Coku 1 HeKTapbl

PeknamHas kamnaHms:

YKpensneHue nuaepcTed HA pbiHKe
Kareropwus:

Be3ankorosbHbie HANMUTKYU
Macwtab npoekra:
O6LEeHAUNOHANbHDbIN

HanonHute
HN3IHDb

Ho6poTton!

OCHOBHAS Lenb: yKpenuTs nnaepckue nosuumm
6pP3HAQ B YCIIOBUSX CTAMHUPYIOLLETO PhIHKA
3apaum: paseutie auctpubyumnn, anddepeHumnaums
6GP3HAQ OT KOHKYPEHTOB, AKTYQNU3ALMS NPEANOXe-
Hust BP3HAA A1 COBPEMEHHBIX NOTpebUTenet, ykpe-
nneHne NoanbHOCTU CYLLECTBYIOLWKMX U MpUBnedYeHne
HOBbIX NOTPEBUTENEN.
Yro npoucxopuno?:
[lns nocTxeHus nepeyncnerHsix uenei Geinn peanu-
30BAHbI ClIEAYIOLLME NPOEKTI:

3anyck MMMEKeBoi kamnarmu «dapute fobpo, u

MUP OTBETUT TEM XE»

PO3BUTME MHHOBALMOHHbIX MPOAYKTOB:

NOAAEPKKA NIMHENKM OBOraLLEHHBIX BKYCOB

sanyck «[Jo6poro» & M3T 6yreinke 0,33n

3AMNyCK CE30HHbIX NMPEANOXEHMM ANA 3UMHMX

NPa3aHUKOB v ana neta («Jobpsin Mogapok» 1

«Jo6pbiit Apbyay)

3QMYCK HOBOW JIMHENKW XONOAHbIX YOEB

NPOMO KamnaHus ans notpebutenen «Jobpoe

KMHO»
Kpurepumu ycnexa:

POCT AOMM PbIHKA

60% ypOoBEHbL KONUUECTBEHHOM AMCTPUOYLMM HA

HOLMOHANBHOM YPOBHE

POCT NOKA3ATENS CMOHTAHHOTO 3HAHMS MAPKK

(top of mind)

yBenuueHne 6asbl perynapHeix noTpeburener

(notpebnenme He pexe 1 pasa B mecau).

YKPENNEeHUe MMUAXA BPIHAA HO KTEPPUTOPHM»

TEMNbIX AyLUEBHBIX OTHOLIEHMM U KTYanU3aums

nobpa.
Cutyaums Ha pbIHKE, KOHKYPEHTHOe OKpY-
>XeHue, onucaHue npoaykra:
o 2008 roga poccuitckuit peIHOK COKOB AMHAMUYHO
passusancs. Mo gaxHbm Poceuiickoro cotosa npo-
ussoautene cokos (PCIMC), sa nocnegrne 3 ropa
pocT peiHka coctasun 37%, nocturHys 3,25 mnpa.n,
notpebnenue Ha ayly Hacenenus Bbipocno Ha 39%
10 22,9 n (nanmsie PCMC u Poccrara). OaHako &
2008 r. pbiHOK CTABUAN3MPOBANCS, 1 BNEPBLIE 30 MNO-
cnefHee AeCITUNETUE HOMETUICH HEFATUBHbIN TPEHA,
(-0,5%), BLI3BAHHBIN M3MEHEHWUSAMM B MUPOBOI 3KO-
Homuke. Cm. rpacmk Nel. Cokosbiit pbiHOK aBnsieTCst
BbICOKOKOHKYPEHTHBIM, B HEM LOMUHUPYIOT YeTbipe
npowussoatens: OK3 «JleGensaHckuity (9, Toryc,
®pykrosiit caa), MyntoH (Rich, Nico Biotime, Jo-
6pwit), BB, (J-7, Puo Mparae, Niobumsit can, 100%
Gold), Huaan (Hemnuon, Mos cemss, [lal, Caprice,
Cokoc). Cm. rpaduk No2. Mapka «Lobpesiit» npu-
cyTcTeyeT Ha poitke ¢ 1998r., 6onee 6 net sasnaetca
nmaepom peiHka ¢ goneit B koHue 2007 1. 18%
(nanHbie «BusHec AHanuTukmy). D10 3pensit GpeHg,
61arofaps CUILHOMY MAPOYHOMY KANUTAsY CTAB-
LUK 30HTHUYHBIM. OCHOBHOM QCCOPTUMEHT BP3aHAC
COCTOMT 13 TPAAMLMOHHBIX COKOB M HEKTAPOB, KPOME
Toro, nopTdens «o6poro» BkNOYAET MUHENMKY
060raLeHHbIX HEKTAPOB, MOPCOB, XONIOAHbBIX YOEB W
CE30HHBIE PACLUMPEHMS (METHUM U 3UMHMI) B yNaKoB-
kax Terpanak 0,20, 0,50, 1n, 1,50, 20 1 3T 0,33n.
MO3ULMOHMPYETCS B BEPXHEHN YOCTU MACCOBOTO
CETMEHTA M KOHKYpUpPYeT € 6paHaamu «Most cembay,
«PpykToBbIN Caay v «JTIo6KUMBIN capy.

