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XiopHn KoHKYypca

®ununnoe Bnapumup
[MpeaunneHT Poceuitckoit akapemimn
peknamsl, [Mpesunaent PA “Aspopa”,
[Mpencenatens xiopu koHKypca
BPOHL TOLAEFFIE 2006-2011

AHppees Anekcei

MpesnaeHT GpeHanHroBoi kKomna-
i Depot WPF Brand &

Identity, Akanemuk Poccurickon
Akagemun Peknamsl

Arap>xaHaH Feoprun
Bmue—npesm,ueHT no PAa3BUTUIO
6usHeca Meana Aptc Mpynn

Bapanoe Amutpuit

reHepoanbM ANPEKTOP KOHCANTUH-

rosoro arentcrea « PEHEK1»

AxuHusasos Pycram
Kommepueckuit gpektop OOO
«Aspoakcnpeccy

BoiiHoB AHgpei

ANPEKTOP NO MAPKETUHTY TOpI’OBOﬁ

mapku «BAPBEP ®unbtpbl ans
OUMCTKM BOABI»

Fopnos Cepreit

Pektop MexayHapogHoro ntctutyta
PEeKNambl, BULLE-MPE3UAEHT POCCHIA-
ckoro otgenenus |AA

Kynukos Bagum

Mrxerep Kulikov Innovations
Centre, Akagemunk Poceurckon
Akagemun Peknamsl

AemupoB AnekcaHpp

lenepanbhbiit gupexktop OOO

«PK-Pycb»

Kpbinosa BaneHtuHa
nOBHBIA peaakTop
www.advertology.ru

EscradbeB Bnapumup
[eHepanbHbIit AupekTop

OO0 Mzpatenscrea «MMA-npecc»

Kop6man Maeen
[eHepanbHbIN AMPEKTOP PEKIAMHOTO
areHtcTea «AGepToH»

AnekceeB AnekcaHap
McnonHuTenbHbii KpeaTUBHbIA
ampexTop. Eurasia Marketing
Communications Group (EMCG)

BsasoBueB Anekcein
lenepanbHbil aupekTop «Anstep
Oro MpomoywHy» MNpeanaeHt
Pycckoit Accoumaumm Mpoussoau-
Tenen u MNoctasukos PeknamHeix
Cysenupoes (PAMMC)

Epemun Bopuc
MpesugeHT Poceuitckoro otaenenms
IAA

Kosbinos Anekcei
Mpeanaent/CEO Grey/G2 Russia



JNaweBckuii Bauecnas
Mpencenarens coseTa AMPEKTOPOB
KommyHmkaumonHon Mpynnst AT (AGT
Communications Group), Buue-npe-
auaeHT Poceuiickor accoupaumm no
cBA3sm ¢ obwecteenHocTsio (PACO)

Hasapos JeHuc

Pykosogutens Ynpasnerus no pe-
KINAME W CBA3AM C OBLLECTBEHHOCTBIO
Dryn «1TH, «OcrankmHo»

OranpxaHaH AnekcaHgp
[MpesunpeHT KommyHMKaLMOHHOM
Fpynns TWIGA

Murpowenkos AnekcaHap
[MpesunpeHT TPAaHCKOHTUHEHTOSBHOM
MeanaKomnarmu

Hosuuenkora Jiogmuna
D,l/lpeKTOp MO MOPKETUHIOBbIM KOM-
MyHukauusim Synovate Comcon

OxxernH Amurtpuii
Coeethuk npeasuagenta OAO
«Hapsany

Monoeuuee Anekcein
McnonHutensHbii aupektop
«Pycbpera»

PomaHeHko Hatanbs
[eHepanbHbIM AMPEKTOP AreHTCTBA

EURO RSCG

MeBHeB Ceprei
[upextop no mapketuHry Samsung
Electronics

Psa6unHukoe Bnagumup
Yupeautens v [MNpeanceaarens Cose-
ta Qupextopos OOO «PabuHHMKkos
& MapTHepbi»

Manbues Banepui
3amMecTuTeNb reHEepPanbHOO AMPEK-
Ttopa LIKT «PRonaraxga»

MoxxaeB AnekcaHpp

[upekTop no crpaternieckomy pas-
BUTMIO KOMMYHMKALMOHHOM rpy b
TWIGA

Huxudopos Anekcanpp
Ynpasnsiowmi naptHep OOO
«KMM:-LL>» (Toprosas mapka Engex)

Haymos Cranucnas
Buue-MNpesuaeHT no B3anmopen-
CTBMIO C OPraHAMM rOCYAAPCTBEHHOM
BNACTH, PA3BUTUIO OBLLECTBEHHBIX
OTHOLLEHWI U PETMOHANBHOM NO-
nntuke Ponpa «Ckonkoso»

Mutunumos MNasen
[npextop no paseutmio GusHeca s
crparax CHI & Vivaki Russia

Onenes Unbsa
McnonnuTtensHbii KpeaTueHbIi
anpextop Jleo beprett

PewetoBa EneHa
lenepanbHbii aupektop PeknamHoro
ArentcTea «Punabnmks»

PacHuubiH Butanuii
Mpeacenatens Mpasnenns Coseta
QACCOLMALMI MEAUIMHOM MHAYCTPUM,
MpeaupeHT KoMMYHHKALMOHHOM
rpynnsl «denosas nurax

CumonHoB Muxaun
Mpesunent PAMY, Buue-npesuaert
AKAP

TkaueB Bnapumup
[enepansHbii aupextop Jleo
BbepHetr



Tpycos I'puropmit

MpesunpeHT KoncantuHrosoi kom-
nanumn «Korcant dkcnept»,

unen Poceuiickoro otaenemus
International Advertising Association

YepHaxoBckuii Bauecnas
Cosethuk npesnaerta AKAP,
Akagemuk Poceurickoi Akagemumm
Peknamsi

®DeiirvH JleoHnp,
KpeatueHsiit aupektop «Direct
Design Visual Branding»

LWywine6un Anekcei
Megma-6aunr pupektop KommyHu-
kauuonHoi pynnel Movie

Xoxnosa Mapus Yum6ypos Usan

eHepanbHbii aupekTop, «MexayHa- Kpeatvehbiit aupektop JWT
poaHas Akagemus bpeHaa»

lOpoea CeeTnaHa
[eHepanbHbIM AMPEKTOP KOMMAHWMM

KOMANDOR BRAINS&BRANDS



Ysaxkaemsble famsbl u rocnoaal

Oprkomutet MexayHapoaHoi npodeccMoHanbHOM Harpaasl B 061acTi peknambl 1
mapkeTtuHra bBPOHL TOLA/EFFIE npepnaraet Bawemy BHUMAHUIO KATANOT, B KOTOPOM
npeacTasneHsl KoHKypcHbie paboTs no utoram 2011 roaa, 3a McknoYeHnem copepxaLmx
3AKPBITYIO MHGOPMALMIO, BOCTYM K KOTOPOM MMENM TOMBKO HYNEHbI KIOPM.

MpPMATHO OCO3HABATL, YTO NOMYNAPHOCTb M MPECTUX HArPALLI C KAXKALIM FTOAOM PACTET,
PABHO KK M 4MCO conckaTenen. B sTom rogy ana cynencrsa 3a9BneHHbIX NPOEKTOB Gbinu
npurawersl 45 asTopuTeTHbIX 3kCnepTos. Ha paccmoTpeHme u oueHKy peknamHbix KOm-
nanwmit, npoxoameLumx 8 Poccun B nepuon ¢ 1 ansaps no 31 pekabpa 2011 roaa, ywen neHsb
KPOMOTIMBOrO TPYAQ.

MpodeccuoHans Bcerna LOBepsoT LMPPAM, MOITOMY PesynsTaTsl KoHKypca BPIH]
FOLA/EFFIE euisbisatoT nHTepec y cero 6ustec coobuiectsa. OueHkM KOMNETEHTHO-

IO XIOPU CUMTAKOTCH CAMBIMU OBBEKTHUBHBIMW AAHHbIMM, KOTOPbIE MO3BOSSIOT HE TOMLKO
CyamnTh 06 yPOBHE MACTEPCTBA POCCUICKMX MAPKETONOTOB, HO M OTCIEXMBATL AKTYASIb-
HbIE TEHAEHLMM PHIHKQ, Ny4LIE NOHATL NOTPEBHOCTM COBPEMEHHOTO OBLLECTBA, O TAKXE
ONpPEenenuTs IMAEPOB, YbM yCriexu OyayT B AAbHENLLIEM BAOXHOBISTb BECh AENOBOM MUP.
Braronaps ctons apkum npuMepam, CneumaniMcTam MApKETUHIA YAAETCs yyLle UCMomb30-
BATb CBOM TQJIAHT M CO3AABATH MOWUCTUHE YHUKANbHBIE BPEHbI, KOTOPLIE MOTYT COXPAHSTH
NPMBNEKATENLHOCTb A8 NOTPEbUTENEN HE3ABUCUMO OT SKOHOMMUYECKMX YCITIOBMHM.

BP2OH[ TOLA/EFFIE — epqmHCTBEHHDI POCCHIACKMI KOHKYPC MUPOBOTO 3HAYEHMS, AAKOLLMIA
YYACTHUKAM MPEKPACHbIM LAHC 3098 Tb O cebe Ha MexayHapoaHomM yposHe. Hanomio,

c npowrnoro roaa cuctema EFFIE Worldwide Bsena Hosyto nporpammy ans onpeaenenms
Hanbonee 3¢pEeKTUBHBIX NPOEKTOB Cpean NoBeanTENen KOHKYPCOB (Kak Cammx 6paHIOB,
Tak 1 peknamubix areHtcts) EFFIE no scemy mupy — Index Of Effectiveness. Peknamroe
QreHTCTBO, NOAABLIEE HaMBOMbLIEE KONMUYECTBO YCNELLHbIX 3051BOK, BOLLEALIMX B TPOWMKY
mpepos BPOHL TOOA/EFFIE 2011, Takke nonyyoet BO3SMOXHOCTb BOWTH B IMAEPbB MUPO-
soro penturra EFFIE Worldwide Index of Effectiveness.

Ot umeru OprkomuTeTa xenato Bcem ydacTHukam konkypca BPIHI TOLA/EFFIE 2011
AANbHERLLINX MPODECCUMOHANBHBIX YCMNEXOB, YAAYHbIX TBOPYECKMX HOXOLOK M MHOTO HOBbIX
YCMELWHbIX TPOEKTOB.

Enena bupiokosa
Mpencenatens Oprkomuterta Konkypca BPOHIA TOLA/EFFIE
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OTKpoucs cyacTbio!



Mporpamma “PbiHKKn”
www.rbctv.ru Baaodumup BacuneHko
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PasmellueHne peknambl Ha LCD-MoHUTOPOX
B Bu3Hec-UeHTpax MoCKBbI U
CaHkT-letepbypra

e LLIMPOKKMI OXBAT BICOKOAOXOAHOW QYAUTOPUU, HEAOCTXXMMBIN TOAANULUOHHBIMW PEKAQMHBIMIA
HOCUTEASIMUA

e PACNOAOXEHME MOHUTOPOB - 3TO UCKAIOYNTEABHO MECTA BbIHYXXAEHHOTO OXUAQHWS,
yTO OBECNEeUNBAET FAPAHTUPOBAHHDINA KOHTAKT C HOCUTEAEM

o COTPYAHWKN BU3HEC-LIEHTPOB MNO3UTUBHO BOCNPUHUMAIOT PEKAAMY HO MOHUTOPAOX B AUDTOBbLIX
XOAAQIX, YTO MOAOXUTEABHO BAUSIET HA 3ANOMUHAEMOCTb POAUKA

e AYAMO-BU3YQAAbHOE BO3AENCTBUE NOBLILLAET 9PPEKTUBHOCTb PEKAAMHOIO COOBLLIEHUS

[TooBeaeHue BTL-akummn B BU3HEC-LEHTPOX

FOCUS MEDIA (495) 221 00 21

AVILIOM K AULlY C BU3HEC-AyAUTOPUEN www.focusmedia-tv.ru

pekrama
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www.altereg.ru



BALWW NYHLIWE NPUEMDBI

Bble3fHoe pecTopaHHOe 06CNyKMBaHKE
oT “Ynei Kentepuur” - ato:

Bbicokne cTaHpapThl KauyecTBa, NOATBEPXKAEHHbIe cepTudukaTom ISES
MpodeccnoHanbHas KOMaHAA aMepUKAHCKUX U (hpaHLy3CKUX NOBAPOB
Bo3moxHOoCTb 06cnykuBaHus oT 2 go 6000 rocTeit

LLInpoKMit acCOPTUMEHT G104 M3 Pa3HbIX KYNMHAPHbIX TPAAULMIA
KeiiTepuHrosoe obcnyxumBaHue 6usHec-aBuaLum 1 axT
NHavBuayanbHbI NOAXON K KAaXKA0MY 3aKa3sy

+7 /495/ 795 75 75
info@uley.ru
www.uley.ru
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PYCCKAA CNY)XXBA HOBOCTEM
107.0



MHdopmaLnoHHoe TenerpadpHoe
areHtctBo Poccumn (WTAP-TACC)

['on ocHOBaHUA — 1 904

okono 200 MHPOPMaLIMOHHBIX NPOAYKTOB

O MOMNTUYECKON, SKOHOMMNYECKOWU, 0OLLIECTBEHHOW, KYNBETYPHON,
CNOPTUBHOM XM3HU Poccuu n mupa

HenpepbIBHbIit noTok HosocTeit HA 6 A3bIKaX:

PYCCKWIA, aHINUNCKUIN, PPaHLy3CKUA, HEMELIKUIA; UCMaHCKUI, apabCcKnu

sonee D00 KOPPECIOHAEHTOB & Poceum v 3a py6exom

KpynHenilee pocCUNCKOe HOBOCTHOE areHTCTBO,
doOoTO- 1 rpagomuyeckas crny>xbbl, ocseLlaloLne CoobITUA B pexnve

peaJjibHOIo BpeEMEHN

Bxogu 8 «HETBEPKY>» MUPOBbLIX areHTCTB

no onpegenexHno KOHECKO — B ogHOM psgy
¢ Reuters, Associated Press n Agence France-Presse

www.itar-tass.com
www.tass-online.ru




CHeku
PeknamHas kamnaHms:

Kareropus:
MpopoBonbcTBEHHDBIE TOBAPDI
Macwtab npoekta:
O6LEeHALMOHANbHbIN

OBMEHAN
HAYMAS KURCITAIKO)

CHEETOSESWEETBOOM?
g s WNW.OTMOCHEETOS.RU

1. MpenOMHTL HeraTMBHEIA TREHA NPOARNK 6peHAa YHTOC, YAYHILMTE PRIHOYHLIe

no 6penay 8 Poccuu
[33maun ek 10 Bex,11
YBenn4mTb poTaumIo NPOAYKTa, Kr 3.4] 3,6
YeenuunTs anerpubyunio 76,4 80)
YsennunTe 06bem NPOAANK, TOHHbI 1475 1777
2. NosbicuTs noTpeGUTensckue nokasatem Gpenaa YuToc cpeay Lienesoi Ayauropum
Korsa-nu6o npeGosani mapky 68,6| 75)
Motpebnenue (3a nocregHne 4
Henenm) 14,3 17,9
3. N Gpenna

6peHga | 1,4[ 4,5
NonbrocTs | 2.9] 9|

O630p poiHKa:

Yutoc sBnseTcs eAnHCTBEHHBIM BPEHAOM ANs NOA-
POCTKOB KOMNAaHuu Pepsi ¢ Maccoeom noaaeps ko
HO POCCHUHCKOM PBIHKE M TPETbUM BPEHAOM B CH3-
KOBOM noptdene komnaxuu nocne bpergos Jlewc u
Xpyctum. Mapka s1BrseTtcs MynbTUHALMOHANBEHOM 1
6bina sanywera 8 Poccun 8 1996 ropy.

Llenesas ayautopus mapku- nogpoctku 8-14 net ¢
dokycom Ha 11-13 ner.

BpeHa sBnseTca nMaepom B KaTEropmmM SKCTPYANPO-
BAHHbLIX YMMNCOB, BXOOAMT B NATEPKY 6peHﬂOB HQ pbiHKE
ConeHbix 30KyCOK M MAKPOCHEKOB. B HacToswee
BPEMS PbIHKM SKCTPYAEPOB M COMEHbIX 3AKYCOK MO-
KO3bIBAIOT OTPULATENBHYIO AMHAMMKY.

Volume Share in Extruders, % Volume Share in Core Salty, % Volume Share in Macro, %
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Cheetos Cl o =7 Kinder "

100%
W SALTY FISH

W EXTRUDED /RICE CHIPS
SALTED
CRISPBREADS/CROUTONS

® SALTY NUTS.

= POTATO CHIPS

2008 2009 2010

100%
 SALTYFISH

™ EXTRUDED /RICE CHIPS
W SALTED
CRISPBREADS/CROUTONS

W SALTY NUTS

B POTATO CHIPS

2008 2009 2010

Llenb: paspabotath v 3anyCTuTb MOAENb POCTa
6peHaa HYuToc, HaNPABNEHHYIO HA yBENMYEHUE NPU-
BrekatensHocTu 6penaa ans Lenesoit Ayautopuu,
yeenuuerue 6asbl Perynaphbix MNotpebutenei,
4ACTOTbI M 06BbEMA NOTPEBNEHUs NPOAYKTA, U, COOT-
BETCTBEHHO, MPOAAX, B PAMKAX KOTOPO# 3AMyCTUTH
NPOMOCKUMIO, HAMPABNEHHYIO HA CTUMYSIMPOBAHMKE
poTauum Bcero noprdens Y4Toc, BbIXOA B CNAAKYIO
kateropuio ¢ Yuroc Cantbym.

1. Llenu peknamHoi komnaHmm

PeKnamHan KoMNaHuA
[POMOOTHAKK, %

MoceuweHue caiita, Kon-8o BU3UTOB 600000 954054
WHGOPMHUPOBIHHOETb © NPOMOEKLMM, % 25 36
Lon. V npogaw, % 15| 20
PoTtauma 3,4 3,6|

2. Uleny sanycka niHosauyn Centbym

PernamHan KOMNaHuA Peayastar

WHbOpMHUpOBaHHOCTL O NpoaykTe,% 50% 56%|
YacToTa NOBTOPHOMK NOKYNKKU,% 10 12
Kon-Bo nosnucros 6peHaa, % 80| 91
Kon-Bo pemxexropos Gpenaa, % 20, 9
Kon-so penetpyapwwkos,% 60 73
V npogam, T 400| 422

O6wuit megua-6lopxer:
ot 2 po 5 munnuoros gonnapos CLLIA

B 2011 rogy mogens 6bina HaaeHa, B ee OCHOBE
nexar ABa GaKTopa ycnexa — YHUKANbHbIE UHTEPHET
NPOMOAKLMM M 3AMYCK PENEBAHTHBIX HOBUHOK.

1.B 2011 rogy 6bina sanywera npomoakums MNpu-
30BOJHbI, TPOXOAALLAA Nog cnoraHom «CTass Ha
npualy. B akumm yuactsosan secs noptdens 6peraa
(12 ToBapHbIX eanHnL).

B otnnumne ot npeabiaywmx akumit Yutoc aaHHas
aKums:

1)ocHoBaHa Ha UHTEPHET-NNATGOPME, UTO ABARETCA
penesaHTHbIM LIA, T.k NOAPOCTKM NPOBOAAT MHOTO
BPEMEHM B MHTEpPHETE

2)B OCHOBE NEXUT GONLLIAR MHTEPECHAS YHUKABHAS!
noes

3)npeanaraert rapaHTMPOBAHHbINA Npu3 (cTukep)
BHYTPM NAYKK, 4TO penesaHTHo LIA

4)yHUKQmbHAS, 4ETKO CBA3AHHAA C MOKYNKOM NPOAYK-
TA, HO MPOCTAS M MOHATHARA AYKLMOHHAS MEXAHMKO

— NOTPEBUTENb MOHUMAET M MOXET KOHTPONMPOBAT,
KOTAIG M 4TO OH MOXET BLIMIPATH

5)sosnedenue LIA — secense 1 ysepeHHOCTb B BO3-
MOXHOCTH BbIMIPATh LIEHHBIN NPK3

6)npu3bl — pa3HOOBPA3HbIE NPUBNEKATENLHBIE NPU-
3bl Ans LLA, Bkniouas kpyTele ramkeTsl, CnopTUBHbIE
TOBAPbI, HOYTOYKM W Np. ([aeTH camu mornu BLIGPATH
30 KOKOM Npu3 6opPoTbCS).

o

y

HuTepHeT o

nasbape Tepmmpossremic

B ocHosy npomoyLera 6bina nonoxeHa naes ayk-
LMoHa no Tuny e-bay, kotopas npoxoauna Ha canTe
www.otmocheetos.ru

MpocTas 1 NOHATHAS MEXAHWKA, NOBYXAAIOLLOR K
noKynKke:

1) Kynu npomo-nauky Cheetos ¢ peknambim 6aHHe-
pom “TpuaosoiHsr’”

2) Havigu kaprouky ¢ YHUKAJTbHBIM KOOOM 8
NPOMO-NAYKe

3) 3apeructpupyit KOL Ha caiite u Y3HA KO-
HECTBO BAJITIOB*

4) Cospait ceoit skkayHT Ha caite: KO BAJIbI/
MCMOsb3yM UX CPA3Y

5) Mpumn yaactne 8 AYKLUMOHE

6) BBIMIPAI MPU3, ecnvt tos ctaska HAMBOJTb-
LLIAY 30 oTBeneHHbIN neprog

Kaxasiit aykupon gnuncs no 10 munyt ¢ 15-30 go
17-30 v ¢ 18-30 po 20-30

*Yuroc 85 rp= 400 6annos
55 rp =250 6annos
24 rp= 150 6annos
Ceutbym 32 rp = 500 6annos
Ecnu uenosek He BbiMrpbisan, 6anmsl He cropanu, a
NEePEHOCHINCH HO CIERYIOLLUMIT fieHb

2.3anyck cnaakomn HOBUHKM

B nexkabpe 2010 rona Komnawusa sanyctuna cnaakwit
cabbpenn Ceutbym, KoTopsil npeactasnaet cobom
XPYCTALLWME LUOKONAAHBIE TPYBOUKM C PA3AUYHOI
HOUMHKOM — LIOKONARHOM M KIYBHWUUHOM.

MpoaykT co3naH B ofHOM GOPMATE A UHAMBUAY-
anbHoro notpebnerus no 32 rp M OPUEHTUPOBAH HA
notpebnexue B CErMEHT CIIAAKMX CHEKOB, HAPAZY C
TAKMMI NPOAYKTAMM KOK BUCKBUTBI, LLIOKOMGAKM W T,

3anyck Cnaakoi HOBUHKM NO3BOWI HE TONBKO BbIATH
B CIIAAKYIO KOTETOPMIO, HO W MOJHATb MHTEPEC K
6peHay B uenom. HosuHka He Tonbko npuHecna po-
nonHutensHeie n 100% npopaxw, HO v CTUMYNMPO-
Ban notpebnexne 1 pocT NPoAax coneHoro Yutoca.



KAK Bbl NPULLJIU K OCHOBHOM UAEE?

1.3anycK yHUKANEHOM NPOMOAKLMM

C 2008 roga npoaaxu Naganu B CBA3M C yMeHbLUE-
HUEM NnoanbHOM 6a3bl NOTpebuTenei 1 ysenuunTs
KONMYECTBO N0AEN, KOTOpble ynoTpebnaioT 6peH.
MageHne GbNO CBA3OHO C HECKONbKMMK BAKTOPaMM:

1).ymenbluenne pasmepos LIA 8 ceasu ¢ nageqnem
Hacenexus

OGbembl, T 6 356 -1613 -2 451
8-12 net 6 437 -3% -5%

2). JlnueHsnmoHHoe NPoMo nepecTany oKynaTse

2006 2007 2008
i Mponro/zod 2 3 4
if Hedenb 35 40 52

Insert/Licensed Based Promo

v

3)MbI 3aTparveant ToAbko MAGALLYIO AYAUTOPMIO

PoTauma, %

HacrToTa a8
noTpe GneHWn

8 13 .3

&7 18 20 15
K22

B uenom, 6pena Yutoc nepecran GuiTb MHTEPECHBIM
LIA, BOCIPUHUMANCS KOK BETCKMI U CKYUHBIN, HE
HECYLLMIA HUKAKMX HOBOCTEM, MPOMOCKLMM TAK e
PACCMATPMBANKCH HE yBRekaTenbHbIMU. [Tpreneka-
TENbHOCTb BPEeHAa NAAANA, CHAXANACh POTALMS 1
anctpubyupms. Takum obpasom, bpeHa nepecran oT-
seyaTs mHTepecam LA, kotopas senaetca Hanbonee
IMHOMWYHO PA3BMBAIOLLENCS, NIOBUT BCE HOBOE M
BeCenoe, NPOBOAUT MHOTO BPEMEHU C APY3bSIMM U B
MHTEPHETE.

MNokynawr Ymroc
mz-3a NMpomo

Letd 9-14 per. OCHOBHOR HEFATHEHOE BOCNPHATHE

*  He 4OCTaTOMMO HOBOCTEH

Mano NPHBAEKATEALHOM
Yecrepa

QOevewan (12-14 y.o.)

Her eunbhoro
IMOLIHOHANLHO
BOBONEYEHMA

*  OTCYICTBYIOT WyTHH
(cAMwKom AeToHHe)

Her werarusnoro
BOCAPMATHA

*  Orcyrcroue
BAOXHOBARIOLLETD KEYTOTD
BIOCAOTO NEPCOHANA

[lns ycnewHoro npomo 6110 NPOBEAEHO HECKONBKO
MCCNENoBAHMI LENEBON ayanTopum, 0COBEeHHOCTEM
MX NOBEAEHUS, TEX MOMEHTOB, KOTOPbLIE NPUBAEKAIOT
UX M TO, KK OHW NPOBOAAT cBo60aHOE Bpema. DTo
NOMOTNO NPUITU K MOLENWU MAEANTbHOW MPOMOAKLMM
L1 AAHHOW LeneBom ayauTOpUu.

10
KOB:
- Bce Bpems Ha caazm

- [oBopsT HO CBOEM CrieHre

- Jlio6sT BCe HoBOE, HEObbIYHOE

- VICnbITHIBAIOT CUAbHOE BMSHWME CO CTOPOHBI APY3€eit
- VIm BOXHO Npu3HaHWe apyrux

- Jlio6aT npoBOAUTL BpEMS C APY3bAMM

- XOTST NOMy4aTh MTHOBEHHBIM PE3YnbTAT

- Brictpo cxBaTbIBAIOT HOBYIO MHDOPMALMIO

- VM BbicTpO CTAHOBMTCH CKYUHO

- DKCNPECCUBHbI U KPEATHUBHBI

- MpoBOAAT MHOTO BPEMEHH B MHTEPHETE

NoBeAEHYECKMX OCOBEHHOCTEN NOAPOCT-

Mneu, koTopble NpUBREKAIOT BHUMAHUE W MHTEPEC
[MoppocTkos:

- Kontpornb
- CounansHoe npuaHaH1e

- MepconansHoe passuTHe U yBepeHHOCTs B cebe
- HoeusHa u HeobbluHOCTL

- BO3MOXHOCTb MPUHUMATL CAOMOCTOSTENbHBIE
peleHns

Y70 oMK fenaioT B cBoe CBOBOAHOE BPEMS:
- Cmotpst TB = 83%

- Cuasat 8 Mnteprete= 74%

- Tycytotes ¢ gpysbamn= 68%

- Urpaiot ¢ apyrumu B Bupeo-nrpei=66%

Mpoananuaunposas Yuactue LIA 8 MNpomoakumsx,
BOpPEeHA-TPYNNA BHIABMNA CEAYIOLME MOTUBMPYIOLME
dbakTopsl U 6apbepsi:

Tpurrepsl

- HQMMYME FAPAHTUPOBAHHOMO NPM3A (CTUKepa
BHYTPYM NAYKM)

- pasHoobpasue Npu3oe penesaHTHbIx LIA

- WOW, Ho NpocTas MEXaHUKQ: AOMKHO BbiTh 4ETKO
NOHATHO, KOKMM OBPA3OM M YTO MOXHO BHIMIPATH B
npomo

- BosmoxHoCTb BHIGPATHL NPU3 CaMOMY

Bapbepbl

- NPOMO-KOJ, HO YNAKOBKE (TPYAHO HaMTH)

- OTCYTCTBME rAPAHTMPOBAHHOTO NPH3Q

- BO3MOXHOCTb MOCHIIATH KOfibl YEPES CMC - CHUMA-
0TCAA fieHbrU ¢ TenedoHa

Ha ocHose MosepeHueckoro AHanusa Motpebu-
Tens G0 onpeaeneHo, yem bpena Yutoc u ero
Axumm gomxHbl 6bib ana MNMoTtpeburens — Ha ocHose
3TUX AHANM308 GbiNa Pa3paboTaHa HOBAS MOAENb
NPUHLMNMANBHO APYroro NPOMO, KOTOpast Bbina 3a-
nywena s 2011 roay.

2. 3anyck cnaakon MHHOBALMM

Komnarus umeeT Tpn 6peHaa, koTopsle UrpaioT Ha
OfHOM M TO¥ K€ «CONEHOM» TEPPUTOPHH, YACTUYHO
kaHubanuamnpys npyr apyra. B xoae Hawmx nccne-
LOBQHMI Mbl MOHSIM, YTO HALLM AETH 1 MONOAEXD B
Gonbluel CTeNneHn ynoTpebnsioT Caakne CHEKM, Yem
conetble. Kpome Toro, Mbl 06HApPYXwuu, 4To Heno-
anbHble noTpebuteny mapku Yutoc Tak xe Gonblue
yNoTpebnsioT CIAKME CHEKU U, BOSMOXHO, HE EAST
YUTOC MMEHHO MOTOMY, YTO OH CONEHBIN.

Cpepsee noTpeGnenie Mapok Cpeanee notpebaeHme Mapok
Cheetos

He n
KpOMe TOro, UCCNIefOBAHNA PbIHKA NOKA3ANK, 4TO
CNnagkum PBIHOK AETCKUX U MOAPOCTKOBbIX CHEKOB B

4 pasa 6onblue, Yem CONEHbIN, A, CIEeAOBATENbHO,
ABMAETCS NOTEHUMANBHO MHTEPECHBIM 4715 KOMMAHMM.

Cheetos

100 mnH €

B pamkax uccneposanmit bpera crpetuntra 6uino
NOATBEPXAEHO, YTO BpeHa YUToC, 3TO eanHCTBEHHbIN
BPEHA KOMNAHMM, KOTOPbINA MOT BbITb «PACTAHYT» HA
KATETOPMIO CNAAKMX 30KYCOK.

WAEIO B )KU3Hb?
1.KoMMYHUKALMOHHBIN MUKC st npomoakumm [pu-
30BOMHbI

1) Mpomo-naukm c 6anHepom Mpuzosoiis - 39%
3HaHue o [pomoakumu

2) TapaHTMPOBAHHLIN NPK3 (CTUKEP) BHYTPU Npo-
MO-NAYKM KAPTOUKA C YHMKATbHbIM KOAOM — 65 %
y4acTeyowmx 8 [1pomo cobupanu cTvkepsi

3) 11 Hepens 15 cex ponuk HQ HAUMOHAMBHBIX KAHO-
nax, penesantHeix LIA: THT, CTC, 2X2, MTV, Mys
Te= 1008 TRPs — 6bina noctpoeHa sicHas 1 npocTas
KOMMYHMKQLMS POMO MEXOHMKH, C 4ETKMM HOKYCOM
HO NPU3AX KOK IOBHOM ABUrATENE QYAUTOPUM AN
YHQCTUS B TPOMOCKLLMM

4) npomo-cait www.otmocheetos.ru, Ha koTopom
NPOXOAMNA AYKLUMOHHAS MEXAHMKA

5) MOCM & Toproseix Toukax, scst Poccust

6) Monaepxka Ha NOAPOCTKOBOM CaMTe TBUAM WWW.
Tvidi.ru, www.vkontakte.ru — 6anHeps! 1 apyrve
AKTUBHOCTH

2 KommyHmkauwms 360 pns nosaepxku cnankoit
HOBMHKM

B mapre-anpene 2011 roga 6bina npoeeaexa mac-
COBAS MHTErPUPOBAHHOA KOMMYHUKALMOHHAS KOM-
NaHus [ns NOAREPXKM MHHOBAUMK. Bee aktueHocTH
6bl B3OMMOCBA3QHBI ANt LOCTUXEHWA MAKCHMMATBHO-
rO Y3HOBAHMS NOTPEBUTENS O HOBMHKE.

