TAHUYHbIE 6AaNKM

CemeHd NOACONHEYHUKA
HEO4MLLEHHbIE XXapEeHbie
PexnamHas kamnarus:

Haiau cemeuky u3 sonora
Kareropus:

PervoHanbHbIM NPOEKT
Macuitab npoekta:
PervoHanbHbIN

BKYCHBIH
BBIEOP

MapkeTUHroBble Lenm KOMMYHUKALMOHHOTO

npoekxra:

1. TMoctpoetue nuaepckoro 6peHaa Ha PervoHasb-
HbIX PbIHKOX CHEeKOB (BopoHexa n BopoHexckon
obnactu, Menss u [MNenseHckoit obnactu)
KOTEropum GACOBAHHbIE CEMEHA MOACOMHEYHUKA
W YAEPXAHUE MMAEPCTBA HA NOKANBHOM PbiHKE
Tambosa 1 Tambosckoi obnactu.

2. TloanepXKa BEICOKOTO YPOBHS 3HAHMS GpeHaa
«Cranmunbie 6aiiki» Ha nokansHom peiHke (70%)
W YBENIMYEHWE YPOBHS 3HAHMS BPEHAA HA Perno-
HONbHBIX PbiHKaX 80 48%.

3. YBenuuerwue [onu pbIHKA CHEKOB B KATETOPUM
bacosaHHbIX cemaH nogconHeuHnka go 90% Ha
TIOKQbHOM PbIHKE M PETMOHANbBHbIX PbIHKAX Bo-
poHexa u [ensbl 5o 45%.

4. Ysennuenne o6bema npopax bacoBaHHbIX ceme-
uek «Cranunurbie 6aikmy Ha 50%.

3apgaum:

1. O6ecneumntsb BLICOKOE KQYECTBO NPOAYKTA.

2. YBEnMuUTL YMCIo NokynaTenen NpoaykTa U Komu-
4ECTBO NOBTOPHbLIX MOKYMOK.

3. YnyuwwTs umuaxessle nokasatenu GpeHaa.

KpuTtepum ycnexa KAMIAHUK: BbICOKOE KO-

4ECTBO NPOAYKTA, BBICOKMIM YPOBEHb AUCTPUOYLMH,

M3BECTHOCTb TOPrOBON MAPKM.

Cneundunyeckumm ocobeHHOCTaIMM GOPMUPOBAHMA

1 GYHKUMOHMPOBAHMS PEMMOHANbHBIX PbIHKOB CHEKOB

B KOTErOpMM GACOBAHHBIX CEMEYEK SBMSIOTCA POCT

€MKOCTU PbIHKQ M BBICOKAS AOXOAHOCTL. BeirogHoe

mecTtopacnonoxexue komnaruu «ArpoCoios» (Tam-
60BCKast 0B6NACTL) NO3BONAET HE TONLKO 30KYNATh

BbICOKOKQYeCTBeHHOE chipbe B KOxHbIX 06nacTsix

Pocciu, Ho ncnonbzosats cobCTBEHHDBIE CENBXO3

nnowagau. [Noa 6peHpom «CramndHbie 6aiku» Bbi-

nyckatotcs 11 BMAOB NPOAYKTOB, M3rOTOBMEHHbIX

13 CEMSIH MOACONHEYHUKA (CEMEHA MOACYLUEHHbIE,

OBXAPEHHBIE, CONEHBIE; SAPO MOACONHEYHMKA

NOACYLWEHHOE, OB6XAPEHHOE, CONEHOE; KO3UHAKM

(0BbIuHbIE, C KYPATO, C ABIHEN, C UIIOMOM W PPYK-

T030M). Jlupepcrso B npogyktosom noptdene (72%)

