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Lens: k koHuy 2008 roga Toprosas mapka «[ b
03€ep» JOMKHA 3AHATb 3-€ MECTO B CBOEM LIEHOBOM
cermeHTe no 06bemy NPOAAX U 3aHSTb AOMIO PhIHKA
8 pasmepe 10%.

3agaua 1. Ypoeers nokpsitus crparsl TM «5 o3ep» k
koHuy 2008 ropa pomken cocrasuts 81%.

3agaua 2. YeenuueH1e KOHEeYHOro Cnpoca 30 CYeT
MOPKETUHIOBBIX MEPOMPUATHI, NPOBELEHHBIX HQ
benepansHoM yposHe U B pernoHax PP.

3anaua 3. CyLuecTBEHHO yCUIUTL PLIHOYHBIE NO-
31UMM Ha pbiHKe . Mockea.

Cutyauus Ha pbiHKe:

KpynHenwue npoussogutenu 2008 no sepcum
HaumnonansHoin AnkoronsHoi Accoumaumm: J1IB3
«Tonas» (exoauT 8 [K «Pycckuit ankorons») — 12,3
mnH. gan (poct Ha 32,5%), mockosckuii 3asog «Kpu-
crann» — 9,4 mnH. gan (cokpawenme Ha 8%), OOO
«OmckeuHnpom» — 6 mnH. aan (poct Ha 9,8%).
CokpalleHre KOMMYEeCTBA YHOCTHUKOB QIIKOrOMbHOTO
poitka PO cnocobcTBoBAno CHUKEHUIO KOHKYPEH-
LW HO PETUOHABHBIX PBIHKAX CO CTOPOHbI MECTHBIX
Mmapok. B 1o xe Bpems Beaylime npoussoautenu

— «Pycckuit ankoronby, «CunHeprusi», «Kpucrann
[pocey, sasop «Kpucranny r. Mocksa, «Mmuax
XON@nHm») NpOBOAUNM ArPECCHBHYIO MOPKETUHTOBYIO
nonutuky. 3assnextsie 8 CMU Giopxetsi: «Cunep-
rns» — S 70 mnn. B ron, «Pycckuit ankoroney — $ 50
MITH. 3aNQHbIE KOMIAHMK, KYNMBLLKME PAL POCCHIMA-
CKMX NPOM3BOANTENEN, 0BGO3HAUMIM TOTOBHOCTb
BKNQAbIBATb 3HAYUTESIbHbIE 6}0,]1)K6Tb| B pA3BUTHE
NPMOBPETEHHBIX MAPOK.

OO0 «OmckenHnpom» (c 2009 roaa «AnkoronbHas
CUBUPCKas TPYNNa») — OAMH U3 KPYMHENLIMX NPOM3-
soautenen ankorons 8 Poccuu, nons soaku «Matb
03ep» B 06LEM OBbeme NPOU3BOACTBA KOMMAHMM
coctaenaet 97,5%. Mo panHeim «Pocctatay, 8 2008
rogy «OMCKBUHNPOM» PEAnU30Ban 6 MUNNMOHOB
Aan npoAykKuuu, 4TO NO3BOJSTUITIO KOMMNAHUU BLIATU HA
TPEeTbE MECTO CPEAN POCCHMICKMX MPOU3BOAUTENEN.
Beipyuka «Omckennnpomar 3a 2008 rog cocrasuna
10,3 munnuapaa pybneit.

OcHosHoMm 6peHa komnaHuu « OMCKBUHNIPOM»
«[aTb 03ep» CyLLeCTBYET HA pbIHKE 6 NET W yCrewHo
npoaaetcs 8 Poccun n 10 crpanax mupa. B ocHosy
NO3ULMOHNPOBAHUS Nerno eyHkunoHansHoe YTI1:
BOAKQO HO OCHOBE «\/HMKOJ'IbHOlZ BOAbl TOEXHbIX
03ep». YuuTbIBOA HEOBXOAMMOCTL YHUKANBHOTO
OTNINYKUA OT OCHOBHbIX KOHKYPEHTOB, B MOCTPOEHUE
NO3WULMOHUPOBAHMS NErNIO TAKXE SMOLMOHANLHOE
YTI1, ocHOBAHHOE HO CMBUPCKOM NPOUCXOXAEHUM
BPEHAA, KOTOPbIM MPOU3BOAMTCA «BAASM OT LMBU-
M3aunm». CBH3\/IOLLI,I/IM 3BEHOM [BYX BbIrOf, CTASN
peanbHo CyLLecTByOLME NATb CMBUPCKUX O3ep,
KOTOPbIE PACMONOXEHS MyBOKO B TAMre M BOAA B
KOTOPbIX OBNAAAET YHUKASbHBIMM BUONOTMYECKUMM
CBOWCTBAMM.

