Mocyna

PexknamHas kamnarms:
Co6nasHeHue BKycom
Kareropus:
Mano6iopKkeTHbI NPOEKT
Macwtab npoekra:
O6LLEeHAUNOHANbHDbIN

or|Roendell

sofessionals Recommend

«31o Bmogo
AnA ano Gy waaeT
HE TONLKS ANNETHT!s

ECTh MHOKECTEO (NOcoGoR coBnasHenmn.
YauafTe ewe oguH - coBinasHexne srycom!

Uensb: Younuts nosuummn GpeHaa Ha poiHke Yepes

peanusaumio 304a4:

3apgaum:

1. YBEnMuuTh NPUCYTCTBME MAPKM HQ PbIHKE, C POKY-
COM HQ KQYECTBO AUCTPHBYLMM.

KpwuTepuit ycnexa: npeactaBneHHoCTb B TOProBbIx
Toukax He MeHee 3-x degepanbbix ceteit, 1000
Touek. OdpopmneHme 6peHa-30H U UCNONL30BA-
Hue NMTOCM. Poct npogax TeMnamu Beille pocta
PbIHKOA.

2. 3anyck HOBbIX JIMHEEK C MHHOBALMOHHBIMU TEXHO-
NOTUAMM, C SPKUM AN3AHHOM, B HOBOM YHUKQIb-
HOW ynakoBke.

Kpurepum ycnexa: sanycturbs 1 nocTaButs Ha

NOMKK He MeHee 3-X HOBbIX KATEropuit, paspaboTaTs

1 BHEAPUTb HOBbIl‘;‘, yHVIKOﬂbeIl:‘ SNEeMEHT YNAKOBKM.

CnpaBouHas uHpopmaums No pbiHKY, KOH-

KYPEHTHOM cpeaie u NPOAYKTY

OcHOBHbIE TEHAEHLUMM PbIHKA NOCyAbl

1. OMHOMMYHO PA3BMBAIOLLIMICA PLIHOK: CTABUMBHBIMN
poct B 20-25% B fieHEeXHOM BLIDOXEHMM exe-
roaHo. (no paHHbM arenTctea LBL-media)

2. Emkocts poitka 8 2008 r. — 225 mnH gorn.

CLUA (nepecuuTaHHbIi NPOrHO3 AAHHbIX Ar-Ba
COMCON aHanutmueckum otaenom longep
DneKkTPoHMKC)

3. Bonbloe konMYecTBo NPeacTaBNEHHbIX HA PbIHKE
mapok nocyas — 6onee 300 (Mo aaHHbIM areHT-
ctea MOST-MARKETING). Beicokas creneHs
«30AWYMNEHHOCTM» PbIHKA.

4. ExerogHbli pocT 30TpaT/BOMOXO39MCTBO HA
npuobpetenune nocyasl Ha 15% (ccnenosamma
komnanum TOJIAEP SJIEKTPOHUKC)

M3 300 npencraeneHHbIx HO pbIHKE MAPOK HaMBOb-

LUYIO IONIO 3AHUMAIOT:

Mocyna ns Hepxasetowwmit cranm: VINZER, VITESSE,

KONIG, BERGHOFF, GIPFEL, SILAMPOS, FISSLER,

TESCOMA, BIERHOFF, LAGOSTINA

Mocyna 13 anommMHKsS C GHTUNPUIAPHBIM MOKPbI-

tem: TEFAL, BALLARINI, GIARETTI, TVS, BIALETTI,

KULINAR, SCOVO, KUCHE, (no ganHbim genapTa-

menTa mapketurra FTOJTIEP SNEKTPOHUKC)

RONDELL — nocyna u3 HepxagelolLei CTanm 1 anio-

MMHUA C AHTUNIPUIAPHBIM MOKPLITUEM, FAPaHTUs 25

net. MNocyna pekoMeHaoBAHA NPOhECCUOHANAMM.

