TamnoHbl M NpoKknagku

PeknamHas kamnaHms:

Be3 xomnpomuccos

Kareropwus:

Toeapso! ang 3poposba. NMpeameTsl
JINYHOW FTMrUEeHbl

Macuutab npoekra:

JlokanbHbIN

3apgaua:
[o 2008 r. kommyHmkaums Kotex (tamnoHs u npo-
knaakw) 6asuposanack Ha nnatdopme «Bribepu
CBOW CTUNb», UMEBLLIEN SMOLIMOHANBHYIO NPUPOaY
1 OTPAXAIOLLASH CKOPEE SMOLMOHAMBHBIE, HEXENH
YHKLUMOHAMbHbIE LEHHOCTH NPOAYKTA.
Braropaps atomy y Kotex chopmuposancs cBoit yHu-
KONbHbIA UMUK, KOTOPbIN CyLLEECTBEHHO OTNMYANCS
OT KOHKYPHUPYIOLLWX BPEHAOB, Ybk KOMMYHMKALMM
CTPOMNMCL HO PALMOHABHOM OCHOBE.
Ho npw aTom, kak nokassiean npoduns 6peHaa,
dyHKUMOHANbHbIE NpenmyLecTsa Kotex Hyxaanucs
B YCUIEHUM.
B s1oM cBasu BcTana sanaua ybeauts notpebuteneit
B TOM, 4TO npogykums Kotex Hapsiay ¢ 3MOUMOHAsb-
HbIMU UMEET TAKXE U ¢yHKLU40HOJ'IbeIe npevmylLie-
CTBQ, HE YCTynaioLwme Apyrim 6peHaam B KaTEropmum
CPENCTB XEHCKOM IMeHbI.
UcxopHas cutyaums:
Kotex 8 2008 r. ocywiectsmn 3anyck AByx HOBMHOK B
ABYX MPOAYKTOBbIX KATErOPHSIX: HOBbIE
NPOKNAAKM U HOBbIE TOMMOHBI - MPOAYKTbI, B POBHOM
cTenenu BaxHble ans komnanuu Kimberly
Clark.
3apaya cocToana B TOM, YTOGbI OCYLLECTBUTE MOLL-
HYIO PEKITAMHYIO MOAAEPXKKY STUX HOBUHOK NPK
orpaHmieHHom Grogxete no scer Poccun. C yuetom
reorpadurueckmx Maclutabos 1 ocobeHHocTeMl
TOprosoi uHbpactpyktypsl Poccuu, Bbino odvesnaHo,
4TO NOAOBHYIO 30AAUYY MOXHO PELLMTL B
OCHOBHOM C MOMOLLBIO CUIBHOM TENEBU3UMOHHOM
peKNaMsl.
Py NNOHMPOBAHUM KAMMAHUM YUUTEIBANOCh, YTO
TENEBUAEHME KK KAHAN KOMMYHWUKALMK CTPOMUTCS
MO NPUHLMMY PEMMOHAINIBHOTO OXBATA, 3TOT GAKTOP
Mor 6b| CTATb CEPbE3HbIM NPENATCTBUEM ANA
ycnewroi kamnanmu. MNostomy Kimberly-Clark gbi-
6pan KPeaTueHbIM CNOCO6 PEKNAMHOMN NOAREPXKM
06emnx HOBUHOK B PAMKOX BOMBLION KOMMYHWKATHB-
HOW uaen «bes komMnpoMUccoBy, KOTOPYIO MOXHO
66110 Bbl UHTETPUPOBATL ANIsSt BCEX KOMMYHWKALMOH-
HbIx KaHanos: 1B, npomo-akuui, nuap
KOMMQHMI, MPEeCehl v T.M.
Undopmaums o poiHke:
PHIHOK rUrMeHnIeckmx TOBAPOB AR XXEHLLUMH OTIMYA-
€TCAA BLICOKOM KOHKYPEHTHOM 60pbOOM.
On npeacrasneH 4 rmasHbiMm urpokamu: P&G,
TZMO, SCA n J&J.
[MABHLIE UTPOKKM B MPOAYKTOBbIX CETMEHTAX:
Always, Libresse, Naturella, Bella 1 Kotex & kate-
ropuu NPOKNAROK
OB, Tampax 1 Kotex B kateropmm TamnoHos
Discreet, Carefree, Bella 8 kateropum ynstpaton-
KMX NMPOKNAAOK
Konkypupytowme 6penabl u nx LIA:
Mpoknaaku:
Always Bceraa nosMuMOHUPOBANCs kak Hanbonee
«3KCNepTHBIM» BPEHA B 3TOM KAaTeropuu.
LA sToro 6peHpa — nparmatuunsie xerwmHe 20—40
net no scer Poceum.
OHM TPOAUUMOHANUCTKM, MM BCeraa TpebyeTcs
PAUMOHABHOE OBOCHOBAHUE, KOTOPOE OHM
MOTYT «MPUNOXKUTEY K IOBOMY BEIGUPAEMOMY MMM
NPOAYyKTY.
Kommyrukaums Always raexsim o6pasom 6a-
3MPYETCH HO COOBLLEHMM O 3ALMTHON DYHKLMM
NPOAYKTA — A UMEHHO: OTCYTCTBUE NPOTEKAHMS,
6b|CTp0ﬂ MU OTNNUYHASA BNUTbIBAEMOCTb. B OCHOB-
HOM KOMMyHMKaUwms Always nuweHa smouno-
HQMBHOTO KOMMOHEHTA OBLEHUs C noTpebuTens-
MM.
Tamnonsi: O.B.
LIA Tamnoros OB — pgesywiku 18-24 ner.
Omu BEQYT OKTUBHbIM OBPA3 XMU3HK, YBNEKAIOTCS
CNOPTOM M MOBAT 6biTh Ha BUAY. YTO6LI Ux ybe-
ONUTb B HEM-TO, HY>XHO NMPMUBOANTL PAUMOHASbHbBIE,
HAY4YHO NPOBEPEHHbIE A0BOAbI.
KommyHmkaumst rmasHbiM 06pasom paunoHass-
Has, C koHkpeTHbIMK fosoaamu (RTBs): cnupane-
BUOHbIE )KeJ'IO6Kl/I ansa HOMJ‘I\/LILLIGIZ BMUTbIBAEMO-
ctn, nokpsitve Silk Touch ana yaobHoro seenerus
LIA Kotex:
LA Kotex pesywikn 18—24 nert, a Takxe 6onbluas
nons B Bo3pacTHbix kateropuax ot 11 no 35 ner.

