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Toprosas mapka HANSA npuHagnexumt Hemeu-
KOMY MpOU3BOAMTENIO BLITOBOM TeXHMKM Amica
International GMBH. v 3a cpasruTensHo kopoT-
Koe Bpems cyliectsosamus 8 Poccum gocturma
3HauMTENBLHBIX ycnexos. Amica International G
m.b.H. npeanaraet notpebutenio GonbLioi BeGOP
BbICOKOKQYECTBEHHOM BbITOBOM TEXHMKM C SKCKITO-
3MBHBIM AM3AMHOM M YHUKQMBHBIMU TEXHUYECKUMM
peLIEHUAMM.

B 2008 r. peiHok nauT (freestanding) nokaszan
oTpuuaTENbHYIO AMHAMKKY. o cpasHeHuio ¢
npeapiayLmMm roaom o6bem NPOAAX YMEHbLUMACH HO
5,7% (nannbie GFK Russian Panelmarket). DanHas
KATEropms OTIMYAETCA HACHILLEHHOCTHIO W BbICOKOM
CTENEHbIO KOHKYPEHLMM.

Llenu npoekTta

CoxpaHeHue 1 3aKkpenneHms No3numit TOProsom
mapku Hansa e kaTeropum «kyxoHHble NAKTLI» B
ycnosusax BbICOKOM KOHKYPEHUMM U CTArHAUMM PbIHKA.
3apaum

CospaHu1e [ONTOCPOYHOTO PENEBAHTHOTO U
amdbeperumpyiowiero obpasa 6perHaa HANSA
HQ POCCUMICKOM PbIHKE, pa3paboTka KOMMNEKCHOM
peknamHon kamnanum Ha 2008 r.

Poct sHanus 6perpa cpem xutenem kpynHbix
ropofos fo ypoeHs 25%

Poct nokasarens npeanoutenus mapku o 6%
Hoctuxenne ponu peiHka Ha yposHe 7% 8
KATEropumn OTAENbHOCTOAWMX NiuT u 12,4% B
CErmMeHTe SNEeKTPONUT (BXOXAEHWE B TPOMNKY
AMAEPOB KaTeropuu)

O6wuin meaua-6rogxer:
ot 1 o 2 munnuoros gonnapos CLLIA

OcrHosHas naes: CosaaHme Spkon MHAMBULYANb-
HOCTU 6peHaa B BocnpusTun notpebutenen: HANSA
— NYYLAs MOMOLLHWLA HA KyXHE
[laHHOE KOMMYHWKALMOHHOE peLueHme obecneun-
BAET:
bopmuposaHme apkoro obpasa GpeHaa
ombdepeHuMaLms Ha GoHE KOHKYPEHTOB
hOPMMPOBAHME SMOLMOHANBHOM CBA3U MEXAY
BPEHAOM M ayauTopHeit

[lnsa usyuenns noTpebUTENLCKOro NOBEAEHH U
NOMCKA MYBUHHBIX MHCAMTOB, NEXALLMX B OCHOBE
OCHOBHOTMO KOMMYHUKALMOHHOTO COOBLIEHMs, Bbina
nposegeHa cepus (N=52) ryGuHHbIX MHTEPBbIO C
NPEACTABUTENAMM LeneBol ayautopun 8 Mockse,
Catikr-lNetepbypre u OCHOBHbIX PETMOHAX NPUCYT-
cTeus (MccneposaTensckuit napTHep Romir).
MccneposaHmsa nokasanu, 4To TOprosas Mapka
HANSA, ¢ oaHOM CTOPOHBI, NONHOCTLIO COOTBETCTBY-
€T OXMAAHUSIM LIENEBOM TPYNMbI MO LEHE, AN3AMHY U
YHKUMOHANBHOCTH (OCHOBHbIE KPUTEPHH BLIGOPA B
KOTEropwu), Ho BMeCTe C Tem He 06NafaeT YETKUMM
b depeHUMpPYIOLLMM NPU3HAKAMM B PALY KOMMO-
IM3UPOBAHHBIX MPEANOXEHUN KOHKYPeHTOB. Bce aTo
BKYyne C OTHOCHUTENbHbIMU HU3KMMU MOKA3ATENAMU
brand awareness (no aanHsim TNS) cosaatoT cepbes-
Hble 6apbepbl ANt MOKYMKK.

