAHHOM AOMM, O HE E€ yBENMUEHNME)

2. CoxpaHenue cywecteyiolein Ha Havano 2008
rOAQ AONM NosbHLIX noTpebuteneit, no utoram 2008
roaa (Ha Hadano 2008 roga nons coctasnsna 67%,

LQHHBIA MOKA3ATENb MOKCUMMANBHO YAOBIETBOPH-
TEMbHbIN, MOITOMY LiEMbIO CTABMAOCH 70 COXPAHE-
Hue).
3. YBenuueHme konmuecTsa y4acTHUKOB Ha chop-
MUPOBAHHOM noTpebutenammu koHTerTe («Kny6
lasenncros Poccumy, www.gazelleclub.ru) no uroram
2008 r. (Mo ananuay koHTeHTa, yuacTHukm Knyba —
3TO CAMbIE AKTUBHBIE M NOSNbHEIE NOTPEGUTENM a/M
[A3enb, NO3TOMY YBENUYEHME UX YMCIIA KOCBEHHBIM
06pPA30M OTPAXAET MOBbILLIEHWE [ONM NOANLHOCTH
k 6peHay)
4. CokpalueHm1e «paspbiBa» C BAMXARLLMM KOHKY-
PEHTOM MO NOKA3ATENIO CNOHTAHHOM M3BECTHOCTH
mapku Ha 10%. (O6wwmit ypoeeHs M3BECTHOCTH
mapku [A3enb no aaHHbIM Ha Hauano 2008 ropa co-
crasnseT 96% — MOKCUMANbHAs U3BECTHOCTb CPEeaM
mapok LCV, «paspbis» Gamxaiiuero KoHKypeHTa
(Ford Transit) — 20%, HO No ypOBHIO CNOHTAHHOM
uzsectHoct mogenein LCV TA3ens Haxopunacs Ha
3-M MecTe, NO3TOMY OCHOBHOM LiEMbIO CTABUIIOCH CO-
KPALLEHME «PA3PLIBA» C BIMKANLLIMM KOHKYPEHTOM
MMEHHO MO NMOKA3ATENIO CMOHTAHHOM W3BECTHOCTH)
5. PocT nokasarens BOCNpuaTHs LLeNeBoN ayauTopu-
e ummnaxa 6peHaa «FA3enb» No XapaKTePUCTUKAM:
npoctota 8 o6cnyxusanun — Ha 20%,
[OCTYyNHOCTb NpoaykTa 1 cepsuca — Ha 20%,
BMECTUTENLHOCTb (06bEM rPY30BOrO NPOCTPAH-
ctsa byproros) — Ha 30%.
(no aamHbiM Ha Havano 2008 ropa FA3ens nuampyet
C BONbLIKMM OTPLIBOM OT OCHOBHbIX KOHKYPEHTOB MO
YPOBHIO BOCMIPUATUS UMMIKA MAPKM MO NPEACcTaB-
NEHHBIM XOPOKTEPUCTUKAM, MOITOMY LEMbIO CTABU-
NIOCb MAKCUMAIILHOE YBENMYEHUE AONU COBCTBEHHO-
ro NOKA3ATeNs, a He AOCTUXEHWE YPOBHS Niuaepal)

O6wuin meana-6ropgxer:
ot 1 po 2 munnuoros gonnapos CLLIA

«lazens —BbIGOp nepesosunkos Poccuu, notomy uto
3TO BhIroaHOE NpuobpeTeHune ansa nioboro 6GusHeca,
0coBeHHO B Chepe rpy30nepeBo3ok 3a CYeT TOro
4TO OBTOMOBUNL NPUHOCUT FAPAHTUPOBAHHYIO W
CPABHUTENBHO 6 OMbLLYIO NPWELINL (MO CPABHEHUIO C
QHANOraMM HA PLIHKE) CBOEMy BnagensLy Gnaroaaps
€10 YHMKONbHbBIM BO3MOXHOCTAM, COMOMN BOXHbIX 13
KOTOPbIX ABNAETCA CNOCOBHOCTb NEPEBE3TH TPY3 C
MUHAMGbHBIMY MPOCTOSIMM B MYTH (30 CHET PEMOH-
TONPUIOAHOCTH /M, PA3BETBNIEHHOM CEPBUCHO-
COBLITOBOM CETU, [OCTYMHOCTH U BHICTPOTHI OB CITYXM-
BaHMs a/M B M0G0 Touke CTPaHBI)». «[uT-cTony.