ITO MONOABIE AUHAMUYHBIE XEHLLMHbI, COBPE-
MEHHbIE, BEQYLUME AKTUBHBI 0BPA3 XM3HM, CTa-
PAIOLLMECS NOAYEPKHYTH CBOIO XEHCTBEHHOCTb,
YBEPEHHOCTb B cebe.
OHu nioBST OTKPLIBATL HOBbIE CTOPOHbI XH3HH,
CKIOHHbI K 3KCNEPUMEHTAM. XOTSIT GbITb YHMKOb-
HbiMW. OHK CNeaaT 30 MOLOM, CTPEMATCS UMETH
CBOM HEMOBTOPUMbIM CTUIb.
OHM XOTHT XMTb MOSHOM XM3HBIO, HE MAA HO
KOMMPOMMCCbI.

Crparernyeckas uenb KaMnaHuu:
Cospats 06pas Kotex kak coBpemerHoro 6pen-
40, KOTOPbIN YAOBNETBOPSET BCE TPEBOBAHMS,
npeabsBnsemble NOTPEBUTENIMU K CPEACTBAM
XEHCKOWM rUrneHsl — 6e3 KoMnpom1ccos!

KoHkpeTHbie uenu:
Ynyuwwus sHanne 6penaa Kotex cpean notpe-
GuTeneit KOHKypHpytoLLMx Bperaos (no wkane
Miriad/ TNS)
YayuLwmnTs BoCnpuaTHe GyHKLMOHAMbHBIX MPEUMY-
wects npoaykumn Kotex notpebutensmu Kotex
1 KOHKypupytomx 6pergos (no wkane Miriad/
TNS)

