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MKATOB POXO)
HbiX BEHEPHHOL

PbiHOK npepocTasneHms yenyr no oby4eHuio TaHLam,
MO UTOraM MCCNEAOBAHMS OTAENA MAPKETUHIQ
GallaDance,0cHOBAHHOTO HO MOHUTOPUHIE PLIHKA
(pe3ynbTaTOB AHANM30B KOHKYPEHTOB, ry6UHHOM
MHTEPBLIOMPOBAHMK POKYC rPYNM) HA CErOAHALLHMI
AeHb He CPOPMMPOBAH, MOITOMY CAMOM OCHOB-

HOM LieMbIO KOMMYHUKALWMOHHOTO MPOEKTA MOXHO
CYMTATb

1. POPMMPOBAHUE PHIHKA TAHLEBAMbHBIX YCNYT.
BrusHue Ha panbHeliwee ysennyerne obbema
pbiHka yenyr obyuenmns TaHuam GallaDance Lifestyle
Dance Club.

2. MocTtpoerue smoupmoHanbHoM casam ¢ LIA.

3. DopMUPOBAHME LENEHOTO, NOCNEAOBATENLHOMO

u ycroiumsoro obpasa komnanmm GallaDance
Lifestyle Dance Club kak rapanTa kavectsa B cdhepe
0ByUeHUs TAHLAM.

4. ToBblLEeHKEe Y3HOBAEMOCTU KOMMAHUM U NOAAEP-
XAHME MONOXUTENBHOTO MMUAXA CPEaM
CYLLECTBYIOLLMX M MOTEHLMANBHBIX KIIMEHTOB.

5. CosaaHue NpuBReKaTenbHOM COCTABMSIOLLEN
TaHuesansHoro knyba Galladance ansa
MHBECTUPOBAHMS 1 OTKPLITUA PETMOHAMbHbBIX NPEA-
CTaBUTENLCTB (NpoaBMkKeEHUe GPAHLIM3LI B PETMOHSI
Poccum).

6. DOPMUPOBAHME NOHUMAHMS NOTPEBUTENSIMM, YTO
0oby4eHue TAHLAM — 3TO MIATHAs yCIyra.

304041 KOMMYHUKALMOHHOTO MPOEKTA:

1. MpuBneueHme K 30HATUAM TaHLAMM GONbLIETO
kon-sa xutenei Mockssl u Cankr-lNetepbypra
NOCPEACTBOM NONYNAPU3ALMN 1 GOPMUPOBAHMS Y
HOCENeHMs CTPAHbI YCTOMYMBOM MPUUUHHO - Cref-
CTBEHHOM CBA3M «3AHATUS TAHLAMM — BKA BOCYra —
NOMOXMUTENbHBIE SMOLMU — XOPOLLEE COMOUYBCTBUE
2. OTOXAECTBNEHME BBICOKOTO KQYECTBA NPEJOCTOB-
NAEMOW TOHLEBQBHOW YY1 U OLLyLLIEHWE NpK-
4OACTHOCTH K OMPEAENEHHOMY MPEMMANBHOMY KPYTY
niogen ¢ knybamu GallaDance

3. Pacumpenue cetv 3a neprog 2007-2008 r. ¢ 3
10 5 TaHueBanbHbIX KITyH6OB HA NOKANBHOM PhIHKE

4. ®opmuposarue nosnsHoctn k GallaDance cpean
CNOPTCMEHOB — TAHLOPOB BAsbHLIX TAOHUEB ANS NPK-
BIIEYEHMS VX B KOUECTBE Npenogasatenen kinybos.
PbIHOK npPefoCTABIEHNA YCNYT HE NOONTEXUT U3~
MEPEHMSAM B CBA3M C €70 OTCYTCTBUEM. 10 MHEHMIO
aHanutukos — mapketonoros GallaDance, pbiHok
no 0BYYEHHIO TAHLAM — OfMH 13 Hanbonee anHa-
MHuHO passusatomxcst 8 Poccun. B 2006-2007r.r.
CPeaHMit 06OPOT POCCUICKOTO PLIHKA TAHLEBOMbHbIX
yenyr coctasun $ 500 — 750 mnn. USD. Poct poc-
CHUHCKOTO PbIHKA OBYYEHWs TAHLOM 30 nocneaHue
Heckonbko net coctasmnn 13 Y%, NpMPOCT MOCKOBCKO-
ro pbiHka 06y4eHus TaHuam 3a ToT xe nepuog 20%.
MporHos pocta Ha 2008 rog 6bin 30%. OcHosHble
NPUYUHBI TAKOTO BYPHOTO POCTA CBA3AHDI C OOLLMM
POCTOM JOXOA0B HACENEHMS, U3MEHEHUEM LIEH-
HOCTEM BHYTPM OBLLECTBA 1 U3MEHEHMEM NPEACTAB-
newnust o gocyre. EMkoctb 06Liepoccickoro peiHka
06yuenus TaHuam B 2006 r. — $ 200 — 360 mnH.,
NP 3TOM KOJNTMYECTBO UIPOKOB (TOHl_leBOﬂbeIX LiKon,
cryaui, kny6os) 8 Poccun coctasuno 250, a Ha
Mockosckom peiHke gowno o 120. Mo sakniodernsm
ananutukos GallaDance s 6nuxaiiwee spems TpeHa
PA3BUTUSA COXPAHUT CBOKO HAMPABSIEHHOCTb.