1) 6 Hepens Ha Tenesupernn — 1700 TRP’s — ¢ HoBbIM
POMMKOM, PACCKA3bIBAIOLLEM O HOBOM BKYCHOM
ANNETUTHOM NPOJYKTE, CBOMCTBA KOTOPOrO — XPYCT
1 HOUYMHKA — XOPOLLIO AEMOHCTPUPOBANUCH B BUAEO

2) Aktreaums 8 wkonax — 600 wkon Mockesi u Cr.
Metepbypra (nocTepsl) Ans NOAAEPKAHUA KIOUEBbIX
ocobeHHocTel bpeHaa Y1Toc u HoBOTO Npoayk-
Ta— coumnanusaums, secense, Hecrep, BkycHas u
XPYCTALLAS HOBUHKA

3) KpeatusHas pasgaua camnnos npoaykumm- 1,5
MITH CAMMIIOB NPOAYKUMM GbiNno po3aaHo

B ocHoBe peknamHoit KamMnaHmuu nexana KpeaTms-
HOs uaes — «obmensai Sky Ha nadky Ceutbyml» - 8
HECKOMbKMX WKOMAX, A TAK e BOnbLIMx MONax 6binu
YCTPOEHbI «MYHKTb OBMEHA» NATEPOK HA NAYKK
Centbyma

4) Meguittas nogaepxka Ha cantax www.Tvidi.ru u
www.vkontakte.ru

5) BupycHas peknama B MHTEpHETE — OPUEHTUPOBA-
HQ He TONbKO HA MOAPOCTKOB, HO M HA MX MAM

BOTJIOLWWEHMUE B )KU3Hb
OCHOBHOW UAEU

TB:

M Tenepeknama

[ BpeHaMpPOBAHHbIN KOHTEHT

Mpamas paccbinka:
M Mo anexkTpoHHOM noute

Ouvanorosas:
[ BupycHoe Buaeo

W CaltTsl coumanbHbix ceTe

Po3HuuHbIE NpoAaXM:
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[ Pexnama B mectax npogax

NapTusanckas peknama:
B Comnnunr / Ucnbiramms

OCTANbHBIE MAPKETUHIOBBbl|
COCTABJISIIOLUUVE KAMIMAHUY
M Jpyroe:

BHyTpeHHss peknama — NocTepsl B LWKOAAX O
npoaykte Yuroc Ceutbym

3YNbTATbI. OTKYAA Bbl 3HAETE,
o D CPABOTAJIO?

O6uwwe nokasatenn 2011 ropa B cpasHernm ¢
npeablayLLMMU FOACMM:

+60% vs AOP
+15% vs AOP

576 |
487

+18%

2010

2011

PocT npoAaN,T POCT NpU6bLINK, MAH. Y6

1. Ycnewroe npomo MpuzosoiiHs

Ona npurecna 20% npupocT Nnpoaax, MMena Cambiii
BbICOKMIM MPOMOOTKIMK 30 MCTOPUIO KOMNAHMK (+5%)
HALL NPOMOCAMT NOCETUAU OKONO MUIIMOHA PA3,
4TO B 2 pasa 6onblue, Yem B NPEfbIayLLMX AKLMSX.

Uenn PeayaLrar

1. Yoo poct npogas: Bpekaa roc w pbikke 8 nepsofi nonosuse 2011
YeenuanTE POTALMI0 NPOAYITa, K VS
npomo nepuoa 34 25
YsenwauTs A0TI0 peikka (ace conebie
cHenn), % 64 6]

Ysenmavtb 06em npoga HuToc, TouHbt 1475 1779]

YAUULIMAKCH MMMOXMBLIE NOKA3aTENM GpeHaa

Q12011 Q22011 Q32011
FPLM 9.3 13.1 155
High Quality |7 14.8 103
GreatTaste 116 6.6 1338
VFM 14 18.0 20.7

Source: Millward Brown, Armi, Motpe6urensckuii
Ayaut, UA: poceuitckme notpebutenu 12-14, ek’ 11

Snacks

Campaign fitle: =
Category: Food Products
Project scale: National

WHAT WA HE STRZ

Market overview:

Cheetos is the only brand for teenagers offered

by the Pepsi company with a mass support in the
Russian market and the third brand in the snack
portfolio of the company after Lays and Khrusteam.
The brand is multinational; it was launched in Russia
in 1996.

The TA of the brand is teenagers aged 8-14 while
the focus is on teenagers aged 11-13.

The brand is the leader in extruders and is among
TOP-5 brands in salted and macrosnacks. At pres-
ent, the markets of extruders and salted snacks show
the negative trend.

Sales volume in salted snacks, 1000 tons

2. N0BLICHTE. Bpenaa YuToc cpeaH Lienesoi AyauTopHH . .
Sales volume in salted snacks, million USD
P— 00000 ssrosd
Penesauthocts LLA 27| 29|
Hovepne 27] B W R CAMPA
[p— o ] .
Yuunanssocrs Gpenaa 24 34} . a
foSnsi Spen 3 = Goal: to develop and launch a growth model for
WA R Cheetos aimed at growing the brand’s attractive-
Mﬂ}:ﬂl‘iﬂm’;ﬂ, Acoi, Ayam, LUA: 12-14, flex’il

1 Mo cpa

2.3anycK HOBMHKM
3anyck uHHoBAUMM 6bin yenewwHbim. OH no3sonmn
YBENMYUTL CNPOC HA COneHbI Yutoc
O npurec:
1) nononHuTensHele npoaaxw Yutoc
Index SwB to AOP 124

Sweet

Core

2)Cocrasnsiet 9% scero noptdens Huroc (8 1)
3) Crumynuposan pocT npoaax v notpebnexus co-
neHoro Yuroc (+16%)

C 3anyCcKOM HOBMHKM yNyuLwmMamMcs notpeburensckue
nokasarenu

Buipocnu nokasatenu notpebnenms u 4acToTsl yno-
Tpebnenus npoaykTa

1 -
~a -

T T ot

——

ness fo the TA, to increase regular customers’ base,
frequency and consumption volume and, with
Cheetos Sweet Boom, to launch a promo aimed at
stimulation of the whole Cheetos portfolio rotation
and entering the sweet category.

1. Campaign goals

2. Sweet Boom launch goals

Total media budget:
$2 — 5 million

WHAT WAS YOUR BIG IDEA?

In 2011, the model was found which lay upon two
success factors — unique Internet promos and launch
of relevant innovations.

1.1n 2011, the Prize Wars promo was launched
under the “Bet on the prizel” slogan. The whole
portfolio of the brand was engaged in the promo (12
product items).

As opposed to previous promos of Cheetos, this
promo:

1) is based on the Internet platform, which is relevant
to the TA as teenagers spend a lot of time on the
Internet

2) has a big interesting unique idea as the basis

3) offers a guaranteed prize (sticker) inside a pack,
which is relevant to the TA

4) a unique bound to the product purchase and at
the same time a rather simple and understandable
promo mechanics — a consumer understands and
has control over what and when he can win

5) TA involvement — fun and confidence in an op-
portunity o win a valuable prize

6) prizes — various attractive to the TA prizes such as
cool gadgets, sports products, laptops etc. (children
could choose for which prize to fight).

The promotion was based on the idea of an auction
like e-bay which ran at www.otmocheetos.ru
Simple and easy-to-understand mechanics which
spurs a purchase:

1) Buy a promo Cheetos pack with the “Prize Wars”
banner on

2) Find a card with a UNIQUE CODE inside

3) register the CODE on the site and SEE HOW
MANY POITNS YOU HAVE GOT*

4) create your account on the site: SAVE POINTS/
use them right away

5) take part in the AUCTION

6) WIN THE PRIZE if your bet has been the HIGHEST
within the assigned period

Every auction lasted 10 minutes from 15.30 till 17.30
and from 18.30 till 20.30

* Cheetos 85 g= 400 points
55 g =250 points
24 g= 150 points
Sweet Boom 32 g = 500 points
If a person failed to win, points would not burn off —
they would go to the next day

3.Launch of the sweet innovation

In December 2010, the company launched a sweet
sub-brand called Sweet Boom crispy chocolate
tubes with assorted filling — chocolate or strawberry.

The product had a uniformed format, was in 32-
gram packs for individual consumption and was
targeted at consumption in the segment of sweet
snacks among such products as sponge cakes,
chocolate bars efc.

The sweet innovation launch allowed not only to
enter the sweet category but also to raise interest to
the brand on the whole. The innovation resulted in
additional and 100% sales and stimulated consump-
tion and sales growth of salted Cheetos as well.

HOW DID YOU ARRIVE AT THE BIG IDEA?

1.Unique promo launch

Since 2008, sales have been falling due to decrease
of loyal customers. The fall was brought by several
factors:

1) smaller TA due to population decrease

2) Licensed promo would no longer pay off

3) we touched only younger audience

On the whole, the Cheetos brand was no longer
attractive to the TA and was perceived as a childish
and boring one, with nothing new about it. Promos
were also considered unexciting. The brand at-
tractiveness was falling, rotation and distribution was
decreasing. Thus, the brand no longer met interests
of the TA which developed rapidly, loved everything
new and fun and tended to spend much time with
friends and on the Infernet.

Children aged 9-14. Primary negative perception

To make the promo successful, a number of research
was carried out to study the TA, its behavior features,
the things which were attractive to them and the way
they spent their free time. This helped come up with
the promo ideal to the TA.

HARMAYKW @MEMDF@
CHEET0SESWEETBO0OMA
g s WWWW.OTMOCHEETOS.RU
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10 behavioral features of teenagers:
- Always within reach

- Have their own slang

- Love everything new and unusual

- Are influenced by their friends

- Seek for other people’s recognition
- Like to spend their time with friends
- Want to see the result instantly

- Grasp new information quickly

- Get bored quickly

- Expressive and creative

- Spend a lot of time on the Internet

Ideas which draw teenagers’ interest and attention:

- Control

- Social recognition

- Personal development and self-confidence

- Novelty and ingenuity

- Opportunity to make decisions on their own
Apart from that, market research showed that the
market of kid and teenager sweet snacks is 4 times
larger than the one of salted snacks, which makes it
potentially interesting to the company.

Under the research of the brand stretching we got
the proof that Cheetos was the only brand of the
company which could be stretched onto the sweet
snacks category.

HOW DID YOU BRING THE IDEA TO LIFE?

1.Communication mix for the “Prize Wars” promo

1) Promo packs with the “Prize Wars” banner on -
39% awareness of the promo

2) guaranteed prize (sticker) inside a promo pack — a
card with a unique code — 65 % of promo partici-
pants were collecting stickers

3) 11 weeks of a 15-second spot on national chan-
nels relevant to the TA: TNT, STS, 2X2, MTV, MuzTV=
1008 TRPs — a simple communication of the promo
mechanics was built, with a distinct focus on prizes as
the main driver for the audience to start participate
in the promo

4) promo site www.otmocheetos.ru which ran the
auction mechanics

5) POSM at POPs, entire Russia

6) support on the teenager site www.Tvidi.ru, on
www.vkontakte.ru — banners and other activities

3.The 360 communication to support the sweet
innovation

In March = April 2011, a mass integrated commu-
nication campaign to support the innovations was
carried out. All activities were linked to each other so
that consumers had the maximum awareness of the
innovation.

1) 6 weeks on television — 1700 TRP’s — with a new
spot telling about a new delicious product with the

features — crunch and filling — being properly dem-
onstrated by the video

2) activation at schools — 600 schools of Moscow
and Saint-Petersburg (posters) to support key fea-
tures of Cheetos and its new product — socialization,
fun, Chester, a tasty and crunchy innovation

3) creative distribution of the product samples — 1.5
million samples of the product were distributed

The campaign was based on the creative idea —
“change your “A” for a pack of Sweet Boom!” — at
several schools as well as in large malls there were
“changing stations” where everyone could change
his\her “A” for a Sweet Boom pack

4) media support on the sites www.Tvidi.ru and www.
vkontakte.ru

5) Viral advertising on the Internet was targeted not
only at teenagers but also at their mothers

HOW DID YOU BRING IT TO LIFE?
COMMUNICATION TOUCH POINTS

TV:

M Spots

M Branded Content

Direct:
m E-mail

Interactive:
M Viral video
W Social Networking sites

Retail experience:
m POP

Guerilla:
m Sampling / Trial

LIST OTHER MARK N OMPONEN
D IN 1K FH VIP R I\
M Other:

Indoor advertising — Cheetos Sweet Boom posters
at schools

RESULTS. HOW DO YOU KNOW IT WORKED?

Overall indices of 201 1vs. years prior:
1. Successful “Prize Wars” promo

The promo gave a 20% ales increment, had the
highest promo response — for the whole company’s
history (+5%) the promo site was visited about one
million times, which was 2 times more than at the
time of previous promos.

2. Innovation Launch

The innovation launch was a success. It helped
increase the demand for salted Cheetos

The innovation:

1) brought additional sales of Cheetos

2) is 9% of the total portfolio of Cheetos (in tons)
3) stimulated growth of sales and consumption of
salty Cheetos (+16%)
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Peno3suumnoHnposanue 6penpa Knorr,
3anyck 6ynboHoB Knorr Alywia O6epa,
HOBbIX CMecei s BTOpbIX 6niof,
Knorr

PeknamHas kamnaHms:

KHopp. Hacroswumii Bkyc. Hukakon
Mmarum

Kateropus:

MpopoBonbCTBEHHBIE TOBAPDI
Macwrab npoekra:

JlokanbHbIN

O6LEHALMOHANBHbIN

Uens:

- Penosuumnonmposats 6penp Knorr, utobsl no-
BLICUTb PENeBAHTHOCTL Bperaa ans LIA, cospats
SMOLMOHABHYIO CBSI3b MEXAY NOTPEBUTENSIMM 1
BPEHAOM, KOTOPAs MOMOXET AP HEPEHLUPOBATLCS
OT OCHOBHOTO KOHKYPEHTA B KATETOPHM, NOBLICUTH
MMMIXeBble xapakTepucTuku Gpenaa Knorr sa cuet
HOBOW KOMMYHUKALMOHHOMN KAMMOHMM.

- Ho korua 20111 ocTaHOBKTL NOEHUE JOMU PLIHKA
Knorr, a Tak xe yBenuunts BOMO PbIHKA B KATETOPH-
AX CMecen 4ns BTopbix 6504 1 GynbOHOB, 30 CYET 30-
MyCKA HOBMHOK U MHPOPMUPOBAHUS noTpebuTenert
06 WX NPENMyLLECTBAX.

Kputepusimu ycnexa ssnsncs poct 4onm peiHka 1
YKPEnneHme Mnaxesbix nokaszatenei 6peHaa.
CnpasouHas uHbopmaums:

PeiHok: Bpena Knorr Haxoautcs 8 cermente [Mpu-
npas. PLIHOK NPUMNPAB AOCTATOYHO MONOAOM 1
OTIMYAETCA PPATMEHTAPHOCTLIO, COCTOMT M3
noA-CerMeHTOB: NPOAYKTbI-MOMOLLHUKK 0119 TOTOBKHU,
TAKME KAK YHUBEPCATbHBIE MPUMPABbI, CNELMAny-
3MPOBAHHBIE NPUNPABbI A1st PA3HbIX TUNIOB 611104,
CyXMe CMEeCH ANst IPUrOTOBIEHUS BTOPbLIX BI04 (Mo
CNeuManbHBIM PeLenTam), 3aNpaBku 4ns Cyrnos
(cyxue, xumaku, nactoobpasHsie v T.4.). Bce 31
NPOAyKTH TPeByIOT OT NpousBoanTENEN 1 BpPeHAoB
O4YEHb MHOTO OBBACHEHMS KAK UCTIOMb30BATH 3TH
NPOAYKTHI 1 KAKME Yy HUX MpeumyLectsa. PeiHok [Mpu-
NPAB PACTET B OCHOBHOM 30 CYET 3HAYUTENBHOTO
PA3BUTUS MOA-CETMEHTA CMECEN AfIst MPUTOTOBNEHMS
sTOpbIX 61104 (+31% Kk npowwnomy roay)*, uto ewe
Gorblue OCNOXHAET POCT fonu puiHka Knorr 8 31oi
NOA-KATEropwMy.

KonkyperTHas cpena: Maggi siBnsetcs nuoepom
PbIHKQ, ONIMMMIMICKM BPEHBOM C CUIbHBIMM MO-
3UUMAMKU BO BCE KATETOpMAX, B KOTOPLIX NPEACTABNIEH
6peng Knorr. Maggi npunaanexwut 6onee 50%
poitika Mpunpas B geHexHom BoipaxeHun. bonee
Toro Maggi Henobeanmblit Nuaep B TOProBbIX TOUKAX
C YyPOBHEM B3BELIEHHOM AncTpnbyumm Gonee 90%*
BO BCEX MOA-KATETOPUAX W IMAMPYET MO AONe pe-
knamHoro sosaencteusa (SOV 55% adj. GRPs) u none
peknamHeix pacxonos (45% SOS)**.

Maggi obnanaet oueHb CUNbHON NUPAMUAOHN BpeH-
40, Gyayun nepsbim BPEHAOM B JAHHOM KATETOPUM
HO POCCHMICKOM PbIHKE C HEM3MEHHOM KOMMYHMUKQA-
LMEN M MOCTOAHHBIMM CEPbE3HBIMIM MEANA-MHBECTHU-
LMSIMM.

Knorr: Knorr — urpok Ne2 Ha peiHke Mpunpas co
CTArHUPYIOLLEH LOMEN PLIHKA B AEHEXHOM BbIPA-
xermn 9,0%* (MAT Lexabps 2010). Jo 2010 ropa
noptdonro npoayktos Knorr 1 KOMMyHUKAUMOHHAS
cTpatervs 6peHaa Gbinu HENOCNEA0BATENbHBIMM 1
NPOTUBOPEUMBLIMM, PASHWIACH OT KATETOPHM K KATE-
ropuu. KommyHukaums 6peraa scerna Guina opueH-
TUPOBAHA HA MPEMMYLLECTBA KOHKPETHOTO NPOAYKTA
— Y KOXAO0ro NPOAyKTa Bbl CBOM YHUKANbBHBIA CTUMb,
KOTOpBbIN He foHocun nocsin 6peHaa Knorr 8 uenom.
B toxe spems Knorr, 6yayun ussectHsim 6peHgom
(6naronaps sHanuio mapku ¢ 90-x ronos), Tepsn no-
3ULMM MO TAKMM KITIOYEBBIM MOKA3ATENAM KAK «CUNa
6peHna» 1 «UeHHOCTL BpeHaay. EaHcTeerHo acco-
umaumeit ¢ bpergom Gein cnorax «KHopp. Brycer
CKOP», @ CaOM BPEHS BOCTPUHUMAICH CTAPOMOAHbIM
U XeCTKMM***,

Mcrounmku:

*Nielsen

** BHyTpeHHue aaHHbIe

*** Knorr Qualitative research, Atelier

OBBACHUTE NPUUMHY UX OTCYTCTBMS.....(nanee no
TekcTy ab3aua)

Uenu:

- 3anyck u uHpopmuposaHme,/obyueHue notpebute-
NeM O ABYX HOBbIX MPOAYKTOBbIX IMHENKAX (MHHOBA-
UMOHHBIX OynbOHOB B xeneobpasHoi popme Knorr
[ywa O6ena, a Takxe cmecen 4ns NPUroToBnEHHMs!
BTOPbIX OIIO C NAKETOM N1 3aneKaHus).

Kputepuit ycnexa: Yeenuuerne [onu peiHKa cMmecei
ans sTopsbix 6mog Ha +1,5%-x nyHkTa 1 ana GynsoHos
Knorr Ha + 3%-x nyHkTa.

- MNoBbILLEHUE UMMIXEBLIX XAPAKTEPUCTUK BpeHaa
Knorr:

1. Co3aaTb ONrOCPOUHYIO KOMMYHWUKALMOHHYIO
nnatdopmy bperaa, kotopas Byaet NpUMeHrMa
ko scem npoayktam Knorr. Kpurepusamu ans ouerkm
AOHHOTO NOKA3ATENS SBASMNCL OLEHKM KONUYe-
CTBEHHOTO UCCNENOBAHMS (TUHK-TECTA) PEKNAMHbIX
marepuanos B yactu «Pacecmatpursaete nu Bl TB
ponmku Knorr kak eauHyio uctopuio?”

2. Poct 3Hanus Hosoro npogykta Knorr Oywa O6e-
aa no 60%.

3. Poct Takmx nokasaTtener Kak peneBaHTHOCTb
6penaa Knorr (brand relevance) +3 nynkra  yaos-
netsopenHocTs (brand preference) +5 nyHkTos.

4. Ycunerue knioyesbix xapakTepucTuk/atpubyTos
BpeHaa «HATYPanbHOCTbY, «KKAK AOMALLHUAY AN
Knorr Qywa O6ena, «Knorr npeanaraet ugen ans
rOTOBKM» [Nt CyXMx CMecen ans Topsix 6niog un «Co-
BPEMEHHbIN/HOBATOPCKMI» AN BPEHAA B LENOM.

B Poccum mbl, yacto aaeast BLICOKYIO oueHky 6nioay,
FOBOPWM, YTO Y HETO «AOMALUHMI BKyC». Bnarogaps
MHOTOMIETHEMY OMbITY B KynuHapuu Knorr moxet
YTBEPXKAATH, YTO HET HUKAKOW MArMM B HACTOSILLEEM
LOMALLHEM BKYCE — TOJbKO HOATYPASbHbIE MHIPEAN-
€HTbI, MPUrOTOBNEHHbIE C MOBOBbIO, M MANEHBKOV
nomotpsto ot Knorr.

Y1060 NPWUHATU K HOBOM KOMMYHMKOLIMOHHOM Miee,
Mbl TPOBENM GONBLIOE KOMMYECTBO UCCNEAOBAHMH,
NbITAACH BLIAENUTL NOTPEBUTENLCKUE CErMEHTSI B 30-
BUCMMOCTM OT UX OTHOLLIEHMSI K MPUTOTOBNIEHMIO €fibl.
OCHOBHOM CErMEHT, KOTOPbIN Mbl BBIAENMAN st
BpeHaa — «COBPEMEHHBIE 3aHATbIE» XeHLMHbI 25-45
neTt, koTopbie PaBOTAIOT W NIOBAT AKTUBHOE BpE-
manpenposoxaerue. OHu He OTPULAIOT BAXKHOCTL
NPUrOTOBMNEHWS €Abl AN CBOEM CEMbM 1 MOHUMAIOT,
KOK BAKHO POAOBATE CBOWX BIM3KMX BKYCHbIMM
6nioaamu. Tem He MEHEE, OHM HE XOTSHT CTAHOBMTLCA
«3QNOXHUKAMM KyXHW» , O TOK Xe He BCETAd XBATAET
BPEMEHM,/HABLIKOB/Maer, 4To6b NPUroToBKTL Moo
«C Hynsi». B Toxe Bpems oHM He npuemnioT «yxe
rOTOBbIE» NPOAYKTbI, TAK KAK MPU UX UCMOMb3OBAHMM
BO3HMKAET YyBCTBO BMHbI 1 HECNIOKOMCTBO O TOM, Y4TO
OHQ NNOXas x03aiKka. 103TOMY UM HEOBXOAMMBI «Ky-
NIMHAPHbIE MOMOLLIHMKM», KOTOPbIE C OAHOM CTOPOHSI
NOMOTYT B MPUrOTOBIEHWM BKYCHbIX BI04,  C APYroM
OynyT 6e3BpenHb Ans 3MOPOBbS.

Y npogykTtos Knorr ects Bce Heobxoaumbie xapak-
TEPUCTUKM, 4TOBbI YAOBNETBOPUTL NOTPEBHOCTH
aaHHoro cermeHTa LIA, T.k. Mmes oueHb AMHAMUYHYIO
XM3Hb, UM HE XBATAET BPEMEHM, YTOObI MPUTOTOBMTL
BKYCHbIM Y>XMH KQXAbIM AEHb, MPU STOM UM HY>XEH
TAPAHTUPOBAHHbINA PE3YNbTAT.

Tak kak Knorr He MOXeT UrpaTh HO OAHOM TEPPUTO-
PUM C IABHbIM KOHKYpeHTOM Maggi — Ham Heobxo-
IMMO BbINO HANTK NOAXOL, K HaLLeN «COBPEMEHHOM
3aHATOM XeHwwmHey. Ona Knorr ato ctano xopouweit
BO3MOXHOCTBIO HAYQTh PA3rOBAPMBATE C AYAUTOPU-
el MO-HACTOSILLEMY, B OKTYQsbHOM Anst Hee dopme!
Mocne psina KPEATUBHBIX MAEN W UX TECTUPOBAHMS
Mbl TOHAMM, 4TO HOM HEOBXOAUMO «IULIO» BpeHaa,
KTO [EMCTBUTENBHO NPOPECCHOHAN B KYIMHAPUM

1 3HOET KOK FOTOBMTb MO-HACTOALLEMY BKYCHO. Mbi
PACCMATPMBAIM MHOTO 3HOMEHUTOCTEM, O TAKXE
3HAMEHWTBIX MAP, HO HE MOTTIM HOMTU NOAXOASLLETO
— HOLLQ LeneBast ayaMTOPHs HE BEPUT, YTO 3BE3AA
OyneT rotoBuTb KOTNETH foMa. axe Bepylime
KYSIMHAPHbIX LLIOY HE MOAXOAMIM, T.K. OHU COTPYAHM-
4ANU C APYTUMM BPEHAAMM MPOAYKTOB MUTAHMS, U Yy
NOAEM BbINO MHOTO COOTBETCTBYIOLLMX ACCOLMALMHA,
KOTOPLIE Mbl CTPEMUIMCh M3BEXATD.

Jlydwmm Ha 3Ty ponb mor BbiITb TPOGECCHOHAMbHbIN
wed-nosap, Ho B Poccum HeT n3BeCTHbIX wed-
NOBAPOB. Y3HABAEMOCTb CAMBIX M3BECTHBIX B PECTO-
PAHHOM MHAYCTPUM Leh-NOBAPOB HA TOT MOMEHT
6bina merbe 10% , 4To yCnoxHANo Haww seIGOP.
[nasHbiM repoem Gbin BHIGpaH Anekceit 3uMnH — Ha-
CTOALLMM NPOPECCHOHANbHBIN Led-NOBAP, U3BECT-
HbIM B MOCKBE KOK MABHbIN PEAAKTOP KYIMHAPHOTO
xypHana «Adwuiwa Ego» 1, Ha TOT MOMEHT, BeayLLMit
COBCTBEHHOTO KYNMHAPHOTO LOY HA OfHOM M3
3PUPHbIX KAHAMOB.

Cnoran kamnanumn «Knorr. Hacroswwmit skyc. Huka-
KO MAruu» HENOCPEACTBEHHO ClEAyEeT U3 OCHOBHOM
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MAEN: HET HUKAKOM MATUKM B HACTOALLEM AOMALLIHEM
BKYCE — TONIbKO HATYPAsIbHbIE UHTPEANEHTbI, MPU-
rOTOBNEHHbIE C MOBGOBbIO, M MANEHBKON MOMOLLBIO
ot Knorr.

Kamnanus «<Hactosiwmit Bkyc. Hukakoi marmmy»
MPSIMO OTBEYAET BbI30BY, BO3BbILLIAS HACTOSILLEE [O-
MALLUHEE NPUrOTOBEHWE MULLM, MOKA3bIBASA LLEHHOCTb
€fbl C MOMOLLbIO NPOGECCHOHANBHOTO Lied-MoBAPA.

Kak kpeatusHas u meana crpaterus pabotanm
smecTe: Llensio kamnanmm 360 6bino cozpats yaHa-
BAEMOCTb HOBOTO NPOoAykTa/dbopmaTa 1 06bICHUTL
KOK €ro UCrosb30BATh YepPes CleaytoLme KaHabl
kommyHukaumum: TB, pasaaua obpasuos, BTL, npec-
€A, MHTEPHET, CNOHCOPCTBO, AKTUBHOCTM B MECTAX
nponax (POSMs, BTopruHas BLIKNAAKA, peknama

B MECTAX NPOAAX, MACTEP-KIACCH U AEryCTALMM B
MECTaX NPOAAX).

Megua crparerus:

1. MpwnopuretHocTs HoBoro npogykTa - Knorr dywa
O6ena, ¢ uenbio 6biITb NIMAEPOM B MEHEE KIIATTEPHOM
NOLAKATErOpHM;

2. HaunoHansHoe nokpsitue;

3. Cotpyaruyecteo ¢ Cosmopolitan (nuaep xen-
CKOTO MISHLA) C YHUKQIBHBIM KPOCC-MEANHHBIM NPO-
€KTOM (>kypHan+uHTEPHET) B KATErOPMM NPOAYKTOB
nUTaHMS;

4. MakeumansHoe Mcnonb3osaHms ambaccagopa
6perHaa — Anekces 3ummta (kamnanua 360);

5. AGOUHUTUBHOE PASMELLIEHME B KYIIMHAPHBIX LLOY.
TB: TB — nepebiit NpUOPHTET C HAMBOMBLHUM NOKPLITH-
em. Pokyc Ha BOMbLUMX KAHANAX, A TAKKE MAEHb-
kux adpduHUTUBHBIX KaHanax. OaHa KOMMYHUKALM-
OHHAS KAMNAHKS C €AMHOM naeen n A. 3uMnHbIM B
kauecTse N1ua 6peHaa (2 UCNOoNHEeHWs AN PA3HbIX
npopyktos — 6ynborsl Knorr lywa O6eaa; cmecn
ANs NPUroToBeHus BTopbix 6mioa Knorr). BpemerHsie
npomexyTku u TB kaHansl BeI6PAHbI HO OCHOBAHMM
pacnucanms ans Hawedt LIA («coBpemertbie 3aHaTbIe
XeHLwuHbl» ). [nasHble kanans:: Mepssii, Pocens 1,
HTB, THT, CTC. Hanbonblas apduHUTUBHOCTL y
kaHanos: Jomawwrui n My3sTB.

Llenu: CosaaTb y3HABAEMOCTb,06BACHUTE MPOAYKT 1
€10 MCMOMb30BAHUE, OBECNEUNTL MPUSHAHME.
Paspaua o6pasuos 6ynsoros Knorr Oywa O6ena:
Mpuopwuter No2, ans obyuerns notpeburtenen u
NEPBUYHOIO NOMb30BAHMSA. MACCOBbIN CEMMIAMHT -
9’000’000 o6pasuos 8 11 ropogax PP, 7 kaHanos
PACNPOCTPAHEHUA: PABOM C ODUCAMM W BU3HEC-LieH-
TPOMM, COBMECTHO C LOCTABKOM NPOAYKTOB, Yepes
MQra3uHbl GbITOBOM TEXHWKM, YEPE3 MATa3MHbI KyXOH-
HOM TEXHUKM W KyXOHHbIX MPUOOPOB, Yepes AOCTABKY
MHTEPHET-MAra3uHOB, B CYNEPMAPKETAX.