Lleneeas ayautopus: COCTOSBLUMECS XEHLLMHBI

28-45 net, cpenHuit v Bbille CPESHETO YPOBEHD JO-

xopa, paboTaloLme, CEMERHbIE.

Uenu:
] . yBeJ‘IMHMTb npoacXn B AKUMOHHbBIX TOProBbIX
TOYKQOX.

Kpurepmit apdpekTuBHOCTH: nosbiLLeHE
NPOAAX C AMHAMUKOMN BbILLIE POCTA PBIHKA (BbILLE
+25%)

2. OTCTPOUTLCS OT KOHKYPEHTOB, MPOABUIQIOLLMX
TONbKO PAUMOHANbHbBIE NPENMYLLLECTBA
Kpurepuit apdpexktnBHOCTH: OCHOBHOE CO-
O6I.Ll,eHl/Ie Ans BCEX KOMMYHUKAUMOHHbBIX KOHANOB
LOJKHO HECTU CUNbHBIA SMOLIMOHAIbHBIN NMOCHIS,
PENEeBAHTHBIN LIeNneBoi ayauTopun

O6wumit meauna-6rogxer:
ot 500 po 999 teicsy ponnapos CLUA

Yepes sMouMOHanbHbIA NOCHN NOByanTL XenaHue
B XeHLHE BbiTb COBNA3HUTENBHOM, NPUBIEKA-
TENbHOM, XeNaHHOM, TBOpYeckoi, 3a60TsawweNncs,
NONyYAtOLWEN YAOBONLCTBUE OT XM3HU.

Mbi npoaHanuamnposanu:
XMZHEHHBIE LLEHHOCTM LENEBOM AyANTOPUM:
300POBbE; CEMbA, AETU; CTABUALHOCTD.
3HauMMble LieHHocTn LIA: BaxHo, 4Tobbl 6riloga
BbInU BKYCHBIE M OLEHEHBI BCEMM UTIEHAMM CEMbU.
oM, Kak OCHOBQ OCHOB. JIMYHOCTHBIN POCT m
COMOCOBEPLLIEHCTBOBAHME, LIEMBIO KOTOPOrO
ABNAETCA LOCTVMXEHME rapMoHmu. JTio6oBb u
POMAHTUYECKME OTHOLLIEHMS.
«[lns MeHs oueHb BaxHO Brarononyune moet
CembM, [OCTATOK B AOME, HOpManbHas pabota,

4to6bI 3apNNATa HeINa CoOoTBETCTBEHHOM. U
CAMOE BAXHOE — OCTABATLCA XEHLUMHON. JTiobu-
MOV, BCErAa NPUBAEKATENLHOM, 06aATENbHOMY.
(Ncenenoearue, dokyc rpynns COMCON )
PEKIIAMHbIE KOMMYHUKALMKM KOHKYPEHTOB, B
OCHOBE KOTOPBbIX EXMT NPOABMKEHUE DYHKLMO-
HOMbHBIX XAPAKTEPUCTUK MPOAYKTA
Paree BbIBPAHHbINA LEHTPAMbHBIN NEPCOHAX
6peHaa — NPodpeCccMoHAnbHLIN NOBAP, BOMNO-
waowwmit B cebe 06pas MAEANBHOTO MyXUMHbI.
Haww repoit He HOCUT KONNAK 1 MOBUT XEHLLMH,
OH MOXET OTBICKATb U3IOMUHKY B KAXKAOM... Pagom
C TAKMM MYXUMHOM pacuseTaeT — niobas.

