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Llens: B ycnosuax nagerms o6bema pbiHka GbITOBOV
TEXHUKM B LUT. U CTATHAUMM PbIHKA B AEHEXHOM BbIpA-
xeHuu, ocHosHo uensio 2008 ropa 6eino ycunerHue
nosuumn 6peraa Vitek Bo Bcex npepctasnerHbix
KaTeropwsix.

3agaun:

1. Moseicuts cToumocts 6peraa Vitek, ¢ Toukm
3PEHWs Ero BOCMPUSTUE W YPOBHS LOBEPUS

Kputepuit ycnexa: nonoxurensHbiin pocT nokasarens
«HAMEPEHME KYMUTb»

2. OcTaBaThCc OAHOM U3 CAMbIX BOCTPEOOBAHHBIX
MApPOK B MATO# BLITOBOM TEXHUKE HA TEPPUTOPHM
Poccun

Kputepwit ycnexa: mapka Nel no nokasarento «Ha-

fIM4ME B BOMOXO3SMCTBAXY

CnpaouHast MHGOPMALMS MO PbIHKY, KOHKYPEHTHOM

cpeae

Mo uroram 2007 roaa, peiHok MBT & wr. ocrancs

Ha ToM xe yposHe, yto 1 B 2006 r. B neHexHOM BbI-

paxeHmu, poct peiHka 8 2007 rogy coctasmn 10,5%

(no nannbim GFK). Yuutsisas TenaeHumm peiHka 3a

nocnegnHuit nepuog, nporHos Ha 2008 r — cHuxerue

obvema puitka MBT 8 wr. Ha 5-10%, cHuxenne

TEMMNOB POCTA PbIHKA B AEHLIOX.

PoiHok 6biToBO#M TEXHMKM B PP xapakTepusyioT

cneayioLme NoKa3aTenu:

Bropoe mecto no o6vemy npoaax nocne npo-
AYKTOB MUTAHUA

PasmelueHme Nnpomn3BoacTs KPYMHbEIX MHOCTPAH-
HbIX TPOM3BOANTENEN BLITOBOM TEXHMKM HA
Tepputopuu Poccun (LG, Bosh, Electrolux)
AKTUBHBIN BbIXOS, HEAEPANbHBIX CETEM B PETMOHbI
CocpepnoTouerme 6omblioro 06bemMa Npoaax

B KPYNHEMLWmX benepanbHbX 1 PErMOHANbHBIX
ceTax: Dnbgopano, M-Bugeo, TexHocuna, Mup,
[omo, Catennur, B-Jlasep, Kontyp, Dxcnept n
T.4.

HOCbILLI,eHMe PbIHKQ, KOMNEHCUPYETCH TOJbKO MO~
KYMKOMM «AN15 30MEHBI», MTPU KOTOPbIX NOTPe6tU-
Tenb roToB NOTPATUTL 60ﬂbLL|e LAEHEer HA HOBYIO,
6onee ynobHyto, COBPEMEHHYIO MOAENb.
YMEHbLLIEHUE XMZHEHHOTO LMKIA TOBAPOB
BuicTpoe yaelesneHmne HHOBAUMOHHbIX TEXHO-
norun

Okono 10 6peHaos MHBECTUPYIOT 3HAUUTENbHbIE
CPEACTBA B NPOABMKEHUE, UCTIONb3YS OCHOBHbIE
kaHansl ATL u BTL

OCHOBHbIE KOHKYPEHTbI B KATETOPHM MENKOM

6uitosoi TexHuku: Philips, Tefal, Rowenta, Braun,

Moulinex, Bosch, LG, Panasonic, Samsung.

OnucaHume npopykra:

Bpena Vitek Bbien Ha poceurickuit poitok 8 2000

rogy. Ha AaHHbIA MOMEHT BpeHa LWMPOKO NpeacTas-

NIEH HA PbIHKE MENKOM BbITOBOM 1 KIIMMATUYECKOM

TexHuku. Texnmka VITEK npepcrasnena so Bcex

YPOBHSIX CPEAHETO LLEHOBOIO CErMEHTA, CTpaTe-

TUs PA3BUTHS MOPKM HAMPABNEHA HA MOBLILLEHWE

YPOBHS MO3ULMOHUPOBAHMS BCEX ACCOPTUMEHTHBIX

NO3WUUMIA A0 CPEAHEro + LEHOBOTO CErMEHTA.