Llenu: O6ecneunts gerycraumio npoaykta (npobHoe
MCNOMb3OBAHME) U OBBSACHUTL MPOAYKT W ero npe-
MMYLLEECTA,/MCNONb30BAHUE

BTL co cmecsmu ansa npurotosnexms BTopbix 604
(“Hero xotar myxunrbl”) Carkr-lNetepbypr: Akums
“Yero xoTsT MyxunHbl” B pamkax kamnaxuu “Ha-
croawmit Bkyc. Hukako maruun”, Geina npuypoyeHa
K My>xckomy aHio B PP — 23 despans. 3ageiictso-
BaHHble kaHansl gns BTL akumm: HopyxHas peknama,
npecca, MHTEPHET, NPOMO-NEPCOHAT

Konuenuus: Tusep, Mnusep, Meponpustue.
Mexanuka/onucanme: Tuzep: MobunbHbie rpynmns

C BMLEO-CbeMKOM, NpoBogasme onpoc LIA psgom ¢
TOprosbMm 1 BusHec ueHTpamu. 3agasaemslit Bo-
npoc: “Hero xoTar MyxunHbie”

HapysxHas peknama, peknama B METPO — TOT e
30AAaBAEMBIN BOMPOC.

MutepHeT: Boipasu ceoe MHeHwne Ha Temy “Hero
XOTSIT My>K4MHBI”, MOMYYM CTATYC HO CBOEN CTPAHMLE
COLMANbBHOM CETU, CMOTPU BUPYCHbIE Biaeo. [lnu-
3ep: MobunbHbie rpynnsl B Tex xe mectax. “Myxumntbi
XOTSAT HOCTOALLYIO AOMALLHIO efy” + pasgaua 06-
pasLoe 1 obbaBneHue «cbopa pekopaay.
HapysxHas peknama, pexnama B METPO — Ta xe
aApecHas MPOrPAMMA, C AHOHCOM “MyxumnHbI XOTAT
HaCTOSLLYIO AomatuHiowo eny”. MHtepHet: Packpbitue
pe3ynbTaToB “My>KUnHbI XOTST HOCTOSILLYIO OMALL-
Hioto ey’ — a 'y KHopp ecTb konnekupmst HaCTosLLMX
AOMALUHMX PeLenToB

Toprosbie Touku: MNpomo-nepcoHan (koHcynbTaumMm

+ nudneTsl + AHOHC PEKOPAHOTO MEPONPHUATHS).
Meponpusitue: Knorr packpsin TaiHy, 4ero xotat

My>XuuHbl. Ha camom aene myxumHbl XoTaT HACTo-
ALLErO BKYCO AOMALUHEN efbl. DTUX MY>KUWH TAK
MHOro, uto Knorr npurnacun ux ycraHosuTs pekopa,
P® no perycrawm 1 Torns Counoit byxerutbl. Pe-
Kopa 3adukcuposaH Poccuickoit kHuroi pekopaos.
Kaskabli yHaCTHMK Nomy4mnn cepTUdUKAT yHaCTHUKA
pekopaa.

KPI npoexra: Yeenuuuts gony peiika Knorr 8
Carkr-lMNetepbypre Ha 30 bps. Peaynstat: +30bps
(Nielsen). Konnuectso konTaktos: 110mnH.(Ha-
pyxHas peknama + PR + mobunbHeie npomoyTepsi).
Peaynsrat: Result: 179.6 mnu (BHyTpennue nanHbie)
Mpecca: Pasmellenune B KyIMHAPHBIX U3AAHMAX, Pe-
nesaHTHbIx Ans LIA, ans yBenuyerms ysHaBaemoctm
BPEHAa W CO3AAHUS SKCNEPTH3bI.

Mpoekt ¢ Cosmo “[lywesHbie BedepuHkn” oueHsb
aktyanen ans LIA, T.k. oHu nHTEpecyioTca MOfoN,
KPACOTOM, MHTEPLEPAMM, OTHOLLIEHMSMU U T.4.
AxTmeHOCTb: MHTepHeT - koHTeHT carta Cosmo,
exemecsyHoe yyactve 8 xypHane Cosmo ¢ ugesmu
seuepuHok . KpeatusHoe BHegpeHme HoBoro npo-
aykta Knorr lywa O6ega.

KPI: JononxutensHeii oxsat k TB + 7%. Peaynsrar
+10%

Cnotcopctso: Begyumit nporpammsl A.3ummH, B
pamkax ambaccagopa 6peraa Knorr. Mporpamma
“TOTOBMM C 3UMUHBIM” OTAIMYAETCS HEBLICOKM KnaTe-
pOMm, Tem cambim obecneunsas Gonee 3ameTHOE w
y3Hasaemoe npucytctsne 6peHaa Knorr, a Takxe
NOMOras CTPOUTL GONEE 3HAUMMbIE ACCOLMALLAMN
npoeKTa HenocpeacTeeHHo ¢ 6pergom Knorr.

TB:
Tenepexknama
CnoHcopcTtso
Pasmeluerme ckpbiTon peknamsl

MeuarHbie CMU:
MoTpebutensckue xypHansl

PR:
Meponpustus

Auvanorosas:
Online-pexnama
MHTepHeT caiTsl

Hapy>xHas:
Peknammble LLMTBI

Po3HunuHbIe Npoamxu:
Peknama B mectax npogasx
Bugeo
ToBaposegeHne B MArasnHax

MapTusanckas peknama:
Comnnmnr / Ucnbiranms

Penosuunonnposanmre 6peraa Knorr u kommyHu-
KQUMOHHOs Kamnanwms “Hactosawmit kyc. Hukakoi
Marumn’, a TaKXe 3anyck HOBbIX MPOAYKTOB OAHO3HAY-
HO CTQMM YCMELIHBIMK KOK An BU3HECa B LENOM, TaK
u ans 6perna Knorr:

A: 3anyck aByx HOBbIX MPOAYKTOBLIX NMHEEK (MHHOBA-
LMOHHBIX BYnbOHOB B XeneobpasHor popme Knorr
Lywa O6ena, a Takxe cMecei Ans NPUroTOBIEHMS!
BTOPbIX G110 C NAKETOM 4719 3aNeKaHwus):

- Poct ponu puitka Knorr npessicun uenesoe sHave-
Hue: +2%-x nynkra MAT [lek.2011 8 kateropum cme-
ceit ona BTopbix 6miog (vs. uenessie 1,5%-x nywHkTa) ;
+3% MAT [lek 2011 8 6ynsorax (Nielsen)

B: MoebllueHre MMMaXeBbIX xapakTepucTnk 6peHna
Knorr:

1. KoMmyHUMKaumus paboTana kak 0aHa KaMNaHus,
ycunueas apyr apyra (85% niopelt paccmatpueaiot
TB ponuku Knorr kak ncropuio (ceszanHbie gpyr

c apyrom) (vs. 75% P®D nopmsl — Millward Brown
Campaign Preview).

2. PenesantHocTs 6peraa Knorr ysennunnacs Ha +4
nyHkTa (vs. +3 nnaHupyembix nyHKTa)/ nokasatens

yaosnetsopeHHocTH (preference) ysenuuunca Ha +5
nyHkTOB (no pesynstatam TpekuHra Millward Brown)
3. 3nanme Hosoro npoaykta Knorr ywa O6epa 3a
1 rog nocturno 75% v npesbicuno n3Ha4anbHo ycTa-
HoBneHHyio uenb B 60%. (no pesynbtatam TpekuHra
Millward Brown)

4. Bbinu LOHECEHbI KIIOYEBLIE NPENMYLLECTBO

HOBbIX MPOAYKTOB, TAKME KAK KHATYPANBHOCTBY,
«kak gomawnminy ans Knorr ywa O6ena (Postview
campaign, Millward Brawn) u «Knorr npeanaraer
MOEM 4ns FOTOBKM» B KATETOPUM CMECEN AN BTOPbIX
6nton (+7 NyHKTOB, NO PE3YNLTATAM TPEKMHIQ
Millward Brawn).

5. bpewg Knorr socnpunmnmaetcs LIA kak 6onee
COBpPEeMEHHbIN 1 HosaTopckuit (KauecTeeHHble uc-
cnegosanus Knorr, Business Analytics)

Brand repositioning and launch of Knorr
Jelly and Punga Meal Makers (with baking
bag)

Campaign fitle: Knorr. Real Taste. No Magic
Category: Food products

Project scale: Local National

Goal:

- Knorr brand repositioning in order to increase
brand relevance for TA, to create emotional link/
appeal between the brand and consumer, that
would help to differentiate vs. main competitor in
the category, to increase image attributes of Knorr
brand via new communication campaign.

- By end of 2011 stop the decline and stagnation of
Knorr share, and also to increase Knorr value share
in Meal Makers and Bullions categories, via launch
of new products and communication of its benefits.

Success criteria were Knorr value market share
increase and strengthening of Knorr brand image
attributes.

Background information: Market: Knorr operates on
Savory market which is relatively young in Russia and
very fragmented. It contains a lot of sub segments:
cooking products like universal seasonings, special-
ized seasonings for different types of dishes, meal
makers (recipe specific mixes for second courses),
soups bases (dry, liquid, paste, efc). All this requires
from producers and brands a lot of education and
ability to explain how to use the products and what
benefits they deliver. Savoury market grows mainly
due to double digit growth of Meal makers sub-
category (+31% vs. YA)*, that makes it even more
difficult for Knorr to win share in this sub-category.
Competitor environment: Historically Maggi is the
market leader, olimpic brand with strong presence in
all categories where Knorr operates. Maggi’s value
share in the category is more than 50% (from total
Savoury). Moreover Maggi is unbeatable leader in
store with more than 90% WSD* (weighted selling
distribution) in all sub-categories and leading in
terms of SOV (55% adj GRPs) and 45% SOS in main
media channels.** Maggi has very strong Brand
pyramid, due to the fact of being 1st on the market
with consistent communication with permanent
strong investments.

Knorr: Knorr is the second player on the Savoury
market with stagnating 9,0% VMS MAT Dec 2010*.
Before 2010, Knorr portfolio and communication
strategy was very inconsistent. Knorr
communications were product driven — each
product had its own style of communication, which
was not necessary in one route and could not deliver
Knorr brand message.

At the same time, Knorr, having big share of mind
(thanks to the awareness from the past) had declin-
ing equity and the only association with brand was
the slogan “Tasty and Fast”, while Knorr itself was
perceived as a stiff, old-fashion brand.***

Source:

* Nielsen; ** Internal data; *** Knorr Qualitative
research, Atelier
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Obijectives:

- Launch of 2 new product ranges, landing suc-
cessfully the proposition via education (innovative
bullions in jelly format Knorr Dusha Obeda, and dry
meal makers (mixes for second cources) with baking
bag ).

Success criteria: Knorr Meal Makers value market
share increase +1,5% points and Knorr bullions
value marker share increase +3% points MAT
Dec’11.

- Knorr brand image attributes strengthening:

1. To create long term Big idea to be applicable for
all Knorr cooking products and can be used as Mas-
terbrand communication. Measurement criteria is
link test results of AD materials in terms of “consider-
ing Knorr TVCs as one linked story”.

2. Drive awareness of new Knorr Dusha Obeda up
to 60%.

3. Drive Knorr brand relevance for the TA by +3
points and performance +5 points.

3. Drive naturalness, “homelike” message as main
one for Knorr Dusha Obeda, “Knorr ideas for cook-
ing” for Mealmakers and “Modern/innovative” for
Knorr in general.

In Russia giving compliment to any cooking or dishes
we often say “it has really homemade taste”. Thanks
to the great culinary expertise, Knorr can definitely
claim, that there’s no magic in homemade real taste
— it’s natural fresh ingredients, cooked with love and
a little help from Knorr.

To get to the communication idea, we initiated a lot
of consumer understanding, trying to identify differ-
ent consumer segments depending on their relation
to cooking.

The core segment which we found for Knorr brand

is “Busy Modern” women 25-45 y.o. who work and
have very active lifestyle, but still have to provide
food that will please AND nourish the family. Not
always they have the time/skills /ideas to make a
scratch meal every time and need convenience
products. Still she is resistant to the “ready” products
and feel a little guilty when use them. She is a good
mother and wife and worries that convenience
products are full of bad stuff. Therefore she needs
“cooking helpers” that will help creating great tasting
dishes w/o any harm for health.

Knorr has big opportunity with this target groups

as they live under the pressure and have not time

to make great dinners every day, while they need
guarantied result.

As Knorr cannot stand on the same territory as
Maggi — we need to find the approach to our Busy
Modern women and find what will resonate to her.
Good opportunity for Knorr to talk to our audience
in a relevant, real way!

After several creative ideas, iterations and tests we
understood that we need a strong endorser for the
Brand, a real professional, who knows how to cook
great tasting dishes. We checked many celebrities
and even celebrity couples, but were not able to

find the perfect one — our TA does not believe that
star will cook cutlets at home. Even those who run
Culinary shows were not accepted, as having a lot
of experience with other food brands and TA had al-
ready many associations which we wanted to avoid.
The best for this role could be the Professional Cook
— the Chef, but there is no famous chefs in Russia.
Most known Russian chefs had less than 10% aware-
ness and we had to make a difficult choice.

In the end Alexey Zimin was chosen as a main hero
— real professional cook with no exposure for other
brands, known by Moscow as Afisha Eda editor and
at that fime host of the cooking show on TV.
Campaign slogan “Knorr. Real Taste. No Magic” fol-
lows the main idea: There is no magic in homemade
real taste: It is fresh ingredients, cooked with love,
and some little help from Knorr.

“Real Taste. No Magic” campaign clearly addresses
challenge, exalting homemade cooking, in a real
natural way, showing food values, having a chef as
endorser.

How creative and media strategy worked together:
360 campaign aimed on new products and format
awareness and education through the follow-

ing channels: TV, Sampling, BTL, Print, Internet,
Sponsorship, In-store activities (POSMs, Secondary
placement, In-store advertising, In-store master-class
and tastings).

Media strategy:

1. Setting the priority to Jelly launch in order to win
in the possible territory which was free from the
competition;

2. National cover build;

3. Cooperation with Cosmo (one of the leading
female editions) with unique cross-media (press and
Internet) project for Food category;

4. Having a “brand ambassador” — Alexey Zimin
and making the most of him in the communication
(360 support);

5. Affinitive placement in culinary shows.

TV: TV is first priority with highest cover, focusing on
the big channels + small affinitive. One campaign
with 2 executions on 2 products Jelly and MealMak-
ers, covered by 1 idea and “Brand ambassador”
Alexey Zimin. Time slots and Channel choice is
done, basing TA (Busy Modern cook life schedule.
Top channels are Pervyi, Russia 1, NTV, TNT and
STS. Highest affinity for Domashniy and Muz-TV
Goals: Build Education, Awareness and Recognition.
Jelly Sampling:

Sampling — priority number 2 to generate trial

and build education. Massive sampling 9°000°000
samples across 11 biggest Russian cities through

7 channels: Near the office and Business Centers,
Food delivery service, Household appliance stores,
Household and utensils stores, Interned shops deliv-
ery, Supermarkets. Education on product usage.
Goals: Build trial and Education.

Meal Makers BTL (“What Men Want”) St.Pet.:
“What men want” built around “Real Taste. No
magicl”, aiming at best use of Men’s Day in Rus-

sia (23rd February. Channels used for BTL OOH,
Press,+Mobile, Promoters.

Concept: Teaser, Pleaser, Event.

Description:

Teaser:

Mobile groups with camera doing polls among TA
next to shopping molls and business centers

The Question being asked is: “What do men want2”
OOH, Metro — the same teaser question.

Internet: Express your opinion on “What men want”,
get it statused on your social web-page, watch viral
videos.

Pleaser:

The same mobile groups/the same location an-
nounce

“Men want real homemade food” + dramatization+
sampling+ Record announcement

OOH, Metro — the same address program an-
nounces “Men want real homemade food”

Internet: Revealing the results “Men want real home-
made food”, so Knorr has a recipe collection
In-store: Push-girls (consultation in cross-categories+
leaflets+ Record event announcement)

Event:

At Knorr they discovered what men really want.
They found out it is the taste of real homemade food.
These men are so many, that Knorr invited them to
set up a record of Russia on tasting of 1 ton of Juicy
Buzhenina. The record is fixed by Russian Book of
records. Each participant gets a certificate of being a
member of the record.

Project KPI's:

Drive value share in St.Pet by 30bps. Result: +30bps
in St. Pet.

Number of contacts: 110mIn.(OOH + PR
presstMobile promoters) Result: 179.6

Print:

Relevant for TA, placement in culinary editions to
support Brand awareness and expertise.

“Hearty Party” project with Cosmo which is very
relevant for TA, as they are interested in fashion,

interior, relationships and diets, aimed on Purchase
infent increase.

Activity: Internet - Cosmo site content, Cosmo
Monthly editions participation with Party idea. Knorr
Jelly product placement.

KPls: Incremental Reach to TV campaign + 7%;
Result +10%;

Sponsorship:

The program is led by the brand representative —
Alexey Zimin. It's a good image advertising for Knorr
“Gotovim s Ziminym” has low clutter. It makes Knorr
presence more noticeable and helps to build a
stronger associative link of the project particularly
with Knorr

TV:
Spots
Sponsorship
Product placement

Print:
Consumer Magazine

PR:
Events

Interactive:
Online Ads
Web site

Outdoors:
Billboard

Retail experience:
POP
Video
In-Store Merchandizing

Guerilla:
Sampling / Trial

Knorr Repositioning and “Real Taste No Magic”
campaign, along with launch of new products clearly
was a success for the business and Knorr brand:

A: Launch of 2 new product ranges (innovative bul-
lions in jelly format Knorr Dusha Obeda, and meal
makers with baking bag) resulted in:

- Knorr Value Market share targets overachieve-
ment: +2% points in Meal Makers MAT Dec’11 (vs.
planned 1,5%); +3% points in Bullions MAT Dec’11
(Nielsen).

B: Knorr brand image attributes strengthening:

1. Product communications work as one campaign,
strengthening each other (85% people consider
TVCs as linked vs. 75% RF norm (Millward Brown
Campaign Preview).

2. Knorr brand relevance increased +4 points (vs. +3
points) / performance increased +5 points (Millward
Brown Tracking results)

3. New product Knorr Dusha Obeda awareness
exceeded goal: 75% vs. 60% target (Millward Brown
Tracking results)

4. We've landed successtully the proposition, having
“homelike” and “natural” message perceived as
main one for Knorr Dusha Obeda (Postview cam-
paign, Millward Brown) and Knorr “ideas for cook-
ing” attribute for Meal Makers (+7 points, Millward
Brown Tracking results).

5. Knorr Brand is perceived more modern and inno-
vative (Qualitative research, Business Analytics)
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Libresse STYLE

ExxepHeBHbIe NPOKAAAKU
PexknamHas kamnaHms:

Libresse STYLE

Kareropus:

ToBapsb! ans 3a0poBbs.
MpeameTbl NUYHON TMTUEHbI
Macwrab npoekra:
O6LeHaUMOHANbHBIA

Uens

Yeunuts nosuumm Libresse Ha peiHke exenHesHOM
TUrMEHbI, 3QMYCTUB ACCOPTUMEHT TOHKMX EXENHEBOK
¢ Gokycom Ha monoayto ayamutopwmio 16-24 ner.

3apaun

- PasapaboTaTh HOBYIO YHUKAIBHYIO KOHLEMLMIO W
HA3BAHWE NPOAYKTA

- Paszpabotarts sapkuit, 3anoMUHaIOLLMIACS An3aiiH
YMNAKOBKM, KOTOPbIN Bblaenancs Gui cpean obunmst
KOHKYPEHTOB HO MOJIKAX

- 3anyctuts npoaykT Mynbtudopm (noaxoasatumit
OfHOBPEMEHHO ANsl PA3HBIX TUMOB HUXHETO Genbs) B
NUHENKe HOBOM eXefHEBHOM NPOoayKLMM

- Hauatb otrpysku HosuHkm B Asrycte 2011

Kpurepun ycnexa

- [MoBbicuTs 3HOHKME Mapku/awareness Libresse B
cermeHTe ex. npoknagok 8o 40% k konuy 201 1r.

- Ynyuwmts npoby npopykumu/trial Libresse STYLE &
TOHKMX ex. 80 25% k koHuy 201 1r.

- Pacwmputs B3sewwennyio auctpubyumio LS no 30%
K koHuy 201 1r.

- Yeennuuts 06bvemsl npogax LS u ykpenuts gonio
poitka 5o 8% k Map-Anp 2012r.

KpOTKO O PbIHKE TOHKMX €XeOHEBOK

Dons puka 2a 2011 ., wr.
Cormerr o
o 2% pid
. Discreat B
[

o LRI R m——
. JI8

- OCHOBHbIE MrPOKU CETMEHTa TOHKUX eeAHeBHbIX Npoknagok Discreet, Naturella, Carefree, Libresse
- Libresse pacTer HapasHe € CETMEHTOM, HO OTCTAET OT KOHKYPEHTOB

Llenu

- Paseuts sHanme/awareness cabbpenaa Libresse
STYLE cpeaun monogpon ayautopmm 16-24n.

- 3aHSTb KOMMYHUKALMOHHYIO TEPPUTOPHIO «CTUIIS» B
KOTEropun CPEeACTB XEHCKOM TMIUEHBI

Kpurepum saddektusHocty

- MoBbicuTb 3HaHME Mapku/awareness Libresse s
cermeHTe ex. npoknanok 1o 40% k konuy 201 1r.

- Bo Bpems pexknamroit kamnaruu Cent-Hos 201 1r
[OCTMYb NoKa3aTenen:

a MHTepHet nokpbite — 7,1 MiH xeHwwmH (coverage)
b Mpecca nokpeitue — 2 mnH xeHwmH (coverage)

Libresse npeanaraer exeaHeBHbIR CTUbHbIA akcec-
cyap (ex. TPOKNOAKK) B MOAHOM AM3AMHE, MOTOMY
4TO AQXKE NPAKTUYHBbIE BELLM OOTIKHbI 6bITb CTUITbHbI-
MM M KDACKBBIMM.

KommyHmkaumonHas koHuenuus Libresse STYLE

MHe HpaBHTCS BbiTb CTUILHOM M MOLHOM, O MOMCK
HOBbIX 0OPA308 LOCTABNSET MHE YA0BOMLCTBHE.
OpHaKo, CTUb — 3TO HE TOMNLKO MOAHOE NNATLE MK
Tydnu, HO M MANIEHBKME HEBUAMMBIE APYTUM LETANM,
KOTOPbIE MOMOTYT AOMNOJHNATE MOM 06PA3 M NOYYB-
cTBOBATHL Cebs HA BLICOTE.

ExenHesHbie npoknaaku Libresse STYLE senaiotca
HEOTLEMIIEMOM YACTbIO EXeAHEBHOTO yx0ad. OHu
NPOAIAT OLLYLLEHNE YTPEHHEN CBEXECTU W YUCTOTHI
HQ BECb IeHb U NOAYEPKHYT TBOKO NPUBIEKATENb-
HOCTb. Bepb Aaxe NpakTMuHbIe BELLM AOMKHbI GbiTb
kpacwmesimu! ToHkme u nerkune, exenHesku Libresse
STYLE coBepLueHHO HeoLyTiMbl. A CTUAbHBIM AM3AH
YNAKOBKM ﬂO6OBMT YLOBONBLCTBUA NPU NCMNONb30BA-
HIAM.

Libresse Style. [MoTtomy uto ctuns B getansx.

1. AHQIU3 CUTYALMM HO PBIHKE TOHKMX EXEQHEBOK.

- MeHeTpaums Ha pbIHKE eX. NPOKAA0oK COCTABNAET
75% ->Bo3MOXHOCTH Anst pocTa
- PoiHOK TOHKMX €X. npoknagok pactér +4% (Hau-
6onee pacTyLmit CErMEHT HA PbIHKE XEH.

TUrUEHbI)
- Boicokas koHkypeHums u obunue ansaitHos\LseTo-
BbIX PELUEHMIt YNIAKOBKM B KATErOpUn->

OYEHb CIIOXHO BbIAENUTLCS
- BOMBLUMHCTBO UFPOKOB HO POCCHIICKOM PbIHKE exe-
NIHEBHOW MMIMEHbl B CBOEN

KOMMYHHKQALMK C NOTPEBUTENBHULEN AENAIOT YNOp
HO OLLYLLEHUE CBEXECTH, 4TO

3ATPYAHAET MAPKAM BO3MOXHOCTb BbIAENHUTLCS M
3ANOMHUTLCS.

2. AHanus nHTepecos notpebuteneit B xone uccre-
LOBOHMSA BAPUAHTOB KOHLEMNUMIA HO KAYECTBEHHbIX
dokyc-rpynnax. (CuHoesen)

McnonbsosaHue €XXeAHEBHbIX NMPOKNALOK OTNM4a-
€TCAa OT NCNONMb30OBAHMA NPOKNAAOK HA KPUTUHECKNE
OHU. E)KED.HGBKM OTBEYAOT APYTUM OXMOAHUAM XEH-
LKMH, N NOKYNAIOT UX HE N3 PALMOHAISTbHbBIX COO6pO‘
XEHWUM, a PAnn NONOXNUTENbHbLIX SMOUMM: oulyueHms
CBEXEeCTH, YACTOTbl M1 YBEPEHHOCTHU B cebe.

B pamkax kaTeropum exxeaHeBHbIX NPOKIALOK
MOMOfAbIX XEHLLWH OCOBEHHO NPUBNEKAET HOBU3HA,
MHTEPECHbIN AN3AIH YNAKOBKM.

3. Paspabotka 1 konuyectseHHoe TeCTpoBaHme
KOHUEeNuui 1 ausaiHos ynakosok. (TPK Pycs)

Wror:
- B pesynbrate ang Libresse 6bina HaitaeHa otnndHas
BO3MOXHOCTb

- Cratb CTUNbHBIM XEHCKMM OKCECCYAPOM HA KOX-
Oblit ieHb, OTBEYAIOLLMM NOTPEBHOCTAM COBPEMEH-
HbIX KEHLLMH

- Boinenutbcs Ha nonke 3a CYET YHWUKANBHOTO SPKOTo
AM3AMHA YNAKOBKM

- 30HATb KOMMYHWKQALMOHHYIO TEPPUTOPHIO «CTUNISH»
HQ PbIHKE XEHCKOM MMrneHsl

MonHorpaMMa NONKK exenHEBHOM NPoayKuMn. Yep-
Hbllt an3aiH STYLE sameTHO BbigenseTca oT nadek
KOHKYPEHTOB.

TepOouHS PEKNAMHOM KAMNAHWM NPEACTABNEHA B
Pa3HbIX 06PA3AX U HACTPOEHMSX MPH MOMOLLM APKMX
QKCECCYapOB, KOTOPbIE CO3AAIOT €€ CTUAb. TAK 1
€XEAHEBKM, HEBMAMMBIN OKCECCYap, AOMOMHAIOT

ee 06pas, aenas xeHLwmHy yseperHon s cebe, a,
3HQUMT, 1 BONee NPUBNEKATENbHOI.

[ns nosbilwenus ysHasaemoctv cabbpenaa Libresse
STYLE cpean monopoit ayautopumn 16-24n. Gbinm Bbi-
BpaHbl cneaylowme peknamHbie KaHansl, apbuHm-
TUBHbIE M HaMBOoNee penesaTHsie ans Hawe LIA.

- Kyprans ans monogsix xerwuH (Cosmo, Glamour,
Elle girl, Yes, Mini v Ta)
- Untepret cantel (mail.ru, youtube)
- Caittel counansHbix cetei (OaHoknaccHmky,
Vkontakte, Facebook)
- Cemnaumnr\npumotka exearesok Libresse STYLE k
YNAKOBKE NPOKNAROK HA
kputnueckue aHu Libresse Invisible
- CoBMECTHOE MPOMO B MHTEPHETE C XXYPHANOM
Glamour (cospat ceoit 06pas 1 BbIMIPait
dotocecemio 8 Glamour
K Tomy xe, peknamHblie MaTep1ansl Ans Npecchb
ny6nukytoTCs B pyBpUKAX, MOCBALLEHHBIX MOAE M
KPACOTE, A He KAK KOHKYPEHTbI - B PyBPUKax O
300POBbE.
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MeuarHsie CMU:
Motpebutensckue xypHans

PR:
Ynakoska

Awvanorosas:
Online-pexnama
MHTepHeT caiTsl
CaiiTbl coumanbHbIx ceTen

Po3HuuHbIE NpoAmKU:
Peknama B8 mectax npoacx

MapTusaHckas peknama:
Camnnunr / Mcnbiramms

LleHosas nonutmka

[pyroe:
[Inst cTMynMPOBAHMS NPOBHBIX MOKYMOK EXEAHEBHOM
nponykumu Libresse STYLE 8 momeHT 3anycka
8 Asrycre 201 1r. 6bina eeenera cknaka 10%,
AEACTBYIOLLAS B TEYEHUE NEPBbIX 2 MECALEB.

3anyck ToHkux exepnHesok Libresse STYLE & asrycre
201 1r. yeunun nosuumn Libresse Ha poiHke exenHes-
HOM TMIMEHbI M CTAN YCMELIHBIM, TK MO HECKOMbKUM
nokasarensim Bbiv NPEBbILLEHb! MIAHBI HA KOHEL,
201 1r.:

3nanue mapku/awareness soipocno ¢ 38% Map 11
10 41% Hos 11. Ipsos Brand Health Tracking/Ma-
rpam: Kenwmnsl 12-49 Okr-Hos 11 (1010).

Mpo6osanwe/trial seipocno ¢ 20% Map 11 po 25%
Hos 11. Ipsos Brand Health Tracking/Marpam:
Kenwpnb 12-49 Okr-Hos’11 (1010).

Mponaxu SCA TOHKMX exXeaHEBOK BBIPOCM HA
31% no cpasrenuio ¢ nepropom Ao sanycka. (SCA
AQHHbIE).

[ons peiHka seipocna ¢ 6,6% Mai-Wion 11 go 7%
Hos-Hex 11. Ounammka nosutusHas. Llens 8% k
Mapty 2012 (Nielsen 24 ropoaal).

Bsgewennas auctpubyums npu uenn 30% ¢ sanycka
g asrycte 2011 Libresse STYLE nocturna 40% (Ha-
pasne ¢ Carefree Breeze). (Nielsen 24 ropogal).

SO SLM
YNIBTPATOHKVE
EXXEAHEBHBIE
NPOKNAZKM

DbPekTUBHOCTb PEKNAMHOMN KAOMMNAHMM

3nanne mapku/awareness seipocno ¢ 38% Map 11
10 41% Hos 11. Ipsos Brand Health Tracking/Ma-
rpam: Xerwmnel 12-49 Okr-Hos 11 (1010).

Wrepret nokpeitne — okono 7,4 mnu xerwmn (Carat
Post-campaign report based on Gallup Media [lex
11)

Mpecca nokpbitne — okono 3 mnH xerwwmH (Carat
Post-campaign report based on Gallup Media [lex
M)

Y3HOBAEMOCTb PEKITAMHOM KAOMMAHMM - BHICOKMA
YPOBEHb y3HaBaeMocTH (22%), ocobeHHo cpeau
nesywek 16-24n., npessiwatowwmin Hopmsl (17%) &
NeYaTHOM pekname no cTaHaapTy Ipsos. Peknama
BbI3LIBAET NONOXUTENbHBIE SMOLMM M MPHU3LIBAET K
NOKYNKe NPOAYKLMM.

Libresse STYLE

Daily pads

Campaign title: Libresse STYLE
Category: Personal hygiene items
Project scale: National

Goal

To strengthen Libresse position in the daily pads mar-
ket by launching a range of thin daily pads focused
on young audience aged 16-24.