OcHOBHbIE LeNu PEKIAMHO KOMMNAHUM:

1. Boicokas yaHasaemocTs 6peHaa cpeau LIA
NPENMYLLEECTBEHHO CPEAM KEHCKOM QyAUTOPHUM BO3-
pactHom kateropun 32-35+

2. Npweneuenne 100% LIA co cpenHum u BoicOkMM
YPOBHEM [LOXOLOB.

3. DopPMUPOBAHME NOANBHOrO OTHOLLEHUS K MAPKE M
NoNoXMTENLHON accoumaunn 6peraa cpeam LIA.

4, DOPMUPOBAHKE M YBENMYEHUE O NOATBHBIX
notpebuTenei K AOHHOMY PbIHKY YCITyT.
YnepxuBaHus NOCTORHHLIX YneHos kny6a (min. 50%).
5. Obecneyerne pocTa [OXOAHOCTH KOMMAHMM
Ha70% 3a cyeT npuBnEYEHUs HOBbIX NOTPEOUTENEN.
YcKopeHue TEMNOB 1 yBenuyeHe 06beMOB NPOAAX.
Obecneuetne pocta 06bEMOB YUCTIX MPOAAX HA
30% no otHoweruio k 2007 roay.

6. T03UTMBHAS AMHAMMKG B YKPEMNEHWUW NO3ULMIA 1
PACLUMPEHMM BAUSIHUS HO APYTUE QYAUTOPMM (Ccemeit-
Hble NapPbl, MyXCKAs QyAUTOPHS).

7. CTUMYNMpOBAHUWE AANBHEMLLETO YBENMMYEHUS NPO-
LOX ¥ POCTA AOMM TAHLEBAMbHbIX KIy6OB
GallaDance Ha poitke TaHueBanbHbIX ycnyr. Ycneww-
HbIN 30MYCK MUHUMYM ABYX KNyBOB B rog.
Pacwupenne cetu.

O6wuin meana-6ropgxer:
po 500 Tbicay gonnapos CLLIA

Mosuumonmpoearme 6psHaa:

- «GallaDance Lifestyle Dance Club — 310 xenaemi
3MOLMOHQbHbIN JOMMHT C NEPBOTO 3aHsTHs 6e3 u3-
HYPSIOLLMX HATPY30K».

- «GallaDance Lifestyle Dance Club - 3to nponaran-
aa kpacusoro u yenekatensHoro BUOA OOCYTA B
ATMOCDEPE MPUATHOTO OBLLLECTBA ¢ npe-

KPACHBIM TAHLUEBATbHBIM PE3YNbTATOMY.

