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Llens: co3nate KOMMYHWMKQLMOHHBIM MPOEKT, NO3BO-
NAOLLMI OBECMEYUTD BLINOHEHUE MPOAAXK KIYOHbIX
KQapT, OTCTPOUTLCS OT KOHKYPEHTOB M NOATBEPANTS
crartyc «cet putHec-kny6os Nel 8 Poccun» no oka-
3aHMIO GUTHEC-YCIYT B KATEFOPUSX MPEMUYM U JIIOKC.
3anaum:
[lns pocTuxeHus NOCTABNEHHOM Lenu Hamu Bbina
paspaboTaHa CTPATErvst MAPKETUHIOBOM AesTeNb-
HOCTH, NO3BONAIOLLAS AOCTUYL CEAYIOLLMX 3AAAY:
BHeLwHUM MaPKETUHT — TBOPYECKAs 1 MAPKETUH-
roBas CTPATErMs KOMMYHMKALWMI, HONPABNEHHAS
HO NpuBne4YeHne HOBbIX 4NEeHOB Kﬂy60,'

BHyTpeHHuit MapkeTuHr — paspaboTka 1 BHe-
APEHME MAPKETUHIOBBIX MPOrPAMM JIOSIEHOCTH,
NOCTPOEHWE BHYTPEHHETO AMANOrA C KIIMEHTOM
yepes Co3naHne TBOPHECKON U MAPKETUHTOBOWM
KOMMYHWKALMHK, HANPABNEHHbBIX HA YAEPXAHWE
KIMEHTOB;

YkpenneHue ctatyca 6peHaa kak cetn putHec-
kny6a Nel s Poccun uepes sHelwHIo0, BHYTPEH-
HIOKO MOPKETUHTOBYIO AEATENBHOCTb C UCMONbB30-
BAHKWEM MHCTPyMeHTOB PR.

KpaTkuit 0630p poitka dutHec-yenyr 8 Poccuu:

OcHoBHbIe nokasaTen peinka 2005 2006 2007 2008 2009 2010
cuTHec-ycnyr
KonuyecTtBO kny6oB
Poccus 1420 1500 1625 1750 1875 2 000
Mocksa 444 475 500 525 550 575
CaHkT-leTepbypr 160 170 180 189 200 210
PernoHbl 816 855 945 1036 1125 1215
CTeneHb NPOHUKHOBeHUA, %
Poccus 0,75% 0,80% 0,86% 0,93% 1,01% 1,11%
Mocksa 3,36% 3,52% 3,72% 3,94% 4,15% 4,39%
CaHkT-leTepbypr 2,39% 2,51% 2,67% 2,85% 3,04% 3,24%
PernoHbl 0,48% 0,52% 0,56% 0,61% 0,67% 0,75%
Kon-Bo 4yenoBek, perynspHo nonb3yrlmxcsa putHec-ycnyramu, Tbic. Yyen.
Poccus 1078,5 | 11420 | 1220,2 | 13134 | 14223 | 1547,6
Mocksa 350,0 366,9 388,7 412,9 438,0 464,0
CaHkT-lNeTepbypr 109,7 115,0 121,8 129,4 137,3 145,5
PervoHsbI 618,7 660,2 709,7 771,2 847,1 938,2
O6beM pbiHKA, MIH. JOT.
Poccus 550,0 700,0 900,0 1122,4 | 13550 | 1625,0
Mocksa 318,9 400,0 507,6 621,9 734,3 857,9
CaHkT-leTepbypr 86,3 110,0 140,3 173,9 206,9 242,6
PervoHbl 144,9 190,0 252,1 326,6 413,8 524.,4
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Llenb: cozpamue adpdekTMBHON PEKTAMHOM Kamna-
HUAW.
OcHosHble kpuTepmm 3dbdekTMBHOCTH:
Buinonnerue nnaHa npoaak knyBHbIx KapT Ha
100%;
YaepxaHue cpeaHein CTOMMOCTH KTyGHOM KapTbl
HQ YpOBHE 3aMnIaHUPOBAHHOM;
Yeenudenue konudectsa knybHoit 6assl Ha 18%;
CooTHoLweHwe HoBbIX YneHoB knyba k npoane-
satomm unerctso: 40%/60%;
3aTpaThl HO MAPKETUHT HE JOMKHbI MPEBbILLATH
5% OT BLIPYYKM KOMNAHMMK.