Tasks
to develop new unique concept and product
name
to develop vivid and memorable package
design to make it stand out on the shelves in the
competitor’s abundance

to launch Multiform product that fits for different
types of underwear in the new daily products line
to start shipping new products in August 2011

Success criteria

EBHbIE
TPOKNANKI

4D )

e o ) s Fpeg I e

to increase Libresse brand awareness in the
segment of daily pads up to 40% by the end of
2011

to improve Libresse STYLE trial in the segment of
daily pads up to 25% by the end of 2011

to expend weighted distribution of LS up to 30%
by the end of 2011

to increase sales volume and market share of LS
up to 8% by the March-April 2012

Short reference on daily pads market
Main participants of the thin daily pads segment
are Discreet (47%), Naturella (18%), Carefree
(9%), Libresse (7%)
Libresse grows along with the segment but stands
behind the competitors

Goals

- to develop awareness of Libresse STYLE subbrand
among young audience aged 16-24

- to seize the “style” concept of communication in
the segment of women'’s pads

Success criteria

- to increase Libresse brand awareness in the
segment of daily pads up to 40% by the end of 2011
- to reach the following indicators during Sept-Nov
2011 advertising campaign:

- internet coverage — 7,1 mln women

- press coverage — 2 min women

Libresse offers daily stylish accessory (daily pads)
with fashionable design, because practical things
can be stylish and good-looking too.

Communication concept of Libresse STYLE

I like being stylish and trendy, and enjoy looking for
new images. However, style is not only a fashionable
dress or shoes, it is also tiny defails invisible to others
that can complete my image and make me feel at
my best.

Daily pads Libresse STYLE are essential part of
everyday care. They make the feeling of morning
freshness last during the whole day and emphasize
your attractiveness. Because practical things can be
beautiful, tool Thin and light, daily pads Libresse
STYLE are perfectly imperceptible! And stylish pack-
age design makes it even more pleasant.

Libresse STYLE. Because style is in details.

1. Market research in the daily pads market
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Libresse npeacraenset STYLE— Hosyio cepuio
TOHKUX eXe/]HeBHbLIX NPOKNAA0K. Beas aaxe
NPAKTUYHBIE BELU MOTYT 6biTh CTUALHBIMMI

Libresse STYLE. lMoTomy 4To CTUAb B AeTansx.

Y3Hait 60nblie Ha www.styleindetails.ru

Libresse Ham 3HaKomo 3mo YyecmBeo

- Penetration in the market accounts for 75%

growth potential

- Daily pads market is growing (+4%, the most grow-
ing segment in the market of women pads)

- High competition and abundance of designs and
package colors int the segment very difficult to
stand out

- the majority of Russian daily pads market partici-
pants emphasize freshness, which makes it difficult to
differentiate between the brands

2. Consumer needs research (quality focus groups
by Sinovate)

Usage of daily pads is different from usage of pads
during the period. Women have other expectations
for daily pads and buy them not for rational reason,
but for emotional ones: feelings of freshness, cleanli-
ness, self-confidence.

In the segment of daily pads women are specially
aftracted by new features and interesting package
design.

3. Development and quantity tests of concept and
package designs (GFK RUS)

SUMMARY:

* As a result, we found an opportunity for Libresse to:
* become a stylish women'’s accessory for everyday
that fits the needs of modern women

« stand out on the shelves thanks to unique colors
and design of package (black color of Libresse
STYLE stands out among competitors)

* claim the brand of an element of style in women’s
everyday care

The heroine of advertising campaign is presented
in different styles and moods highlighted by bright

accessories that create her style. The same way daily
pads, an invisible accessory, completes her image
making her self-confident, thus, more attractive.

To increase awareness of Libresse STYLE subbrand
among young audience aged 16-24 the follow-
ing advertising channels were chosen as the most
relevant and affinitive to the target audience:

- Magazines for young women (Cosmo, Glamour,
Elle girl, Yes, Mini, etc)

- Web-sites (mail.ru, youtube)

- Social networks (odnoklassniki, Vkontakte, Face-
book)

- Sampling and free samples attached to Libresse
Invisible pads for periods

- Co-promotion with Glamour magazine (create
your image and win a photo shoot for Glamour
magazine)

In addition to that, Libresse STYLE advertorials were
issued in fashion and beauty sections, and not in
health sections, like competitors’.

Print:
Consumer Magazine

Packaging

Interactive:
Online Ads
Web site
Social Networking sites

Retail experience:
POP

Guerilla:
Sampling / Trial
Pricing Changes

The launch of Libresse STYLE daily pads in August
2011 has strengthen positions of Libresse brand

in the market of daily pads and was successful,
because several indicators exceeded the target by
the end of 2011:

Brand awareness increased from 38% in March
2011 to 41% in November 2011. Ipsos Brand Health
Tracking/MAGRAM: Women 12-49 Oct-Nov'11
(1010).

Trial increased from 20% in March 2011 to 25% in
November 2011. Ipsos Brand Health Tracking/MA-
GRAM: Women 12-49 Oct-Nov'11 (1010).

SCA sales of daily pads increased by 31% as com-
pared to period before the launch. (SCA data)
Market share increased from 6,6% in March 2011 to
7% in Nov-Dec 2011. Positive dynamics. Target 8%
by March 2012 (Nielsen 24 cities).

Weighted distribution (target 30%) reached 40%
(level of Carefree breeze) (Nielsen 24 cities)

Effectiveness of advertising campaign

Brand awareness increased from 38% in March
2011 to 41% in November 2011. Ipsos Brand Health
Tracking/MAGRAM: Women 12-49 Oct-Nov'11
(1010).

Internet coverage: approx. 7,4 min women (Carat
Post-campaign report based on Gallup Media
December 11)

Press coverage — approx. 3 mln women (Carat Post-
campaign report based on Gallup Media December
11)

Advertising campaign awareness — high level (22%),
especially among young women (normally 17% for
press advertisement according to Ipsos standards).
Advertisements cause positive emotions and stimu-
late to make a purchase.
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dolf Kampf

Mocyna, npeameTsl Aekopa n
NOAAPKM KNAcca «ITIOKC»
PeknamHas kamnaHus:
Bospoxxpas rpaauuumn
Kateropus:

dnUTHBbIE TOBAPbBI MU YCTYTH
Macwrab npoekra:
O6LEeHaUMOHANbHbBIA

HANDMADE

1907

Savio Firmino
fop
Rudolf Kampf

MapkeTurroesie Llenu:

-O6ecneunTs NO3MUMOHMPOBAHUE ACCOPTUMEHTA HA
NOMKAX KMIOYEBbIX KOHANOB MPOAAX

-3aKpenuTb NO3uLMM HOBOTO BPEHAA - NPOK3Bo-
autens Gbapdopa B KATETOPUM TIOKCY B YCIOBUAX
cokpallaoLLerocs peiHka dapdopa (6peHa sbiseaeH
8 2010 roay)

MapkeTuHroesie 3anaum:

1. Ysenuunts nokaszatenu o6bemsl Npoaax Yepes
OCHOBHbIE KAHASIbl B CTOMMOCTHOM, OGbEMHOM BbIPA-
XeHWM (MO PA3HBIM KAHANOM MAGH yBENMYeH s CObITa
B CTOMMOCTHOM BbipaxeHun ot 35% no 75%)

2. Ykpenuts nmmnax 6peHac B CO3HAHUM Heobxoam-
MbIX LIENEBbIX AYAUTOPUM

Cutyauus Ha Poinke:

O6LeMMPOBOI TpeHa — NaaeHre Npoaaxk ¢ap-
dopa, 3ameHa dapbopoBOI NOCYAb NOCYAON U3
APYrvX MaTEPHANOB: MeTanna, crekna u epasHca. Co-
macHo aanHbim Marketing Research, cokpaterme
poiHka dapdopa 3a 2010 rop - 14%. (no aaHHbIM
uccneposarus «Porcelain or china tableware and
kitchenware. European Union Market Outlook 2011
and Forecast till 2015» mexayHapogHoro arentcrsa
Business Analytic center, 2011 rog)

Komnamus, npoaykr:

Marydaktypa Rudolf K mpf cozpana 1907 roay,
CMPOEKTUPOBAHA KAK MOCTOBLUMK BbICOKOXYAOXKE-
CTBEHHOM MOCYAbl, NPEAMETOB MHTEPLEPA, AEKOPA.
Pacnonaraertcs Ha Tepputopun Hexun. bpena
OTCYTCTBOBQ HA MMPOBBLIX pbiHkax ¢ 1945 roaa.

Ha poccurickom/coBeTckom poiHke He NPHUCYTCTBO-
san Hukoraa. Boccospan 8 2007 roay. Ha moment
30MyCcKa PEKNAMHOM KaMMaHKMK - no name brand,
KaK onisa pOCCMlZCKMX KIMMEHTOB, TAK U ANA MUPOBLIX
notpebuteneit.

Llenesbie ayautopun u kaHans gnctpubyumm

B28B

- MpodunbHbir Puteiin: canoHsl, MarasmHbl, TOpro-
BbIE LIEHTPbI KATEFOPUM IIKOKCY M KTPEMMYMY, MAra-
3UHbI MEDENN, MHTEPLEPOB, MOAAPKOB 1 CYBEHMPOB,
Department store

- HenpodunbHbiit pUTENN: I0BENMPHBIE MATA3MHbI,
QHTUKBAPHbIE CANOHbI, rAnNepem UckyccTs, caaned-
Hbl€ CANTOHbI U UHbIE

- KopnopatusHbie knmeHTsl, nprobpeTatoLume npo-
LYKUMIO 4015 NPEACTABUTENBCKMX LiENei: Kopnopaumm,
rOCYAQPCTBEHHbIE OPTAHU3ALMM, HEKOMMEPYECKHE
OpPraHn3aLMK

- [In3aiH-610po, apxuTeKTOPSI, AM3aitHepsl, paboTta-
IOLIME C KOHEUYHbIM NOTPebUTENnem

B2C

- Koneuwbie notpeburenu

Kasxpas uenesasi ayantopus MMeeT CBOM XapakTe-
PUCTUKM, ANst KAXA0M Bbin Pa3pabOTaH OTAENbHBINM
KOMMYHWUKQLMOHHBIMA MNaH

KoHkypeHrTHas cpena

PoiHok HacsilweH 6perpamm (Gonee 40 6peraos,
OTHOCALLMXCA K CETMEHTY «ITIOKCY), MMEIOLLMX MHOTO-
BEKOBYIO MCTOPHIO 1 MHOTONETHIOKO MCTOPUIO NPH-
CYTCTBMS HO POCCHMICKOM pbitke. OCHOBHbIE MIPOKH
poinka: Villeroy & Boch, Rosenthal, Wedgwood,
Meissen, Bernardaud, Herend, Noritake, Royal
Copenhagen, Lladro

[py INOHKMPOBAHUM PEKIAMHOM KAMNAHWM MAPKK
KpUTeprem S3bPeKTUBHOCTH BbINO ONpeaeneHo fo-
CTUXEHWE CrefyioLLmMX Lenen:

- YBenuuenue umcna Todek aucTpubyLpm no CEermeHTy
«npodunbHbii putenn» Ha 60%, B Tom umncne 3a ceet
nosiBNeHns GPEHAA B TOProBbiX TOYKAX HA TEPPUTO-
pun 12 cybvekTtos PD. Yeenuuerue obuero ob6vema
npoaax Ha 75%

- YBenuueH1e uncna Touek AUCTpUbY LM No CETMEHTY
«HenpoduIbHLIN puTenny Ha 25%, B Tom uucne

30 CYET NOABNEHNS BPEHAA B TOPTOBLIX TOYKAX HA
Tepputopumn 6 cybvektos PO. Yeenuuenne obuwero
ob6vema npoaax Ha 35%

- YBenudyerne o6bemMa NPOAAkK B CETMEHTE «KOPMO-
patueHbie knmeHTs» Ha 40%.

- YBenudyerve o6bema NPOAAkK B CETMEHTE «AU3AMH
6ropo» Ha 60%

- 30KPEenuTL y AAHHbIX AYAUTOPUHM, O TAKXE Y
QYANTOPMM «KOHEUHbIE MOTPEBHUTENUY NOHMMAHME
YHUKQNbHOCTH BPEeHAa M NPOAyKTa

O6wuit megua-6lopxeT:
10 500 Toicay ponnapos CLLIA

Manydaktypa Rudolf K mpf yHukansHa u camobwit-
HO: €€ NPOAYKUMIO HEMb3s NOCTABUTL B OAWH PAZ C
NPOAYKUMEN APYrX NPOU3BOANTENENR. DTO BLICOKO-
XYAOXECTBEHHbIN GAPPOP B MyULIMX EBPOMENCKUX
TPOAMUMAX, 4O CUX NOP NponssoaaLLmiics 8 Espone.
(Cneayert yuects TOT dakT, 4TO MHOTVE EBPONENCKUE
IIOKCOBbIE MAPKM NEPEHECT NPOU3BOACTBO B CTPA-
Hbl IOr0-BOCTOYHOM A3uu)

CornacHo 1ccnepoBaHMsIM AyaMTOPHH, KOTOPbIE
Obi TPOBEAEHBI OTAENOM MAPKETUHIG KOMMAHMH
HO OCHOBe aHkeTupoBaHus B2B knuerTos.... A Takxe
HO OcHOBE POKYC rpynn KOHEUHbIX NoTpebuTene

1 UCCNIEAOBAHMS, MOATOTOBIEHHOTO KOMMAHWEN
Market up.

Creaytolme BeogHbIE:

- yeLckuit bapdop Mobrm poccuitckumm nokyna-
TENAMM, NPEXAE BCETO MOKYNATENAMU BO3PACTHOM
kaTteropuu 45+, HO OHM HUKOTAG HE OTHOCKIM €ro

K NpoayKTam kateropuu «mokey. OHU cunTaioT ero
npoaykuueit kateropuu mass market

- Bonee monopast BospactHas kateropus Boc-
NPUHUMAET YeLckmit Gapdop, KaK «KIACCHYeckyto
MPOAYKUMIO ANst CTAPLUETO NMOKOMEHHS, KOTOPOM
NOMb30BAMCH U MOKYNANN UX POAUTENNY

- MNoTpebuteny 06paLLAIOT BHUMAHME HA TO, YTO
MHOTVE NIOKCOBBIE OPEHAbI CEMYAC TAKXE MPOU3BO-
aaT ceoto npoaykuuio 8 Kutae, Muporesuu u opyrmx
QA3MATCKUX CTPAHAX

- Poceuiickuin notpebutenn Gonblue npeanoymtaot
KOCTsIHOM apdOp B CiIy BHELUHETO BUAA, HO HE
3HAIOT XAPAKTEPUCTHK Baos dapdopa

YuuThiBOR fAHHbBIE BBOAHbIE, O TAKXE BO3ZMOXHOCTH
TOProBO¥ MApPKy BbiNu BLIGPAHBI ClieaytoLLMe acnek-
Thl NO3WULMOHMPOBAHMS:

- Rudolf K mpf — dapdop c esponetickimm Tpaamum-
MM, KOTOPbI NPOU3BOANTCS TONbKO B EBpONne u Ha
Bcex atanax. buina BeGPAHa cTpaTerus accounaThe-
HOrO MO3ULMOHUPOBAHUS C YXE 30PEKOMEHIOBAB-
Wymr cebst eBPONENCKUMM MPOU3BOANTENAMMU ME-
6enu KNacca «IoKC», pa3paboTABLLMMM KONNEKLMIO
dapdopa ans manydaktypsl Rudolf K mpf

- Rudolf K mpf — dapdop, nmetowmit pasHoobpas-
HYIO NIMHENKY npoaykumn. B accoptumerTe mapku
MOXHO HQMTH 1 KNOCCUYECKUE AEKOPbI, U COBPE-
MEHHBIE KOMEKLMM, OPUEHTUPOBAHHBIE HA Bonee
COBPEMEHHYIO AyAMTOPUIO. (3aPOXAAIOLLMIACSA KNOCC
annu, white-collar worker, kotopsie moryT npuo6pe-
CTW AEMOKPATHYHbIE M3aenua U3 tMbTOBOI (NoaapoY-
Ho) konnekuun 6peraa Rudolf K mpf

Dapdop Rudolf K mpf — papdop cobbimuirbii:
ceanpba, 106UNeN, XEHCKMIM AeHb, CEMENHOe Top-
xecTBo, HoBbiit rog, GusHec cyBeHMpb AN AeN0BbIX
NAPTHEPOB HA 0GUIEN KOMNAHUM UK NPOdeCcH-
OoHanbHbIN NPA3aHUK. B accoptumenTte Gperaa B
HOMAETE KOMMEKLMM, KOTOPbIE ByayT COOTBETCTBO-
BATH NOBOAY

®apdop Rudolf K mpf — 310 HacToswmi teepapii
dapdop, koTopsbim cnasutcs Espona. OH He copep-
XUT NEPEMONOTON KOCTH KMBOTHBIX (KOK B KOCTSHOM
dapdope). ApryMeHT, paccuMTaHHbIN HO NPeacTa-
BUTENEN OTAENbHBIX PEUMUIA, O TAKXE YKA3bIBAIOLLIMI
3KOMOTMYECKYIO LEHHOCTb MPOAYKLMM

Mockonbky aCNeKTOB NO3ULMOHUPOBAHMS BbINO
HECKONbKO, OHM Bbi PA3BUTHI HO PA3HBIE BUAYI
PEKIAMHOM AKTUBHOCTH, C PA3AUYHBIMM UHCTPYMEH-
TAMM KOMMYHUKALMU.

KoMMyHMKaUMOHHAs CTpaTerus ans KOXAOW Lieneson
ayauTopum

KaHanel kommyH1kaumm

Ayautopun:

HenpodwunbHeii Puteitn

[MpodunbHbit Puteiin
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Roarexuusa dapdopa «Antique Medallions»
Jerenapuoii esponeiickoii manyaxrypsi Rudolf Kampf

Lwsaiin ynukansHoro copanaa Antique Medallions Bnepabie paspaboTan 5 1995 roRy WIBECTHOR XyAOKHALGH
ThoumeR AHAPEOBOR-TTaHAGPGEPr. [IPeMETLN CEPBMSa A6KOPHPOBaHSI APATOLEHHbIMM METANNAMM - MATOBbIM
300ToM 999 MPOB, 24 KAPAT W KPACKAMM, NPHCTIOGOBIOHHIMM HGKTHOSHTORLHO AT PYHOR POGTHCH.

- ONeHb COXHEI B MSTOTOBIONA AEKOP, 1 COPBU PACTHCHIBAETCS HECKOTILKHMN
Mo 4 MoCsUOB. UMoHNO NO3TOMY MakydaKTyPa Rudolf KEmpf 3a ron npousBomHT
cero 4 cepausa Antique Medallions. KonnexLius WMeeT SKCKTIO3HBHYIO YnaKoBKY — AEPeBHHIR UMK
YO PaBOTL, WITOTORNEHHII| W3 AMEPHKBHCKOFO YEPHOTD OpeXa.

Yawaime Gonsuse 06 smoi u dpyaux konnexuusix bapdbopa Rudolf Kampr.

www.rudolfkampf.eu

ApPXUTEKTOPbI 1 AU3ARHEPSI

KowneuHbie notpeburenn

PeknamHas KamnaHmst B NEYATHBIX TIOKCOBbIX MHTE-
pbepHbix 1 mebensHbix CMM (Salon Interior, Meso-
HuH, Jlydwime untepbeps) a Takke Lifestyle napanmsax
(Wedding) u Lifestyle npunoxerusix aenosbix napaHmi
(Kommepcant Karanor, Kommepcant Week end)
Mpsmas peknama conpoBOXAANAcs cepueit pery-
nspHbix PR matepuanos, nogasasLumxcs B cregyio-
LLIEM XPOHOSOTMYECKOM NOPSIKE:

Brand story - yHukanbHOCTb MpoayKTa v Npon3eos-
cTBA — 0630pP KOMNEKUMI MaHYDAKTYPbl — AEKO-
PATOPCKME MOCTAHOBKM W COBETHI LEKOPATOPOB,
placement c npasunamu cepeMpPOBKM, MPA3AHUYHOTO
AEKOPUPOBAHUS CTONA — NOAAPKM

AxTuBHOS pr-kamnaxms (ctatbs, Placement) B HbIx
raHuesbix u lifestyle CMA

Event marketing

-YyacTue B MEXAYHOPOAHBIX TEMATUYECKMX BbICTAB-
kax ¢ conposoxaeHuem Direct Marketing npumeu-
TEMBbHO K KAKAOMY KOHKPETHOMY COBBITHIO
-CnoHcopcTso TeaTpansHoi npemun «Teatpan»
-Yuactue 8 seictaske Wedding

- TemaTuueckue cobbiTvst B TOYKAX NPOAAX: MACTEp-
KNACChl LeKOPATOPOB MO CEPBMPOBKE CTONA, YONHbIE
LEPEMOHUM, NPUINALLEHUE XYAOXHUKA MAHYPAKTYPbI
ANs PaBOThl MO POCTIUCH MPOAYKLMM B TOPTOBOM
3ane

ToBAPHbIN MAPKETHHT:

Beinyck cneumansHoi Konnekummn ¢ COoTBETCTBYIO-
LLLIeM YNOKOBKOM NO TeMaTuke «CBagebHbli noAapOK»
KopnopatusHble knueHTs!:

- PaspaboTka cneumanbHOro Katanora nogapoYHo-
ro ACCOPTUMEHTA Ang KOPNOPATUBHbBIX KITMEHTOB M
nansreitmi Direct Marketing

- Yuactue B 0630pax «nopapkmy (PR) s Lifestyle npu-
noxeusx genosbix naganmni (Kommepcant Kararnor,
Kommepcant Week end), How to spend (Begomo-
ctu), Forbes Style

Cepwus perynapHbix PR matepuranos, nonasaswmxcs
B CNledylOLLEM XPOHONIOTUYECKOM MOPAIKE:

Brand story - yHukansHOCTb NpoaykTa 1 Npouseosa-
CTBQ — W3BECTHBIE MEPCOHbI, BIOAENbLbI M3AENMMA

ot Rudolf K mpf - 0630p konnekuuit maHydpaktypbi

— NOAAPKK

- ApT aKumst (BEICTABKA MY3EMHOM KOMNEKLMM MAHY-
baxTypbi) B pamkax [Netepbyprckoro mexayHapop-
Horo DkoHomuueckoro Popyma 2011
[lononHUTENbHO ANSt AYAUTOPUM «APXHUTEKTOPI»

- Paszpabotka cneumansHoro Katanora no uHaneray-
QUIbHBIM KOMMEKLMSIM AN KOPNIOPATUBHBIX KIIMEHTOB M
nansHerwmit Direct Marketing

- Yyactue B CneumanmaMpoBaHHbIX ApT NPOEKTAX CO-
BMECTHO C OPXMTEKTOPAMM U ausaiHepamu. (dusaiin
nukHnk 8 Hoxaburo Moscow Country Club, «[exop
Crona» xypHana «MesoHmH»)

MeuarHbie CMU:
Motpebutensckue xypHans

Mpamas paccbinka:
B NevyaTHbIX U3OAHUAX
Mo anekTpoHHOM nouTe

PR:
Meponpusitus
TOBAPHBIN AU3AMH
Ynakoska

AuanoroBas:
CaiTbl couManbHbIx ceTen

Po3HuuHbIE NpoAcKK:
Peknama B mectax npogasx
PassnekartensHbie meponpusitus
B MECTOX MPOJAX

[Mporpamma nosinsHOCTH
[pyroe:

BeeneHue cneumansHbix NPOrpamm NosibHOCTH

- Mporpamma «Wedding list». CeanebHas
npoOrpamMma

- Mporpamma «Sur la table». Becnnathas yenyra
JeKOPATOPA MO CEPBUPOBKE U JEKOPUPOBAHMIO
cTona ans knueHTos, npuobpeTwnx cepens Rudolf

K mpf

- Mporpamma «busrHec ctunby. Cocrasnenmne
NPEAIOXEHUI A KOPNOPATUBHbIX KITIMEHTOB HA
OCHOBE NPEANONAraeMoro BI0AXeTa 1 MHPOPMALMK
O TeX, KOMy NPENOAHOCATCA NOAAPKM

- Mporpamma «[Mocetn Yexuion. [ns Toprosbix Touek
(puteitna). Mobeamtenn nporpammel nonyuaoT
GecnnatHbie noesakn 8 Kapnossl Bapel, Yexus ¢
NOCELLEHMEM 30BOAA M SKCKYPCUEN MO HEMY

- YBenuueH1e Yncia Touek AUCTpUOY LMK NO CETMEHTY
«npodunbHbii puterny Ha 110%, B Tom uucne 3a
CYeT NosABNEHNs BPEHAA B TOPTOBLIX TOYKAX HA
Tepputopun 14 cybvektos PD. Yeennduerne obuiero
obvema npoaax Ha 96,3%

- YBenuuenue umcna Todek aucTpubyLpm no CEermeHTy
«HenpodunbHbIi putein» Ha 35%, B TOM uncne

30 CHeT nogaBneHus 6peHﬂO B TOProBbIX TOYKAX HA
Tepputopun b cybvektos PD. Yeennuerue obuwero
obvema npoaax Ha 38%

- YBenuuenne o6bema NpoAak B CErMEHTE «KOPMO-
patusHbie KnueHTbl» Ha 47%.

- YBenuuenne o6bema NPOAAk B CErMEHTE «AN3AMH
61o0po» Ha 59%

Ha ocHoBe aaHHbIX OTAENA MAPKETUHIA 1 NPOAAX
KOMMNAHMM

CornacHo 1ccnenoBaHUAM, MPOBEAEHHBIM KOMMA-
Hueit Market Up, yaHasaemocts 6peHaa B pasHbix
KOTEropwsx YBENUUMIACH 1 COCTOBMNQ:

- Koneunsie notpeburenu. Brand Recognition. 2%

- Mpodunbbiin puteiin. Brand Recognition. 27%

- Henpodwunsrsiit puteiin. Brand Recognition. 19%
- Kopnopartushbie knnentsl. Brand Recognition.
Brand Recognition. 16%

- ApxutekTopsl v usaiiHepsl CnoHTaHHas y3Hasae-
mocte. Brand Recognition. 32%

Tableware, d cor items and luxury gifts
Campaign fitle: Reviving traditions

Category: Up-market products and servises
Project scale: National

Marketing Goals:

-To provide product positioning on the shelves of key
sales channels

-To consolidate positions of a new brand — a manu-
facturer of luxury porcelain on dwindling porcelain
market (brand released in 2010)

Marketing Challenges:

1. To increase sales performance by value and by
volume through key sales channels (through various
channels an approximate sales growth plan is to be
35-37% by value)

2. To enhance a brand image in target audience’s
mind

Market Environment:

A global trend — decreasing sales of porcelain, the
substitution of porcelain dishware by dishware from
other materials: metal, glass and faience. Accord-
ingly to Marketing Research, the contraction of
porcelain market in 2010 reached 14%. (accordingly
to the data from «Porcelain or china tableware and
kitchenware. European Union Market Outlook 2011
and Forecast till 2015» of Business Analytic Center
international agency, 2011)

Company, product:

Rudolf K mpf manufactory was established in 1907
as a supplier of highly artistic tableware, interior
and d cor pieces. It is located on the territory of the
Czech Republic. The brand had been absent on the
world market since 1945. The brand has never been
presented on Russian/Soviet market. It was renewed
in 2007. At the date of campaign launch - no name
brand, both for Russian and world customers.
Target audiences and distribution channels:

B2B

- Core retail: salons, shops, trading centers of luxury
and premium class, furniture stores, interior stores,
gift and souvenir stores, Department stores

- Non-core retail: jewelry stores, antique stores, art
galleries, bridal salons and others

- Corporate customers, who buy products for
representation purposes: corporations, government
organizations, nonprofit companies

- Design offices, architects, designers, who work with
end-consumers

B2C

- End-consumers

Each target audience has specific characteristics; for
each we have developed certain communicational
plan.

Competitive environment:

Brand saturated market (more than 40 luxury
brands, with centuries-old brand-background and
years-long history of being presented on Russian
market). Market key-players: Villeroy & Boch, Rosen-
thal, Wedgwood, Meissen, Bernardaud, Herend,
Noritake, Royal Copenhagen, Lladro

In the process of planning an advertising campaign
we considered a measure of efficiency to be an
achieving of following goals:

- Increase in number of distribution outlets of 60% in
the «core retail» segment, particularly due to brand
presentation in sales outlets on the territory of 12
Russian Federation subdivisions. Total sales volume
growth of 75%

- Increase in number of distribution outlets of 25%
in the «<non-core retail» segment, particularly due to
brand presentation in sales outlets on the territory of

‘Vanaiite B HAMIMX caloHax
0 CTIeIHAIBHON ITPoTparMMe
AU MOJOLOKEHOB

«CpazebnpIii ameT

yn. Homuii Apsar,

i
e+ 7 (495) 228.37.32, 47 (435) 646.94-83

Canow Palladio Interiors.

cas, Opyxeineni napeynox 1. 3, c1p. |
www.rudolfkampf.ru Ton.: +7 (495) 250.1233, +7 (495) 2500233
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6 Russian Federation subdivisions. Total sales volume
growth of 35%

- Sales volume growth of 40% in the «corporate
customers» segment

- Sales volume growth of 60% in the «design offices»
segment

- To enhance an image of a «unique product»
among these audiences and end-consumers

Total media budget:
Under $500 thousand

WHAT WAS YOUR BIG IDEA?

Rudolf K mpf manufactory represents the idea of
uniqueness and identity: the products can’t be
brought into line with products of other manufac-
turers. It is highly artistic porcelain in keeping with
the best European traditions and still produced in
Europe. (it should be taken into account that many
European manufacturers have moved their produc-
tion to the countries of South-East Asia)

HOW DID YOU ARRIVE AT THE BIG IDEA?

Accordingly to the audience analysis based on a
questionnaire survey of B2B clients and to the results
of focus groups of end-consumers made by our mar-
keting department and a survey made by Market Up
company, we have got the following:

Incoming data:

- Russian customers are fond of Czech porcelain.
First of all these are people in the age category

45+, but they have never qualified Czech porcelain
as «luxury» product. They consider it to be «<mass-
market» product.

- Representatives of younger age category perceive
Czech porcelain as «classical products for older gen-
erationy; their parents used to buy and use Czech
porcelainy- Customers take into account the fact that
today many luxury brands produce their products in
China, Indonesia, and other Asian countries

- Russian customers prefer bone china due to beauty
appearance, but they do not know any certain
features of different kinds of porcelain

Taking into account the incoming data and brand
opportunities we have formulated the following
positioning aspects:

- Rudolf K mpf — traditional European porcelain at
all stages produced in Europe. We have chosen

an associative strategy of positioning with proven
European manufacturers of luxury furniture, who
designed porcelain collection for Rudolf K mpf
manufactory

- Rudolf K mpf represents a wide product range in-
cluding both classical collections and contemporary
shapes and decorations, aimed at modern audience
(an incipient «yuppie» class, white-collar workers,
who may purchase more democratic items from
Rudolf K mpf gift collections)

Rudolf K mpf products are event-driven: wedding,
anniversary, Women'’s Day, family event, New

Year, corporate giftware for business partners for
corporate events or professional holiday. Brand as-
sortment offers any related collections.

Rudolf K mpf products are made from genuine hard
porcelain well-known in Europe. It does not contain
any grind animal bones (as bone china), which is a
crucial aspect for representatives of certain religions;
it is also an indicator of ecological value.

Due to a certain number of positioning aspects they
were divided into various kinds of advertising with
usage of different communication tools.

