CeTb PECTOPAHOB SINOHCKOW KYXHU
PeknamHas kamnaxus:

AranoH fAnoHckon KyxHu
Kareropwus:

Ycnyru n cepsuc

Macwtab npoekra:
O6LeHaUMOoHANbHBIA

’A\ NAKHETA cywu

STANIOH
\ ANOHCKOM
— KYXHM

TPAAULWK

¥@r SUPERMEHI0

TAKHETR

couu ana SUPERTEBA

® EEeauntay

erags GFTEAT.

exp
o eymapuscoaE SRSENET

R

ou EmaNl FRCAESTEES
§"' - acuRs 1M CyRephrentt
B

it

[nero 008)

or

"= SUPERMEHIO
ans SUPERTEGA

008 §icyuerroraues]

EpaTkme CBeREHMA:
Hemuoe gize Gexof pud

MM GEATOpOTHNN
TAQHKPON 43 NApANORANNOD Hyrxa
& wasLMApANM # EpECHOR WEpON

HasHa9eHHS:
lopasurs moospawsaue

© : - 23

ks 880

Lensb: Passutie 1 ykpenneHme MMMEXa CoBpemeH-
HoM cetn pectopaHos «[ Tnareta Cym» nocpen-
CTBOM PEKIIAMHOM KOMMYHUKALMM, S5 MONYYEHMS
KOHKYPEHTHOIO NPEeNMYLLIECTBA B CETMEHTE SMOHCKMX
pPEeCTOpaHOB.

3aaaum KOMMYHUMKALMOHHOTO NMPOEKTA U
KpUTEpuM ero ycnexa:

1. Dobutbes Bocnpustus 6peraa «Mnarneta Cywmy»
KOK COBPEMEHHOM CETH AMOHCKMX PECTOPAHOB C
KauecteeHHoM 1 poctynHom kyxHeit or 30 no 35% ot
OTNPOLLEHHBIX;

2. YBENMUUTL KONMYECTBO TPAH3AKLMIA B PECTOPA-
Hax Ha 10% B cpaBHeHMM C NEPUOZOM 1O 3aMyCKa
KaMNaHWy;

3. Ysenuuenue soipyuku Ha 10% 3a cuet nposepneHus
noAAepP>XMBAIOLLMX MPOMO KAMMAHMWHA.
CnpaBouHas uHpopmaums:

«Mnaneta Cywm» — ceTb PECTOPAHOB SNOHCKOM
KYXHW, KOTOpbIE MPEAIAraiOT CyLLM, CALIMMM 1
npyrue TpagmumorHsie 6niopa. CeTb npuHAANEXUT
komnanmmn OAO «PocuHtep PectopanTtc XonamHr»
1 paseusaetcs ¢ 1999r. B cermeHTe AEMOKPATUYHBIX
CemeltHbIX pecTopaHoB. Ha HacToALWIT MOMEHT
ceTb pectopaHos «narneta Cywm» npucyTcreyet B
Poccuum, Crpanax CHI, & LlentpansHoi u Boctounon
Espone. Ha 31 leka6ps 2008r. konmuecrtso pecro-
paros Mnaneta Cywm Hacumteisano 114, us koTo-
pbix 33 pectopaHa — ¢panyaitauHrossie. B 2006 r.
6bl OCYLLECTBNEH PECTAMIMHT CETH, B PE3YNbTATE
KOTOPOrO M3MEHMWIUCH OTOTHM, MEHIO, AN3AIH
pPecTopaHos, 0coboe BHUMAHHKE Bbi0 yaeneHo no-
BBILLEHMIO KOYECTBA CEPBUCA. VIHTEpbEpY Npuaany
Gonblue MAHLa 1 coBpemeHHocTH. MHTepbep
«MnaneTsl Cywm» BLINOMHEH B GEXEBO-KOPUUHEBBIX
TOHOX B CTUIE MUHUMOIIM3MA C UCMOMb3OBAHMEM fie-
KOPATUBHOIO M3BECTHSKA, YTO B COYETAHUM C MATKUM
CBETOM CO3[AET YIOTHYIO, CIOKOMHYIO aTMOChEpY.
Odwmumnantkm 8 «lnanete Cywm» opets B KUMOHO