Mpeanocbinku Ans reHepaunmn oCHOBHOM
uaen:
1. PesynbTatsl counonornueckux nccnenosanui LIA
GallaDance v ee ncuxorpaduyeckue xapakrepucTu-
K1 1 notpebHoctu (cm. npunoxenve Nel,2)
2. BuisiBneHHas BbicOKast NOTPEBHOCTb y obecneder-
HbIX CNIOEB HACENEHUS B CUNbHOM SMOLIMOHAMBHOM
COCTQBAAIOLLEN (CMHAPOM 3MOLMOHANBLHOTO «rONOAA-
HUSI»), KOTOPOE HE B MOJHOM MEPE KOMMNEHCHUPYETCS
3AHATUAMM GUTHECOM, T.K. B Criydae GpUTHECa yao-
BNIETBOPEHME MPUXOAMT TONMBKO NOCIE NOSIBIEHUS pe-
3yNbTATA, TAHLI XE MO3BOAAIOT NOMYYUTb KENAEMbIN
3MOLMOHAbHBIN LOTMHT U YBEPEHHOCTL C NEPBOTO
3aHSTHS 63 U3HypAOLLMX Harpy3ok. C Touku 3peHms
BbISIBIEHHOTO SMOLMOHANBHOTO BOCMPUSTHS, TAHLI W
buTHEC Nexat B abCOMOTHO PA3HBIX MIOCKOCTAX.
3. O1cyTCTBUE UMBUNM3OBAHHOTO CHOPMUPOBAHHO-
IO PLIHKA M OAHOOBPA3HOCTL YCAYT HA TAHLEBOb-
HOM pbIHKE.
4. MHOrorpaHHOCTb IBHBIX MONIOXMTENbHBIX CO-
CTABMSIOLLMX, KOTOPbIE OTMEUYAIOT PECTIOHAEHTHI MPU
3AHATUAX TAHLIOMM: NONYYEHWUE NPASLHNKA, SMOLMK;
nonyyeHue H6rM3KOro TAKTUNBHOTO KOHTAKTA C
MYXKUMHOWM MIK KEHLLMHOM; BO3MOXHOCTb PA3PAAKH,
CHSTUE CTPECCA; BOCTUKEHUE FAPMOHMM; YMEHME
ABUraTLCA B NIOBON CUTYaLMH; BO3MOXHOCTL 06pe-
TEHUS XOPOLLEN GUTYPbI; COMOPEANU3ALYS; HyBCTBO
YBEPEHHOCTU 1 Bonee BLICOKAA CAMOOLEHKA; Peany-
30UMA MEYTI 1 Ap.
KoHkypeHTHOE CpaBHEHME 1 BCE BbIlLE YKA3AHHbIE
NPEANOCHITKM MOKA3LIBANM, YTO KIIOYEBLIM PAKTO-
pom uHamsmuayansHocT komnaqun GallaDance Ha
pbiHKe Mor cTaTb 1 ctan dpaktop «Knybay.
Orciona TpaHchopmaLys 06bIMHON TAOHLEBANLHOW
LUKObI B KNyGbl MO MHTEPECAM.
CnekTp ycnyr, paboTalowmx Ha co3aaHue atmocde-
Pbl M SBHOMO MPEMMYLLECTBA:
Tnbkoe pacnmcarue samsTuit (TaHus B nioboe
Bpems)
HeorpaHuueHHoe K-BO. 3aHSTHI
Bxoa no kny6HbIM kapTam (owyLeHne npuyact-
HOCTW K ONPEAENeHHOMY KPyTy Jlo4eH)
BrumaTensHoe, oTkpbITOe oTHOLWeEHKWE npodec-
CMOHOMbHBLIX NpenogasaTenei (c noaxonom «Ecnm
Bbl MmoxeTe xoauTh, Bol MOXeTe TaHUEeBaTbY).
KeanuduumposaHHbiit nepcoHan
Hanunume kade, BO3MOXHOCTb NOOBLLATLCS AO U
nocne 3aHaT1M
PasnuuHblie knybHble MepONpUATUS U exeHe-
LenbHble BEYEPUHKM, TAE BCE OBLLAIOTCA KAK B
06blyHOM Knybe
Bansl u Pro Am koHkypcei
Orkpbitne 8 2007 roay cpasy asyx kny6os (Onum-
nuickuit u bapemxa) cywectseHHo paciumpun
BO3MOXHOCTM TOProBoit Mapku. [eorpaduueckmit
OXBAT CNOCOBCTBOBAN YCNELIHOMY NPOABUXKEHMIO HA
AOHHOM PbIHKE.
Bce npuseneHHbie BbilE NPEANOCHIKI NO3BOAUNM
CcPOPMMPOBATE OCHOBHYIO MAEIO, O BNOCIEACTBUM
1 YCMELHYIO KPEATUBHYIO CTPATEMMIO HALENEHHYIO
Ha LIA. Mpu ee paspaboTke Takxe y4uTbIBANMCh No-
CTABAEHHbIE Len BPEHAA 1 MUCCHS KOMNAHUM. (CM.
npunoxenve No3)
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PykoBoacTBysiCb NOCTABNEHHBIMM LIENSIMM, O TAKXE
[719 BOMOLLEHUS CTPATErMYECKMX 304Aa4 B KOPOTKUE
cpoku (rog 2008), oCHOBHbIM TAKTUYECKIMM MOPKE-
TUHTOBbIM XOAOM CTANO BHeApeHue komnnekca BTL —
MEPONPUATHI C 3PPEKTUBHBIM MEANA-OCBELLEHUEM.
Yenex komnaruu Gbin obecneden
1.2¢dektnsHocTbio cammx BTL — meponpustuit (npu-
BNIEKATENBHOCTb YCIIOBUIM 411 AyAMTOPMM + KaYecTBO
OPraHMU3aLMM MEPOTPHUATHH).
2. PerynapHoCTbio U MHTEHCUBHOCTBIO (OfAHOBPEMEH-
Hbiit 3anyck) nposegerus BTL — meponpustuii 8 2008
rogy.
3. MakeumansHo wupokum ocselermem BTL — me-
ponpustui 8 CMU.
Cneundwka LIA otpuuaet ucnonszosanme
MHOTOCTYNEHYATbLIX CNOXHbIX MEXAHUK, MO3TOMY
npu B PEanM3aumm KaK CQMOCTOSITENbHBIX, TAK M KO-
BPEHANHIOBbIX MPOrPAMM UCMOb3OBANMCH NPOCTbIE
BAPUAHTSI:
1. Nonyuerue Welcome card (6ecnnatho — 2 nHan-
BUAYANbHbIX W 2 rpynnosbix 3ansTve) unn Welcome
kynoHa (6ecnnatHo —1 rpynnosoe 1 1 uHansmayansb-
HOE 3aHATHE).
2. MNonyyeHne nONONHUTENbHBIX MPUBMIETMI NPU
0POPMNEHNU UNEHCTBA (CKMAKA, LONOMHUTENbHbIE
MecsiLbl, BTOPAs KApTA B NOAAPOK ANist NAPTHEPA).
Mpu BEIBOPE OCHOBHBIX PEKIAMHbIX KOHANOB 4715
ocsetueHus kaxxgoro BTL — meponpusitus komnaHms
PYKOBOACTBOBANACH
1. Hanbonbwen dokycnuposkoi Ha LIA v rpynn
BHYTPM Hee No BO3pacTy/noxoay
2. Perttunramn CMU, ocHoBaHHbIX HO npoMepax
TNS Gallup Media (kacaetcs neuatrsix CMU,
i-net noptanos, paauo)
3. Mpu BbIGOPE HAPYXHOMN PEKNAMBI OPUEHTUPOBA-
JIUCb HO 3MUTHBIE PAMOHBI IOPOTOM HOBOM 3ACTPOM-
KM, MOKCMMANBHOM MPOMYCKHOM CMOCOBHOCTbIO
TPACC, HO KOTOPbIX PA3SMELLEHbI LUMTLI, HAMMYMEM
NPOBOK U CBETOPOPOB B MECTAX X PASMELLEHMS,
XOPOLUEH BUAMMOCTBIO.
4. Mpwu i-net pecypca, nomnmo LIA, opgHum 13 no-
Kazarenei Bbina NOCeLWaemMoCTs pecypca.
OcHoBHblE UCMOMb3YEMbIE MUHPOPMALIMOHHBIE
cpeacTsa:

MeyaTHas npecca (exemecsuHas u exeHenenb-

Has)

Peknamusie wmtsl 3x6 1 three vision

MutepreT (6anHepHoe pasmellenue, PR, pac-

CbiNka, Urpsi)

Pagyo (npsmoe pasmeluermne ponvka)

Kpocc-npomoywet (¢ ucnonszosanmem Welcome

card v kynoHos)
Yuutsisas mapketuHrossie 3oaaun GallaDance
HaMMuUKE y Hee By rpynn notpebuteneit (nencrayio-
LMe YrneHbl KybOoB U HOBLIE), YAEPXAHMS CyLue-
CTBYIOLLMX NOTPEBUTENEN U NPUBNIEYEHNE HOBbIX
MNPM NOCTPOEHUM CUCTEMBI KAHAIOB KOMMYHMKALMM
Hanbonee akTyanbHOM ans cebs, Mbl BBIGPANM opu-
EHTALMIO HA T

TOBOPHO-BMAOBOW KOHKYPEHLMM

KOHKYPEHLMM HO YPOBHE MAPKM
B cBsian c Tem, 4TO UHAYCTPMS OByYeHNs TaHLOM eLle
He cGOPMMPOBAHQ, BEIBPAHA OPUEHTALMA HA MIOAEH
3AMHTEPECOBAHHbIX TAHLAMM/AKTUBHBIM OBPA3OM
KU3HU.
OpaHO3HAYHO PA3AENUTL KOHAMB KOMMYHWUKALMM MO
TUMNAM KOHKYPEHLMM, ANst KOTOPbIX OHW MCMONb3Y-
KOTCHA, HEBO3MOXHO — UX BIIMAHUE HA I'IOTpe6l/ITeJ'Iﬂ
oueHb pasHonnaHoso. Kaxasii war (komnamms 8
npecce, BHewWwHwit Bua knyba, nepconan, PR, i-net
v op.) moxeT cpabotarts Ha obe rpynnsi noTpebu-
Tenei. [103ToMy BONNOLLOS OCHOBHbBIE KOMMYHH-
kaumoHHsle uaen, komnanus GallaDance scerga
UCMONb30OBANA UHTETPUPOBAHHBLIE PEKITAMHbIE
KOMMQHWM C NPUBREYEHEM GOMBLUMHCTBA MMEIOLLMX-
Cs PEKITAMHbIX KOQHANOB.

TB:

BpeHarpoBaHHbIN KOHTEHT
CnoHcopcTtso
Pasmeluerue ckpbiToit peknams

Papwo:
Pagnopexknama

MeuarHbie CMU:
Toprossie / lNpodeccmoHansHbie
Motpebutensckue xypHans
[aseTbl
MeuyaTHsie 06beanHeHNs

Mpamas paccbinka:
B NevyaTHbIX U3OAHUAX
Mo anekTpoHHOM nouTe

PR:
Meponpusitus

AuanoroBas:
Online-pexnama
MHTepHeT camnTsl
BupycHoe sugeo
Buneo-o6onouku / TaiHbit cbop nHdopmamm
CamTbl COUMANbHBIX CETEN
Mrpbi
Mo6unsHsie TenedoHsl

HapyxxHas:
AsponopTsl
Pexnamusie wms
3naHus (Tonbko npu oTKpbITMM Ky6a)
[pyrue: Tpu BUxeH, ykazatenu kateropum Top

200

BbicTaBKMU:
Millionaire Fair Moscow 2008

CnoHcopcTBO:
Bbixoa KHMMM «YUUMMCs TOHLEBATL 30 MECSLY.
TaHuknacc ot xopeorpada woy «TaHusl co 3e3-
AaMu» Ha aHrnuitckom karane BBC. Manatens-
CKMM IOM «DKCMOY.
Ortxpbitsit Hemnnonat Pocenn «Cnasa Poccnm»

Po3Hu4HbIE NpoAXM:
Peknama B8 mectax npoaax
PasenekartensHbie meponpusitus
B MECTAX MPOAAaX

MapTusaHckas peknama:
Packnensarue
CapadaHnHoe pagno

BoBneueHune KNMeHTOB:
Pacckas o nuurom onsite (WOM)
BupycHoe
Co30aHHbIN NOTPEBUTENAMIU KOHTEHT
[pyroe: camocTosiTenbHbie u coBmecTtHblie BTL —
MeponpuUsaTHs