B pesynstate poaunacs uaes koHuenumn «Cobnas-

HEHME BKYCOM»

[na peknamHo komnaHum Geina BIBPaHA KpeaTue-
Has npes «CobnasHeHne BkyCoM”, HONPABNEHHAS HA
noctpoetue 6peHaa, 06NafAOLLEro KaK SMOLMO-
HOMBbHBIMU, TAK M PALMOHANBHBIMMU BBIFOAAMM.
Kak ycTpouTs pOMAHTUYECKMI yXMH, KaK NPHro-
TOBWTb 4TO-HUOY AL 0COBEHHOE, YTOBLI MyXXUYMHA
NOHAM, KOKAS Bbl TANAHTIMBAS U HEOBLIKHOBEHHASA S
CekpeTamu NpuroTosneHns cobnasHuTensHbIx 6niog
LENUTCst «rypy» NPOGECCHMOHANLHOM KyXHM OT TM
RONDELL.
B kayecTse AONONHEHWS K OCHOBHOM KOMMAHMM,
6binn paspaboTaHbl COOBLLEHMS C YETKUM, PALMO-
HQbHBIM MOCHINOM UCTONb30BAHMS NPOPECCMOHA-
namu nocyas RONDELL. Mpodeccronans nonsay-
iotca nocynoit RONDELL, u nosTomy ysepeHsl, 4To
FOTOBKQ HE AOMKHA OTHUMATE MHOTO CHIT M BPEMEHH.
Paspa6otannsie RONDELL texHonorun nozsonsior
rotosuTs Ha 30% BbicTpee, 3dpdekT «pycckor neuu»
nenaet 611040 BKyCHEE, UCKIIOYEHA BO3ZMOXHOCTb
TOrO, 4TO YACTb BIOAA HAYHET MPUTOPATL, NOKA
apyras ceipas. «[podeccruoHans pekomeHpyoT
RONDELL».
[lna [OCTUXEHMA HALUMX Lenei Mbl NPUHANK PeLLeHmne
COCPEAOTOUMTE OCHOBHYIO OKTUBHOCTb BpeHaa He-
NOCPEACTBEHHO B MECTAX NPofax. Pabota koHcynb-
TAHTOB B TOPrOBbIX TOYKAX OBECMNEUNBAET KOYECTBEH-
HbIN KOHTOKT C LeNeBOM QyanTOPUEN 1 MAKCHMANLHO
BAMSIET HO MPUHATUE PELLEHUS O MOKYTIKE.
[lononHuTensHo Gbinu 304eHCTBOBAHb MEAUA, Cro-
COBHbIE KAYECTBEHHO JOHECTH OCHOBHbIE LEHHOCTH
6peHaa 1 06ecneynTs WMPOKMIt OXBAT LENeBoi
QYAMTOPUM HA GEfepanbHOM YPOBHE:
peknama B npecce (TB-raiasl, ractpoHomuyecke
uznanus, lifestyle nspammsa )
HOPYXHQs PEKNIAMA B PETMOHAX (pasMeLLeHme
6AHHEPOB HO TEPPUTOPHM TOPTOBLIX LIEHTPOB.
B mectax npopax 6binv nposegeHs! cneayiolme
aKumm:
[Mposenerue akummn «Peuent HacTpoeHus oT noBapa
AnekcaHgpa»
Onucanue akumu:
KoHCynbTaHTbI B MECTOX MPOAAX, B 6peHaMPOBAH-
HOM ogexnae (Marka u GbapTyk) nocne BHUMMaTenb-
HOTO OBLLEHMS C KOXAOM 13 3AMHTEPECOBABLLIMXCS
NOCYROM NPEKPACHBIX AAM, AENAIOT €/ KOMMIIUMEHT
1 LAPST PO3Y, K KOTOPOW MPUKPENIIEH «PELEenT Ha-
ctpoenus nosapa mapku RONDELLy - peuent 6niona
ANst NIETKOTO, POMAHTUYECKOTO YXMHA.
Mepuoa nposeaenus: bespans-gekabps 2008 r.
Oxeart: 6onee 1000 Toprosbix Touek Mockssi 1
pervoHos
Odopmnenne Touek npopax [MNOC matepuanamu ¢
QHOHCOM KLU,
MposeneHne akumm «COBNa3HEHNE BKYCOMY.
Onucanue akumu:
CneumnanbHo ansa peknamHoi kamnanuu Guin cHst 20
MUHYTHBI GUITbM C MOCTEP-KIIACCOM NMPUTOTOBIEHNS
KYIMHAPHbIX 61104, [MaBHBIMU reposimi Guibma
cranu AHHa CeMeHOBWY U OfIWH W3 KYTIbTOBbIX
wed-nosapos Aasug [ecco. DVD ancku ¢ dunbmom
BKNOAIBANMCH B MPOAYKLMIO RONDELL wnm BbI-
LOBOIIMCh B MATA3MHE CUTIAMU MPOMOYTEPOB M/ Miu
MepUeHAAN3epOoB.
Mepwoa nposeaenms: oktabpb-nekabps 2008 .
Oxsar: 6onee 3000 Toproesix Touek Mocksbl 1
pervoHos
Odopmnenne Touek npopax MNOC matepuanamu ¢
QHOHCOM QKK



