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MapkeTuHrosas Lenb ONMMIUICKOro NPOEKTa
Opudnaitm sakmouanacs B accounaunmn Opud-
naim — komnarun Ne 1 ¢ rmasHeim cobeitnem 2008
ropa — Onumnuickumm Mrpamu, u co cnoptom u
300POBbIM O6PA3OM XM3HM B LENIOM, O TAKXKE B CTU-
MYIIMPOBAHUM UHTEPECA NOTPEBUTENENR K MapKe 1
ee npoaykumn 8 nepuoa nposeaeHns OnMMIMACKIX
Mrp B lMekure.

Cpeay 30804 KAMNAHWMKM PACCMATPHUBANOCH NONyYe-
Hue cratyca naptHepa Onumnuitckoro Komureta
Poccuu, cotpyannyectso co 3sesgoit cnopta EneHon
[lemeHTbeBOM B pOMKAX PEKNAMHOM KAMMNAHUM 1
CO3[AHMS KONNEKLMM CNOPTUBHBIX KCECCYApPOB,
pPa3pPabOTKA CNEUMaNLHON CEPUN KOCMETUYECKNX
NPOAYKTOB, NPOBEAEHME KPYNHOMACITABHOM perto-
HanbHoM npomo-akumn «[opnepxmum Onumnuitckyio
komaHgy Poccumly 1 cnoHcrposaHue nokanbHbIx
CNOPTUBHBIX MHULMATHB. TAK e cpean 3aaay pac-
CMOTPUBANACH NOAAEPXKA CMOPTUBHON TEMATUKM
BO BHYTPEHHMX MOTUBALMOHHbBIX KOMMYHMUKALMSX C
KOHCYNbTAHTAMM KOMMNQHUU.

Kpurepmsmu ouerkn yenewroctv akumn Opudnainm
CYUTAET MEAMA OXBAT PEKIAMHOM KAMNAHMM, OKTHB-
Hoctb B 5 1 11 katanorax 2008 ropa no cpasHeHuio
c ananornursimu nepropamm 2007 ropa, yposeHs
MPOAAX CMOPTUBHBIX AKCECCYAPOB U KONUMITMIA-
CKUX» NPOAYKTOB, KONIMYECTBO YENOBEK, MPUHABLUMX
y4acTHe B MPOMO-AKLMK U CTIOHCUPYEMBIX MEPO-
NPUATHSX, POCT KONMYECTBA KOHCYNLTAHTOB, A TAK
X€ U3MEHEHMAM OTHOLLEHUS K MapKe 1 pe3ynbtaT PR
NOAAEPKKM KAMIMAHMM.

Mo aanHbM® Ha korew, 2008 ropa kocmeTHueckmi
pbiHok B Poccuun goctur 310 mipa. pybneit, a ero
pocrt 3a roa coctasun 12%. Jons kaHana npsambix
NPOAAX B CTPyKType aucTpnbyummn coctasnmna 17%
8 2008r.

Opwudnsitm cran mapkoit Nole Poccun no obbemy
NPOAAX CPEAN KOCMETUYECKMX MAPOK.

Opundnaiim — KOCMETUYECKAS KOMMAHMS, KOTOPASst
NPOACET HATYPASbHBIE CPEACTBA MO YXOAY 30 KOXEM
AMLA M TeNna, AEKOPATUBHYIO KOCMETUKY, Nnapdio-
MEPUIO 4EPE3 HE3ABHUCUMBIX KOHCYTIbTAHTOB MyTEM
meTtona npsameix npopax. OCHOBHEIM CPEaCTBOM
npoaax kocmetkn Opudnaim ssnseTcs karanor,
KOTOPBbIN BBIXOAUT C NepuoanyHoCTbio 8 3 Hepenu (17
katanoros 8 roa). Opudnaiim - 310 weeackui 6paxa,
NPUAEPXMBAIOLLMIACA LEHHOCTEN HOTYPANLHOCTH U
5KOMOMUYHOCTH, YTO HALLO OTPAXKEHUE B MNO3ULMO-
Huposanmn — «Opudnanm. Hatypansras LLsegckas
KocmeTnkay.