Mcxops n3 3Tux GakTOpoB, GbINo peLleHo Hanpa-
BWTb YCUIMS HO CO3AAHME APKOM, SMOLMOHASBHO-
NPMBNEKATENBHOM MHAMBMAYANbHOCTH BpeHaa. [aH-
HOS MHAMBUAYQNBHOCT OCHOBLIBAETCH HA HEMELKOM
NPOMUCXOXAEHUN TEXHWKHM, COYETAHMM PALMOHASbHBIX
CBOWCTB M SMOLMOHANbHBIX NpenmyLiects. Kpome
Toro HazsaHue HANSA — eguHcTBEHHOE ©KEHCKOE»
MIMSl TOPTOBOWM MOPKM CPEAN MPAMBIX KOHKYPEH-

TOB. MIMEHHO NO3TOMY GbINO PELIEHO CO3AATH
NPMBREKATENbHBINA (MO AAHHBIM MCCIEAOBAHMI) U
3MOLMOHAMBHO-HACHILLEHHBI 06PA3 «AOMPABOTHM-
upl n3 Fepmarmmy (Hausangestellte).

Crparervs KOMMYHMKOLMIA 3AKNIOYANACH B KOM-
nnekcHol nogaepxke 6peraa Hansa s TB, npecce

1 MHTEepHeTe. [Ina NoCTPOEHWs MAKCUMATbHOTO
oxsata LIA 6bino npueneyeHo npsmoe HaumoHans-
HOE Pa3MeLLEeHNe Ha CaMbx addUHUTHBHBIX Ans LIA
kaHanax. B pamkax orpannyerHoro 6ioaxeta 6bino
NPUHSTO PELUEHME PAZMELLLATLCA 5-CEK PONIMKAMM.
370 NO3BONMIO 3AHATL MO NOKA3ATENIO «4ACTOTA
KOHTQKTO» MAMpYyioLLee MecTo B kateropuu. ns 6o-
nee Noapo6bHOTO OBBLACHEHUS NPEUMYLLECTB TEXHMKM
6perHpa Hansa, ucnonbsosanucs npecca, uHTepHeT
1 TB COHCOPCTBO B HECKONBKMX PEUTUHIOBLIX TB
NPOEKTAX, HANPABNEHHbIX KAXKAbIA HO ONpPeaeneH-
Hyto cocTaBHyto yacTb LIA. [ins noseiweHus ummuaxa
1 Yy3HOBAEMOCTH BPEHAA B LOMOSHEHUE K NPAMO
pekname CTapTyeT JOMNOMHUTENbHbIN CMIOHCOPCKMIA
npoexT «LLIkona pemoHTa» ¢ HecTaHAAPTHbIMM
suaamu unterpaumit (Product Placement), ¢ tem xe
POMMKOM, QAANTUPOBAHHBIM MOA CIOHCOPCTBO.

TB:
Tenepexnama
CnoHcopcTtso
Pasmeluerme ckpbiTor peknams

MeuarHbie CMU:
MoTpebutensckue xypHansl

PR:
Meponpwsitus
ToBapHbIi anM3anH

AuanoroBas:
MHTepHeT caitbl

[Mporpamma nosinbHOCTH

CoBMeCTHbIE TPOMO GKLMM B MATrA3MHAX AMIEPOB
mapkn Hansa no ecen tepputopum Poccuu,
Ykpauns, Kasaxcrana, Kupruscrana, Moxronuu.
AKLM C KYNOHAMM HQ MOKYMKY CO CKMAKOM, AKLyM

C NOAAPKOM 3a MOKYMKY, GKLUMM C NOAAPKOM 30
NOKYMKy APYroi GLITOBOM TEXHWMKM, AKLMM NOKYMKM CO
CKMAKOI, MOKYMKM CO CKUAKOM KOMMNEKTA TEXHUKM.