NPUHAANEXUT GACOBAHHBIM OBXAPEHHbBIM CEMEHAM

noaconHeyHuka. Ha TamboBCKOM phiHKE CHEKOB B

kaTteropmm hbacosaHHbix cemeuek bperg «Cranmy-

Hele 6aiikuy ¢ 2005 roga saHMMaeT nuanpylowme

nosuumu (65%) (areqTctso «Pycckas peknamay,

2006). OCcHOBHBIMM KOHKYPEHTAMM KOMNAHMM B TaM-

BGOBCKOM PETMOHE ABNSIOTCS JIOKANBHBIE NPOU3BO-

autenu (21% pona peiHKa) v pernoHansHele GpeHas

(5%) (arentcreo «CraptMapkeTurry, 2008). Ha

PErvoHambHBIX PbIHKaX cHekos BopoHrexa u [MeHsbl

B KOTErOpMM GACOBAHHBIX CEMEYEK APKO BbIPOXEH-

HbIX IMAEPOB CPean KOHKypeHToB HeT. B Boporexe

OCHOBHbIMI KOHKYPEHTAMM SBRStOTCA 4 Toprosbie

mapku: «babkuHbl cemeukm» (pervoransHeii Gpera) u

«boryuapckuer, «Japbl cena» (nokansHbie GpeHai).

B NeH3e 0CHOBHbIMM UIPOKAMM HA PHIHKE SBASIOTCS

noKanbHble TOProsble Mapku cemedek: «benosep-

ckme» u «CapaHckrey. Y KOHKYpPEHTOB NOUTHKA

NPOABUXEHNS OTPAHUYMBAETCH PA3BUTOM CUCTEMOM

IMCTPUBYLMM M OKUMAMM CPEAN MPOAABLOB NPO-

LyKUMK.

1. Moctpoerue u ykpennenne ummaxa 6peraa
«CranmnuHble 6aiku» cpeam nokynatenei dpaco-
BAHHbLIX CEMEYEK.

2. Co3aaH1e SMOUMOHANBHOTO BOCMPUATUS BpeHaa
y notpeburens.

3. CTuMynMpoBaHue cnpoca Ha NPOAyKT.

4. «OTCTPONKA» OT KOHKYPEHTOB.

Kputepum sdpdektnsrocTm:

1. Bbicokui yposeHb 3HaHus 6peHpa - 70% 8
Tambosckom pervone, 48% - 8 Boporexckom
pervoHe, 54% — 8 [Nenserckom pervore.

2. [ona notpebutenen, 0OCBEAOMIEHHbIX O MPOBO-
OMMOM PEKITAMHOM KamnaHuu «Haian cemeuxy 3
30N0TA» Yepes BbIGPaHHbIe CPeCTBA PAcnpo-
CTPAHEHMS PEKNAMBI, AOMKHA AOCTUrHYTb 40%.

3. TokasaTtenu KOHKYPEHTOCNOCOBHOCTU NPOAYK-
unn «CraHnuHble 6aiku» 1 CTeneHn yaoBneTso-
peHus NOTPeBGHOCTEN NOKyNnaTenemn JOMkHb BbiTb
BLILUE KOHKYPEHTHBIX (PACYET MHTErpanbHOro
MoKA3aTeNst KOHKYPEHTOCNOCOBHOCTH), T.€. Bbilue

300 nyHKTOB (MHTErpanbHLIA PERTUHT onpeaenun-
Csl U3 PE3yNbTATOB MAPKETUHIOBOTO MCCNEROBA-
Hust areqtctea «Crapt Mapketunr, 2008).

O6wuit meaua-Glopxer:
n0 500 Tbicay ponnapos CLLIA

YnoeneTsopuTb NOTPeBGHOCTH nokynatenen Gaco-
BOHHBIX CEMEYEK HE TOMbKO KAYECTBOM, LEHOM M MAK-
CUMANbHOM NPEACTABEHHOCTHIO B TOPTOBbIX TOUKAX,
HO M CO3AATH SMOLMOHANBHOE BOCNpUsTHE BpeHaa.
PexnamHas KaMnaHus CTPOMTCA HA MAEU NPOBEAEHMS
NOTPEBUTENAMM MPUSTHOTO AOCYTA B KOMMAHWM C
HOLUMM NPOAYKTOM M Y4OCTMEM B 30710TOM NnoTepee,
kotopas gaet soamoxHocts 1000 nokynatensm 8
KOXAOM ropofe HaMTH B NAKETUKE NPORYKLMM 30M10-
TOW KySOH B BMAE CEMEYKHM W MONYYMTb B KOMMIIEKT OT
OPraHM3ATOPOB 30M0TYIO LIEMOUKY.