[Mporpamma nosnbHOCTH
Pacnpoctparenne
LleHosas nonutmka

3a roa paboTbl AOMOMHUTENBHO UCTIONL3OBAMMChH
CreayioLmMe MOPKETUHIOBBIE PECYPChI,
COCTOBSIOLLME KOMMNAHMIO:
1. Pacnpoctparerue Welcome card/kynowa.
Bonee 100000 KOHTAKTOB C NOTEHLMANbHBIMM
notpebutensmu LIA Bo Bpems coBmecTtHbix BTL —
NPOrPamMM, event MEPONPHUATUAX, TPEIEHTALMSX.
2. BHeapeHWe Nporpamm SMPEKT MOPKETHMHIT,
KOTOPOE NPOXOAMNO MO ABYM HAMPOBAEHUAM:
PAMOHBI SMIUTHOTO XUAbsi, MPUAEraIOLLErO K KITy-
6am
SMEKTPOHHbIN AUPEKT-MEPKETUHT, OCYLLECTBASE-
MbIf TONbKO cpeam uneHos knybos GallaDance.

3. CTUMynMpOBaHME NPOACK NOCPEACTBOM
MCMNONb30BAHMS KAK COBCTBEHHOM, TAK M COBMECTHBIX
(MynbTMBPEHROBbIX) NPOrPAMMAX NOABHOCTU, TAKMX
Kak:
IOnuKpenut Bank
C6epbark
Vantage club (nporpamma, paccumtanHas Ha
npemuansHeIi cermeHT gepxarenei kapt Gold u
Platinum 6onee 12 6aHkos, skmioyas AnbpabaHk
v BTb 24)
4. PerynMpoBaHme npogax C UCNONb30BAHUEM
LLEHOBOM NONUTUKM:
CUCTEMY AMCKOHTOB
ABE KAPThI NO LEHEe OAHOM
nosbllLLEeHne I_IpOl:‘CO HQ pag ycnyr ong sbigenexHms
Luxury cermenTa.

3a nepuop aKTUBHOM PEKNAMHOM KOMMAHWH, OCY-
wectenaemoit B 2008 roay, Mcxops 13 NOCTABNEHHbIX
uenen v 30404, 6bIN0 AOCTUTHYTO M PEANU3OBAHO:

1. YeTkuit npoduns 3aB0EBAHHON ayanTopum (06b-
EKTMBHO KPEMKME MO3MUMN B QYAUTOPHM KEHLLMH
32-35+, B T.4. npemuansHoi — 35-45 ner). Boicokui
pesoraHc PR-komnanwit 8 npecce u internet (bonee
300 ny6nukaumii, 6onee yem 8 100 CMM).

2. YsepeHHbiit poct gonu «KeHwunb 35+» Ha 35%;
O6Lee k-0 ot xeHckor ayautopun GallaDance
—70,9%. 8 cpasrermm ¢ 2007 ropom (cocTasnanu
54%).

3. [ny6uHHble uHTEpBLIO € dokyc rpynnamu LIA
noKa3anu AOCTUXEHME B CO3HAHMM NOTpebuTe-

nem yCTOWYMBOM, MONOXMUTENbHOM ACCOLMALMIA:
GallaDance — nerkui cnocob HayuuTbcs TaHUe-
sats; GallaDance — TaHubl B npuatHom obuiecTse.
TlaHHbIM aCCoUMATHBHBINM PSR MPOCIEXMBAETCS U

y npeactasuteneit LIA, He asnsiowumxcs uneHamm
knyba GallaDance. KoncratupyioT yHukansHoCTs
NPEANOXEHUS U SPKOE OTIIMYME OT APYTUX UTPOKOB
pbIHKA

4. Poct nosnbHOCTM noTpebuTeneit K Mapke 3a cueT
QKTMBHOTO UCMOSNb30BAHUA MPOTPAMM TOATBHOCTH U
paclumperus npeanoxerni. JlaHHbe NoaTBEPXAa-
IOTCSt BO3BPALLEHWEM CTAPBIX YieHoB kyba, He 3a-
HuMaioLmxcs 6onee roga. lons BO3BpaTA BEPOCIA
Ha 30% 8 cpasHerunn ¢ 2007 rogom. Mokasatenu
npoganerus kapT 53%, uto Ha 17% Bbilwe oTHOCH-
tensHo 2007 ropa.

5. [MonoxutenbHas AMHAMUKA PA3BUTUA KOMMAHMH
NOAKPENAETCS AAHHBIMM MO POCTY 06bEMA NPOATX
Ha 98% 8 cpasHeruu ¢ 2007 rogom B TOM umncne 3a
CyYeT OTKPLITUA HOBbIX KNyboB. Poct o6bemos npopax
sbIxoAHOrO aHs Ha 86% (Habpanu obopoTs asa
kny6a, kotopslie 6 oTkpbiTel 8 2007 rogy 3a cuet
seepeHus kapt Weekend).

6. HeyknoHHO 30BOEBLIBAS XEHLLMH, Mbl, OIHAKO, HE
ABNAEMCSH Y3KOHAMPABIEHHBIM XEHCKMM

NPOAYKTOM, COXPAHSIA YCTONYMBOE MO3UTUBHOE OT-
HOLLEHMWE U cpeamn myxckoi ayautopmm (19%). Poct
YIEHOB KITyBa CPeamn MyXumH U «30510TOM MOSTOAEXM»
Ha 12% 1 15% cooTteetcTBEHHO.

