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Llenu kommyHuKaumm:

1. BeiBecT HO pbiHOK NOA BP3HAOM «ANOLIAY» HOBbINA
YHUKQMbHbIN GOPMAT SEMOKPATHUYHbBIX PECTOPA-
ros 8 cermeHte Casual Dining

3apaun KOMMYHUKaLun:

1. MpwuBnedb BHUMAHME MAKCUMQIBHOTO KOMMYE-
ctea npeacrasutenen Lleneson Ayantopum (LIA)
K HOBOMY 6p3Hay «Snowwa»

2. Cdopmuposats B cozHaHmn LIA yeTkoe nosuumo-
HUPOBAHME HOBOTO BP3HAA.

3. Honect go LIA yHukanbHoe npenmyLiectso
HOBOrO GOPMATA «yAOBHBIX» PECTOPAHOB:

1) YnobHoe meHio — camele nonynspHsie 6nioaa
PA3HbIX KyXOHb MHUPQO

2) YnoGHble ueHbl — WHUPOKAas LEHOBAs BUIKA B
KQKLOW KATETOPMM MPH BICOKOM KQUYECTBE
(Briopa o1 29p.)

3) Yno6Has nokaums — 38 pecTopaHoB B YeTbipex
ropoAax

Kpurepun ycnexa kamnanum:

[loctrxerne cnepyioLmx NoKasaTene, NoaTBEepX-

JEHHbIX MOPKETUHIOBBIMM UCCIIEA0BAHMAMM, NPO-

BEAEHHBIMU O M NMOCNE PEKIAMHOM KAMNOHMM:

1) nonacTs B nepsyio natepky top of mind nuaepos
cermenta Casual Dining

2) nosblleHWe ypOBHS 3HAHW:A BpaHAa «Jnowwa» no-
cne NnpoBefeHus peknamHoi kamnaxmm go 80%

3) NpaBUNLHOE MOHMMAHUE NOZULMOHUPOBAHMS 1
koHuenuwm 6panaa «nowa» Gonee yemy 80%
PECNOHAEHTOB

CnpaBka: PbiHOK 06LECTBEHHOTO NMUTAHMS NPH-

obpen aktueHble Temnsl pocta (okono 40% B rog),

4TO CNOCOBCTBYET MNOSBAEHUIO OCTPOM KOHKYPEHT-

HOM 60PbOLI. XapAKTEPHbBIM A HEFO OCTAETCA

TPOAMUMOHHAS Y3KaR CNELMONM3aLMa HA TOM MK

MHOW KyXHE OTAENbHO B3ATbIX 30BEEHNM M CETEN,

4TO He BCEraa ynobHO anst noTeHuManbHbix [ocTen.

Mcxops 13 ycnoBuit peiHKA, PyKOBOACTBO KOMMAHMM

NOCTABWIO nepes cobo 3aaaUy CO3AATb W BLIBECTH

HO PLIHOK MOKCUMASBHO KIIMEHTOOPUEHTUPOBAHHbIMA

1 YAOBHbI PECTOPAHHBINM NPOEKT, OObEANHSIIOLLMIA B

CBOEM MEHIO CaMble MONynspHbie BAI0AA U3 PasInY-

HbIX KyxOHb MUPa. OBA3aTENbHBIMU YCIIOBUAMM ANst

CO3[AHMS NPOEKTA CTASM BLICOKOE KA4YeCTBO Bntog

1 MOKCMMQIbHO JOCTYMHBIE LEHbI (CTOMMOCTb 6104

ot 29 py6neii). CeTb pectoparos «dnowa» ewé npu

CO3A0HWM BbINa GAATMAHOM, KOTOPbIN CTAM NPEa-

raTh ANOHCKYIO, KABKA3CKYIO, PYCCKYIO, EBPOMNENCKYIO

1 APYTME KYXHW B ORHOM PECTOPAHE MO JOCTYr-

HbIM LeHam. Takum 06pasom, «AnoLax» LOBOMLHO

6bicTpo npuobpen nonynspHocTs y LIA 1 3asoesan

No3uLMKM NEPBOOTKPLIBATENS HOBOTO GOpPMATA.

Cetb «fnowa» monoaas, HO AMBULMO3HAS - CaMOe

QAKTMBHOE PA3BMTME 30 BCIO UCTOPUIO PECTOPAHHBIX

cetein B Pocann - menee yem 3a 2 ropa otkpsito 18

pecropaHos B Mockse 1 18 8 Cankr-lNetepbypre. B

2008 rogy Hauanacs PeroHANbLHAs KCNAHCHUs: OT-

KPbINIMCb NEPBbIE PECTOPAHBI CPA3Y B ABYX FOPOAAX-

munmonHukax — 8 Camape u B Poctose-Ha-[loHy.