MoTeHumansHblie noTpebutenu cemedek:

xeHwmHbl (59%)/myxuntbl (41%), B Bospacte 18-44.
D70 aKTHBHbIE NOTPEOUTENM PGACOBAHHBIX CEMEYEK
(wactota nokynku: 1 pas & Hegenio (31%) n 2-3 pasa
8 Hepenio (23%). OcHOBHbIM NOBOLOM K MOKYMKE
ABNAIOTCA BKYCOBbIE NpeanouTerus (36%), npusbiuka
(21%) v BoamoxHoCTb yuacTus B akumm (10%) (uc-
cneposanne Crapt Mapketunr, 2008).

Y OCHOBHBIX KOHKYPEHTOB HO PErMOHAMBbHbBIX PBIHKAX
Boporexa v MNeH3sbl peknamHas noaaepxka oTcyT-
CTBYET WM MPOBOASTCH KPATKOCPOUHbBIE PEKITAMHBIE
QKLMW C BIOXEHWAMM B YNAKOBKY NOAAPKOB HU3KOM
CTOMMOCTHOM KATEropui (KOHpETbI-NEeAEHLb, Na3Mbl,
HOKIEMKM, XEBATENbHbIE PE3UHKM W Np.). Accop-
TUMEHTHOS IMHENKA MOAAPKOB Y KOHKYPEHTOB
OJMHAKOBAS 1 HEMOCTOAHHAS!, HE BbI3bIBAIOLLAS AC-
COUMATMBHOTO 06PA3A C MPOAYKTOM MM TOPrOBbIMM
MapKamu.

C uensio BbiBoaa 6peraa «Crannunbie 6aiku» Ha
PErMOHAMBHBIE PHIHKW BO3HWKA MAES CO3AAHMS
3anomuHatoLerocs obpasa npoaykra. CotpyaHmukm
komnaHmn «ArpoColo3» CO3RaNM SKCKNIO3UBHBIMA
CyBEHUP — 30/10TOM KYJOH B Buae cemeukn 585-i
npobbl (aBTOPCKME NPABA BAAAENbLA KOMNAHWM
«ArpoCoio3). [Mpuzoeoit porg cocrasnser — 1000
3010TbIX M3AENUIA B KAXKAOM FOPOAE, B KOTOPOM
nposoautcs akums. Camo HassaHme akumm «Haran
CeMeuKy 13 30/10Ta» BLI3LIBAET LEMNOYKY aCCOLMaLMiA
y NOTPEBUTENS, XOPOLLO 3ANOMMHAETCS M OBHO3HAY-
HO MAEHTUDULMPYETCA B CO3HAHMM NOTpebUTens ¢
npogyktom. PaspaboTaHHeii cueHapwit nposepeHus
QKU SBASETCA OBTOPCKMM NPABOM BGAENbLA
komnarmu. C uenbio cosnaHms o6paTHOM CBSI3U C
NoKynaTensmu-o61asaTeNS MU 30M10TOTO KySIOHA

1 noacyeTa nobeantenein BHECEHO AOMONHEHHE B
YCNOBMA AKLMM — KQXAbIA HOLLEALWMIA 30N10TOM KYNOH
B NAKETHKE CEMEYEK AOMXKEH CBA3ATLCS C OPTrAHN3a-
TOPAMM W MOMYYUTL B KOMMIEKT 3010TYIO LEMNOYKY
(585-11 npobui). ns sasoesarHus nosepws k GpeHay 1
yBenuueHus o6bemos npopax cemedek «CTaHnyHbie
6aiku» Ha pervoHansbHbIx puiHkax Boporexa u MNex-
3bl Bl PO3PABOTAH KPEATUBHBI NAKET PEKIAMHBIX
MOTEPMANOB U BBICTPOEH LIENbIA PSIf PEKTAMHBIX
KOMMYHWKQLMI, NPOBEAEHHBIX C MOMOLLbIO HaMGonee
3P PEKTUBHBIX PEKITAMHBIX CPEACTB.