Takxe Mbl TPOAHANIM3UPOBAM U PACCMOTPENM
QNbTEPHATUBHBIE KAHOSbI, TAE MPOAYKT HE MPOACET-
€A, HO MPUCYTCTBYET LIENEeBast QyAUTOPHS, rOTOBASA K
KOMMyHHKaumm ¢ 6peraom.. B kavectse anbtepHa-
TUBHbIX MIOLWAAOK GbiNK BHIGPAHbI:

Dectusans «Jomawrui Ouars 8 LIX. Mposeane-
Hue mactep-knaccos ot RONDELL «Co6nasHerue
BKycom». Benywumit mactep-knaccos: Anekceit
THuTHeHKo (BxoauT B Ton 20 nyuwmx NoBapos MMpa
no pesynstatam 2007 roaa)

Buictaska «Food Shows. Mposeperne mactep-
knaccos ot RONDELL «Co6nasHeHue skycomy. Be-
Ryl MacTep-knaccos: Anekcen MHUTUEHKO (BxoanT
g Ton 20 nyywmx NOBAPOB MUPA NO PE3YNLTATAM
2007 ropa).

MeuarHsie CMU:
Toprossie / [NpodeccroHansHbie
MoTpebutensckue xypHansl

PR:
Meponpusitus

Hapy>xHas:
Peknammbie LUMThI

BbicTaBKu:
Dectmeans Jomawruin Ovar
Beictaska «Food Show»

Po3HunuHbIe Npoacxu:
Peknama B mectax npogax
TOBODOBGJJ.SHVIS B MATa3nHAXx
Mpoansuxerune ToBapa

1. Bpyuenwe kynuHapHoro ansboma «Cyni

u Xapkoe» nokynarenam nocyas RONDELL.
CosmectHbiit npoexkt RONDELL — READER’S DIGEST,
PACNPOCTPAHEHUE TAKXKE YEPES KHUKHBIE MATA3MHBI.
Mepwvoa nposenenus: sHeapb-anekabps 2008 r.
Oxsar: 6onee 1000 Toproesix Touek Mockebl 1
pervoHos

Llenb kynuHapHoro ansboma: a) KoMMyHUKaLMs
ueHHoctn 6peHaa KynuHapHeii ans6om Hocut
MMUEKEBO-MHPOPMALIMOHHBIM XaPAKTEp, BCE
peuenTsl ConpoBoXaaioTcs GoTo nocyasl 6)
CTUMynALMS NPOBHOM NOKynkW. AnbGom fapuTcs B
nopapok npu nokynke no6oit nocyasi ot RONDELL.
AKUMS QHOHCHUPYETCS B MECTAX MPOAAX.

2. AkTreHAR paBOTA NPOrPAMMBI A11st NPOAABLOB U
marasuHos-napTHepos — «boryc kny6 RONDELL ».
Llenbio nporpammel sBnsieTcs pa3BUTME NPOAABLOB,
ysenuuerme sHamms npoaykumn RONDELL , a takke
YBENMYEHUE KONUYECTBA PEKOMEHAALMN KOHEUHbIM
NOKynaTensim.