MpoBeneHe MAPKETUHIOBOrO MCCEROBAHMS MO~
TpebHocTel noTpebutenel, B pe3ynstate kOTOPoro
6bINO BEISBNEHDI NPEANOYTEHNS NOTPebUTENEN Cer-
meHTa mass-market (ueHosoit cermenT (TA3enu) npw
BbIOOPE KOMMEPUYECKOTO OBTOMOBWAS: AOCTYNHAS
uera (50%), noctynHble sanyactm(42%), pemoHTo-
npurogHocTs (39%), NOAXOAUT ANs MECTHBIX YCIOBMIA
(38%), Hanuume cepeuca (33%)

CrpaTeris KOMMYHWUKALMOHHOM AEATENbHOCTH OCHO-
BbIBOETCS HO MHTETPUPOBAHHOM NOAXOAE KOMMYH M-
kaumi 6penna «A3enb» ¢ ayautopueir. Mnterpaums
NoAPA3yMEBUET MCMOMb30BAHKE 4 COCTABNSIOLLMX
KOMMYHWKALMHK: NPSmMast peknamHas kamnams, PR,
NPAMOE [OHECEHWE MHPOPMALMHK JO KIMEHTA (C No-
MOLLBIO AMNEPCKMX OPTAHWU3ALMIA), CTUMYIMPOBAHME
COBITA (C MOMOLLBIO AMNEPCKMX OPraHU3ALMI).
OcHosa PR-pestensHoctv [pynnsl A3 — BeicTpausa-
HWE DONMUX M [OBEPUTENbHBIX OTHOLWeEHUH co CMU,
KOK OCHOBHOTO YYOCTHMKA MPOLECCA KOMMYHUKALMM
6peHpa «[asenb» c ayanTopuen.

Buibop cpeacts macc-meana B NpsiMom PeKNamMHOV
KOMMOHWM TPAAULMOHHO OCHOBBLIBOETCS HO QHANM3E
603 MAPKETUHIOBOM MHDOPMALMK, POSAUYHBIX
kateropuit pentnHros CMU, peknamHoi akTueHOCTH
KOHKYPEHTOB, MCCNEAOBAHWUM MEAUA-MPEANOUTEHMI
LieneBoi ayauTopmm; BO3AENCTBUM PEKNAMBI U YPOB-
HE BOBEPUS K PEKIIAME B TEX UMM MHBIX MEANA.
Oa+o u3 3aaay kamnanmn 2008 crasunocs uH-
bopMHUpoBaHKE NOTPebUTENEN O BMECTUTENBHOCTM
rpysosoro otceka dyproHos [A3ens. [Ins pacnpo-
CTPAHEHW: AHHOMN MHGOPMALMM BbiNo BEIBPAHO



TAKOE CPEenCTBO PEKIAMBI, KOK BbICTABKK. VIMEHHO B
POMKAX BLICTOBOYHOM AESTENBHOCTH BbINO BO3MOXHO
cospanue BuayansHoro obpasa dyproHa [A3ens,
KOK BMECTUTENBHOTO M CNOCOBHOTO NepeBes3TH Mak-
CUMQbHBI 06beM rpy3a.

B npsamoit peknamHoit kamnammu BusyansHeii o6pas
OCHOBHOM Waeu (MPoCToTa 0BCIYXMBAHUS, BOCTYM-
HOCTb 3ANYACTEN, CePBUCA) «OBLINPLIBANCA» KAK «MUT
cTonY, Koraa o6CyXMBAHWE ABTOMOBUNS OCYLLECT-
BISIETCS 30 CYMTAHHbIE CekyHabl. Heobxommmo Beino
MOKCMMQIBHOE LOHECEHWE MHPOPMALMK 4O LENEBON
QYAMTOPMM, MOSTOMY CAMO KOMMOHHUS HOCKIG OXBAT-
HbIM XaPAKTEP, C OCOBBIM QKLEHTOM HEMOCPEACTBEH-
HO HQ CYLLECTBYIOLMX NOTPEBUTENE.
[na macwTabHOM Nnepeaayu 1 3anomu-
HAHWS APKOTO CTATUYHOTO BU3YQbHOTO
06pa3a OCHOBHOM MAEU UCMONb3OBA-
nucs nevatHeie CMU (c 21.04 — 27.10,
«Komcomonsckast Mpasga», «<Audy,
«kcnepty, «3a Pynem», «AsTommpy,
«AsTOpesioy, «ABTOnepesosunky, «Co-
setckuit cnopt. Pyt60n»), HapyxHas
peknama (c 01. 09 — 30. 09 — 6aHHeps
B ropoaax munnmornukax (13 ropopos).
Hapsaay ¢ macwtabrocTbio ang Gonee
rMy6OKO NPOHWUKHOBEHWS B MAEIO
MCNOMb3OBANCS AMHAMMYHBIN 06Pa3
BOMIOLLEHMS CTATHYECKOTO 06PAa3a
nepenaya uyepes UrepHet-peknamy (c
16.06 no 28.09, dnew-6aHHepsl Ha
CMELUANU3MPOBAHHbIX U MOWUCKOBbLIX
nopTanax), 3akpenneHmne OCHOBHOM
MAEMU W CNOTaHA NPOW3BOAMIOCH

n

MMnopt HOBHBI;
9,9%

CoBmecTHOE
NpON3BOACTBO ;
5,9%

Nm

Mmnopt/HoBbIE;
Yepes CyXOBOE BOCMPHUATHE - PAAMO- 10.7%
peknama (c 16.06 no 11.07,c01.09
no 31.10, TpaHCIMPOBAHME PeKnam- CosmecrHoe
npou3BOoACTBO;
Horo ponuka «AsTopaamoy, «LLiaw- 79%