O6wuin meana-6ropgxer:
ot 5 go 10 munanoros gonnapos CLUA

Be3s komnpomuccos

Kotex — 310 BECKOMINPOMMCCHOE peletue B
061aCTH TOBAPOB XEHCKOM TMIMEHB!, NPEMIAraioLee
notpeburenio 1 sawmty u kombopr. Mnoc paa go-
NOMHUTENbHBIX YHUKOMbHBIX TPEUMYLLECTB

Kak nokasan npoduns 6peHpa Kotex, dpyHkumoHab-
Hble MPEUMYLLIECTBA MPOAYKTA HYXAAIMUCh B yCHre-
Hun. B pesynstate 6bina BHPABOTAHA HOBAS KOM-
MYHUKALpOHHAs nnatdopma «bes komnpomuccos.
OHa coepmnHnna GpyHKLMOHAMbHbIE 1 SMOLIMOHAb-
Hble npeumyLecTea npoaykta. Kniouesoe coobue-
Hue ansa notpebutens crano: Teneps npu seibope
TOBAPOB XEHCKOM rrneHsl Bam Gonblue He HyxXHO
BLIGMPATL Mexay 3awmTol u kompoptom. C Kotex
Bbi nonyuaete sce cpasy — 6e3 komnpomuccos!
MpurcTynas kK KOMMYHMKQLWK 3TOM MAEU, Mbl OTAABA-
nu cebe oTHET B TOM, YTO:
MoTpebutent KOHKYPUPYIOLLMX BPEHAOB OYeHb
PALMOHAbHBI M MPUBLIKIM CKOPEE K HAYKOO-
BPA3HOM KOMMYHUKALMK B OTIMuKe OT Gonee
3MOLMOHAMBHBIX MO HaType notpebuteneir Kotex,
KOTOPbIX MPUBIEKAET YHUKAbHBIA Mmiax Kotex.
MoTtpebutensm Bcerna NPUXoAUTCs 4enaTs BHGOP
Mmexay 3awmToit (npoknaaku Always) 1 kombop-
Tom (npoknagku Libresse)
Hosbie npoaykTsl Kotex, kak npoknaaku, Tak u
TAMMOHbI, UMEIOT 3HAYUTENbHBIE KOHKYPEHTHbIE
NPENMYLLECTBA, MOATBEPXAEHHbIE B TECTAX HA
notpeburensix:

1. Mpoknagka: Cynep-snuTbiBatOWMI CNoM B
LEHTPE MPOKIAAKH, U3TOTOBIEHHbI M3 CETYATOTO
NOKPLITUA HOBOTO NOKONEHusl, obecneunsaer
MOMEHTAbHYIO BMUTLIBAEMOCTb, O XOMKOBbIE
KPQst U KPbINbILLKK AAIOT MOKCUMAbHBIA KOMGOPT.

2. Tamnon: Otnnuras sawmrta 6naroaaps
3D-BONOKHAM U yrnyyLIEHHbI Kom$popT Gnaroaa-
P MEHBLUEMY PO3MEPY TAMNOHOB MO CPABHEHUIO
C TOMMOHOM NIMAEPOM PLIHKA.

BenukonenHbie SMOLMOHANbHbBIE MPEMMYLLECTBA,
yHukansHble ans Kotex, no cpasHeHuio ¢ apyrimu
BpeHaamu.

Kotex BocnpuHMMaeTcs kak COBPEMEHHDIMA CTHIb-
HbI NPOAYKT B APKOM M yROBHOM yNaKOBKe, KO-
TOPbINA HPABKTCS KEHLLMHAM M OLIEHMBAETCS KAK
CTUNBHBIA AKCECCYAP — B OTAMYME OT MPOLYKTOB
KOHKYPEHTOB, KOTOPbIE OBBIYHO ACCOLMMPYIOTCA
C MEAULMHCKUMM TOBAPOMM.

Mbi npoBenu cepuio UCCNEROBAHMIA M BLISICHUNK, YTO

ocHosHOM MHcanT LLA Kotex — xuTb monHOM Xn3sHbio,

HE MAA HO KOMMPOMMCChI AAKE B KPDUTUUECKME AHM.

Takum 06PA3OM, C YHETOM NPEUMYLLIECTB NPOAYKTA 1

NoTPEBUTENLCKOrO MHCANTA, Mbl NPULLK K naee «bes

KOMMPOMMCCOBY, COEANHMBLLEN SMOLMOHAMBHBIE 1

YHKLMOHAMbHBIE MPEUMYLLECTBA.