1 OTAMHQIOTCA CAEPXAHHOCTBIO M YBAXKMTENbHBIM
OTHOLUEHUEM K FOCTSIM.

Cpeant OCHOBHbBIX KOHKYPEHTOB B JAHHOM CETMEHTE
MOXHO BbIAENWUTb PECTOPAHbI: AkunTopHs, TaHyku,
Anowa u Asus Kade. Mnanera Cywim senserca
NIMAEPOM CPEAN PECTOPAHOB AMOHCKOM KYXHU B
CErMeHTE IEMOKPATHUYHBIX PECTOPAHOB MO ObLLeMy
KONMYECTBY PECTOPAHOB U KOMMYECTBY FOPOAOB
NPUCYTCTBUS.

Llenu peknamHoii kamnaHuum «MnaHeta
CyLum — 3TANOH ANOHCKOM KYXHU» U KpUTe-
pumn ee 3¢pPpeKTUBHOCTH:

1. Passutue nmnaxa 6panaa «Mnaxeta Cywm»

KOK 3KCMepTa SMOHCKOM KyXHM: MHHOBALMOHHOTO,

TEXHOMOTMYECKM NEPELOBOTO M NPH 3TOM, BepexHo

XPOHALLErO TPAAULMM 1 MOALEPXKMBAIOLLETO BLICOKME

CTAHOAPTLI KAYEeCTBA,

2. Co3aaH1e MOTMBOB ANt MOCELLEHUA PECTOPAHOB

«Mnaneta Cywm», 3a cHeT NpoBEeHHs NOALEPXKH-

BAIOLLMX MPOMO KAMMAHMA.

Kpurepumn s¢pPpextneHocT peknamHomn

KAMNaHum:

1. Lo6utbca mHuenmns o pectopane [Mnaneta Cym

KaK O:

A. COBPEMEHHOM SMOHCKOM PECTOPAHE HE MeHee
uem y 35% onpoluenHsix;

b. pectopaHe, KOTOpbLI GEPEXHO XPAHUT TPAAULMM
ANOHCKOM KyXHM He meHee Yem y 35% onpoLuen-
HbIX;

B. pecrtopaHe, KOTOpbIN NOAAEPKMBAET BLICOKME
cTaHaapThl kadecTsa He meHee Yem y 30% onpo-
LIEHHBIX.

2. Xenanue nocetnts pectopan lMnanera Cywm y,

He meHee, yem 60% pecnoHaeHToB.

B pecropanax Mnaneta Cywm Takxe 6epexHo
OTHOCATCA K TPAAMUMAM AMOHCKOM KYXHM, KOK 1 B
SAnonuu, Takum obpasom, pectopan Mnanera Cywm
ABASETCA CBOEOBPA3HBIM STANOHOM KQYECTBA, TEXHO-
NOrNMYHOCTH, TpO}J‘MLLMOHHOCTM ﬂﬂOHCKOIjI KYXHU.

L. Mo AaHHBIM MOPKETUHIOBOTO UCCNEAOBAHUS
(kauectseHHoe nccnenosanme “Insight Activator”,
komnarms Qualitel Data Services, Centabps 2007r)
SInoHMs BbI3LIBAET rMyGOKOE YBAXEHHWE, ABNSSCh B
rna3ax noTpebuTenen MHHOBALMOHHOM, TEXHONOTU-
4eCKM NEPEnoBON M NP 3TOM, 6EPEXHO XPAHALLEN
TPAAMULMM CTPOAHOM; O INOHCKAS KYXHS AN PYCCKOro
notpebuTens SBnAeTCs HEM3BEAAHHOM, NPUBIEKA-
TENbHOW, NONE3HOM AN 3LOPOBbS.

I1. Mo LOHHBIM BHYTPEHHETO MCCNERoBAHMS OTAENA

QHAMUTUYECKOTO MOPKETUHIA KOMMNAHUK «PocuH-

Tep PectopanTc XonamHr cambimMm 4eiCTBEHHBIMM

KAHAMAMM KOMMYHUKALMKM HO PECTOPAHHOM PbiHKE

ABAAIOTCH HAPYXKHASA PEKIIAMA (LLMTBI, NEPETAXKH,

cuTh 6opabl, SKPAHBI) M PEKNIOMA B MECTAX MPOAAX

(mnakaTel, CTUKepbI, 3HAYKKM ODULMAHTOB, TEHO-

TEHCbI, BOGNEPDI)

1. Mo aanHbiM uccneposarus In Depth (mapt

2008r.), pecTopaHbl AMOHCKOM KyXHM SBASIOTCS

onHMMK U3 Hanbonee nocewaemsix, ny 22% scex

PecnoHAEHTOB ANOHCKAA KyXHS ABNAeTCA camom

NIOGUMON.