KpeaTtveHas cTpaTervst Haluen KaMNaHUM CTPOUTCS
HO SMOLMOHANBHOM cocTaBnsiowen. Ha nepsom
3TANEe KOMMYHMUKALMSE CTPOMTCS HO 3AMOMUHAHMM
ynakosku cemedek «CTaHuuHbie 6aiku» (ycunexme
3puTENLHOrO 06PA3a) U MHPOPMUPOBAHMM O KaYe-
CTBE NPOAYKTA (yCHNEeHWEe BKYCOBbIX MPEANOUTEHMI).
Ha BTOpOMm 3Tane NocTpoeHMs KOMMYHUKALMU 30MH-
TEPECOBLIBAEM NOTPEBUTENS B MOBTOPHBIX MOKYMKAX
HOLUMX CEMEYEK: YNAKOBKA — BbICOKOE KAYeCTBO —
BO3MOXHOCTb KyNUTb 30M10TyIO0 cemeuky (kynoH 585-
npobsi) no ueHe 1 naketvka cemedek. 3010TOM
KYJIOH — 3TO HALUE KOHKYPEHTHOE NPEUMYLLECTBO.
Ha cnepytowem stane: nHdopmrpyem nokynare-
NeMN O KOMMYECTBE HAMAEHHBIX KYTIOHOB W UHTEP-
BbiOMpyem nobepnteneit. [ins sonnowerus Hawen
KpeaTMBHOM cTpaTeruu Goin paspaboTaH KOMNIEKC
MHTETPUPOBAHHbIX MOPKETUHTOBbIX KOMMYHUKALMIM:
1) TB — peknambie pOMK1, HOBOCTHbIE CIOXETHI AN



TpaHcnaumm B pamkax «Bectu-Pernons, 2) npecca —
CTaTbY (MHTEPBbIO C 06NAAATENAMM 300TbIX KYIOHOB
1 NyBAUKALMS COMBIX 3AHUMMATENBHBIX UCTOPMIA
HOXOXAEHMS 3010TON CemeukH) B MHPOPMALMOHHO-
Pa3BNEKATENbHBIX FA3ETAX U TENETMAAX, 3) HAPYXHAS
PEKNaMa — TPAHCMOPT (PeKNamMa Ha GOPTax TPAHC-
nopTa, AOCTABASIOLLEro NPoayKumio « CTaHUYHbIE
6aiiku» B Toproesie Toukn Tambosa, Boporexa,
Menabl), Gunnbopas (6x3m.) — 65 wryk (Boporex

— 42 wr., Mensa — 23 wr.), 4) PR — yuactue B mexay-
HapopHoi seictaske «[TPOOIKCMO 2008»; Yna-
KOBKQ — pasmellermne nHpopmaumrmn o6 akumu, 5) BTL
(npomo-akumu): npesoCcTasneHe TOProBbLIM TOYKAM
bHPMEHHBIX CTOEK, POS-MATEPHANOB; NPOBEAEHNE B
TOProOBbIX CETSX CNIELMANbHBIX QKLU C AerycTaumert

1 npeseHTaumen npoekta «Hanam cemeuky n3 3ono-
TaY; NpoBEReH1e akumi «2+1».

TB:
Tenepeknama
CnowHcopcTso

Papvo:
Pagunopexnama
MepueHgaiaunHr

MeuarHbie CMU:
[aszeTbl

PR:
Meponpusitus
Ynakoska

BAvanorosas:
MHTepHeT caiTbl

Hapy>xHas:
PeKJ'IOMHbIe LUMAThI
[pyrue: rpysosbie asTomobumu

BbicTaBKMU:
MPOLSKCMO 2008

CnoHcopcTBO:
Konkypc «Mucc Tambosckas obnacte»
Jens ropoaa (12 uions 2008 ropa)

Po3Hu4HbIE NpOAGXMK:
Peknama B mectax npogax
POSBJ’IeKOTeJ’IbeIe MeponpuatTna
B MECTAX MPOAAX
Mpoasmxerue ToBapa

MapTusanckas peknama:
BepxHas opexaa
CapadanHoe pagno

BoBrneyeHue KJIIMEHTOB:
Co3naHHbIN NOTPEBUTENSAMM KOHTEHT

[Mporpamma nosinsHOCTH

Mporpamma nosnbHOCTH.

Cpeay yuacTtHukos akuwmm «Haran cemeuky 13
30M0TA», HALEALLMX 30/10TOM KYNIOH, MPOBOANTCS
posbirpsil nytesku B Erunet. Kaxapi natucoTsi nnm
THICAYHbIN 0BNAAATEND KYNOHA (MHOpMaLMs M3 basb
y4eTa obnaaatenei 30M10Tbix KyIOHOB) OTNPABASETCS
B MyTeLlecTame.

PosbirpeiLum nyTeBok NnpoBOAsTCs B KAXKAOM ropoae,
KOTOPbIN ydacTeyeT B akumn «Hamam cemeuky m3
30M10TaY.