1 YBenuueHne 0CBEAOMIEHHOCTH O TOPrOBOM
Mapke

Kpurepwit adpdektusHoctn: MNpogomkuts poct noka-
3arens Brands Awareness , npesbicuTb ypoBeHb
3HaHus 47%

2. Ycunenue paumMoHaNbHOrO BOCMPUSITUS MAPKM

3. YBenuuerne obbema NPOAAX MO KIMOYEBbIM KO-
TErOPUAM: MBINECOCHI, YAMHWKM, PeHbl/BbINPAMU-
Tenu, MACOPyBKM, NAPOBAPKM, COKOBBIKUMAIIKH,
Toctepsl, Gnerneps Ha 10% (8 $) no oTHoweHmio
k 2007 rogy

O6wumin meaua-6rogxer:
ot 1 o 2 munnuoros gonnapos CLLIA

Mpoaonxerne nocTpoerus nnatGopmsl GpeHaa Ha
TeppUTOpUM cnopTta, nobeg, MMAEPCTBA U yCnexa

MNpu BoIGOPE BPEHA YENnoBEK BO MHOTOM PYKO-
BOJICTBYETCS COBMNAAEHUEM ErO IMUHBIX LEHHOCTEN
1 obeLamnit perHaa. MNMoatoMy focTuxerne peso-

HOHCQO LEHHOCTEN CTAHOBMUTCA HOMGONEE BAXHOV
304a4eit NpM NOCTPOEHNMM KOMMYHUKALMM.

Kak nokaselBaioT nccnenosaHus, nonynsipHsie
3BE3/ibl CNOCOBHbI 3HAYMTENBHO MOBLICUTL LLEHHOCTL
BPEHAA M er0 SMOLMOHANLHOE BOCTIPUATHE.
Hawumm notpebutensimm ABUXYT NPEMMYLLECTBEHHO
TAKME COUMANbHbBIE LLEHHOCTH KOK Cembs, Apyx6a,
4ECTHOCTb, CTABUIBHOCTb U UHAMBUAYNIUCTUYECKUE
LEHHOCTW — cBOBGOAA, YBEPEHHOCTL B cebe, UHANMBU-
AyQnbHOCTb — 3TH BAXKHBIE LLEHHOCTH NOTPebuTens

B MOSTHOM MEPE ACCOLMMPYIOTCS C HALLMMM SPKUMM
3seznamu duryproro katanua: Mpuroit Cnyukoin m
Mnbei Asepbyxom, KOTOPLIE CTANM YYACTHUKAMM
peknamHon kamnaxun 6peraa Vitek.

B pesynbTaTe nccnenoBaHmit Mbl TAKXKE BbISCHUIM,
4TO NPU NOKYMKE MENKOMN BLITOBOM TEXHWKM NO-
TpeBUTENb OTBOAUT BAXKHYIO POSb BYHKLMOHANBHBIM
XOPAKTEPUCTUKAM TEXHUKU U AU3AIAHY, KOTOPBIN
ABNAETCH ONHWM W3 ATPUBYTOB KQYECTBA AN NOTPe-
6utens. B Halen KOMMYHUKALMK Mbl BOTXHbI Gbin
LOHECTH [0 NOTPebUTENs MHGOPMALMIO O HANMUMH
NepenoBbiX TEXHONOMMI B TEXHWKE, O TAKXE NPUBIEYb
notpebuTenei, 4s KOTOPbIX BOXHOM LEHHOCTLIO
TEXHUKM ABNSETCH APKUIA, BbIAAIOLWMIACS AN3ANH.