coH»), B kauectee noapepsxusaioLiero

CPEACTBA MCMOMb30BANACH KOHTEKCTHAS PEKIAMA HA
MHTepHeT-nopTanax, a Takke PErMoHAanbHAs Pekna-
MO IUNEPCKUX OPraHM3ALMI (CITyXHNa Npoaoxe-
HMEM HALMOHABHOM KOMMNAHMM (MCNONb30BANUCH Te
xe kpeaTueHele matepuans 1 CMN). ina passep-
HYTOrO TPAHCIMPOBAHMS PALMOHAMbHBIX XAPAKTE-
PUCTMK BpeHaa UCMONb30BONMCL TAKME CPEACTBA
kak BbicTaeku 1 PR-uHbopmuposarme 8 CMU. Ins
YCUNEHWS SMOLMOHQNBHOMN COCTABASIOLLEN BPeHaa
MPUMEHSNNCE TAKME CPELCTBA, KAK

PR-nognepxka.

AMRopT HOBBIN;

1. CoxpaHeHune nMaepcTsa HA PhIHKE NErkux Kom-
mepuecknx asTomobuneit (nanee LCV): coxparerme
«pA3PLIBA» NO NOKA3ATENO AONA PHIHKA C BAMXaii-
UMM KOHKYPEHTOM — Y4aCTHUKM cermeHTa «Mmnopt
6/y» (cymmapHo) Ha 25%.

PeaynbTaT: «paspeiey ¢ GMKARLLMMM KOHKYPEHTAMM
— yqactHukamu cermeHTa «Mmnopt 6/y» (cymmapHo)
Ha 27,6%, no utoram 12 mecaues 2008 roaa (Oan-
Hble Mo MmnopTy B PP HOBLIX U NOAEPXAHHBIX /M:
ITK P® (no aanHsim 3A0 3BUTOC), Accounaums
Esponeiickoro busHeca; no oteuecTseHHbIM NPOU3-
soputenam: ACM-Xonaunr, 3asoapi-u3rotosutenm)

[lons y4yacTHUKOB Ha pbiHke LCV B P®,
3a 12 mecsiueB 2007

mnopt 6y;
18,1%

FA3; 53,0%

YA3; 13,1%

[ons yyacTHMKOB Ha pbiHke LCV B PO,

nopt/ 6ly; 3a 12 mecsueB 2008 ropga

20,0%

[A3; 47,6%

YA3; 13,8%

2. CoxpaHenue gonu peitka Ne 1 8 cermente
rpysonepesosok: 6onee 50% puiHka npu mobom ero
konebaHuu.

Peaynbtat: 56,8% no utoram 12 mecsues 2008 roaga
(OaHHbie no umnopty 8 PP HOBbIX 1 NOAEPXAHHBIX
a/m: TTK P® (no parHbim 3A0 3BUTOC), Acco-
unaums Esponeiickoro busHeca; no otevectser-
Hbim npomnssoautensm: ACM-Xonaumnr, 3asoabi-
U3roTosmTeNM)

[lons yyacTHUKOB B cermeHTe rpysonepeso3ok LCV,
no utoram 12 mecsues 2007r.

Wmnopr bly;
13,4%

Paguo: 11,4%

Paanopeknama
MeuarHbie CMU: CoBMeCTHoE

Toprossie / MpodeccuoHanshble o s onare o

lazets P 653 ! TA3; 59,0%

,0/0

PR: UAZ; 9,7%

Meponpusitus

[lons y4acTHMKOB B CermMeHTe rpysonepeBo3ok, PO,

Hapy>xHas: 3a 12 mecsiueB 2008 r

Peknammbie LTI

BbicTaBku:
«Kommepueckuit asToTpaH-
cnopt-2008», Mocksa
«Poceus Egnnas», H.Hosropog
«MIMS-2008», Mocksa

11,4%

3onoras Husa, Ycrb-Jlabunck ComecTHoe
«ABTOTABTOMEXAHMKA, NPOU3BOACTBO;
C.Metepbypr 74%
«AsTodopym», H.Hosropog

bopy P UAZ; 11

Po3HunuHbIe Npoacxu:
PassnekartensHbie meponpusitus
B MECTAX MPOJaX
Mpoansuxerne ToBapa

BoBneuyeHue KIMEHTOB:
Pacckas o nuuHom onsite (WOM)
Co3naHHbIN NOTPEBUTENSAMM KOHTEHT

/AMnopt HoBbIi;

Wmnopr 6ly;
12,5%

FA3 LCV; 56,8%

8%

3. CoxpaHeHve [onu nosnbHbIX noTpebutenei no
utoram 2008 roga Ha yposHe Hauana 2008 roaa.
PesynbtaT: 67% no Hauana kamnanmm (anpens), 68%
NO UTOrOM KOMMYHUKALMOHHOM KamnaHuu (aekabps).
AHKeTHbI onpoc noTpebutenei, obbem BoGop-
kn-700 arkeT, Lona BNOAENbUEE O/M KOHKYPEHTOB

- 10%, 9 kpynHbix ropogos P®.

[onsa noankHbIX Notpe6utenen k 6peHay "MA3ens”, 2008r.