OcHogHas uens npoekta 6bina gocturHyTta. B ycno-
BMAX OTPULATENBHOM AMHAMMKM PBIHKA, HACHILLEHMS
NoTPEBUTENBCKOTO CMPOCA M 3HAYUTENBHOTO Npe-
BbILLEHUS MAPKETUHIOBbIX BIOMXETOB KOHKYPEHTOB
YAQNOCh He TonbKo 3akpenuTs noauumit HANSA, Ho
u ynyuwnTs ux. Mo pesynstatam 2008 r. HANSA
3AHMMAET TPETbE MECTO B KATETOPUM SNEKTPOMIMT, 1
YIy4LIQET CBOM MO3ULMK B KOTETOPUM OTAENBHOCTOR-
LLUMX MAINT.

1) Poct ponm pbiHKA. B feHexHOM BbIpaxeHum
pons HANSA ysenuunnacs 3a 2008 r. ¢ 6,5% no
7,2% B kateropuu otaensHocTosawmx namt u ¢ 10%
10 12,4% B cermerTe 3neKTponmUT (MO AAHHBIM
posHuyHoro ayauta GFK)

2) YBenuueHune nokasarens 3HaHUs TOp-
roso# mapku. B 2008 r nokasarens brand
awareness ysenuuuncs ¢ 20,2% no 26,6% (McTodHuk:
TNS M’Index, Poccua, 18+)

3) YBenuueHune nokasarens npeano4YTeHus
6penpa. B 2008 r nokasarens brand preference
ysennuuncs ¢ 5,1% no 6,7% (uctounmk: TNS M’Index,
Poccua, 18+)

4) ®opMupoBAHME MyJdA AOSNbHLIX NOKYNa-
Teneu, kotopsie nokynaiot HANSA u cosetyioT k
nokyrnke apyabsm u 6nuskmum (brand ambassadors).
OrtBeuas 1 NPeaBoCXMLLaA 3aNpock noTpebuTtenei,
secHoi 2009 roga nnanmMpyeTcs pacluMpeHmie nu-
Hedtku npopykumn HANSA (cTounmk: aenaptameHt
mapkeTuHra Hansa Ltd.)

Ycnex 6perna HANSA 8 Poccun 8 2008 r. obe-
CNEYMNa He TOMbKO AAHHAA PEKNAMHAS KOMMIAHMS MO
NPOABUXEHMIO KyXOHHBIX MANT, HO U CEPUA AKTUB-
HOCTEM 9 APYIMX KATETOPUM BLITOBOM TEXHMKM



B YOCTHOCTW KOMMOHMS «LUTAT YKOMIIEKTOBAHY
(KpPOCC-aKTUBHOCTH NO NPOABUKEHMIO BCEM NIMHENKM)
B TOM YWCNE 1 B APYrvX CTPAHAX (KamnaHus Gbina
ORONTUPOBAHA ANs ncnonb3osarms B [MpubanTuke,
Mongoee, Monronuu, Kupruscrare, Ysbekucrare)

Ovens

Campaign title: Chief-cooker vacancy is closed
Category: Household Appliances.Consumer
Electronics

Project scale: Multinational

Background

Hansatm belongs to the German home appliances
manutacturer Amica International GMBH. Since

the sort presence period of presence in Russia it has
achieved remarkable success. Amica International
G m.b.H. gives the consumer wide range fullquality
home appliances with exclusive design and unique
technical solutions.

In 2008 freestanding cookers market shows negative
dynamics. In comparison with previous year sales the
sales decrease is 5, 7% (data from GFK Russian Pan-
elmarket). The rivalry in category is high and strong.
Project goals

Strengthening the position in condition of difficult
competitor environment and market stagnation
Tasks

Creation long running image of HANSA brand with
high level of relevance and difference in Russian
market. Developing complex advertising campaign
2008.

