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Uenb:

“U3 Pyk 8 Pykn” — Boibop Nel anq pewerus 3anay

NO NOKYMKe Ui NPOAAKE.

3agaun:
HAMOMHUTL 0 6paHae “Us Pyk 8 Pyku”;
HAMONHWUTL BP3HL HOBBIM COAEPXAHUEM;
3QANOXMUTb B CO3HAHWE NoTpebuTenein Hosble
XAPAKTEPUCTHKM BPIHAT;
CTUMYNMPOBATb MCMONb3OBAHME MPOLAYKTOB
6p3Haa.

KoHkypeHTbI:

M3naHre KOHKYPUPYET C rpynnammu PEKTAMHbIX

M3AAHUMA B HECKOMBKUX PIHOYHBIX CETMEHTAX (He-

LBUXMMOCTb, ABTO, paboTa, npoyee). brvxaiiwme

KOHKYPEHTBI MO PbIHOYHbLIM CErMEHTAM — MPOdUIbL-

HbIE PEKITAMHBIE XYPHAbI, B TOM uncne «Heasmxu-

MOCTb U LeHbI», <ABTOMOBUNM 1 LieHbl», «PaboTa n

sapnnaray, «<Pabota ans sacy. «M3 Pyk 8 Pyku» nme-

€T NPOYHbIE PLIHOYHYIO MO3ULMIO, BbICOKMIA YPOBEHb

NOSNBHOCTM LEeNeBOM AyanuTOPUM

BpeHp «U3 Pyk B Pyku»

1. 17 net Ha pbitke.

2. Wspaetca s 100 ropopax PP u crpanax CHI. B
KOKLOM PErvoHe — NIOKANbHOE COAEPXKAHME.

3. TnaBHbI NPORYKT — exeaHeBHas raseta obbsene-
HUM (KOK OT YACTHbIX, TOK M OT IOPUAMHECKMX NIULL,
HO BCETAA KACAIOLMXCS MPOACKM MK MOKYMKM
KOHKPETHOrO OBBEKTA MW NPeameTa).

4. Cait www.irr.ru 6onee 4em HaNoNOBKHY COCTOUT
13 YHUKQNbHBIX OObABNEHUIA NONL3OBATENEN CETU
MHTtepher.

Llenu peknamHoi KamnaHum:
1. HoHectv no notpebutens cneayiowme sneyatne-
Hus 0 6peHpe:
“W3 Pyk B Pykn” — nHdbopmaumoHHsii cope-
MEHHBIM MyTbTUMEIMMHbINA NOPTAN (MEYATHBIA 1
OHNAMH-pecypchi)
“N3 Pyk B Pyku”— COBpPEMEHHBIN UHCTPYMEHT
MONUCKA AAHHbBIX U pELUEeHUS PA3JTNYHbIX 304004
(conepxut 6onblioit 06bEM [OCTOBEPHOM, AKTY-
QnbHOM MHPOPMALKK)
2. KOMMyHUUMPOBATL HONMYME CHHEPTUM MEXAY
MHTEPHET-BEPCUEN M NEUATHBIM M3AAHUEM
3. Hanomhuts 0 6peHae, passuTb ero MMMOX B
CNEAYIOLMX HOMPABAEHUAX:
*  CcoBpemeHHee;
* cynobree;
*  COMHOMMuYHEe
Kpurepun s¢ppextusHocTn:
Oxeat — 50% ( LA — 18-50, Poccws)
[loCTHub NONOXUTENbHBIX U3MEHEHMA MO CEAYIOLMM
XQAPAKTEPUCTUKAM:
cospemerHoe (+5% & LIA),
ynobroe (+5% 8 LIA),
anHamuuroe (+5% e LIA),
nonesroe (+5% & LIA)
YHWBEPCANbHBI MHCTPYMEHT NOMCKA MHGOPMa-
UMK 1 peluerns pasnuyHeix 3aaad (+5% s LIA),
€CTb CUHEPTUA MEXAY MHTEPHET BEPCUEN M NeuaT-
HbiM u3paHmem (+5% s LIA)

O6wumin meaua-6rogxer:
ot 2 po 5 munnuoros gonnapos CLLIA

«M3 Pyk B Pyku» — 3T0 coBpemeHHbIi Meama kaHan,
KOTOPbIM EXEAHEBHO MOMOTGET MUIIMOHAM MIOAEN
peLaTh CBOW 30AA4M, OT MOKYMKK KOTEHKA A0 NPH-
OBpeTEHUs KBAPTMPSI.