B 2008 rogy, B pamkax pelueHus cTpaternyeckux
30404 BP3HAA M LOCTUXEHUS BU3HEC M MAPKETUHIO-
Bbix uenei, ans «[Jo6poro» Gbinu chopPMyNMPOBAHSI
CrnepyioLme KOMMYHUKALMOHHbIE LENU:
AKTyanuaMpoBaTs 406PO, CAENATb €ro BAXHLIM
1 UHTEPECHBIM 15 COBPEMEHHbIX NOTpebuTene
(m0BPO — 3TO HE HEYTO CTAPOMOAHOE, O BEUHAS
LEHHOCTb, KOTOPASA BCEraa aKTYQsbHA).
O6ecneunTb aKTUBHOE BOBNEYEHME NOTPEGUTE-
nen B KOMMYHUKQUMIO BP3HAQ, YBENMUYUTL NOKA-
sateru ad recall (TOM - He meree, yem Ha 1nn),
active involvement (He meHee, uem Ha 0,5 6anna),
enjoinment (He meree, yem Ha 0,2 6anna).
IuddepeHumposats 6paHa, MOKCUMATLHO OT-
CTPOMTLCA OT OCHOBHOTO KOHKypeHTd — TM «Most
CeMbsi» 30 CYUET YCUIEHMA MMUIKEBbIX XAPAK-
TEPUCTHK «AYLLIEBHbINY, «BLICOKOrO KAYECTBAY,
«3040€T TOH HO PbIHKEY.

OCHOBHOM NOAXOL B KOMMYHWUKQLMOHHOM CTPATErtM
6p3Haa — eguroe (through-the-line) coobuwenve so
BCEX OKTUBHOCTSIX BP3HAA B TEYEHMe roaa.

«[lo6pbiit» yTBEPXAGET aKTyansHOCTb fobpa, uc-
KPEHHOCTH W AyLIEBHOM TEMNOT — TPOAULMOHHBIX
LLeHHOCTEM, KOTOPLIX MOPOW TAK HE XBATAET B CO-
BPEMEHHOM MUPE.

PasnuuHble noTpebuTensckue MCCIeaoBaHUs NO3BO-
FIUNY BBISIBUTB, YTO HECMOTPS HO PACNPOCTPAHEHUE
HoBbIX A5 Poccuu ueHHocTel (kapbepa, MaTepu-
anbHoe 6arononyyme, reAOHU3M, YMEHHE «XOPOLLIO
YCTPOUTLCS B XKM3HMY), NOAM UCTIBITHIBAKOT 3HAYMTEb-
HYIO NOTPEBHOCTb B TEMMbIX MCKPEHHMX OTHOLLEHUSX,
B n06poTe, 3a60TE O BNUKMX U AP. TPABULUOHHBIX
uenHocTax. Yenex «[lobporo» ¢ MOMeHTa 3anycka

8 1998 r. noaTBEPXAAET NO3UTUBHOE BOCNPUSITUE
6ONbLUMHCTBOM NOTPEBUTENEN STUX LEHHOCTEI, KO-
Topble Ha npoTaxeHun yxe 6onee 10 net npeanara-
et 6paHa. Mostomy, kommyHukauma 2008 r. gonxkHa
6bINIA CTATb 3BOIIOLUMOHHbIM PO3BUTHEM KOMMAHMH
NPEeAbIAYLLMX NIET, PACKPLITL HOBYIO IPaHL 06pPa.
Kpome Toro, myBuHHbIE UCCIEAOBAHMS, TPOBEAEH-
Hele B koHue 2006 r. areHtctBom «Ateliers, nossonu-
U BBISBUTL BAXKHBIM OCMEKT B BOCMPUATUM NOTPE-
Gutenamu Lo6pOTLI: HAMOONEE 3HAYUMBIM, LEHHBIM
npossneHuem jobpa asnseTcs RObpbIi NOCTYNOK,
COBEPLUAEMBIM MO OTHOLIEHUIO K HE3HOKOMBIM 0=
asm. Tennsle, AyLUEBHbIE OTHOLEHMS BHYTPM CEMbM
MW B CPEAE 3HAKOMBIX ABNSIOTCA CKOPEE HOPMOM M
NOTOMY BOCMPUHUMAIOTCS KK MeHee LeHHble. Kpome
TOrO, B «CEMENHOM TEPPUTOPHN» HOXOLWUTCS OAMH W3
Kouesbix koHkypeHTos «[Jobporo» — «Mos Cembsi».
Mo3TOMY B HOBOM KOMMYHUKQALWMOHHOM KOMMQHMM
QKUEHT CAENAH HA CUTYAUMsIX, B KOTOPLIX TEPOM He
3HAKOMBI APYT C APYrOM.