Mpu BEIGOPE KOMMYHUKALMOHHBIX KOHANOB Ml
OnNMPanUch Ha
MCMOMNb30BAHUE MEANA, CMOCOBHBIX MOBBICUTH
CTOMMOCTL BpPeHaa, C TOYKM 3PEHUs ero BOCTIPHSA-
TUS U YPOBHS LOBEPHS.
MHTErPUPOBAHHbINA MOAXOL
MOKCMMM3ALMSA OTAQUM OT UHBECTULMI MO NO-
CTPOEHUIO 3HAHMA YEPE3 ONTUMANBHOE COYETa-
HME OXBATA M YOCTOTHI PEKIAMHBIX KOHTAKTOB
Ha ocHoBe 3Tvx npuHWMnos Gbiny BBIBPAHL OCHOB-
Hble KOMMYHWUKALMOHHBIE KAHAMBI M CTPATErUS:
CMOHCOPCTBO NenoBoro Typa Mnbu Asepbyxa
TB pasmelleHune: GUKCUPOBAHHOE pA3MELLIEHUE
8 npoekTe «JlegHnkoBbiit nepuog - 3» 1 Ha dea.
kananax (100% fix)
HOPYXHas pexknama (pasmelleHne 6aHHEpPOB Ha
TEPPUTOPUM O3POMOPTOB, TOPTOBbLIX LIEHTPOB)
peknama B npecce (msHuessle XypHansl, TB-ruab)
NPOBEAEHNE NPOMO-CKLMM, MOBLILLAIOLLENR AO-
sepue K 6peray
Vitek — cnoncop negosoro Typa Unbu Asepbyxa
«JleaHnKoBbI Nnepropy.
MNepuoa npoBeaeHus Typa: SHBAPb-MAI
Oxsar: 6onee 35 ropopos P + crpars CHI
MpucyTcTene 6penaa Ha Jleposbix katkax, 8 [TOCM
MATepManax Typa, Ha NPecc-kOHGEPeHLMAX,
BPYYEHME NOAAPKOB YHOACTHUKAM LLIOY 1 3PUTENAM.
Mopaepxka Typa npoBeseHnem NPOMO-aKLMIA C
BPYYEHWEM NPU30B.
TB ponuk ¢ Mpuron Cnyukoit
[ns TB kamnanmm Geina BeI6paHa kpeaTMeHAs
uaes, KOTopas C OAHOM CTOPOHLI obecneunsaeT
NPEEMCTBEHHOCTb peknamHbix kamnanmin 2006-
2007 r. (nen, Upura Cnyukasi), ¢ apyroi ctopoHsi,
LEMOHCTPUPYET NPENUMYLLECTBA NPOAYKTA, CO3AAET
OLLyLLiEHWE TEXHONOTUYHOIO, YCNeLwWwHOro 6peHaa,
KOTOPbI NPEANAraeT HOBbIE, KONOTUYHbIE PELLIEHHS
ANst AOMQ.
®DegepansHas npomo-kamnarus «Crans Ixkcnep-
TOM»
Ot nnua Upunel Cnyuxoit , Vitek npepnaraet crats
3KCNepToM nokynaemon TexHukm Vitek. YuactHukm
QKLMW OLIEHUBANM TEXHWKY MO Psay KpuTepues (kade-
CTBO, AM3QMH W T.[4.), BLICHINANM 3QMONIHEHHBIE QHKETHI
HO Q/s M NONYYANM NOAAPKM 30 CBOIO SKNEPTU3Y.
Mepuoa nposeaeHus akumu: okTabpb - nekabps (2,5
mecaua)
Oxgart: 6onee 550 Toprossix Touek, BkNouas BCe
KnioyeBble GEAEPANbHbIE U PETMOHAMbHBIE TOPTOBbIE
cetm.
Ycnosus akuum: nokynka 6eTosoit TexHuku Vitek Ha
cymmy ot 1500 py6neit. Posbirpeiw 7 000 nopap-
KOB Cpean y4acTHukos akumn. Odopmnerme Todek
npogax MNOC maTtepuanamm ¢ UCNONb3OBAHUEM
o6paza Mpurbl Criyukoi, KoTopast npu3sLIBAeT CTaTh
skcnepTom GeiIToson TexHuku Vitek
MccnepoBaHus nokasanu, 4To HALwm noTpebuTenm
NPAKTUYECKM HE 3HAIOT O HOMMYMM B ACCOPTUMEHTE
Vitek yHUKQMbHbBIX AU3ARHEPCKUX TUHEEK TEXHUKM,
a TAKXE MIOXO MHPOPMMPOBAHbI O HANMUMM HOBbIX