KoHKypeHLms HO KOCMETUYECKOM PBIHKE OYEHb CHITb-
HO — 30TPATHI HO PEKIIAMY B CETMEHTE KOCMETUKM
cocrasunu B 2008 rogy 834 munnuoHos gonnapoe, a
ux poct coctasun 68%. B takux ycnoewmsx Opudnaiim
CTOPAETCA NPUBNEKATb BHUMAHME MAKCUMMATBHO
APKUMU U HECTAHAAPTHBIMU AKUMAMMA.

* Mo paHHbM Euromonitor

Llenbio peknamHoi KOMNAHKMK, B KOTOPO# NPUHANA
Y4aCTUe 3HOMEHUTAR TeHHWUCHCTKA Enerna JemeHToe-
BA, CTANA KOMMYHUKALWMS MAEW BCEN ONIMMIUIACKOM
KAMNAHWK — CBA3b CNOPTA M 300poBOro obpasa
XM3HU uepes kpacoTty ¢ bpeHgom Opudnaiim.

T.k. Opudnsiim peanusyeT KOMMNEKCHbIE KOMMY-
HUKQALWMM, UCTIONbB3YS HECKOMBKO MOAPKETUHIOBbIX
MHCTPYMEHTOB OfHOBPEMEHHO, MPAKTUYECKM He-
BO3MOXHO OnpeaenuTs 3bheKTUBHOCTb KAKAOTO M3
HUX B OTAEMBHOCTH, MO3TOMY KpUTEPUEM 3D DEKTHB-
HocTH peknamHoit kamnarmumu Opudnaiim BeiGpan
ans ceba megma oxsat. Hanpumep, Ha TenesuaeHum
PEKNAMHAS KAOMNAHKS HA 3¢ EKTUBHOM YacToTe

4+ oxsatuna 45% ueneson ayauTopmm XeHLWMHbI
16-50. A oxsat kaTanora cocrasun 6onee 3,5 miH.
yenosex.

KoMMyHMKQUMS KOHCYNBTAHTAM M KMEHTAM KOMNQ-
Huu, uto Opudnaiim — 310 kKomnanms Ne 1 uepes
cea3b ¢ rasHbim cobbitnem 2008 ropa — JletrHmnmm
Onumnuiickumn Mrpamu, cotpyarmdectso ¢ Onmm-
nuitckum Kommretom Poccum m TeHHmncenctkom EneHoit
[lemeHTbeBOM, O TAK Xe COOBLLIEHNE O TOM, YTO

Opudraiim, Tak xe KaK 1 CopT — 5TO eCTECTBEHHbIMA
(HaTypanbHbIf) NyTs K KPacoTe.

Mogaepsxka temsl Onumnnagel, CIOPTA U 3LOPOBOrO
06pa3a Xu3HK He TPeboBaNa GAKTUYECKM HUKAKMX
MCCNenoBaHui ans obocHosaHus. MNposeperHsie
BHYTPM KOMMNAHUKM NeperoBops! bisiuiu, 410 Opud-
N3WM HE XBATAET CTATYCHOCTH, NOAYEPKMBAIOLLIEN K-
avpyiowme nosuumn mapku. M takum obpasom 6eino
NPUHATO peLuerne nonyunts cratyc OdpuumnansHoro
naptHepa Onumnuiickoro komuteta Poccuu.

[na Opudnaiim kpariHe BaxeH 06beanHAIOLMIA
AKTOP BO BHELLHMX WU BHYTPEHHMX OKTUBHOCTSIX.
Mostomy, nommmo cratyca naptHepa Onumnnii-
ckoro Komurera Poccmn cnoptvsras Tematmka
OTPA3MIACH HO BCEX KOMMYHUKALMSIX KOMNAHUM B
3TOT NepUOA.

