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LLESIb: Moapepxats mogens Canta Pe, a uepes
Hee u 6peng Hyundai, coobuumts notpebutensm o
npeumyiiectsax Canta Pe, Bbigensiowmx ero cpeam
KOHKYPEHTOB

3AAAYM:

1) Ha ocHoBe aHANM3a aKTUBHOCTE KOHKYPEHTOB, O
TAKXKE TEeKYLUMX NO3uLmin BpeHaa u Mogenu BeibpaTs
KOHLEMNUMIO 191 KOMMYHUKALMM, MO3BONAIOLLYIO
BbIBENUTL MOZEeNb cpean konkyperTos. HTO MPO-
MCXOOMNO B MPOEKTE: Ha stom stane 6bin npo-
BEAEH aHOMM3 PEKNOMHON OKTUBHOCTU KOHKYPEHTOB,
NO3BOJSIMBLLMM caenaTb BbIBO4, YTO 60J'|bL|Jl4HCTBO
KOHKYPEHTOB B KOMMYHMKALWMW OKLEHTUPYET BCEAO-
POXHblE CBOWMCTBA CBOWX MOAENEN, MX MPOXOAMMOCTb
u TexHonornuHocTs (Mpunoxenue, ctp. 4). JaxHbe
MO AHANU3Y TEKYLLWX NO3uLMi BpeHaa 1 mogenu
GbinM LOCTYMHbI eLLEe A0 3AMYCKA NPOEKTA.

2) Ha ocHoBe pesynsTaTtos NOAroTOBUTENLHOO
5TaNa pa3paboTaTh 1 NMPOBECTH KOMMYHMKALM-
OHHYIO KOMMAHUIO, NOAYEPKMBAIOLLYIO CEMEMHBIN,
KOMDOPTHBIN, HOAEXHbIN, CTABUNBHBINA, YCNELIHbIA
umnax mopenn Canta e, npeaHasHa4eHHOM ana
obecneyeHHomn ayautopun B Bospacte ot 30 net
KPUTEPUMN YCNEXA:

1) MoBbilweHWe yPOBHS CMOHTAHHOTO 3HAHMSA MOLENH
¢ 32% pno 37%, a 3nanus ¢ noackaskor ¢ 70% no
80%

2) Mockonbky BOCNPUHAMAEMBIN MMUEX MOAPKM M MO-
AeNnu — 4aCTb YENOBEYECKMX CTEPEOTUNOB, A UX U3Me-
HEHWe — Bonpoc 6onee ANUTeNsHOrO BPEMEHH, Mbl
HE PACCUUTLIBAIIM CPA3Y MO OKOHYAHWM KOMNAHMM
3adUKCMPOBATL KAKOE-TO 3HAYUMOE USMEHEHME B
BOCNPUATHN BPEHAA UK MOAENN B KONMYECTBEHHOM
BbIpaxkeHuu. [locTaTouHbIM KpUTEPHUEM yCrexa CTa-
HET B IAHHOM Cllyyae GaKT, YTO LeNeBas ayauTopus
BOCMNPUMET TDAHCALUMIO STUX UMULXKEBbLIX XAPAKTE-
PUCTHK BO BPEMS TECTOBOTO MCCNEAOBAHMS.
CMPABOYHAA MHOOPMALING: O6wime obbems
npoaax Hosbix asTomobuneit 8 2008 r. cocrasmnm —
2 930 370 wrt, u3 Hux — 7 1% — npoaaxm MHOMApPOK.
[ons Hyundai 8 npoaaskax HOBEIX MHOMAPOK B

2008 r — 9.3%, Mapka 3aHANa BTOPOE MECTO MO
obbemam Npoaax. KnouesbiMr KOHKYpEeHTaMK BpeH-
na sensotcs Ford, Chevrolet, Nissan, Toyota.
Xenpan Canra Pe OTHOCUTCA K CeTMEHTY BHEAOPOX-
HUKOB. ﬂoﬂﬂ CEermMeHTa B NpOAAXKAX HOBbIX UHOMAPOK
8 2008 rogy coctasuna 21.6%. B npownom rogy
CETMEHT NoKAa3an OfWH U3 CaMbIX BOMbLLKX B KATE-
ropwm npupoctos: +45% (vs 27% npupocta cpeam
MHOMQAPOK B LENOM).