3. Otkpbitne Hosoix 6yTkos RONDELL : 3 marasuHa.
Llenb oTKpbITUS MAra3MHOB Q) MMUAXEBbIN XAPAKTEP.
Marasutbl sensioTcs 06pa3LOM NPABUILHO
0bOPMIEHHON PO3HUYHOM 30HbI NPOAYKLMM
RONDELL 6) ysenuuenme npubeinu. Okynaemocts
posHuuroit Toukn RONDELL no émec.

4. Opranmsaums 6psna-3od RONDELL B posHuuHbIx
cetax. Pabota npopaBLOB-KOHCYNbTAHTOB.

Llens obopmnerus 6psHa-30HbI — yBEnnyeH1e
NPOAAX B PO3HULIE YEPES MPUBIEYEHNE BHUMAHMS
noTpebuTens K NPABMUILHO OPOPMIEHHOM BbIKIAAKE-
NAGHOrPAMME W SIPKMI BPEHaNHT

5. Mposeaenme 12 koHbepeHumit Ans KnoYeBbIX
IMCTPUBYTOPOB MAPKM 1 COTPYAHWUKOB TOProBbIX
ceTen.

6. PR aktusrocts. B 2008 rogy Ha cTpaHmuax
xypHanos Poccuu u 6rvxHero 3apybexbs BbILLNO
6onee250 PR ny6nukaumi no 6peHay.

7. HoBbilt kynuHapHbIf BykneT B npoaykumm
RONDELL (3-e usnaHme, sknaasisaetcs 8o

8Cio npoaykumio) Llenb: yaepxarue nosnbHbix
nokynarenen

3agnauu, KoTopsle cTasuaMcy No Gpexay, Gbinu Bbi-
MONHEHB! MM NEPEBLINONHEHDI:

3apaua: Ysenuunts NpUCYTCTBAE MAPKM HA PLIHKE,
¢ GOKYyCOM HA KaYeCTBO AUCTPUOYLMM.
Pe3ynbTar: sbixon B TOpProssie TOYKM Gepepans-
Hbix ceter MeanamapkT, Texnocuna, DKCIEPT,
EURONICS, Oomosoi, Makcuaom, Canta Xayc u
np.
8 marasmHax Meaguamapkt, EURONICS, yactmu-
Ho B-Jlasep, Kontyp ™M RONDELL npeacrasnera
8 popmate GpeHa-30H
npupoct obopota 2008 k 2007 cocrasun 151%
(nanHble Tongep DnexkTpoHukc).
3apaua: 3anyck HOBbIX IMHEEK C MHHOBALMOHHBIMM
TEXHOMOTMAMM, APKUM AM3AHHOM, B HOBOM YHUKQb-
HOW ynakoBke.
Pesynbrar:
3anyck 5 HOBbIX KOTEropuit: CTonosble NPUBOPSI,
HQBOPbI KyXOHHbIX HOXEMN, GOPMbI ANs BbINEYEK,
HOAMAUTHBIE YOMHWMKM, CTONOBAS CEPBUMPOBKA
BLIBOJ, HO phIHOK HoBOWM cepun «Champagne»
— CKBO3HASI AM3AMHEPCKAs IMHENKA B 4-x
KQTEropmax. YHUKAnsHOM UBET LUAMMNAHCKOTO
BHYTPEHHETO W BHELIHErO MOKPLITHS; YHUKAbHOE
3anareHTosaHHoe nokpbitne EcoNanoPlex Ha
OCHOBE CWNIMKOHA W BOAbI C TPUMEHEHUEM HOHO-
TexHonornn. Camoe 3KkonorMyHoe 1 NPOYHOE
QHTUMPUIAPHOE MOKPLITUE M3 CYLLECTBYIOLLMX
(o6pasew npunaraetcs).
BBELEHA HOBAS MOAAPOYHAS YNAKOBKA C Py4KAMM
HQ BECb ACCOPTUMEHT. MakcUmansHo yao6HO ans
nokynatens (obpasew npunaraercs).