[lns nydiero noHeceHust OCHOBHO 1aew Bbinu
MCMOMb30BAHBI PA3NNYHBIE UHTETPUPOBAHHBIE
KoMMyHMKaLMM. OCHOBHAS UMMIXEBAS KAMMAHMS!
«[lapute no6pO, 1 MUP OTBETUT TEM Xe» B BOrbLUEH
CTeneHn HeOBXOMAMMA AN PeLLeHHs 3a4a4 MO aKTYa-
AM3auumn Bo6pa, GOPMUPOBAHMIO MMMEXA BP3HAQA, O
TAKXKE AN YCUNEHWs NOKA3ATENEN 300POBbA MAPKH.
Kamnanus 6uina npeacrasneqa cepueit us 2-x TB po-
nmkos: «Takeuct u «Astocnecapby. OcHoBHAR Maes
KOMMAHKMK — NPOosiBREHKEe BOBPOTH K HE3HAKOMOMY
Tebe YenoBeKy B CUTYALMH, KOTAQ 3TOTO NPOSBAEHHMS
COBCEM HE OXMAQELLb, MPUOBOAPAET U BbI3LIBAET
OTBETHBIN BOBPLIN OTKAMK.

MHOBAUMOHHBIE MPOEKTHI MOAAEPXKMBAIOT OCHOBHYIO
Uaeto, Ho € GOKYCOM HA PyHKLMOHQMbHbIX MPEUMY-
wectsax. Hanpumep, nuHelka 06oraLeHHbIX BKYCOB
nossonset notpebutensm «Jobporo» npossnaTs
3a60Ty 0 300pOBbE CBOMX BNU3KMX, Npeanaras
YHUKQNbHbIE BKYCbl, 0BOTALLEHHBIE HATYPAbHbIMM
3KCTPAKTAMM NOnesHbix Tpas u aroa. Kpome Toro,
3QMyCK HOBbIX MPOAYKTOB BAMAET HA BOCTPUSITME NO-
TpebuTensmu Bcero GP3HAQA, KOK COOTBETCTBYIOLLETO
COBPEMEHHbIM TEHAEHLMAM, 1 YKPENNSET NOANLHOCTL
K 6paHay.

[lpyrom 4aCTbio KOMMYHMKALMM OCHOBHOM Maewn CTa-
N0 NPOMo kKamnaHus «Jobpoe KMHO», OCHOBHAR 30-
AQYA KOTOPO# — YKPENNeHWe NOANbHOCTH K 6p3HAY
B TO X€ BPeMs — GOPMHUPOBAHUE MMUAXA.

Meaua kanansl. [Tockonbky B Poccun TB
no-npexHemy obnagaet cambim Huakum CPP
HOMOOMbBLUMM OXBATOM HO HOLMOHQNLHOM YPOBHE,

B KQYECTBE OCHOBHOTO MEANA BbINO MCMOMb3OBAHO
TB. CrpaTervs 6paHAQ — NOCTOSHHOE NPUCYTCTBUE

B 3PMPE C MUHUMATIbHBIMM EPEPLIBAMM MEXAY
KOMMQHWAMM 1 HEAESIbHBIM BECOM HE HUXE CPEAHErO
B cermenTe. Takas cTpaterus obecneunsaet
nupepctso B kateropun. SOV 6paHAa B COKOBOW
kateropuu cocrasuna 16%, 8 cermente - 32% (Ac-
Toununk: Gallup Ad Fact, LA — All 6+). Cm. rpadmkm
Ne3.q,6. TB-kanans:: Mepswiit (20%), Poccus (18%),
HTB (18%), THT (11%), CTC (10%), TBLL (10%),
Pen-TB (6%), octansHbie (10%), uto nossonuno
MOKCMMM3UPOBATL OXBAT W MiHKMMM3HMpPosaTs CPP.
Cm. rpadmk Ne4. B teuerue roaa B 3dupe 6bino 2 TB
$nNanTa ¢ OCHOBHOM MMUAXEBOM KamnaHuen — 5 u 7



Henenb kaxasiit. OCHOBHbIM CPEACTBOM BbINW POSUKKM
30 cex. Kopotkue 10-cexyHaHblie Bepcum UCNonb3o-
BAMWCb C LIEMbIO YBENUYEHMS YACTOTbI KOHTAKTA C LIA.
Oxeat UA npu uacrote 1+ cocrasun 60% (8 nepebie
Henenu ¢naritos 60% oxsat npwu yactote 2+).
Takxe B TeueHue 6 Hefenb PONIMKM C AHOHCOM
NPOMO-KAMMNAHUM AEMOHCTPUPOBANNCH HA MA3MEH-
HbIX MOHENSIX B CETEBbIX CYNEPMAPKETAX.