O6wuit meana-6lopxer:
o1 500 po 999 teicay ponnapos CLUA

OcroeHas naes npoekta 2008 roga saknodyaetcs

B TOM, YTOGbI, MCMONb3Y: BU3YANbHbIE MMULXM W
PEKIAMHO-MHBOPMALMOHHBIE COOBLLEHMS, LOHECTH
[10 HOLLEeW LeneBoM ayauTOPUK, YTO Mbl HE MPOCTO
MECTO, rie o1 3aHUMAIOTCS GUTHECOM, O Mbl CO-
06LWeCTBO — kNy6, KOTOPLIN OBbEAUHSET YCMELHbIX,
TANQAHTAMBLIX, KPEATUBHBIX TIOAEHN, KOTOPLIE 304YMbl-
BAIOTCA O CBOEM OYLyLLEM CETOAHS.

CnopTUBHOCTb, KPACOTA, YCNEX, CEKCYanbHOCTb,
MHTENNEKTYANbHOCTb, KAYECTBO — BCErna ByayT TpeH-
10M. MBI, CO3A0BQS HOLLKM PEKNAMHBIE KAOMNAHMK,
CTAPAEMCS OTPA3UTb UX B HALIMX MMMIXAX.

[ns peanmsaumm HaLWER UMUAXEBOM KAOMNAHWUM Mbl
MPUIAACUAN NPUHATb YHACTME APKMX MIOAEH CaMBIX
pPa3HbIx NPOMECCUIM, MyXXUMH, XEHLLMH U AeTEl,
KOTOPbIX OBBLEAUHANIO O[HO — OHM BCE AOBUNMCH
ycnexa v OHM BCe peanbHbie uneHbl dbutHec-kny6os

BPEMS bbiTb CUJIbHbIM!
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World Class. M nonbayscs Tem ncropmueckim
AKTOM, Y4TO HALLA KOMMNAHUS CTANA NEPBON CETHIO
¢duTHec-kny6os B Poccum, Mbl ncnonbaosanu aaHHoe
NPENMYLLECTBO M NEPEHECTM ETO HE TOJBKO B CIIOTAH
kamnanmm — «CeTb dutHec-kny6os Nelx, Ho u 3atem
U3MEHUAM rpadmyeckuit 6r1ok norotmna, nobasms
LAHHYI0 Gpasy. Tem CambiM BM3yanbHO Mbl OTPA3MIK,
KTO IBNSETCS HALUEM LeNneBoi ayauTopuen, a
PEeKIaMHOE cooBLLEHNE MHPOPMMPOBANO O HALIEM
NO3ULMOHUPOBAHUM.

BHYTpeHHSS MOPKETUHIOBAS KOMMYHUKALMSA C
4neHamu kny6a 6a3uMpoBaNack HA KOHLENUMM
PEKIAMHOM KamMNaHuu, koTopas Geina paspabota-
Ha comectHo ¢ PA Low Adwenta. Ho HeobbiuHbIM
$AKTOM BLINO TO, YTO Mbl HE 3AKA3BIBANM AAHHYIO
paboTy, ee paspaboTan KPEATUBHbLIA AMPEKTOP

Low Adwenta Angpeac TockaHo, KOTOpbI aBRancs
HOLUMM YNEHOM KNyBa 1 NPEANIOXMI CBOIO MAEIO

ANst Hawero paccmoTpenmio. Pabota rpaduyecku
6b|J'|O BbIMOMHEHA B CTUJIE COLLAPT C O4EHb APKUMU U
MHOTAA AAXE XECTKMMM COOBLLEHUAMM, HAMPHUMED:
«3epkana B peanbHOM XM3HU HE PA3TOBAPHBAIOT
KOK B CKA3KE — OHM HOMHOTO YecTHeey, «Hepes

5 ner, s 6yay Ha 5 net monoxe», «CamooueHka,
YBEPEHHOCTb, COMOYBAXEHWE NOAOGHbI MbILLLIAM

— TPEHUPOBKA AENAET UX curbHeey. MIMEHHO Takoi
IMQTIOT Mbl XOTEMM BBICTPAMBATH C HALIMMM YNEHAMM
kny6a — npsimoit u yectHbii. [ostomy pabota Geina
npuHaTa u peanusosara B kanengape 2008 roga, n
BHYTPEHHEM OPOPMNEHMH KITyGOB.