Mpu nnaxmMposaxmu peknamroit kamnaxmmn 2008
roaa kputepurem ee s3pbekTMBHOCTH Bbino onpeae-
JIEHO [OCTMXEHME OCHOBHbIX PbIHOYHbIX MOKA3ATE-
neit: 3aHMMaemMas A0S M YPOBEHb NOKPLITUSA PhIHKA
PD u r. Mocksa, 3aHMMaemas ans B cermeHTe, o6b-
em peanusaumm u obbem Beipyukm B pybnax («Mats
osep» 3aHumaet 97,5% B ob6beme Npon3eoacTsa).

O6wuii mepgua-6ioaer:
o1 5 po 10 munnnonos gonnapos CLUA

[orectn go notpeburens YTI npoaykra: «[stb
o3ep» — Boaka 13 Cnbupu HO OCHOBE KYHWUKANBHOM
BO/Zbl TAEXHbIX O3€P».

Mnes 6peHna BO3HUKNG B Cpeae TON-MeHEMKMEHTA
OO0 «OMCKBUHNPOMY BO BPEMS BLIE3AHOMO MO3-
FOBOTO LITYPMA B PAMOHE NPUPOAHOrO KOMMEKCa
«Mstn o3ep». O3epa, KOTOPbIE NEMK B OCHOBY
6peHaa, PaCNoNOXeHb B CUBUPCKOM TAMre Mexay
Omckoit n Hosocnbupckon obnactamu. Boaa B Hux
061aRaeT YHUKAbHBIMU 6MONOrMYECKMMM CBOM-
CTBOAMM, YTO NMOATBEPXKAEHO HAY4HO. [lns npous-
BOACTBA BOAKM «[1aTb 03ep» Ucnonb3yeTcs pobaska

NPMPOAHON BOAbI, AOCTABASEMON M3 YNCTENLLNX O3EP
cnbUpCKON TAMrm.

Y MapKu CROXMACS UMUK SKONOTMYHOTO NPOAYKTA,
4TO MO3BOMMUIO JOMONHATENBHO MPUBIEYL BHUMAHUE
OCHOBHOW LIeNeBOM QyAnTOPHM, KAK MPABUIO, XUTe-
nem KPyMHbIX TOPOAOB.

Passutre 6perna B Poccmn coenano co cmelueHmnem
NOKYNATENbCKMX MPEANOYTEHUI B CTOPOHY 3KOSO-
TMUYECKM YMCTBIX MPOAYKTOB, MOBLILLEHUEM MHTEPECT
K 3KOTypu3my. 1o UTOram rmyBUHHOMO MHTEPBbIO,
nposeperHoro 8 asrycre 2006 ropa B Exatepun-
Gypre, CAENAH BEIBOA, YTO yNOMMHAHWE Mapku «[1aTb
03ep» Yy PECNOHAEHTOB CO3AAET CBA3b C YUCTOTON,
npuponon, Tairoin u ozepamu. CornacHo pesynsta-
TAM MCCNEefOBAHMS, OCHOBHBIMM MPUUMHAMM MOKYMKM
BoAKM «[151Tb O3€P» - NPUATHBINA BHELHWMI BUA, M KPA-
cBOe HasBaHKWe. MHOTME PeCNOHAEHTb TOBOPHIM O
TOM, Y4TO SMOLIMOHAMLHAS COCTABNSIOLLAN MOAPKM 1S
HUX oueHb BaxHa. KoHuenuus 6peraa nossonuna

B MOJHOM Mepe BOCMOSMb30BATLCS BO3MOXHOCTbIO
5KONOrMYeCcKoro TPeHAa.

Ha ankoronsHom peitke PO 8 2008 rogy yracana
NATPUOTAYECKAS, BOEHHAS M IPAXAAHCKAS TEMBI,
60nee UHTEPECHBIMU CTOHOBMIUCb «CMIOKOMHBIED
6peHasl. (MHeHue skcneptos LIMDPPA) S1a teHpen-
LSt TOK k€ CNOCOBCTBOBANA YKPEMNEHMIO MO3ULMI
«CMBUPCKOI BOLKM, HO OCHOBE BOAbI TAEXHbIX 03€PY.