Mpopaxwu KOCMETUYECKOM NPOAYKLMM YACTO CTUMY-
NUPYIOTCH COTPYAHUYECTBOM CO 3BE3AAMM, MOITOMY
Enera [lemeHTbeBa cHANACH Ans KATANOra u pe-
knamron kamnanum Opudnaitm. Tak xe gpansepom
aBnsioTCs akceccyapsl, u Enena Jementbesa paspa-
6otana skckmoansHo ans Opudnsiim ase konnekumm
CcnopTuBHbIx akceccyapos. CnopTuBHAsS TEMATHKA
KOCHYNACh M NPOAYKTOB — creunansHo k Onumnunane
6bINa CO3RAHA CEPHs NPOAYKTOB ANA MyXunH. B noa-
LepXKy onumnuitckoin komarasl Poccun Opudnaiim
nposen npomo-akumio «Iloaaepxum Onumnuitckyto
komaHgy Poccuuly, a Tak ke BbICTynun CoHCOpom
BCEX CMOPTUBHBIX MIOLLAAOK MNOMYNSPHOrO ONEH-3Mp
dectveans «MukHuk Aduwmn» 8 Mockse 1 10-ku-
NIOMETPOBLIN 306€er XeHLmH «KeHckas AecaTka» B
Cankr-letepbypre.

CnopTuBHQOS TEMATHKA TAK X€E QKTUBHO UCMOMb30BA-
NOCb B MOTUBALMOHHOM KOMMYHMKALMM C KOHCYSb-
TaHTamu. JleTom npoBoannacs pekpyTUHrosas
KOMMAHKM MO MPUBIEYEHMIO HOBBIX KOHCYNbTAHTOB
noa HassaHnem «OnMMNUACKME OTHMY, O TAK Xe
macwrabroe meponpuatue Opumnuana, KoTopoe
cobpano 10 Thicay yenosek.

Monyuus cratyc OduumansHoro naptHepa
Onumnuiickoro komuteta Poccun, Opudnsiim cran
HOCTOALLMM NOCIIOM KPACOThI B MMPE CMOPTA W
380poBoro 0bpasa xwmsnu. [ns 6onee apkoi 1 3ano-
MUHatoWeRcs KommyHmkaumn Opudnaiim npuenek K
COTPYAHWYECTBY 3BE3Mly POCCUICKOrO TeHHuca Eneny
[lemeHTbeBY, KOTOPAS CTONA NIMLLOM KOMMOHMWM, CHAB-
LUMCb 191 ABYX KATQOMOB M PEKNAMHON KAMMAHWM

1 CO3A0B BE KOMNEKLMM CMIOPTUBHBIX OKCECCYapOB,
3KCKNMIO3MBHO NPeaCTaBneHHsbix 8 katanore Opue-
N3MM.

B pamkax npoekta komnanmein Opudnasiim Gbinm
NPOBEAEHbI IBE BOMHbI PEKIAMHOM KAOMMNAHMM: B
anpene 2008 — HapyxHas PekNaMa U pasmeLLeHus
8 npecce u B asrycte 2008 — peknamHeii ponmk ¢
EneHont [lemerToeron B adpupe seaymx 1B karanos,
pasmelLeHus B npecce, BAHHEPHAA KOMMNAHWS B
MHTEPHETE M HapyxHas peknama B 1. Coun.

EneHa lemeHTbeBa NpeacTasmna npoayKumio
Opndraiim Ha CTPAHULAX ANPENLCKOTO KATANord,

O TOK € f1BE KOMNEKLMU CNOPTHUBHbBIX OKCECCYApPOB:
CMOPTUBHYIO CYMKY M MOJIOTEHLE B ANPENE M CYMKY-
PIOK3aK, KOCMETHMUKY, KOLLENEK, 4achl U 4EXOn Anst
MOBUNBHOTO TenedoHa B ABryCTe.

Creupnanbro k Onumnuage Opudnaiim cosgan cne-
LAQNBHYIO CEPUIO A YXOAA 30 TENOM IS MYXUMH,
KaXAbl% BIAKOH KOTOPO# BbIN NPOMAPKMPOBAH
norotunom Oduumnansroro naptHepa Onumnuicko-
ro komuteta Poccuu.