KnioueBbiMM KOHKYPEHTOMU MOLENH SBASIOTCA
Chevrolet Captiva, Opel Antara, Mazda CX-7.

LLEJIb: Moaaepsxats npoaaku mogenu Canta Pe 8
Nepmos TPAAULMOHHOTO CE30HHOTO CMAAA MPOAAX
(okTa6pb-HOA6PL) M NOCNEAYIOWErO NPEAHOBOrOA-
Hero nogbema (nekabps); npouHpopmuposats /
HAMOMHWTb LENEBOM AYAUTOPHU O CYLLECTBOBAHMM
mogenu (Mpunoxerue, crp. 3)

KPUTEPUN DODEKTUBHOCTU:

1) Mossiwenme npoaax Canta Pe Ha 50% 3a sTO-
poe nonyrogue no cpasHenmio ¢ H1 2008

2) MosbllweHWe yPOBHS CMOHTAHHOTO 3HAHUA MOAENH
¢ 32% no 37%, noBbiLLEHUE YPOBHA 3HAHWS MOZENH
¢ noackaskoit ¢ 70% no 80%

O6wumin meauna-6rogxer:
ot 5 po 10 munnmonoe ponnapos CLUA

MocTpouTs KOMMyHHKaLMIO Mo Mogenu Santa Fe 8
QACCOUMALIMM C U3BECTHBIM PYTOONMUCTOM, yCreLwHbIM
HE TOMBKO HA MONE, HO 1 XOPOLLIMM CEMBSIHUHOM,
npenogHect BcepopoxHuk Hyundai Santa Fe kak
CEeMeNHbIN aBTOMOOMITb.

NOABMBLUMECH PBIHOYHBIE BO3MOXHOCTU:
1) Ha MomeHT 3anycka npoekTa (Mam-MioHb

2008 r.) pbiHOK HOBbIX UMMOPTMPYEMBIX ABTOMOGH-
N1eM NOKA3bIBAN OTIMYHLIE PE3YNbTATH POCTA, YTO

LOBASO OCHOBAHME YBENUYUTL NaHbl npoaax ((Mpu-
noxenue, ctp. 2);

2) B 1o xe Bpems aHanus npoaax uHomapok ¢ 2004
r. NO3BONAN NPOCNEANTL EXErOAHbIN CE30HHbIN Cnag,
npoaax B okTabpe-Hoabpe, a 3aTeM NPesHOBOro-
HUI ckadok B aekabpe (Mpunoxerue, cTp. 3);
MMeHHO 3T1 GaKTOPLI CTANM PELLOLLMMM NPH
nnaxMposaHuu npoekta Ha 4 ke. 2008 r.

AHAJIN3 MHTEPECOB MOTPEBUTENEM nossonmn
BbISIBUTb HECKOSBKO MOAENEN BLIBOPA BCEAOPOX-
HukoB. B npoekTe akueHT Gbin caenaH Ha mogenu
NOBEAEHMS, B KOTOPOM OAHUM U3 KIIOYEBLIX MOTUBOB
npMoBpeTeHns BCEAOPOXHUKOB ABNSETCA XeNaHme
MMETb aBTOMOGMIL, Bonee NpUcnocoBneHHbIN K
MAOXMM LOPOXHBIM YCNIOBUSAM, C NOBbILIEHHbBIMM
6€30MACHOCTBIO, NTPOXOAMMOCTLIO U KOMPOPTOM;
Takas MOAens NprMobpeTeHns BHELOPOXHWKa Bonee
XOPAKTEPHA 151 NIOAEN CEMENHBIX, CAMOLJOCTA-
TOYHBIX, MPUHUMAIOLLIMX BO BHUMAHWE Npu BbiGope
noTpebHOCTU CBOEN CeMby; Apyras moaens seibopa,
OCHOBOHHAS HO MOTUBALMM NPECTMXKA W MOBbILLIEHHS
COUMANBHOTO CTATYCA BbINA OTKIOHEHA WU3-30 HEpe-
NEBAHTHOCTH MMnaxy mapku (Mpunoxerue, cTp. 6)
BO3MOXHOCTV TOPTOBOW MAPKM