Wtorn nposenermns peknamHoit kamnaHmum «Haitam

cemeuky u3 sonota» — 2008:

1. CornacHo pesynsTaTam Onpoca areHTCTea
Crapt Mapketuhr k koHuy 2008 ropa yposeHb
y3Hasaemoctn 6penaa «CtanuuHblie 6aikmy B
Tambose poctur 7 1% (cnoHtaHHoe 3HaHwWe), B
Boporexe — 51%, 8 [MNense — 58% (AreHTcTBO
«POmup-lensax, 2008).

2. Mokynatenu cemeuek 6peHpa «CTaHmnuHbie
6aiku» (64%) CKNOHHBI ACCOUMMPOBATL HO3BAHME
NPOAYKUMW C HA3BAHWEM NPOBOANMOM AKLMM
«Haran cemeuky uz sonotax (Crapt MapkeTuHr).

3. Muterpanshbiit peittuHr cemeuek «CTaHnuHble
6arkmy» (460 nyHkToB) BHILLE PEitTUHIa 06pasLa
(300 nyHkTOB) (B paCUETAX MCNONBL3OBAHBI AQHHbIE
nccneposanms Crapt Mapketunr, 2008). 1o
CBMAETENbCTBYET O BbICOKO/ CTENEHU YAOBNETBO-
peHus notpebHocTen nokynatenei « CTaHWuHbIX
6aek» NOTPEOUTENLCKMMI CBOMCTBAMM.

4. TTpou3owno yBenMyeHme fonm pbiHKa CHEKOB B
kaTeropun GacosaHHsle cemedku: 8 Tambose —
10 1%, 8 Boporexe — no 48% (Crapt Mapke-
tuhr, 2008), 8 Mense — no 61% (POmup-Mensa,
2008).

. Mpousowno ysennyerre o6bema Npoaax Ha
62% B BEHEXHOM BBIPAXEHUM (BHYTPEHHSS
MHPOPMALMA KOMNAHWHK).

6. B pesynbTate yuactus B Boictaske «[po-
12kcno-2008», Ha koTopOoH NpeseHToBANCS
npoekT «Hanau cemeuky 13 3010TA», KOMNAHUM
«ArpoCoi03» yaanoch 3a8a30Tb NAPTHEPCKUE
oTHoweHus ¢ 8 ropogamu LientpansHoit yactu
Poccuu, ¢ 2 ropopamu Mosonxes (Capatos
Mxesck), c Bonrorpagom (KOxHas yacts Poccum)
u Exatepunbyprom (Ypan).

Stanichnyie baik

unrefined fried sunflower seeds

Campaign title: Find a sunflower seed made of
gold

Category: Regional projects

Project scale: Regional

The marketing goals of the communication

project:

1. Creation of a leading brand in
the regional markets of snacks
(Voronezh and the Voronezh
area, Penza and the Penza areq)
in a category of the packed up
sunflower seeds and the leader-
ship deduction in the local market
of Tambov and Tambov area.

2. Maintaining a high-leveled knowl- §
edge of a brand « Stanichnyie :
baiki » in the local market (70%)
and increase of the level of the
brand knowledge in the regional
markets to 48%.

3. Increase of the snack market b
share in a category of the packed [
up sunflower seeds to 90% in the
local market and the regional
markets of Voronezh and Penza
to 45%.

4. Increase of the selling quantity of the packed up
sunflower seeds « Stanichnyie baiki » on 50%.
Goals:
1. To provide high quality of a product.
2. Toincrease the number of buyers of a product
and the quantity of repeated purchases.
3. To improve the image coefficients of the brand.
Criteria of the campaign success: high quality
of a product, high level of distribution, popularity of
the trade mark.
The specific features of formation and functioning
of the regional snack markets in the category of the
packed up sunflower seeds are the growth of market
capacity and high profitability. The advantageous
placement of a company “Agrounion” (the Tambov
area) allows not only to buy high-quality raw materi-
als in Southern areas of Russia, but to use our own
agricultural areas. Under the brand « Stanichnyie
baiki » there are 11 kinds of products made of
sunflower seeds (seeds dried, fried, salty; a sunflower
kernel dried, fried, salty; kozinaki (usual, with dried
apricots, with a melon, with raisin and fructose). The
leading role in a product portfolio (72%) belongs
to the packed up fried sunflower seeds. In the
Tambov snack market in a category of the packed
up sunflower seeds the brand « Stanichnyie baiki »
has taken the leading positions since 2005 (65%)
(the «Russian advertising» agency, 2006). The basic
competitors of the company in the Tambov region
are the local manufacturers (21% a market share)
and the regional brands (5%) (the “Start Market-
ing” agency, 2008). There are no any pronounced
leaders among the competitors in the regional snack
markets of Voronezh and Penza in a category of the
packed up sunflower seeds. There are 4 main com-
peting trade brands in Voronezh: «Babkiny sunflower
seeds» (a regional brand) and “Bogucharskyie”,
«Village Gifts» (the local brands). The leading brands
in the Penza market are the local trade brands of
sunflower seeds: “Belozerskyie” and “Saranskyie”.
The competitors’ policy of advancement is limited by
the developed distributional system and the shares
among the production sellers.

