WOW-MOM (We

Open Windows, Mbi
OTKpPbIBAEM MMUE

Mpoaaxa NacTUKOBLIX OKOH U
OKa3aHue ycnyr, CBA3aHHbIX C HUMU
PeknamHas kamnanus:

MNpy oTKpbIBATbL OKHA.

Kareropus:

PermoHanbHbIN NPoOeKT

Macwrab npoekra:

PermoHanbHbIN

Depepanbhas ceTb MarasnHoB NNAcTUKOBLIX OKOH
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8-800-2008-108

tenasie OKHA

Uenb:

1. CospaHue ycToitumBoro kaHana notpeburens-
ckoro cbuita ana komnanmm CneupemcTpon,
KOTOPBIN ABNSETCH MPOU3BOAUTENEM NIACTUKOBbIX
OKOH B YPQrbCKOM PETMOHE, HO BEAET CBOIO
[EATENLHOCTL UCKoumMTENbHO B B2B cermenTe.

2. CospaHue 1 BLIBOL NEPBOrO PErMOHANLHOTO Mo-
TpebuTensckoro 6peHAa Ha PhIHKE NNACTUKOBbIX
OKOH, OPMEHTUPOBAHHOTO HA OKA3AHWE MOMHOTO
CMEKTPA YCIyr, CBA3AHHBIX C POPMUPOBAHMEM
notpebHocTel, BHHOPOM, KOHCYNbTaUME,
NPMOBPETEHUEM, MOHTAXOM, 3KCMYATALMEN 1
06CnyxMBaHUEM.

3apaun:

1. Onpeaenenve nnatdopmsl 6peHpa, ero nosu-
LMOHMPOBAHUS WU OTNIMUMTENBHBIX OCOBEHHOCTEN.

2. Perncrpaums T3.

3. CosaaH1e anprMoOpHO y3HABAEMOTO UCXOAHOTO
BpeHaa C ANUTENbHBIM XU3HEHHBIM LMKIOM 6e3
onucaTensHoro Haseawus. Mma 6peraa npussa-
HO NepeaaTs Ayx GpeHaa 1 co3aats NNaTpopmy
AN ANS BbICTPAMBOHMA QCCOLMATUBHOTO PAAQ
C BpPEHAOM B MOMEHT HOXOXAEHUS B LIENEBOV
ayauTopun m npubnuxenus k aapy LIA.

4. Paspabotka 6peHabyka, eamHbix CTAHAAPTHOTO
06CIYXMBAHWA 1 MEPYAHAAN3UHQ.

5. O6ocHoBaHME LENecoOBPAZHOCTH BCTYMNEHMS B
6peHa nopTHepos-anepos Cneupemcrpon.

6. Buibop napTtHepos 1 odopMieH1e OTHOLLEHM C
HUMM.

7. KateropuuHoe oTcTpamnBaHme OT no-name Touek
npoaaxX.

Kputepum ycnexa:

Yeenudenue konuiecTsa napTHepoB-GpaHIaiam
C LlOTOBOPOMM MO KAHAMBbHOM GPAHLLK3E C 30-
BOLOM NO Npon3BoacTey okoH CneupemcTpoit.

2. ®opmuposaHme y3HasaemocT 6peHaa 1 go-
6ABNEHHOM CTOMMOCTHM CBA3AHHOM C BPEHAOM.

3. PopmuposaHme NoTpebUTensCKUX LEHHOCTEN
CO CMeLLEHMEM OKLEHTOB HO OKO3QHME CNEKTPa
YCNyr, 0 HE MPOAAXM OKOH KOK TOBAPQ.

4. 3anyck MexaH3ma capadbaHHOro paamo.

Uenu:

1. CospaHue UCxoaHOro 6peHaa C YHUKANbHBIMMI
OTANUMTENBHBIMU OCOBEHHOCTAMM, YETKUM MO~
3UUMOHUPOBAHUEM.

2. Buizog 6peHaa.

3. Hacsiwenue nexoaHoro 6peraa ToBapHbiMu
AIMHWSMM — YOCTHBIMU TOPFOBBLIMM MAPKAMM 1
MHAMBUAYQNbHBIMWA KOMMYHUKALMAMM, 0BpaLLeH-
HBIMM K UCTUHHBIM NOTPEOUTENBCKMM LIEHHOCTAM.