100%

0%+

*anpenb **aBrycT ***nekabpb

* no pesynsTaTam COBCTBEHHOTO Mccneaosanus, 15 anpens
2008 .

* NO PesynbTATAaM MapPKeTUHIoBoro areHtcrea «KommepcaHT-
skcnept», 17 asrycra 2008 r.

*** no pesynbTaTam coB6CTBEHHOO Mccneaosanus, 15 aekabps

2008
4. YBenuueHne konMyecTsa y4aCTHUKOB HO chop-
MUPOBAHHOM NoTpebutenamu koHTerTe («Kny6
lasenncros Poccumy www.gazelleclub.ru), no uroram
2008 r. (Mo ananusy koHTeHTa, ysacTHukm Knyba —
3TO CaMble KTUBHBIE W NOSNbHEIE NOTPEGUTENM a/m
[A3enb, NO3TOMY YBENMYEHHE UX YUCIIA KOCBEHHbIM
06pPA30M OTPAXAET MOBbILLIEHWE [ONM NOANLHOCTH
k 6peHay)
PesynbTaT: yBenMueHme KonmMyecTea y4acTHUKOB
Murepret-Knyba «asenmctsl Poccumn» Ha 69% s
2008 rogy no cpasHenmio ¢ 2007 rogom. B pexabpe
2007 ropa konuuecteo yuactHmkos Knyba cocrasns-
no 945 yenosek, 8 nekabpe 2008 roga konuyecTso
y4acTHMKOB yBenmuunocsk Ha 2 104 yenosek — o
3 049 yenosek (cOBCTBEHHBIN QHANU3 YYACTHUKOB
Kny6a).

KonuuectBo y4YacTHUKOB

NoTpe6UTEIbCKOro KOHTEHTa
"Kny6 Masenucroe Poccun”, yen.

3049

2007

2008

5. CokpauieHme «paspbiBa» C BAMKARLLMM KOHKY-
PEHTOM MO NOKA3ATENO CNOHTAHHOM M3BECTHOCTH
mapkn Ha 9 %. (O6Lmi ypOoBEHb M3BECTHOCTM MAPKM
[A3enb no ganHbM Ha Havyano 2008 roga cocrtas-
naeT 96% — MOKCMMANbHAs M3BECTHOCTL CPEAM
mapok LCV, «paspeis» 6amxaiiuero koHkypeHTa
(Ford Transit) = 20 %, HO NO YPOBHIO CMOHTAHHO
nasectHoctn mogenen LCV TA3ens Haxogunacsk Ha
3-M MecTe, NO3TOMy OCHOBHOM LiEMbIO CTABUOCH CO-
KPALLEHUE «PA3PLIBAY C BAMKAMLLMM KOHKYPEHTOM
MMEHHO MO NOKA3ATENIO CNOHTAHHOM W3BECTHOCTH)
AHKeTHbIN onpoc noTpebuTteneit, o6bem BuIGOpP-
kn-700 arkeT, nons BNaaenbues a/M KOHKYPEHTOB

— 10%, 9 kpynHsix ropogos PD.

O6Gwasn (cnoHTaHHasA U HaBele HHasA CyMMapHO)
u3BecTHOCTbL Moaenen LCV, anpens 2008r.

* no pesynsTaTaM COBCTBEHHOTO Uccneaosanus, 15 anpens
2008 r.

* NO pPe3ynbTaTaM MAPKETUHIOBOTrO AreHTCTsa ((KOMMepCOHT'
skcnept», 17 asrycra 2008 r.

*** no pesynsbTatam cobcTBEHHOO Mccneaosanus, 15 aekabps
2008

PesynbTat: Bamxaiiumm KOHKYpPEHTOM no noka-
3QTENO CNOHTAHHOM M3BecTHOCTM mapku [A3ens
(pesynbTaTH 30MEPA, NPOBEAEHHOTO 4O HAYANG

PK, anpens) cranu Mercedes Sprinter, Ford Transit.
[lo Havana kamnaHuu «paspsie» coctasnsn 12%
(FA3ensb/ Mercedes Sprinter), 10% (TA3ens/ Ford
Transit), nocne nposeaerus kamnanmm - 8% (TA3ens/
Mercedes Sprinter), 6% (TA3ens/ Ford Transit)



CnoHTaHHas M3BECTHOCTb
mapok LCV, 2008r. %

nAekabpb, 08

A44%

aerycr, 08

42%

41%

anpens, 08

20,00% 30,00% 40,00% 50,00

10,00%

0,00%

B MA3enb
O Mercedes Sprinter
B Ford Transit
Mercedes | Ford

'A3enb | Sprinter Transit
Anpenb*,
08 31,00% 43,00% | 41,00%
ABryct*,
08 34,00% 44,00% | 42,00%
[ekabpb*,
08 38,00% 46,00% | 44,00%

6. Poct nokazarens BOCIPUATHS LENEBOW AYAUTOPU-
el ummnmxa 6perna «[A3enb» No xapakrepucTukam:
— npoctota B obcnyxusanmn — Ha 20%, — goctyn-
HOCTb npoaykTa u cepsuca — Ha 20%, — BmecTutens-
HOCTb (06bEM rPY30BOTO NPOCTPAHCTBA ypProHos)
- Ha 30%.