IV. Otaen R&D «Pocuntep Pectopante Xonaur»

pPa3pPabOTaN CNeuManbHbLIE MPOMO, HALENEHHLIE Ha

noAAePXKY U PA3BUTUE KITKOYEBLIX MMUOXEBbLIX CO-

OBLLEHWI W HO KOHKPETHbIE PE3YIbTATHI: YBENMYEHWE

TPAH3AKUMIA 1 TOBAPOOBOPOTA:

V. Mossunacs naes nepeHecTv OTHOWEHKME AyanTO-

pun k Anormm Ha oTHowerue k «[naxeta Cywwu» ana

NOMyYEHUs KOHKYPEHTHOTO NPenUMyLLEeCcTBa. Mcnonb-

30Banuch 3 aTpubyTta ANOHCKOM KynbTypbl, KOTOPbIE

ycunuam smouproHansHbii 06pas Mnarera Cywm kak

STANOHA AMNOHCKOM KYXHM:

1. Tpaguum (B Mnanete Cywm k Tpagmumam ot-
HOCATCA TAK Xe TPEeNeTHO, Kak B AnoHum)

Mpomo «5¥ BKyC»: B OCHOBE MAEM MPOMO NEXMT
CO340aHME CEHCALMOHHOIO MeHIO U3 Brtog, co-
LEPXALLMX TPAAMLMOHHBIE AMOHCKME NPOAYKTHI, B
KOTOPbIE BXOAMT YMAMM — BELLEECTBO, CNOCOBHOE
€O340BATH «NATHIA BKYC» M AAPUTL HOBLIE BKYCO-
Bbl€ OLLYLLEHNA.

2. Kauectso (B Mnanete Cylwm Takxe xopoLwuo roto-
BAT AnoHckme 6nioaa, kak B InoHMKM — aBTOMOBU-
nm)

Mpomo «JTococs 1 Ukpax: B ocHoBe npeanoxe-
HUSt NEXAT ABA 6A30BbIX MPOAYKTA, MOHATHBIX,
BNN3KMX 1 B TOXE BPEMS BOCTIPUHUMOEMbIX KAK
ATPUBYT KPACKBOM M KAUECTBEHHOM XM3HM - N0~
COCb M KPACHAS UKPQ

3. CkopocTb (ckopocTs npurotosnexus 6o 8
Mnanete CyLum 6an3Ka K CKOPOCTU ABUKEHMS
AMOHCKWUX CKOPOCTHbIX NOE3408).

Mpeanoxenune «Cynep Merio»: B ocHose Nnpomo
NEXUT KIIOYEBAS NOBEAEHYECKAs OCOBEHHOCTb U
LEHHOCTb XWUTeNen Meranonmnca — CKoOpoCTb.