1) Komnarus Hyundai ssnaetcs cnoncopom PUDA.
DTO MHOTONETHUI OB ANbHbIN KOHTPAKT 45 NO-
BbILLEHMS Y3HOBAEMOCTM MAPKM BO BCEM mupe. B
pamkax 3toro npoekta 8 mae-uioHe 2008 roga 6eina
NPOBEAEHA KOMMYHUKALMOHHAs KamnaHust (TB,
PAAMOPEKIAMA, MEPONPHATUS Anst noTpebuTene)
3) PesynbraTsl nccnenosanuii nokasanu, uto ¢bytéon
ABNAETCS COMBIM 3PETULLHBIM BUAOM CMOPTA

2) C6opHas Poccumn netom 2008 roga npoaemoH-
CTPMPOBANA 3HAYUTENBHBIE YCMEXW, OAEPXAB PAf,
notea

4) B stot nepuoga (eTopas nonoenHa 2008) dyt6on 1
Poceurickas cbopHas cTanu rmasHbiM COBbITUEM Ans
CTPQHbI.

KAK BO3HUKITA MOES:

1) Miorbckas TB kamnarmua no nogaepskke ysHasae-
mocT mapku (cnoHcopcreo YEDPA) pana xopoume
pe3ynbTaThl (CMOHTAHHOE 3HAHWE MAPKM MOBLICUIOCH
¢ 23% B anBape 10 34% & uione), 6bino pelieHo pas-
pabatbisats peknamuyio koHuenumio Canrta Pe 8
CTPy€e NPOBEAEHHbIX PEKNAMHBIX OKTUBHOCTEN, T.€. B
ceszu ¢ hytbonom;

2) B 1o e Bpema MOTHBLI 06paLLeHrs noTpebutenen
K KQTErOPUM BHEAOPOXHMKOB, A TAKKE UMMIXEBBIE
xapaktepuctukn Canta ®e (Mpunoxenue, ctp. 6)
AQIM OCHOBAHME CBA3bIBAT MOAENb C CEMENHBIMM
LEHHOCTAMM.

[lng Toro, uTo6bl NOAYEPKHYTL CBA3L MOAENH C Ce-
MEMHBIMW LEHHOCTAMM, BRIarononyYnem, crabunbHo-
CTbIO M YCIEXOM 471l BUAEOPONMKa Bbin npuraleH
Cepren Cemak — kanutar cboproi Poceun no
dyT6ony, kanuTaH komaHasi-yemnmoHa Poccum (K
«Py6uH»), npekpacHbii cembsiHuH (0Tew Tpoux aeTen).
Kpome Toro, Boszpact reposi no3sonsn AOHECTH [0
ayautopuu, uto Canta Pe, o cux nop Gonblue
QACCOUMMPOBABLLKICS C Bragensuem ctapue 40,
MHTEpPECeH 1 Ana Gonee MONOAOM YACTH AYAUTOPUM.

[lns npoBeaeH1s PekNaMHOM KOMMAHMM B KO4ECTBE
OCHOBHbIX UCMOMb3OBANMUCH CNIEAYIOWME KAHANbI

1) TB, akueHTMpYyIoLLEe BHUMAHWE HO MMMUIKEBbIX
XAPAKTEPUCTUKAX MOLENM: BHIBPAH A5t OXBATA
MOKCMMQbHO LWMPOKOM AyAUTOPHH, MOBbILLIEHMS
Y3HOBAEMOCTU MOAENU, NOAAEPKKE MMULKEBOW
cocrasnsiowent. Peknamubiit ponnk Canta Pe
nemoHcTpuposancs Ha 11 TB kananax (Mepebii,
Poccus, TB-3, 4TB, 7TB, HTB, THT, PenTB, TBLL v ap.)
C MOKCMMQNBHO LWMPOKOMN QyaUTOPHEN / BBICOKMM
GRP (Mpunoxenme, ctp. 7)

2) HapyXHas peknama, paano, MHTepHeT: akueHTH-
pYtOLLME HA MPORYKTOBbIX OCOBEHHOCTSX MOAENM:
ANS NOCTPOEHMUS TPADHKA B CANOHBI.