TEXHOMOTMUIM B OGHOM M3 KNIOUEBLIX KaTeropuit «Hair

Care»

[ns pelwenms amux npobnem G paspaboTaHs:
MOKETbI B MOAAEPXKKY AU3ANHEPCKOW NUHENKM
«Silky Red Collection» (npubopsi anst kyxHu)
MOKETbI B MOAAEPXKKY AU3ANHEPCKOW NUHENKM
“Premium”. (npubopsi ang kyxHu)

Mpest MakeTOB OCHOBAHA HO AEMOHCTPALMM YHM-
KQNbHOCTM UCMOMb3YyEMbIX MATEPUAIIOB B MOAENAX
nMHeeK (PasMeLLEHIe B NPeCce, 3PONOPTAX,
NapKOBKAX )

MOKETbI MPOABUIQIOLLME HOBbIE TEXHONOTUM
“Aqua lonic» n “Aqua Ceramic»

TexHonoru 8 061ACTM YXOAA 30 BOIOCAMMU HA

npumepe nuHeriku «Inspired». B maketax aemoHcTpu-

pytotcs TexHonoru “Aqua lonic» n “Aqua Ceramic»

(pasmeluenme B npecce)

TB:
Tenepeknama

MeuarHbie CMU:
MoTpebutensckue xypHansl

PR:
Meponpusitus

Hapy>xHas:
AsponopTsl
Peknambie wmtel

BbicTaBKMU:
BeictaBka «Mup knumata», MapT, DKCNoLeHTp

CnoHcopcTBO:
Neposwiit Typ Unbu Asepbyxa «JlegHukoseii
[Mepuop»

Po3HunuHbIe Npoamxu:
Pexnama B mectax npogax
Bugeo
Mpoansuxerne ToBapa

Bpena npuHsin yuactve 8 seictaske «Mup knumatas,
MapT, DkcnoueHTp. HectaHaapTHbIM cTeHa +
uHcTannsuus «Mapunud MoHpo» ans npueneveHus
NONONHUTENBHOTO BHUMAHMS K KITMMATEXHMKE TM
Vitek 1 NoBbILLEHWS NOSNBHOCTM AMNEPOB.

Bbinu nposepeHsl 2-e BolesaHble aunepckue
KOHPEPEHLMM AN KITIOHEBbIX ANCTPUOLIOTOPOB
MOPKK 1 COTPYAHUKOB TOPrOBbIX CETEN.

AkTvBHO paboTana NPOrpaMMa Ans NPOACBLOB

1 MArasuHoBs-napTHepos — «boryc kny6 Viteks.
Llensio nporpammel siensieTcs passuTe NPOAABLOB,
yBenudyeHue sHaHus npoaykumu Vitek, a Takxe
yBENMYEHNE KONMUYECTBA PEKOMEHAALMIA KOHEYHbIM
NOKyNaTensm.

Bce 3anauu, kotopbie crasmnmch no GpeHay, Gbinm

BbINOJMHEHbI, Lenn AOCTUTHYTHI:

3apaum:

1. MoseicuTs cTtonmocTs 6peraa Vitek, ¢ Toukm
3peHua ero BoCnpmaTne n ypoBHA LOBEPUA
Kpurepuit ycnexa: nonoxuresnsHbii pocT no-
KA3aTend «kHamepeHne KynmTb»

Pesynbrar: Poct nokasarens «<Hamepexue
kynuTb», ¢ 8,8% (korew, 2007 ropa) 8o 9,6% Ha
korew 2008 roaa (Mctounmnk TNS Gallup M'Index
2008/4 ks. — Poccus)