1.OcHoBHas nMUpxesas kKamnanms 6bina pasbura
Ha 2 31ana ¢ HebonbWKUM NepepsIBOM (AHBAPL-MApT).
KOJ'IMLleCTBO PEKNAMHbIX HOoCUTEnen B ABYX 3TANAX
66110 opmHakosoe. KoMMYHUKALMOHHAS Nporpamma
COMPOBOXAANACH TPEMSI MPOMO AKLMSMM B TEUEHME
3x ksapTanos (aHeapb-okTa6ps). Mcnonsayemas
NPOrPAMMa BbINa ONTUMANBLHA ANA BOCTUKEHUS
HEOBXOAMMOrO KONMYECTBA KOHTAKTOB LiENeso
QAYAUTOPMM C PEKIIAMHbBIM COOBLLEHMEM 1 NOMYHEHMS
HEOBXOAMMOTO YPOBHS 3AMOMUHAHMS MHGOPMALLM
(no pexomenaaumm peknamHoro arentctea Initiative).
KpeatueHas cTpaTterys noapasymMeBana OTPHUCOBKY
APKMX KPYMHBIX MMUIXENR, ABCOMOTHO YETKO No-
NOACIOLX B OCHOBHbIE TEMbI KAMMAHUM: TPAANLMK,
CKOPOCTb, KOYECTBO.
Il. MakcumansHeI OXBAT LENeBoi ayanTopum LOCTH-
rancs Yepes UCNONb3OBAHWE PEKIAMHBIX HOCUTENE,
PA3MELLABLUMXCS KAK HO KIIOYEBbIX TPAHCTOPTHBIX
MArucTPansx, BEAYLUMX K PECTOPAHY, NPU BbICOKOV
BMAMMOCTU KOHCTPYKLMM, TOK 1 BHYTPU PECTOPAHOB.
PexnamHbie matepransl paspabaTtbiBanics kak
NOA OCHOBHYIO MMUIXEBYIO KOMMAHMIO, TAK U MOJ,
KOX0€ CONPOBOXAAIOLLEE NMPOMO.

HOPYXHAsH peknama:

Marucrpanshsie wmtsl (6*3m), Cutu-6opas!

(3,8*2,7m),

MaructpansHbie skpansl (10cekyHaHbIil Buaeo-



ponuk), YanuHeie nepeTaxku.

Mepwoa: 9Hsapb — OkTa6ps 2008.

MATEPMAsbl BHYTPU PECTOPAHOB!

[MPOMO-MEHIO OPUTMHANBHOTO AU3AMHA, NAAKATI

A3; cTukepsl, 3HQUYKM ODUUMAHTOB, TEHBA-TEHTCHI,

BOGNEpHI.

Mepuoa: AHsaps-Oktabps 2008.
[lnst ycunenmns BocnpusTus M [OCTUXEHUS HEOBXO-
AMMOTO YPOBHS 3HOHMSI UCMOMb30OBANCS CNEAYIOLLMIA
MAGH PA3MELLEHUS PEKNIAMHBIX HOCUTENEN MO OCHOB-
HOM MMMAXEBOM KAMMOHUM:
LW urei: 3 vepenn + 3 Hepenu; Cutu boppsi: 2 Hepenu
+ 2 Hepenu; DkpaHsbl: 6 Heaenb

Papwmo:
Papnopexnama

MeuarHbie CMU:
MoTpebutensckue xypHansl
[aszeTbl

PR:
ToBapHbIi aM3aiH

AunanoroBas:
Online-pexnama

Hapy>xHas:
PeknamHble wmTbl
Opyrve: Cutn bopasl, MaructpansHbie skpaHs

Po3HuuHbIE Npoacxu:
Peknama B mectax npopax

[Mporpamma nosinsHOCTH

Mcnonbzosanack koBpeHanHrosas nporpamma
NOSNLHOCTM ManMHA — NPU NOCELLEHUH PECTOPAHA
Mnareta Cywm, 3a kaxasie 200 py6. sakasa
aepxartens kapTel Manuia nonydan 60 6annos.
[laHHblE NO OTAENBHO CTOSILMM PECTOPAHAM
«Mnaneta Cywm» — Mpunoxerune No 5

B pesynstaTte peknamHoi kamnanmm «InaxeTa

CyLm — 3TANOH SMOHCKOWM KyXHU» Bbiiit LOCTUTHYTHI

crepylowme pesynsTars:

Mo paHHbIM InDepth:
Mo mHeHuIo pecnoHpeHTos, pectopatsl [naxeta
CyLwum 2BRSI0TCA Q) COBPEMEHHbIMU AMOHCKMMMU
pectopaHamu (37% npowerHsix), 6) 6epexHo
XPOHUT TRAAMLMM ANOHCKOM KyxHu (35% pecnon-
LEHTOB), B) NOAREPXMBAET BEICOKME CTAHAAPTHI
kauectsa (33%) (Mpunoxerue Nol)