Mo panHem Ha Havano 2008 roaa TA3ens nuanpyet
€ BOMbLIMM OTPLIBOM OT OCHOBHbIX KOHKYPEHTOB MO
YPOBHIO BOCTIPUATMS UMMIKA MAPKK MO NPEACTAB-
NIEHHBIM XOPAKTEPUCTUKOM, MOSTOMY LiEMbIO CTABU-
NIOCb MOKCUMAIBHOE YBENMYEHUE AOMM COBCTBEHHO-
rO NOKA3ATeNs, a HE LOCTUXEHWE YPOBHS NUaepal.

OueHka BOCNpUATMA MMUAXa Mapok LCV,
anpenb 2008 r.

50%
45%
40%

35%
30%
25%
20%
15%

B MA3enb

@ Ford Transit

B Hyundai Porter

@ Mercedes Sprinter

10%
5%
0%

p
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OueHka BOCNpPUATHSA MuAXa GpeHaa "TA3ens"
ueneBoit ayautopuei, 2008 .
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Mpocrora &
oBcnyKuBaHK
W anpeny*
Hoctynkocte W asryct*
0O pexabpb*
BMecTutensHocT,

ArKeTHbIM onpoc notpeburenei, obbem BuiGOpP-
k1-700 aHkeT, [oNs BNOAENnbUes a/M KOHKYPEHTOB
—10%, 9 kpynHbix ropogos P®.

* No pesynsTaTam cobCTBEHHOTO Mccnepoeakus, 15 anpens
2008 r.

* N0 Pe3ynbTaTaM MAPKETUHIOBOTO areHTcTBa «KommepcaHT-
skcnepty, 17 asrycta 2008 r.

*** no pesynstatam cobeTBeHHOro nccnenosanms, 15 nekabps

2008

1. Tpynna A3 BbiMrpana TeHaep Ha NOCTABKy
wkonbHbix asTobycoe «[A3enb», nposoanmoro s
PAMKAX MPUOPUTETHOTO FOCYAAPCTBEHHOTO MPOEKTA
«O6paszoeanuer. B 2008 roay 8 pamkax npoekta
«Mpynna FA3» nocraeuna 1 150 wkonbHbIX MUKPO-

asTobycos «[A3enb» 8 76 cybvektos PD Ha cymmy
587 munnnoros 500 Teicay pybnei.

2. bpeng «[A3enb» 3aHan nepsoe mMecTo cpeamn asTo-
MOBunbHBIX Bperaos Poccun (no utoram exerogHoro
ncenenosanms «Jlydwme Poceurickue 6peHap», npo-
Boaumoro komnanweit Interbrand Zintzmeyer&Lux).
CornacHo oueHke ctoumocTs 6peraa «[A3enb»
coctasuna 139 man. gonn.

3. YBenuuerue rapaHTUIRHOTO CPOKA 3KCMYATALMM
Ha Bce mogudmkawmm a/m «[A3ens» ¢ 2008 ropa no
2 net unm 60 Thic.km. npobera.

4. Nzotepmuueckuit dypron FA3- 330202 «[asenb» 8
anpene 2008 roga npusHan «HapogHsIM kommepue-
ckum asTomobunem Poccumy (Beibop 134 000 nepe-
Bosunkos Poccuu, no utoram 2007 roga). B pamkax
IX MexayHapoaHO#M CNeuManM3npoOBaHHOM BEICTABKM
«KomTparce» Mpynne TA3 ot 3AO «PUA «Poc-
6usHec», xypHan [py3oeuk-npecc Gy BpyYeHb
IUNNOM U 3HAK «[a3emb — HaOPOLAHbIN KOMMEPYECKMI
asTomobuns Poccum, 2008».

Light commercial vehicles

Campaign title: GAZelle: less fault time — max
profit

Category: Auto — Moto (goods & services)
Project scale: National

Main objective: retention of lead positions by GAZ
Croup at the Light Commercial Vehicle market
(hereatter referred to as LCV). Successful campaign
criteria: keeping the gap in LCV market share com-
pared to the closest competitor’s — Second-hand
import segment — (totally) at 25% under any market
fluctuations.

Tasks:

1. Retain share Ne 1 in the main segment of the LCV
market — the cargo transportation segment. For the
consumers of the cargo transportation segment,
rational factors outweigh emotional factors. These
rational factors influence significantly on a purchase,
thus the main task was to open & bring valuable
rational factors for selection of a vehicle into the
minds of the existing GAZelle consumers (ease of
maintenance, possibility to find quick & affordable
service for the vehicles in any corner of the country,
roominess).

2. Strengthen GAZelle brand image as the leader
at the LCV market. In the conditions, when rational
factors are significant for selection of commercial
vehicles, emotional perception of the brand still
remains value for permanent adherence & repeated
vehicle selection, thus one of the tasks was to open
& bring emotional factors for selection of a vehicle
(national’s vehicle, the choice of the majority of Rus-
sian haulers, «drive through lifex ).

