CnasmonuTnyeckoe NIeKapCcTBEHHOe
CpeacTeo

PeknamHas kamnaHus:
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ayautopum X 18-35
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Mpocro paboraet!

Uens. Ysenuunts notpebnerune Ho-LUnbl cpeau
mononoit yactn notpebuteneit X 18-35 net (cpeau
obuwei notpebutensckoit 6ass X 18+).
3apaum. O6HosneHne ummoxa bpeHaa Ho-
LUna. Mpegcrasuts Ho-LLny kak coepemerHoe u
sbdektusHOe nekapcreeHHoe cpeactso. Ho-Lna
cywectsyeT 8 Poccum ¢ cosetckux speme (6onee 45
ner). YposeHs 3nanus 6penaa Ho-LUna ¢ noackas-
kot cpeamn Kenwmn 18-35 okono 100% (Business
Analytica Brand Health tracking data 2007). Mpwu
3TOM MONOAbIE NOTPEBUTENN BOCTPUHUMAIOT
Ho-LLIny kak cTapeii, HEUHHOBALMOHHBIM M, KAK
CNEACTBHE, HEAOCTATOYHO dPPEKTUBHBIA NpenapaTt
1 NOCTENEHHO NEPEKMIOUAIOTCA C HETO HA HOBbIE
6onee cospemeHrHbie Gperabl. Takum o6pazom
HOLLIQ 304040 NEPENIOMUTb TEHAEHUMIO «yCTApEeBa-
Hus» BpeHaa.
PbiHOK. Ho-LLIna 6opeTtcs B BICOKOKOHKYPEHT-
HOM kaTeropun 06e360AMBAIOLLMX NPENAPATOB.
OcHosHble koHkypeHTsl [NenTanrmt-H, Hypoden,
Connagent, Mesum u gp.
[lons pbiHka OCHOBHBIX KOHKYpeHTOB B (MAT June
2008, wholesale, RNBC):

Mesum — 15,9%

Ho-Wna - 14,4%

Mentanrmn-H — 10,4%

Hypoden — 8,9%

Connageur — 2,9%
Meguma (TNS AdFact 2007). Dons meana satpat
OCHOBHbIX KOHKYPEHTOB Bhilwe, Yem y Ho-LLnkl no
NPUYMHE BIOAKETHBIX OrPAHUYEHMIA.

Mesum 26%

Hypoden 23%

Menranrmu-H 18%

Ho-Wna 17%
Jnunoe ucnonbsosarme mapok (TNS M’Index
2007 /2nd half year — Russia). Ho-Lna:

cpean Xenwmn 18-35 - 24.1%

cpeam Xenwmn 36+ — 28.8%.

OCHOBHOW LIeNbIO ABNSETCA YNyULeHne 1 06HOB-
NEHUE UMUIXQ W, CIEAOBATENLHO, YBENMYEHUE AOMM
notpebnsiowmx Ho-LLny cpean Xenwmn 18-35 o
yposHst notpebnenus Ho-LLnb XerwmuHamu 36+
KonuuecTBeHHbIN KpUTepUM. Yeennierue fonu
notpebnenus Ho-LUnbl cpean Xerwmn 18-35 po
yposHs 28,5% (c 24,1% & korue 2007 roaa) k koHLy
2008 roga (TNS M’Index)
MoBepeHuyeckne KpUTEPUM. YyuwmTs oT-
HoweHue k 6peray Ho-Lna cpean Kenwpn 18-35
(Business Analytica BHT):
Poct Ha 10% cpeau Preferrers (npepnountaio-
wmx) ¢ 53%
Poct Ha 10% nokasatens Main brand (ocHosHo#
6pena) c 24%
Yeenudenune nokasarens Last purchase (nocnen-
Hs9 MOKYNKQ)
MepuenTuBHbIA KpUTEpUNA. B ccneposatmve
6bin gobasneH cneunansHbii Bonpoc («Kak nosnusna
peknama Ho-LUnbi Ha Bawe mMHeHre 06 3Tom npe-
napate?») ans oueHkn usmerernit ummaxa Ho-LLnsi.