3ameTeH pocT Bonu puiHka pectopaHos lnaxeTs
Cyww no yacrote uanTos no cpasHeruio ¢ 2007
— ¢ 3% no 3,6% (cpenu Bcex pectopaHos Bcex
cermerTos) (Mpunoxerne No2)
Takxe 3aMeTeH POCT MOBTOPHbIX BU3UTOB B pe-
cropanax MNnaneta Cywu: gons euantos ot 3 go
6 Boipocna Ha 6% No CPABHEHMIO C MPEAbIAYLLMM
ropom (34% 8 2007r. u 40% 8 2008r.).
PexnamHas KamnaHus NO3BOAMAA YCHUAUTL NPK-
BrekatenbHocTb pectoparos [Mnaxeta Cywu ans
noceLLeHus: XenaHue nocetuts pectopax MNna-
HeTa Cylwu nocne yBUAEHHOM! PEKNambl AOCTUINO
62%, a 14,3% notpebuteneit otaaioT npeano-
4TeHus Ans noceLeHms pectoparos [naxeta
CyLum BCem apyrim pectopaHam, 4To NPesoc-
XO[MT 3HAYEHHS AN PECTOPAHOB-KOHKYPEHTOB
Skutopus, dnowa, Asus Kade (Mpunoxerns
NoNe3,4)

Mo aaHHbIM cratuctukm Pocunrep Pecro-

PAHTC, NPOBELEHHbIE NOAAEPXMBAIOLLME MPOMO

LOCTUIIN CNELYIOLLMX PE3YNbTATOB:

1) 5# kyc: pocT Bbipyuku coctasun 6onee 10%;
yBenuueHue TpaHzakuuit Ha 15%.

2) Jlococs n Mkpa: poct suipydku 6onee 10%;
yBenuuenue Tpanzakuuin Ha 10%.

3) Cynep meHio: poct seipyukn 6onee 9%,; ysennye-
HWe TpaHaakumit Ha 5,6%.

NMnaHeta Cywm — COBpeMeHHbI ANOHC KU pecTopaH

MnaHeta Cywun 6epexHO XpaHUT TPaAUL MU AMOHCKOMN KYXHHU

MnaHeta Cywm noaaep)xmBaeT BbICOKMWE CTaHAapPTbl

Ka4yecTBa

MnaHeta Cywun noaaepxMBaeT BbICOKUE CTaHAAPThI
CKOpOCTH 06Cny>XuBaHus

MnaHeta Cywu - nuaep cpeamn pecTopaHOB AMOHCKOMN KYXHHN
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XenaHne nocetuTb pectopaH MMnaHeTa cywuM nocne YyBUAEHHOWM
peknambl NosiBUIOCb y 62% pecrnoHAeHTOB.
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«DTaJIOH ANOHCKOMW KyXHu>» lMnaHeTbl Cywn.
15% —_—
KauectBO

«3TaJIOH ANOHCKOW KyxHuU>» MnaHeTtbl Cywiun. ASIETK Com
T 14% > 4 nﬁrnunmﬁ

aaMunum :
paauy KM

«3DTaJIOH ANOHCKOW KyxHu>» MnaHeTtbl Cywn.
1200 —>
CKOpOCTb

Peknama pecropaHa TaHyku 7% —_—>

3aTpyAHAIOCb OTBETUTHb 15%

MPUJTIOXKEHUE Neo5 AAHHDIE MO MAJIUHE
PECTOPAHDI «MJIAHETA CYLUU» OTAEJIbHO CTOALLUE

MNMokasaTtenu no ManuHe 3a 2008 rog [daHHble
KonnyectBo cemen 148 380
Konn4yecTtso BU3UTOB 3a rof 4,0
[ong B TpaHcakumsix 38%
Honsa B obopoTte 43%
CpeaHuin Yek ManmHOBCKOro roctsi, pyo 1331
CpepaHui 4yek obbl4HOrO rocTs, pyo 1076
PasHuua B Yekax 25%

Cxema Hauncnenui: 60 6annos 3a 200 pybnen.



Japanese-cuisine restaurant chain
Campaign title: The Epitome of Japanese
Cuisine

Category: Goods & Services

Project scale: National

Goal: Developing and enhancing the image of

the modern restaurant chain Planet Sushi through

advertising communication in order to gain competi-

tive advantages in the Japanese restaurants market
segment.