B oktabpe 2007 roaa, COBMECTHO C OAHOM U3
MCCNENOBATENLCKMX KOMNAHW, BbiNk NPOBEAEHDI
KOJIMYECTBEHHBIE U KAYECTBEHHBIE MCCIIEAOBAHMS
«3poposbe 6paHaa «M3 Pyk B Pyku» B natu ropopax
Poccum: Mocksa, Bonrorpag, Camapa, UpkyTck,
flpocnasns.
B pesynbTaTe MccnenoBaHma BLISCHUNOCH:
6peHa nmeet 99 % y3HaBAEMOCTU HO TEPPUTO-
pun Poccuu;
50 % ayantopum ucnonssosanu “Us Pyk B Pyku”
KOraa-nMbo B LENsX MOUCKa MHbOPMaLmK;

40 % aypuTopuu NNAHMPYIOT UCNonb3oBaTs “M3
Pyk B Pykn” B 6yayliem.
Bpena “M3 Pyk B Pykn” obnapaet cneaytoupmu
MMUIXEBBIMU XOPAKTEPUCTUKAMM:
HOPOLAHbIN;
BbI3LIBAET LOBEPUE;
YHUBEPCAMbHBIN;
M3BECTHbIN, AOBHO HA PbIHKE.
Ho, HOpsigy € NO3UTUBHBIMM XAPAKTEPUCTUKAMM, Bbin
BbISIBIIEH W PAL HEFATUBHBIX:
«COBETCKAS», YCTAPEBLLAS, HECOBPEMEHHAS;
KOHCEPBATUBHASR, TOAAULMOHHAS;
CIYXMT 4t NOKYMKW/NPOACKM «CEKOHA-XEHA»
TOBAPOB;
NPEeAHA3HAYEHA AN NIOAEM C HU3KMM YPOBHEM
AOCTATKA;
LOBHO He BbINo KOMMYHWKALMK OT 6peHaa.
Mo utoram nccnenoBaHus BbiNo NPUHATO PeLLeHne O
peam3aiHe raseTbl U NPOBEAEHMM KOMMYHUKALMOH-
HOM KAMNAHWK

Crparervs KOMMYHWUKOLMM:

Mo MTOraM KPEATUBHOTO TeHAEPa GbiNa yTBEPXAEHA

KOHLEMUMS KOMMYHUKALMK ©KU3Hb B OOBABIEHUAXY,

QKUEHT B KOTOPOM BbiN CAENAH HA MAEE O TOM, YTO

BCE MbICIIW M KENAHMS YENOBEKA, BO3HMKAIOLLME B

PASNNYHBIX KMZHEHHBIX CUTYALMSIX — OOBABIEHMUA B

rasete.

KpeatueHast rpynna npeanoxuna BApUaHT CEpUM 3

Tpex ponukos-uctopui. Kaxabii ponuk gonxex Goin

B IOMOPHCTUYECKON GOPME LEMOHCTPUPOBATL PA3-

FIMYHBIX TIOAEHN B TEX MW MHBIX XMU3HEHHbIX KOHTEK-

CTAX, NPY 3TOM AYMOIOLLMX «OBBABNEHUSIMMY B CTUNE

rasetsl «M3 Pyk B Pykmy.