2. OcraBaTbcst OAHOM U3 CaMbIX BOCTPEBOBAHHbIX
MApOK B MOSIOMN BLITOBOM TEXHUKE HA TEPPUTOPHH
Poccuu
Kpurepuii ycnexa: mapka Nel no nokasare-
JIIO «HANM4yne B ,ELOMOXO?:FH\/IICTBOX»

Pesynbrar: o naHHbm ot arentctsa Gallup 3a
2 nonyrogume 2008 r. — ™™ Vitek crana mapkoi Ne
1 8 Poccum no Hanuuuio B HOMOXO3HHCTBOX

3. YeenuueHue 0CBESOMIEHHOCTU O TOProBOM
Mapke
Kpurepuit apdpekTuBHocTu: [pogomxuts
poct nokasatens Brands Awareness , npesbicuts
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Den Inspired © Texwo-
aorved Agua lonic or Vitek,
He neproymmmaet voa

COXPANSR MY CCTECTREHMYMO BAATY.

yposeHb 3HaHus 47%

Pesynbrar: o gaHHbm ot arentcrea Gallup,
3Hanve mapku VITEK 3a 2 nonyrogue 2008 roaa
49,7%

4. Ycunerue paumMoHanbHOrO BOCIPUATHS MAPKHM
MpoBeaeHa aKTUBHAS KOMMYHUKALMSA PALMO-
HOMbHbLIX XOPAOKTEPUCTUK NO HACTU ACCOPTUMEHTA

5. YBenuuerne obbema NPOAAX MO KIMOYEBbIM KO-
TErOPUSIM: MbINECOCI, YaMHUKM, PEHBbI/BbINPSIMM-
Tenu, MACOPYBKM, NAPOBAPKM, COKOBBIKUMAIIKM,
Toctepsl, 6nenpeps Ha 10% (8 ) no oTHoweHuio
k 2007 rogy
Pesynbrar:

Poct npopax no kateropusm (B feHEXHOM Bbi-
paxeruu, aaHHsie fonaep DnekTpoHukc)

[TBINECOChI: oot +11%
YaHUKM/TEPMONOTHE .\ v oo +21%
DeHbl/BHINPANTENN: .. oo +10%
MsacopyBkm: . ... +75%
[MapPOBAPKM: .« +56%
COKOBBIKUMOIIKM: o v eeeeeee e +28%
TOCTEPbE vt +32%
BreHpepbi: ... +40%

Household appliances

Campaign title: Our victories’ technology
Category: Household Appliances.Consumer
Electronics

Project scale: National

Goal: Under conditions of decreasing household
appliances market capacity in 2008 and market
stagnation in money terms, the main goal in 2008

NOTEPRIOT
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was the reinforcement of Vitek brand positions in all

the presented categories.

Objectives:

1. Toincrease the value of Vitek brand from the
point of view of its perception and trust level

Success criterion: positive growth of “want to buy”
factor.

2. To remain one of the most asked-for brands of
household appliances on the territory of the Rus-
sian Federation.

Success criterion: brand No. 1 according to “avail-

ability in households” factor.

Reference information on the market, competitive

environment

According to results of 2007, household appliances

market remained on the same level as in 2006. In

2007 market growth rate was equal to 10,5% in

money terms (according to GFK data). Taking into

account recent market trends, the forecast for 2008

is decrease of household appliances market capac-

ity for 5-10% (in number of items) and decrease of
market growth rate in money terms.

The most popular types of household appliances

in Russian Federation are as follows (percentage in

USS): vacuum cleaners (30,5%), irons (12,8%), kettles

(12,6%), juicers (6,9%).