HOW DID YOU BRING THE IDEA TO LIFE?
Communication strategy for each target audience
Communication channels

Audiences:

Non-core retail

Core retail

Architects and designers

End-consumers:

An advertising campaign through interior magazines
and other mass-media (Salon Interior, Mezonin, Best
interiors), also through Lifestyle editions (Wedding)

and Lifestyle enclosures of business editions (Com-
mersant Catalogue, Commersant Week end)

Direct advertising was accompanied with the series
of regular PR materials, which were presented in the
following chronological order:

Brand story — product and production unique char-
acter — collections review - d cor installations and
advice from decorators, placement with examples of
table setting and table decoration — gifts

Active pr-campaign (article, placement) through
other glossy and lifestyle mass-media

Event marketing

-Participation in international thematic exhibitions +
Direct Marketing efforts for each certain event

- Sponsorship of the «Teatral» Theater Award

- Participation in Wedding exhibition

- Thematic events in sales-outlets: table-setting
workshops, tea ceremonies, manufactory artist’s
workshop on trading-floor

Product marketing:

Launch of thematic collection with special package -
«Wedding gift»

Corporate clients:

- Making special product catalogue of gift as-
sortment for corporate clients and further Direct
Marketing

- Taking part in different «Gift» reviews (PR) in Life-
style enclosures of business editions (Commersant
Catalogue, Commersant Week end), How to spend
(Vedomosti), Forbes Style

The series of regular PR materials represented in the
following chronological order:

Brand story — unique character of products and
production — famous personalities possessing Rudolf
K mpf products — collections review — gifts

- Art auction (displaying factory’s museum porce-
lain collection) during St.Petersburg International
Economic Forum 2011

Additionally for «Architects» audience

- Making special catalogue of customized collections
for corporate clients and further Direct Marketing

- Participation in specialized art-projects in collabo-
ration with architects and designers (design-picnic in
Nakhabino Moscow Country Club, «Table Decor» of
«Mezonin» magazine)

H YOU BRIN °
0 s 0 0

Print:

M Consumer Magazine

OW DID

Direct:

M Mail

M E-mail

PR:

@ Events

M Product design

B Packaging

Interactive:
M Social Networking sites

Retail experience:
m POP
1 Retailtainment

USED IN THIS CAMPAIGN:
M Couponing
W Other:

Special loyalty programs

- «Wedding list» program. Wedding program

- «Sur la table» program. Free decorator’s service for
those clients, who purchased Rudolf K mpf sets

- «Business style» program. Making special offers for
corporate clients on the basis of announced budget
and information about potential presentees

- «Visit the Czech Republic» program. Designed for
sales-outlets. Winners receive free tours to Karlovy
Vary (the Czech Republic) with excursion to the
Rudolf K mpf manufactory.

- Increase in number of distribution outlets of 110%
in core retfail segment, particularly due to presenting
the brand in sales outlets on the territory of 14 sub-
divisions of Russian Federation. Total sales volume
growth of 96,3 %

- Increase in number of distribution outlets of 35%

in non-core retail segment, particularly due to
presenting the brand in sales outlets on the territory
of 6 subdivisions of Russian Federation. Total sales
volume growth of 38 %

- Sales volume growth of 47% in the «corporate
clients» segment

- Sales volume growth of 59% in the «design offices»
segment

Based on the data of marketing and sales depart-
ments of the company

Accordingly to market surveys made by Market Up
company brand awareness in various categories has
risen and amounted the following:

- End-consumers. Brand Recognition. 2%

- Core retail. Brand Recognition. 27%

- Non-core retail. Brand Recognition. 19%

- Corporate clients. Brand Recognition. 16%

- Architects and designers. Spontaneous recognition.
Brand recognition. 32%

Rudotf Kimpf

HANDMADE

1907

WWW.RUDOLFKAMPF.EU
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TOYOTA

HIGHLANDER

ABTOMOBWJIN
PeknamHas kamnaHms:
«BCE B BALLMX PYKAX»
Kareropus:

ABto-MoTo

Macwrab npoekta:
O6LEHALMOHANBHbIN

Bonuiwxa. VaoSpeenne samapact.
MoBepx Hero nosBnseTcs Nnalka
€ xapakTepHeTAKoi

Astomobune neuraeTon
(aHumauns dora)

T wayoTa

CHOBa BCNIILIKA, W HOBAS XaDAKTEpHCTHKa

Uens:
Beisectn Ha pbiHok Mogens Toyota Highlander 1 3a0-
kpenutses B cermente SUV knacca D/E.

3agaum:

- Co3paTb OCBEAOMIIEHHOCTb O 3ANYCKE HOBOM MOAE-
nM Ha BCeM TeppuTopumn Poccum «c Hyns».

KpuTepuit oueHku: YpoBEHb 3HAHMS MAPKM C y4ETOM
BbIBOA HA PLIHOK B KOHKYPEHTHOM CErMEHTE.

- 3OHﬂTb AOJO PbIHKA B CErMEHTE HA YPOBHE 1IN
sbile KoHkypeHTos: Mazda CX-7, Honda Pilot,
Nissan Murano. Kputepwuit ouerku: Jons peiHka B
CPOBHEHUU C KOHKYPEHTAMM.

Kateropws 1 peiHok:

CermeHT KPOCCOBEPOB M BHEAOPOXHUKOB SBISETCS
OfHWM M3 KIKOYEBbIX CETMEHTOB ABTOMOBMILHOTO
pbiHka Poccuu. Jons BHEAOPOXHUKOB HO POCCHIA-
CcKOM pbiHke noctosHHo pacTéT. C 23% e 2009 ona
sbipocna o noutv 27% 8 2011 roay. bpera Toyota
TPOAMUMOHHO cuneH 8 3Tom cermerTe (Toyota —
nupep ¢ 8% PLIHKQ) 1 NPEACTABNEH KOMMAKTHbIMM
kpoccosepamun RAV4 u nereHaapHbIMM NonHOPAs-
mepHbimmu BHegopoxHkamu Land Cruiser Prado m
Land Cruiser 200. Ho no 2010 roaa Toyota Ha poc-
CUMCKOM PbIHKE HE 6bIJ'|O NPeacTaBneHa B CerMeHTe
CPEAHEPA3MEPHBIX KPOCCOBEPOB, TO 6CTh OBTOMO-
Bunet, 3HUMAIOLLMX HULLY MEXIY KOMMOKTHbIMM
KPOCCOBEPAMM U MOSTHOPA3MEPHBIMM BHEAOPOX-
HUKAMK. MICTOPHUYECKM CErMEHT CPEeaHEPA3MEPHbIX
kpoccosepos B Poccum Gbin chopmMrpoBaH TPEMS
OCHOBHbIMI UTPOKAMM, O UMEHHO:

- Nissan Murano (1700 npogaHHsix mawm+ 8 2009
r),

- Mazda CX-7 (8900 npoaaHHbix mawwmt 8 2009 r.),
- Honda Pilot (1350 npoaatHbix mawwmn 8 2009 r. )*.
B 2009 rogy ctano ouesmngHo, 4TO HA PbIHKE CyLe-
CTBYET MOCTOSIHHO PACTYLLUMIM CNPOC HA KPOCCOBEPDI
cpeaHero pasmepa. Bmecre ¢ Tem komnarus Toyota
B CBOEM MOBANBHOM MOLENBHOM PSAY YXE MMENa

K TOMY BPEMEHM ABTOMOBWIb, MAEANBHO OTBEYAIO-
it NOTPEBHOCTSIM PA3BMBAIOLLErOCH POCCHIACKOTO
poirka v 8 2010 rogy 6610 NPUHATO peLeHue Bbi-
BECTU HQ POCCUMCKMIM PLIHOK €LLE OfMH NereHAapHbIN
sHegopoxHuk — Highlander. Toyota Highlander 6ein
NPU3BAH HE TONMBKO YCTPAHUTL KMPOBANY B MOAENb-
Hom psaay mexay RAV4 u Land Cruiser, Ho v 3aHaTh
LOMUHUPYIOLLIEE MONOXEHWE B CETMEHTE CPEAHEPT3-
MEPHbIX KPOCCOBEPOB.

*no pannbim AEB report (2009-2011rr), Autoreview

Uenu:

1. MNpwBneyeHne HOBbIX MOKyMNATENEN, FOTOBbIX
npMoBpeTaTh CeMeNHbIN KPOCCOBEP B LIEHOBOM
cermente 1,5-1,7 munnnoHa pybnei.

Kputepuit oueHku: [03UTUBHAA AMHAMWKA NPOAAX B
2010-2011 rr.

2. Co3pnaHme KOMMYHUKALUMOHHOM MNAThOPMbI,
nepeaaloLLen BCe NPEMMYLLECTBA NPOAYKTA M NOJ-
HUMatoLee npuenekatensHocTs Toyota Highlander
B rMA30X LENEBON AyAUTOPUN.

Kpurepwmm ouerku: 3nanms o mogenu k 2011 roay
LOMXHO coctaenats He meree 40% (r.e. conocTa-
BUMOE C YPOBHEM 3HOHMS KOHKYPEHTOB HO MOMEHT
nowua Highlander 8 2010 r.)

O6wuii megua-6ioaxer:
o1 5 po 10 munnunonos gonnapos CLUA

Basupysach HO OCHOBHBIX YENOBEYECKMX LEHHOCTAX
(cembs, yenewHbiit u cTabunsHbii 6usHec), Heobxo-
IMMO BbINO NPUBNEYL LENEBYIO AYAUTOPHIO Yepes
NPOAYKTOBbIE MPEMMYLLECTBA M MY>XECTBEHHbIN
xapaktep asTomobuns Toyota Highlander — Hapex-
HOrO M TEXHWUYECKM MPOABHHYTOrO KPOCCOBEPA ANst
My>XUuHbI, KOTOPbIR yBEPEH B Cebe U AePXHT BECH
CBOW MUP B CBOWX pykax. Mnes ans kamnanmm: «Bce
nydywee B Bawwmx pykax»

Mocne aHanM3a KOHKYPEHTHOM KOP3MHBI M MO-
TPEBUTENLCKUX MHTEPECOB Bbil COCTABNEH NOPTPET
LIA, uayuers 1x nHTepecs u notpebHocTH: MyxXuuHbl
70%, xeHwmHbl 30%, Bospact 38-42, cemeitrbie,
MMEIOT fieTel, JOXOA CPEAHWUM U BbILLE, BNAAENbLbI
3AropoOAHOrO UMYLLEECTBA, NMPArMATUYHbIE U yBE-
pentbie B cebe. MyxuuHa — rasa cemby, KOTOPBIN
rOPAMTCS CBOMMM JOCTUXKEHUSAMM 1 CBOEM CEMbEN.
Highlander anst Hero upeansHbiit cememHbIit kpoc-
COBEP, NOAXOASLLUMI NO CBOEMY GYHKLMOHAIY, LeHe
u kadectsy. Cam NpoayKT CTan OTNPABHOM TOYKOM
paspaboTkun naen kommyHrkaumu. Highlander - sto
QABTOMOGMITb, NPEMIATQIOLLMI CBOMM BIGAENBLAM
6oraThiit GyHKLMOHA, MOLLHBIA ABUIATENb, YHUBEP-
CQNbHOCTb, HOAEXHOCTb, KOMPOPT BEICOKOTO KIACCa
1 npakTniHocTs. OBnaaaH1e TaKUM aBTOMOGHIEM
HE MOXET He BbI3bIBATb FOPAOCTL 1 YyBCTBO YBEPEH-
Hoctn y ceoero Bnagensua. K 2010-my rogy kakabii
113 OCHOBHbIX KOHKYPEHTOB 061aaan chpopmMmUpo-
BAHHBIM MO3ULMOHUMPOBAHMEM HA PBIHKE W YETKMM
BOCMPUATUEM NOKyNaTENen:

- Nissan Murano B uenom BocnpuHuMmaeTcs Kak
CTUMbHBIA TOPOACKON KPOCCOBEP ANst XeHLMH. [1o
MHeHuio nokynatenen «LlenoctHein, «kocmuueckuinn
U KCTPEMUTENbHBINY BHELLUHWMA OM3ANH TAPMOHUPYET
C KOMbOPTHBIM CONOHOMY ™

- Mazda CX-7 BoCnpuHUMAETCS KK YHWUKONbHbBINA
cnopTueHbIN kpoccosep. [Nokynartenam HpasmTcs
JAMHOMMYHBIA BHELWHUIA BUJ, CMOPTUBHbIN XAPAKTEP U
YNPOBASEMOCTb. [1pU 3TOM, KHU3KOE KAYeCTBO MaTe-
pPHANoB OTAENKM U TECHOTA CANIOHA» OTPULATENBHO
BIMSIOT HO MMMIX STOTO GBTOMOGMNS.

- Honda Pilot. Mokynatenu otmeuanu «Herapmo-
HUYHBIN 1 rPY6BIA AM3AMHY*, UTO BMECTE C APYrUMM
PLIHOUYHBIMK GOAKTOPAMM, OTPULATENBHO NMOBAUSIO
HO [IMHOMMKY NPOACX MOAENM.

Taknm 06PA3OM, QHAMM3 KOHKYPEHTOB NOATBEPAMI
TMNoTe3y 0 CBOBOAHON HULIE MPAKTUYHOTO ABTOMO-
6unst ANst B3POCIOro COCTONBLUErocs Yenoseka. B
NPABKILHOCTHM NEPBOHAYANBHOM TMMNOTE3bI O BAXHO-
CTV OKLEHTA HA NPAKTUYHOCTM ABTOMOGUNS Mbl yOe-
IMIUCh, M3YHast MUHTEPECH MOTEHLMANBbHBIX MOKYNATE-
nen. Ananus enagensues Highlander npeasiaywero
NOKOMNEHHsi MOMOT ONPEAENUTb OCHOBHbIE MOTHBbI

1 NOTPEBUTENLCKME OXMAAHMA U NOHATL, KTO ByaeT
nokynarenem HoBoro nokonexus. OCHOBHbIM Lene-
BbIM MOKYNATENEM CTAN CEMENMHBIN OBecnedeHHbIA
MY>K4MHQ, KOTOPbIA FOPANTCS KOK CBOMMM AOCTUXE-
HUsIMK TaK 1 cBOeM cembeit. Highlander nonxen Gbin
CTATb AN HETO MAEANBHBIM CEMEHbBIM ABTOMOGHUIEM,
¢ 60raTbiM GYHKUMOHANOM CPEAHEPA3MEPHOTO
KPOCCOBEPQA W NEreHAAPHbIM kKadecTeom Toyota.

Mo y6eaunucs, uto Highlander GyksansHo cosaaH
ANst YBEPEHHOTO B ce6e MyXUMHbl, KOTOPbI XOPOLIO
3apabaTHIBAET, FOPANTCSH CBOMMI LOCTUXEHUSIMM 1
CBOEM CEMbEW, M IEPXMT BCIO CUTYALMIO B CBOWX PY-
kax. Takum obpasom, Highlander 6bin sanyiien Ha
PBIHOK KOK NPAKTUYHBIA M AMHAMMUYHbIA KDOCCOBED
LNS CEMEMHOTO MY>XUMHBI.

* Mo pannbm Clinique Survey, nposeperroro OOO
«Tornota Motopy, mapt 2010 1.

Ha ocHoBaHmm noTpebutensckux LeHHOCTEN Npu-
HSITO PELUEHME NOKA3aTh 06PA3 XM3HM YCNEWHOro
MY>UMHbI Yepe3 BAXHbIE XM3HEHHbBIE MOMEHTSI,
utobbl LIA yeupena, 4to repoi ponuka Aepxur ece
B CBOMX PYKOX: 30KIIOYEHWE BAXHOTO [OrOBOPA,
NyTELECTBME C CEMbEN, AKTUBHbIN OBPA3 XU3HU.
OCHOBHOM CNOraH BEIPAXAN NOATBEPXAEHUE
NPABKALHOCTH NyTH repost: «epxucs n3bpaHHoro
nyTv», YAEPXMBAS B TO Xe Bpems accoumaumio «Bce
8 Bawwux pykax». [epeuncnerue B peknamHom
coobuenmu (TB-ponuk, cnew. npoekT Ha pagmo,
MQKETbI, MHTEPHET GAHHEPbI) OCHOBHbIX LEHHOCTEN
YCMELIHOTO CEMEMHOTO Yenoseka cnocobCcTsosa-
10 BO3HMKHOBEHWMIO y npeactasuteneit LIA 6onee
4ETKOM OCCOUMATMBHOM CBS3M C COBOM.

B pamKax LonrocpoyHOro KOMMYHUKALMOHHOTO Npo-
eKTa BblK NPOBEAEHDI ABA STANA KAMNAHMM:

1. Hos6pb-gekabps 2010 — kamnawnus, Honpasnex-
HOS HO NOCTPOEHME 3HAHMS.
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2. Okta6pb-Hos6pb 2011 — kamnaHus no sakpe-
MAEHUIO AOCTUTHYTOTO YPOBHSI 3HAHMS U BOBNIEYEH-
Hoctv LIA. Onpegenerive KaHANOB KOMMYHMKOLMM
NPOW3BOAMIOCh HO OCHOBAHMM MEAMANOTPEGEHMS
LIA v noeepus k meana (nannsie TNS Gallup). Tak,
TENEBUAEHUE U XXyPHANbI ABASIOTCA HOMBONEe OXBAT-
HbIMK KaHanamu kommyHukaumm ans LIA Highlander
(50% 1 27% LIA cooteetcTeenHo obpalyaiot
BHUMOHWE HA PEKNAMY B AAHHbIX MEAKUA), UHTEPHET W
ra3eTbl NOMb3YIOTCA HAOMOOMBLUMM HOBEPUEM (AaHHbIE
KQHQSbl UMEIOT COMBI BBICOKMI YPOBEHb KOHBEPTA-
UMM BHUMOHMS K pekname B gosepue k Heit — 31%

n 36% cooteetcteHHo). Kpome Toro, yuntbiBanmcs
0COBEHHOCTH KAXAOTO MEAMA C TEM, YTOObI MAKCH-
MQIIbHO MCMOMB30BATH UX MOTEHLMAN.

TenesupeHne — eAMHCTBEHHBIM MEANA-KAHOS,
KOTOPbIN BO3AEHCTBYET HO QYAUTOPUIO HE TOMBKO
BM3YQNIbHO, HO TAKXE MMEET 3BYKOBOE COMPOBOXAE-
Hue. Pasmellerne Ha HAUMOHANBHOM 1 HEShUPHOM
TeneBuaeHMM No3sonuno noctpounts oxear LA ¢
HEOBXOAMMONM YOCTOTOM KOHTAKTA, a Takxe obe-
CrMEYNTb JAUTENBHBIM SMOLMOHAMbHBIA KOHTAKT € LIA
(pasmelenne 45-cexynaroro ponuka).

Mpecca v HapyxHas peknama — obecneunnu gonon-
HWUTEMbHYIO YACTOTY KOHTAKTA 1 3ANOMMHAHKE 06Pa-
3a asTomobuns. Pasmeluerne 8 npecce npoussoan-
NOCb MPEMMYLLECTBEHHO HO PA3BOPOTAX B U3AAHMAX,
OPMEHTUPOBAHHBIX HO MyXUuH (ABTOMOGMIbHBIE,
CrOPTUBHBIE, BU3HEC, MYXCKOM MAHEL, MHPAANTSI).
PasmeLueHme HapyXHOM peknambl NPOU3BOAMIOCH
HQ HanBONee NPEMUANbHBIX KOHCTPYKLMSX, KOTOPbIE
TAKKE AAIOT HEOOXOAMMBIN OXBAT AYAUTOPUM —
cynepcanTsl, Kpbilwm, apku. Onpeaeneque perMoHos
ANS PA3MELLEHMS MPOU3BOAMIOC HO OCHOBAHMM
MAQHA MPOAAX NO PETMOHAM — BHIEUPANUCH
PEruoHbl, AONs KOTopbIX B Npogaxax HL 8 pamkax
BCei Poccuu Bbilwe, a Takke fons NPOAGX MOAENH B
KOTOPbIX BbILLE OTHOCUTENBHO APYTUX MOAENEN.
MHTepHeT ABNAETCS OCHOBHBIM MCTOYHUKOM MHPOP-
maumu 06 asTomobunsx ans LIA, nostomy B gaHHom
Meana BbINo PeLweHo CAenaTh AKLEHT HQ OCHOBHLIE
NPOAYKTOBbIE MPEMMYLLECTBA MOAENM NMOCPEACTBOM
nobasnerus 8 6aHHEP COOTBETCTBYIOLLEN MHPOPMA-
UMK B POTALMK. B pasmeLLeHmm 8 OCHOBHOM MCMONb-
30BanuCh kpynHsie dopmatsl 6anrepos (Full-screen,
Take-over).

B pamkax BTOporo atana KamnaHuu Takxke mc-
MNONb30BANOCH CTOHCOPCKOE PA3MELLEHWE HA PAAMO
Business FM. YkasanHas craHums sui6paHa B ceasm

¢ ontumansHeiMu nokasatensmun Oxsara (23% LA

8 Mockee), Apdurntu (198 8 Mockse), koHTeHTa, a
TAKXKE MOKPLITHS KITIOYEBbIX PETMOHOB.

Takum 06pa3om, Peanu3oBaHHbI HABop Meana
KOQHANOB W NOAXOA K OMPEAENEHUIO PECYPCOB B KOX-
LOM W3 Hux nossonunu: a) MocTpouTs oxeaT ueneson
QYAMTOPUM M OKLEHTUPOBATE HA HEM BHUMAHWE My>X-
CKOWM 4aCTW QyAUTOPMM C BLICOKMM [OX0A0M, 6) Mo-
CTPOUTb MO3ULMOHMPOBAHME MOAENM KOK CEMENHOTO
kpoccosepa, ¢) [poAeMOHCTPUPOBATL OCHOBHbIE
NPOAYKTOBEIE OCOBEHHOCTU MOAENM.

TB:
Tenepeknama

Papwmo:
Pannopexnama

MeuarHbie CMU:
Toprossie / [NpodeccroHansHbie
Motpebutensckue xypHans
[aseTbl

PR:
Meponpusitus

Awvanorosas:
Online-pexnama
MHTepHeT caiTsl

Hapy>xHas:
Peknammeie LLUMThI
[pyrue: (cynepcariTsl, KpbiLHbIE YCTAHOBKHM)

BbicTaBKMU:
MIMS-2010

CnoHcopcTBO:
paano busHec-OM_

Po3HuuHbIE Npoamxu:
Peknama B8 mectax npoaax
Bugeo

Hpyroe:

Muposas npembepa Toyota Highlander coctosinacs
8 pamkax Mockosckoro MexayHapoaroro
Astomobunsroro Canowra s asrycre 2010 .
Meponpusitie G110 NOAAEPXKAHO CNELMAnbHO
PA3PABGOTAHHBIMK AN HEFO NEYATHBIMMU 1
BUAEOMATEPUATIAMH 7151 KYPHANUCTOB U LIMPOKOM
ny6nukm.

13-15 okta6ps 2010 rona OOO «ToroTa

MoTop» 6bina nposeaeHa Npecc koHpepeHLms

C NpeseHTauMen aBToMobKNs 1 TeCT-apaie ans
XYPHAUCTOB.

Toyota Highlander 6bin Takxe npeacrasnen s
pamkax 2-ro (pespans-mapt 2011 ) v 3-ro
(ceHTabpb-okTabps 201 1r.) Bcepoceuiickoro tect-
apaiiea Toyota X-country, HO KOTOPOM KOXAbIN
XENaloLLMi MOT MPOTECTMPOBATL ABTOMOBMIL HA
CrneumanbHbIX TDACCAX, NO3BONAIOLLNX MONTHOCTbLIO
PACKPbITL BCE MpenMyLLecTsa Mmogenu. XKenaiowe
MOTIIU MONYYNTb UHPOPMALMOHHBIE MATEPHASLI MO
Mogenu (KaTanor 1 Npaic IMCT, paspaboTaHHbIE
areHTcTeom). Mo pesynsTaTam AByx MepOnpPUSTHIL
Toyota X-country yuactHrukamu Tect-gpaiisa Toyota
Highlander cran 6onee 4000 yenosex. *

* 113 603bl AAHHbIX PAKTUYECKOM PETUCTPALMM,
npenoctasneHHbix OOO «Toiora Motop», 2011 .

Mo wroram 2011 r. Toyota Highlander cran nuaepom
NO NPOAGXAM B CETMEHTE CPEAHEPA3MEPHbIX
KPOCCOBEPOB C foneit poiHka 39%., oborHas scex
KoHkypeHTos. PakThieckme NPOAAKM ABTOMOGUNA
820101 2011 rr npesbiCMAK 3QNIAHMPOBAHHbIE
nokasarenu u gocturmn 765 u 9 589 wryk cootset-
creeHHo. *

YposeHb sHanms mapku Toyota Highlander no
utoram 2011 r cocrasmn 41,1%**.

* no panHsim AEB report, 2011 r.
** no ganHeim Comcon, 4-a sonra 201 1r.

HecmoTps Ha Tparnyeckre cobeitus secron 2011 rs
Dykycme (InoHms) n apamaTHyeckoe cokpalleHme
npoussoactea mogenu Toyota Highlander u pak-
TUUeCKOe NpekpatleHme noctasok 8 Poccuio, komna-

_

mlw.toyota.ru
=h

Hus Toyota npeanpuHana Bce Mepsl 4nst TOro, 4Tobbl
BOCCTOHOBWTH MPOM3BOACTBO W nocTaeku B Poccuio B
KpaTyaiwme cpoku. B utore ronosoi nnax npoaaxk
Toyota Highlander va 2011 r 6bin BeinonHeH.

T HIGHLANDE

AUTOMOBILES

Campaign fitle: “/EVERYTHING IS IN YOUR
HANDS"”

Category: MIDDLE-SIZED CROSSOVERS
Project scale: National

Goal:
To launch Toyota Highlander in the market and to
anchor positions in the segment of SUV of D/E class.

Obijectives:

- to create awareness on the launch of a new model
on the whole territory of Russia “from the scratch”.
Success criterion: the level of brand awareness with
respect to the launch in the competitive segment.

- to take the market share in the segment at or above
the level of competitors: Mazda CX-7, Honda Pilot,
Nissan Murano.

Success criterion: the market share against the one
of competitors.

Category and Marketplace:

The segment of crossovers and offroaders is one

of the key segments of the automobile market of
Russia. The share of offroaders in the Russian market
is constantly growing. In 2009, it was 23% while in
2011 it became 27%. The Toyota brand has been
traditionally strong in this segment (Toyota is the
market leader with the share of 8%) and is repre-
sented by compact crossovers RAV4 and legendary
large-sized offroaders Land Cruiser Prado and Land
Cruiser 200. However, up to 2010, Toyota has not
been represented in the Russian market in the seg-
ment of middle-sized crossovers which means it has
not been represented in the segment of automobiles
in the niche between compact crossovers and large-
sized offroaders. Historically, the segment of middle-
sized crossovers has been formed by the three main
market players in Russia:

- Nissan Murano (1,700 autos sold in 2009),

- Mazda CX-7 (8,900 autos sold in 2009),

- Honda Pilot (1,350 autos sold in 2009)*.

In 2009, it became obvious that the market had an
ever growing demand for middle-sized crossovers.
On top of that, at that time in the global model
range of Toyota there was an automobile which
ideally met the need of the emerging Russian market.
Thus in 2010 the decision was made to launch one
more legendary offroader in the Russian mar-

ket — the automobile was the Highlander. Toyota

Bauwa sweprus nossonset Bam npeogonesars
ATCTOMS W HEYIEPKMO ABHTaTeCH
"

B Balwei X031 BCe CKIaRbIBAETCH Nerko

WNPOCTO - Kak NaCCaXHPCHE kpecra
s Highlander, urHoserto oca06oxaaouMe
08 Garax.

KaK # Boi, Bau GBTOMOGHb NeTKO W yBeperHo.
Cnenyer HaGpaHoMy nyTH. T1oToMy 470 310
agTomo6Wns~ Toyota Highlander.

Tyumi s knacce garaTens V6
OBueMoM 3,51

Tlero CKnagslBai0uMeCs naccaxpeKHe
CHIEHS A BTOPOTO M TPETSer0 PAAC

FINANCIAL
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Highlander was supposed not only to eliminate the
“gap” in the model range between RAV4 and Land
Cruiser, but also to start to dominate in the segment
of middle-sized crossovers.

*data from AEB report (2009-2011), Autoreview

Goals:

1. attracting new customers who are ready to buy
a family crossover in the segment of 1.5-1.7 million
rubles.

Success criterion: positive sales dynamics in 2010-
2011

2. building a communication platform delivering all
the advantages of the product and raising the value
of Toyota Highlander in the TA’s sight.

Success criterion: by 2011, awareness of the model
should be not less than 40% (which is comparable
to the level of awareness of competitors at the time
Highlander was launched in 2010)

Total media budget:
$5 =10 million

Based on universal human values (family, successful
and sustainable business), it was necessary to attract
the TA with the help of the product advantages and
a masculine character of the Toyota Highlander auto
— areliable and technically advanced crossover for
men who were self-confident and held the whole
world in their hands. The campaign idea: “Everything
Best is in Your Hands”".

Having analyzed competitors’ propositions and con-
sumer inferests, the portrait of the TA was built and
their interest and needs were discovered: men 70%,
women 30%, aged 38-42, married, having children,
with an average and above average income, having
a countryside estate, pragmatic and self-confident.
A man is a head of the family who is proud of what
he has and his family. Highlander for him is an ideal
family crossover which suits him in terms of functions,
price and quality. The product itself became the
starting point for creating a communication idea.
Highlander is an auto which offers people who own
it a wide range of functions, a powerful engine,
universality, reliability, high-level comfort, and us-
ability. Owning such an auto cannot but arise pride
and a feeling of confidence in a person who owns it.
By 2010, every main competitor had had an outlined
positioning in the market and a distinct perception by
customers:

- Nissan Murano on the whole is perceived as a styl-
ish city crossover for women. In customers’ opinion,
“An integral, “cosmic” u “rushing” exterior is in
harmony with a comfortable interior”*

- Mazda CX-7 is perceived as a unique sports
crossover. Customers love its dynamic exterior, its
sport-like character and controllability. At the same
time, “low-quality materials of the interior and its little
space” have their negative impact on the image of
this auto.

- Honda Pilot. Customers indicated the design was
“rough and far from being harmonic”* which to-
gether with other market factors negatively affected
sales of the product.

Thus the competitor insight proved the assumption
that there was a niche of a practical automobile for
a mature person. Another proof of the fact that we
had been right to assume that the practical side of
the auto was the thing we needed to emphasize,
came from the potential customer insight. Having
analyzed owners of preceding-generation Highland-
ers, we defined the main motives and consumer ex-
pectations and understood who was likely to buy an
auto of a new generation. The primary TA now was
a rather wealthy family man who was proud of what
he had and his family. To him a Highlander was to
become an ideal family middle-sized crossover with
a wide range of functions and the legendary Toyota
quality. We could see that Highlander was meant
for a self-confident man who earned decent money
and was proud of is achievements and his family and

held the situation in his hands. Thus, Highlander was
launched as a practical and dynamic crossover for
a family man.

* data from Clinique Survey conducted by “Toyota
Motor” LLC, March 2010

Based on the consumer values insight, we decided
to show the image of a successful man through
important moments of his life so that the TA could
see that the character of the spot had control over
all the situations: conducting of a crucial contract,
travelling with his family, active life-style. The main
slogan carried a proof of the fact that the char-
acter had chosen the right way: “Stick to the way
you’ve chosen”, at the same time maintaining the
“Everything is in Your Hands” message. Advertising
messages (TV spot, special radio project, prototypes,
web banners) contained a string of key values of a
successful family man, which contributed to the TA
having a more distinct association of themselves with
the character.

There were two stages of the campaign within the
long-term communication project:

1. November-December 2010 — awareness-aimed
campaign.

2. October-November 2011 — campaign aimed at
anchoring the achieved awareness and involvement
of the TA. The choice of communication channels
was based on media consumption of the TA and its
trust to the media (data from TNS Gallup). TV and
magazines are the communication channels with the
highest level of the TA coverage (50% and 27% of
the TA correspondingly pay attention to advertising
in these media), the Internet and newspapers are
most trusted media (the channels have the highest
level of conversion of atftention to advertising and
trust to it — 31% and 36% accordingly). Apart from
that, features of every medium were taken into
consideration so that their potential could be used to
the maximum extent.