Crpateris KOMMYHWKALMK CTPOTO 30BUCUT OT MAP-
KETUHTOBbIX LEene.

[Ins peanusaumm MOPKETUHIOBOM AESTENbHOCTU Mbl
Mcnonb3yem NpakTMyeckn sce MHcTpymenTsl ATL (3a
MCKIIOYEHMEM NPAMON peknambl Ha TB): HapyxHas



PEeKNamMa, NPecca, POAMO, UHTEPHET; AMPEKT-
MapkeTuHr. Takxe Mbl ncronbayem BTL, MHCTpyMeHTbI
kpocc-npomo v PR, nnuHbie npogasu.

Bbibop peknamoHocHTenelh ocyLecTBIeTcs Ha
ocHose ananuaa sdpdektusHoctn CMU (meToab:
TenepoHHbIE ONPOCh! 1 AHKETUPOBAHME KIIMEHTOB.)
Kpome 3T0ro, Mbl CMOTPMM HO OXBAT, PEHTUHIU 1
nosuunormnposarme CMA.

Tsopueckas CTpaTervs 3aBUCHT OT MAPKETUHTOBLIX
Lenem, CTOAWMX Ha AAHHBIA KOHKPETHbIN nepnog. B
nepuoa BLICOKOro cnpoca (4 nepropa) mbl pas-
MELLAEM PEKIIAMHBIE MMUEXM HO BCEX PEKNAMHbIX
KOHANQAX, GHOHCUPYIOLLWX AEHCTBME CNeUManbHOro
NPEAnoxeHus. B nepuog oTcyTcTBMs MAPKETUHIOBBIX
NPEANOXEHUMA MO CTUMYIIMPOBAHMIO MPOAGX Mbl PA3-
MELLAEM UMMIXKEBYIO PEKIIAMY.

Bo BTOpOIt NONOBMHE rOAA, KOrAA M3-30 KPU3MCA

Mbl HOBNIOAANM CHUKEHME MPOAAX, Mbl TOHUMAIH,
4TO KaK ceTb puTHEC-ky6os Nol Mbl He MOXEM
BMNOAATL B NAHMKY, M CHUKATb LEHbI ANst TPUBNEYEHMS
KNMeHTOB. Mbl coienany akUeHT Ha KPeaTUBHOCTH.
CHayana mel paspabotanu kamnanuio «Bpems

BbITb CHIbHBIMIY, KOTOPAs B fekabpe nepeluna s
kamnanmio «Mamenn cebs, uamenn byayweel» - koto-
past CTana APKUM NPUMEPOM KPOCC-NPomo. B 3toi
KOMMaHMK NpuHAnu ysactve: unbm «O6Gutaemsii
OCTPOB» (Npembepa koToporo coctosnacs 1 aHeaps),
KOMMAHMs «APMMKOMY 1 CETb MATra3uHOB «A3byka
skyca». CyTb KAOMNAHUM 3AKNIOYANACH B TOM, Y4TO BCE
KTO NproBpeTant KapTy B PAMKAX 3TOM KAMNa-

HUM, MONYYANN KOPTY UHAMBUAYQIILHOTO AW3AMHA,
KOTOpast BKMoYana 8 cebs GOHyCbl HO NOMb3OBAHWE
YCIYramu KOk BHYTPM CeTH kny6oB, Tak 1y nap-
THepoB. bnarogaps 3ToM KAMNAHMM HAM YAANOCH
YAEPXKATb CPEAHIO LEHY KAPTbI M BbIMOMHWTL MAAH
npoaax Ha 100%.

PeknamHbie KaHanbl:

1. HopyxHas peknama sensetcs fns Hac CambIm
3P PEKTUBHBIM MHCTPYMEHTOM, MO3TOMY Mbl
MCNOMb3yem BCE BUabI, HANPUMEP: yKa3aTeny,
nepeTskku, Wwntbl 3X6, 6peHamayspsl, 6aHHeps
HO GACAAOX, CBETOBLIE BBIBECKM.