6. Ycnewroe oTkpbiTre asyx knybos (Mockea —
GallaDance Muuypurckuin u Cankr-lNetepbypr —
GallaDance Kpecrtosckuit).

1. Mposeanetrue B LleHTpe mexayHapoaHoi Toproenm
(LIMT) oTkpbIThiX MEXAYHAPOAHBIX KOHKYpCOoB Pro Am
no 6anbHBIM TOHLAM, OPFaHU3ATOPOM KOTOPLIX GbiNa
komnanus «Dance Promotion Group International»
npw yyactun Pepepaumm TAHLEBANLHOTO CNOPTa
«Mpodeccnonany (OTCI)
«ban Yemnuonos 2008» — 13 anpens 2008 ropa
«Moscow Ball 2008» — 8 okta6ps 2008 roaa
Konkypc Pro Am ocobuiit Bua copesHOBaHMI,
B KOTOPbIX MPMHUMAIOT Y4aCTMe NPenoaasaTe-
nmn TaHues (professional) co ceonmu yuernkamm
(amateur). Takas dbopma nossonset abconoTHO



BCEM 30HMMAIOLLMMCS TAHLOMM BEICTYNATb, MOCKOSb-
Ky B NApe Ux NOAAEPXKMBAET NPOPECCHOHAMbHDI
naptHep. MNogo6HOro poaa KOHKYPCh, KOTOPbIE B
MMpPE NPOBOAATCS HE OfMH AECATOK NET, OTKPLIBAIOT
BOnbLUKME BOZMOXHOCTH 4715t BCEX NobuUTenem TaHues.
Mo3BONSIOT yAEPXKMBATL CTAPbIX KTMEHTOB, MOBLILLAS
MX MOTUBOLMM K 3aHATMAM aon. [Tpeanoxernem
HOBbIMW BO3MOXHOCTSIMM.

2. HeopHokpaTHas TpQHCNSLUMA OAHOTO M3 CAMbIX
perTuHroBeix TB-woy — npoekTa «TaHupl CO 3BE€3-
LOAMU» — MUHU-BEPCHA KPYMHbIX Pro-Am TypHupos,
KOTOPbIM CyLLECTBEHHO MOBLICKN MHTEPEC K MUPY
TaHua y 6onblworo umucna tenesputenen 8 Poccum.

3. Mpsmas Tpancnsauma Pro Am komkypca «Esposu-
aerne-2008», nponaraHampytoLLpe TaHeL He KaK
BWA CNOPTA, A KAK COBbITUE, MPUHOCALLEE MHOXE-
CTBO HE3Q6LIBOEMBIX SMOLMH.

4. CospaHne HaumoHansHoM accoumaummu TaHue-
BanbHbIX kNy6os, wkon v cryaui TaHues (HACKT),
yupexaenHon 8 2007 rogy ¢ uensio BO3pOXAEHUS
TAHUEBANbHLIX TPAAMUMI B Poccum u cosaanms npu-
BIIEKATENBHOTO /151 BCEX YYACTHUKOB PbIHKA TAHLE-
BANbHbIX YCIYT B HOLLEN CTPAHE U 30 PyGEXOoMm.

GallaDance Dance

Clubs

Category: Goods & Services
Project scale: Local

The market of dance teaching, as per marketing re-
search by GallaDance, based on market monitoring
(competitors analysis, profound focus-group inter-
viewing) is not formed yet at the moment. Therefore
the primary goal of the communication challenge is
considered to be the following:

1. Formation of the market of dance service. Influ-
ence on further increase of the market share of
GallaDance Lifestyle Dance Club.

2. Setting emotional connection with a target audi-
ence.

3. Formation of the integral, consistent and steady
image of the GallaDance Lifestyle Dance Club
company as the one guarantying high quality of
dance teaching.

4. Achieve increase of the company awareness and
sustain a positive image among the existing and
potential customers.

5. Creation of an attractive part of the GallaDance
Dance Club to invest in and launch regional offices
(promoting franchise into regions of Russia).

6. Getting customers to realize that learning to
dance is something you have to pay for.

Obijectives of the Communication Challenge:

1. Attracting a large amount of residents of Moscow
and St. Petersburg to dance classes by populariza-
tion and establishing a steady cause-effect relation
in mind of people saying «Dance classes — type of
leisure — positive emotions — feeling well»

2. Showing that a high quality of dance teaching and
feeling of belonging to the specific premium commu-
nity is connected with the GallaDance Dance Clubs.
3. Expansion of the chain in 2007-2008 from 3 up to
5 dance clubs in the local market.

4. Creating loyalty toward GallaDance among
sportsmen — ballroom dancers to attract them as
teachers in the clubs.

The market of dance teaching cannot be measured
as it does not exist. As per analysis conducted by
GallaDance marketers, the market of dance teach-
ing is one of the most dynamically developing one
in Russia. In 2006 — 2007, average turnover of the
Russian market of dance teaching was 500 - 750
million US dollars. Within the last several years, the
Russian market increased by 13 % while the Moscow
market of dance teaching grew as much as by 20%.
The growth forecast for 2008 was 30%. The main
reasons for such a dramatic increase were the aver-
age growth of people’s income, change of values

in the society and the idea of leisure-time. Capacity
of the Russian market of dance teaching in 2006
was 200 — 360 million US dollars, with a number of
players (dance schools, studios, clubs) being 250 in

Russia and 120 in Moscow. As GallaDance analysts
state, the trend is likely to retain in the near future.