Meaunactparerus opmmnposanacs Ha ocHose
KOHLEMNUMM U MO3ULMOHMPOBAHMM BPEHAA C YHETOM
uameHeHuit B sakoHoaatenscrse PP, OcHosHoM
QKUEHT B MEAUACTPATErMK BbIN CAENAH HA PEKNAMy
B MECTOX MPOACX, O TAK Xe Ha Hanbonee NPecTux-
HblE€ 1 MOCCOBBIE KAHQSbI, MPOABMKEHUE B KOTOPbIX
QIKOTOMBHOM NPOAYKLMM 3AKOHOAATENBHO HE Orpa-
HdeHHo. OBA3aTENbHBIMU STEMEHTAMM KAMMAHMM
BLIGPAHbI TEKCT NIEreH bl O NPOUCXOXAEHNUN BOAKM

1 BU3YQmbHbI 06PA3 NOAOYHUKA HA MA[M 03epal.
TeOpueckas CTpaTerys NOBAMANA HA BLIGOP pPeKnam-
HbIX CPEACTB CedytoWwm 0B6pa3om: AN Nepeaaym
PACLUMPEHHON NEreHasl BBIBPAHO pasMeLLeHme B
CMW, ans npOHUKHOBEHUS B MOCCOBOE CO3HAHUE
notpebuTenei noroTMNA v BU3yansHOro 06pasa

— HAPYXXHOS PEKIAMA B O3POMNOPTAX M MECTAX NPO-
LOX, CNTOHCOPCTBO, PEKIAMA B MIHTEPHET.

Mecra npoaaxu (8 Tom uncne Toukn HoReCa) —
MEPONPHUATUA MO MEPUEHAAMSUHTY, UCTIONb3OBAHME
cobcteeHHbix POS — 1 BHYTpEHHUX peknamoHocu-
Tene (CBeTOBAS NAHENb, TENEXKA, W NP.) BHYTPU
TOProBOM TOUKM AN OBECNEYEHNUs MAKCUMANBHOTO
NpUBReYeHns BHUMaHKs noTpebutens k soake «[atb
03€epP» BO BPEMS MPUHSTHS PELLEHNS O MOKYMKE.
CeeToBble NaHenu B 3ponopTax ana obecneyerms
HEOBXOAMMOTO YPOBHS M3BECTHOCTU MAPKH W NEpe-
naum ocHosHoro YTT1.

Mpecca — Moaynb C NEreHAOM M OCHOBHBIM BU3YQ-
FIOM, CTATbK 06 YHMKQMbHbBIX CBOMCTBAX BOAbI 19T
Osep, a TaKKe AHAMUTUYECKME MATEPHANEI B AENO-
BbIE U3AAHMSA PO PLIHOYHOE PA3BUTME M SOCTUKEHMS
MOPKHM.

CnoHCOpCTBO — pasmelLeHre peknamHbix n3obpa-
XEHUM Ha CTaaMOHAaX Ha TeppuTopun Esponsl Bo
Bpems TpaHCHAUuA byTOONbHBIX MATYEN.

MHTepHeT — caiT, HANPABNEHHBIN HO AETANBHOE
MHPOPMUPOBAHME O BPEHAE MOTEHUMOMbHBIX ANC-
TPUBLIOTOPOB U XYPHANUCTOB, A TAKXE noTpebuTe-
nen, nposeusLmx uHTEPeC K 6peray. B 2008 roay
ANst MOBbILLIEHMS MHPOPMATUBHOCTM BBEAEH CEPBUC
NPOBEPKM NOANMHHOCTU NO HOMEPY OKLUM3HOM Map-
ku. Pasmeluierre 6aHHEPOB HO MOYTOBOM CEPBHCE
mail.ru v noprane yandex.ru

B >ypHANbHBIX W rA3ETHBIX MOAYNAX, TEH-KAPTAX,
CAMTE U KHWUXKAX HO TOpre KAXAOoM ByThinkn pas-
meLianack nereHaa, packpsisatowas YT 6penaa. B
ceHTabpe MHPOPMALMs B KHIKKE Bbina AONOMHEHA
cutyaTmeHbiM cnoraHom «Cubupckast sogka Ne 1