Kpurepuu:

1. YsHasaemocTs GpeHna cpeam yHacTHUKOB PbIHKA.

2. Y3HaeaemocTs 6peHaa B sape Lenesom ayamto-
PUM (MPUHABLLMX PeLLeHMe O NOKYNKe OKOH)

3. YaHasaemocTs B uenesom ayautopuu (moaen, ko-

TOpble MOryT NPMOBPECTM OKHA B TeUeHue roaal).

[ansie no peectpy CLL cetu WOW-MOM,

ONPALIMBAIOLWMX MOTEHUMANbHBIX NOTPEbUTENEH

1 OKQ3BIBAIOLWMX YCIYTU KITMEHTOM

Poct uncna yuactrmkos cetu.

Poct peanusaumm no cetu.

MoseneH1e NoNLITOK BLIBOAA AHANOMMUYHBIX

BPEHAOB HA PLIHOK, KNTOHUPYIOWMX CyTb BpeHaa

WOW-MOM.

oo~

O6wmii megua-6lopxer:
10 500 Toicay ponnapos CLUA

Korpa mbi otkpbisaem okHa («We Open Windows),
— «Mei oTkpbiBaEM MUP». M ecnu Mbl B3snK Ha ceba
OTBETCTBEHHOCTb 30 3TOT NPOLECC, TO OTKPLIBATHL
OKHa Mbl Byaem BMecTe ¢ knneHTom: «May oTkpbiBaTb
OKHO.

AHQIM3 NOTPEBUTENbCKHX MPEANOUTEHUIA YETKO
NPOAEMOHCTPUPOBAN BOXHOCTL AO6ABNEHHbIX
LLEHHOCTEN NPOAYKTA (MNACTUKOBLIX OKOH) B 4aCTH
obecnedeHus TenNa, LWyMOU3ONALMM U APYTUX
CBOJCTB, O TAKXE OCTPOM HEOOXOAUMOCTH 3aMEHbI

OKOH v nposegeHus pemoHTa. OaHako, oTcyTCTBHE
HQ PBIHKE UIPOKOB, HE TOMBKO MPOAAIOLLMX OKHA KAK
TOBAP, HO OKA3LIBAKOLLMX W AOMN. YCIYrW NPpUBOAMT

K TOMY, YTO LEHQ CTAHOBMTCH UCKIIOUUTENBHBIM
HAKTOPOM MOKYMKM.

Mosenenune yetko oToxaecTensiowero cebs GpeHaa
CTaNo HeM3bexHOCTbIo, OBYCNOBAEHHOO TOMLKO
$aKTOPOM BpeMeHH, NpopaboTAHHOCTH NNAThOPMBI
1 BIOXEHMM.

Paccmatpueanmcs BapruaHTbl OTKPbITHS COBCTBEHHOM
CETW W OPraHM3auMedt NOPTHEPCKOM ceTH No GpaH-
yaraunry. Beuay yetkon cneumanusaumm Cneupem-
cTpoit Ha B2B cermenTe, cokpalueHus nanepxek no
HOPMUPOBAHMIO COBCTBEHHON PO3HMLBI M 304EH-
CTBOBAHMIO MEXAHM3MA 3QIIOXEHHOTO MPUCYTCTBUS
Yepes AnnepoB GbINO NPUHSTO PELLEHUs O GOPMMPO-
BAHMK CETU MO GPAHYANSUHIOBOM CXEME.

Mnes sBosHukna npu npoxoxaeqnn 300 metpos
ynuubl Boctounas B Ekatepunbypre, rae Ha nyTi
CNEAOBAHMS MHALMATOP NPOEKTA HacumnTan 3 pos-
HUYHBIX TOYKM NO-NAMe, rae GUryprMpoBana BoIBECKA
«OkHa..».