[Mporpamma nosinbHOCTH
PacnpoctpaHermne
Lerosas nonutuka

Bce kommyHuKaumorHbie npoekTs «obporo»
NOAREPXKMBAIOTCA TPENA MAPKETUHTOBLIMM
NPOrPAMMAMM, HOMPABAEHHBIMUA HO PA3BUTHE
IMCTPUBYLMU, MOTUBALMIO TOPTOBLIX KAHASOB 1
NPUBREYEHNE BHUMAHMS K npoayKummu «Jo6poroy.
MpOrpamMmbl NOSIBHOCTU OPUEHTUPOBAHDI, KAK

HO KOHEYHOTO NOTPEBUTENS, TAK U HA TOPrOBbIf
nepcoHan. B 2008 rogy 6binn peanusosaHs
BOHYCHblE OKUMM, KTOAAPOK 30 MOKYMKY» 1 AP.
QKTUBOLMM C LIENBIO YBENMYEHUS OCCOPTUMEHTA B
TOProBbIX TOYKAX M MOAAEPXKAHUS KAYECTBEHHOV
BLIKTAAKM Ha Nonke. Bee sanycku HOBUHOK
«[Jobporo» nopaepXMBANUCS AUCMNERHBIMM
NPOrPAMMAMM U AP. PEKIAMHbBIMU MATEPUAICMM B
PO3HMYHBIX KAHAMAX.

Kpome Toro, «[Jobpbiit» npeanaraet ontumansHoe
coyeTaHWe ka4ecTsa 1 LeHsl. LleHosas ctpatervs —
GbITb LOPOXE KIIOYEBbIX KOHKYPEHTOB, OCTABAACH HA
TPAHULLE MOCCOBOTO 1 CPEAHELEHOBOTO CErMEHTOB.
BaxkHoM coctasnaiowmeit GpaHL KOMMYHUKALMM
SBNAIOTCS NPOTPAMMbI, MOATBEPXKAAIOLLME
coumansHyio posb 6peraa. «[Jobpbiity yuacteyet

B PO3NMYHBIX 6NAroTBOPUTENBHBIX aKuusx. Ha
NPOTHKEHUM HECKOMBKUX NIET COBMECTHO C

WWEF ocywectanser nporpammy «3y6psl nog
J:I,o6p01?1 30LWMTOMY» NO BOCCTAHOBAEHMIO BONbHOM
nonynsuumn 3y6pos 8 aukoit npupoge. CoBMecTHo ¢
xypHanom «Ancterok» kK Hosomy 2008 rogy Gbinu
NOATOTOBMEHbI NOAAPKM AN AETEN-CHPOT.

B pamkax npomo-kamnanmu «Jobpoe knHo»

6blNl OPTAHU3OBAH KPYMIbIA-CTON C yHACTMEM

pachuk 1. AmHamuka o6 beMa pblHKa COKOB

XYPHQIIMCTOB 1 NONyNApHbIX BeayLwmx Mnsgapa
XKanaapesa u bopuc bepmara anst obcyxaeHus
BONPOCOB Ha Temy «1o6poro KMHo».

B npownom rogy «Jo6pbiity cnoHcuposan npokat
dunbma «Kykan (pexuccep 9.Yesaxesckuii), B
KOTOPOM PACCKA3LIBAETCS TPOrATENbHAS MCTOPHS

O [1EBOYKE-CHMPOTE 1 O TOM, YTO B COBPEMEHHOM,
NOPOI XECTOKOM MMPE 4enoBsek cnocobeH
NpPeoBpPa3UTLCS, CTATH BbILLE NOBCEAHEBHOM CyeThl,
NPOSBMB MUIOCEPANE K MANIEHBKOMY CYLLECTBY.
2008 rop cran buneiHbm ana lobporo, B Hosbpe
6p>Ha otmetvn ceoe 10-netne. CneumansHo k 3Tomy
COBBITUIO ANt NAPTHEPOB W COTPYAHUKOB KOMNAHMM
«MynToH» BbINa M3rOTOBNEHA 3KCKMIO3UBHAS NAPTHS
«[Jo6bporo» & MNIT GyTbinke C IOOUNENHBIM AN3ARHOM
B CTUNE TPOAMLUMOHHOM PYCCKOM MATPELLKM.

Bce uenm koMMYyHUKAUMOHHOTO MPOEKTA BbIMOSHEHbI,
4OCTb M3 HUX NEPEBbIMNOSHEHbI.