B MUpe» nocne Toro, Kak «[1aTb 03ep» B penTuHre
MOPOK Mo 06BLEMAM NPOAAX B CBOEM CETMEHTE 30
HSNQ TPETHIO CTPOYKY M NEPBOE MECTO CPEAM BOAOK,
npousseaeHHbix 8 Cubupu. (no aaxHsm AC Nielsen).
B uione 6putarckuit xypHan Drinks International
OnyBnMKOBAN MEXAYHAPOLHbINA PERTHUHT Anko-
rofbHbIX Mapok «Kny6 MURNMOHEPOBY, COMMACHO
koTtopomy «[atb 03ep» nogrsnacs ¢ 13 Ha 6 mecto
no 06bEMAM NPOAAX CPEAM BOAOUYHLIX OPEHR0B



1 COXPaHUNA 3a cOBOM NepBOE MECTO MO TEMMNAM
pocra o6vemos npoaax. (Drinks International, july
2008)

B reuerne 2008 ropa komnaHms ncnonb3o-

BANA PA3MMYHBIE MHGOPMALMOHHLIE MOBOAI
(http://www.50zer.ru Apxue HosocTel), 4Tobbl yepes
CMW HanomHuTb NOTpebuTensm o nerexHae u ycnexe
«MsiT 03ep»: Harpagsl — 3onoTas Meaans «poask-
cno-2008», «<HaumoHanbHas npemust 3a KQUeCTBoY,
30M10TbIe Mefanu MexayHapoaHoii seictaskn Vodka
Challenge — 2008 (r. JloHaoH) 8 HOMMHALMSX
«JTyuwas sBogka 3 Bocrounoit Esponbi» 1 «Jlyuwas
PErvoHANbHAS BOAKA B MUPED.

TB:
CnoHcopcTso

MeuarHbie CMU:
Toprossie / [podeccroHansHbie
Motpebutensckue xypHans
[aseTbl

PR:
Meponpusitus

Awvanorosas:
Online-pexnama
MHTepHeT caiTbl

Hapy>xHas:
AsponopTsl
[opoackor TpaHcnopt

BbicTaBku:
Mpoaskcno-2008 r. Mockea

PosHunyHbIe Npoacxu:
Peknama B mectax npogax
[Mpoasuxerue ToBapa

BoBneyeHue KIMEHTOB:
Co3naHHbIN NOTPEBUTENSAMM KOHTEHT

Mokasatenu «sTb 03€pP» NO CPABHEHMIO C MPEAbIAY-
LLMM NEPHUO[OM YNYYLLMAMCH: [ONS B CETMEHTE
seipocna Ha ¢ 9,5% no 9,8%. yposeHs cpenHmx
npopax ¢ 1 Toprosow Toukun yeenuuunca ¢ 4,7 pan no
5,0 nan. Habniopancs poct ypoBHS NOKPLITHS PbIHKA
P® ¢ 81% no 86,6%. «Msatb 03ep» 3aHana 3 mecto 8
PENTUHTE BOAOK CyGNPEMMANBHOTO CETMEHTA C AO-
nen poika 3,32% (Mo panmbim AC NIELSEN. RUSSIA
3a Hos6pb 2008 roaa)

CobcTBeHHbIE AAHHbIE NPEANPUATHS: BHIPOCA Bbl-
pyuka c 8,6 mnpg. py6. 8 2007 ropy no 10,3 mnpg.
py6. 8 2008 roay 1 peanusaums ¢ 5,4 mnH. aan. B
2007 rogy oo é mnn. gan. 8 2008 rogy. Mokpeitue
poiHka PP «[Mstb 03ep» 8 2008 ropy sbipocno ¢ 74%
8 sHBape 10 81% B aekabpe.

«[MaTb 03epP» BOLUNA B BECSTKY CAMBIX AMHOAMUYHbIX
poccuiickux bpeHaoe no sepcun xypHana Forbes,
ansaps 2009.

«Mstb 03ep» noaHanack ¢ 13 Ha 6 mecTo no
06beMaM NPOAAXK CPEeaU BOLOUHbIX BPEHoB 1 Co-
XPAHMNQ 30 cOBOM NEPBOE MECTO MO TEMMNAM POCTA
06bEMOB NPOAAX B MEXAYHOPOAHOM PEMTHUHIE
ankoronsHbix mapok «Kny6 munnuornepos 2008»
(Drinks International, july 2008).