TV is the only media channel which affects the TA
both in a visual and inn an audio way. Placing on the
national and off-the-air TV helped build the reach

of the TA with the necessary contact frequency and
provide a long emotional contact with the TA (place-
ment of a 45-second spot).

Press and outdoor advertizing provided additional
contact frequency and the auto image memorizing.
Placement in the press was preliminarily in editions
targeted at men (automobile, sports, business, male
glamour, in-flights). Outdoor advertizing was placed
on most premium objects which also provided the
necessary TA reach — supersites, rooftops, arches.
The regions for placement was chosen based on
their sales plans — we picked the regions with a
bigger share in sales of HL throughout Russia as well
as the regions where the model was selling more
against other models.

The Internet is the primary source of the informa-
tion concerning automobiles for the TA. That is why
we decided to put emphasis on the key product
advantages of the model in this channel by adding
the corresponding information into banners being
rotated. Full-screen and take-over banners were
primarily used.

The second stage of the campaign used sponsorship
at the Business FM radio station as well. The station
had been chosen based on the optimum reach (23%
of the TA in Moscow), affinity (198 in Moscow), con-
tent as well as coverage of the key regions.

Thus the realized number of media channels and

the approach to picking resources in each channel
allowed the following: a) to build the reach of the
TA and to draw attention of male audience with a
high income level to it, 6) to position the product as a
family crossover, c) to demonstrate the main product
features of the model.

TV:
Spots

Radio:

Spots

Print:
Trade / Professional
Consumer Magazine
Newspaper

PR:
Events

Interactive:
Online Ads
Web site

Outdoors:
Billboard
Other: (supersites, roof top advertizing)

Trade shows:
MIMS-2010

Sponsorship:
Business-FM radio station

Retail experience:
POP
Video

Other:

The world launch of Toyota Highlander took place
at the Moscow International Motor Showroom in Au-
gust 2010. The event was supported by the printed
and video materials for journalists and breadth
audience which had been designed and produced
exclusively for the event.

On October 13-15, 2010 “Toyota Motor” LLC held a
press conference, presented the auto and offered a
test drive to journalists.

Toyota Highlander was also presented at the second
(February — March, 2011) and the third (September
— Octfober, 2011) all-Russia Toyota X-country test
drive giving people an opportunity to test the auto
on special tracks to see all the advantages of the
model. Information materials were being distributed
(catalogues and price list). As a results of the two
Toyota X-country events show, over 4,000 people
test-drove a Toyota Highlander *.

* data base of actual registrations provided by
“Toyota Motor” LLC, 2011

As the results of 2011 show, Toyota Highlander be-
came the sales leader in the segment of middle-sized
crossovers with the market share of 39% having left
all the competitors behind. The actual sales of the
modelin 2010 and 2011 exceeded the forecast to
reach 765 and 9,589 autos accordingly*.

The Toyota Highlander awareness level reached
41.1% at the end of 2011**,

* data from AEB report, 2011
** data from Comcon, wave 4 2011

Despite the tragic accident in Fukushima (Japan)

in spring 2011 which resulted in a dramatic fall of
Toyota Highlander production and actual freeze
of supplying Russia, Toyota took all the measures
to unfreeze production and delivery to Russia in the
shortest time possible. As a result, the yearly sales
plan for Toyota Highlander for 2011 was achieved.
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AccopTy NNABAEHbIX CbIPOB
(nopuuoHHoe)

PexnamHas kamnarmsa:
«HapopHbie HacTpoeHua»
Kareropus:
MpoaoBonbcTBEHHDIE TOBAPDI
Macwrab npoekra:
O6LeHaUMOHANbHBIA
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LIEJIU U 3BABAYU
KOMMYHUKALIMOHHOIO NPOEKTA

BakrpayHa

Viola — opnH 13 nuaepos B KATEropHM NACBNEHbIX
ChIPOB.

KaTeropus xapaktepuayeTtcs 4oCTaToYHO NNOTHOM
KOHKYPEHLMEN.

[nsa anddepeHumaumm ot octansHeix 6peHaos 1
NOBLILUEHWS MHTEPECA K NPOAYKTY Gbly 3aMyLLEHb!
BKYCbl: BETYMHA, TMCHUYKM, OTyPEL, U YKPOM, CAnsamu,
NOCOCh.

Bce Bkycbl Gbinu BbINyLLEHD! 1 B POPMATE «BAHHOYEKY
1 NONb30BANMCH YCNEXOM y NoTpebuTene.

BbiNo NpUHATO pelueHue BeINyCTUTL QCCOPTH U3 yXKe
Nono6MBLIMXCA BKYCOB M 4OBABME HOBLIE, B NOPLM-
oHHOM dopmaTe (TpeyronbHUKH).

B ocHoBy Kaxa0ro BuaG accopTi BOLMM BKYChI, TU-
MUYHBIEY, Ans Takmx cTpaH kak Ounnarama u Uranus.
DuHckoe U3bpPaHHOE: cansamu, KOnYeHsli coip,
NOCOCh, IMCUUKM.

WranbsaHckoe nabpaHHoe: necto, Tomat 1 6asunmk,
napmesan, lNapmckas BeTunHa

Hwukro no Viola, He cospasan koHuenTyanbHbIi
NPOAYKT, rAe BCe BKYCbl O6beAnHEHbI €AUHOM
KOHLENUMEN, B HOLLEM CIy4ae CTPAHOBELYECKON M
HazsaHem — «PuHckoe nsbparHoey u «MranesH-
ckoe M3bpaHHoe.

3anaun npoekra:

BbiBOA HO PBIHOK HOBOW NIMHENKM BKYCOB B HOBOM
dbopmare, 30mBnEHNE OCOBEHHOCTEN KAXA0TO 13
accopTu.

N UX LOCTUXXEHUE

1. MocTpoeHre NepBUYHOTO 3HAHUA O HOBUHKAX M
CTUMYIMPOBAHME UX NPOBHOM NOKYMKM

2. YBenuueHue fonm B CErMeHTE NMOPLUMOHHBIX MNAB-
nensbix coipos ¢ 20% no 30%

3. JocTvkeHust BONM PLIHKA B KATErOPUM MICBIEHbIX
CbIPOB B HOTYPANIbHOM BbIPAXEHMM HA yposHe 14,5%
4. YsenuueHune yposHs NOAnbHOCTH NoTpebutenei k
mapke Viola Ha 5%

OCHOBHAS MAES MPOEKTA

Kniouesoe koMmyHUKaLMOHHOE CoObLLEHME:
Durckoe n MtanbaHckoe M3bpaHHOe — 3TO accopTH,
KOTOpOE No3sonAeT NonpoboBATHL BCIO rAMMY TPAAK-
UMOHHBIX, 4N 3TUX CTPAH, BKYCOB.

KAK Bbl MPULLJIU K OCHOBHOW UAEE?

Maes ocHOBAHA HA CYTW NPOAYKTA U ABNSETCA
NPAMBIM CIIEACTBMEM M3 HA3BAHMM NpoaykTa «Mta-
nbaHckoe u3bpanHoe» u «PuHckoe nsbpanHoes.
Kasxapii HaBOP BKYCOB BbI3bIBAET ONPEAENEHHbIE
QACCOUMALMM CO CTPAHOM, €€ TPAANLMAMM, ATMOCHE-
POV U TEMNEPAMEHTOM.

Bonnouwenue B kpeatuse:

Jlobas ctpaHa — 370, npexpae Bcero, atmocdepa w
HacTpoeHwe. Y niofed M30 AHs B ieHb HACTPOEHUE
MOXET MEHATBCS, MOSTOMY YEPE3 KHOPOAHbIE HO-
CTPOEHMA» OBBINPAHA CYTb M OCOBEHHOCTL NPOAYKTA.

[anHoe pelenue:

- NO3BOASAET BLIAENUTL MPOAYKT, CO34AThb ero andde-
peHUMpPYIoLLMIt 06PA3 B PSfly OCHOBHBIX KOHKYPEHTOB
- nenaet 6peHp 6onee SMOLMOHANBHBIM U NPUBIEKA-
TEeNbHbIM ANg rIOTpe6MTeJ'|9|

- NO3BONSET AOHECTU OCOBEHHOCTH NPOAYKTA M
BKYCOB

KAK Bbl BO OTUJIN O
AEIO B )KU B

B kauectse «nokomotuneHoro» CMU 6eino ssibpaqo

TenesuaeH1e Kak Hambonee OXBATHLIN HOCUTENb M

3bbEKTUBHBIN UHCTPYMEHT.

T RV
DB U

Pasmelermne ponukos:
1 kanan, Poceunsal, CTC, Domawnui, ATB

B nogaepsxky TV akTMBHO MCNONb30BANMCE:
HapysxHas peknama - nosepxHoctn 3x6 1 pasmete-
HWe HO TpaHcnopTe.

B nOHHbBIX KOHONOX KOMMYHMKALMS OTAIMYANACH
NPAMbIM NPEACTABNEHMEM NPOLAYKTA, KPYMHO 3058-
NIEHHOM YNAKOBKOM 1 GOHAMM, CUMBOM3UPYIOLLMMM
KIIOYEBbIE OCCOUMALMM CO CTPAHOMM: AEPEBAHHbIN
powatsiit cton — GUHASHAKA, KNEeTYATAA CKATEPTb —
Wranms.

OCHOBHOW UAEU
TB:
M Tenepeknama

HapyxHas:

[ Pexnamubie wpusl

1 Topopackoit TpaHcnopT (BaroHs MeTpo)
B [pyrve: METPO

Po3HuuHbIE NpOAGXM:

M Pexnama B Mectax npoaax
1 TosaposeneHue B MarasmHax
M [MpogewmkeHne Tosapa

OCTAJIbHbIE MAPKETUH
COCTABJISIOLUME KAMNAHUM
M PacnpocrtpaHetue

MOMMMO OCHOBHBIX OKTUBHOCTEM, HANPABAEHHbIX
HO KOHEYHOro noTpebutens, ocoboe BHUMaHMe
YAENANOCh NOCTPOEHMIO KQUECTBEHHOM BbIKNAAKM
NPOAYKTa B po3Huue u pasmelternio POSM.

PE3YJIbTATbI. OTKYZAA Bbl SBHAETE,
YTO 3TO CPAEOTAJ10?

OcHogHble Lenu NpoekTa Bbinu LOCTUHYTHI:

1. Dons Viola B cermeHTe NOpUMOHHbIX NNABAEHbIX
CbIPOB JOCTUMA B HATypansHom Beipaxkeruu 30 %,
4TO COOTBETCTBYET 3AMNAHMPOBAHHBIM MOKA3ATENSIM.
ITOT POCT B OCHOBHOM O6YCNOBNEH NPOAAXKAMM
Hosoro npoaykTa (uctourmk: ACNilsen 2011/ON-
Poccus)

2. Viola saHana nuanpyioLLyio Nosuumio B kaTeropu,
CPABHMBLUMCh B HOTYPASbHOM BHIPAXEHWHM C 06b-
eMaMM NpoaaX OCHOBHOrO koHkypeHTa Hochland,
30BOEBAB OO B HATYPANbHOM BBIPAXEHMM HA

(o) 0,
ypoeue 14,7%, uto Ha 0,2% sbilwe 30n1aHUPOBAH-
HbIX MOKa3aTenen.

3. B xone peanusaumm KaMNaHWM BEIPOCHK NO-
kazartenu nosnsHoctn Ha 7,3%, uto Ha 2,3% Bbiue
3annanmnpoBaHHbix (uctourmk: TNS, BHT 2011/1V vs
II- Mockea-Cr16)

POUCXOANIIO JINNTO BYb

ALLIUM YU A s

Braronpustcreyiowx dakTopos B nepuos pas-
PABOTKM 1 PASMELLEHHS PEKITAMHOM KAMMAHMM
BbISIBIIEHO HE BbiNo.

Cheese spread mix (multi portion pack)
Campaign fitle: «National moods»
Category: Food products. Cheese spreads.
Project scale: National

WHAT WAS THE STRATE
COMMUNICATION CHALLENGE?

Background

Viola — one of the leaders in Cheese Spreads
category.

This category is characterized by a considerably
tight competition in the market.

For the purposes of brand differentiation and
product interest growth, the following flavours were
launched: ham, chanterelle, cucumber and dill,
salami, salmon.

All flavours were marketed in «small tubs» format
and were successful with the consumers.

It was decided to launch a new mix consisting of
already popular flavours with the addition of some
new ones in a ‘triangle’ format (multi portion pack).
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Each mix was based on a selection of flavours char-
acteristic of different countries and their gastronomic
peculiarities.

Viola pioneered in the market with a conceptual
product in having all flavours connected by a com-
mon storyline, in this case of cultural peculiarities of
different countries.

Finnish selection : salami, smoked cheese, salmon,
chanterelles.

Italian selection: pesto, tomatoes and sweet basil,
parmesan, Parma ham

Project objectives:

Market launch of a new flavour mix line in a new
pack format, statement of distinctive characteristics
for each mix.

TATE SPECIFIC GOALS.
1. Building the initial awareness of the novelty prod-
ucts and providing incentives for a trial purchase.
2. Increasing the share in the cheese spread portion
mix segment from 20% to 30%
3. Gain the market share in general cheese spreads
category at a level of 14,5%.
4. Increase Viola brand loyalty by 5%.

Key message:

Finnish and ltalian selections are cheese mixes that
give you the opportunity to taste the whole gamut of
these countries” traditional flavors.

The idea is based on the essence of the product

and ensues directly from the product names “Italian
Selection” and ‘Finnish Selection’. Each flavour mix is
associated in a certain way with the country, its tradi-
tions, atmosphere and temperament.

Creative solution:

Any country is, first of all, a certain atmosphere and
mood. Individual’s mood may change as days go
by, that is why we used the ‘national mood’ to cap-
ture the essence and peculiarity of the product.

This solution:

RESULTS. HOW DO YOU KNOW IT WORKED?

The main project goal has been achieved:

- allows to discriminate the product, create a differ-
entiating image in comparison with major competi-
tors

- makes the brand more emotional and attractive for
the consumers

In the 4-th quarter of 2012

- allows to convey the product and flavor peculiari- 1. Viola market share in portion cheese

ties spreads segment has grown by up to 30% (as it
planned) in physical terms since product novelties

were launched (source: ACNilsen 2012/ON- Russia)

We selected television to be a locomotive medium 2. Viola became the leader in the category

and equaled in physical terms the sales volume of

its primary competitor Hochland, having gained the
physical share at the level of 14,7% (that 0.2% higher
than planned result)

3. Brand loyalty grew up by 7.3% (2.3% higher

than planned result) (source: TNS, BHT 2012/OD-
Moscow-SPb)

because of maximum coverage and effectiveness of
this advertising tool.

Commercials on TV:
Channel 1, Rossia 1, STS, Domashniy, DTV

TV was actively supported by the use of 3x6 bill-
boards, the communications distinctive feature con-
sisted in product direct presentation, domination of
container picture and backgrounds symbolizing and
eliciting key associations with the countries: wooden
board table — Finland, checkered cloth — ltaly.

(WHETHER OR NOT
WERE INVOLVED) THAT MIGHT HAVE
ELPED DRIVE RESULTS

There were no favorable factors found during the
preparation and implementation stages of the
advertising campaign.

Transport advertising used the background colour
analogous to the packing: Italy — green, Finland -
blue, also all the ingredients were demonstrated.

COMMUNICATION TOUCH POINTS
TV:
M Spots

Outdoors:
M Billboard

Retail experience:

m POP

1 In-Store Merchandizing
1 Sales promotion

OTHER MARK N OMPONEN
D IN 1K AVIP A I\

M Distribution

M Other:

Apart from main activities aimed at the end user, a
lot of attention was paid to ensuring quality display
of the product at retail sales points as well as to
POSM.

ACCOPTN.
HA JTHOBOM

UTAJTbAHCKINA
BKYC
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MpoTuBoBUpYCHbLIN Npenapar
(vHaykTOpP MHTEPPEPOHOB)

PexknamHas kamnaHus:

«PEMC»

Kateropus:

MeauuuHckue ycnyru.
DapmaueBTHYECKME NpPenaparbl
Macuwtab npoekra:

PervoHanbHbii O6LLEHALMOHANBHBIN

Karouen’

NPOTUBOBUPYCHbI mMpenapart

karouen

AAXE NPU 3ANQ3AANOM NEYEHUM
NPOCTYAIBIN TPHHHMDV if
Uk

karouen’

RAXE NPY 3AN03AANOM NIEYEHUN
NPOCTY/1bl M rPUNNA

KarQuey

"lomaum»., w,“

e 20

OcHOBHAR CTPATETMYECKOS Lefb - YBENMUNTL JOIO
PbIHKG € 2-x 10 7% B CErMEHTE MPOTUBOBMPYCHbIX
NPEenapaTOB A471st IEYEHHUS 1 MPOPUNAKTUKM NPOCTYAbI
W rpunna.

3apaum:

CospaHue 1 peanmsaums UHTErPUPOBAHHOM
KOMMYHWMKOLMOHHOM CTpaTeruu, anddepeHumanms
OPEHAA OT KOHKYPEHTOB, YKPEMIEHUE IOANBHOCTH
CYLLECTBYIOLWX 1 MPUBNIEYEHME HOBBIX NOTPEBUTE-
neit, 3pdeKTUBHAS ONTUMMU3ALMA PETUOHASBLHOTO U
dbenepansHoro TB pasmeluerms (meana-sapada ans
pervoHansHoro pasmellenns: Reach 7+ >45%, ana
dbenepansHoit kamnanmm - Reach 15+ =48-50%)
Yro npoucxoamno B npoexTe:

[lns noctuxenus nepedncnerHsix uene Geinn pean-
30BAHbI CIIEAYIOLME MEPOTNPUSTHS:

- pa3paboTKa HOBOM, HECTAHAAPTHOM ANt KATEro-
PHK, KOMMYHUKALMOHHOM CTpaTeriu

- pa3paboTKa U PEAnU3aALMS MHOTOYPOBHEBOM
cTpateruu meana pasmelterus (TB, npecca, paauo,
MHTEPHET) C YHUKANbHBIM COYETAHMEM PErVIOHABHO-
ro M GEeAepanbHOro PA3MELLEHMA AN MAKCUMM3ALMM
oxeata no ecer Poccmn (93%) npu ontummsaumm
6roaxeTa.

- MEPOMPHSATUSA MO CTUMYIMPOBAHMIO CNPOCA B
MECTaxX NPOAA

Kpurepun Ycnexa:

- pocT nomu peiHka 1o 7% 8 2011 r.

- poct 3HaHua mapku ¢ 8% no 30% (Ha 1 «ks. 2012 )
- poct npoaax no utoram 2011 roaa & 3 pasa no
otHowermio k 2010 .

- YKpEnneHue MMmumka 6peHaa kak euHCTBEHHOTO
NPOTUBOBMPYCHOTO NPENAPATA, KOTOPbIA MOMOTraeT
AQXKE MPK 3aM034AN0M NIEYEHUM NPOCTYAb U TPUNNG
CuTyaums Ha pbIHKE, KOHKYPEHTHOE OKPYXEHHe,
OMUCaHKME NPOAYKTA:

PbiHOK cpeacts ans NPOGUIaKTUKM 1 nedeHus
NPOCTYAb U FPUMNGA NOAPA3AENAETCA HA 3 rPynmbI:
cumMnToMaTHueckue nekapcreenHsie cpeactsa (J1C),
ummyHoctumynupytowme J1IC u npotneosmpycHele
NIC. Ocobennoctsio poiHka JIC ans npodunaktvkm 1
neyeHus NpPoCTyasl 1 rpunna sensetcs Ha 99,48% ux
GespeLenTypHbIi OTMYCK.

Fomeonatuieckue J1IC (OumnnokokumHym, AdnyGun
1 AHaPEPOH) MMEIOT CUMbHBIE MO3WLMM HA PbIHKE
CPEeACTB Ans NPOGUNAKTUKM 1 NIEYEHHMS MPOCTY /b

1 TPMMNG, HO MX JIULLL YCTIOBHO MOXHO OTHECTH K
rpynne npoTMBOBMPYCHbIX MPENAPATOB 13-3 OTCYT-
CTBMS OMUCAHMA MEXAHU3MA WX fiencTeua. B cermenTe
npoTtusosupycHbix JIC no ypoBHIO 3HAHMS MapKK
(cnontaHHoe 3HaHue mapku — 73%) u no notpebne-
Huio (54%) nommrnpyet npenapat Apbupon (Cm.
Mpunoxenue 1,2). Mpobnema Karouena® cocroana
B HU3KOM YPOBHE 3HAHMA MAPKM (3HOHME Ha KOHel,
2010 r -8%) v OrpaHUYEHHOM YPOBHE UCMONBL3OBA-
Hust (2%) (cm. Mpunoxenue 3). Kpome Toro, 8 cermen-
Te Bcero poiHka JIC ot rpunna 1 npoctyas 8 2010 r
NPOM3OLLNO PE3Koe NafeHe TEMMNOB NPUPOCTA (C
35% 82009, no -4% 8 2010 r) u nporHos Temnos
npupocta Ha 2011 r no ganHbim «Pharmexpert» co-
crasnan nuws 10% B CTOMMOCTHOM BEIPOXEHUM (CM
Mpunoxerune Nod).

OcHosHble uenu:

- QKLEHTUPOBATL BHUMAHUE NOTPEOUTENEN HA YHN-
KQMbHOM MPEANOXeHnn BpeHaa (MoMoLLb Aaxe npu
3aN03AAN0M NIeYeHMM NPOCTYAb U FPUNNa)

- ykpenuTb Bocnpustre npenapata Karouen® kak
«CEMEMHOTO» BPEeHAa ANs B3POCIbIX 1 AeTer ¢ 6-Tn
net

- b dbepeHuMpoBaTs 6peH, MaKCUMALHO OTCTPO-
UTbCSI OT OCHOBHbIX KOHKYPEHTOB.

OcHOBHOM NOAXOM B KOMMYHWUKALMOHHOM CTPATErMM
6penaa - eanroe (through-the-line) coobuienue so
BCEX KAOHQOX KOMMYHMKALWMI B TEYEHWE FOAQ.

KonunuecrseHHble kputepum:

- YBEMMYEHUE AOSIM B CETMEHTE MPOTUBOBMPYCHBIX
npenapatos ¢ 2% o 7%

- POCT QMNTEYHbIX MPOACX B 3 PA3A MO CPABHEHMIO C
2010r.

- pocT 3HaHUa mapku 1o 30%.

ﬂ,OHHbIX no noBegeH4YeCkKnm n I_IepLLel_ITMBHbIM KpMTe'
PUAM HET, MOCKOMbKY MCCNEAOBAHME NO U3YHEHMIO
300p0oBbs GpeHaa byaeT NPoBOAUTLCA B Anpene
2012 ropa.

MHHOBALMOHHBIN OTEYECTBEHHbIN NPOTUBOBUPYCHBbIN
npenapat Karouen® nomoraet gaxe npu 3ano-
30Q10M NIEYEHMM NPOCTYAbI U TPUNNA (BO3MOXHOCTb
HAYMHATb NevyeHne BninoTb 40 4-I'O OHA OT Ha4Yana
3abonesanus). Jleuerue npubynet sospems!

lpynna npotusosmpycHbix npenapatos ¢ 2009 roga
ABNAeTCA HCIVIGOJ'Iee AMHOMMYHO PA3BMBAIOLLMMCA
CermeHTom poccumitckoro dapmpsirka. Ho 6onbLum-
CTBO COBPEMEHHbIX MPOTUBOBUPYCHbBIX NPENAPATOB
6OopIOTCS C BUPYCAMM MPOCTY/Ab! 1 TPUMNNA TOMBKO

HO PAHHWX CTAAMSIX NPOSIBAEHMS 30601EBAHMM

(8 NEpBLIN-BTOPOI AEHL OT MOMEHTA NOSBIEHMS
NEePBbIX MPU3HAKOB UHPEKLUMOHHOTO 3a60neBaHMs).
Korouen® ABNAETCA YHUKASTbHBIM OPUTMHAbHBIM
POCCHICKMM NPOTUBOBUPYCHBLIM NPENAPATOM,
KOTOpPbIN 3P dekTUBEH faxe Ha 4-e CyTKM C MOMEHTA
Havana 6GonesHu.

Motpebutenu: Mo AAHHBIM MHOTOUYUCIIEHHBIX UCCTIE-
,U.OBOHM;‘, XEHLWMHbI ABNAIOTCA OCHOBHbBIM MOKYyNa-
tenem JIC B antekax. Ouu yacto 6epyT Ha cebs
MYXCKME PYHKLMM, PALMOHAIbHBI, BOCMPUUMUMBSI K
pekname, 3KCNepTbl B CEMbE MO BOMPOCAM NeUeHHs,
CAMOCTOATENbHbI B Bb|60pe N MPUHATUN peLLEeHUs

o nokynke JIC. Karouen® obpalaetcs K keHLum-
HOM C OKTUBHOWM XM3HEHHOM NO3ULMEN, XMBYLLMM

8 GOMbLUMX TOPOAAX. YXYALLIAIOLWASCS SKONOmMHs,

BCE BO3PACTAIOLLME HATPY3KM M CTPECCH 4ACTO
CTQHOBSITCA MPUUYMHOM Ocnabnerus ummyHuTeTa. Kak
cnencrteue, NOABEPXEHHOCTb HACTbIM MPOCTYAHbIM
3abonesanusm. B kpyrosoporte gen  3a60T OHM 30-
4ACTYIO HE 3AMEYAIOT NEPBbIX MPU3HAKOB BONE3HM.
Korga cumnromel OPBU unu rpunna npuobperatot
APKO-BbIPAXKEHHYIO OKPACKY, GOMBLUMHCTBO NPOTUBO-
BMPYCHbIX MPENAPATOB yXe He MOMOraeT.

OcHosHas LIA: aktusHbie xeHwmHbl 25-55 net, co
CPEefHUM M BbILLIE CPEIHErO YPOBHEM A10X0aa, pabo-
Tawouwmne, KBOﬂM¢MHMpOBOHHbIe cneunanmcTbl, Kak
npasuno, cemensle, ¢ getbmu. Hawa LIA Hyxaaertcs
8 J1C, koTopoe 6bl 3 PekTUBHO CNPABASNOCH AAXE C
30MyLLEHHbIMK GOPMAMM MPOCTYALI M TPUMNA.

BpeHa: npoctyaa mnum rpunn gnsTcs yxe HeCKONbKO
[HEN 1 BCE HEMPMUATHBIE CUMMNTOMbI YCNENN NPOSBUTb-

q... EcTb cnocob peluenmnsa npobnembl — OpUrnHanb-
HbIlt NpoTMBOBUPYCHbIN Npenapat Karouen® - cnpa-
BUTCS C BUPYCOM M MOMOXET AAXE NPU 3ANO3AANTOM
Havasne ne4yeHuns NpocTyfbl 1 rpunna.

[na noHecenms ocHosHOM naeu (MpoTBOBUPYCHBIN
npenapat Karouen® nomoraet gaxe npu 3ano-
30ANOM NeYeHun NpocTyasl 1 rpunna. Jleverne npu-
6ynet Bospemal) Bbinm BoIBPAHBI PA3AUYHBIE KOHANbI
KOMMYyHWKaLuu. MIHTerpupoBaHHas kamnawus Geina
HAMPABAEHA HA KOHEYHbIX NOTpebuTenen, cneum-
QNMCTOB (MPOBM3OPOB M BPaUet), AMCTPUBBLIOTOPOB.
OCHOBHBIMM 30AQYAMM KAMMAHUM CTANK: GOPMM-
posaHue ummoxa bperaa Karouen® u ysenuuenne
YPOBHS 3HAHMS.

1. Pexnama na TB:

A) pervoranbHbii dnaitt (nepuog: bespans-mapT
2011 r) sknioyan B ceba Tpancnaumio 20- u 15-ce-
kyHaHoro ponvkos Karouen® «Petic» 8 19 ropopax
POCCVIM, B KOTOPbIX €CTb NPEACTABUTENbCTBA KOM-
nanun «HMAPMEIOMK». Lens: noseicuts ypoBeHs
M3BECTHOCTW NMPENAPATA B FOPOAAX C AKTUBHOM
NPOMOLMEN B SMMACE30H NPOCTYAbI U rpMANa.

B) denepanbHbiit bnaitt (neprog: okTabpb-gekabpsb
2011 r) Bkntoyan 8 cebs sbiGop HaMbonee penTUHro-
BbIl U apUHUTHBHBIX kaHanos («[lepabiity, «Poccus
1» 1 «Jomawwhuiy) u Tparcnsumio pommka Karo-
uen® «Peiic». C uenbio abdextusHoOro pacxogo-
BAHMUSA 6}Oﬂ.)KeTO M NOBbILLEHUA YHOCTOTHOCTH 6bIJ'IO
NPOBEAEHA ONTUMU3ALMS KAMIAHMM MO XPOHOME-
Tpaxy: nocne TpaHcnsaummn 20-cekyHaHOro ponmka B
HAYQNEe KaMNaHuu (KOTOPbIM BOSXHbI BbIW yBUAETH
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He meree 80% LA, a 50% LA — ne menee 3-x pas),
nepewwnu kK TpaHcnsawn 10- n 5-cekyHaHbix BEpcui
ponwka. Llenb: nobutbes MakcumansHoro oxsata

1 YBENMUYEHMS YPOBHS M3BECTHOCTM BPEHAA M, KAK
CNIEACTBUE, 3HAYUTENLHOTO POCTA NPOAAX NPENapa-
Ta Karouen® 8 TeyeHue snmacesoHa.

C) cnoncopcTso nporHosa norogsl Ha «HTBx (yctHoe
obbsasnerne auktopa + ponuk «Peiicy). Mcnonbsosa-
NOCb B NepHop okTAbPb-0eKkabpb C Lenbio ysenuue-
Husa oxsaTa LIA.

2. Pasmelenwe B npecce:

Llenb ncnonb3oBaHms AAHHOMO KAHANG — PA3b-
ACHUTD LeNeBbiM ayauTopusm (noTpebuteny,
NPOpECCMOHANb OTPACU: BPAUM, TPOBU30PSI, ANC-
TPUBBLIOTOPbI) KOHKYPEHTHOE MPEUMYLLECTBO NPOTH-
sosupycHoro npenapata Karouen® nocpeacrsom
PA3MELLEHUA PEKIIAMHBIX MOAYEN, MyBanMKaumii 1
3KCNepTHbIX cTaTei. Pasmeluenue B npecce nmeno
2 MUK AKTMBHOCTM, COOTBETCTBYIOLLMX NEPUOLAM
TB pasmelnerms: dpespans-mapT n okTa6pb-aekabpsb
2011 r.

3. Nnteprer:

B UntepHeTe npoBoamnuch cnepyioLme Buasl aKT1e-
HoCTe:

-Social Media Marketing: kamnanms «BKonrak-
Te» - coBOKynHas ayautopus rpynnsl «Karouen. He
6oneril» - 150 000+, npoeenero 3 koHkypca, Ha-

npasneHHbix Ha dopmrposarue nosnsHoct, 2 500
YHYOCTHMKOB KOHKYPCOB; KamMaHus B Griorocdepe;
Ha GOPYMAX M CAUTAX.

- MeauiHas, koHTekcTHas peknama (6anneps: 136
481 nokasos, 191 Thic. nepexonos Ha CAiT NPoayk-
TQ; KOHTEKCTHAR PEKIAMa: OXBAT 9 MiH. yenosek, 88

900 nepexonos Ha CAMT NPOAYKTA)

- Paspabotka v npoasmxenue noprana hitp://6es-
rpunna.pd 8 opmaTe MHTEPAKTUBHOTO MHGOPMALW-
OHHOTO XypHana o 6opbbe € rpUnMNom.