Ho-LLIna scerna ¢ Toboi kKak HEOTLEMNEMAS HACTb
XM3HU CTUNBHOM COBPEMEHHOM AEBYLLKM.

AHanus uHTepecoB noTpeéurenei: coser
MaMbl U 6ABYLLIKM B MEHbLUEN CTENEHM 3HAYMM
IU15 MOTIOLIEXM, YEM COBET IPY3EM MM TENEBU3U-
OHHBbIX TEPOEB-POBECHUKOB, KOTOPbIX OHW CYUTAIOT
YCMELLHBIMU.

Ananus mepuma: cpepun Xerwpmr 18-35 tenecmo-
TpeHue Huxe no cpasHeHmio ¢ XKenwmHamm 36+.
Kpome Toro, TpaamumMoHHas peknama He BoBnekaet
MOJIOfYIO AYAUTOPMIO B KOMMYHUKALMIO U HE MOXET
nosnmsaTs Ha UMM Ho-LLnbl. TpaguumoHHsie
peKﬂOMHble pOﬂMKM, O6b|l~|Hb|e MQOKETbI B )KypHOﬂOX
BO3LEMCTBYIOT NPEXAE BCETO HA YPOBEHb 3HAHMS
6peHna, kotopsiit ans Ho-LLnbl oueHs Bbicok, He-
XENW HA ero UMMAXeBbIE aTPHBYThI.

[Tpu 3TOM C APYroW CTOPOHBI Mbl LOMKHBI COXPAHUTb
HaWwWx Tekywmx notpebutenen 6peHaa cpean XKen-

WK 36+, Takum 06pPA3OM Mbl HE MOXEM M3MEHUTH
BCIO KOMMYHUKALMIO BPeHaa.

Y7068 peLumnTh NOCTABNEHHBIE 30A4A4M, HOM 6bIN0
HEO6X0AMMO NOTOBOPUTH C MONOAEXBIO HA €€ A3bIKE.
Tpebosanack 0TAENLHAA KOMMYHUKALMA, HANPAB-
nenHas Ha XerwuH 18-35, B koTopoit Heobxo-
AMMO BbINO MCNONL30BATL HaMGONEe NONyNApPHbIE,
COBPEMEHHbIE MEAMA C MHTEPAKTUBHBIMU BO3MOX-
Hoctamu. OCHOBHOM QKUEHT BOMxXeH BbiTb CAeNaH Ha
MMUIXKEBbIX ATPUEYTAX, UMEIOLLMX BAKHOE 3HAYEHME
Cpeam Monoaexu.