B npeansepun Onumnuagsl coctosnacs macutab-
Has npomo-akums «[Moanepxum Onumnuitckyio ko-
maHgy Poccunly, B pamkax kotopoit Opudnasiim aan
BO3MOXHOCTb XuTenam 7 roponos Poccuun sanucarts
FIMYHBIE BUAEOOBPALLEHUS K POCCHIACKMM CNOPTCME-
HaM, Haxopswmmcs B [ekune. A Tak xe Opudnaim
BbICTY MW/ CIOHCOPOM BCEX CMIOPTUBHBIX MIOLLAAOK
M3BECTHOTO OMeH 3ip pectusans 8 Mockse MukHmk
Adunwm 1 3Haummoro cnoptusHoro cobeitua 8 CaHkT-
Metepbypre — maccosoro 3abera XeHckas fecsTka.
B pamkax peknamHoi kamnaxuu Gbin UCnonb30BaH
MOKCUMAIBHO LUMPOKMI MEAUA-MMKC, BKITIOYABLIWI:
PeknamHble ponuku HO TENEBUAEHUM B KAYECTBE
OCHOBHOTO HOCHTENst MHDOPMALMM, TAK KK Tene-



BUAEHUE NPOAOMKAET O6ECNEUNBATL HAMBONbLMI
OXBAT AYAUTOPMK — B PEKIAMHOM ponuke Enera
INementbesa coobwana: «CnopT — 3To ecrecTseH-
HbI NyTb K kpacoTe. [Nostomy Opudnaitm cran
oduumansHbiM napTHepom ONMMNKACKOro KoMUTeTa
Poccum. 9 suibupato cnoprt, kpacoty, Opudnsitml»
Peknama B npecce — B BEAyLLMX MSHLEBBIX XypPHA-
NIOX PA3MELLANUCh KAK PEKNAMHbBIE MAKETBI, TAK 1
apseTopuans ¢ EneHoi [lemMeHTbeBOM, HO OCHOBHOWM
ynop 6bin caenax Ha PR, pesynstaTsl koToporo
Opudnaiim nonyyaer o cux nop.

HapyxHas peknama TpoanUMOHHO SBRKeTCs Ans
Opudnaiim UMUIXEBBIM HOCUTENEM U CPEACTBOM
NOAREPXKKN M MOTUBALWM KOHCYIbTOHTOB. B pamkax
onMMNMICKOi kamnarmu, Gonee 1600 peknamHbix
wmtos 6biu pasmeltens 8 40 ropogax PP & anpene
n 6onee 40 8 Coun B nepuoa nposeaerna Onum-
NUOAbI.

B uHTepHeTe 6bin cO3aaH CneunansHbIi NPOMO-CanT
sport.oriflame.ru, nocet1s KoTopwiit, NoTpebuTeny
MOTTIU MONYYUTL NOSMHYIO MHGOPMALMIO O NPOEKTE,
NOCMOTPETb BUAEOOPALLEHMS POCCHSH K ONIMM-
NUIACKOM COOPHOM, A TAK Xe NPUHATb y4acThe B
KOHKYPCE, N0 UTOTOM KOTOPOTO NOGEAUTENL NOMYHUMI
TEHHMCHYIO PAKETKY C ABTOrPadpom [lemeHTbeBON.
[lns npuBneyeHns Nonb3OBATENEN CETH HA MPOMO-
CaiT 6bINA NPOBEAEHA MACLITABHOSA PEKIAMHAS
KOMMQHMS B MHTEPHETE C pasmeLLeHnem 6aHHepoB
HO BEAYLLMX NOPTANAX, CANTAX 3HOKOMCTB, MOYTOBbIX
CepBEPAX W PECYPCAX KEHCKON HAMPABAEHHOCTH.
Bcero coctosnocs 22,5 mnH. nokazos 6aHHEpOB.
Takxe Opudnaitm He 3a6bin M 06 obopMNEHMIM MecT
npogaax. Koncynstantel Opudnaitm genaiot 3akas

8 CepeucHbix Llentpax unu Cepsuchbix MyHkrax
Opudnaiim. Inga nx opopmnerms Gbin paspaboTaH
cneumansHbii Habop POS matepranos B cTunmcTmke
PEKNAMHOM KAMMAHUU.