Reference information:

As of the end of 2007: the capacity of Russian LCV
market is more than 130 000 vehicles per year, the
market growth rate is 10% per year. GAZ Group
keeps a leading position at the LCV market mainly
due to retention of the lead positions in the cargo
transportation segment. Summarizing the results of
2007. GAZ share is 53% of the LCV market, and
59% of the cargo transportation segment. The main
GAZ Group product at LCV market is GAZelle
(GVW 3.5, payload 1.54). It has been manufactured
since 1994. It was upgraded in 2003. The lineup

of GAZelle includes minibuses, chassis cabs/drop-
sides, monocoque vans, special vehicles (lutons
refrigerator van), car carriers, municipal vehicles etc).
The following variants are presented in the cargo
transportation segment: chassis cabs/dropsides,
monocoque vans, and special vehicles — (thermal

& lutons). The main share of the sales structure is
taken by dropsides & lutons. The price segment,
where these GAZelle vehicles are presented, is
mass-market. Main competitors of GAZelle are used
European vehicles; new Asian vehicles; UAZ vehicles
with similar application. The main consumption seg-
ments of GAZelle vehicles in the cargo transporta-
tion segment are production & goods supplies (42%),
commercial cargo transportation (36%), trading
(20%). Con Structure of consumption: 21% — private

owners; 79% — commercial organizations (CO). Cli-
ent portfolio: people, who are making decisions to
buy vehicles - sole proprietor, private entrepreneurs,
in CO — High & medium level managers; male,
30-50 years old, wage 30-50 K RUR per month,
education — Higher, married, 2-3 children. The level
of the brand repute among the actual and potential
customers before the start of the communication
project was 97%,GAZelle brand loyalty among the
actual customers was 67%.

1. Keeping more than 50% of the market LCV in the
cargo transportation segment: under any market
fluctuations.

(GAZ Group is the leader in the cargo transporta-
tion segment and preserves the market share of over
50% (with a wide margin from the other participants
of LCV market), that is why the main objective was to
preserve this share and not to increase it)

2 Keeping the share of loyal customers at the end

of 2008 at the level of the beginning of 2008. (at the
beginning of the year the share was 67%, this index
meets the needs that’s why keeping it at the same
level was made a target).

3. Increasing the number of participants of the
content made by customers (Russian GAZelle Drivers
Club), www.gazelleclub.ru), by the results of 2008.
(In accordance with the content analysis, the Club
participants — are the most active and loyal consum-
ers of Gazelle vehicles, that is why the increase in
their amount indirectly reflects the increase in loyalty
share to the brand)

4. Reducing the gap in comparison with the closest
competitor in the rate of the brand spontaneous
repute by 10% (According to the information of the
beginning of 2008 the general level of GAZelle
repute was 95% which makes maximum among
LCV brands, with 19% gap in comparison with the
closest competitor Ford Transit, but by the level of
spontaneous repute of LCV brands GAZelle took
the third place, that’s why the main target set was to
narrow the gap particularly by the rate of the brand
spontaneous repute).

5. Increasing the rate of select audience perception
of GAZelle image by the following parameters: —
maintenance simplicity — by 20%; - product and
service affordability — by 20%; — roominess (volume
of the cargo compartment of the van) — by 30%.
(according to data by the beginning of 2008
Gazelle is leading with a wide margin from the main
competitors in terms of the perception level of the
mark image by the characteristics presented, that is
why the objective was maximum increase of the own
figures share, and not achievement of the leader’s
level)

Total media budget:
$1 - 2 million

“GAZelle is the choice of the Russian haulage
companies because it is a good bargain for any
business, especially in the area of cargo transpor-
tation, due to the fact that the vehicle bringsto its
owner guaranteed and comparatively bigger profit
(in comparison with analogous brands in the market)
thanks to its unique capacities, among which one
of the most important is the capacity of transporting
cargo with minimum downtime en route (due to the
vehicle maintainability, ramified dealer network,
affordability and quickness of service in any Russian
area)”. «Pit-stop».

The marketing research has allowed to define the
preferences of mass market customers (price seg-
ment for GAZelle) when choosing a light commercial
vehicle: available price (50%), available spares
(42%), repairability (39%), suitable for local condi-
tions (38%), availability of servicing (33%).

The communication strategy is based on the inte-
grated approach of GAZelle brand communication
with audience. Integration involves application of 4
communication components: direct publicity cam-



paign, PR, bringing information directly to a client
(with the help of dealers), sales promotion (with the
help of dealers).

The basis for PR of GAZ Group is long-term trusted
relationship with Mass Media, as the main partici-
pant of the GAZelle brand communication process
with audience.

The selection of mass media means for the direct
publicity campaign is based, traditionally, on the
analysis of marketing information bases, different
ratings of Mass Media, advertising competitor’s
activity, investigation of target audience preferences
for media; advertisement impact & degree of belief
to publicity in different media.

One of the tasks of 2008 campaign was to inform
consumers about the roominess (capacity) of the
cargo compartment of the GAZelle vans. Exhibitions
were selected to spread this info. Only within the
exhibition activities, it was possible to create visual
image of GAZelle van as a roomy vehicle, which is
capable to carry max cargo volume.