OrtpuuarenbHble GaKTOPbI:

MameHeHus poiHouHoit cutyaumn 8 2008 roay:

1) BbIXOA HQ PLIHOK HOBBIX UTPOKOB — TOProBbIE
mapku Berndez, BEKA, ELECTROLUX (sanyctun
Ha peiHok pd kateropuio NMOCYIA)

2) CHUXeHMEe IMHAMUKW POCTA NOTPEBUTENLCKOTO
cnpoca s 4 ksaptane 2008 roay ssuay obueit
UHAHCOBO-3KOHOMMUYECKOM CUTYALMM.

Cookware

Campaign title: Taste Temptation
Category: Small budget

Project scale: National

Godal: to reinforce brand positions on market by

accomplishing the following Tasks:

Tasks:

1. Increase presence of the trademark on market
with the emphasis on distribution quality.
Success criterion: Presence at minimum 1000
of sales outlets located in three federal distribu-
tion networks. Design of brand-zones and usage
of POSM. Sales growth rate exceeding market’s
growth rate.

2. Launch new lines using innovative technologies,
bright design and new unique packaging.
Success criteria: fo launch and put on shelves
at least three new categories, to design and
implement new unique packaging.

Reference information on market, competi-

tive environment and product

Main trends of cookware market

1. Dynamic developing market, stable annual
growth equal to 20-25% in monetary terms (ac-
cording to LBL-media agency’s data).

2. In 2008, market capacity was equal to 225 mil-
lion US dollars (forecast by COMCON agency,
recalculated by analytic department of Golder
Electronics)

3. Many cookware trademarks (more then 300 ac-
cording to MOST-MARKETING agency data) are
present on the market. High degree of market
“noisiness”.

4. Annual growth of household expenses for buying
cookware is equal to 15% (according to investi-
gation by Golder Electronics company)

Among 300 trademarks presented on market, the
following trademarks take market’s major part:
Stainless still cookware: VINZER, VITESSE, KONIG,
BERGHOFF, GIPFEL, SILAMPOS, FISSLER, TES-
COMA, BIERHOFF, LAGOSTINA

Aluminum cookware with stick-proof coating: TEFAL,
BALLARINI, GIARETTI, TVS, BIALETTI, KULINAR,
SCOVO, KUCHE, according to data provided by
department of marketing of Golder Electroninc)
RONDELL is stainless still and aluminum cookware
with stick-proof coating and warranty valid for 25
years. This cookware is recommended by profes-
sionals.

Target group consists of truly established women
from 28 to 45 years old, whose income is in middle
range or higher, who has a job and family.

Goals:
1. Increase sales at sales outlets where the action
takes place.

Success criterion: sales growth rate should be
higher then market growth rate (for more then
+25%).

2. Separate from the competitors who promote only
rational advantages.
Success criterion: the main massage trans-
ferred via all communication channels should
make strong emotional impact relevant to the
target group.

Total media budget:
$500 - 999 thousand

The idea is to inspire a woman with desire to be al-
luring, aftractive, beloved, desired, creative, caring,
and enjoying her live.

We have analyzed the following factors:
life values of target group such as health, family,
children, stability;
significant values of the target group: the dishes
should be tasty and appreciated by all family
members.
Home as the basis of everything. Personal growth
and self-perfection aimed to attain harmony.
Love and romantic relations.
“Welfare of my family, prosperity of my home,
normal job, adequate wages are very impor-
tant for me. The most important thing is to be a
woman who is always beloved, attractive and
charming. (Focus-group investigation undertaken
by COMCON in 2005).
advertising communication of competitors based
on promotion of product functional features.
the main character of the brand selected before
was professional cook, embodiment of ideal
man, was chosen as the central character of the
brand. Our hero does not wear a cap; he loves
women and is able to find out some special
appeal in each lady. Any woman blossoms out
beside such man.