B pamkax npomo-akuun «Moaaepxum Onumnuiickyio
komanay Poccuuly, nposeperHoin Opudnaim s
npeaasepun Onumnnaas 8 7 ropopax Poccun poc-
CUAHE MOTTIM 3AMMUCATH JIMYHOE BUAEOOPALLEHME K
POCCHICKUM CMOPTCMEHAM, HOXOAALMMES B [eknHe.
Bce BruneoobpatueHis Gbno OCTYMHLI HO caitTe
KOMMQHMK 1 AEMOHCTPUPOBANUCL B MockoBckom
[ome, noanepsxmeas ayx cnoptcmerHos. Akuus «[loa-
aepxum Onumnuiickyto komanay Poccuunly seissana
LUIMPOKMI PE3OHAHC KOK Y TOPOXAH, TAK M Y MPECCHI.
CoTpyaHnias ¢ nonynsipHeIM OneH-31p GecTusanem
MukHuk «Adpuwns 8 Mockse, Opudnaiim BbicTynmn
CMOHCOPOM BCEX CMOPTUBHBIX MIOLWAAOK, MPOBOAMN
MACTep-KIACChl O MAKMSIXY B LLIATPE KOMMAHMM, O
TAK Xe PA3birpbIBAN NPU3bI U AAPKI NOCETUTENSIM
CMOPTUBHBIX MAOLLAAOK GOTOrPAPHH, BbIMONHEHHbIE
B TEXHWKM TOMOrPAGUM — MOKAAPOBOM CbEMKM B
ABUKEHNN.

CnopTuBHORA TEMATHKA TAK X€E OKTUBHO UCMONL30BA-
NACh B MOTUBALMOHHON KOMMYHUKALMM C KOHCYTb-
TaHTamu. JleTom npoBoannacs pekpyTMHroBas
KAMMNAHWK MO NMPUBAEYEHMIO HOBbIX KOHCYSIbTAHTOB
nog HassaHnem «Onumnuiickue orHuy. B pamkax
KOTOPO#M MOXHO BbINO 30PErncTPUPOBATLCS B
KOMMQHMK B KOUECTBE KOHCYBTAHTA U, BLIMOMHMB
OMNPEAENEHHbIE YCNOBMS, MOMYYUTL NMOAAPOK, O NPH
NPUIMALWEHWN ONPEAENEHHOTO KONMYECTBA HOBbIX
KOHCYMbTAHTOB MX CMIOHCOP MOMYYan CNeUnanbHble
3HAYKW — ONIMMIMUNACKME OTHM, KOTOPBIE 3ATEM MOXHO
66110 OBMEHATL HO MOAAPOK, CPEAN KOTOPbIX Bbink
NOAAPOYHbIE KAPTHI, MALLMHBI, MYTELLECTBMS.
Macwrabroe meponpusatue Opumnuaaa, KoTo-
poe NPoBOAMIOCH BO ABOPLE CnopTa Meracnopt
Ha XoasiHckom none 8 Mockse cobpano 10 Teicsy
yenosek. Ha MmeponpusaTin Bbinn npeacTaBneHsl Bce
TPSAYLLME AKTUBHOCTU KOMMAHUM B TOM UMCIE M CBA-
3QHHbIE CO CMOPTOM, BbI3BAB OYPHBINA OTKNMK CPEaM
KOHCYNbTAHTOB.

TB:
Tenepeknama

MeuarHbie CMU:
MoTpebutensckue xypHansl

PR:
Meponpusitus
ToBapHbIi anM3aiH

Ynakoeka

AuanoroBas:
Online-pexnama
MHTepHeT caitTbl

HapyxHas:
Pexnammbie wmtsl

CnoHcopcTBO:
Onumnuitckuin komutet Poccun
Mukrnk Aduwm (Mocksa)
Kenckas gecartka (Metepbypr)

Po3HunuHbIe Npoamxu:
Peknama B mectax npogax

MapTusaHckas peknama:
YnuuHble rpynnsi
BepxHas opexaa
CapadaHHoe pagno

BoeneueHune KNnMeHTOB:
Pacckas o nuurom onsite (WOM)
BupycHoe
Co3naHHbIN NOTPEBUTENSMM KOHTEHT