2. Bropoit no 3bdbekTBHOCTH peknamHbIi
HOCUTENb — MHTEepHET. Mbl Ucnonbayem ans
pasmellenmns 6onee 20 Hanbonee nonynapHbIx
PECYPCOB PYHETA, NO TAKMM HAMPABNEHWSAM
KOK MOPTankl, GpUTHEC-PECYPCbI, HOBOCTHBIE M
nenosble, counansHbie cetw, lifestyle. OcroBHbiIMM
HOLUMMM NAPTHEPAMM SBAKIOTCS NopTans: rbc.
ru, yandex.ru, rambler.ru, mail.ru, kommersant.
ru, odnoklassniki.ru, getfit.ru, cosmo.ru. Mei
MCNOMb3yem Kak GAHHEPHOE, TAK W KOHTEKCTHOE
pa3MeLLeHme.

3. B npecce mbl pasmelLaem, Kak Npasuio, UMUmkKe-
BYIO PEKIIAMY B MISIHLEBBIX W AENOBbIX M3AAHMAX,
KOTOpbIE HaUBOoMNEee NONYNSAPHLI CPEAN HALLIKMX
unewros knyba: Vogue, Elle, Hello, InStyle Forbes,
PBK, Co6aka.ru (Cankr-MNetepbypr), Nutepbus-
Hec (Cawnkr-MNetepbypr).

4. Papmo aBnsetcs noaaepXmBaioLmMM PEKIAMHbIM
HOCHTENEM B MEPUOAbI CNIELMANBHBIX MPEMTIOXe-
Huit: Cepebpsanbiit goxab, Monte Carlo (Cankr-
Metepbypr) Europe Plus (Cankr-MNetepbypr).

5. [IMpeKT-MapKETUHT — PACCHINKA MO XHUTENAM
SMUTHBIX IOMOB U PYKOBOAMTENSIM M BIALENbLAM
KOMMNQHUHA.

6. Kpocc-npomo. Cetb marasuHos «Aszbyka Bkycay.
B caasu ¢ Tem, uTo Mbl UMeem obLLyio Lenesyio
QYAUTOPMIO, Mbl PA3PABOTANM 1 PEANU3OBANM
KO-6PEHAMHIOBIN NPOEKT NOA HasBaHuem «Bkyc
k 3noposoit XusHu», Gnarogaps kOTOpomy
6penn World Class npucytcreyeT Ha noctosH-
HOM OCHOBE B BMAE CTUKEPOB W CMELUATbHBIX
KPACHBIX LEHHWKOB PSAOM C Hanbonee nonesHom
1 HU3KOKOTOPUIMHOM NPOAYKUMEN, CNELMANbHO
nogobpatton aetonorammn World Class. Takxe,
B Nepuop, AEMCTBMA CNEeLMANbHbIX AKLMA HALIM
bnaepcsl BKNOALIBAIMCh B MOKYMKY.

7. BTL. Kaxabit kny6 umeeT 3an1aHMpOBAHHbIN
nepeyeHb CoPTUBHO-PA3BIEKATESNbHbIX MEPO-
NPUSITI, HANPABAEHHbIX HO YAEPXAHWUE YTIEHOB
kny6a 1 cosaarme knybHom atmocdepsl. K
Hanbonee ApKUM 1 MaccosbiM, npoLueatumnm 2008
rody MOXHO oTHecTw «[leTckyio cnapTakuagy» 1
«Onumnuaay World Class» 8 koTopo# npunano
ydactune 6onee 1200 yenosek. D10 MexknyGHble

MEPOMNPHATUA, CNOCOBCTBYIOLLME YBENMYEHMIO
NEePCOHANBHOTO TPEHUHIA 1 MOBbILIEHMIO NOAb-
HOCTW Cpeau uneHos kny6oe. B Hux koTopbix
NPUHUMAIOT YHOACTME UHCTPYKTOPBI U YEHbI
buTHEC-kNy6OB ceTh.

8. PR. D1omy cpenctsy KOMMYHUKALMM Mbl yaENSEM
ocoboe 3HaueHne. B cpearem npecc-uHaekc
cetv World Class 8 mecsau coctasnsieT okono
100, ocHoBHAs YacTb NyBAMKaUMA — CTATLM, NO-
CBALLEHHBIE NONHOCTBIO KOMNAHWK. 3HaueHune PR-
Value & cpenrem coctasnset $290 000, Media
Outreach — 15 438 006. Mcrounmk: Arentcrso
PR-News