Project Targets and Success Criteria:

1. To make from 30 to 35% of respondents perceive
the Planet Sushi brand as a modern chain of
Japanese restaurants that serve quality and of-
fordable food;

2. Toincrease the number of transactions by an
average of 10% in comparison with the period
before campaign start;

3. Toincrease sales by 10% as a result of promo-
tional activities.

Basic Facts:

Planet Sushi is a chain of Japanese-cuisine restau-

rants that offer sushi, sashimi and other traditional

Japanese food. The chain belongs to Rosinter

Restaurants Holding and has been operating in the

casual dining segment since 1999. The Planet Sushi

chain restaurants are present in Russia, the CIS, Cen-

tral and Eastern Europe. As of 31 December, 2008,

the Planet Sushi chain operates 114 restaurants,

including 33 franchise outlets. In 2006, the chain’s
logo, menu and design were re-styled, with a focus
on the improvement of the quality of service. The
interior design became more sleek and modern. The

Planet Sushi restaurants” interior design is in beige

and brown colors, with minimalist d cor, exposed

limestone and soft lighting which contribute to a

soothing, cozy atmosphere. Planet Sushi waitresses

wear kimonos and are respectful and reserved.

The chain’s principal competitors in the sector are

Yakitoria, Tanuki, Yaposha, and Asia Caf . Planet

Sushi is the market leader in the Japanese casual-

dining segment in terms of the total number of res-

taurants and the scope of geographical expansion.

The goals and objectives of the advertising
campaign — “Planet Sushi, The Epitome of
Japanese Cuisine”.

1. Enhancing the Planet Sushi brand image of a
Japanese cuisine expert that is innovative and
technologically advanced and, at the same time,
treasures tradition and maintains high quality
standards;

2. Developing reasons for people to come to
Planet Sushi restaurants, through promotional
campaigns;

Objectives and Effectiveness Criteria:

1. To ensure that Planet Sushi is perceived as:

A. amodern Japanese restaurant - by at least
35% of respondents;

B. arestaurant that freasures Japanese cooking
tradition — by at least 35% of respondents;

C. a restaurant that maintains high quality
standards — by at least 30% of respondents.

2. Toinspire at least 60% of respondents to come to
Planet Sushi restaurants.

Japanese cooking traditions are as well treasured
at Planet Sushi restaurants as they are in Japan, so
Planet Sushi is a kind of epitome of quality, technol-
ogy and tradition of Japanese cuisine.

I. The “Insight Activator” market survey (a qualitative
survey by Qualitel Data Services, September 2007)
has shown that Japan evokes deep respect and is
seen by consumers as a country of innovation and
advanced technology, with well-treasured traditions.
It has also shown that Russian consumers perceive

Japanese cuisine as unexplored, appealing and

healthy.

IL. Rosinter Restaurants Holding’s in-company

research carried out by Analytical Marketing has

shown that the most effective communication chan-
nels in the restaurant market are outdoor advertising
is (billboards, banners, city boards, displays) and
point-of-sale advertising (posters, stickers, waiter
badges, table tents, wobblers).

L. As it was shown by an In Depth survey (March

2008) Japanese restaurants are some of the most

visited restaurants, with 22% of respondents consid-

ering Japanese cuisine their favorite food.

IV. The R&D team of Rosinter Restaurants Hold-

ing developed special promotional offers which

aimed both to develop and enhance the key image

messages and to obtain specific results in increasing
transactions and turnover.

V. The team came up with the concept of capital-

izing on the target market’s attitude towards Japan

in enhancing the Planet Sushi brand in order to gain

a competitive edge. Three elements of Japanese cul-

ture were used to reinforce Planet Sushi’s emotional

image of the epitome of Japanese cuisine:

1. Tradition (Planet Sushi cares about tradition as
much as Japan does)

The 5th Taste Promotional Offer: the concept is
based on a sensational menu that features items
made from traditional Japanese umami-contain-
ing ingredients — substances that produce the
fifth taste and provide a new taste experience.

2. Quality (Planet Sushi is keen on cooking Japa-
nese food as much as Japan is on car manufac-
turing)

Lox & Caviar Promotional Offer: the concept
rests on two basic items — lox and caviar — that
are well-known and easily appreciated and, at
the same time, are associated with a beautiful
and quality lifestyle.