Primary objectives of the advertising camaign:

1. High brand awareness among the target audi-
ence, predominantly among women aged 32-35+.
2. Attracting 100% of the target audience (herein-
after referred to as TA) with an average and high
income level.

3. Achieving loyalty toward the brand as well as a
positive association of the brand by the TA.

4. Achieving and increasing of share of customers
loyal to this service market.

Keeping permanent members of the club (min. 50%).
5. Providing growth of the company profitability

by 70% by attracting new customers. Acceleration
of tempo and increase of sales volume. Providing
growth of net sales by 30%, as compared to 2007.
6. Positive dynamics in brand reinforcement and
spreading influence over other audiences (married
couples, males).

7. Stimulating further sales increase and growth of
a market share of GallaDance. Successful launch of
two clubs per year minimum. Chain expansion.

Total media budget:
Under $500 thousand

Brand Positioning:
«GallaDance Lifestyle Dance Club is a desirable
emotional doping from the very first attendance
without exhausting exercise».
«GallaDance Lifestyle Dance Club is propagan-
da of a beautiful and exciting TYPE OF LEISURE
IN'A NICE ATMOSPHERE with brilliant dance
resultsy.

Prerequisites for creating the big idea:
1. Results of sociological research conducted by
GallaDance focused at the TA and its psychographic
features and needs (see Appendix 1, 2)
2. The revealed high need for a strong emotional
component (emotional “starvation” syndrome) which
wealthy people tend to have and which is not fully
eliminated by fitness, as, when doing fitness, one
gets satisfaction only after results have become
visible; on the contrary, dancing allows you to get
the desirable emotional doping and confidence right
from the first class without exhausting exercise. As far
as the emotional perception is concerned, dancing
and fitness lie in absolutely different areas.
3. Absence of a well-shaped market and lack of
diversity of services delivered in the dance market.
4. A variety of positive aspects of dancing mentioned
by respondents: having fun, emotions; close tactile
contact with a man or a woman; relaxation, stress
coping; reaching harmony; ability to move one’s
body; getting info a good shape; self-realization;
confidence and a better self-esteem; getting a
dream to come true etc.
Competitive comparison together with the above-
mentioned conditions indicated that the key
individual aspect of the GallaDance company is the
aspect of “Club”.
As a result, a regular dance school has transformed
into membership clubs.
The range of services which contribute to the atmo-
sphere and obvious advantages:
Flexible schedule (Dance classes any time)
Unlimited attendance
Entry by Club cards (sense of belonging to a
particular community)
Attentive open attitude of professional teachers
(with the approach “If you can walk, you can
dance”).
Qualified staff
Cafe, opportunity to SOCIALIZE BEFORE AND
AFTER CLASSES
Various club events and weekly parties where
communication is like in a regular club
Balls and Pro Am contests
Two new clubs launched in 2007 (Olimpiysky and
Barvikha) have considerably broadened op-

portunities of the brand. Geographic expansion
contributed to the successful promotion in the
market.
All the above-mentioned conditions allowed to arrive
at the primary idea as well as the followed successful
creative strategy aimed at the TA. The assigned
objectives of the brand and the company’s mission
were also taken into account (see Appendix 3).

Guided by the objectives set, and to implement stra-
tegic goals promptly (the year of 2008), introducing
BTL measures in line with effective media coverage
was selected the main tactic marketing tool.
Success of the campaign is believed to be attributed
to the following:
1. Effectiveness of the BTL measures (conditions are
attractive to customers + high quality of the events
held).
2. Consistency and intensity (simultaneous launch) of
the BTL measures in 2008.
3. Extensive media coverage of the BTL measures.
Due to the specific nature of the TA, no complicated
mechanisms could be used; therefore our own
campaigns as well as the co-branded ones were
implemented in a simplified way:
1. Get a Welcome card (free of charge — 2 indi-
vidual and 2 group exercise) or a Welcome coupon
(free of charge — 1 individual and 1 group exercise).
2. Become a member and get supplementary
benefits (discount, extra months of attendance, free
second card for your partner).
When choosing key advertising channels for the
coverage of each of the BTL event, the company
considered the following:
1. Focusing on the TA and groups within it with
regard to age/income
2. Ratings in mass media based on research by TNS
Gallup Media (press, i-net portals, radio)
3. Outdoor advertising was placed in the elite newly
constructed parts of the city, on the roads and
highways with maximum traffic-carrying capacity,
with traffic lights and usual traffic jams, where there is
a good visibility.
4. Apart from the TA, a hit rate was taken into ac-
count while selecting an i-net portal.
The primary information tools used:

Printed press (monthly and weekly)

Billboards 3xé and three-visions

The Internet (banners, PR, mails, games)

Radio (spots)

Cross-promotion (using Welcome cards and

coupons)
Taking into account marketing objectives of Gal-
laDance and the two target audiences (active and
new members), the need to keep the customers we
already have and attract new customers, we have
chosen to be oriented on the following types:

competition among similar service delivers

competition on the level of brand
Due to the absence of the well-shaped industry of
dance teaching, focus was selected to be made on
people interested in dancing/active lifestyle.
Communication channels seem impossible to strictly
divide with regard to the competition type for which
they are used — they influence consumers in a variety
of ways. Every measure (campaign in press, exterior
of the club, personnel, PR, i-net etc.) can work on
both audiences. That is why there always were
integrated advertising campaigns with a majority of
advertising channels involved that the GallaDance
company carried out in realizing their main com-
munication ideas.