TB:
Tenepexnama

Papwo:
Papnopexnama



MeuarHbie CMU:
MoTtpeburensckue xypHans
[aseTbl

Awvanorosas:
Online-peknama
MHTepHeT caTbl

Hapy>xHas:
Pexknambie LWLMNThbI
3naHus

Po3HuuHbIE NPOAXMK:
Peknama B mectax npogasx
Buaeo
[Mponsuxenne Tosapa

BoBneyeHue KJIMEHTOB:
Pacckas o nmurom onsite (WOM)
[pyroe: pabota ¢ PaH knybom

NS NPUBNEYEHUA NoKynaTenei Gbina CHAXEHA LeHa
Ha 6A30BYIO CNELMPUKALMIO AAHHOM MORENM, YTO
NO3BOMMINO 3ASBUTL MPUBNEKATENbHYIO BXOAHYIO
LeHy.

Bbino ynydweHo npeanoxexue no npopykTy (Kaxabii
nokynatens mor nonyuunts KACKO B komnnekre k
aBTOMOGMIO).

PesynbTaTom nposeaeHus NpoekTa ABUIUCh:

1) noesiwerne npogax Canta Pe Ha 84% no
CPaBHEHMIO € pocTom npoaax B cermerte SUV Bo
2m nonyrogmm Ha +1.9% kak peaynbtar kpuanca (no
naHHbiM Accounaumnn Esponerickoro busheca, MNpu-
noxenue, cp. 8)

2) noBbILLEHWE CNOHTAHHOTO 3HaHKsS Moaenu ¢ 32%
10 42%; nosbiwenue 3HaHua ¢ noackaskoit ¢ 70% (s
centabpe) no 84% (8 ansape 2009) (no aaHHbIM Uc-
cnefoBaHus «MOHUTOPUHT NO3uumMi Mapkuy, bustec-
Ananutuka, MNpunoxerue, ctp. 9);

3) npouTeHue TPAHCIMPYEMBIX LEHHOCTEN LEeneBoit
QYAUTOPMEN BO BPEMS TECTOBOTO UCCNEAOBAHMS (MO
AOHHBIM MCCNESOBAHMS «TECTUPOBAHME PEKNAMHOTO
ponuka Canta @e (Cemak), brusnec-AnanuTuka,
Mpunoxenwe, ctp. 10)

4) BONONHUTENbHBIM KpUTEPUIt AN OLEHKM 3 dekThB-
HocTu peknamuoit kamnanmn Canta Pe — noka-
3ATENN NO COOTHOLLEHMIO PUHAHCOBbIX BIIOXEHMI

M NPOAAHHBIX a/m no cpasrerwmio ¢ Llespone
Kantusa. Tak, peknamusiit Giopxet LLespone
Kantuea s mione-pexabpe 2008 r. na 45% npesbi-
wan pexnamusiit Giopxet Canta Pe (Kantuea — no

pekoMeHaoBaHHas pO3HM4HaRA LeH ﬁ

949 900%,s

-

aanHbim TNS), B To Bpema kak NPOAaXK KOHKypeHTa
BO BTOPOM MOJYTOAMM MO CPABHEHMIO C NEPBbIM
ynanu Ha 30% (no cpasHeruio ¢ poctom Ha 85% ana

Canta Pe, no panHeim Accoumaumm Esponerickoro
Busneca) (Mpunoxenwe, ctp. 5)

HecmoTps Ha HauasLmMiica 06K cnag Ha poiHke
MMNOPTHBIX ABTOMOBWNEN, 30 NOCNEAHMI KBAPTAN
KOMMQHMMW YAANOCh HE TOMBKO YAEPXATh NPOACXM NO
MOJIENM, HO U YBENUYUTB UX, HE BCTYNAS B LEHOBbIE
BOMHbI. EAMHOXABI B HOYANE KAOMNAHUM CHU3MB LieHY
TONBKO HA 6A30BYI0 KOMMNEKTALMIO, KOMMNAHMUS He
MEHSNA LeHbl HO OCTANbHbBIE MOANPUKALMM A0 KOHLA
rofd, B TO BpEMs KK KOHKYPEHThI NepecmaTpmuBanm
AUCKOHTHbIE MPOrPAMMbI B CTOPOHY YBEMYEHUA
CKMAOK.