1. Forming and strengthening the image of the
brand « Stanichnyie baiki » among the buyers of
the packed up sunflower seeds.

2. Creation of the consumer’s emotional perception
of the brand.

3. Stimulation of the demand for a product.

4. Separation from the competitors.

The criteria of efficiency:

. The high level of the brand knowledge - 70%
in the Tambov region, 48% - in the Voronezh
region, 54% - in the Penza region.

2. The part of the consumers informed about the
advertising campaign «Find a sunflower seed
made of gold» through the chosen means of
advertising should reach 40%.

3. The competitiveness coefficients of the produc-
tion «Stanichnyie baiki » and the degrees of the
fulfillment of buyers’ requirements should be
higher than of the competitive ones (the calcula-
tion of the integrated indicator of the competitive-




ness), i.e. higher than 300 points (the integrated
rating was defined from the results of a marketing
research of the “Start Marketing” agency, 2008).

Total media budget:
Under $500 thousand

Not only to content the buyers’ requirements of the
packed up sunflower seeds by means of quality,
price and the maximum presentation in shops, but
also to create the emotional perception of the brand.
The advertising campaign is based on the idea of
having a pleasant leisure eating our product and
participating in a gold lottery which gives the chance
to a 1000 of buyers in each city to find in a packet
of our production a gold pendant looking like a
sunflower seed and to receive a gold chain for the
complete set from the organizers.

The potential consumers of the sunflower seeds:

— Women (59%)/men (41%), at the age of 18-44.
These are the active consumers of the packed up
sunflower seeds (the purchase frequency: once a
week (31%) and 2-3 times a week (23%). The basic
motives for purchase are the gustatory preferences
(36%), the habit (21%) and the possibility of the
participation in the action (10%) (the research of Start
Marketing, 2008).

The debugged scheme of the cooperation with the
distribution channels of sunflower seeds « Stan-
ichnyie baiki » in the territory of the Tambov area:
the price policy, the use of complex discounts, the
active advertising promotion of a product for the
final user - has allowed to create partner relations
with wholesale and retail networks of Voronezh and
the Voronezh area (wholesale — 95%, retail — 58%),
Penza and the Penza area (wholesale — 97%, refail
- 78%).

The main competitors in the regional markets of
Voronezh and Penza lack for advertising support

or carry out short-term advertising actions with
low-price gifts put in a packet (sweets-sugar candies,
puzzles, labels, chewing gums). The competitors’
process of giving presents is equal and change-
able that doesn’t cause an associative image with a
product or tfrade marks.

In order to put the brand «Stanichnyie baiki» in

the regional markets there have been an idea of
creation a remembered image of the product. The
employees of the company “Agrounion” have cre-
ated an exclusive souvenir — a gold pendant looking
like a sunflower seed (the copyrights of the owner

of “Agrounion” company). The prize-winning fund
makes 1000 gold products in each city where the
action is carried out. The name of the action «Find a
sunflower seed made of gold» is well remembered,
causes a chain of associations in the consumer’s
mind and is unequivocally identified in the consum-
er’s consciousness with a product. The developed
scenario of carried out action is the copyright of the
owner of the company. For the purpose of creation a
feedback with the buyers-owners of a gold pendant
and the calculation of winners there have been
brought in an addition to the action conditions - ev-
eryone who has found a gold pendant in a packet of
sunflower seeds should contact the organizers and
receive a gold chain (585th test) for the complete
set. In order to gain trust to the brand and increase
the selling quantity of sunflower seeds «Stanichnyie
baiki» in the regional markets there have been devel-
oped a creative series of advertising materials and a

variety of the advertising communications carried out
by means of the most effective advertising resources.