Hoctvxerns Ha poiHke 1. MockBb: 30 nepuog asryct
07 r. — asryct 08 r. gons B cermenTe Boipocna e 2,4
pasa c 2,7% po 6,4 %, nokpsitue soipocro ¢ 64%
10 92,3%, nponaxu B 0gHOM Toproeon Touke 8 1,5
pas ¢ 3,9 aan go 6 aan. [lona peiHka B 2,4 pasa ¢
1,04% no 2,5%. (Mo aanHsim AC NIELSEN. RUSSIA
3a asryct 2008 roaa)

BryTperHue aanHbie. Poct B 1,44 pasa konuuectsa
OTrpyXeHHbIX TT: B aHBape — 5670, 8 HosiBpe —
8164. MokpeiTne obbd-Tpenaa u ceTeBoro putenna
seipocno ¢ 73% 8 sHeape 0o 92% s nekabpe. Poct
Tosapooboporta s 6,5 pasa, ¢ 53 685 790 py6. &
ansape no 350 529 521 py6. & aexkabpe.

[NOBHOM TEHAEHUMEN PA3BUTUSA PbIHKO BOAKM
ABMIACH KOHCONMAALMS MPOU3BOAUTENEN: MO UTOrAM
6 mecaues 2008 ropa us 220 uncnsawmxcs B cnmcke
npouseoauntenei meHee 50% (tonbko 97 npeanpu-
aTui) umenn obvem npoussoactea 6onee 100 Toic.
nan 3a 6 mecaues. CyMMAPHO vx 00Ons B NPOM3BOL-
cTBe coctasuna nopsaka 93%.

[nst ankoronbHoro puitka P® 8 2008 r. 6bino
XQAPAKTEPHO COKPALLEHWE NPOU3BOACTBA BOAKM W
crvpta. 3a Tpu ksaptana 2008 ropa no cpasHeHuio
¢ aHanornuHeim nepuogom 2007 ropa nponssoacTso
crnvpTa cHuamnock Ha 19,2 %, npoussoacTBo BOAKM
U NIMKEPOBOAOUHBIX U3LENUI CHU3UNOCH HA 2,7 Y.
CornacHo panHbiM Poccrata B gekabpe ebinyck
Boaku cokpatuncs Ha 21,1%. B uenom 3a rog npous-

BOACTBO BOLKM COKPATUNOCH HA 7,6%. (BAHHbIE WwWw.

alcomarket.info)

Ha npotsixerun 2008 r. nponcxoamno cokpalieHme
CynepnpemMmnanbHOro, NPEMUAnbHOTO U CPeaHe-
ueHoBoro cermeHTa. CybnpemmnanbHbii CermeHT
ocrasancs ctabunsHeiM. HapoaHsii cermenT npo-
LOMXWA POCT.

CnoxwmBLUaACcs CUTYaLMSA MOMOTA 3AKPENUTL NMAep-
ckue no3numn « 18T 03ep» HO ANKOrONLHOM PhIHKE
P®: uenesoit cermeHT He COKPALLANCS, BLICOKME
TEMMbI POCTA NPOACXK NO3BONMAU NPEANPUATHIO-
NPOU3BOANTENIO U3 PEMMOHANBHOTO UIPOKA CTATH
denepansHbIM.
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Vodka, alcohol beverages

Campaign title: Live water — live legend!
Category: Beverages Alcohol

Project scale: National

Objective: By the end of 2008 “Five Lakes” trade-
mark must become Number 3 best-seller in its price
segment holding 10% of the market share.

Task 1. By the end of 2008 make “Five Lakes” trade-
mark available in 81% of the country’s territory.

Task 2. Increase final demand through federal and
regional marketing activities.

Task 3. Significantly promote the Trademark on
Moscow market.

Current market condition:

2008 leading producers according to National
Alcohol Association assessment: “Topaz” Distillery
(member of “Russian Alcohol” Company Group) —
12,3 mIn. dl. (increase by 32,5%), “Crystal” Moscow
distillery — 9,4 min. dl. (decrease by 8%), “Omskvin-
prom” Ltd. — 6 min. dl. (increase by 9,8%).
Decreasing number of participants on the Russian
alcohol market led to a less competitive environ-
ment on regional markets thanks to less pressure
from local trademarks. On the other hand leading
producers, such as “Russian Alcohol”, “Synergy”,
“Crystal Gross”, “Crystal” distillery of Moscow,
“Image Holding”, led an aggressive marketing
policy. Their budgets disclosed in mass media are
as follows: “Synergy” — $ 70M per annum, “Russian
Alcohol” — $ 50M. Those western companies that
acquired some of Russian producers expressed their
intention to significantly budget the development of
the newly-acquired trademarks.