TV:

Branded Content
Sponsorship
Product placement

Radio:
Spots

Print:
Trade / Professional
Consumer Magazine



Newspaper
Print partnership

Direct:
Mail
E-mail

PR:
Events

Interactive:
Online Ads
Web site
Viral video
Video skins / bugs
Social Networking sites
Gaming
Mobile Phone

Outdoors:
Airport
Billboard
Place Based (only when a launch took place)
Other

Trade shows:
Millionaire Fair Moscow 2008

Sponsorship:
The book “Learn How to Dance in One Month”.
Dance class by a choreographer of the show
“Dancing with the Stars” on the English BBC
Channel. The “Eksmo” Publishing.
Open Championship “Slava Rossii”

Retail experience:
POP
Retailtainment

Guerilla:

Tagging
Buzz Marketing

Consumer Involvement:
WOM
Viral
Consumer Generated
Other

Couponing
Distribution
Pricing Changes
Other

There were used the following additional marketing
resources during the year:
1. Welcome card/coupon distribution. Over
100,000 contacts with potential customers of the TA
during BTL programs, events, presentations.
2. Direct marketing programs implemented in two
directions:
elite housing around clubs
electronic direct marketing aimed at the club
members only.

gallaDance

3. Stimulation of sales by
using programs of loyalty,
including co-branded
(multi-brand) ones such as:
UniCredit Bank
Sberbank
Vantage Club (pro-
gram aimed at the
premium segment of
holders of Gold and
Platinum cards; over
12 banks, including
Alfabank and VTB 24)
4. Regulating sales with a
use of pricing:
discount system
two cards at a price of
one
higher price for a
number of services to
outline the Luxury seg-
ment.

For the time of the active
advertising campaign of
2008, the following was
achieved and imple-
mented:

1. Distinct profile of the
audience won (objec-
tively secure positions
among women aged
32-35+, including the
premium segment with
participants aged 35-45).
Wide response of the PR
campaigns in press and
on the Internet (over 300
entries in more than 100
editions).

2. Secure growth of the segment “females 35+” by
35%, which is 70.9% from the total female audience
of the GallaDance Club. For comparison, it was 54%
in 2007.

3. Detailed interviews with focus-groups within the
TA indicated the strong positive association in con-
sumers’ mind: GallaDance is an easy way to learn
to dance; GallaDance means dancing in a friendly
environment. This association was also traced
among those TA participants who are not members
of the club. The offer was said to be unique, making
the club stand out from other players in the market.
4. Brand loyalty growth thanks to intensive loyalty
programs and a wide range of offers. This is proved
by returning of members who did not attend the
club for over a year. The share of win-backs grew
by 30%, as compared to 2007. There were 53% of
cards extended, which is 17% higher than in 2007.
5. Positive dynamics of the company’s growth is
proved by the data of sales increase by 98% as
compared to 2007, which is also due to new clubs
launch. Week-end sales grew by 86% (the two clubs
opened in 2007 had developed fast due to Week-
end card introduction).
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6. Constantly fighting for females, we, however, are
not a narrow-focused female product as we main-
tain a stable positive reputation among men (19%).
Male and the so-called “gilded youth” membership
increased by 12% and 15% accordingly.

6. Successful launch of two new clubs (GallaDance
Michurinsky in Moscow and GallaDance Krestovsky
in St.-Petersburg).

1. Holding Pro Am Open International Ballroom
Dance Contests at the World Trade Center (WTC)
organized by the “Dance Promotion Group Interna-
tional” company, with the participation of the Dance
Sports Federation “Professional”
«Champion Ball 2008» - April, 13 2008
«Moscow Ball 2008» - October, 8 2008
The Pro Am contest is a special type of competition
in which dance teachers (professionals) with their
students (amateurs) take part. This form makes it
possible for everybody going in for dancing to par-
ticipate as there is a professional partner to support
them in a pair. Such contests held for decades all
over the world offer large opportunities for all who
love dance. They help keep the existing customers by
motivating them to practice more and offering new
opportunities.
2. Recurring broadcast of one of the high-rating TV
show “Dancing with the Stars” which is a mini-version
of larger Pro-Am tournaments, contributed largely
into a higher interest of Russian people to the world
of dance.
3. Live broadcast of the Pro Am contest “Eurovision
2008” which popularizes dancing not as a sport
but as an event giving you multiple unforgettable
emotions.
4. Establishment of the National Association of
Dance Clubs, Schools and Studios founded in 2007
and aimed at reviving traditions of dancing in Russia
and generation the dance teaching market which
would be attractive to all participants in Russia and
abroad.