Llenu peknamHoi KamnaHum:

1. Ysennuenwe tosapoobopota Ha 100%

2. YeenuueHue KonMuecTsa TPAH3AKLMI (konnye-
CTBA YekoB) B 2 pasa

Kpurepumu sdpdpextusHocTu:

1. Ysennuenus tosapoobopota Ha 100% no cpas-
HEHUIO C AHANTOTNYHBIM NEPUOAOM NMPOLNIOro
road 3a cyeT yBenm4yeHne Konn4ecTsa 4ekoB

O6wuii megua-6ioaxer:
o1 2 po 5 munanoros gonnapos CLLA

Jnowa — ceTb yaobHbIX pecTopaHoB, 06beAHSIO-
LLLOS PA3AUYHBIE BKYChI IOAEN.

PbiHOK OBLLECTBEHHOIO MUTAHUS NEPENOHEH TPAAK-
LMOHHBIMK PECTOPAHAMM, CNELUANUIUPYIOLLUMMCS
HO ONPENENEHHOM KyxHe — 3TO He Bceraa yaobHo
ans noteHumansHbix Foctei. Pykosoacteom cetu
pectopaHos «noLwa» Gbinu CoO3aAaHbL PECTOPAHSI

CO CMELLAHHOM KyXHEN — B MEHIO CETU PECTOPAHOB

«SInoLa» MOXHO HaWUTK BRIOAA SMOHCKOM, KABKA3-

CKOM, PYCCKOM, €BPOMENCKOM U APYTUX KyXOHb. TAKMM

06pa3om 1 Bbin CO3AAH HOBbIN AOBOSLHO BOCTPEHO-

BAHHbIM GOPMAT, BHIFOAHO OTIMYAIOLLMIACS OT BCErO

CYLLECTBYIOLLETO HA PbIHKE YAOHCTBOM BO BCEM:

1) YnobHoe meHio — camele nonynsipHbie 6nioaa
PA3HBIX KYXOHb MUPQ

2) YnobHbie ueHbl — WMPOKAas LEHOBAS BUIKA B KOX-
L0V KOTEropu1 Npu BeICOKOM KayecTse (6nioaa ot
29p.)

3) YnobHas nokauma — 38 pecTopaHos B YeTbipex
roponax

MMEHHO 3TO NPEenMyLLECTBO NNAHUPOBANOCH

LOHECTH [1O NOTeHUManbHbIX [OCTel nocpeacTsom

PEKIAMHOMN KAMMAHMM.

OTaenoM MAPKETUHTA BbINO MPUHATO PELLEeHUE Pas-
BUBOTb MAEIO CEPUMHO, C UCTONb3OBAHUEM SNIEMEHTA
uHTPUM M tomopa. K nepesomy (seceHHemy) bnairty
66110 peLleHo ncnonb3osats nockin: «Cywm n AHTH-
CyLUM KQXAbIN AeHb GopioTcs 3a Baw sakas B pecto-
paHe «noway. B sonnowenun 6eino ncnons3osaHo
NPOTUBOCTOSHNE AMOHCKOM M €BPOMENCKOM KyXHM

B pecTopaHe «Jnowwa» 3a Nnpaso BbiTb BHIBPAHHLIM
Foctem. Takim 06pa3omM Mbl MONYYUIM HETOAYIOLLMX
AMOHLLEB C BBICKA3bIBAHWEM O HE AMOHCKMX Bioaax

B ANOHCKOM PECTOPAHE U PAAMOPONMKM O BIIOAAX
13 PA3NMYHBIX KyXOHb, cpaxatowwmxcs 3a focts B
pecTopaHax «gnowas.

Momumo 3Toro 6bina paspaboTaHa MHTEPAKTUBHAS
KOMMbIOTEPHAS UrPA, KOTOPAS BUPYCHBIM MyTEM B
KOPOTKME CPOKM PA3OLLNACH MO MHTEPHETY. B Heit
NPOWCXOAMNA MHTEPAKTUBHASA WYTNMBAS GUTBA
mexay «CyLumcTammy 1 «AHTUCYLLIMCTAMMY.

A UTOTOM 3TOTO NPOTUBOCTOSIHMUS CTANM GUHAMBHbIE
MakeTsl nepBoro ¢naiTa «pocTo BKycHO» € OT-
BeTOM: «He BAXHO KTO Thi 1 KAKyIO KyXHIO Tbl 6onbLue
NPeanoynTaelLb — B CETU PECTOPAHOB «AnoLway BCé
[Mpocro BkycHo.