OcHOBHOM 3a804€ BLINO HARTH KyTbTOBbIN MySb-
TUMELMIHbINA NPOEKT A1 MONOAEXHON AyAUTOPUM C
MHTEPOKTUBHBIMW BO3MOXHOCTAMM.
Buin 8ei6pan om-2 va THT. [ns ayamutopum X 18-35
CaMBbIi BBICOKUI Noka3aTens AdPpUHUTUBHOCTH Y
TenekaHana THT, u [Jlom-2 nokaseieaeT cTabunbHbie
BLICOKME PEATUHIM HQ MPOTAXEHUN MHOTUX YCMELUHBIX
net. B 3Tom npoekTe ecTb BO3MOXHOCTb MHTErPALMM,
MHTEPAKTHUBA CO 3PUTENEM B CAMON TENENEpPENaye,
O TAKXe BbIMyCKAETCs NonynapHbIn xypHan «Jom-2»
1 NOAREPXMBAETCA NONYNAPHBIN MHTEPHET-NOPTAN
www.dom?2.ru. Bce ynomuHarua Ho-LLne 8 npoexte
BbinK CBA3AHDI C MOSUTUBHBIMU M YCTIELLIHBIMW MO-
MEHTOMM, 4TOBbI NOAYEPKHYTb MO3UTHUBHBIA 3PPEKT
npenapara.
TB kpeaTuBHble marepuanbi:
CO3[0H CNeuManbHbIi CMOHCOPCKUIA PONKK B
cTune npoekTa ¢ ysactem repoes [lom-2 (o
csaabbe y4acTHUKOB)
B CYMOUKAX M TYMBOUKOX YHOCTHUKOB MPOEKTA
[om-2 obssatensHo npucytcrsosana Ho-LLna
repow loma-2 npunumanu Ho-LLny n pexomen-
LOBQSM €€ Apyr Apyry
CneumanbHble Marepuarnsl B XXypHane
Aom-2:
B KOHTEKCTE PENOpPTAXA C BEYEPHUHKM Y4ACTHM-
kos ynomuHanacs Ho-LLna, kotopas nomorna
rePOUHAM BECENO NPOBECTU BPEMS HE3OAYMBIBO-
ACb 0 NpobBremax
Mpucyrcreue Ha caiite flom-2:
PA3MELLEHNE MHTEPOKTUBHBIX MIPOBLIX GAHHEPOB
«nonapy Ho-wnoit 8 cymouky»
BPEHANPOBAHME NO3UTUBHBIX BUAEO-HOBOCTEN M3
Noma-2 (npeponnsi)
ynomuHanue reposmu Joma-2 Ho-LLne B cBomx
BNOrax U TEKCTAX («4TO NEXUT Y MEHS B CYMOY-
Ke»), KOTopoe 3aTem OBCYXAANOCh NOCETUTENAMM
canTa
Mepuoa nposeaenms npoekta — CeHTabpb—OkTabpb
2008. Nnes 6ynet npoponxexa s 2009 roay

TB:
CnoHcopctso
Pasmewerme ckpbiToit peknaml

MeuarHbie CMU:
MoTpebutensckue xypHansl

AuanoroBas:
Online-pexnama
MuTepHeT caitbl
Mrpbi
[pyrue: ynomuHaH1e B 610rax y4aCTHUKOB

Homa-2



KonuyecTBeHHbLIN

NMoBeneHYeckne KputTepumn

Kputepum
[ona notpebutenen Ho- * - *x
LLinb! cpeay XK 18-35* MpeanoyTeHune OcHoBHoW OpeHAa
Mpeablaylee 3Ha4YeHne 24.10% 53% 24%
MnaHnpyembl pesynetat 28.50% +10% (58.3%) +10% (26.4%)
dakTn4ecKnin pesynbTtaT 28.80% +13.2% (60%) +12.5% (27%)

* TNS M’Index 2008/2nd half year vs. 2007 /2nd half year — Russia
** Business Analytica, 2008, BHT Okta6psb vs. Anpens-Mait

MepuenTuBHLIA. YNy4lueHue MHEHUs O
6penpe Ho-Wna: Ouenveas GakT cnoHcopcTea
Ho-LUne 8 npoexte [lom-2, 8 centsbpe 20% no-
TpebuTeneit coobwmnu, 4To Ux MHeHue o GpeHae
YNYYWwmUnocs, 8 oktssbpe — ewe 6% cpeau scex
PECNOHAEHTOB TAKXE OTMETUIW yNyyLLeHe cob-
cteeHHoro MHenust o Ho-LLne (Business Analytica,
Sep-Oct 2008, Russia: “Ouenute bakT cnoHcopcTsa
Ho-LWnbl 8 Jome-2. Kak oHo noenusano Ha satue
MHeHwue 06 3Tom npenapate?”’).

KamnaHus cnoco6crByeT pocty 6usHeca:
Poct nokasarens Mocneanss nokynka ¢ 35% no 40%
(Business Analytica, BHT, 2008)

O6wuit poct ponu notpebnerns Ho-LUnsi cpeam

X 18+ cocrasun ¢ 27.2% no 30.3% (TNS M’Index
Russia 2008/2nd half year)

LleHoBas 3¢ PekTnBHOCTL. CTONb 3HAUUTENDb-
Hbl€ Pe3ynbTaTbl KAMMAHUM GbIAN AOCTUTHY-
Tbl Ha ¢poHe 6onee YyemM CKPOMHBIX Meaua-
610AKETOB MO CPABHEHUIO C OCHOBHBIMM
KOHKYpPEeHTamu.