Household appliances market of the Russian Federa-

tion is characterized by the following factors:
the second place (in terms of sales capacity) after
foodstuff;
placement of large foreign household appliance
manufacturer’s plants on the territory of Russia
(LG, Bosh, Electrolux);
active expansion of federal distribution networks
into the regions;
concentration of considerable sale volume in
the largest federal and regional distribution net-
works: Eldorado, M-Video, Tehnosila, Mir Domo,
Satellite, B-Laser, Kontur, Expert, etc.



market saturation is compensated only by “prod-

ucts for replacement” buying which the customer

is ready to spend more money to get new, more

handy, and advanced model.

reduction of goods life cycle;

fast reduction of innovative technologies in price;

about 10 brands invest considerable amounts

of money in promotion using main ATL and BTL

channels.
The main competitors in small household appli-
ances category are Philips, Tefal, Rowenta, Braun,
Moulinex, Bosch, LG, Panasonic, Samsung.
Product description:
Vitek was introduced to the Russian market in 2000.
For the moment it is widely spread over small house-
hold and climate appliances market. Vitek applianc-
es are available on all the levels of the middle price
segment. Brand development strategy is directed
towards increasing the level of all the product range
items targeting up to middle + price segment.
Main target group of Vitek is young couples and
singles dwelling in megapolises, who appreciate
healthy life-style, taking care about themselves and
their family. They are socially active, eager to keep
up with time; they have many plans, they are resolute
and very optimistic about their realization; they are
ready to make choice emphasizing their advanced
skills and topicality. They like sport although not
always as active participants, but as spectators.

1. Increasing trade mark awareness
Efficiency criterion: to support growth of Brand
Awareness factor and exceed 47% awareness
level

2. Reinforcement of brand rational perception

3. Increasing sales volume in the following key
categories: vacuum cleaners, kettles, hair dryers
and hair straighteners, meat grinders, steam
cookers, juicers, toasters, blenders up to 10% (in
US § terms) relative to 2007.

Total media budget:
S$1 -2 million

Using images of stars able to increase brand credit
and value in advertising communication.

Coincidence of consumer’s personal values and
brand’s promises is the key factor affecting con-
sumer’s choice of the brand. Thus, achievement of
resonance of values is the most important chal-
lenge during the process of communication. As the
investigations show, the popular stars are able to
increase brand value significantly and make its emo-
tional impact much stronger. At this, it is required to
achieve coincidence of several components such as
image of the star and his personal values, values of
the target group and brand promises. It is certain
that resonance of these three components is the
most important challenge of communication process
featuring the stars.

Such social values as family, friendship, honesty,
stability and such individualistic values as freedom,
self-confidence, and individuality drive our consum-
ers. These important consumer values are associated
with our bright stars of figure skating, Irina Slutskaya
and llya Averbukh, participating in Vitek advertising
campaign.

The investigation also showed that while buying
small household appliances, a customer pays great
attention to appliance functional characteristics and
design, the last one is one of the atiributes of quality
in consumer’s opinion. In our communication we
tried to inform our customers about using advanced
technologies while manufacturing, and attract those
consumers who consider bright, outstanding design
as an important value.