(OTPAHMNEHHbI BHITYCK

Kpurepusmu ouerkn™® ycnewroctv akummn Opudnsim

cuuTaeT:
MEAMQa OXBAT PEKNIAMHOM KAMNAHMM — HA Tene-
BMAEHWW PEKNAMHAS KOMMNAHUS HA 3 dEKTUBHOM
yacrote 4+ oxsatuna 45% uenesoit ayauTopun
xeHwmHbel 16-50.
YPOBEHb MPOAAX CMIOPTUBHBIX AKCECCYAPOB Mpe-
sbicnn 500 Thicau eamHmL,
YPOBEHb MPOAAX KOIMMIUACKUX» MPOAYKTOB —
6onee 750 Thicay eguHuL.
KOMMYECTBO YEMOBEK, MPUHABLUMX Y4OCTHE B
npomo-akumm «Mopaepxmnm Onumnuiickyio
komaHay Poccuny» — okono 1700; cnorcupyembix
meponpuatuax — MukHuk Apuiumn — 6bino pos-
aaro 15 Thic. undbopmaumorHsix auckos, 50 Toic.
npu30oB, B MkHuke Aduium npursinm yuactme 70
ThIC. YENOBEK.
KOJNMYECTBO KOHCYbTAHTOB Bbipocno Ha 30% no
CPOBHEHMIO C AHANOTMYHBIM MEPUOAOM MPOLLO-
ro roga
M3MEHEHMSM OTHOLUEHMS K MAPKE — MOBLICUNCA
atpubyT mapku modern.
pesynstat PR nogaepxku kamnanmm — Gonee
280 MHOPMALMOHHBIX COBBITUI, U3 KOTOPLIX 83
— TB cioxeTsl, 24 — paano cloxeTsi.

* Mo pannbm Opudnaiim, Mindshare, Simple communication,
Trilseno Group, Aduwa

Onumnnaga s MNexkune npowna ans Eners Jemen-
ThbeBol («peknamroro nuuay» Opudnaiim) kpaiite
yCMeLwHo, TaK KaK OHA 30BOEBANA 30M10TYIO ONMM-
MUIACKYIO MELab.

Komnarus Opudnsim nonyuuna ot Onumnuitckoro
KomureTa Poccun aunnom sa nopaepxky Onumnui-
ckoro aeuxenus B Poccunckon Pepepaumm 8 2008

roay.

Cosmetic products

Campaign title: “1 choose sport, beauty,
Oriflame!”

Category: Beauty aids

Project scale: National

The Marketing objective of the Olympic campaign
of Oriflame was to make people associate Oriflame
— the number one beauty company — with the main
event of 2008 — the Olympic Games, and with sport
and healthy lifestyle on the whole. We also aimed

at stimulating interest of customers to the brand and
its products during the time of the Olympic Games

in Beijing.

One of the campaign tasks was to become a partner
of the Olympic Committee of Russia, engagement of
Elena Dementieva in advertising campaign to pro-
mote the collection of sports accessories, creation

of a special series of beauty products, a large-scale
regional promo “Support the Olympic Team of
Russial” and sponsorship of local sports initiatives.

It was also considered to keep to a subject of sport
in infernal motivation in messages communicated to
the company’s consultants.

Criteria for successfulness of the promo are con-
sidered to be the following: media coverage of the
advertising campaign, activity in 5 and 11 catalogs
of 2008, as compared to the similar time spans of
2007, sales volume of sports accessories and “Olym-
pic” products, amount of the promo participants and
the events sponsored by the company, growth in
number of consultants, changing attitude toward the
brand, and the result of PR support of the campaign.
According to data* as of end of 2008, the cosmetic
market in Russia reached 310 billion rubles and
grew by 12% during the year. The share of direct
sales channel in the structure of distribution was 17%
in 2008.

As far as sales volume is concerned, Oriflame be-
came the leader among cosmetic brands in Russia.
Oriflame is a cosmetic company which sells natural
face and body skin care products, make-up,
fragrances through independent consultants direct.
The primary sales media is a catalog which is issued
once in three weeks (17 catalogs per year). Oriflame
is a Swedish brand exercising principles of being
natural and environment-friendly, which is expressed
in positioning — “Oriflame. Natural Swedish Cosmet-
ics”.

Competition in the market of cosmetics is extremely
strong — advertising expenditures in the segment of
cosmetics grew by 68% to reach 834 million dollars
in 2008. In these conditions, Oriflame tries to come
up with attractive and extraordinary promos to catch
customers’ attention.