B nepuoa peanusaummn npoekta pons Ho-wnei 8
MmeanasatpaTax kateropum coctasuna 12%. Mpw
5TOM [,0N15 3ATPAT OCHOBHBIX KOHKYPEHTOB Bbina cre-
ayoweit: Hypoden 28%, Mentanrmn-H 20%, Mezum
13% (TNS AdFact Centabpb-OxTabps 2008).

[ns noanepxku Tekylumx notpebutenen cpean
XK 36+ 6binu Takke 304€NCTBOBAHBI CleayoLwme
KaHans! ¢ 0bLe KoMMyHWKaumet Ha ayautopuio X
18-55:
Pasmelenue cnoncopckux TB ponmkos Ha
tenekaHanax CTC u Jomawnuii (8 TB-cepranax
NPARM-TANM, AAANTaLMs NPAMoro ponuka Ho-
LUne k xpoHomeTpasky 107)
PasmelueHme CTaHAAPTHLIX PEKNAMHbIX MORYNEH
B MOMYNSPHBIX XEHCKMX MAHLEBbIX XyPHANAX
PasmeLueHme Urposbix MHTEPAKTUBHBIX 6AH-
HEPOB HA MONYNAPHBIX UHTEPHET-PECYPCAX
(Odnoklassniki.ru, wmj.ru) v Ha kpynHewLwmx
anTeyHbix caiTtax (webapteka.ru, 03.ru u gp.).

Antispasmodic

Campaign title: No-spa image renovation for
TAW 18-35

Category: Medical services. Pharmaceuticals
Project scale: National

Goal. Increase No-Spa usage among younger part
of consumers W 18-35 y.o. (within total No-Spa
consumer base W 18+ y.o.).

Objective. Brand image renovation; show No-spa
as a modern effective remedy. No-spa history in
Russia is very long (more then 45 years). No-spa
prompted brand awareness among TAW 18-35 is
about 100% (Business Analytica Brand Health track-
ing data 2007). But younger consumers perceived
No-spa as old-fashion and non-innovative, and
because of that not so effective remedy, so they try
to switch to newer modern brands. So our objective
is to reverse the situation of brand obsolescence.

No-spa Business Analytica Brand Health tracking 2008.

Summary: No-Spa

All Respondents
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UcxogHoe 3Ha4YeHne
2007/2

Market. No-spa fights on highly competitive terri-
tory of pain killers. Main competitors are Pentalgin-
N, Nurofen, Solpadeine, Mezim etc.
Market share in the category of pain killers (MAT
June 2008, wholesale, RNBC):

Mezim — 15,9%

No-spa — 14,4%

Pentalgin-N - 10,4%

Nurofen — 8,9%

Solpadeine — 2,9%
Media (TNS TV’Index 2007). Main competitors’
share of spends is higher then No-Spa because of
budget frames.

Mezim 26% SoS

Nurofen 23% SoS

Pentalgin-N 18% SoS

No-spa 17% SoS.
Personal brand consumption (TNS M’Index
2007 /2nd half year — Russia). By the end of 2007
share of No-spa consumption was:

Women 18-35y.0. - 24.1%

Women 36+ y.o. — 28.8%.

dakTnyeckum
nokasatenb 2008/2

The goal is to improve and renovate No-spa image
and, as a result, increase No-spa consumption
among W 18-35 — to match the level of consump-
tion among W 36+.
Quantifiable objective: Increase share of No-spa
consumption among W 18-35 up to 28.5% (from
initial 24.1%) by the end of 2008.
Behavioral objectives: Improve consumers feelings
about No-spa among W 18-35 (Business Analytica
BHT, April-May 2008)

Preferrers 10% growth from 53%

Main brand 10% growth from 24%
Perceptual objective: Additionally we have added
special part in the BHT questionnaire (“How does
No-spa current advertising campaign influences
your opinion about this brand2”) to check changes of
No-spa image.