“Omskvinprom” Ltd. (since 2009 “Siberian Alcohol
Group”) is one of the leading alcohol producers in
Russia; the share of “Five Lakes” vodka amounts to
97,5% of the Company’s total production. Accord-
ing to the Russian Statistics Agency in 2008 “Om-
skvinprom” sold 6,000.000 dl of beverages which
made the Company Number 3 Producer in Russia. In
2008 the Company’s revenue achieved RUR10.3 bin.
“Omskvinprom’s” main brand — “Five Lakes” has
been available on the market for 6 years and has
been successfully selling in Russia as well as in 10
foreign countries. The basis for the positioning strat-
egy was the following functional USP: “vodka pro-
duced based on taiga lakes unique water”. Taking
into account the need for a unique distinction from
leading competitors the positioning strategy also
involved the emotional USP based on the Siberian
origin of the brand produced “far from civilization”.
The link between the two benefits was the real five
Siberian lakes located far into the taiga and known
for unique biological properties of their water.

During the development of the 2008 advertising
campaign the criterion for the assessment of the
campaign’s efficiency was declared the achievement
of target values for the main market:

The market share and coverage in Russia and Mos-
cow, the share in the segment, sales and revenue in
RUR (“Five Lakes” amounts to 97,5% of Company’s
total production).

Total media budget:
$5 =10 million

Inform the consumer of the USP: “Five Lakes” is a
vodka from Siberia produced based on “unique
water from taiga lakes”.

The idea for the brand was generated by “Omskvin-
prom” top managers during an open-air brainstorm
session held near the location of the Five Lakes. The
lakes that were used as basis for the brand name
are located in Siberian taiga on the way between
Omsk and Novosibirsk Regions. Their water is
known for its unique scientifically-tested biological
properties. This natural water delivered from the
taiga lakes is used as an additive for the production
of “Five Lakes” vodka.

The trademark has an image of a “green” product
which helped attract closer attention of the target
audience — mainly, city dwellers.

The development of the brand in Russia coincided
with the shift in consumer preferences, focusing

on “green” products and increasing interest for
ecotourism. According to an in-depth interview held
in Yekaterinburg August 2006 it was concluded that
interviewees associated “Five Lakes” trademark
with clean environment, nature, taiga and lakes.
According to the survey the main reasons for buying



“Five Lakes” vodka were a nice look and a good-
sounding name. A lot of interviewees stressed the
emotional component of the trademark. The brand
concept allowed full use of “green brand” benefits.
In 2008 the Russian alcohol market saw a significant
loss of interest for patriotic, military and socially-
oriented brands and focusing of consumer’s atften-
tion on “peaceful” brands (according to the experts
of Federal and Regional Alcohol Market Research
Center) instead. This trend also contributed to the
promotion of the “Siberian vodka produced based
on taiga lakes water”.

The media-strategy was generated based on the
brand concept and positioning accounting for
amendments in the Russian Federation legislation.
Thee key role in the media-strategy belonged to ad-
vertising activities in sale outlets as well as on leading
mass media channels where alcohol promotion is
not limited by Legislation. The essential components
of the campaign were the text of the legend telling
about the origin of the vodka and the visual image
of a boatman on the smooth surtace of a lake. The
creative strategy influenced the choice of advertising
means in the following manner: the full version of the
legend was conveyed via mass media channels, the
promotion of the logo and the visual image into the
consumers’ collective consciousness was achieved
through sign posts and boards located in airports
and sale outlets, as well as through sponsorship and
Internet advertisements.

Sale outlets (including HoReCa) — merchandising
activities, using own POS and sale outlets” internal
advertising media (light screens, carts etc.) to achieve
maximum focus of the consumer’s attention on “Five
Lakes” vodka at the choice-making stage.

Light screens in airports were used to achieve the
required level of recognition of the trademark and
convey its main USP.

Printed press: module containing the legend and the
main visual image, articles about unique properties
of the Five Lakes water, analytic reviews on market
development and achievements of the trademark in
business press.