- OpraHu3auys NOMCKOBOTO NPOABUXKEHMS

- BHenpeHue HecTaHROPTHBIX QKTUBHOCTEN (CO3aa-
Hue v noces B snuacesoH (pespans 2011 1) eupyc-
Horo poruka «Just one day» (ponuk 6bin cHST No
OpUrMHanbLHOM meToamke stop-motion, Habpan 6o-
nee 60 000 npocmoTpoB; paspaboTaHa HOBOrOAHAA
MHTEPOKTUBHASA OTKPLITKA OT npenapata Karouen®,
NO3BONAOLLAA CO3AABATL COOCTBEHHBIE NO3APABNE-
HUa 1 pacceinate ux, Gonee 2 500 yenosek socnons-
30BANUCH NPEJOCTABNEHHOM BO3MOXHOCTBIO)

Llenb MHTepHeT kaMnaHuu — paclumpeHme KomMmy-
HUKALMOHHOM KamnaHuu «Peiicy, cosaaHue ummnaxa
COBPEMEHHOTO 3 PEKTUBHOTO MPOTUBOBUPYCHOTO
npenapara, npegocrasnexue LIA BosamoxHocTen
[ UHTEPAKTUBHOTO 06LieHUs ¢ 6peHaom, Gopmu-
posaHue noansHocTv kK 6penay Karouen®.

4. Pagmo (pervoHansHsiit dnait: r. Mockea 1 MO):
8 PAMKQAX MHTErPUPOBAHHOMN KAMMAHWM B NETHMIA
NEPUOL OCYLLECTBIISNCS PEMMOHANbHBIN GauT
pasmettenms Ha paguoctaHupsx TOP-FM — paano
ponuk «Karouen®. Bce peno s npodunaktukel» ¢
QKLEHTOM HO CEMENHYIO NPOGUNAKTUKY B NEPUOL OT-
AbIXO W CMEHBI KmaTieckmx 3oH. Llens npuenede-
HUsSt AAHHOTO PECYPCA — MOBLILIEHNE YPOBHS 3HAHMS
No HOBOMY MOKA3AHMIO - TPOGUIAKTUKA NPOCTY bl B
NETHU NEPUOA C LENbIO NOAAEPXAHWA MPOACXK BHE
ce30Ha (Ha hOHE HU3KOM OKTUBHOCTU KOHKYPEHTOB).
5. PosHuuHble npoaaxu:

MpoapmxeHme TOBOPA B ANTEKAX M ANTEYHBIX CETSAX
Poccuu: mepueHnaiauHr, ncnonb3oBaHe HOBOM
nuneiku POS (ancnercep, Bo66nep, BuanTHULQ,
MOHETHWLA, WendToKep), NOAAEPKUBAIOLLMX
KOMMYHMKOLMIO B PAMKOX BEIOPAHHOM KOHLENLMM
«Peiic», nposeseHme KOHKYPCOB A4St NPOBU3OPOB U
¢bapmaLesToB.

Mcnonb3zosarue nnasm «Bugeo MutepHawHn» 8
mecTax npoaax (anteku cetn 36’6, r. Mockea) —
nemoHcTpauus ponvka «Karouen®. Bee peno & npo-
dunakukel» B neTHuit nepmog 1 ponuka «Peitc» ana
NOAAEPXKAHUS OCHOBHOM TB-kamnaHuu B TeueHne
3MUACE30HA OCEHb-3UMA.

B npoueHTHOM cooTHOLWeEHUM gons peknamsl Ha TB B
obuiem meana-6romxeTe coctasnna - 76% (13 Hux Ha
A0S0 CNOHCOPCTBA NpUWNock - 4%), nons npecce
—9,7%, nons Untepret - 7,4%, Ha nonio peknamsl

B MECTOX MPOAAX Npuwnocs 6,2%, nons pagmo co-
crasuna — 0,7% (cm. Mpunoxerne 13).

YHWUKQNbHAA MEANA-CTPATEUS NO3BONMIA LOOUTLCSA
ONTUMM3ALMK 30TPAT M BOCTHKEHMS AMOULMOBHBIX
MAAHOB NMPOAAX B CETMEHTE NPOTUBOBMPYCHbIX
NpPenapaTos, B TOM uucne, anbdepeHumaumm ot oc-
HOBHBbIX KOHKYPEHTOB MO KIMIOYEBOMY KOHKYPEHTHOMY
NPEUMyLLECTBY.

TB:
Tenepexknama
CnorcopcTso

Papvo:
Paanopeknama

MeuarHsie CMU:
Toprossie / MNpodeccroransHbie
MoTpebutensckue xypHansl
[azeTsl

Auvanorosas:
Online-pexnama
MHTepHeT caiTsl
BupycHoe suaeo
CaiTbl COUMAnbHBIX CETEN

BbicTaBku:
HaumnonansHein Konrpece tepanestos, 23-24
mapta, Cr16; 23-25 Hos6ps, Mockea
Il Konrpecc no Mndekunortbim 6onesHam, 28-
30 mapta 2011 r., Mocksa
Pocceuitcknit Haumoransrsii KoHrpece «Henosex
n nekapcteo», 11 - 15 anpens 2011 r., Mockea
IV Becepocenickas HIMK «MHbekumorHbie acnek-
Tbl COMATUYECKOM NATONOTMUM Y fieTEMNy,

23-24 mas 2011 r., Mockea
IX HIMK «MHdpekuporHbie 6onesHu n aHtu-
MUKPOGHble cpeactsay, 6-7 oktabps 2011 r,,
Mocksa
IV MexayHapoaHbii $popym N0 HOHOTEXHOMOMU-
am «Rusnanotech’11», 26—28 oktabpa 2011 1.,
Mocksa
X Konrpecc Oetckux nHdekumnonucros Poceuu,
7 -9 nexabpa 2011 r., Mockea

CnoHcopcTBO:
Cnorcopctso noroasi Ha «HTB»

Po3HuuHbIE NpOoAGXM:
Peknama B mectax npogask
Buneo
[MpoasuxeHue Tosapa

BoeneueHune KNMeHTOB:
Pacckas o nuurom onsite (WOM)
Bupycroe
Co3naHHbIN NOTPEBUTENAMM KOHTEHT

[Mporpamma nosinsHOCTH
LleHoBas nonutuka
Hpyroe:

60 MEAMUMHCKMX MPEACTABUTENEN KOMMAHMH
perynsapHO NOCELLAM CNeUUanmCToB (TEPanesTos,
MHPEKLMOHMCTOB, OTONAPUHIONOTOB,
MYNbMOHOSOTOB M NEAUATPOB) B KPYMHEMLLIMX
ropogax Poccum v ¢ nomoLusto Beicoko
ksanuduumposartbix OL's (BepyLumx cneunannctos
otpacnu) nposenu 495 nexumnit ana 12 500
CNeumanucTos B pamkax nporpammsl « CoBpemeHHsle
NOAXOAbI K MPOMUNAKTUKE M NEUEHUIO TPUMMNA U
npOCTyabi».

B pamkax paboTsi No pacLuMpeHHio NoKa3aHHi

1 CHUXEHMIO BO3PACTHOTO LEH30 30BEPLLEHb!
KnMHKUYeckue nccneposanua npenapata Karouen®
y AETEN MICALWEro BO3PACTA, B PE3yNbTaTe
nony4yeHo paspeluerne Munzgpasa ot 15 Hosbps
2011 r. Ha NpuMeHeHue y feteit ¢ 3-x neT ans
NEYEHHS TPUMNA 1 NPOCTYAbI.

B pamkax exerogHoro Koxrpecca «Henosek u
NeKapcTBOy» CTapToBan TBopyeckuit KoHkypc ans
cneunanucros «Karouen®: nomous npubyaet
BOBpEMs!» HO NyyLlee NTEPATYPHOE 3CCe No
Karoueny®, koHkypc npusnek sHumaH1e Gonee

500 cneunanucros 1 sasepmncs 8 oktabpe 2011 r.
noespkoi nobeautens e Npary.

B pomkax nporpammsl nOsSnbHOCTH k GpeHay
NPOBM30PAM 1 BPAYAM B KPYMHEMLLMX

ropogaax Poccuu ¢ uensio npodunaktuku Guinm
npegocrasnexs 06pasusl npenapata Karouen®

B npenasepuu anuacesoHa (scero okono 70 000
ynakosok: dpespans ~ 30 000 yn., oktabpb-HOA6pb
~ 40000 yn.)

Karouen® eknioyen Munsgpascoupassutms PO
Ha 2011 r 8 nepedeHb XKU3HEHHO HEOOXOAMMBIX

1 BAKHEMLUMX TEKAPCTBEHHbBIX MPENAPATOB
(KHBJIM), a takxe, 8 2010 r Ha 6rvkaiiwme 5

neT, B MUHUManbHBIN nepevets JIC ans anteursix
opranmsaumit. Llera Ha npenapat kKoHTponupyeTca
rocyaapcrsom, Karouen® naxoputcs 8 cpesHem
LleHOBOM CETMEHTE B rpynne NpOTUBOBMPYCHBIX
NPEnapPaTOB W CTPOUTCA HA ONTUMANBHOM
COYETaHMM LeHa/KaYecTBo.

Bce uenm KOMMyHUKAUMOHHOM KaMNAHWK Bbinu
LOCTUrHYTBI M MO OTAENbHBIM NOKA3ATENSM - NePEBbI-
NOSHEHSI.

Mo utoram nepsoro pervoHansHoro TB ¢naita 3a

1 k8. BbINN [OCTUTHYTE PEKOPAHO BHICOKME MPOACKM
B QNTEYHOM CErMEHTE, KOTOpbe npessownu Ha 23%
utorossie npoaaxu 3a seck 2009 r. (cm. Mpunoxe-
Hue Ne 5, 6,7).

[To utoram sToporo depepansHoro TB ¢navita ypo-
BeHb 3HaHusa B Mockse soipoc go 30,9%, a B uenom
no Poccun cocrasun 21,1%. MNonHouerHoe snuaHre
TB peknamsl HO ypoBEHb 3HAHMS ByAeT 3aMETHO B
moHuTopuHre 3a 1 nonyrogue 2012 roga, Tak kak
onpoc notpebuteneit s 4 ks. 201 1r. npoxoaun B ne-
puog c okTs6ps (koraa PK ewe Tonsko craprosanal)
(Cm. Mpunoxerue 8).

Mo ganHbim 3a 2011 rog fOCTUrHYT POCT NPORAX

8 3,6 pas no otHowenwmio k 2010 r. u npessowen
3QNNAHMPOBAHHBIN NOKA3ATENb (MNAHUPYEMBIN POCT
- 8 3 pasa). (em. Mpunoxenve Ne 9). Jonsg peiHka
seipocna ¢ 2% u 8 4 keaptane 2011 roga cocrasuna
9% (cm. Mpunoxenne 10).

B 2011r. Karouen® cran eaMHCTBEHHBIM NPOTUBO-
BUPYCHbIM MPENAPATOM CPEAK MPOTUBOBUPYCHBIX
CpencTs C MEAMA NOAAEPXKOM, KOTOPLIA AEMOHCTPM-
poBan nonoxutensHsii npupoct npopox + 202%
NpW CPEAHEN OTPULATENBHOM AMHAMMKE B CETMEHTE
nopsaaka -13% (nanHeie PharmExpert, 2011) (cm.
Mpunoxenune Ne 11).

KOoMMYHMKALMOHHAS KOMMNAHMS LOHECTA OCHOBHYIO
upeto, nossonuna audbdepeHumposats Gpers, oT-
CTPOMTLCS OT OCHOBHbIX KOHKYPEHTOB M MOBAWSNA HA
MMMIX BPEHAA, KOK COBPEMEHHOTO, UHHOBALMOHHbIN
1 3pPEKTUBHOrO NPENAPATA ANt IEYEHUS MPOCTY /A
u rpunna (Cm. Mpunoxerne Nol2) .

Pe3ynbTaToM KOMMEPUECKOTO yCNexa B NpOABHXe-
Huu npenapata Karouen® crano nognucatque B Ho-
a6pe 201 1r. mexay OOO «HNAPMEONK MITIIOCx
1 OAQO «PocHaHo» cornatuerus o crpouTtenscTee
dbapmauestuueckoro sasoga B Kanyxckoi obnacty
A5 HOPALLMBAHMS MPOM3BOACTBA MHHOBALMOHHOTO
npenapata Karouen® 1 HoBbIX HOHONPENAPATOB HA
ocHose Karouena®.

Antiviral drug (interferon inductor)
Campaign fitle: “Arrival”

Category: Medical services. Pharmaceutical
Medications

Project scale: Regional National

The primary strategic goal was to increase the
market share from 2% up to 7% in the segment of
antiviral drugs for treating and preventing cold and
flu.

Obijectives:
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Design and execution of an integrated communica-
tion strategy, differentiation of the brand from its
competitors, strengthening of loyalty of the existing
customers and attracting new ones, effective opti-
mization of the federal and regional TV placement
(media objective for regional placement: Reach

7+ >45%, for the federal campaign - Reach 15+
=48-50%)

What was going on with the project:

To achieve the above-mentioned objectives, the fol-
lowing activities were designed:

- design of a new communication strategy which
would be new to the category

- design and execution of a multi-level strategy of
media placement (TV, press, radio, the Internet) with
the unique combination of regional and federal
placement for maximum reach throughout Russia
(93%) with budget optimization

- activities aimed at demand stimulation at POPs
Success criteria:

- market share growth up to 7% in 2011

- brand awareness growth from 8% up to 30% (as
of Q1 2012)

- friple sales growth in 2011 vs. 2010

- strengthening of the brand image as of the only
antiviral drug which helps even if treatment of cold
and flu has been delayed

Marketplace, competitive environment, product
description:

The market of drugs for treatment and prevention of
cold and flu is divided into 3 groups: symptomatic
drugs, immune stimulating drugs and antiviral drugs.
The specific feature of the market of drugs prevent-
ing and treating cold and flu is that they are sold with
no prescription at 99.48% cases.

Homeopathic drugs (Ocillokokcinum, Aphlubin and
Anapheron) have strong positions in the market

of drugs for treatment and prevention of cold and
flu, however, they can be relatively considered a
part of the group of antiviral drugs as the way they
work has not been described. In the segment of
antiviral drugs, it is Arbidol that dominates, as to
brand awareness (unaided awareness — 73%) and
consumption (54%) (See Attachments 1 and 2). The
problem of Kagocel® was the low level of brand
awareness (as of the end of 2010 it was 8%) and the
limited level of consumption (2%) (See Attachment
3). Apart from that, there occurred a dramatic fall of
increment tempo in the segment of drugs for treating
and preventing cold and flu, in 2010 (from 35% in
2009 down to -4% in 2010), while the forecast for
2011 according to “Pharmexpert” was just 10% in
value terms (See Attachment 4).

Primary goals:

- o draw consumers’ attention to the unique propo-
sition of the brand (it helps even when treatment has
been delayed)

- fo strengthen the perception of Kagocel® as of
the “family” brand suitable for adults and children
aged 6+

- to differentiate the brand from its main competitors
to the maximum extent.

The main approach of the communication strategy
was the through-the-line message in all communica-
tion channels throughout the year.

Quantifiable indicators:

- increase of the share in the segment of antiviral
drugs from 2% up to 7%

- triple growth of sales at pharmacies vs. 2010

- brand awareness growth up to 30%.

There is no data as to behavioral and perceptional
indicators, as the research of the brand health is
scheduled for April 2012.

The innovative Russian antiviral drug Kagocel®
helps even when treatment of cold and flu has been
delayed (an opportunity to start freatment up to the
4th day from the moment of the disease). Treatment
arrives in timel

The group of antiviral drugs has been the most dy-
namically growing segment of the Russian pharma-
ceutical market since 2009. However the majority of
today’s antiviral drugs fight cold and flu viruses only
at early stages of the disease (on the first or second
day from the moment the first symptoms of the
infection have been seen). Kagocel® is the unique
original Russian antiviral drug which is effective even
on the 4th day from the start of the disease.

Consumers: as numerous research shows, women
are main consumers of drugs at pharmacies. They
often take over male functions, are rational, percep-
tive to advertisements, and are experts in medical
treatment of their families, do not depend on any-
body in making decisions on choosing medication.
Kagocel® addresses women with an active life style
who live in big cities. The worsening ecology, ever
growing stress and pressure often result in a weaker
immune system. Their daily routine often prevents
them from noticing the first symptoms of a disease.
When symptoms of ARVI and flue become obvious,
the majority of antiviral drugs appear helpless.

Primary TA: active women aged 25-55 with an
average or above average income, working, quali-
fied professionals, as a rule, married and having
children. Our TA needs a medicine which would

effectively fight even advanced forms of cold and flu.

Brand: cold or flu has been lasting for several days
already, and all the unpleasant symptoms have
come out... There is a solution to this problem — the
original antiviral drug called Kagocel® fights a virus
and helps even when treatment has not been started
in time.

To deliver the big idea (the antiviral drug called
Kagocel® helps even when treatment of cold and
flu has been delayed. Treatment arrives in timel),
various communication channels were chosen. The
integrated campaign was targeted at end custom-
ers, specialists (pharmacists and doctors), and
distributors. The primary objectives of the campaign
were: building the image of the brand and brand
awareness increase.

1.TV placement:

A) regional flight (period: February-March 2011)
included broadcasting of a 20- and 15-second spot
named “Arrival” in 19 cities of Russia which had rep-
resentative offices of the “NIARMEDIC” company.
The goal: to increase the medicine awareness level
in the cities with an active promo at the time of cold
and flu epidemic.

b)federal flight (period: October — December 2011)
included choosing the most highly rated and affinity
channels ("Perviy”, “Rossiya 1” and “Domashniy”)
and broadcasting of the Kagocel® “Arrival” spot.
In order to spend the budget more effectively, and
fo increase frequency, the campaign timing was
optimized: after having broadcast a 20-second
spot at the beginning of the campaign (which is
considered fo have been seen by not less than

80% of the TA and by 50% of the TA not less than
three times), 10- and 5-second spots began being
broadcast. The goal: to get the maximum reach and
brand awareness increase and, as a result, to get a
considerable sales increase of Kagocel® during the
epidemic season.

C) sponsorship of the weather forecast on “NTV”

(oral declaration by the speaker + the “Arrival” spot).

It was being used in October—December in order to
raise the TA reach.

2. Press placement:

This channel was used to explain the target audi-
ences (customers, industry professionals: doctors,
pharmacists, distributors) the competitive advantage
of the antiviral drug Kagocel® by placing advertiz-
ing modules, publications and expert issues. The
press placement had two activity peaks which corre-
sponded the time of TV placement: February—March
and October—December 2011.

3. The Internet:

On the Internet, the following activities were carried
out:

- Social Media Marketing: the campaign on “VKon-
takte” social networking site - the aggregated audi-
ence of “Kagocel®. Do not be illl” was 150.000+, 3
contests were held, aimed at building loyalty, 2.500
people took part in the contests; the blog campaign;
in forums and on web-sites.

- media, context marketing (banners: 136.481 of
displays), 191 thousand clicks directing viewers to
the product’s website; context advertizing: reach of 9
million people, 88.900 clicks)

- design and promotion of the portal http://
6esrpunna.pd (meaning “with no flu”) in the format
of an interactive information journal on fighting flu.

- search promotion

- infroduction of non-standard activities (creation and
spread at the time of epidemic (February 2011) of
the virus “Just one day” spot (it was the stop-motion
spot viewed 60.000 times; a new interactive card for
the New Year had been made which let a person
create his\her own greetings and send them; over
2.500 used this opportunity)

The Internet campaign was aimed at expansion of
the «Arrivaly communication campaign, building of
the image of an up-to-date effective antiviral drug,
showing the TA the ways to interact with the brand,
building loyalty to Kagocel®.

4. Radio (regional flight: Moscow and the Moscow
region): In summer, within the integrated campaign,
there was a regional flight of placement on the
TOP-FM radio — a radio spot named “Kagocel®”. It
is all about prevention!” with emphasis on preven-
tion of cold and flu in families at the time of vacation
or when changing climate zones. The resource was
used in order to increase awareness with regard to
a new indicator — prevention of cold and flu in order
to maintain sales beyond the season (against a low
activity of competitors).

5. Retail:

Promos at pharmacies and network pharmacies

of Russia: merchandizing, new range of POS
(dispenser, wobbler, business card holder,

coin receptacle, shelf talker) supporting the
communication within the frame of the chosen
“Arrival” concept; contests for pharmacists.

Usage of “Video International” plasma-panels

at POPs (36’6 network pharmacies, Moscow) —
the “Kagocel®. It is all about prevention!” spot
broadcasting in summer and broadcasting of the
“Arrival” spot, to support the primary TV campaign
at the time of epidemic in autumn and winter.

The percentage of the TV advertizing in the total
media budget was 76% (out of that, sponsorship
took 4%), the share of the press was 9.7%, the share
of the Internet - 7.4%, the POP advertizing took
6.2%, while the radio advertizing took 0.7% (See
Attachment 13).

The unique media strategy resulted in expenditure
optimization and fulfillment of the ambitious plans
as to sales in the segment of antiviral drugs, and
differentiation from the brand’s main competitors as
far as the key competitive advantage is concerned.

TV:
Spots
Sponsorship

Radio:
Spots

Print:
Trade / Professional
Consumer Magazine
Newspaper

Interactive:
Online Ads
Web site
Viral video
Social Networking sites

Trade shows:
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National Congress of Therapists, March 23-24,
Saint-Petersburg; November 23-25, Moscow
Il Infection Congress, March 28-30, 2011,
Moscow

Russian National Congress “People and
Medication”, April 11-15, 2011, Moscow

IV All-Russia Research-to-Practice Conference:
Infection Aspects of Somatic Pathology among
Children, May 23-24, 2011, Moscow

IX Research-to-Practice Conference: Infectious
Disease and Antibacterial Agents, October 6-7,
Moscow

IV International Nanotechnology Forum
“Rusnanotech’11”, October 26-28, 2011,
Moscow

X Congress of Children Infectious Disease
Physicians of Russia, December 7- 9, 2011,
Moscow

Sponsorship:
Weather forecast on “NTV”

Retail experience:
POP
Video
Sales promotion

Consumer Involvement:
WOM
Viral
Consumer Generated

Couponing
Pricing Changes
Other:

60 medical representatives of the company visited
specialists (therapists, infectious disease physicians,
otolaryngologists, pulmonologists, and pediatri-
cians) in various cities of Russia on a regular basis
and aided by the leading specialists of the industry
gave 495 lectures for 12.500 specialists within the

“Today’s approach to prevention and treatment of
cold and flu” program.

To expand the range of indications and to lower the
age limit, the clinical research of Kagocel® among
younger children have been completed; as a result,
the Ministry of Health of the Russian Federation
allowed the drug to be used for children aged 3+ to
treat cold and flu, starting November 15,2011.
Within the annual “People and Medication” Con-
gress, a creative contest for the best essay about
Kagocel® named “Kagocel®: help arrives in timel”
started and drew attention of over 500 specialists.

It lasted till October 2011 when the winner went to
Prague.

Under the couponing program, pharmacists and
doctors in largest cities of the country were given
samples of Kagocel® before the epidemic time
(around 70.000 of packs in total: in February ~
30.000 packs, in October — November ~ 40.000
packs).

In 2011, the Ministry of Health and Social Develop-
ment of Russia included Kagocel® into the list of vital
and essential medicines, while in 2010 Kagocel®
had been included into the minimum list of medicines
for pharmacies, for the nearest 5 years. The price for
Kagocel® is under the state government and is in
the average price segment in the group of antiviral
drugs being based on the optimum price/quality
balance.

All the goals of the communication campaign were
achieved and even exceeded with regard to several
indicators.

As the first regional TV flight showed, in Q1 record-
breaking sales results had been achieved in the
pharmacy segment which had exceeded the total
indicators of 2009 by 23% (See Attachment 5, 6 and
7).
As per results of the second federal TV flight, the
brand awareness in Moscow grew up to 30.9%,
while throughout Russia it reached 21.1%. The whole
influence of TV advertizing onto the brand aware-

Per. ya. Ne P N002027/01 o1 19.11.2007

ness level is to be shown by the results of monitoring
Q1 2012, as the consumer pollin Q4 2011 started
in October (at the very start of the campaign) (See
Attachment 8).

As per results of 2011, the sales grew 3.6 times vs.
2010 having exceeded the forecast (which had been
as high as 3 times) (See Attachment 9). The market
share went up from 2% to reach 9% in Q4 2011 (See
Attachment 10).

In 2011, Kagocel® became the only antiviral drug
among other antiviral drugs with media support
which had demonstrated a positive sales increment
of + 202% given the negative average dynamics of
-13% in the segment (data from PharmExpert, 2011)
(See Attachment 11).

The communication campaign was able to deliver
the big idea, helped differentiate the brand from its
main competitors and form the image of the brand
as of the one being an up-to-date, innovative and
effective drug to treat cold and flu (See Attachment

12).

The commercial success in promotion of Kagocel®
resulted from the agreement conducted between
“NIARMEDIC PLUS” LLC, and “Rosnano” JSC in
November 2011 on construction of a pharmaceuti-
cal plant in Kaluzhskaya oblast to extend produc-
tion of the innovative medicine Kagocel® and new
nanomedicines on its basis.

NPOTUBOBUPYCHbLIM npenapar

NMOMOTAET OAXE
NMPU 3ANO34AJIOM

JIEYEHUU NPOCTYADbI
UTPUIMMA

T
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Monoko ¥ MOsIoYHbIE NPOAYKTbI.
CnuBoYHOE macno.

PeknamHas kamnarus:

«HexxHOoCTbY»

Kareropus:

MpoaoBonbCTBEHHbIE TOBAPbI
Macuitab npoekra:
O6LEeHALMOHANbHbIN

XNEBYLLEK

MoYemy HacTosLas ena 3acnyXHuBaeT macna Banuo? P \

T8a Macna Bas

40CTOE Macno, KoTopoe
CepBaHTOR W KpacuTenei

Banwio cenaet sauwe Griogo

_ OTJIMYAETCA
NPUPOAHON HEXXHOCTbH

MpoaykT

Macno «Banno» npoussoauntcs 8 PurnaHamm.
Dkonornyeckas 6e30NacHOCTb M BLICOKOE KA4eCTBO
macna «Banvox nogreepxaeHs cepTudrkaTtom coot-
BETCTBMS MO KPUTEPUAM SKONOTUYHOCTU B PE3YIib-
TaTe NPOXOXAEHWUS CNELMANBHOM 3KONOrMYeCcKom
IKCNEPTUSBI.

[Mpyu NpousBoACTBE MACIA HE UCNONbL3YIOTCH KOHCEP-
BAHTHI M kakue-nnbo apyrue pobaeku. Macno «Ba-
mo» npOM3BO,DMTCﬂ UCKIMKOYUTESTBHO U3 HOTypOﬂbeIX
CNMBOK C OBABAEHNEM CNEeUMAnbHOM 30KBACKH,
NPUACIOLLEN MACTY HEMOBTOPWMbIN HEXHBINA BKYC.

Ha Bcex aTanax NpousBOACTBA MACNA U APYTOM NPo-
aykumn «Banno» ocyliectBnseTcs xecTkuit KOHTPOb
kayectea (cucrema I1SO 9001:2000, XACCIT, cucre-
ma ISO 14001:2004)

TekyLas cuTyaums Ha pbiHKe

PbIHOK CIMBOYHOTO MACNA CHABHO GPATMEHTUPOBAH.
Kaxgpiit peroHanbHbii peIHOK XAPAKTEPHU3YETCs
NPUCYTCTBUEM KOK PEAEPAnbHbIX, TOK W IOKASbHbIX
UIPOKOB.

Macno Banvo saHnmaet nuampyioLe nosuumu,
nonsa peirka B CIM6 - 43%, 8 Mockee — 23%, Ho B
nocnegHee Bpems notpebnexue macna Banvo 8 Mo-
ckee cHmxaeTcs (npumepHo Ha 1-3% & roa) B Nonbay
apyrx 6peHaos.

Crenyet OTMETUTb, YTO, HECMOTPS HA TO, YTO

macno Banuo sBnseTcs oaHUM 13 IMAEPOB NPOAAX

8 Mockse, nokaszarenu s3HaH1a GPEHAA HUXeE, Yem

Y MHOTWUX KOHKYPEHTOB, B TOM YMCIIE M NIOKANBHbIX
6peHnos.

Llenu npoexra

MapkeTuHrossie:

- Yaepxxatue gonv peiHka 8 CM6 Ha yposre 43%
- Bosspalyerme cokpalyaroencs Aonm peiHka 8
Mockse k ypoehio 8 23%

KommyHmkaumoHHsle:

- Yeenuuenne 3Hanms 6peHna 8 Mockse ¢ 55% no
60.5%

- Yeenuuenve [MNotpebnerus 6penaa 8 Mockse ¢
29% po 30,5%

- Yeenuuenue JloansHoctn k 6penay 8 Mockee ¢
18% no 20% w e CI6 ¢ 34% pno 35,7%

Mpeanocsinkm KOMMyHMKALMM

Hegnocratouroe sHanme 6peraa (8 Mockee)

Cnaa cnpoca BCeacTeme NepeKniodeHms Ha KOHKY-
peHTHblE BpeHabl

Bapbep Ha ypoBHE NPOAYKTOBbLIX XAPAKTEPUCTHK:
«macno Banuo HenaTypansHoe (MaprapuH)», «B Hem
ecTb 106aBKM (KOHCEPBAHTHI)»

3004 KOMMYHUKALIMM
- CTUMYNMPOBAHME CNPOCA YEPE3 KOMMYHMUKALMIO
NPOMYKTOBbIX NPEeUMYLLECTs BpeHad
- Ycunenue nonoxuTensHoro Mmumka 6peHaa yepes
QKUEHT Ha kayecTee (Bkyc,

HATYPQNLHOCT) M PUHCKMX TPAAMLMAX MACTOAENMS
(B T.u. XecTKOI cepTMdUKaLMM No

KPUTEPHSAM SKOMOTMYHOCTH)

Kniouesoe kommyHHkaLMOHHOE coobLeHme
Macno VALIO — HatypansHoe duHckoe Mmacno, ¢
KOTOPbIM MOBMMAs €40 CTAHOBUTCS BKYCHEE

RTB (aprymeHTsi 8 nogaepsxky)

1) Mpu1 NPOM3BOACTBE MACNA HE MCNOMB3YIOTCA KOH-
CEepPBAHTHI 1 Kakue-nmbo apyrue [O6ABKY.

2) Macno Banvo npownssoautcs 8 PurHnaramm
(M3BECTHOM CBOEM KONOTMYHOCTBIO 1 KAYECTBOM
MOSIOYHBIX MPOAYKTOB)

3) Macno Banuo nponssBoanTcs MCKIIOUNTENBHO 13
HOTYPQsbHBIX CIIMBOK C OOABNEHUEM CNELMAsb-
HOM 30KBACKM, MPUACIOLLEN MACITY HEMOBTOPHMBI
HEXHbIM BKYC.

Dokyc B KOMMYHUKALMM
- «/IMMBXEBAS» M «NPOAYKTOBASA» COCTABASIOLLME
BbiNK «PA3BEAEHBI» B MEAMA KAHANAX.

- B TB, kak Hanbonee oxBaTHOM KaHAne, aKLEHT
CLLeNaH HO OCHOBHbIX XOPOKTEPHUCTUKAX MO3ULMOHM-
POBAHMS BPEHAA — HATYPANLHOCTb U «PUHCKOCTbY.
- B npuHTe akueHT caenan Ha camom npopykTe,
yepes HAMSAHYIO feMOHCTPaALMO dbdekTa ans no-
Tpebutens

Bonnouwerue 8 kpeatuse

TB pexnama

YTpo pUHCKOTro hepmepa CEropHs NouTH HAYEM He
otnnyaetcs ot ytpa 100 net Haszaa. Ta xe npupona,
YIOT, CBEXME M HATYPANbHBIE MPOAYKTbI, CPEAN KO-
TOPbIX JOCTOMHOE MECTo 3aHumaeT u macno VALIO.
37O HATYPANBHOE MACIO, B KOTOPOM COXPAHEHBI
AydLIMe TPOAUUMM MACTIORENHS, MOITOMY Y HALLETO
MOCNA TOKOW HEMOBTOPMMBINA, HEXHbIN BKYC.
(HATYPAJIBHOCTb, DUHCKOCTb)

MpunT

HarnsgHas unmoctpauus abdexta v ponm npogykta.
Mpuem «bbino - cranoy.