3. Speed (at Planet Sushi, the speed of cooking can
be compared to the speed of Japanese high-
speed trains).

Super Menu Promotional Offer: the offering is
based on the concept of speed as metropolitan
residents’ behavioral characteristic feature and
value.

1. The main image-building campaign consisted of
two stages with a short interval (January — March).
Each stage included the same number of advertising
vehicles. The communication program was support-
ed by three promotional offers during three quarters
(January — October). The program’s advertising
message reached a sufficient number of contacts
with the target audience and ensured a due recall
level (following the Initiative Agency’s recommen-
dations). The creative strategy focused on utilizing
bright, large images, stressing the main themes of
the campaign: tradition, speed, and quality.
I1. The campaign succeeded in reaching the maxi-
mum target audience by placing advertisements
either on the key access routes to the restaurants,
on well-seen structures, or inside the restaurants.
Advertising materials were designed with a focus on
both the main image campaign and each particular
supporting promotional event.

outdoor advertising:

Roadside billboards (6*3m), city boards

(3.8*2.7m),

Roadside displays (10-second

commercial), street banners.

Duration: January — October

2008.

advertising inside the restaurants:

Originally designed promo-

tional menus, A3 posters; stickers,

waiter badges, table tents,

wobblers.

Duration: January — October

2008.
In order to enhance the perception
and to reach an adequate level of
awareness the main image cam-
paign advertisements were placed
according to the following scheme:

Billboards: 3 weeks + 3 weeks; city boards: 2 weeks
+ 2 weeks; displays: 6 weeks

Radio:
Spots

Print:
Consumer Magazine
Newspaper

PR:
Product design

Interactive:
Online Ads

Outdoors:
Billboard
Other: cityboards, the main screens

Retail experience:
POP

Couponing

The use of the Malina co-branded loyalty program
— each Malina card-holder obtained 60 points for
every 200 rubles spent at a Planet Sushi restaurant.
Standalone Planet Sushi restaurants — for figures see
Appendix # 5

The results of the advertising campaign — “Planet
Sushi — the Epitome of Japanese Cuisine” — are as
follows:
The data provided by InDepth:
The respondents consider that Planet Sushi
restaurants a) are modern Japanese restaurants
(37%), b) treasure Japanese cooking tradition
(35%), c) maintain high quality standards (33%)
(Appendix 1)
Planet Sushi’s market share has grown in terms
of frequency of visits (2007 vs. 2008) from 3%
to 3.6% (among all restaurants of all segments)
(Appendix 2)
The number of repeated visits to Planet Sushi res-
taurants has also grown showing a 6% increase
in 3 to 6 visits as compared with the previous
year (34% in 2007 and 40% in 2008).
The advertising campaign has widened the
appeal of Planet Sushi restaurants: 62% of
respondents express a desire to visit Planet Sushi
after seeing an advertisement and 14.3% of
respondents prefer Planet Sushi to all the other
restaurants which exceeds the respective values
for competitor restaurants such as Yakitoria,
Yaposha and Asia Caf (Appendices 3 and 4)
Rosinter Restaurants statistics show that the support-
ing promotional offers have had the following effect:
1) The 5th Taste: Revenues have grown by over
10%,; transactions have increased 15%.
2) Lox & Caviar: Revenues have grown by over
10%,; transactions have increased 10%.
3) Super Menu: Revenues have grown by over 9%;
transactions have increased 5.6%.
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APPENDIX No1 COMMUNICATIONS
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Most of all respondents, among who have seeing the advertising of "Planet Sushi", have expressed the consent
with that “Planet Sushi" is a modern Japanese restaurant which carefully stores traditions of a Japanese cuisine
and supports high standards of speed of service.

APPENDIX No2 MARKET SHARE (IN VISITS)
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APPENDIX No3 DESIRE TO VISIT RESTAURANT
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The desire to visit restaurant “Planet Sushi” after the seen advertising has appeared at 62
% of respondents.

APPENDIX Ne4 KNOWLEDGE OF ADVERTISING
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Data of Malina 2008 year Data

Quantity of families 148 380
Quantity of visits for a year 4,0
The Share in transaction 38%
The Share in a turn 43%
The Average check of the guest with Malina card, rbl 1331
The Average check of the usual guest,rbl 1076
Difference in checks 25%

The scheme of charges: 60 points for 200 roubles.
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