Consequently, the idea of “Taste Temptation” con-

cept was born.

For our advertising campaign the creative idea
“Taste Temptation” was chosen. The idea’s target

is o create a brand providing either emotional or
rational profits.

How to organize a romantic dinner or cook
something special to make your man understand
how gifted and extraordinary you are? “Guru” in
professional cookery by RONDELL shares his secrets
of cooking tempting dishes.

In addition to the main campaign, the messages con-
taining exact, rational reasons for using RONDELL
cookware by professional were developed. Profes-
sionals use RONDELL cookware and thus they are
sure that cooking process should not take too much
time and strength. Technologies developed by
RONDELL make cooking 30% faster, and the affect
of “Russian oven” helps to make dishes more deli-
cious. It's impossible that one part of a dish is burnt



while the other is uncooked. “Professionals recom-
mend RONDELL".

In order to attain our goals we have decided to
concentrate major activities of our brand at sales
outlets directly. Work performed by the consultants
at sales outlets provides high quality contact with
target group and influences the decisions relating
purchases to the maximal extent.

In addition, the following media able to convey main
values of the brand in qualitative manner and to pro-
vide wide coverage of target group were enabled:

- advertising via the printing media (TV-guides, gas-
tronomic publications, lifestyle publications)

- outdoor advertising in regions (placement of ban-
ners in shopping centers’ areas)

The following actions were carried out at sales
outlets:

Promo action “Recipe of mood by cook Alexander”
Description of the action:

The consultants dressed in
brand associated clothes (i
short and apron) at sales outlets
communicate with each beauti-
ful lady interested in cookware,
pay her a compliment and
present a rose with attached
recipe of a dish intended for
light romantic dinner called
“recipe of mood by RONDELL".
Period of action: February —
December 2008

Coverage: more then 1000
sales outlets located in Moscow
and in other regions

Design of sales outlets using
POS materials announcing the
action.

Promo action “Taste Tempta-
tion”

Description of the action:

The special 20 minutes long
movie on workshop in cook-
ing was shot featuring Anna
Semenovich and one of the

cult chef cooks, David Desso,
as the main characters. DVD
disks containing the movie were
either enclosed into RONDELL
products or distributed by the
promoters or/and merchandis-
ers at the sales outlets.

Period of action: October —
December 2008

Coverage: more then 3000
sales outlets located in Moscow
and in other regions

Outdoors:
Billboard

Trade shows:
“Home Hearth” festival
“Food Show” exposition

Retail experience:
POP

1. Presenting customers buying RONDELL cookware
with cooking album “Soups and Roasts”.

Joint project in cooperation with RONDELL -READ-
ER’S DIGEST to be distributed via bookshops.
Period of action: January-December 2008
Coverage: more then 1000 sales outlets located in

Rondell

Puofessionals Recommend

HEMELIKASI TOCY/IA RONDELL 13 BbICOKOKA-

OBbIYHAS OCYAA

Design of sales outlets using
POS materials announcing the
action.

Also we have analyzed and
considered alternative channels
where the product is not being
sold, but the target group
ready for communication with
the brand is present.

The following alternative sites

Stainless steel 18/10

RONDELL npumMeHsieT OTAN4HYIO ABOIA-

HYIO TEXHOJIOTMIO NPOU3BOACTBA TPOIA-

HOTO iHA — BIUAMMNOBLIBaHUE, @ 3aTEM

BMNaB/ieHNE aNiOMUHNEBON NIacTu-

Hbl B KOPNYC U3 HepXaseloweii cTanu.