9. Cnoncopctso. Kak npasuno, Mbl nopaepxmeaem
TONbKO T€ MEPONPUSTUS COLMATBHOTO UKW Pa3-
BNIEKATENBHOMO XAPAKTEPQA, KOTOPLIE CBA3AHbI CO
CrNOpPTOM, GUTHECOM, NONYNAPU3ALMEN 300PO-
BOro 06pa3a xwm3Hu. Hawa komnaHus nosuumo-
HUPYETCs KaK OCHOBATENb GPUTHEC-UHAYCTPUM
B Pocauu, uto siBnsieTcs [eNCTBUTENBHOCTBIO.
Mo3TOMY Mbl NTOAREPKUBAEM MEPONPHUATHSA,
HAMPABMEHHBIE HO O3A0POBNEHNE HALMM: HO
npoTaXeHnn 15 neT Mbl ABNSEMCH reHePasbHbIM
cnoHcopom MexayHapoaHoro Pectusans Pus-
KynbTypbl v cnopTa. B meponpustim npuHumaiot
ydactve npodeccMoHansl 1 nobutenu dputHeca,
exerogHo Pectveans nocewaet okono 17 000
yenosek. 30 rofbl NPOBEAEHUS MEPOMNPHUSTUS Er0
yuactHukamm cranm 6onee 100 000 uenosek u3
450 ropogos n 75 pervoroe Poceuu, crpan CHI!
un bantun. Kpome 31oro npesmaeHT Hawei kam-
nanmm Onbra Cnyukep M MHCTPYKTOPCKMiA COCTAB
NpUHUMaeT ydacTue 8 nporpamme «bonbine
roHku» — «[epBbiit KaHany.

TB:
Pasmellerue ckpbiToit peknams

Papmo:
Papnopexknama

MeuarHbie CMU:
MoTpebutensckue xypHansl

PR:
Meponpustus

Auvanorosas:
MHTepHeT caitTbl

HapyxHas:
Pexnammble wmtsl
3naHus

Po3HunuHbIe Npoacxu:
Peknama B mectax npogax

BoBneuyeHue KIIMEHTOB:
Pacckas o nnyHom onsite (WOM)

[Mporpamma nosinbHOCTH

1. Mbl paspa6oTanu 1 BHeapunu B HOLWK kyDbl Ase
MPOrPAMMBI NTOSTBHOCTH:

2. Mporpamma Club Bonus. Ee cyts B ToMm, uto
30 OKTMBHOE nocelueHne knyba, Nonb3oBaHue
LOMONHUTENbHBIMW YCITYrOMU M PEKOMEHAALMIO
YNEHCTBA APY3bSIM BCE UNeHbl CeTh BUTHEC-
kny6oe World Class nonydator 1 Hakannmsaiot
BOHYCbI B TEYEHME CPOKA AEMCTBUS YNEHCTBA.
Yem Gonblue GOHYCOB KIMEHT HOKOMUA B TEYEHMe
rOAQ, Tem BONbLIYIO CKUAKY HA MPOAEHUE OH
nonyuaet. Llens nporpamms! - ysenuderue un-
TEHCMBHOCTM MONb3OBAHMS KIIMEHTAMM AOMOMHM-
TEMbHBIX YCNYT, NOBbILLIEHWE NOSNBHOCTH KITMEHTOB
W, KOK CNeacTBre, MOTMBALMS KITMEHTOB HA NPOA-
nenue uneHcrea. B nporpamme yuactsosanu sce
KIIMEHTBI CETH, Mbl LOBUIUCH YBENUUYEHMS renew
(npomnenmsa) Ha 7—10%, ysenuumnucs noxogs no
pononHuTensHeimM yenyram Ha 10%.

3. «JTiobUMbI KIMEHT»- NPOrPAMMa, AAOLLAA AO-
NOMHUTENbHBIE CKMAKM HA TOBAPbI, YCIYTM HALLIMX
NAPTHEPOB NP NPERbABNEHWMU KIyGHOM KApTI

World Class. B nyn Hawux napTHepos BxoaaT:
«Asbyka Bkyca», «Asunony, «Kenrypy», Nike,
«Dcrens Agonny, «Kawemnp&LLenk», knuHmku
«detanby.

4. B 2008 rogy Mbl OTKpBINK CEPBUCHYIO ClyxBy,
KOTOPQSst MOMOTQET KIMEHTAM OAANTUPOBATLCA B
kny6ax, cnocobCTByeT BOBNEUEHMIO B Ky6HYIO
XM3Hb, CTUMYNIMPYET K nocetueHmio knyba, T.e.
HAMPABEHA HA YBENUYEHWUE NOANBHOCTH YIIEHOB
kny6a W KaK CNeacTBUE — NPOANEHNE YNEHCTBA.