Brand awareness growth up to 25% level (among
citizens)

Brand preference growth up to 6%

Increasing market share up to 7% level in the
category of freestanding and up to 12,4% in the
category of electric ovens

Total media budget:
S$1 -2 million

The Idea: Making strong brand personality in the
perception of consumers: Hansa — is the best help-
mate in the kitchen.
This solution gives us:

Bright image of Hansa brand

HoBocTb aHA:

Differentiation among the competitors
Strong emotional link between brand and audi-
ence

In order to know consumer behavior and to get all
the insights needed to develop the key message

the series (N=52) of in-depth interviews with the TA
representatives from Moscow, S. Petersburg and
regions were conducted (research partner — Romir).
The study reveals that Hansa brand fully suits the
people expectations on price, design and functional-
ity (main choice criteria), but also has lack of clear
and distinguishing descriptors among the commodity
competitors. Above all comparatively low brand
awareness level (according to TNS) makes serious
barrier to purchase.

So it was decided to bend every effort to developing
bright and emotional-appealing brand personal-
ity. This personality based on German origins of
products and also on mix of the rational features
and emotional benefits. Above all Hansa is the sole
feminine brand name in category. Just because

this reasons it was decided to create attractive and
emotionally-rich image of “housemaid from Ger-
many” (Hausangestellte).

The communication strategy of the brand Hansa in
2008 consisted in the complex media-support on TV,
in Print and in Internet. In order to provide maximum
TA coverage national direct advertising on the most
affinitive channels was used. Facing considerable
budget limits it was decided to use only 5 seconds TV
commercial. This allowed Hansa to win leading posi-
tion concerning Frequency of Contact parameter

in the category. Print, Internet and TV sponsorship

of some rating and affinitive programs (each of the
chosen programs was aimed fo attain a part of the
wide TA group) were used for more detailed expla-
nation of all advantages of Hansa’s product range.
In addition Hansa was successfully integrated in
tv-program called “School of repairs”/TNT Channel
with non-standard integrations (Product Placement)
plus 5” TVC adjusted to the sponsorship. It had
strong and positive image effect.

TV:
Spots

Print:
Consumer Magazine

PR:

» BakaHcua wed-noBapa

3AKPDbITA!

NoppobHee »

Haushaltsgerdte

HloBepbTe oM en!

Events
Product design

Interactive:
Web site

Outdoors:
Billboard

Sponsorship:

Couponing

Promo activities together with dealer shops
throughout Russia, Ukraine, Kazakhstan, Kirgizstan,
Mongolia. Sales promotion, free-gifts and special
discount offers.

Main project goal was achieved. In the condition
of negative market dynamics, saturated consumer
demand and highly exceeded marketing budges
of competitors Hansa not only hold status quo but
even strengthened its position. By the results of
2008 Hansa took third place in electric ovens and
strengthened the positions in the freestanding ovens
segment.

1) Market share growth. Share Value of Hansa in-
creased by the year 2008 from 6,5% up to 7,2%
in the freestanding ovens category and from
10% up to 12,4% in the electric ovens segment
(according to GFK Retail Audit).

2) Brand awareness growth from 20,2% to 26,6%

(source: TNS M'Index, Russia, 18+)

Brand preference growth from 5,1% to 6,7%

(TNS M’Index, Russia, 18+)

Fosterage of loyal customers pool who buy

Hansa and also recommend it to friends (brand

ambassadors). As the response to the customer

needs the extension of product line is expected
by the spring 2009 (source: marketing depart-
ment Hansa Ltd.)

3

4

The success of the Hansa brand was possible not
only because this oven ad-campaign, but also due
to series of activities in other home appliances cate-
gories especially “staff is complete” (cross-promotion
of all product range) and also adaptation to other
countries: Baltic, Moldova, Mongolia, Kirgizstan,
Uzbekistan.