3awmta 1 KoMPOPT, TO ECTb NPEUMYLLECTBA PYHKLM-
OHOJbHbIE (BOM KOM(OPTHO C HALIMMM TAMNOHAMM,/
NPOKNAAKAMM) M SMOLMOHANbHbIE (BB NPOAOMKAETE
XUTb B CBOEM MPHBBINHOM PUTME M CTUNE, He Gec-
NOKOSICb HM O Yem).

OCHOBHbIMW KQHANAMM, BEIGPAHHBIMM ANSE KAMMAHMM
Kotex «bes komnpomuccosy, cranu TB v npecca ans
ATL, T.K. 3T KAHQAMbI UMEIOT MOKCUMAIBHOE MPOHWMK-
HoBeHWe 1 3P dEKTUBHOCTL B CMbiCTe 0bLeHaumo-
HanbHOro oxsata ayautopuu (Bca Poccus), ncxops ms

MNSAHUEBBIX XYPHANAX, YNIMYHAA Pas3naya obpasuos B
23 ropogpax Poceuu, ¢ nokpsitvem 6onee 2 MiH. no-
Tpebuteneir. [Tporpammsl TOProBOro MApKETUHTA.
Anpenb—mait: Peknama tamnonos Ha TB v B Beayumx
MSAHLEBBIX XYPHANAX.

MioHb: PernonansbHas pasaada o6pasuos s Topro-
BbIX TOUKOX B 23 ropofax

Mionb—aeryct: MNpomo-kamnarus 8 23 ropopax.
Centabpb—okTabpb: Peknama Ha ynakoskax
Hosbpb—pekabpb: [pomo-kamnarus 8 13 ropopa.

CTPATErMYECKHX Lenei 1 BIoaXeTa KaMNaHUK. TB:
KamnaHust Ha4anack 0gHOBPEMEHHO MO BCEM KAHA- Tenepeknama Pacnpoctpanerme
nam, B pamkax nopxoaa «360 rpagycos»:
MapT—-mait: Pekxnama npoknagok Ha TB u B npecce,
C pasmeLleHrem 06pasLoB NPOKIAAOK B BEAYLLMX
3z o000 +136%% Mcrounmk: AC Nielsen, 24 ropopna,
Centa6pb-OkTs6pb 2008 MNocne crapta kam-
NAHUM NPOAAXM B PETMOHAX HAYASM PACTH:
e poa P P
Poct o6vema npopax
+137%
130000
- OTOH 2007
- oTEx 2008
o.0 - - -
Mcrounmk: AC Nielsen, 24 ropopna,
Centa6pb-OkTa6ps 2008
_— Pacret pons peiHka Kotex:
' - PbiHOYHQS BONS NO AEHBIAM BEIPOCIA HA
1,5 nyHkToB
40,9 - PuiHouHas gons no o6bemy BLIPOCNA HA
1,2 nyHkta
35.0 Ha dore Hebonbworo nagexmsa npoaax y
apymx 6perpos Kotex Hauan pactv — u 31oT
SaH POCT NPOAOIKAETCS:
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Base: Prompted brand awareness of Kotex
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Kotex. CTUNLHBIH

MeuarHbie CMU:
Toprossie / MpodeccuoHanbHbie
Motpebutensckue xypHans

Po3HuyHbIE Npoaxu:
Peknama B mectax npogas
ToBaposegpeHne B MOrasnHax
[MpoasuxeHue Tosapa

MapTusanckas peknama:
Camnnunr / Micnbiranus

Mcrounmk: TNS. Otcnexwuesanue coctos-

HUA BPEHAQ M PEKIAMBI PHIHKQA XEHCKOV
ruruensl.. 29 sonHa 2008.

(09 Bonra ¢ Hauana uccnegosarus). Bei-
nonnero ans Kimberly Clark.
Bocnpusatre yHKUMOHAMBHBIX Npenmy-
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Mcrounmk: TNS. Otcnexusanme coctosHua 6peHaa
1 PEKNAMBI PbIHKA KEHCKOM TUrHEHB.. 39 BOMHA
2008. (10 BonHa ¢ Hauyana nccnenosanms). Beinon-
HeHo ans Kimberly Clark.