Sponsorship: placement of ad images in European
stadiums during football matches broadcasting.

The Internet: a special site providing detailed
information on the brand for potential distributors,
journalists and consumers interested in the brand. In
2008 a new authenticity checkout service based on
excise label number was launched to provide fuller
information disclosure to consumers. Ad banners
were placed on mail.ru and yandex.ru portals.
Magazine and newspaper modules, site and
bottleneck booklets contained the legend conveying
the brand’s USP. In September the information in the
booklet was extended with the following situational
slogan: “World’s #1 Siberian Vodka” after “Five
Lakes” became Number 3 in the sales rating among
trademarks of its segment and Number 1 among
trademarks produced in Siberia (according to AC
Nielsen). In July British Journal Drinks International
published “Club Millionaires” alcohol trademarks
international rating according to which “Five Lakes”
came up from the 13th to the 6th place in vodka
brand sales category and continued as Number 1
sales growth rate category. (Drinks International,
July 2008)

During 2008 the Company used various advertising
opportunities (http://www.50zer.ru news archive)

to remind consumers via mass media of the legend
and success of the “Five Lakes”. Awards: “Prodex-
po-2008 Gold Medal”, “National Prize for Quality”,
gold medal at Vodka Challenge-2008 International
Exhibition (London) in the following nominations:
“Best Vodka from Eastern Europe” and “World’s Best
Regional Vodka”.

TV:
Sponsorship

Print:
Trade / Professional
Consumer Magazine
Newspaper

PR:
Events

Interactive:
Online Ads
Web site

Outdoors:
Airport
Transit

Trade shows:
Mponskcno-2008 r. Mockea

Retail experience:
POP
Sales promotion

Consumer Involvement:
Consumer Generated

In comparison to the previous period “Five Lakes”
indicators have improved: the share in the seg-

ment increased from 9.5% to 9.8%. The average
sales from one outlet increased from 4.7 dl to 5.0

dl. The Russian market coverage increased from
81% to 86.6%. “Five Lakes” became Number 3 in
the sub-premium vodkas segment holding 3.32%

of the market (according to AC NIELSEN. RUSSIA,
November 2008).

Company’s internal data: the revenue increased
from RUR 8.6 bln in 2007 to RUR 10.3 bln in 2008,
sales increased from 5.4M dlin 2007 to 6M dlin
2008. In 2008 “Five Lakes” Russian Market coverage
increased from 74% in January to 81% in December.
“Five Lakes” became one of top ten most dynamic
brands in Russia according to Forbes, January 2009.
“Five Lakes” came up from the 13th to the 6th place
in vodka brand sales category and continued as

Number 1 sales growth rate category. (Drinks Inter-
national, July 2008).

Achievements on Moscow market: during August
2007 — August 2008 the segment share increased
2.4 times from 2.7% to 6.4%, the coverage increased
from 64% to 92,3%, sales from one outlet increased
by 1.5 times from 3.9 dl to 6 dl. The market share
increased 2.4 times from 1.04% to 2.5%. (according
to AC NIELSEN. RUSSIA, August 2008).

Internal data. Growth 1.44 times of Kt delivered: in
January = 5670, in November — 8164. Off-trade
and network retail coverage increased from 73% in
January to 92% in December. Sales turnover growth:
6.5 times, from RUR 53, 685.790 in January to RUR
350, 529.521 in December.

The main trend on the vodka market was consolida-
tion of the producers: by the end of the first half of
2008 less than 50% of the 220 listed producers (only
97 companies) produced over 100,000 dI during the
sixth months. Their joint share amounted to approxi-
mately 93% of total production.

In 2008 the Russian alcohol market saw vodka and
spirit production decrease. During three quarters

of 2008 the production of spirit decreased by

19.2% the production of vodka and other alcohol
beverages decreased by 2.7% compared against
the same period of 2007. According to the Russian
Statistics Agency in December the production of
vodka decreased by 21.1%. The total decrease in
vodka production by the end of the year amounted
to 7,6%. (data: www.alcomarket.info)

During 2008 super-premium, premium and average-
price segments were in recession. Sub-premium
segment was stable, the cheaper segment continued
growing.

The situation aforementioned helped “Five Lakes” to
sustain leadership on the Russian alcohol market: the
target segment avoided recession, high sales growth
rate raised the Company from the regional to the
Federal status.
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