[anee 6bina perucTpauma ynpasnsioLLe Komna-
HUU, HEMMUHT, paspaboTka noro, pernctpaums 13,
NO3UUMOHMPOBAHME, paszpaboTka 6peHabyka 1
CTAHAAPTOB TOProBu, 0GOPMIEHUE OTHOLLEHHWH C
NAPTHEPAMM 1 NepedbOPMATUPOBAHKE TOYEK NPO-
LOX.

OcHoBHoOM cTpaTerueit Bbin 3aMyck MEXAHU3MA
BEEPHOrO POAMO KOK OCHOBHOTO ABMXYLLETO CPef-
cTBa BLIGOPA TOTO MM MHOTO MOCTABLUMKA OKOH M
HACHILLEeHWE MHPOPMALMOHHOO NOAA NPORYKTAMM
1 YCIYramMH, OTIIMYQIOLLMMIMCS OT 3AKPENMNEHHBIX HO
PbIHKE NPOACXK OfHUX M TEX XE NPOMUIBbHBIX CUCTEM.
OCHOBHBIMM 3TANAMM SBAANUCS:

1. Bbigop 6peHaa — HackileHWe MHDOPMALMOHHOTO
NONS KOMMYHWKALMSMM, CBSA3AHHBIMM C HO3BO-
HUEM, NOrOTUMNOM, CIOTAHOM, GEAePabHBIM
HOMEPOM, CANTOM.

2. Orkpeitne eguroro call-uenTtpa.

3. OTKpbiTHE TOUYEK NPOAAX C EAUHBIM CTUIEM U
CNEKTPOM yCayr.

4. OTKpbITUE CEPBUCHOIO LEHTPA M €70 NPOMOY-
LUMHF B TOYKAX NPOAAX, B PEKNAMHbIX HOCUTENAX.

5. PaspaboTka 1 BbIBOA TOBAPHbIX PACLUIMPEHMI
MCXOAHOTO BpeHaa, 06PALLAIOLLMXCA K OCHOB-
HbIM NOTPEBUTENLCKUM LEHHOCTSIM, CBA3AHHbIM
C NNACTMKOBLIMM OKHOMM, O HE C NPOMUALHBIMM
cHCTEMAMM.

6. CTumynMpoBaHmMe Npoaax C LEenbio NpUBleYeHus
noTpebuTeneit B KOHKPETHLIE TOUKM NPOACK ANs
MHTEHCHbMKALMM CNPOCA (B AAHHOM 3asiBKe He
paccmaTpusaetcs).

7. YrnybnenHoe obydeHne MeHemkepos
NAapTHEPOB-GPAHYAN3M HABEIKAM PaBOTHI € No-
Tpebutenamu (B TOM uncne Ha ocHose NoTpebu-
TENbCKOM MATPWMLbI, BOMOLWAIOLLEN NOBEAEHYe-
CKMe MOTHBbI NOTPebuTensckoro BeIGOPA).

8. lMpenocrasnexue [ONOAHUTENBHOMN CKUaKM
NOPTHEPAM MO KAHANBHOM GPAHLLK3E B Clyyae
BBINOMHEHUS PErNIAMEHTOB PABOTLI M HAKOME-
HUst sUCCEss-story No AaHHEIM PaBOTHI €AMHOTO
CEPBMCHOTO LEHTPA.

9. CHuxeHue Npambix PEKIAMHbIX 3aTPAT 3a CYeT
3QMycka BEEPHOrO PAAKO, OTKPLITHS BoMbLIErO
KONUYECTBA TOYEK NPOAAK, KYMYAATUBHOMO HA-
KOMMEeHMs Y3HABAEMOCTEN.