B 2008 rogy nocne pactyt nokasatenu LeHHOCTH
6peHaa, [OCTUMHYB ncTopuyeckoro yposHs — 30
MYHKTOB.

Bonwa 4 (07/05/07-01/07/07) . . . . . . 21.0
Bonwa 5 (02/07/07-26/08/07) . . . . . . 26,2
Bonwa 6 (27/08/07-17/10/07) . . . . . . 24,2
Bonwa 7 (22/10/07-16/12/07) . . . . . . 21,5
Bonwa 8 (12/05/08-03/08/08) . . . . . . 24,2
Bonwa 9 (04/08/08-26/10/08) . . . . . . 28,4
Bonwa 10 (27/10/08-21/12/08) . . . . . 30,5

Pads and tampons

Campaign title: No Compromise
Category: Health Aids & Personal Care
Project scale: Local

The challenge:

Before 2008 Kotex stood for “Choose Your style”

communication platform that was very emotional

and communicated with consumers about more

emotional rather than functional product benefits.

That was Kotex significant differentiation from

other competitors, whose communication was very

rational.

At the same type Kotex brand profile showed that

functional benefits should be improved. So the chal-

lenge was how to persuade consumers that Kotex

products have enough functional benefits as well as

emotional with the same Female extracts.

Background:

Kotex has 2 big launches in 2008 in 2 product cat-

egories: New pads and new tampons, which were of

equal importance for Kimberly-Clark. The challenge

was to make both launches really big and visible

all over Russia within the limited budget. Given the

Russia’s territory and trade structure it was clear that

it could be achieved only with good TV campaign.

Taking into account that TV is rather Clustered it

could be very hard to get out of it. Therefore K-C

considered a creative way of communicating both

launches under one big communication idea “No

compromise” that could be integrated in all com-

munication channels: TV, Consumer Promotions, PR,

Press, etfc.

Market information:

FemCare is very highly competitive and is represent-

ed by 4 major players in the category: P&G, TZMO,

SCA and J&J.

Main players in product segments are:

Always, Libresse, Naturella, Bella and Kotex in pads

category

OB, Tampax and Kotex in tampons category

Discreet, Carefree, Bella in liners category

Competitive brand and their TA:

Pads:

Always was always positioned as expert in this

category.

Their TA is quite pragmatic women from 20 to 40

y.o. all over Russia.
They are traditionalists. They need the reason
they could “touch” for every product they choose.
Always communication is mainly based on
functional protection message — i.e. no leakage,
fast and superior absorption. This communication
lacks of emotional relationship with consumers.

Always consumer language such as gelling
materials, flexible wings, capturing the liquid is
well entrenched in consumer’s mind it is man to a
woman talk.

Tampons: O.B.

The OB TA is young girls 18—-24 y.o.
They are very active, sporty and public. Need to
be reassured by rational, scientific facts.
Communication is mostly rational with concrete
RTBs: spiral rifles for better absorbency, silk cover
for better insertion
Use Endorsement style: the only tampons engine
by Woman-gynecologists and educational pro-
grams for youth.

Kotex TA:
Kotex TA is young women, 18—24 with bigger
score of 11-35
They are young dynamic women, up-to-date, like
active life style, happy being a woman and are
confident.
They love new experiences and therefore are
ready to experiment. They want to be unique.
They care about fashion, beauty and style.
They want to live life to the fullest, with no com-
promise.

The campaign objective was:
To drive Kotex brand image as a modern brand
that meet all you needs in FemCare without
Compromise

Specific goals:
To grow Kotex brand awareness among Com-
petitors users (measured by Miriad/ TNS)
To improve functional benefits of Kotex products
for both Kotex and competitors users (measured
by Miriad/ TNS)

Total media budget:
$5 =10 million

No compromises

Kotex is a No compromise solution in FemCare,
providing consumer both protection and comfort.
Plus some delightful extracts.