B 2008 r. «Jobpbiri» npogonxun ykpennexue nuaep-
CTBA HQ PbIHKE, €ro 40NN HA KOHEL, FoAa COCTABUIA
18,3%, npu 5TOM, B YCIIOBMSAX XECTKOM KOHKYPEH-
LMW M CNAAa TEMNOB POCTA PbIHKA, CBA3AHHOTO C
3KOHOMMYECKMM KPU3UCOM, BP3HA AEMOHCTPUPYET
POCT BOMM C YBENUUEHUEM OTPLIBA OT KOHKYPEHTOB.
Cm. rpadumk Ne5. Ouctpunbyums mapku 8 2008 r. Bbi-
pocna Ha 4 NPOLEHTHbIX NYHKTA 1 gocTurma 62,7 %.
(Busnec Ananutuka, putein ayaut) Cm. rpaduk

Neb. OcHosHbie nokaszaTenu 3aoposbs 6paHAa,
GOPMUPYIOLLME ETO MOPOYHBIM KANUTAS, OCTAIOTCA
HO COMOM BbICOKOM YPOBHE B KATEropuu. 3HaHWe
mapku top-of-mind = 27% (+1nn vs. 2007), 6es
noackasku — 68%, c noackaskoit — 98%. Cm. rpagmk
Neo7 3nanue peknamsl top-of-mind — 23% (+1nn vs.
2007), Motpebnerue: Gonblue scero notpebutenen
koraa-nm6o nunu «Jo6psin» (82%; +1nn vs. 2007),
He pexe 1 pasa B mecauy «Jobpbii» nbioT 56%
notpeburteneit, He pexe 1 pasa s Hegeno — 29%

u uawe scero «Jobpsiit» notpebnsior 23% scex poc-
cuitckmx notpebutenen. Cm. rpadumk Ne8

[ons nosnbHbIX K 6paHAY NoTpebuTtenedt Takxe
camas eeicokas e kateropuun — 61% notpebuteneit
HamepeHb! kynuTb «[JoBpbIi» B kKaYecTse NepBoro
sbi6opa, 21% npeanountaioT «obpbity apyrm

mapkam (favorite brand). (ARMI Marketing, ATP) Cm.
rpaduk Ne9

Hosas MMMmxeBsas kKaMNaHKA NO3BONMAG PELNTD
KOMMYHMKOLMOHHBIE 3QAAYUM NO AKTYANHU3ALMM
BO6POTH A9 COBPEMEHHbIX NoTpebuTenei, audde-
peHUMaumm 6P3HAQ, YCUNIEHMIO SMOLMOHABHOTO
BOBMEYEHUs noTpebutenei B KommyHukaumio «Jo-
6poro». [Mokazatenu branding, active involvement
enjoinment BLIPOCM NO CPABHEHMIO C KAOMMAHUAMM
2006-2007 rr., a ad recall Bbiwe cpegHero no uc-
cnepgosanuio. Cm. Tabn. Ne10

YBenuuunuce MMUEKEBbIE NOKA3ATENM: «NpesnaraetT
XOPOLLEE KAYECTBO NO NPUEMIEMO LIEHE», «<MAPKA
M3BECTHAA BO BCEM MUPE», «<Hanbonee nonynspHas
MApKa», «<3aAAET TOH HA PHIHKEY», <BKYCHEE, YEM
APYr1e Mapku», «COK Ha KAXAbIA AEHb», «Aenaet
HAC NyyLey, «AyLIEBHAs», «OT3biBuMBasAY». (ARMI
Marketing, ATP) Cm. rpadmk Nel1.

Yenex «[Jobporo» 1 nugepckue nosuumm Nog-
TBEPXAAETCA Npu3HaHWem skcneptos: 8 2008r.
6P3HA NOMYYMN HOrPadL! B KOHKYpCax «Jlydwee
netamy», «ToBaP roaa», BHICOKYKO OLEHKY B KOHKYPCE
Beverage innovation awards, a no ouerke xypHana
Forbes, «dobpuiit» ctan 4-m B crvcke nyyiumx
poccHitckux BPIHAOB U3 BCEX KATErOPWIA, Clieays 30
mapkamu «Jlagay, «<bantukay, «Jomuk B gepesHe»

(Forbes, ang.2008).

OaHum 13 Hanbonee cyLLecTBeHHbIX paKTOPOB,
BAMSIOLLIAX HO PE3YIbTATE BP3HAQ, ABNSETCA yXyALIe-
HME SKOHOMMYECKOWM CUTYALMM B MUPE U B CTPAHE.
MoLwHbIf KANUTAN MAPKK, YCTOMUYMBEIE TMAEPCKUE
NO3MLMM HO PbIHKE 1 CaMblE BbICOKME MOKA3ATENM
300POBbS BPEHAA YMEHBLIQIOT HETATHBHBIN 3PdekT
OT CHUXeHHA noTpebnenus B kateropuu. «Lobpbii»
MMEET CaMyIO NOsbHYIO rpynny notpebutenen. B
YCNOBUSAX KPU3MCA, NOTPEBUTENN OrPAHMYMBAIOT
CBOM BLIGOP U NPEANOYUTAIOT HAAEXKHBIA, NPOBEPEH-
HbIl 6P3HA, NOITOMY KOHKYPEHTbI CTPOAAIOT 60osbLIe
M MX PLIHOYHbIE AOMM CHUXAIOTCS.