TB:
Tenepexnama

Papuo:
Papnopexnama

MeuarHbie CMU:
[aseTsl
MeuaTHble 06beanHeHUs

Mpsamas paccbinka:
B NeYaTHbIX U3AAHUAX



Awvanorosas:
Online-pexnama
MHTepHeT caiTbl
BupycHoe Buneo

HapyxHas:
Pexnamble wmTbl
3paHus

CnoHcopcTBO:
Ocreknenne neTckoro goma

PoO3HMYHbIE npoacxXxu:
Peknama B8 mectax npoaax

NapTusanckas peknama:
Packnevsanue
BepxHsas opgexaa
CapadanHoe pagno

[Mporpamma nosinbHOCTH
LleHosas nonutmka
[pyroe: notpebutensckas NpoayKTOBAA MATPULA

MPUHUMAR BO BHUMAHKE BAKHOCTb 3AMyCKa

MEXAHWM3MA COPAdAHHOTO PAAMO, CEPbE3HAS

cTaBka 6bNa CAENAHA HA GUKCAUMIO U NOBLILIEHUE

NOSNBHOCTU KJIMEHTOB HA BCEX TAMNAX NPUHATHS

pelenunit no sameHe okoH. Ha 3to pabotanu

cnepyoLMe NpoLecch:

OcTanbHble MOPKETUHIOBbIE COCTABASIOWIME

KaMNaHMm

1. Ortxpsitve call-uentpa ans ueHTpanmsaumm
06paboTku BCex NOCTynatoLwmx o6paLleHuii B
enMHOM CTune.

2. ObyueHne MeHeaxepos M MOHTAXHUKOB NApPTHE-
POB C LENbO NOBbILIEHNS KA4eCTBA 0BCTYXMBA-
HUS.

3. ConpoBoxaeHue BCcex KOHTAKTOB C QVAUTODUA-
MM POA3AQYEH AUCKOHTHBIX "
KAPT, MOTHUTOB M NPOYeEn

okHa). Bce npogykTsl umeloT yetkoe penexve

no Knaccam (Sxorom, Cranaapt, Mpemuym) u
YposHam (basossiri, KompopTHbiit, MosbiueHHOV
KombopTHOCTH).

[anHbie nokasarenu npumernmsl k Ceepanosckon
obnactu. [laHHble B3AT U3 CNeayioLLmMX UCTOUHNKOB:
naHHBIEe 06paboTku aHkeT B EaMHom cepercHom
LEHTPE, KOMMYECTBO 3AKIOYEHHbBIX LOTOBOPOB C
NApTHEPAMU-BPAHYAI3N W KONMYECTBO TOYEK, YKa-
3QAHHbIX HO CANTE WOWMOM.IU, LOHHLIE YNPABEeHYe-
ckoro yseta OO0 «Cneupemctpom».

1. 95% ysHasaemocTs GpeHaa cpeam yuacTHUKOB
PHIHKQ.

2. 55% cnoHTaHHas y3HaBaeMocTs 6peHaa B sape
LEneBoM ayAUTOPUHM (MPUHSBLUMX PELLEHUE O
nokynke okoH). B Exatepunbypre aaHHbI% no-
kasarens coctasnset 80%.

3. 50% y3HaBaemoCTb B Lenesoi ayaMtopmm (mo-
e, KOTOPbIe MOMyT MPUOBPECTH OKHA B TEYEHME
rona), paccmaTtpueaiowen 6pexa cpean 2-3
APYrHX HA3BAHWIA NPW MPUHATUM PELLEHMS.

4. Poct uncna ysactHukos ceut: Ha pespans 2008
roga 45 npopox no Ceepanosckoi obnactu
W NAAHUPYEMOE OTKPLITUE TOYEK NPOAAX B
Yenaburckon u TiomeHckorn obnactsix. B 2009
Mbl NaHUpyem Gonee Yem yaBOUTb KONMYECTBO
Touek nog 6pergom WOW-MOM.

5. Poct peanusaummn no cetn. Ha konew, 2008 roga
6onee 30% oT pean13aum OKOHHbBIX KOHCTPYK-
uni Cneupemctpoit B uenom. Ouerb BaXHO, 4TO
AQHHbINA NOKA3ATENb YBENMUMBAETCS BO BPEMS
MEXCE30Hbs, 06ECNeYnBAas AOMNONHUTENbHbI
NPUTOK OBOPOTHBIX CPEACTB.