HecmoTpst HO KPH3KC U CHKEHME MPOAAX BO
BTOPOV NONOBMHE FOAA, HOM YAANOCh BLINONHUTL
nNaH Npofax knybHbix kapT Ha 98%;
Yaepxanu CpeaHioln CTOMMOCTb KapThl HO yPOB-
He 3anIaHUPOBAHHOW;
Yeenuuunu konuuectso kny6Hor 6assl Ha 18%;
Jloctvrnu cooTHoLLEHWE HOBBIX YNEHOB kNy6a K
npoanesaowmm unenctso: 40%/60%;
3arpatsl Ha mapketurr 8 2008 rogy coctasmnm
4% OT BEIPYYKM KOMMAHUU.

[MoMMMO 3TOro HaM YAANOCh:
YBenuuuTh CpeaHee KONMYECTBO MOCELLEHNH B
negenio ¢ 1.3.pas 8 Hegenio no 1.7;
YBenuunts cpegtmit ek Ha 1 knnenta Ha 10%
no cetv u Ha 25% B pebpeHanpOoBaHHbIX knybax
(Maxisport), 3To roBOpuT HOM O CMeHe Lenesoi
ayauTopuu;
Orkpbith 3 HoBbix kKny6a cetrt World Class (s
MMOL, «Mockea-Cutmuy, 8 BLL «Cutupgen» Ha
3emnanom sany 1 B XK «Tpuymd Manacy).
OrkpbiTh Npeanpoaaxu B 2-x knybax s CaxkT-
MeTepbypre.
Orkpbits pparyaitanHrossie knybs World Class B
Camape 1 Huxrem Hosropoge.
3aknio4nTL 2 GPAHYAH3MHIOBbIX LOFOBOPA HA
otkpsitne knybos World Class so Bnagmnesocrtoke
u Boporexe.

*[laHHbIE KOMNAHMM.
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Fitness Services

Campaign title: Number One Chain of Fitness
Clubs

Category: Goods & Services

Project scale: Regional

Goal: to create the communication project that helps
to provide the fulfilling of the membership selling,
step aside from the competitors and to confirm the
position as “Number One Chain of Fitness Clubs in
Russia” in the field of fitness services of the premium
and luxury segments.
Tasks:
To achieve the goal we developed the strategy of
the marketing actions that helps us to complete the
following tasks:
External marketing — creative and marketing
strategy of the communication aimed to attract
new club members;
Internal marketing — development and introduc-
tion of the marketing loyalty programs, building
the dialog with the clients through the creative
marketing communication aimed to the clients
retention;
Reinforcement of the brand status as the Number
One chain of fitness clubs in Russia through the
external, internal marketing activities using the PR
instruments.
Short review of the Russian fitness market:

Goal: create the efficient advertising campaing.
Main performance criteria:
Completion of the membership selling plan for
100%;
Keeping the average membership price at the
pre-arranged level;
Increasing the club database for 18%;
Proportion new members to the renew as 40% to
60%;
Marketing expenses should not exceed the 5% of
the company revenue.

Total media budget:
$2 — 5 million

The main idea of the 2008 project is using the visual
images and advertising-informational messages to
deliver to our target audience that we are not just
the place where people go for fitness but we are the
community — club that unites successful, talented,
creative people who think about the future today.

Sport, beauty, success, sexuality, intellectuality,
quality — always will be a trend. We when creating
our advertising campaigns want to reflect it in our
images.