T'padux 3.a. {ons romoca 6paugoB (SOV) B kateropum,
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Fpadmk 2. flonn KOMNaHUA Ha POCCUNCKOM pblHKe COKOB*

20,88%

16,87%

16,46%

21,57%

B OK3 «JlebeasiHckuin» (A, ToHyc,
DpyKTOBBI Cap)

@ MynToH (Rich, Nico Biotime,
No6peblit)

W BB[ (J-7, Puo Mpaxpe, Niobumsblit
cap, 100% Gold)

OHupaH (MemnuoH, Mosi cembs,
[a!, Caprice, Cokoc)

O Lipyrve

24,22%

BusHec AHanuTuka, putein ayaut, Bcs Poccus, Bcero 3a 2008 r.

* - NebensHckuit 6e3 Tponukarsl , MynToH 6e3 BoTaHuka

Fruktovy Sad;

Moya Semya;

HauuonansHoe TB, 2008 r.

Fruto-Nyanya;

1% price; 1%

Tropicana; 3% Ofhers; 0%

Tonus; 3% Dobry; 16%
a; 4%
Yasli-sad; 4%
5%
Rich; 12%

7%
Agusha; 6%
Nico; 10%
Botaniqg; 7%

Lyubimy Sad;
1%

J-7; 9%

I'pacux 3.6. ons rosoca OpIHIOB B MACCOBOM CEIMEHTE,
HauupoHnanbHoe TB, 2008 T.

Fruktowy Sad; Frustyle
9% 3%;

Botaniq; 11%
Dobry; 32%

Moya Semya;
17%

Lyubimy Sad;
28%



F'pacduk 4. Channel split

OcTanbHble
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Poccus
18%

HTB Gallup Media, LIA- All
18% 6+

T'padux 5. lunamuka 1oau peiHKa To1 4 OpIHIIOB KaTeropu,
Bes Pocens, %
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— T'paduxk 8. [TorpebGnerne mapku, Tor 10 6poH0B

B Korga-nu6o numu
B He pexe 1 pa3a B mecsil
O He pexe 1 pa3a B Hepienio
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ATP, ARMI Marketing, 2008, Bcst Poccust
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I'padux 6. JuHaMuKa KOJIMICCTBEHHON JUCTPHOYLHHU TOII 4 GPIH/IOB,
Best Poceust, %
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I'paduxk 7. 3nanue Mapku, Tor 10 OpsHI0B

B 3HaHWe ¢ noAckaskomn
B 3HaHve 6€e3 noackasku
0O 3HaHne mapku - TOM
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COMMUNICATION:

The campaign delivers traditional emotional communication of Dobry exceptionally well...
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Juices and Nectars

Campaign title: Securing leadership in the
market

Category: Beverages Non — alcohol
Project scale: National

Primary objective: o secure leading positions of
the brand in the stagnant market.
Goals: development of distribution, differentiation
of the brand from competitors, actualization of the
offer to customers, strengthening loyalty of the exist-
ing customers and attracting new ones.
What was going on?:
To achieve the objective mentioned the following
projects were implemented:
launch of the image campaign “Do Good and It
Will Come Back to You”
improvement of innovative products:
maintaining the range of enriched flavors

Sﬂ%ﬂ
7:%‘“‘

~® | Brow

RESPONSE

Mospuiti

Ad svaluation
[[] study average

Rational Response
Made muore likely to drink (PERSUASION)

It told me something new (NEWS)

The points were believable
(BELIEVABILITY)

The paints were ralevant to you
(RELEVANCE )

Campaign Average
63%

)l Lo ather ad

It contained dill. ir s
CTIVENESS)

STUDY AVERAGE (DISTIM

a4
#13% Emotional Response

Made brand maore appealing (APPEALY

Really liked this ad (LIKEABILITY)

The ad people would talk about

Don't want to see this ad anymore

Base (those who tested the ad):

Mapka Ans ycneluHbIX floaen

50%
\ 40%
36% 29%

CTunbHasa

ONTMMUCT NYHasa

launch of “Dobry” in a 0.33-litre polyethylene
bottle
seasonal offers for winter holidays and summer
days (“Dobry Podarok” (“Kind Gift") and
“Dobry Arbuz” (“Kind Watermelon”))
new ice-tea range
promo for customers “Dobroye Kino” (“Kind
Movies”)
Criteria for success:
market share growth
a 60% level of qualitative distribution in the
national market
growth of top-of-mind awareness of the brand
customer base extension (consumption not rarer
than once a month).
reinforcement of the brand image “on the terri-
tory” of warm relations and actualization of the
good.
Situation in the market, competative envi-
ronment, descripion of the product:
The Russian market of juices showed dynamic
growth up to 2008. As per data from the Russian
Union of Juice Producers, for the last 3 year the mar-
ket has grown by 37%, having reached 3.25 billion
litres, consumption per capita has increased by 39%