6. TlossneHue NOMbITOK BLIBOAA AHANOTMYHBIX
BPEHOOB HA PLIHOK, KTOHUPYIOLWMX CyTb BpeHaa
WOW-MOM.

[uHamrka npoaax k aHsapio: WOW-MOM, aunepsl sHe 6pen-
aa. WOW-MOM/aunepei sHe 6pernal

napadbepHanmu. 600%
4. CosnaHue n dbyHKUMOHUPO- B Mpypoc  sive. WOW-MOM
BAHME E,EI,MHOFO CepBMCHOI’O /B MpupocT k sHB. Mo aunepam BHe GpeHaa

500%
LEeHTPA CeTH C Lenbio LeH-

TPanu3aumu o6paboTkM 1
3AKPbLITUS BCEX PEKTAMALIMIA
B €IMHOM CTHrIE.
Llenosas nonntuka 300%
npeTepneBana nOCToORHHbLIE
M3MEHEHMS MO ABYM
HOMNPABEHNSM:
1. Pedopmuposanme nap-
THEPCKMX 30KYMOUHBIX LIEH  100%
HQO OKOHHbIE KOHCTPYKLMM
— LieH, MO KOTOPbIM AMnepsl g,

400%

200%

1 2 3

0% WOW-MOM/auneps! BHe 6peHaa

4 5 6 7 8 9 10 1" 12

NOKynatoT OKHA HA 3aBOAE
100% | 193% | 238%

387% | 406% | 339% | 393% | 530% | 614% | 554% | 407% | 335%

CneupemcTpoit. 100% | 149% | 218%
2. Pepopmuposatme peko- 20% | 37% | 31%

377% | 359% | 349% | 372% | 492% | 620% | 537% | 292% | 318%
29% 32% 28% 30% 31% 28% 29% 40% 30%

MEHLOBAHHBIX PO3HUYHbIX
ueH no ropoaam no cett WOW-MOM, npu-
HUMQIOLLMX BO BHUMOHME LEEHOBYIO KOHBIOHKTYPY
W CIIOXMBLUMICA GOPMAT NOTPEBUTENLCKOTO
noseaeHus.

3. B nexkabpe 2008 ropna B npeansepumn oxuaae-
moro cHuxerus cnpoca 8 2009 rogy naptHepam
6bINa NPEAOCTABNEHA AOMNONHUTENBHAS ONTOBAS
CKMIKA HA YCIOBUM KQHAMBHOM AUCTPUOYLMM —
6e3ycnosHbii 3akyn okoH 8 2009 roay Tonsko
Ha sasope Cneupemcrpoit. laHHas Mepa Takxe
NPU3BAHA CYLLECTBEHHO HAPACTUTb KONUYECTBO
NApPTHEPOB CETH, CO3AATL MACLITABHbIN 3ddekT
MPUCYTCTBHUS 1 3ALMKIUTL OTPAHUYEHHBI CNPOC
HQ MPOAYKLMM MATEPUHCKOTO 30BOAQ.

[lns uenem noBbilEHUs KA4eCTBA 0BCYXMBAHHS

1 CO3AAHMA TMOKOTO MEXAHW3MA YNPABNEeHHs

noTpebuTensCkMM BLIBOPOM HA PLIHKE NMOKyNaTesns

6bina paspaboTaHa NoTpebUTeNbCKas MaTPULA.

JlaHHOs MOTPUULAG POCCMATPUBAET OKHA MO

LWMpmHe (NpodunbHbie CUCTEMBI) U ryBuHe

(crexnonakertsl), umeeT 9 pasHeceHHsbIx no

LEHOM W OYEBMAHBIM NOTPEOUTENCKUM BLIFOAAM

NPOAYKTOB, OGBLEAMHEHHBIX MO, YACTHBIMM

nponykTosbiMu 6peraamu (TOTM-okHa u Tennsie

PbIHOUHAS KOHBIOHKTYPA 1 MOTPebUTENbCKOE NO-
BEAEHUE BHOCWIM CyLLLECTBEHHLIE KOPPEKTMBLI B
paboTy ynpaBnsioLLei KOMIAHMU.