OcHoBHbIe NoKa3aTeny puiHka 2005 2006 2007 2008 2009 2010
c¢uTHec-ycnyr
KonuyecTtBo kny6oB
Poccusi 1420 1500 1625 1750 1875 2000
MockBa 444 475 500 525 550 575
CaHkT-lNeTepbypr 160 170 180 189 200 210
PernoHbl 816 855 945 1036 1125 1215
CTteneHb NPOHMKHOBEHUS, %
Poccus 0,75% 0,80% 0,86% 0,93% 1,01% 1,11%
Mocksa 3,36% 3,52% 3,72% 3,94% 4,15% 4,39%
CaHkT-lNeTepbypr 2,39% 2,51% 2,67% 2,85% 3,04% 3,24%
PernoHbl 0,48% 0,52% 0,56% 0,61% 0,67% 0,75%
Kon-Bo 4yenoBek, perynsipHo Nonb3yLWmUXcA (PUTHeC-ycnyramu, Tbic. Yen.
Poccus 10785 | 11420 | 12202 | 13134 | 14223 | 15476
Mocksa 350,0 366,9 388,7 412,9 438,0 464,0
CaHkT-MNeTepbypr 109,7 115,0 121,8 129,4 137,3 145,5
PervoHbl 618,7 660,2 709,7 771,2 847,1 938,2
O6beM pbiHKa, MIH. AoN.

Poccus 550,0 700,0 900,0 11224 | 13550 | 16250
Mocksa 318,9 400,0 507,6 621,9 7343 857,9
CaHkT-NeTepbypr 86,3 110,0 140,3 173,9 206,9 242,6
PernoHbl 144,9 190,0 252,1 326,6 413,8 524,4
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Hatanba. @uHaHCKCT.
Ynen knyba World Class.

For the realization of our image campaign we invited
vivid people to participate in it. People of different
professions, men, women and kids who are united
by one thing - they all achieved the success and they
are the real members of World Class clubs. Taking
into the consideration the historical fact that our
company became the first chain of fitness clubs in
Russia, we used this advantage and put it not only
as the campaign slogan —“Number one Chain of
Fitness Clubs”, but also changed the graphic block
of the logo by adding this phrase. So visually we
showed who is our target audience and our advertis-
ing message informed about our positioning.
Internal marketing communication with club
members was based on the advertising campaign
concept that was developed together with the
Advertising Agency “Low Adwenta”. But the unusual
fact here was that we didn’t order this work it was
developed and introduced to our attention by
Andreas Toskano who was the member of our club.
The work was made in the socart style with very
bright and sometimes tough messages, for e.g.:"The
mirrors in real life don’t speak as in fairy tales — they
are more honest in life”, “In 5 years | will be 5 years
younger”, “Self estimation, self-confidence, self
respect similar to muscles — training makes them
stronger”. This exact dialog we wanted to build with
our members — straight and honest. This is why the
work was accepted and was used in the 2008 calen-
dar and in the internal decoration of the clubs.

realization of the marketing activities we use almost
all ATL instruments (excluding the direct TV advertis-
ing): outside advertising, press, radio, internet, direct-
marketing. Also use BT, cross promo instruments and
PR, personal selling.

The choice of the advertising carrier is made based
on the analysis of the mass media efficiency (meth-
ods: telephone surveys and client questionnaire).
Besides that we look at mass media coverage, rating
and positioning.

Creative strategy depends on the marketing goals
set for the exact period. During the period of the
high demand (4 periods) we put the advertising
images at all advertising channels to announce the
special offer. During the period of the absence of the
marketing offers to stimulate sales we put the image
ads.

At the second half of the year when because of the
crisis we observed the sales decrease we under-
stood that as a chain of fitness clubs number one we
cannot panic and low the prices to attract custom-
ers. We decided to focus on creativity. First we
developed the campaign “Time to be strong!”, that
in December proceeded to the campaign “Change
yourself, change the future!” — that has become

a bright example of the cross-promo. The movie
“Inhabited Island”, company “Arpikom” and chains
of stores “Azbuka Vkusa” took part in this campaign.
The main idea of the campaign was that every-
body who bought the membership card during this
campaign got the card with individual design that
includes bonuses for using the services in the clubs
themselves as well as for the services of the partners.
Due to this campaign we were able to keep the
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average price for the membership price and fulfill the
sales plan for 100%.
Advertising channels:

1.

Outside advertising is our most effective instru-
ment; this is why we use all the types of such
advertising: signs, banners, boards 3x6, banners
on the front, illuminated signs.

The second effective advertising instrument —
internet. We use more than 20 most popular
resources of the runet in such directions as por-
tals, fitness-resources, news and business, social
nets, lifestyle. Main our partners are the following
portals: rbe.ru, yandex.ru, rambler.ru, mail.ry,
kommersant.ru, odnoklassniki.ru, getfit.ru, cosmo.
ru. We use both banners and context disposals.
As for the press we usually putimage ads in
glossy magazines and business issues that are
most popular between our clubs” members:
Vogue, Elle, Hello, InStyle, Forbes, RBC, Sobaka.
ru (Saint Petersburg), Interbusiness (Saint Peters-
burg).