CoOTBETCTBEHHO, CLEHAPUI KAXAOTO POnuka Bbin

HAMPABMIEH HA peLleHne CBOEe, onpeaeneHHoN

3apaum:
«Jlnd> (no croxety GusHecmeH, cexpeTapLua 1
Kypbep HOXOAATCA B NaAqioLem nudTe opucHoro
300HMA KNacca A+; PONMK NOKA3LIBAET B BUAE
O6BABNEHMI MBICAIM KOXAOTO repost B MOMEHT
NOAEHMS) — NPUBAEYEHUE MONOLOM AYAUTOPHH,
cermenta middle+, paboTHukos oduca. Ponuk
XQAPAKTEPHM3YIOT AMHAMMYHOCTb, COBPEMEHHOCTb,
«rnsHew. Mo pesynstatam $bokyc-rpynn, poamk
6611 HaOMBONEE NO3UTUBHO BOCNIPUHST MONOAOM
ayauTopuen.
«[MaHKCT (MO CIOXETY MMAHKCT B LOPOTOM
PECTOPaHe CYYAHHO HOXOAUT LOPOrOe KOMbe,
NOTEPSHHOE OAHOM U3 NOCETUTENbHULL; B BUAE
06bABNEHMIT OBLIPLIBAIOTCS MEUTHI MIMAHUCTA O
sunne Ha ore PpaHuym U T. 4.) — npuenedyexne
ayautopumn middle-, meutatoweit o cuactnneom
cryyae, nyyweit kusnu u np. Ponuk xapakrepu-
3yeT COBPEMEHHOCTb, MO3UTHBHbIM HACTPOM. 1o
pesynstatam Gokyc-rpynn, ponuk Hanbonee
BLICOKO OLEHeH B Bo3pacTHo rpynne 35-45 ner,
a TaKXe B PErMOHANbHOW LeneBom ayauTOpUH.
«Pui6ankay (Mo CoXeTy «MyXMKu» PAHHUM YTPOM
HOXOAATCS HO PLIBASKE, KOK BAPYT HEOXMAAHHO
B BOAY C HEOA NAACET XONOAUNBHMK, U3 KOTOPOTO
BbIIE3AET YENOBEK; B BUAE OObABNEHUIA OBbIrpa-
Hbl MBIC/IM BCEX YYOCTHUKOB MO 3TOMY NMOBOAY) —
YKPENneHme Mnaxa Cpeamn TPAAMUMOHHOM ayan-
TOpMK raseTsl cermenta mass+. Mo pesynstatam
bokyc-rpynn, ponuk Hanbonee NO3UTUBHO Bbin
BOCMPWHAT BO3PACTHOM QYAUTOPUEN CETMEHTA
45+,

Paanoponuku, MCnomnb3oBABLLMECS B KAMMNAHMM,

MAMIOCTPUPOBANKU TPU CHEpPb XMU3HM YENOBEKA, B

KOTOPbIX BCErAA MOXET MPUIOAUTCA rA3ETA U COMT

«M3 Pyk B Pykuy:
paborta;
CeMbs;
csoboaHOEe Bpems, OCyr.

Meicnu rmaBHbIX repoes Takxe NPEBPALLAOTCS B

ra3eTHble OObABIEHMS.

Bbibop pexknamHbix KAHAMOB:

lazetsl “U3 Pyk B Pykn” uspaetca 8 100 ropogax

Poccm u ctpan CHI. Mostomy, Beibop Tenekaxanos

M PaAMO-KaHANOB Gbin NpesonpeseneH reorpaduye-

CKMM TAPrETUHIOM.

Buibop MHTEpHET-NNOWAROK BbiN NPOAMKTOBAH CO-

BNAfeHUeM 1,/a NowanokK ¢ Hawe u/a.



TB:
Tenepeknama

Papno:
Pagnopexnama

Awvanorosas:
Online-pexknama

Hapy>xHas:
Peknamubie LwmThi
TOPOACKOM TPAHCNOPT (BAroHs METPO)

Bein npounseeneH peansaiiy rasets “M3 Pyk 8 Pykn”:
CKOMMYHULMPOBAH OAPEC CANTA WWW.irr.ru 8
LIAnKe HA TUTYNbHOW CTPAHMLE
M3MEHEHO COEPXAHWE TUTYNLHOM CTPAHULBI;
YNYYLWEHA HABUrALMS NO raseTe
BBEIEH HOBbIN LUPUT Ang ynydwerus uutabens-
HOCTH
pa3paboTaHsl HoBblE GOPMATL OEBABEHMI 1
dunnepos

Pesynbrarsl PK

[ns ouerkun pesynstatos PK Geinu ucnonbsosaHs
AaHHbIE naHenbHbix nccneposanmin TNS/Gallup
Media, okta6pb 2008, nposeaeHo cneunansHoe uc-
cnepoearune ¢ ARMI-marketing, oktabps 2008
AypuTtopwus.

Monyyennsit GRP — 565,140

Bce 18-55, Poccus Paxkr
TRPs 838,4
OxsaT 1+ 84,5%
OxsaT 2+ 74,8%
OxsaT 3+ 66,7%
OxsaT 4+ 59,7%
OxsaT 5+ 54,1%
CpegHsst yactoTta 9,9

B pesynstaTe kamnanun nHdopmaumio o “M3 Pyk 8
Pyku” nonyumna wwpokas ayautopus. «Komnnekc-
Hoe» BospencTeme (Mo ABym 1 Gonee KaHANam
uHdpopmaumu) 6bino okasaHo Ha Gonee monoayio
1 6onee 06PA30BAHHYIO M BLICOKOLOXOAHYIO YOCTb
QYAUTOPUM.
TB cbirpano 6a308yt0 Ponb KAk B CO3AAHWM OXBA-
TA KAMMAHWM. .
* 55 % Bugeswmx kamnaxmio Bugenm Tonsko 1B-
ponuky;
...TGK M B KQYECTBE OCHOBHOTO KOHANA Nepesaym
nHdOPMaLK
*  cpeau y3Haswmx peknamy ‘U3 Pyk B Pyku” no
LEMOHCTPALMOHHbLIM MaTepuanam 77 % spure-
neit BUAENU ee MMeHHO Ha TB.