...and evokes strong response, both rational and
the brand both shart-term and long-term.
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up to 22.9 | (data from RUJP and Rosstat). However,
in 2008 the market stopped growing and for the first
time in the past decade, a negative trend appeared
(-0.5%), as a result of the world economy decrease.
See Chart 1. The juice market is a highly competitive
one, with the 4 leaders dominating: “Lebedyansky”
(Ya,Tonus, Fruktovy Sad), Multon (Rich, Nico Biotime,
Dobry), VBD (J-7, Rio Grande, Lyubimy Sad, 100%
Gold), Nidan (Chempion, Moya Semya, Dal, Co-
price, Sokos). See Chart 2. The “Dobry” brand has
been in the market since 1998, has been the market
leader for more than 6 years, with the share of 18%
as of end of 2007 (data from “Business Analytics”). It
is a mature umbrella brand due to the strong brand
equity. The primary product range includes tradi-
tional juices and nectars as well as enriched nectars,
fruit-drinks, ice-teas and seosonal offers (summer
and winter) in TetraPack packaging of 0.21,0.51,
11,1.51,21and polyethylene bottles of 0.33 I. It is
positioned in the upper mass segment and competes
to the brands: “Moya Semya”, “Fruktovy Sad” and
“Lyubimy Sad”.
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In 2008, while achieving strategic goals of the brand
and reaching business and marketing objectives, the
following campaign tasks were set:
to actualize a concept of the good, make it im-
portant and attractive for customers (the good is
not something out-of-date but an enduring value
which is always relevant).
to get customers involved in the brand communi-
cation, to increase ad recall rate (TOM — not less
than by 1 percentage point), active involvement
(not less than by 0.5 point), enjoinment (not less
than by 0.2 point).
to differentiate the brand, to get maximum differ-
ent from the main competitor — “Moya Semya”
by amplifying such image characteristics as
“heartfelt”, “of a high quality”, “dominating the
market”.
The main approach of the campaign sirategy is a
through-the-line message in all activities of the brand
during the year.

“Dobry” asserts relevance of the good, sincerity and
affection — traditional values which today’s world so
much lacks.

Various consumer research reveal that despite the
new values spreading in Russia (carrier, material wel-
fare, hedonism, ability to “be sitting pretty”), people
still need warm sincere relations, kindness, care and
other traditional values. Success which “Dobry” has
been demonstrating since its launch in 1998 proves
that most people positively perceive traditional
values which the brand has been promoting for

the last 10 years. Therefore, the communication of
2008 was considered to be improvement of the prior
campaigns, to reveal anew facet of the good.
Moreover, profound research conducted at the

end of 2006 by the “Atelier” agency indicated an
important aspect in perception of kindness: acts of
kindness toward people you do not know are most
important and valuable. Heartfelt relations within the
family or with friends are considered to be normal
and thus less valuable. In addition, one of our main
competitors — “Moya Semya” is “on the territory of
family”. That is why the new campaign emphasized
on the situations in which people do not know each
other.

For a better delivery of the big idea, various integrat-
ed communications were applied. The main image
campaign “Do Good and It Will Come Back to You!”
serves for actualizing the good, building the brand
image as well as for strengthening brand health.
The campaign included two TV spots: “Taxi Driver”
and “Car Mechanic”. The key idea of the campaign:
being kind toward people you do not know, in the
situation when kindness is least waited for, encour-
ages and evokes kindness in response.

Innovative projects aim at supporting the big

idea but with focus on functional advantages. For
instance, the enriched products allow customers to
show that they care of health of their beloved ones
offering them unique flavors enriched by natural
extracts from herbs and berries. Moreover, new
product launch results in customers perceiving the
brand on the whole as the one in line with current
trends, and secures brand loyalty.

The other part of communicating the big idea was
the “Dobroye Kino” (“Kind Movies”) promo with its
key goal to strengthen brand loyalty and at the same
time to build the brand image.

Media channels. As television in Russia still has
lowest CPP and largest coverage on the national
level, TV was chosen the main medium. The brand
strategy is to be constantly present on TV with
minimum breaks between the campaigns and with
the weekly weight being above average in the seg-
ment. Such strategy guarantees leadership in the
category. SOV of the brand in the juice category is
16% and 32% in the segment. (Data from: Gallup
Ad Fact, TA — All 6+). See Charts 3 a,b. TV channels:
ORT (20%), Russia (18%), NTV (18%), TNT (11%),

CTC (10%), TVC (10%), Ren-TV (6%), other (10%),
which helped maximze coverage and minimize
CPP. See Chart 4. During the year, there were two
TV flights with the main image campaign — 5 and 7
weeks each. Emphasis was made on the 30-second
spots. Shorter 10-second versions were used to
increase contacts with the TA. The TA coverage on
the 1+ frequency was 60% (a 60% coverage on the
2+ frequency,during the first several weeks of the
flights).