No-spa is always with you as an essential part of a
trendy girl’s life.



Consumer insight: mom’s and grand-mom’s
advices are less reliable for youth, then friends or TV
heroes of same age.

Media channel insight: TA W 18-35 has lower
TV consumption comparing with W 36+. Traditional
advertising does not involve TA into communication
and can’t improve No-spa image. Traditional TV
spot placement, ads in magazines influence only
brand awareness (which is already very high), but
not brand image.

On the other hand we have to keep current users
among W 36+, so we can’t change all the com-
munication.

To address the challenge, we need to speak to youth
their language. We need a separate communication
for TA W 18-35 using the most popular, modern
projects with interactive possibilities. Focus on image
attributes, important for youth.

First of all, we needed to find a cult project for
younger TA, which would have integration and
cross-media possibilities.

We've chosen Dom-2 on TNT. TV channel TNT has
the highest affinity for TA W 18-35, and the project
Dom-2 has the highest and stable rating with long
history of success. It has integration possibilities in TV
program itself, in very popular magazine “Dom-2”,
and at popular web-site www.dom-2.ru. All No-spa
impressions in the project are linked with positive
and successful moments to highlight the positive
effect of the brand.
TV Creatives:
specially created sponsor’s spot in Dom-2 style
with Dom-2 heroes (wedding of Dom-2 heroes)
Dom-2 heroes always had No-spa in their bags
and cupboards
Dom-2 heroes used No-spa and recommended
it to each other
Dom-2 magazine creative:
in reportage from Dom-2 party there were
mentions about No-spa, how it helped Dom-2
participants to have fun without worrying about
health problems

Dom-2 web-site creatives:
interactive game banners “catch No-Spa with
your bag”
branding of positive video news from Dom-2
(pre-rolls)
mentions by Dom-2 heroes in their blogs (what |
have in my bag)
Period of placement — September—October 2008
and will be continued in 2009

TV:
Sponsorship
Product placement

Print:
Consumer Magazine

Interactive:
Online Ads
Web site
Gaming
Other: mentions in Dom-2 participants blogs

Quantifiable objective

Behavioral objectives

coﬁgjrr:e(r); '\\;\?'138?2 5 Preferrers** Main brand**
Initial position 24.10% 53% 24%
Planned result 28.50% +10% (58.3%) +10% (26.4%)
Actual result 28.80% +13.2% (60%) +12.5% (27%)

* TNS M’Index 2008/2nd half year vs. 2007 /2nd half year — Russia

** Business Analytica, 2008, BHT October vs. April-May

Perceptual. No-spa brand opinion improved:
Evaluating No-spa sponsorship in Dom-2 in Sep-
tember — 20% of respondents said their opinion
improved, in October — additional 6% (Business
Analytica, Sep-Nov 2008, Russia: “Evaluate the fact
No-Spa sponsorship of DOM-2. How does it influ-
ence on your opinion about this brand?2”).
Campaign clearly drove business: Last pur-
chase grew from 35% up to 40% (Business Analytica,
BHT, October 2008)

Total growth of No-Spa consumers among W

18+ from 27.2% to 30.3% (TNS M’Index Russia
2008/2nd half year)

Cost-effectiveness. With such impressive
results campaign budget was modest com-
pared to competitors: During our campaign in
September—October, No-spa share of spend was
only 12%. Main competitors SoS was: Nurofen 28%,
Pentalgin-N 20%, Mezim 13% (TNS AdFact Sep—
Oct 2008).

To support current users (W 36+) we also used
following media with general communication on W
18-55:
TV sponsorship spots on STS and Domashny
(prime-time serials)
Standard image placement in general women'’s
titles
Gaming banners placement on popular web
resources: Odnoklassniki.ru, wmij.ru; and on most
of on-line pharmacies, such as webapteka.ru,
03.ru etc.

Summary: No-Spa
All Respondents
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