Bnaropgaps aToMy fAoCTMraeTcs:

¢ BOJIbLUASI TEMJIONPOBOAHOCTb

¢ MOBbILWAETCS PABHOMEPHOCTb
PACNPELEJIEHUS TEMJIA

* 3HAYUTEJIbHO YBEJIMMUBAETCS
CPOK CJ1Y)KBbl MOCYAbI
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YECTBEHHOW HEP)KABEIOLUEH CTASW 18/10

TpoiiHoe BlTaMNOBaHKOe, a 3aTeM BNNABNeHHOE
AHO AN PABHOMEPHOTO U GICTPOrO
npUroToBNEHMs GNI0A,

Hepxaselowas crans 18/10

(@) Anomunmesas npocnoiika

M3 HEPXABEIOLUEV CTAIN™

Hepxaseroutas crans 18/10
‘Anomunnesas npocnoiika

Monoe npocTpancTso

* Moryr o6pas

were chosen:

“Hearth” festival at Central
Home of Artists. Workshops
“Taste Temptation” by
RONDELL. The workshops were led by Alexey Gni-
tienko (top 20 of the best cooks of the world 2007).
“Food Show” exhibition. Workshops “Taste Tempta-
tion” by RONDELL. The workshops were led by
Alexey Gnitienko (top 20 ofthebestcooksofthe-
world2007)

Print:
Trade / Professional
Consumer Magazine

PR:
Events

www.rondell.ru

Moscow and the other regions.

Cooking album goals were as follows:

a) communication of brand values

Cooking album is infended for branding and provi-
sion of information. All recipes are accompanied by
cookware photos.

b) stimulation of probationary purchase

The album should be presented as a gift when buy-
ing any RONDELL cookware.

Action should be announced at sales outlets.

2. “Bonus Club RONDELL” — Active development of
program intended for salesman and sales outlet-
partners.

Program goal is development of salesmen, improv-
ing their knowledge of RONDELL products, and
increasing number of recommendations for end
customers.

3. Opening new RONDELL boutiques: 3 outlets

The goals of opening new sales outlets are as fol-
lows:

a) branding

Sales outlets are the examples of right design of
RONDELL products’ retail sales area.

b) increasing profits

Payback period of RONDELL retail outlet is up 6
months after opening.

4. Organization of RONDELL brand zones at sales
outlets of retail networks. Sales consultants” work.
The goal of brand zone design is increasing retail
sales by drawing customer’s attention to properly
decorated laying-out and bright branding.

5. Twelve conferences for key distributors of the
trademark and staff members of distribution net-
works.

6. PR-activities. In 2008 more then 250 articles about
the brand were published in Russian and the near
abroad.

7. New cooking booklet on
RONDELL products (third
edition to be enclosed into all
products). Goal: to keep loyal
customers.

The Tasks issued in relation to
the brand were accomplished
or over-accomplished:
Task: Increase presence of the
trademark on market focusing
on the quality of distribution.
Result: presence at sales
outlets of such federal distribu-
tion networks as Mediamarkt,
Technosila, EXPERT, EURON-
ICS, Domovoi, Maxidom, Santa
House, etc.
At sales outlets of Me-
diamarkt, EURONICS and
partly B-Laser, Kontur, trade
mark RONDELL is presented
in format of brand zones.
Gain of circulation during
2008 relative to circulation
2007 is 151% (according to
Golder Electronics data).
Task: launch new product lines
with innovative technologies,
bright design, and new unique
packaging.
Result:
launching 5 new categories
such as flatware, knives
sets, baking forms, kettle for
stoves, table accessories.
introducing new “Cham-
pagne” series (designer’s
across line in 4 product
categories) to the market.
Unique champagne color
of outer and inner coating;
unique patented Eco-
NanoPlex coating based
on silicone and water using
nanotechnology. The most
environment-friendly and
durable stick-proof coating
among the existing ones.
introducing new packaging with handle for the
whole product range. The most comfortable for
the customer (the example is attached).

[BATECS TPELLIAHE! M IPOTENKH

Negative factors:

Alterations of market situation in 2008:

1) Appearance of new players on the market; such
trade marks as Berndez, BEKA, ELECTROLUX
(which pushed cookware category into RF mar-
ket)

2) Decline of customer demand in fourth quarter
2008 because of general financial and economic
situation.