* As per data by Euromonitor

The advertising project with participation of a
famous tennis player Elena Dementieva was aimed
at communicating the idea of the whole Olympic
campaign — connection of sport and healthy life style
with the Oriflame brand via beauty.

As it is complex communications with several market-
ing tools simultaneously involved which Oriflame
implements, it seems almost impossible to assess
how effective each of them has been. Therefore, me-
dia coverage was chosen to be the criterion for the
campaign success. For instance, 45% of the targeted
females aged 16 — 50 was covered by the TV ad-
vertising campaign (on the effective 4+ frequency).
Catalogs covered over 3.5 million people.

The idea that Oriflame is the number one beauty
company was communicated to consultants and



customers by linking the company to the main event
of 2008 — the summer Olympic Games, cooperation
with the Olympic Committee of Russia and a famous
tennis player Elena Dementieva. It was also com-
municated that Oriflame, just like sport, is a natural
way to reach beauty.

Supporting the subject of the Olympic Games,

sport and healthy life style did not need almost any
research for substantiation. Negotiations within the
company indicated the lack of status which would
emphasize the brand’s leadership. Thus, the decision
was made to gain a status of an Official partner of
the Olympic Committee of Russia.

It was critical to Oriflame to consolidate their internal
and external activities. That is why the idea of sport
influenced every communication which the company
carried out at that time.

Sales of cosmetics are often stimulated by involving
celebrities; therefore, we got Elena Dementieva to
shoot for a catalog and advertising project. Acces-
sories are drivers as well, and Elena Dementieva
designed two collections of sports accessories for
Oriflame exclusively. The product range was also
affected by the sports subject — a new series of male
products were timed to the Olympic Games. To sup-
port the Olympic team of Russia, the promo “Sup-
port the Olympic Team of Russial” was implemented,
and sponsorship was granted to all sports grounds
of the popular open-air festival “Picknick of Afisha”
in Moscow and a 10-km Women’s Ten Fun Run in
St.-Petersburg.

Motivation communications for consultants also
included the idea of sport. In summer, we carried out
a recruitment campaign called “Olympic Flames” to
aftract new consultants, in addition to the large-scale
Orimipiada event with 10 thousand participants.

Having gained the status of the Official partner of
the Olympic Committee of Russia, Oriflame became
an ambassador of beauty in the world of sport and
healthy life style. For the message to be more attrac-
tive, we cooperated with a famous Russian tennis
player Elena Dementieva who became a trade
character of the campaign and appeared in two
catalogs and advertising campaign, and designed
two collections of sports accessories exclusively
presented in Oriflame catalogs.

There were two waves of the advertising campaign
within the project: in April, 2008 — outdoor advertis-
ing and advertising in press and in August, 2008 - a
spot featuring Elena Dementieva shown on the lead-
ing TV channels, advertising in press, banners on the
Internet and outdoor advertising in Sochi.

Elena Dementieva advertised Oriflame products in
the April catalog and the two collections of sports
accessories: a sports bag and a towel in April and a
backpack, a cosmetics bag, a purse, a watch and a
mobile phone cover in August.

A special series of male body products was manu-
factured by the opening of the Olympic Games,
with every bottle marked with the logo of the Official
partner of the Olympic Committee of Russia.

On the threshold of the Olympic Games, a large-
scale promo “Support the Olympic Team of Russial”
was held giving residents of 7 Russian cities an
opportunity to come up with personal video mes-
sages to Russian sportsmen competing in Beijing. In
addition, Oriflame sponsored all sports grounds of
the famous open-air festival “Picknick of Afisha” in
Moscow and a significant sports event in St.-Peters-
burg — Women'’s Ten Fun Run.

The advertising campaign applied a wide range of
media tools which included the following:

Spots on TV as the primary data medium, for televi-
sion is still the medium to provide the maximum
coverage of the audience — the message delivered
by Elena Dementieva was: “Sport is a natural way to
reach beauty. That is why Oriflame has become an
Official partner of the Olympic Committee of Russia.
| choose sport, beauty, Oriflame!”