In the direct advertising campaign, the visual image
is played like “pit stop”, when vehicle service is done
in a matter of seconds. It was required to bring max
info to the target audience, thus the campaign had
coverage character, with special emphasis upon the
current consumers.

During the direct advertising campaign the visual
image of the main idea (ease of servicing, availability
of spares and servicing) «has been pictured» as a Pit
stop when a vehicle can be serviced within seconds.
The task has been to bring maximum information

to the target audience that is why the campaign

has had a wide coverage with a special emphasis
directly on existing customers.

For large-scale communication and memorizing of
the bright static visual image of the main idea the
following means have been used: print media (from
21.04 — 27.10, «Komsomolskaya Pravday, «AiF»,
«Expert», «Za rulyomy, «Avtomirs, «Avtorevue», «Av-
toperevozchik», «Sovetskiy sport. Football»), outdoor
advertisement (from 01. 09 — 30. 09 — banners in cit-
ies with population over 1 million people (13 cities).
Together with the large-scale communication the dy-
namic image of static image embodiment has been
used for deeper penetration into the idea as well as
the communication through Internet advertising (from
16.06 to 28.09, flash-banners at specialized and
search Web portals), fixing of the main idea and slo-
gan through auditory perception — radio-advertising
(c16.06 no 11.07, c01.09 no 31.10, broadcasting
of the advertising spot by «Avtoradio», «Chansony).
Context advertising at Web portals as well as
regional advertising of dealers’ organizations
(as a follow-up of the national campaign (with
the same creative materials and mass-media
used)) has been used as a support. For wide
broadcast of brand rational characteristics such
means as exhibitions and delivery of information
in mass media have been used. To strengthen
the emotional constituent of the brand such
means as PR-support have been used.

Radio:
Spots

Print:
Trade / Professional
Newspaper

PR:
Events

Outdoors:
Billboard

Trade shows:
«Commercial Autotransport», Moscow
«International Motor Show», Moscow
«Autot+Automehanika», S-Petersburg
«Unated Rassia», N.Novgorod
«Zolotaya Nivay, Ust-Labinsk
«Autoforum», N.Novgorod

Joint venture; 5,9%

importinew ; 10,7%

joint venture; 7,9%

Retail experience:
Retailtainment
Sales promotion

Consumer Involvement:
WOM
Consumer Generated

joint venture; 6,0%

GAZ Group developed and launched a pro-
gramme on development of sales system and
service «Client is on top». The programme

is focused on formation of clienf\s satisfac-

tion with GAZ products (increasing loyalty)

within the whole operation period: vehicle
purchase, warranty and service maintenance,
spare parts purchase (3 S: sales-service-spare

parts). For communication campaign in 2008

the following Programme activities were

implemented:
Quality improvement of customer service through
implementation of corporate education system
for DN personnel, motivation system for DN
personnel.
preserving optimal distribution of participant of
GAZ Dealer network on the territory of the RF
and their maximum amount in comparison with
the same structures of competitors: 126 Dealer
centres, 190 service companies, 1 198 spare
parts shops.
Timely delivery of information fo the customers,
receipt of a feed back through implementa-
tion of the client service « GAZ Commercial
vehicles»

The above mentioned activities reflect the main
idea of the advertising campaign and directed
to the effect improvement at achievement of
direct company targets.

1. Remaining the leader of LCV market: keeping
the gap in the market share index compared to the
closest competitor’s — Second-hand import seg-
ment — (totally) at 25%.

Result: the gap in the market share index compared
to the closest competitor’s — Second-hand import
segment — (totally) amounting to 27,6% by the results
of 12 months of 2008 (Data on the import of new
and second-hand vehicles to RF: STC RF (acc. to the
information of EVITOS CJSC), European Business
Association; data on the Russian manufacturers:

Participants share in LCV market, RF,
Second-hand import; for 12 months of 2008

18,1%

import/new ; 9,9%

GAZ; 53,0%

UAZ; 13,1%

Participants share in LCV market, RF,
Second-hand import; for 12 months of 2008

20,0%

GAZ; 47,6%

UAZ; 13,8%

ASM-Holding, plants-manufacturers).

2. Keeping the market share Number 1 in the cargo
transportation segment: more than 50% of the mar-
ket under any market fluctuations.

Result: 56,8% as the result of 12 months of 2008
(Data on the import of new and second-hand
vehicles to RF: STC RF (acc. to the information of
EVITOS CJSC), European Business Association; data
on the Russian manufacturers: ASM-Holding, plants-
manufacturers)

importinew ; 11,4%

import/new ; 11,4%

joint venture; 7,4%

Participants share in LCV cargo transportation segment,
RF, for 12 months of 2008

Second-hand import;
12.5%

GAZ; 59,0%
UAZ;9,7%

Participants share in LCV cargo transportation segment,
RF, for 12 months of 2008
Second-hand import;
12,5%

GAZ; 56,8%

UAZ; 11,8%

3. Keeping the share of loyal customers at the end of
2008 at the level of the beginning of 2008.

Result: 67% before the campaign start (April), 68%
as the result of communication campaign (Decem-
ber).