While selecting communication channels, we fol-
lowed such factors as:
usage of media able to increase brand value
stimulating positive brand perception and
increasing its confidence level;
integrated approach;
maximization of return from investments in
creating knowledge via optimal combination of
coverage and frequency of advertising contacts.
On the basis of these principles the following main
communication channels and strategy were selected:
sponsoring ice tour of llya Averbukh;
TV-placement: fixed placement in the project
“Lednikoviy period-3” and on federal channels
(100% fix);
outdoors advertising (placing banners on air-
ports” and shopping centers’ territory);
advertising in press (glance magazines, TV-
guides);
promo actions increasing trust towards the
brand.
Vitek sponsored ice tour of llya Averbukh called
“Lednikoviy period”.
The period of action: January-May
Coverage: more than 35 towns of the Russian Fed-
eration and CIS countries
Presence of the brand on skating-rings, in POS ma-
terial of the tour, at press conferences, ceremonies of
presenting gifts to show participants and spectators.
Support of the tour by promo actions along with gifts
distribution.
As for TV-campaign a creative idea which on the one
hand provides continuity of advertising campaigns
of 2006-2007 (ice, Irina Slutskaya), and on the other
hand demonstrates the advantages of the product,
makes impression of high-tech successful brand
offering new environment-friendly solutions for the
house, was selected.
For the federal promo campaign, the action named
“Become an Expert” was developed.
Irina Slutskaya conveyed Vitek’s proposal to become
an expert in purchasing Vitek appliances. Partici-
pants of the action estimated the appliances accord-
ing to several criteria (quality, design, etc.), sent filled
in questionnaire forms to the post box, and got the
presents for the expertise.
The period of action: October-December (2,5
months)
Coverage: more than 550 sales outlets including all
key federal and regional distribution networks.
Conditions of action: purchase Vitek household
appliances for more then 1500 rubles. Drawing
7000 presents among the participants of the action.
Design of sales outlets using POS materials featur-
ing image of Irina Slutskaya offering to become an
expert in Vitek household appliances.
Out investigations show that out consumers are not
aware of unique designer product series in Vitek
product range. They are not very well informed
about new technologies in one of the key categories
“Hair Care” either.
The following measures were introduced for elimina-
tion of the aforesaid problems:
artworks supporting Vitek designer product lines:
“Silky Red Collection” and “Premium” kitchen
appliances series. The idea of artworks was to
demonstrate the uniqueness of materials used for
production of those product series (placement in
press and airports).
artworks reflecting advanced technologies of
Vitek TM in hair care on example of “Inspired”
product series. In artworks are demonstrated
“Aqua lonic” and “Aqua Ceramic” technologies
(placement in press).

TV:
Spots

Print:
Consumer Magazine

PR:
Events

Interactive:
Online Ads
Web site

Outdoors:
Airport
Billboard

Trade shows:
Trade show “Climate World”, March, Expocentr

Sponsorship:
llya Averbukh'’s ice tour “Lednikoviy Period”

Retail experience:
POP
Video
Sales promotion

The brand participated in “Climate World” exhibi-
tion, which took place in Expocentr in March. Non-
standard booth and “Marilyn Monroe” installation
to draw more attention to Vitek climate control
appliances and increase dealers’ loyalty.

2 off-site dealer conferences for the key brand dis-
tributors and sales networks staff were undertaken.
“Bonus Club Vitek”, the program for salesmen

and partner sales outlets, was carried on in very
active manner. Program goal was development of
salesmen by improving their knowledge about Vitek
products, as well as increasing number of recom-
mendations for the end customers.

All the challenges concerning the brand were at-
tained and all the challenges were accomplished.
Challenges:

1. Increase Vitek brand value by improving its
perception and trust level.

Success criterion: positive growth of “want to
buy” factor

Result: growth of “want to buy” factor from
8,8% (the end of 2007) to 9,6% (the end of 2008).
Source — TNS Gallup M’Index 2008 /the fourth
quarter, Russia.

2. Remain one of the most asked-for brands of
small household appliances on the territory of the
Russian Federation.

Success criterion: brand No. 1 according to
“presence at households” factor.

Result: According to the data by Gallup agency
for the second half of 2008, Vitek TM became
brand No. 1 in Russia according to “presence at
households” factor.

3. Improve awareness about the tfrademark
Efficiency criterion: To support growth of
“Brand Awareness” factor, to exceed level of
awareness equal to 47%.

Result: According to Gallup agency report,
awareness of Vitek TM was equal to 49,7% in the
second half of 2008.

4. Reinforce rational perception of the brand
Active communication of rational features of the
models was performed.

5. Increase sales volume of goods on the following
key categories: vacuum cleaners, kettles, hair
dryers and straighteners, meet choppers, steam
cookers, toasters, blenders up to 10% (in USS)
relative to 2007.

Result: Growth of sales volume in certain cat-
egories (in money terms, internal data).

Vacuumcleaners: .................... +11%
Kettles/thermopots: .................. +21%
Hair dryers/straighteners: . ............ +10%
Meet choppers: . ..................... +75%
Steam cookers: ....... ... . +56%
Juicers: .. +28%
Toasters: . .......coiii +32%

Blenders: ............ ... +40%