Advertising in press — in the leading slick magazines
included advertising inserts and advertorials with
Elena Dementieva. The main emphasis, however,
was made on PR which is still giving its results.

Eaena Aementnesa
MeHHHCHCMKA, noﬁegu\mmuua
Ky6ka Kpemas 2007
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Outdoor advertising is traditionally an image
medium for Oriflame and its tool to support and
motivate consultants. Within the Olympic campaign,
over 1600 billboards were put up in 40 Russian
towns in April and over 40 in Sochi at the time of the
Olympic Games in Beijing.

On the Internet a special promo site sport.oriflame.
ru was created to provide its visitors with the compre-
hensive information on the project and show video
messages of Russian people to the Russian Olympic
team as well as to offer contests with a tennis racket
signed by Elena Dementieva as the prize for the
winner. To attract visitors to the website, an extensive
advertising campaign was implemented on the
Internet with the banners on the leading portals, dat-
ing sites, mail servers and female-oriented resources.
There were 22.5 million banner clickthroughs.
Moreover, places of sales were provided with spe-
cial design. It is Oriflame Service Centers or Service
Points where orders are placed by consultants. To
dress them, special POS materials were designed to
support the style of the advertising campaign.

Within the “Support the Olympic Team of Russial”
promo held by Oriflame on the threshold of the
Beijing Olympics 2008, residents of 7 Russian cities
got an opportunity to come up with personal video
messages to Russian sportsmen competing in Beijing.
All videos were available on the company’s web and
were being shown at the “Moscow House” support-
ing our sportsmen. The promo drew a wide response
from the side of residents as well as press.

At the popular open-air festival “Picknick of Afisha”
in Moscow, Oriflame sponsored all its sports
grounds, carried out make-up master classes

under the company tent, gave presents and gave
attendees of the sports grounds photos made in the
stop-motion technique.

Sport was the subject to use actively in motivation
for consultants. In summer we held the recruit-

ment campaign called “Olympic Flames” to attract
new consultants. Attendees had an opportunity to
become consultants of the company and having met
certain conditions, to get presents; having engaged
a certain amount of new consultants their sponsor
was to get special badges — Olympic flames which
were to be exchanged for a present (gift certificates,
autos, tours).

The large-scale Orimpiada event held at the Me-
gasport in Moscow drew 10 thousand people. All
pending activities of the company including those
connected with sport were presented at the event
and found a positive feedback of consultants.

TV:
Spots

Print:
Consumer Magazine

PR:
Events
Product design
Packaging

oriflame

ODUUMUANBHBINA NAPTHEP
ONUMMNMNACKOro
KOMWTETA POCCW

Interactive:
Online Ads
Web site

Outdoors:
Billboard

Sponsorship:
The Olympic Committee of Russia
Ten of Women (St.-Petersburg)
Picknick of Afisha (Moscow)

Retail experience:
POP

Guerilla:
Street Teams
Wraps
Ambient Media

Consumer Involvement:
WOM
Viral
Consumer Generated

Criteria for assessing™* success of the campaign are

considered the following:
media coverage of the advertising project — the
TV advertising campaign on the effective 4+ fre-
quency covered as much as 45% of the targeted
female audience (aged 16-50).
sales of sports accessories acceded 500 thou-
sand items.
sales of “Olympic” products reached over 750
thousand items.
number of participants of the “Support the Olym-
pic Team of Russial” was around 1700 people;
At the sponsored by Oriflame event — Picknick
of Afisha — 15 thousand CDs were distributed,
50 thousand presents were given, 70 thousand
people attended the event.
number of consultants grew by 30%, as com-
pared to the similar time span in 2007
change in attitude toward the brand — increase in
the attribute “modern”.
result of the PR support of the campaign — over
280 information activities, among them 83 are TV
spots , 24 — radio ones.

* Data by Oriflame, Mindshare, Simple communication, Trilseno
Group, Afisha

Elena Dementieva (“trade character” of Oriflame)
showed extremely successful results at the Beijing
Olympic 2008 and won the golden Olympic medal.
The Olympic Committee of Russia granted a
diploma to the Oriflame company for supporting the
Olympics in the Russian Federation in 2008.