KoppexTuabl Bbinvt BHECEHBI PACLUMPEHME 1 PA3-
BEEHWE NPOAYKTOBOW AMHENKM MO WMpuHe (BUab!
OKOH MO NPOGUIABHBIM CUCTEMAM) U FyBUHE (BUabI
CTEKNONAKETOB B OKHAX) C LeMbIO ycunenue notpebu-
TENbCKWX BLIFOA MO CBOMCTBA M LEHE HA NPOAYKTHI.
Boinu eeinywensl PR cTaTem ¢ uensio sakpennerms s
CO3HAHUM NIOAEH HEMPENOXHOTO YCIIOBUS CMeLLe-
HWA OKLEHTOB OT CTOMMOCTM NPOAYKTA K CTOMMOCTH
OKA3QHMS yCnyT.

PerynapHo npou3eoannack KOppekTMPOBKA pPeko-
MEHLYEMbIX PO3HUYHBIX LEH, AEHCTBYIOLLMX B CETH,
MCXORAA M3 PLIHOUHBIX YCOBMIA.

Mogsepranacs pesnanmn cucTema obydeHms ¢
ONMCATENbHBIX METOAMK MPOACX W 3HAHWA NPORYKTOB
HO NOKA3aTENbHbIE HOMMAAHBIE MATEPUANBI, 4ETKO
OTpaXaioLLMe NOTPEBUTENLCKME LIEHHOCTH.

B cBA3M C OXMAAHUEM CHUXEHMS NOTPEBUTENLCKOTO
CNPOCA NOMMMO NPOLECCA UeHOOBPA30BAHMS KOP-
pekTream 6binn NOABEPrHYTH JOrOBOPHbIE OTHOLLIE-
Hus ¢ naptHepamu. Ha 2009 roa caenana craska Ha
AANLHENMLLYIO 3KCNAHCUIO CETU HO OCHOBE OTKPLITUA
6OMbLIErO KONMMYECTBA MAra3MHOB Nog GPEHAOM,
COKPALLEHWs 3aTPAT HA NPAMYIO PEKNaMy.

WOW-MOM (We

Open Windows, Mol
OTKPbIBAEM MUE

PVC windows and associated services
Campaign title: Going To Open Windows (Uay
OrkpbiBatb OkHa)

Category: Regional Project

Project scale: Regional

Goal:

1.

2.

Establish firm B2C sales channel for PVC
windows manufacturer Spetcremstroy leading

its activity on B2B market. Make WOW-MOM
brand an intangible asset that produce added
benefits for Spetcremstroy business.

Create and promote the first consumer brand
on PVC windows market aiming at conducting
overall services connected with needs formation,
selection, advice, construction, maintenance and
operation.

Obijectives:

1.

2.
3.

5.
6.

7.

Define, create and manage brand equity, identity
and positioning.

Trademark registration.

Choose a non-descriptive brand name that does
not describe underlying product (PVC windows)
but distinguish it from the others.

Create long-term brand which has unaided
awareness and belongs to evoked or consid-
eration set of brands when one would surely
consider buying.

Elaborate brand-book, unified services and
merchandizing standards.

Persuade Spetcremstroy dealers to enter WOW-
MOM brand and prove benefits of such entering.
Choose partners and establish long-term rela-
tionship with them.

Success criteria

1.

Augment WOW-MOM with greater number of
partners under channel distribution contractual
obligations prescribing to purchase PVC win-
dows only from Spetcremstroy.

2. Build-up brand awareness and increase added
values.

3. Shift the existing practice of buying PYC windows
as a product to performing turn-key services con-
nected with windows.

4. Launch word of mouth process.

Goal:

1. Create brand identity and positioning specifying
the facets of brand and the right angle to attack
a market to increase its share at the expense of
competition.