K ocenHemy dnarty npencrosna 6onee ocHosa-
TenbHAsA NOArOTOBKA — 30KA3AHbI MCCNEAOBAHMS

3¢ dekTUBHOCTH peknamHon kamnanmu. MNpepcrosno
pPa3pPabOTATL CEPUIHYIO KOHLENUMIO, KOTOPast
NPOACMIKMIA OCHOBHYIO Maeto: «Anowa obbeanHseT
abCONIOTHO PASHBIX MIOAEN C PASNMYHBIMK BKYCAMM.
3aech kaxapi CMOXET HOMTU TO, Y4TO eMy MO AyLue,
HE 30BMCUMO OT COLMANBHOTO CTATYCA, MOMOXEHMS,
BO3PACTA, AOCTATKA M BKYCOBbIX NMPEAMONTEH M.
Buinn nopobpaHsl 8 pasnuuHbIX APXeTUNOB Nioaen ¢
PA3AMYHbBIMK BKYCOBBIMM MPUCTPACTMsamU. Kaxkaomy
NEPCOHAXY NPOTUBONOCTABAANCS APYrON NEPCOHAX:
CBOW BKYCOBbIE MPEANOUTEHHS OHM BbIPAXKASN CIIOBO-
COUETAHWSIMM, XAPAKTEPHBIMK AN1st UX CTATyCa. A X
nosuums 6ok 0 6ok/CNMHA K CrMHe — onuueTBopseT
X EAMHCTBO B BHIGOPE PECTOPAHA.

Papmo:
Papnopexnama
Mporpamma / koHTEHT

MeuarHbie CMU:
Motpebutensckue xypHansi

PR:
Meponpusitus

AuanoroBas:
Online-pexnama
MuTepHeT caitbl
Mrpbi

Hapy>xHas:
Peknammble LLIMTBI
lopoacko TpaHcnopT

M3 peaynbTaToB G1HAHCOBOM OTYETHOCTU KOMMAHMUM
3a 2007 1 2008 ropa:

Konuyecteo uekos seipocno Ha 162%
Toesapoo6oporT eeipoc Ha 165%



Onarpamma pocta ToBapoobopoTta B 2008 roay no cpaBHeHuto ¢ 2007 rogom:
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* 2007 ron, 2008 rop npupocT FopoBow npupocTt, %
ToBapoo6opoT, py6nu | 661042854 | 1753 663 898 | 1092 621 044 165
Kon-so 4yekoB 836 303 2192 079 1355776 162

*pocT nokasartenei 0TOBPAXEH NOMECHHHO.

Mo AAHHBIM MCCNESOBATENLCKON KOMNAHKH |psos

(uccnenosanms ansa cetv pectoparos «dnowax 06

3 dEKTUBHOCTH PEKIAMHOI KamnaHmm — [punoxe-

Hue No2):

1) BpaHa «Snowax yseperHo samsn 3e mecto top of
mind cpeaym nuaepoe cermeHta Casual Dining

2 YposeHb 3HaHKsS BP3HAA NOCE NPOBEAEHHS
PEKIAamMHOM kamnanumn goctur 85%

3) TMpaBunbHOE NOHUMAHME NO3ULMOHUPOBAHMS
1 KOHUEeNuun BpaHaa «9nowa» chbopMMpPOBAHO
6onee yem y 85% pecnoHpeHTos

MonoXxuTensHas AMHAMMKA B YBEAMYEHWM TOBAPOO-
6opota coxpansercs u B 2009 rogy (nocne peknam-
HOM KOMNQHMM), HE CMOTPSA HA KPH3NC

B ansape 2009 roga 6paHa «Anoway B pesynsta-
Te on-line ronocosanus GbiN ynocToeH Harpagbl

8 KoHkypce «Menio u cuet 2008» 30 Te mecto B
HOMUHAUMK «Jlydllee AEMOKPATUYHOE 30BEAEHME:
cpennuit cuet $30»

3a 2008 rop 6b1mu nonyueHs CneayoLme Harpaab!:
«3onotsie cetn 2008» — HomnHauus «Jlyuwas pe-

KINAMHQst KAMNGHMUS»
«Puteiin-menenxep 2008» — ynocroen [eHepanbHbii
IMPEKTOP B HOMMHALMK «PykoBoauTens pervonans-
HOW ceTn»

«Metio 1 cuet 2008» — HomuHaums Jlyuwee gemo-
KpaTuuHoe 3asenenue: cpeaHmit cuet S30»

Restaurant network

Campaign title: Yaposha unites people’s tastes
Category: Goods & Services

Project scale: National

Goal:

1. tolaunch a new format of inexpensive restaurants
in Casual Dining segment, under the “Yaposhka”
brand

Tasks:

1. to draw attention of maximum share of target
audience to the new brand

2. to position the new brand among the target audi-
ence

3. to inform target audience on the advantages of
new format — convenient restaurants:

convenient menu — the most popular dishes of

world’s cuisines

convenient prices — the widest price range in

each category with high quality (prices from 29

rubles)

convenient location — 38 restaurants in 4 cities
Success criterion:

to achieve the following indicators proved by

marketing research conducted before and after

the advertising campaign:

1. 1o enter the top-5 of top-of-mind leaders of
Casual dining segment

2. toincrease brand awareness up to 80%

3. to create the correct understanding of Yaposha
concept and positioning by up to 80% of respon-
dents

Reference: The market for public catering grows

actively (about 40% per annum), causing competi-

tion to sharpen. It is still characterized by traditional
niche specialism for a certain cuisine by an establish-
ment, which is not always convenient for potential
customers. Basing on market conditions, the man-
agement aimed to create and launch a maximum
client-oriented and convenient restaurant project
that would combine the most popular dishes of dif-
ferent world cuisines, while maintaining high quality
and affordable prices (from 29 rubles). Yaposha res-
taurant network was a flagship establishment to offer

Japanese, Caucasian, Russian, European and other

cuisines together at affordable prices, right from the

very launch. Thus, Yaposha gained popularity by

yaposha.com

target audience and was considered a pioneer of
new format. Yaposha network is young, but ambi-
tious — 18 restaurants in Moscow and 18 restaurants
in St.Petersburg opened in 2 years is the most active
development in the history of restaurant networks

in Russia. In 2008 regional expansion started: 2
restaurants in Samara and Rostov-na-Donu (with
population over 1 min people) were opened.



Advertising campaign targets:

1. toincrease turnover by 100%

2. to double number of transaction

Success criterion:

1. toincrease turnover by 100% in comparison to
the same period of the previous year, due to
increase of number of transaction

Total media budget:
$2 — 5 million

Yaposha is a network of convenient restaurants that
unites people’s different tastes

Market for public catering is overcrowded with
traditional restaurants that specialize for a certain
cuisine, and this is not always convenient for poten-
tial customers. The management of Yaposha created
a multi-cuisine restaurant network that combines
Japanese, Caucasian, Russian, European and other
cuisines together. A very sought-after format that
stands out in the market by its convenience was
created:

convenient menu — the most popular dishes of

different cuisines

convenient prices — the widest price range in

each category with high quality (prices from 29

rubles)

convenient location — 38 restaurants in 4 cities
The advertising campaign was designed to inform
potential customers of these advantages.

Marketing department decided to develop the idea
in series with elements of intrigue and humour. The
first spring flight employed the message: “Sushi and
Antisushi fight for your order everyday in Yaposha
restaurant”. It was implemented as the opposition
of Japanese and European cuisines in Yaposha
restaurants for the right to be chosen by a customer:
indignant Japanese boiling over non-Japanese
meals in Japanese restaurants, and radio com-
mercials about dishes of different cuisine fighting for
guests in Yaposha.
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Furthermore, an interactive computer game was
developed and distributed among internet users with
use of viral marketing. It featured interactive playful
fight between Sushi-fans and Antisushi-fans.

Final message of the first flight “Simply Tasty” offered
the solution: “No matter what cuisine you prefer,
everything’s simply tasty in Yaposha”.

To prepare for the autumn flight, an advertising cam-
paign efficiency research was conducted. The serial
concept had to be developed to express the basic
idea: “Yaposha unites absolutely different people of
different tastes. Everyone can find here what he likes,

Outdoors:
Billboard
Transit

Other

Retail experience:
POP
Retailtainment

Results of financial statements in 2007 and 2008:
Number of fransactions increased by 162%
Turnover increased by 165%

Increase per

* 2007 2008 Increase per year year, %
Turnover, rubles 661042 854 1753663 898 1092 621 044 165
Number of 836 303 2192079 1355776 162

transactions

irregardless of social status, position, age, wealth
and tastes”.8 different archetypes with different
preferences were selected. Each type’s preference
was opposed to another to represent their unity in
choice of restaurant

Radio:
Spots
Program / content

Print:
Consumer Magazine

PR:
Events

Interactive:
Online Ads
Web site
Gaming

* Appendix 1 shows the indicators by month

According to IPSOS (advertising campaign efficiency
research foe Yaposha restaurants — Appendix 2, 61
pages):

1. 3rd position among top-of-mind leaders of seg-
ment Casual Dining

2. Brand awareness reached 85%

3. over 85% of respondents demonstrated correct
understanding of brand positioning and concept
Positive dynamics of turnover increase also continue
in 2009, despite of the recession of country economy
In Jan 2009 Yaposha was awarded a “Menu and
check 2008” award (online vote) for 1st position in
the nomination “The best affordable establishment:
average check $30”

Awards received in 2008:

“Golden Networks 2008” for the best advertising
campaign

“Retail manager 2008” for the best manager of
regional network

“Menu and check 2008” for “The best affordable
establishment: average check $30”

| yaposha.com