CrepyeT 0TMETUTb, 4TO NPOAaXHM 6A30BOM KOMANEK-
TAWMM TPOAMLMOHHO HE3HAYUTENbHBI (C OKTSOPS NO
aekabps — 6.8% ot npopax moaenu). Poct npoaax
NPOM30LWEN UCKITIOYUTENLHO 30 cYeT Bonee fopPormx
KOMMNEKTALMM, LEHbl HQ KOTOPbIE B OTAUYME OT KOH-
KYPEHTOB — He meHsaucs go koHua 2008 roga.

Motor vehicle

Campaign title: Hyundai Santa Fe
Category: Auto / Moto

Project scale: National

GOAL: To support Santa Fe model and Hyundai
brand in general, and to inform consumers of the
competitive advantages of Santa Fe which single out
this model among its rivals in the segment.
TARGETS:

1) Based on the analysis of competitors” activities

as well as the current positions of the brand and
model, to develop the communication concept which
would differentiate the model from its competitors.
WHAT WAS GOING ON IN THE PROJECT: After
analyzing the advertising activities of the competi-
tors, it is possible to conclude that the majority of
the competitors emphasize in their communications
the off-road characteristics of their products as

well as their cross-country ability and technological
advantages (Appendix, p. 4). Analytical data on the
current positions of the brand and model have been
available before the launch of the project.

2) Based on the results of the preliminary stage, to
prepare and conduct the communication campaign
which would underline the family, comfortable, reli-
able, stable and successful image of Santa Fe, as this
model is targeted at the well-to-do consumers over
30 years old.

SUCCESS CRITERIA:

1) To raise the level of unprompted model aware-
ness from 32% to 37%, and prompted awareness
from 70% to 80%.

2) The perceived image of the brand and model is

a part of human stereotypes, and their change is a
matter of a longer stretch of time, therefore we did
not expect to register any significant quantitative
changes in the brand and model perception im-
mediately after the conclusion of the campaign. The
sufficient criterion of success in this case would be
the perception of these image characteristics by the
target audience during the advertising test.
REFERENCE: The total demand in the automobile
market in 2008 amounted to 2 930 370 units, includ-
ing 71% of foreign brand cars. Hyundai market
share in the new imported car market in 2008 was
9.3%, the brand ranked second in the total sales
rating. The key competitors of the brand are Ford,
Chevrolet, Nissan and Toyota.

Hyundai Santa Fe belongs to the SUV segment. The
portion of this segment in the total foreign brand car
market in 2008 was 21.6%. Last year this segment



displayed one of the highest growth rates (+45% vs.
+27% for the market in general). The key competitors
of the model are Chevrolet Captiva, Opel Antara,
Mazda CX-7.

GOAL: To support the sales of Santa Fe during the
traditional seasonal drop of demand (October —
November) and the subsequent increase of demand
before the New Year (December); to inform / remind
the target audience of the existence of the model
(Appendix, p. 3).

OBJECTIVES:

1) 50% increase of Santa Fe sales volume in the
second half of the year as compared to H1 2008.

2) Increase of the level of the unprompted model
awareness from 32% to 37%, and of the prompted
model awareness from 70% to 80%.

Total media budget:
$5 — 10 million

To build the communication for Santa Fe model so
that it would be associated with a well known foot-
ball player, who is successful not only on the playing
field but also as a family man, to present Hyundai
Santa Fe SUV as a family vehicle.

MARKET OPPORTUNITIES THAT EMERGED:

1) When the project was launched (May-June 2008)
the new import car market was growing, which
afforded ground for increasing the sales plan (Ap-
pendix, page 2);

2) At the same time the import car sales analysis
being conducted from 2004 gave a picture of a
yearly seasonal drop in sales in October-November
followed by an upsurge before the New Year in
December (Appendix, page 3);

These factors determined scheduling the project for
Q4, 2008.