2. Launch source brand to the market.

3. Impregnate the source brand with private label

product brand extensions on the basis of con-
sumer product matrix.

Success criteria

1.
2.

3.
4.
5

Market players brand awareness.

Brand awareness and evoked set in target audi-
ence and those considering an opportunity of
purchasing in the near future.

Increase WOW-MOM partners.

WOW-MOM overall sales growth.
WOW-MOM brand copycat and counterfeiting.

Total media budget:
Under $500 thousand



When we open windows, we open the world and we
are going to open both with our customers.

Such PVC windows added values as heat and noise
insulation as well as vital necessity to change old
windows to the new ones when making redecoration
and repairing are essential consumers’ preferences.
However the whole PVC windows consumers market
is crowded with players selling windows as a product
but not as an integrated service, this leads to the situ-
ation when price is the major and even the only one
purchase decision making.

Inadvertent appearance of brand with clear identity
and positioning is only a matter of time. Obviously
brand building and launching belong to companies
with strong background and resources. The choice
has been made between building our own retail
network and extensive partnership with existing
Spetcremstroy dealers on a franchise basis. We de-
cided to choose franchise and it was a cornerstone
to success.

The idea has come to mind when walking on one of
Ekaterinburg street and dropped across 3 no-name
retail outlets with a simple sign “PVC windows”. By
the end of 2007 more than 90% of all Urals outlets
bear only such sign or descriptive names connected
with PVYC windows. The situation had been getting
worse because the product and services were
separated between each other. The situation had to
be changed and we came to the decision of building
value added brand distinguishing it from all the oth-
ers no-name seasonal companies.

Launching word of mouth mechanism is the major
strategy that comes alongside with saturating infor-
mation environment with source brand awareness,
new products and services appealing to real custom-
ers’ preferences.

The following steps are vital for project success:

1. Penetrate the market with new brand logo, site,
federal phone number and integrated identities
differentiating it from the others.

2. Start call-center services.

3. Open retail outlets with unified services, products
and trained personnel.

4. Open service center and its promotion to the
market.

5. Elaborate and launch source brand product
extensions appealing fo true consumers’ prefer-
ences such as heat and noise insulation, safety,
comfort and other essential features. Such
product brand extensions significantly differ from
existing experience of selling PYC windows as
profile systems bearing original names of these
profiles.

6. Promote sales attracting customers to retail
outlets with unique product and services offer.

7. Train sales personnel enhancing their products
knowledge and customer’s behavioral motiva-
tions and sales skills aiming at increasing sales
and customer’s loyalty.

8. Assign channel franchise WOW-MOM partners
with additional rebate is case of their full confor-
mity with existing standards, sales success stories.

9. Drop down direct marketing expenditures in
favor of word of mouth, opening greater number
of outlets at the partners” expense.

TV:
Spots

Radio:
Spots

Print:
Newspaper

Print partnership

Direct:
Mail

Interactive:

Online Ads
Web site
Viral video

Outdoors:
Billboard
Place Based

Sponsorship:
PVC windows replacement in orphanage

Guerilla:
Tagging
Wraps
Buzz Marketing

Couponing
Pricing Changes
Other: consumers’ product matrix

Taking into account the importance of initiating word
of mouth process considerable stake has been made
to fix up and increase customers’ loyalty during all
the way from necessity recognition to PVC windows
utilization. The following procedures enforced word
of mouth:

1. Call-center has encompassed and unified
incoming appeals.

2. Training has been
permanently enriched
with new ideas on
the basis of market
situation changes to
satisfy ever changing
customers’ needs.

3. All customers
considering buying
windows have been
supplied with discount
cards, magnets,
leaflets and other
paraphernalia.

4. WOW-MOM service
center has centralized
all incoming claims.
Service center mission g |

700% 1

600% -

100%)

500% -

400% -

300% -

200% -

100% -

All data applied to Sverdlovskaya oblast. The sourc-
es are WOW-MOM Service center data, number of
contracts concluded with partners, number of retail
outlets specified in wowmom.ru sirte, Spetcremstroy
Ltd. financial accounting database.