The promo was also announced on plasma displays
at chain supermarkets, for 6 weeks.

Couponing
Distribution
Pricing Changes

All communication projects of “Dobry” are sup-
ported by trade marketing initiatives aimed at
distribution improvement, tfrade channels motivation
and drawing attention to the brand products. Loyalty
programs are both customer and staff oriented. In
2008, bonuses were introduced: “gift with purchase”
etc., aimed at expansion of a product range in POPs
and maintaining proper shelf lay-out of products.
Every new product launch was backed up by rotat-
ing spots on displays and other advertising media in
retail channels.

Moreover, “Dobry” offers a good combination of
price and quality. The pricing strategy is to be more
expensive than the main competitors but remain on
the verge of mass and average-price segments.
Socially oriented initiatives are an important part of
the brand communication. “Dobry” participates in
all kinds of charity actions. Together with WWF, “Do-
bry” has been carrying out the initiative “European
Bisons Under Dobry’s Protection” to conserve the
European bison population in wild life. In association
with the “Aistenok” magazine, presents for orphaned
children were raised for the New 2008 Year.

Within the “Dobroye Kino” promo, a round table
was arranged with participation of journalists and
TV show hosts lldar Zhandarev and Boris Berman, to
discuss “kind movies” issues.

Last year release of the movie “Kuka” (directed by
Chevazhevsky) was sponsored by “Dobry”. The
movie tells a touchy story of an orphaned girl, and
shows that in today’s world which is rather cruel ot
times people can change and rise over vanity having
shown merci to a little child.

In 2008, “Dobry” celebrated its 10th anniversary. To
mark this occasion, an exclusive series of “Dobry”

in POT bottles in a traditional Russian doll style was
manufactured for partners and the “Multon” com-
pany employees.

Every goal of the communication project has been
achieved, some of them have been exceeded.

In 2008, “Dobry” continued to strengthen its leader-
ship in the market; its market share by the end of the

year was 18.3%. In a highly competitive environment
and despite the decrease in tempo of the market
growth aroused by the economic crisis, the brand
demonstrates the market share increase constantly
leaving competitors behind. See Chart 5. The brand
distribution grew by 4 percentage points in 2008
having reached 62.7%. (Business Analytics, Retail
Audit), see Chart 6. The main health brand rates
which constitute its brand equity remain the highest
in the category. The top-of-mind brand awareness

is 27% (+1 percentage point vs. 2007), without a

cue — 68%, with a cue — 98%. See Chart 7. The
top-of-mind awareness of advertisement — 23%

(+1 percentage point vs. 2007), Consumption: most
customers tried “Dobry” (82%,; +1 percentage point
vs. 2007), 56% of customers drink “Dobry” not rarer
than once a month; 29% - not rarer than once a
week and 23% drink “Dobry” more often than other
brands . See Chart 8.

The share of customers loyal to the brand is also the
highest in the category — 61% of customers intend

to buy “Dobry” as a first choice, 21% prefer “Dobry”
to other brands (favorite brand). (ARMI Marketing,
ATP). See Chart 9.

The new image campaign resulted in achieving com-
munication objectives as to actualizing of kindness
for today’s consumers, differentiating the brand,
intensifying emotional involvement of customers

in “Dobry”’s communication. The branding, active
involvement and enjoinment rates have increased

vs. 2006-2007, while ad recall was above average,
according to the research. See Table 10.

There has been growth in image characteristics

such as: “offers good quality at a reasonable price”,
“a world-famous brand”, “most popular brand”,
“dominates the market”, “more delicious than other
brands”, “juices for every day”, “makes us better”,
“heartfelt”, “responsive”. (ARMI Marketing, ATP). See
Chart 11.

Success of “Dobry” and its leading positions are
proved by expert recognition: in 2008 the brand was
awarded in the contests “Everything Best to Chil-
dren”, “Product of the Year”, was highly appraised in
the Beverage Innovation Awards contest; as per the
Forbes rating, “Dobry” rates 4th in the list of Russian
best brands of all categories, following the brands:
“Lada”, “Baltika”, “Domik v Derevne” (Forbes, Janu-
ary 2008).

One of the most significant factors which influence
the brand results is decrease of the world and Rus-
sian economy. Strong brand equity, secure leader-
ship in the market and the highest rates of brand
health reduce the negative effect of consumption
decrease in the category.”Dobry” has the highest
loyalty group of customers. The crisis makes people
limit their consumption and stick to a reliable time-
tested brand, therefore competitors suffer more and
their market shares decline.