Mcnonbsosanue paano 1 MHtepHeta B kauectse
AOMOSMHUTENbHbBIX KAHANOB KAMMAHMK NO3BOAUNO
YBEINUUMTb OXBAT KAMMAHMM MOYTU HO TPETL:

* cpeau Bcex yaHasLumx peknamy “Ua Pyk B Pyku”
No AEMOHCTPALMOHHBIM MaTepuanam 23 %
3puTenen Buaenu peknamy Tonsko B Muteprete
MAW CIILILLANK MO POAKO;

*  PEKIOaMA B MHTEPHETE M HA POAMO NO3BONMIA
npUBeyYs BHUMaHKWE Gonee MoONoaowH ayau-
TOPMM, C AOCTATOYHO BLICOKMM [LOXOAOM, 30-
HUMQIOLLIMX HEMIOXOE CIyXeBHOEe NONOXEHHE;
MHTepHET TaKXe SBUMCA XOPOLUMM CPEACTBOM
AOHECEHUS MHPOPMALMM AN MYXXCKON QyANTO-
puu;

* npu 3toMm, MHTepreT pnan Gonbluee ysenude-
Hue oxsata, yem paano (14 % euaenu Tonsko
Wutepet, 7 % — Tonbko paano).

* B ommumne ot TB, pexknama «MPP» no pagmo 1 B
MHTEpHETE B GONbLUMHCTBE CITy4QEB HE ABMNACH
€AMHCTBEHHBIM MCTOYHUKOM MHPOPMALMN —
NPAKTUYECKM ABE TPETH CIIbILLABLUMX PEKIAMY
“N3 Pyk B Pykn” no paauo mnu BugesLumx ee 8
MHTEPHETE BUAENN €€ TAKXE U B APYIMX UCTOY-
HUKQX.

B npodune ayantopun, 3anomHm1BLIENR Kakme-nM6o
peknamHele matepuanst “M3 Pyk 8 Pyku”, npesanu-
pytoT mocksuumn 18—25 net co cpepHmnm+ LOXOROM.

PeknamHas kKaMNaHus MMena NOAOXUTENbHOE BANS-
HWME HQ MOMYNSPHOCTb M BOCTIPUATUE MAPKM.
3adrKCMPOBAHO M3MEHEHME NO CNEaYIOLLMM XAPaK-
TEPUCTUKAM:

cospemerHoe (+3% & LIA);

ynobroe (+8% 8 LIA);

anHamuuroe (+7% s LIA);

nonesroe (+7% e LIA)

YHWUBEPCAMbHbINA MHCTPYMEHT MOUCKA U peLLeHms

pasnuurbix 3apay (+7% s LIA);

€CTb CUHEPIHA MEXMY MHTEPHET-BEPCHEl 1

nedaTHsiM usaaHuem (+8% s LIA).

www.irr.ru

Iz Ruk v i (IRR

Advertisement and information edition
Campaign title: Classified life

Category: Mass - Media

Project scale: National

Goal:
IRR is your # 1 choice as solution to buy/sell chal-
lenge
Tasks:
to remind about IRR brand
to reposition the brand
to convey new brand'’s characteristics to
consumers
to stimulate the consumption of brand’s products
Competitors
Edition competes with groups of advertisement
editions in several market segments (realty, auto,
job, misc). The closest competitors are specialized
advertisement magazines, including “Nedvijimost
i ceny”, “Avtomobili i ceny”, “Rabota i zarplata”,
“Rabot dlya vas”. IRR holds a stable market position
and high level of target audience loyalty.
IRR brand
1. 17 years in the market
issued in 100 cities of Russia and CIS, with local
content
3. Major product — daily classifieds newspaper
(both of individials and entities, but always
concerning buying or selling)
4. more than half of classifieds at www.irr.ru website
are unique

Goals of advertising campaign:

1. to convey the following impressions of the brand:
IRR is a modern multimedia information portal
(printed and online editions)

IRR is a modern instrument for data search and
solution for different tasks (contains a large
volume of reliable information)

2. to communicate a synergy of internet-version and

printed edition

3. to remind about the brand and develop it image

as more modern and convenient and dynamic

Efficiency criteria:
Coverage — 50% (Target audience (TA) — 18-50,
Russia)
Positive changes in:
modern (+5% in TA)
convenient (+5% in TA)
dynamic (+5% in TA)
useful (+5% in TA)
universal instrument for data search and solution
for different tasks (+5% in TA)
synergy of internet-version and printed edition
(+5%in TA)

Kynnio ksapTmpy
Ha 1 ataxe.