Kotex brand profile showed that functional benefits
of products should be improved. As a result a new
communication platform “No compromise” was
found out. It combines both emotional and functional
product benefits. The key message for the consumer
is: You do not need to choose between protection
and comfort when choosing Femcare products. With
Kotex you will get everything without Compromise!
While starting developing the idea we knew that:
Competitors” consum-
ers are very rational
and got used to rather|
scientific communica-
tion in contrary to
Kotex users who are
very emotional and
driven by unique
Kotex image.
The consumers
often have to chose
between protection

pons had great competitive advantages, proved
by Consumer tests:

1. Pad: Super absorbing center made of revolution-
ary net cover proves excellent protection and
cotton- like sides and wings give you maximum
comfort

2. Tampon: Excellent protection because of 3D fi-
bers and better comfort thanks to the smaller size
of the tampons in comparison with the market
leader.

And great emotional benefits unique for Kotex in
comp with other brands
Kotex is perceived as the modern, stylish brand,
with bright and convenient packs that are liked
and are perceived by women as stylish accessory
vs the competitors’ products that usually are as-
sociated with medical products.

We have made the researches and found out that

the key insight of Kotex TA is to live their lives to the

fullest without taking compromise decisions even on
these days.

Thus, keeping in mind both product benefits and

consumer insight we came to NO Compromises

idea that combines both emotional and functional
benefits.

Protection and comfort that is functional (you fell

comfortable with the tampon/pad) and emotional —

you keep going you usual life-style and do not have

o worry)

The main channels chosen for Kotex No Compro-
mise campaign were TV and print in ATL due to the
biggest penetration and effectiveness in term of the
national coverage (the whole Russia), considering
campaign objectives and the budget.

The campaign started simultaneously, 360*:

March - May: TV and in Press with Pads, Pads’ Press
Sampling in Leading Glossies, Outdoor Sampling in
23 cities with covering more than 2 mIn consumers.
Trade

Marketing programs

April-May: Tampons TV and Press in Leading gloss-
ies.

June: Regional In-door sampling in Trade in 23 cities
July-August: Push-girls in 23 cities (GWP)
September-October: On- pack
November-December: Push — Girls in 13 cities
(GWP)

TV:
Spots

Print:
Trade / Professional
Consumer Magazine

Retail experience:
POP
In-Store Merchandizing
Sales promotion

Guerilla:
Sampling / Trial

Distribution

(Always pads) and
Comfort (Libresse
pads)

New Kotex products,

both pads and tam- h )
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Source: AC Nielsen, 24 cities, SO’08
Sales Volume growth, After the start of the
campaign the sales in the region started to
grow:

- OTOH 2007

- EOTER 2008

Source: AC Nielsen, 24 cities, SO’08

The market shares dynamic is positive for
Kotex:

- Value increased by 1,5 points

- Volume increased by 1,2 points

While other brands are slightly decreasing
Kotex starts to grow and this is the continuing
process:
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Functional attributes

Base: Prompted brand awareness of Kotex

S0 2007 MD 2027

Percent
&

2408
220

Wi
1712,
D06
Lty

Lat
2000
o
1

CF 2008 WIA 2008 M 2003 1A 2308 50 2C08

2 Wave Roll

Kotex. Stylish
brand

Kotex.

=0 Trustworthy

brand
Kotex. Cares

~®~about my health

Kotex.
Well-known

“*“brand with good

reputation

Source: TNS. Brand & Advertising Tracking Female
care. 3rd wave 2008 (Wave no. 10 from tracking
start). Done for Kimberly Clark Ltd.

Kotex brand equity score has grown continuously in
2008, achieving historical level beyond 30 points.

Source: TNS. Brand & Advertising
Tracking Female care. 2nd wave 2008.
(Wave no. 09 from tracking start). Done
for Kimberly Clark Lid.

Basing on tracking we see that the
perception of Kotex functional attributes
growths:

Bonna 4 (07/05/07-01/07/07) . . . . .. 21.0
Bonna 5 (02/07/07-26/08/07) . . . . . . 26,2
Bonna 6 (27/08/07-17/10/07) . . . . . . 24,2
Bonna 7 (22/10/07-16/12/07) . . . . .. 21,5
Bonna 8 (12/05/08-03/08/08) . . . . . . 24,2
Bonna 9 (04/08/08-26/10/08) . . . . . . 28,4

Bonwa 10 (27/10/08-21/12/08) . . . . . 30,5