Radio is a supportive advertising carrier during
the periods of special offers: Silver rain, Monte
Carlo (Saint Petersburg), Europe Plus (Saint
Petersburg).

5. Direct -marketing — distribution between the

residents of the elite apartment buildings and to
the heads of the companies.

Cross-promo. The chain of stores “Azbuka
Vkusa”. As we have the same target audience
we developed and implement the co-branding
project under the name — “Taste fo the Healthy
Life”, due to this World Class brand is constantly
presented on the stickers and on the price list
where the most useful and low calories products
are, that were chosen by the dietitian of World
Class. Also during the period of special offers our
flyers were added to the purchase.

BTL. Every club has the planned list of the sport-
entertaining events aimed to keep the members
and create the club environment. The most bright
and big events in 2008 were “Children’s Sports
day” and “World Class Olympic Games” in
which more than 1200 people took place. This
interclub event helps us to increase the personal
trainings and to improve the member’s loyalty.
PR. We pay special attention to this type of com-
munication. Average press-index of World Class
chain is about 100, most of the publications — ar-
ticles about the company in general. PR-Value is
an average of $290 000, Media Outreach — 15
438 006. Resource: PR-News Agency
Sponsorship. As a rule we support only those
social and entertainment events that connected
with sport, fitness and popularization of a healthy
life style. Our company has a position of the

founder of the fitness industry in Russia which is
really true. This is why we support those events
that aimed to enhance the health of the nation:
during 15 years we are the major sponsor of the
International Festival for Physical Culture and
Sports. Both professionals and fitness fans take
part in the event and it’s visited by about 17000
people. During all years more than 100000
people participated in the event from 450 cities
and 75 regions of Russia, Baltic countries and
CIS. Besides that the president of the company
— Olga Sloutsker together with our trainers take
part in the TV show “Bolshie gonki” on the “Perviy
Chanal” (First Channel.

TV:
Product placement

Radio:
Spots

Print:
Consumer Magazine

PR:
Events

Interactive:
Web site

Outdoors:
Billboard
Place Based

Retail experience:
POP

Consumer Involvement:
WOM

Couponing (Loyalty program)

1. We developed and introduced in our clubs two
loyalty programs:

2. Program Club Bonus. The idea of the program —
for active visiting of the club, using the additional
services and recommendations to the friends all
members of the World Class clubs get and save
bonuses during the period of their valid member-
ship. The more bonuses the client gets the better
discount he gets after to renew the membership.
The goal of the program is to increase the usage
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of the additional services by members, increase
the loyalty of the clients and as a result to
motivate them to renew the membership. All the
members participated in the program after that
we have recieved the increase for 7-10% of the
renew (prolongation) and increase of the revenue
from additional services for 10%.

. «Favorite client»- the program that gives the ad-

ditional discounts for the services and products of
our partners when showing membership World
Class card. Among our partners such compa-
nies as «Azbuka Vkusay, «Avilony, «Kangarooy,
Nike, «Estel Adoni», «Cashmere and Silk», clinics
«Detal.

. In 2008 we opened the membership relations

service that helps the clients to adapt in the clubs,
helps to involve into club life, stimulates to visit the
club, so mainly aimed to increase the members’
loyalty and as a result — prolongation of the club
membership.

In spite of the crisis and the decrease of the sales
in the second half of the year we were able to
reach 98% of the membership card sales plan;
Kept the average membership price at the pre-
arranged level;

Increased the club database for 18%;

Reached the proportion new members to the
renew as 40% to 60%;

Marketing expenses were 4% of the company
revenue in 2008

Besides that we were able:

To increase the average number of visits a week
from 1.3 timesto 1.7;

To increase the average check for one customer
for 10% for the chain in general and for 25% in
the rebranded clubs (Maxisport), that menas that
the target audience has changed there;

To open 3 new World Class clubs (in “Moscow
City”, in BC “Citidel” at Zemlyanoi Val and in
Residential building “Triumph palace”);

To open pre-sale of 2 clubs in Saint Petersburg;
To open franchising World Class clubs in Samara
and Nizhniy Novgorod;

To sign two franchising agreements for opening
World Class clubs in Vladivostok and Voronezh.

*Company data
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