Polling the customers, sample volume — 700 ques-
tionnaires, share of competitor car owners — 10%, 9
big cities of RF.

*by the results of own census, April 15, 2008

** by the results, provided by Kommersant-Express marketing
agency, August 17,2008

*** by the results of own census, December 15, 2008

Share of loyal customers to GAZelle brand, 2008

0%+

***december

*april

**august

4. Increasing the number of participants of the
content made by customers (Russian GAZelle Drivers
Club), www.gazelleclub.ru), by the results of 2008.
(In accordance with the content analysis, the

Club participants — are the most active and loyal
consumers of Gazelle vehicles, that is why the
increase in their amount indirectly reflects the
increase in loyalty share to the brand)

Result: increase of the number of Russian GAZelle
drivers Internet-club members by 69% in 2008 as
compared to 2007. In December, 2007 the number
of the club members amounted to 945 people, in
Dec.2008 the number of the members increased

by 2104 p. — up to 3049p. (according to the own
analysis of the club).

the number of participants of the content made by customers
(Russian GAZelle Drivers Club) 3049

2007 2008

5. Reducing the gap in comparison with the closest
competitor in the rate of the brand spontaneous
repute by 10% (According to the information of the
beginning of 2008 the general level of GAZelle
repute was 95% which makes maximum among
LCV brands, with 19% gap in comparison with the
closest competitor Ford Transit, but by the level of
spontaneous repute of LCV brands GAZelle took
the third place, that’s why the main target set was to
narrow the gap particularly by the rate of the brand
spontaneous repute).

Polling the customers, sample volume — 700 ques-
tionnaires, share of competitor car owners — 10%, 9
big cities of RF.



General (unaided & aided, in total) awareness of LCV brands,
april 2008

H
g

Ford Transit
Mercedes
Sprinter

*by the results of own census, April 15, 2008

** by the results, provided by Kommersant-Express marketing
agency, August 17,2008

*** by the results of own census, December 15, 2008

Result: The closest competitors of GAZelle vehi

as for unaided awareness are Mercedes Sprint

Ford Transit (results of measurement, done before
the start of the advertising campaign in April). The
gap between vehicles before the campaign start was
12% (GAZelle/ Mercedes Sprinter), 10% (GAZelle

/ Ford Transit), after the campaign — 8% (GAZelle/
Mercedes Sprinter), 6% (GAZelle/ Ford Transit)
Unaided awareness of LCV brands,

2008, %

december, 08

44%

august, 08

42%

april, 08

H%

0,00% 10,00% 20,00% 30,00% 40,00% 50,00%

B GAZelle
0 Mercedes Sprinter
I Ford Transit

Mercedes | Ford
GAZelle | Sprinter Transit
april, 08 31,00% 43,00% | 41,00%
august, 08 | 34,00% 44,00% | 42,00%
december,
08 38,00% 46,00% | 44,00%

6. Increasing the rate of select audience perception
of GAZelle image by the following parameters: —
maintenance simplicity — by 20%; — product and
service affordability — by 20%; — roominess (volume
of the cargo compartment of the van) — by 30%.
(according to data by the beginning of 2008
Gazelle is leading with a wide margin from the main
competitors in terms of the perception level of the
mark image by the characteristics presented, that is
why the objective was maximum increase of the own
figures share, and not achievement of the leader’s
level)

Evaluation of LCV brands image perception,
april 2008

B GAZelle
B Ford Transit

B Hyundai Porter

@ Mercedes Sprinter

roominess product and
service

affordability

maintenance
simplicity

Evaluation of GAZelle brand image perception,
2008
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KnuenTtckas cnyx6a: ten.: 8-800-700-0-747. 3soHok no Poccum GecnnatHbiii.

Result: The growth of brand image for the target au-
dience on the characteristics: — ease of maintenance
— by 19%, — availability of service & product — by
21%, — roominess (volume of the cargo space of the
van) — by 36%.

Polling the customers, sample volume — 700 ques-
tionnaires, share of competitor car owners — 10%, 9
big cities of RF.

*by the results of own census, April 15, 2008

** by the results, provided by Kommersant-Express marketing
agency, August 17,2008

*** by the results of own census, December 15, 2008

1. GAZ Group has won a tender for delivery of
school buses «GAZellex, held within the frames of
the priority state project «<Education». In 2008 within
the project «GAZ Group» delivered 1 150 school
minibuses «GAZellex to 76 constituents of the RF for
the amount of 587 million 500 thousand rubles.

2. Brand «Gazelle» gained the lead among auto-
motive brands of Russia (by the results of annual
research «The best Russian brands», held by Inter-
brand Zintzmeyer&Lux company). Appraised cost of
«Gazelle» brand amounted to 139 min. dollars.

3. Increase of warranty operation period for all the
modifications of «Gazelle» starting from 2008 up to
2 years or 60 thous.km haulage.

4. «Gazelle — national vehicle» (the choice of the 134
000 of Russian haulers), «Gruzovik-Press»

emna [ 7S