The creative strategy of our campaign is based

on the emotional component. At the first stage the
communication is based on remembering the pack-
age of sunflower seeds «Stanichnyie baikiy (vision
strengthening) and informing about the quality of the
product (strengthening the gustatory preferences). At
the second stage of communication we try to interest
a consumer in repeated purchases of our sunflower
seeds: a package — high quality — possibility to buy
a gold sunflower seed (a pendant of the 585th test)
at the price of 1 packet of sunflower seeds. A gold
pendant is our competitive advantage. At the next
stage: we inform the buyers about the number of
found pendants and interview the winners. For the
realization of our creative strategy there has been
developed a complex of the integrated marketing
communications: 1) TV — commercial broadcasts,
news plots for the translation within the limits of
“News-region” (as advertising), 2) the press -the
articles as advertising (the interviews with the owners
of gold pendants and the publication of the most
entertaining stories of
finding gold sunflower
seeds) in information-en-
tertaining newspapers and *
teleguides, 3) the outdoor =
advertising - transport
(advertising on boards

of transport delivering
production «Stanich-

nyie baiki» in the shops

of Tambov, Voronezh,
Penza), billboards (6x3m.)
— 65 items (Voronezh — 42
items, Penza — 23 items)
4) PR — participation in the
international exhibition
«PRODEKSPO 2008»;
Package - placing the
information about the
action, 5) BTL (promo-
actions): providing the
shops with label racks,
pos-materials; carrying out §
special actions with de-
gustation and project presentation «Find a sunflower
seed made of gold» in the trading networks; carrying
out the actions «2+1».

TV:
Spots
Sponsorship

Radio:
Spots
Merchandising

Print:
Newspaper

PR:
Events
Packaging

Interactive:
Web site

Outdoors:
Billboard
Other: trucks

Trade shows:
PRODEKSPO 2008

Sponsorship:
Contest “Miss Tambov Region”
Independence Day (June 12, 2008)

Retail experience:
POP
Retailtainment
Sales promotion

Guerilla:
Wraps
Buzz Marketing

Consumer Involvement:
Consumer Generated

Couponing

Among the participants who have found a gold
pendant in the action «Find a sunflower seed made
of gold» there is carried out a play of a tour to Egypt.
Each five hundredth or thousandth owner of the pen-
dant (the information from the account base of the
owners of gold pendants) sets off for a trip. The plays
of the tours are held in each city which participates in
the action «Find a sunflower seed made of gold».

The results of the advertising campaign «Find a gold

sunflower seed» — 2008:

1. According to the interrogation results of the Start
Marketing agency by the end of 2008 the level
of recognition of the brand «Stanichnyie baiki» in
Tambov has reached 71% (spontaneous knowl-
edge), in Voronezh — 51%, in Penza — 58% (the
“ROmir-Penza” Agency 2008).

2. The buyers of sunflower seeds of the brand «
Stanichnyie baiki » (64%) are inclined to associ-
ate the name of sunflower seeds with the name of
the carried out action «the Sunflower seed made
of gold» (Start Marketing).

3. Aninfegrated rating of sunflower seeds «Stanich-
nyie baiki» (460 points) is higher than a rating of
the sample (300 points) (in the calculations there
are used the data of the research Start Market-
ing, 2008). It proves the high-degree satisfaction
of the buyers’ requirements with the consumer
properties of «Stanichnyie baiki».

4. There was an increase of a share in the snack
market in a category of the packed up sunflower
seeds: in Tambov —to 91%, in Voronezh — to
48% (Start Marketing, 2008), in Penza —to 61%
(“ROmir-Penza”, 2008).

5. There was an increase in a selling quantity on 62%
in money terms (the internal information of the
company).

6. As aresult of taking part in the exhibition
“ProdEkspo-2008”, where the action “Find a
sunflower seed made of gold” was presented,
the “AgroUnion” company managed to make
partner relations with 8 towns of the Central part
of Russia, with 2 towns of the Volga region (Sara-
tov and Izhevsk), with Volgograd (the Southern
part of Russia) and Ekaterinburg (the Ural).