1. 95% market players unaided brand awareness.

2. 55% unaided brand awareness between cus-
tomers eager to purchase PVC windows in the
meantime. In Ekaterinburg this rate reaches 80%.

3. ~50% evoked set. WOW-MOM brand belongs
to the shortlist of 2-3 brands one would surely
consider buying.

4. Permanent increase in WOW-MOM number of
partners. By February 2009 WOW-MOM net-
work includes 45 retail outlets. We are going to
more than double the number of outlets in 2009
and sufficiently expand WOW-MOM network to
Chelyabinskaya and Tumenskaya oblast.

5. Growth in sales. By the end of 2008 more than
30% of overall Spetcremsrtoy sales reside in
WOW-MOM. What is more important that this
rate increases in low seasons thus creating ad-
ditional cash flow during “hard” times.

6. Attempts to launch resembling trademarks clon-
ing the basics of WOW-MOM brand.

Sales rates (January - 100%): WOW-MOM, unbranded dealers.
WOW-MOM / unbranded dealers

BWOW-MOM sales rates (January-100%)
B Unbranded dealers sales rates (January-

0% WOW-MOM / unbranded dealers

are to make each and 1 2 3 4 5 6 7 8 9 10 [ 1 12
every appeal a success 100% | 193% | 238% | 387% | 406% | 339% | 393% | 530% | 614% | 554% | 407% | 335%
100% | 149% | 218% | 377% | 359% | 349% | 372% | 492% | 620% | 537% | 292% | 318%

story triggering word

of mouth process.

29% | 37% | 31%

29%

32% | 28% | 30% | 31% | 28% | 29% | 40% | 30%

Price changes were per-
manently under consider-
ation both on B2C and B2B markets:

1. B2B partners and dealers prices were changed
to meet the market demands and save and even
increase the existing profitability of partners’
businesses.

2. B2C prices were also revised according to ever
changing markets situation and behavioral
preferences of different markets. Recommended
prices were published on wommom.ru site and
have been changed on a monthly basis.

3. Anticipating the upcoming falling demand in
2009 additional 2% discount has been made
to WOW-MOM partners under the terms of
channel distribution meaning that they are
obliged to make all the year purchases of PVC
windows in Spetcremstroy. This step has been
made to sufficiently increase the number of
WOW-MOM partners, build-up availability
effect and fix the squeezing demand on WOW-
MOM network and Spetcremstroy products and
services.

Private label product matrix has been elaborated

to simplify the process of decision making, supply

customers with most valuable personified product
their money can buy and finally increase overall
customers’ satisfaction. This matrix regards each

WOW-MOM private label product (TOP-okna and

Teplie Okna) as a composition of profile systems and

multiple glazing separated by price and consumer

properties. All 9 products have their own peculiari-
ties and differ from each other by Classes (Economic,

Basic, Premium) and Service Level Agreements

(Basic, Comfortable, Increased Values).

Market situation and consumers behavior forced to
implement sufficient amendments to the work of the
management company, but brand identity remained
the same with little changes applied to positioning.
Changes have been made to product extensions

to the source brand by profile systems and glazing
which are combined to consumers’ matrix aiming at
simplifying consumers’ choice.

Further PR efforts have been made to shift emphasis
from buying PVC windows as products to long-term
services embracing step by step process of recogni-
tion, choice, consultation, purchasing, installation,
maintenance.

Both consumers” and dealers’ prices have been
changing on a permanent basis to make the most

of the market opportunities both on B2B and B2C
markets.

Training has been revising to implement new prod-
ucts, procedures, sales efforts.

Anticipating forthcoming consumers market squeeze
in 2009 WOW-MOM network expansion in the Ura-
Is region has become the main strategical objective.
Such expansion will be inspired by giving additional
discount to WOW-MOM partners on the basis of di-
rect liability to make PVC windows purchases only in
Spetcremstroy. We expect that more than 100 retail
outlets will be working under WOW-MOM brand
by the end of 2009 comprising more than 70% of
overall Spetcremstroy sales.