Total media budget:
$2 — 5 million



IRR is @ modern media channel that helps millions of
people everyday to solve their problems, from buy-
ing a kitten to buying an apartment

In October 2007 quality and quantity researches on
IRR brand health were conducted in5 cities of Russia:
Moscow, Volgograd, Samara, Irkutsk, Yaroslavl
(together with a research company).
The results were as followed:

99% brand awareness in Russia

50% of audience resorted to IRR to find some

information

40% of audience plan to use IRR in future
Image characteristics of IRR brand:

people’s

trustworthy

universal

well-known, long in the market
Along with positive indicators, some negative were
also found:

soviet-like, out-of-date

conservative, traditional

often serves to buy/sell second hand goods

intended for low-income people

there long was no communication from brand
Based on the research results, a decision was made to redesign
newspaper layout and to conduct a communication campaign

Communication strategy:

On basis of creative tender a concept “classified life”

was selected, focusing on idea that every thought or
wish of a person is a classified.

Creative group suggested series with 3 episodes.
Each episode showed in humorous key different

DEDOITS
KOOAWPOBAHME
oban 3aBUCHUMOCTL.

MapanTun.

people in different life situations, expressing their
thoughts in format of IRR classifieds.
Concept of each episode was aimed at different
tasks:
Elevator (businessman, secretary and delivery
boy in the falling elevator of a prestigious busi-
ness center, their thoughts presented in form of
classifieds): to attract younger audience, middle+
segment, office employees. This episode is dy-
namic, modern, glamorous. Focus group showed
this episode was the most positively perceived by
young audience
Piano player (piano player in an chic restaurant
finds an expensive necklace lost by one of the
guests, his thoughts of villa in Cote d’Azur are in
form of classifieds): to attract middle- audience
that dreams for lucky hit, better life. The episode
is modern and positively charged. Focus group
showed it was highly actual for 35-45 y.olds, and
regional audience
Fishing (men fishing, suddenly a refrigerator falls
from the sky, everyone’s thought shown as clas-
sified): to maintain the brand image of traditional
audience of IRR, mass+ segment. Focus group
showed it was appreciated by 45+ segment.
Radio commercials illustrated 3 parts of life, where
IRR can be of help: job, family, free time. Thoughts
are classifieds.
Advertising channels choice: as IRR is sold in 100
cities of Russia and CIS, choice of TV-channels and
radio stations was determined by geotargeting. In-
ternet channels were determined by TA conjunction.

TV:
Spots

Radio:
Spots

Interactive:
Online Ads

Outdoors:
Billboard
Transit

IRR newspaper’s layout was redesigned:
www.irr.ru webpage address in the header of
front page
new content of the front page

better website navigation
new font for better readability
new formats of ads and fillers

Results of advertising campaign

To assess the result of campaign, panel research

of TNS/Gallup Media, Oct 2008, were used, a
special research by ARMI-marketing, Oct 2008, was
conducted.

Audience GPR - 565,140

18-55, Russia Fact

TRPs 838,4
Coverage 1+ 84,5%
Coverage 2+ 74,8%
Coverage 3+ 66,7%
Coverage 4+ 59,7%
Coverage 5+ 54,1%
Average frequency 9,9

Campaign spread information on IRR brand among
wide audience. Complex impact (2 or more chan-
nels) for younger and more educated and high-
income part of the audience.
TV played key role in coverage (55% of those
who were awarded of the campaign, only came
across commercials-commercials) and as major
communication channel (among those who rec-
ognized IRR advertisements by demo materials,
77% came across it on TV)
Internet and radio as additional communication
channels allowed to increase coverage by almost
one-third
» among those who recognized IRR
advertisements by demo materials, 23% came
across it in infernet
 internet and radio reached younger audience
with relatively high income and job position;
internet also helped to reach male part of the
audience
* internet coverage was higher than radio’s (14%
v 7%)
» 2/3 of those who came across IRR ads on radio
or in internet have seen it on commercials

Profile of those who remembered IRR advertisements
is dominated by Moscow residents 18—25y.0. with
middle+ income.
Advertising campaign also had positive influence on
brand popularity and perception. Positive changes
in:

modern (+3% in TA)

convenient (+8% in TA)

dynamic (+7% in TA)

useful (+7% in TA)

universal instrument for data search and solution

for different tasks (+7% in TA)

synergy of internet-version and printed edition

(+8%in TA)