ANALYSIS OF CONSUMER INTERESTS allowed
defining several behavioral models in choosing
SUV vehicles. The project was focused on the model
supposing that the intention to buy a SUV vehicle is
mainly driven by the need to have a car more ad-
justed to bad roads, safer, more comfortable, with a
higher cross-country ability. This behavioral model is
mainly characteristic for family self-sufficient people
taking into consideration needs of their family. The
other behavioral model based on considerations

of prestige and social status was rejected because

it wasn't in line with the brand’s image (Appendix,
page 6)

BRAND’S POSSIBILITIES

1) Hyundai Company is a FIFA
sponsor. It's a long-term global
contract aimed at increasing the
worldwide brand awareness. Within
the framework of this project a promo
campaign was conducted in May-
June 2008 (TV, radio adds, events for
customers)

3) Research results proved that foot-
ball is the most spectacular sport

2) In summer 2008 Russia team
made good progress with a series of
victories

4) In that period (the second half of
2008) football and Russia team were
topical

HOW DID YOU ARRIVE AT THE
IDEA:

1) June TV campaign aimed at the
brand awareness (UEFA sponsorship)
gave good results (prompted awareness increased
from 23% in January to 34% in June), it was decided
to develop Santa Fe promo concept in the move-
ment of promos conducted, i.e. in connection with
football;

2) At the same time customers’ behavioral models in
choosing SUV models and image features of Santa
Fe (Appendix, page 6) prompted linking the model to
family values.

In order to emphasize family image of the model, as
well as prosperity, stability and success that one can
associate with it, we invited Sergey Semak. Sergey
Semak who is the captain of the Russian national
football team and captain of the winner of the Rus-
sian Championship Football Club Rubin has a strong
family-man image. He is the father of three children.
In addition to it, the age of Semak allows to attract a
younger buyer, while before Santa Fe has been con-
sidered mainly as a vehicle for people in their 40s.
The following channels were used for the advertising
campaign:

(1) TV (emphasis on image): wide reach, improves
model awareness and image. 11 TV channels with
high GRP (Pervy, Rossya, TV-3, DTV, 7TV, NTV, TNT,
RenTV and TVC, etc) (see Appendix, p.7).

(2) Outdoor, radio, Internet (emphasis on product
features): increases showroom traffic.
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Print:
Consumer Magazine
Newspaper

Interactive:
Online Ads
Web site
Other

Outdoors:
Billboard
Place Based

Retail experience:
POP
Video

To strengthen consumers’ interest the price for the
entry specification was cut, it helps us to announce
more atfractive price.

The product offer has been improved (each consum-
ers who bought Santa Fe has got KASKO insurance
for a year).

The results of the project are as follow:

(1) Santa Fe sales 84% up in comparison to the
whole SUV-segment sales increase in the second half
of the year. Total SUV-segment sales were only 1.9%
up as a result of crisis (according to the data of AEB,
Application, page 8).

(2) Unprompted awareness increased (from 32% to
42%); prompted awareness increased (from 70% in
September to 84% in January, 2009) (according to
the research by Business Analytics, App, page.9 ).

(3) Correct understanding of communication during
test research (according to the research “Santa Fe
ads testing (Semak)”, by Business Analytics, App,
page.10).

(4) There is an additional criteria of Santa Fe adver-
tising campaign efficiency evaluation — correlation of
ads investments and sales in comparison to Chevro-
let Captiva. The ads budget of Chevrolet Captiva in
July — December 2008 was 45% bigger than Santa
Fe’s one. (according to the TNS data  Captiva sales
decreased by 30% while Santa Fe sales increased
by 84% according to AEB).

In spite of the total sales decrease at the automo-
tive market in the last quarter of the year HMCIS
managed to increase sales results without any “price
wars”. HMCIS decreased the price only one time — it
concerned only the basic spec while the competi-
tors reviewed the discount programs and increased
discount volume many times.

Also it should be noticed that basic specs sales are
usually rather small and insignificant (6.8% from the
total sales of the model — (October to December)).
Sales” volume increased due to more expensive
specs sales. It should be also noticed that expensive
specs prices have not been changed until the end of
2008.