Tonbko ¢ HaTypansHeim macnom VALIO niobumas

1 NPMBbLIYHAA €A CTAHOBMUTCH BKYCHEE M HEXHee,
(rak uTo faxe BNIOAO XOUETCA HO3LIBATL HEXHEE, He
GAMHbI, @ BAUHYMKM...)

(MPOAYKT «B AEMCTBMM», AKLIEHT HA YMAKOB-
KE, MPOCTOE M SMOUMOHAJIBHO BJINM3KOE
MNOTPEBUTENIO COOBLLEEHNE)

[lna noucka noTpebuTensckmx MHCANTOB Bbinm
NPOAHANM3UPOBAHBI MATEPUAbI UCCNIEAOBAHMI MO~
Tpebutensckux npeanoutenuit. Pesynstatsel nernu s
OCHOBY KOMMYHWKALWMOHHOTO COOBLLEHMS.

B YACTHOCTHU, UCCNefOBAHMA MOKA3ANN, YTO!

1) OcHoBHbIM KpUTEPHEM NPH BEIGOPE CIIUBOYHOTO
MACNA ABNAETCA KAYECTBO (BKYC, HOTYPANbHOCT).
LleHoBble MOKA3ATENH HE ABNAIOTCS KIKOYEBLIMM.

2) Macno kak NpoayKT sSBAKETCS «AOMONHEHUEMY K
GIOAAM, MHOTAA NOCNEAHUM LUTPUXOM, MPU3BAHHBIM
LOBECTM KYNMHAPHBIN LeJEeBP Ui NPOCToe, Npw-
BbIYHOE BIIOAO A0 COBEPLUEHCTBA, <3AKOHUMTBY ETO.
A 5TO He NPOCTas 1 O4eHb OTBETCTBEHHAS POJb.

MoaToMy, 3Ty POnb HYXHO AOBEPSTL TOMLKO AEHCTBU-
TenbHO

KAYECTBEHHbIM, HATYPAJIbHbBIM, <HACTOS4-
LLLIMM>» npogykTam.

1) B kauectee nokomotnsHoro CMU 6bino sbibparo
TenesuaeHue kak Hanbonee sPpPeKTUBHBIN MHCTPY-
MEHT BbICTPOro yBenuyeH1a 3HaH1a 6peraa Gnaro-
QPSS MOKCMMOTbHOMY OXBATY QYAUTOPUM.
Pasmewerme ponukos (30, 15, 5 cek) Ha Teneka-
nanax [Mepewiti, CTC, Pocews, Discovery, Animal
planet.

Ha ocHose nccneposatensckux aanHbix TNS Gbinu
NPOW3BEAEHBI PACYETHI HAMAYYLLWMX NOKA3ATENeH
TRP v gnutensioctn TB-kamnaruu. B pesynbrate
kamnanmm TB-peknamy euaeno 6onee 70% uenesoit
QyAUTOPUM.

2)Mpr Meana NNaHUPOBAHMM U PASMELLEHUM NPU-
HUMANKCb BO BHUMAHME:

- NOCTQABNEHHLIE 30AAYM MO MOAAEPXAHHUIO U YBENN-
4EHMIO NOKA3AaTene 3HaHus GpeHaa

- cneunduka NPoayKTa (MPOAYKT MACCOBOrO No-
TpebneHmus)

- cneunduKa ayauMTopmm (LuMpokas, [oXon CpeaHui)
- meaua GropxeT

[lononHutensHbiMM Meana-kaHanamu Guinu BuiGpa-
HbI: MPECCA M PASMELLEHME B METPO, AN OCTVXEHMS
MOKCMMQIBHOTO OXBATA W [WIMTENHOCTU KOHTAKTA C
PEKNAMHBIM COOBLLEHMEM.

TB:
Tenepexknama

MeuarHbie CMU:
MoTpebutensckue xypHansl
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Hapy>xHas:
1 Topoackol TpaHCNopT (BAroHs MeTpo)

PE3YJIbTATbI. OTKY/AA Bbl SHAETE,
o D CPABOTAJIO?

OcHoBHbIE LEenM NPOEKTA BbiNk [OCTUIHYTH B MOSHOV
Mmepe :

MapkeTuHrosesie:

B HenpocToit peIHOYHOM CUTYALMK C OBOMLHO Orpa-
HUYEHHBIM BI0AXETOM BbiNK [OCTUIHYTHI CleayioLme
NOKA3ATeNM AONM PbIHKA:

- nona peitka 8 ClM16 yeennumnacs ¢ 43% no 46,5%,
yTto Ha 3,5% BbilLe 3aSBNEHHbIX NNAHOB

- nons puiHka B Mockse ysennuunacs ¢ 23% no

27 ,6%, 4to Ha 4.6% BbilLie 3ASBAEHHbBIX MIAHOB

B pesynbTate peknamHoi kKamnaxum npounsoLuen
POCT MO BCEM OCHOBHbIM MOKA3aTensm 6peHaa no
CPABHEHMIO C AHANOTMUYHBIM MEPUOAOM MPOLLOTO
ropa. Pesynbtathl npessoLwunm nporHoampyemsle:

- 3HaHue 6peraa 8 Mockse BBIPOCIO [0 YPOBHS -
65%, 4to Ha 5% BbILLE 3ANNAHUPOBAHHbIX

- MoTpebnerne B Mockse BLIPOCIO 40 YPOBHS —
31%, npu 3annaxuposanrHbix 30.5%

- JloansHocTs B MockBe BO3pOCa 40 ypoBHS —
21,5% npu sannarmnposanHbix 20%

8 Cl16 no yposHs — 36,5% npu 3annaHUpPOBAHHBIX
35,7%

Mcrounmk: TGI 3 ksapran 2011 - Poccus

POUCXOAUIIO JIU HTO bYAb
BALLUM Y942 :
J J J J J » J DB

Braronpuatcreyowwx daktopos He 6bino. Hoobo-
POT, HOM MPULLAOCH MPEOAONEBATb HEFATUBHBIE TEH-
LEHUMM, TAKME, KAK KPAHE BLICOKAS KOHKYPEHLMA.

Milk and diary products. Butter.
Campaign title: «Tenderness»
Category: Food products

Project scale: National

\WH A \W A L [ D A

UOMMUN ATION CHA :‘_
Product
Valio butter is manufactured in Finland. Ecological
safety and high quality of Valio butter are confirmed
by an ecological conformity certificate issued on
completion of a special ecological study.
No preservatives or additives are used in the pro-
duction process. Valio butter is produced with the
exceptional use of natural cream with the addition
of a certain ferment which yeilds the incomparable
tender taste.
On all stages of Valio butter manufacturing rigid
quality control is implemented (ISO 9001:2000,
XACCI, ISO 14001:2004)

Current situation on the market

The butter market is significantly fragmented. Each
regional market is characterized by the presence of
federal as well as local players.

Valio butter is the leader, market share in Saint
Petersburg - 43%, in Moscow — 23%, but the
consumption is Moscow tends to decrease as of late
(approximately 1-3% a year) to other brands benefit.
It should be noted that inspite of the fact that Valio
butter is the leader in sales in Moscow its brand
awareness indicators are lower than those of many
of its competitors, including some local brands.

Project goals

Marketing:

- Keeping the market share in Saint Petersburg on
the level 43%

- Regaining the shrinking Moscow market share to
the level of 23%

Communication:

- Increase of brand awareness in Moscow from 55%
to 60.5%

- Increase of brand consumption in Moscow from
29% to 30,5%

- Increase of brand loyalty in Moscow from 18% to
20% and in Saint Petersburg from 34% to 35,7%

%
STA

Basis of communications

Insufficient level of brand awareness (in Moscow)
Demand slump due to switching to other brands
Product characteristics barrier «Valio butter is not
natural (margarine)», «it containes additives (preser-
vatives)»

Communications objectives
- Demand stimulation through comunicating the
advantages of the brand
- Strengthening the positive image of the brand by
means of emphasising its quality (taste,

naturalness) and Finnish butter production practice
(including rigid ecological classification)

WHAT WAS YOUR BIG IDEA?

Key communications message
VALIO butter — natural Finnish butter that makes
your favourite food even tastier

RTB (arguments in support)

1) No preservatives or other additives are used in
production process.

2) Valio butter is manufactured in Finland (known for
its high ecological standards and quality)

3) Valio butter is produced with the exceptional use
of natural cream with the addition of a certain fer-
ment which yealds the incomparable tender taste.

Communications focus

- «lImage» and «product» constituents were «sepa-
rated» in media vehicles.

- In TV ads, being the maximum coverage vehicle,
the core brand positioning aspects were stressed —
naturality and «Finnishness».

- Printed media stressed the product by demonstrat-
ing the effect on the consumer

Creative solution

TV advertising

The morning of a Finnish farmer is almost the same
now as it was a hundred years ago. Same nature,
comfort, fresh and natural products, VALIO butter
being among the best of them. This is a natural butter
produced following the traditional butter-making
guidelines, which yealds the incomparable tender
faste.

(NATURALNESS, FINNISHNESS)

Printed ads

lllustration of the rpoduct effect and role. Used to be
— became’ technic.

Only with natural VALIO butter usual beloved food
becomes tasties and more tender (even the name
needs to be more affectionate now — not ‘blinis” but
‘blinchiki’)

(PRODUCT «IN ACTION», ACCENT ON THE
PACKAGE, MESSAGE IS A SIMPLE AND EMO-
TIONALLY CLOSE TO THE CONSUMERS)

HOW DID YOU ARRIVE AT THE BIG IDEA?

To find consumer incites an analisis of consumer
preferences study materials was performed. The
results were used as a basis for the communication
message.

Some of the results of the study are:

1) The main criterion for selecting a butter is its qual-
ity (taste, naturalness). Price indicaters are not key
ones.

2) Butter is an additional product for for various
courses, sometimes a finishing touch for bringing the
culinary masterpiece or a simple dish to the state of
perfection, finalize” it. This is not a simple but quite a
chalenging role.

That why this role can be given only to
GOOD QUALITY, NATURAL, ‘REAL" products.

HOW DID YOU BRING THE IDEA TO LIFE?

1) We selected television to be a locomotive medium
for rapid increasing the brand awareness because
of maximum coverage and effectiveness of this
advertising tool.

Placement of commercials (30, 15, 5 seconds) on
Channel 1, STS, Russia, Discovery, Animal planet.
Based on TNS study data best TRP and duration
of TV campaign indicators were calculated. As a
result more than 70% of the audience watched the
commercial.

2)In process of the media planning and placement
the following factors were considered:

- set goal of keeping up and increasing the brand
awareness

- product specifics (product of mass consumption)
- target audience specifics (wide, average income)
- media budget

Additional media vehicles: press and underground
ads, to acheive the maximum coverage and contact
with media.

HOW DID YOU BRIN o

° ATIO ° H POIN
TV:
M TV commercials

Print:
' Consumer Magazine

Ovutdoors:
1 City transport

RESULTS. HOW DO YOU KNOW IT WORKED?

The main project goals have been achieved:

Marketing:
With harsh market environment and budget limita-
tions the following was achieved:

- Saint Petersburg market share grew from 43% to
46,5% (that 3.5% higher than planned result)

- Moscow market share grew from 23% to 27,6%
(that 4.6% higher than planned result)

As a result of the campaign there’s been an increase
in all key indicators compares to the same period of
the last year:

- Brand awareness in Moscow grew to 65% (5%
higher than planned result)

- Consumption in Moscow — to 31% (planned result
- 30.5%)

- Brand loyalty in Moscow — to 21.5% (planned
result — 20%)

in Saint Petersburg — to 36.5% (planned result
35.7%)

Source: TGl 3rd quarter 2011 - Russia

(WHETHER OR NOT
WERE INVOLVED) THAT MIGHT HAVE
ELPED DRIVE RESULTS
There were no favorable factors. On the contrary,
we had to cope with negative tendencies as the
competition is really high.
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Be3peuenTypHblii Nnpenapar ans
OTKAa3d OT KypeHus

PeknamHas kamnarus:

«JinpepcTBo — 60sbLLIME BO3MOXKHOCTU
U 60NbLUAY OTBETCTBEHHOCTbY»
Kateropus:

MepaunuuHckue ycnyru.
DapmaneBTU4YecKue npenaparbl
Macwrab npoekra:
O6LEHALMOHANBHbIN

HUKopeTTe'

IAMeloTCs IpoTMBOrOKa3aHus. HeobXoaumo
IPOKOFCYLTMPOBATLCS CO CMELMAnMCTOM
_

XOTUTE
BPOCHTb
KypuTb2)\ | | ]

KOMMYHUKALMOHHOIO NMPOEKTA

Cutyauus Ha poiHKe

Poceust — cTpaHa ¢ 0fHMM M3 CaMBIX BLICOKMX YPOB-
HEM PACNPOCTPAHEHHS KYPEHUS, TAE KYPUT OKONO
40% Hacenenus. Mo cratucTrke OTKA3ATHCS OT Kype-
Hust xoTaT 6onee 60% KypUIbLLMKOB, OHM MBITAKOTCS
BPOCUTL KyPHTb TOMBKO NPH MOMOLLM CUIbI BONH, 1
90% 3Tnx nombITOk ocTaoTCst 6e3ycnetHbiMi. ITo
MPOUCXOAMUT OT HEAOCTATOYHOTO YPOBHS 3HAHMS
CPEeACTB OTKA3A OT Kypehus. Jlioan He npuberaiot
K MOMOLLM NIEKAPCTBEHHBIX CPEACTB MO CNEAYIOLLMM
NPUYUHAM: HE3HAHUS KATETOPUM HUKOTUH-3aME-
ctutensHol Tepanuu (H3T) u otcyTcTene Bepsl B
adpdekTnsHoCTb Npenapatos H3T

Puc.1. CooTHoweHwe peuenTypHbix 1 6espeuentyp-
HbIX MPENapPAToB B AeHbrax,% Puc.2. PbiHo4Hbie gonu
8 cermeHTe npenaparos H3T, %

mbewpeusATypHME [rrp—

s PeusrypHue T

Hukopetre — a10 nepebiit npenapat H3T & 6espe-
LENTYPHOM KATErOPHMM, KOTOPLIN MOSBUICS HA PbiHKE
Poccn. Hukopetre — nuaep poirka H3T ¢ goneit
94.7% B perbrax 3a 2010r (cm. puc 2). Hukopetre
MMEET Ha pbiHke 3 GOPMATA — MNACTLIPU, KEBATENb-
HbIE PE3WHKM U MHTANSTOPSI.

Ho 8 2010 ropy Ha pbIHOK BbILLEN MUPOBOW KOHKY-
PEHT - HUKBUTHH, NPSIMOM KOHKYPEHT B KATETOPUM
H3T. Huksutun sanyctun 8 Poccum Tonsko ogmH
dopmat — nnacteips Hukeutun 8 2010 rogy aktmeHo
BLICTPAMBAN AUCTPUOLIOLMIO M NPOBOAUN TPEMA-
AKTUBHOCTHU B ANTEYHbIX CETHAX.

Ha 2011 roa Hukopetre noctasun nepea coboi 3a-
LAYy PA3BUTUS KATETOPUM HUKOTUH3AMECTUTENBHOM

TEPANMM M yaepKAaHWE NAEePCTBA C YHETOM BbIXOAA
NPAMOTO KOHKYPEHTA.

Mcrounmkmn:IMS Health, Jekabps 2010, Clear
research data-2011, RBC

| | 1 PEKJIAMHOW
N NX AOCTUIKEHV

Peinourbie uenm Ha 2011 rog

- cTumynuposaTh poct peiHka (+20% 8 2011 roay
npotvs 0% 8 2010 roay)

- cTumynuposaTs poct 6penaa (+18% 8 2011 roay)

- MUHUMM3UPOBATH NAAEHUE A0S B CBA3W C BLIXOAOM
KoHkypeHTa — HukeutuHa — noteps nonu He Gonee
5n.n

Motpebutensckue uenn Ha 2011 rog

[NosepeHyeckue Lenu:
Y6eants notpebuteneit, kotopsie YXXE xotat 6po-
cUTb KypUTh, NonpoboeaTts Npenapat HukopeTte

[MepuenTtueHbie Lenu

1.CHatb HeraTueHbIi 6apbep NPOTUB HUKOTUHA U
H3T, y6eane & sbdpextnsrocT Hukoperre

2. NamennTs oTHOLWEHME k npobneme «a mory 6po-
CUTb KyPUTb COM» HO NOHUMAHWE, YTO HEOBXOAUMA
NONONHUTENBHAS noaaepxka B suae H3T.

O6wmit megua-6logxer:
o1 2 po 5 munnnoros gonnapos CLLA

OCHOBHAS MUAES MPOEKTA

Hukopette — 310 3¢ dekTHBHbIN NPEnaApPaAT, KOTOPHIN
noanepxut Bawwy cuny Bonu n nomoxet 6pocuTb
KYpHTb.

KAK Bbl MPULLJIU K OCHOBHOW UAEE?

BhyTperHee ybexaeHue notpebuteneir: «curapeTs
Kak BYATO CNEeUManbHO CO3AAHbI ANs TOrO, 4TO6bI
Kpenko npues3aTs k cebe. [lng uenoseka odeHsb
CINOXHO BbIPBATHCA U3 UX MNEHAN.

Hukopette nomoraet Bam nsbasutses ot Bawei
30BUMCHMOCTHM OT CUrapeT, LOCTABAASA B KPOBbL TEPA-
NEBTUYECKUIA HUKOTHUH — MEHbLUE, YEM B CUrapeTe, HO
[OCTATOYHO, 4TOBLI NOBOPOTH TAry K Kypermio. OH
noanepxusaet Bawwy cuny Bonu oo Tex nop, noka Bei
HE U3BABUTECH OT TATU K CUTAPETAM OKOHYATESNBHO.
B nepeoit nonosure 2011 roaa, yunteisas 3anyck
KOHKypeHTQa, GpOKyC Bbin CAENAH HA MIACTHIPE.
Hawert ctpaterveit 6110 yaepxaTs IMAepCTBO B
CErMEHTE MNACTLIPEN 1 AMddEPEeHUMPOBATLCS OT
KOHKypeHTa Yepes coobLueHme Npo 3GPekTMBHOCTL
1 YHUKANbHOCTb nnacteips Hukopette. Ins storo
KOMMYHWKaLMs Bbina yeuneHa kneiimom «Het Gonee
3P PEKTUBHOTO NAACTLIPS».

HukeuiH sbiluen ¢ KommyHmkaumen 24-yacosoro
LEMCTBMSI CBOErO NAACTLIPS, B TO BPEMS KAK Mbl
NPOTUBONOCTABNANK emy 16-4yacosoe peiicTaue,
OBBSACHSS, B YEM MMEHHO COCTOMT MPEUMYLLECTBO
16-yacosoro gencrams:

-9 13 10 KypHIbLLMKOB HE MPOCHINAETC HOYLIO,
4TO6bI BEIKYPUTb CUFOPETY, CEAOBATENLHO, HUKOTUH
MM HOYBIO HE HyXXeH)

-KPOME TOTO, HUKOTHH BbI3LIBAET HOPYLUEHMS CHA.
[lns ykpennexusa nMaepcTBa Mbl 3aMyCTUAM KAMNQ-
Huio 06 3¢ dekTuBHOCTH 16-4acoBOro NNACTHIPS A0
30MYCKA KOHKYPEHTHOM KOMMYHMKALMM.

Bo sTopoit nonoeure 2011 roga — mbl cnegosany
crpaterun anddepeHumaumm ot HuksutHa 3a cuet
NPOMOYTUPOBAHMUS YHUKQBHOM POPMBI -KEBATENb-
HOM PE3MHKM, KOTOPASsH OTCYTCTBYET Y KOHKYPEHTA
Yepes 3anyck HoBOro Bkyca Hukopetre Mopostas
MSTO.

WAEIO B )KU3Hb?

Ha pbiHke 4eTKO NpOCnexmBaeTcs Ce30HHOCT,
NUKOBbIE MECALLI — AHBAPbL-PEBPAnb 1 CeHTAGPS,
4TO CBS3QHO C TPOANLMOHHBIM «BPEMEHEM NPUHSTHS
BOADKHbBIX PELLEHMI» (HOBAS XM3HL C HOBOTO TOAA M
BO3BPALLEHME M3 OTNYCKOB) PeknamHbie kamnaxmm
NAGHUPOBASIUCH C Y4ETOM 3TON CE30HHOCTH.

1 cesoH (aHBapb-anpens): 06ydeHne kaTeropmm

H3T v ykpennenue nupepctsa e kateropuu (npexae
BCero B cermente nnacteiper) PokycHbIN NpoaykT —
nAACTbIPb.

TB kamnanws (ponwk «Mpununiwas naukay B spupe

8 ¢despane Ha kananax [epswiit, CTC, TB3, DTV,
Matoitt kanan u THT). B ponuke obbirpsisanca MHCanT:
«cMrapeTsl kak ByATO CNeuUansHO CO3AAHBI AN
TOrO, 4TOBbI KPEMKO NPUBA3ATL K CEGE..» C MOMOLLBIO
APKOro 06pPA3A — NAYKK, KOTOPAS MPUAMNNA K PyKe
repos. B ponuke npucyTcTByeT [EMOHCTPALMOHHAS
4OCTb, HOLENEHHAA HO OOBACHEHWE NPUHLMMNOB

H3T -

Y
g
g
¢
0
g
c
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Mopo3sHxan
MATa

He
COREPHHUT

caxapa

HUKopeTTe
PE3HHKH
HeBarenbHbie
MopozHas mata

2 mr PESHOK XEBITETBHbIX
penhce CORETMONME IonROTHS
HHKOTHH | atmbioh semcmacnn

-V : a "ig 7 ~ V\.

HUKOpeTTe'

no6exxgaeT curaperbl

LENCTBME TEPANEBTUYECKOTO HUKOTUHA W CHSTUE
CUMMTOMOB OTMEHbI. Ponnk conposoxaaeTcs knei-
mom «HeT Bonee abdekTMBHOro NnacTbips».
Kamnamus B npecce — cneunansHbie npoekTsl
M3AAHUAMM (CNeUNpPOeKTs MOMOraloT NoapobHee
PACKpbITh NPUHLMN AeiicTeua npenapara). Cneunpo-
€KTbl OMUCHIBANM MEXAHWM3M AENCTBUS MPENAPATA 1
Aenany akueHT Ha 16-4acoBOM AENCTBUM NAACTBIPS.
Mapanms BIBPAHbI COMMACHO ONTUMATBHOMY COOT-
HOLUEHMIO «OXBAT-ADDUHUTUBHOCTbY.
Tpeia-akTMBHOCTH - pabOTa MEANUMHCKMX NPEACTA-
BUTENEN B QNTEKAX NO OOBACHEHMIO NPEUMYLLECTB
16-u4acoBoro nNAACTLIPS, UCMOMb3YR MATEPUATBI C
KPEATUBHBIM PELLEHMEM — KOUYKM C TPEMS CTEKNA-
MM». DTO PeLLEHUE AEMOHCTPUPYET KHEHYXHOCTbY
LOMNONHATENBHOM NMOPLUMW HUKOTUHA B 24-4acoBom
nnacreipe HukeutHHA.

PR-kamnanus —Paccsinka npecc-penusa ¢ uHdop-
Maumen o npeumyLecteax 16-4acoBoro niacTbIps.
Kamnanws 8 MHteprete —

-POrPaMMa NMOBEAEHYECKOM NMOAAEPKKM KYPHITbLLY-
ko ActiveStop

-NoAaepPXKa CanMTa www.nicorette.ru

2 cesoH (aBrycT-okTabps): anddepeHumaums 3a cuet
YHUKQMbHOM GOPMbI M AHOHC HOBUHKM — XEBATENb-
HoM pesunHku Hukopette MoposHas mata (dokycHsii
npoaykT)

TB kamnarus (ponmk «LLtopm» B 3dupe ¢ koHua
aerycrta no okta6ps Ha kaHanax MNepesii, CTC, TB3,
DTV, Matwitt kanan u THT). Ponuk onuceisaet 6nus-
KYIO KOXAOMY KYPHIIbLLMKY CUTYALMIO, KOTAA Yeno-
BEKY HE XOUETCs BbIXOAUTL HA YAULY PAAM Nepekypa.
[leMOHCTPaUMOHHAR 4aCTb POMKA, HOLENEHHAS

Ha obbacHeHne npuHuunos H3T, - unmoctpupyet
NOCTENEHHOE CHUXEHWUE TATU K KYPEHMIO M OTKA3 OT
CUrapeT nocine Tepanmm.

Kamnanus B npecce — cneunanbHele NPOEKTbI C U3-
aaHuamu Kamnarus 8 Mnteprete

MHTEpHET ABNSIETCS OfHMM M3 CAMBIX PENEBAHT-

HbiM Meana ana Hawen LA, mioau xotat nonyuarts
uHbopmaumio o npenapare uz Ceti M NpoBOAST B
HEM MHOTO BpEMeHM. 30 MecaLl, B BEAYLLMX MOUCKOBbIX
cucremax Habupaetcs 6onee 240 Teicsy 3anpocos
«kak 6pocuTs kypuTby. Ocerbio 2011 mbl yeununm
nopaepxky B MiHtepHete u kontaktuposanu ¢ LIA
yepes:

-6AHHEPHYIO KOMNAHUIO HA ADDUHUTHUBHBIX CONTAX.
BaHHepbl 06bIrpLIBANM MHCANT «TPYAHO M3GABUTLCS
oT curapeT»

-KOHTEKCTHBI MOMCK B KIIOYEBbIX MOUCKOBbIX CUCTE-
MOX

-NPOrPaMMy MOBEAEHYECKOM NOAREPKKN KyPHITbLLM-
ko ActiveStop

-CaMT www.nicorette.ru

PR — kamnanus

Paccbinka npecc-k1ta Ha 3anyck HOBMHKM
Tpena-akTnsHOCTH

Paspaua dbapmanestam 06pasLos HOBUHKWU—
nnauebo, C uenbio YCTPaHNUTL 6apbep «HEBKYC-
HOCTW» HUKOTUHOBOM XEBATENBHOM PE3UHKM 1
Lerycraumm Hosoro skyca MoposHas mata. Hosbie
POS-matepuans B npukaccosyio 3oHy. utenuHr
dbapmauestam (npenmyectsa 16-4acosoro nna-
CTbIPS), MOCCOBbIE 0OYYeHNs GAPMALEBTOB B PAMKAX
npoekTa «YHusepcuteT [KOHCOH m [xoHCoH»
Bsaumopeiictene ¢ Bpadamu: paboTa ¢ BeayLmmm
POCCHICKUMM MYTIBMOHONOTAMM M TACTPOSHTEPONO-
FOMM HQ MPOTSAXEHUM BCEro roaa.

BOMJIOLWEHUE B YKXU3HL
OCHOBHOU U
TB:

[ Tenepeknama

MeuarHbie CMU:
1 TMotpebutensckue xypHans
M [NeyaTHble 06beanHEHMS

Mpamas paccbinka:
M Mo anekTpoHHOM noute

PR:
M Ynakoska

Auvanorosas:
M NuTepHeT cantsl

CnoHcopcTBO:
1 1Il Bcepoceurickuit popym «3noposbe mnv Tabak»

YJIbTATbI. OTKYAA Bbl SHAETE,
0 D CPABOTANC

1.Paseutre poiHka

Poct poitka +38% B geHEexXHOM BLIPAXEHMM MO CPAB-
Henuio ¢ 2010 ropom (vs.nnarupyemsiit +20%)

Puc.3. Poct peitka B aensrax 8 201 Tropy

oo +38%

2.Poct 6penpa - poct npoaax & 2011 rogy +32% 8
AeHbrax (vs.nnanmpyemsiit +18%)
Puc.4. MpupocT npoaax B AEHEXHOM BEIPAXKEHMM

Poct npogam Hukoperte 8 gessrax, 2010-2011

+32%

m B

3.JIupepcrso B cermenTe — Hukopetre yaanocs co-
XPOHWTL IMAEPCTBO, 6onee Toro - HAPACTUTL JOMIO

8 nekabpe 2011 no cpasHenmio ¢ gexkabpem 2010

(+2.4 pts).

B 1o Bpems kak HuksutuH notepsn gonio & nekabpe
2011 no cpasHenuio ¢ 2010 (cm.puc.4)

Nonsa 8 2011 rogy — 90.6% (-4.1 n.n.) (vs.nnaxupye-
mas noteps fomv — 5n.n.)

Puc.4. Donv urpokos 8 2011 roay (8 aeHexHOM BbI-

paxeHun)

B50%  msan sar 184 s33% s1en

s BTN 2135 s
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2end0 amall Sail wapll anpdl wahll memilwenil adl cenil seil reall seil
T —

Mcrounmk: IMS Health, 2011

OTC medicine for Smoking cessation
Campaign title: OTC medicine for Smoking
cessation
Category: «Leadership means big possibilities
and big responsibility»
Project scale: National

UMMUN allle])

H :_
L A
Market situation

Russia is the country with one of the highest smoking
rate spread (around 40% of population smoke). Ac-
cording to statistics, more than 60% of smokers want
to quit, they are trying to do it using willpower only,
and 90% of these attempts are unsuccessful. This can
be explained by insufficient knowledge of Smoking-
cessation remedies. People don't use remedies be-
cause of the following reasons: 1.lack of knowledge
of NRT preparations (nicotine-replacement therapy)
and lack of belief in NRT efficiency.

Nicorette is the first NRT medicine in OTC category,
which was launched in Russia. Nicorette is a market
leader with ValS 94.2% in 2010 (see chart 2). Nicor-
ette has 3 formats — patches, gums and inhalers.

In 2010 NiQuitin — the worldwide competitor was
launched with patch only. In 2010 NiQuitin was
building its distribution and conducting activities in
key pharmacy chains.

WHAT WA HE S

For 2011 Nicorette aimed to develop NRT category
and keep leadership taking info account direct
competitor launch.

Sources:IMS Health, Dec’ 2010, Clear research
data-2011, RBC

HAT WERE YOUR CAMPAIGN OBJECTIVES?
STATE SPECIFIC GOALS.

Market goals for 2011

- drive market growth (+20% in 2011 vs. 0% in 2010)
- drive brand growth (+18% in 2011)

- minimize share loss due to NiQuitin launch — loss
not more than 5 pts.

Consumer goals for 2011

Behavioral targets:
To persuade consumers who ALREADY want to quit
to try Nicorette

Perceptional goals:

1. To eliminate negative barrier towards nicotine
and NRT and to persuade consumers of Nicorette
efficiency.

2.To change attitude towards problem — from “I can
quit by my own” to understanding that additional
help (NRT) is needed.

Total media budget:
$2 — 5 million

WHAT WAS YOUR BIG IDEA?

Nicorette is an efficient medicine which will support
your willpower and help you stop smoking.

HOW DID YOU ARRIVE AT THE BIG IDEA?

Consumer’s insight is the following: “Cigarettes are
designed to be extremely addictive. It’s hard for
anyone to break free from their grip”.

Nicorette helps to get rid of your dependence from
cigarettes, delivering therapeutic nicotine in your
blood - less than in cigarette but enough to over-
come your urge to smoke. It supports you willpower
until you will get rid of your urge totally.

In first half of 2011, taking into account competitive
launch, we focused on patch. Our strategy was to
keep leadership in patch segment and differentiate
from competitor via message on effectiveness and
unigness of Nicorette patch. The communication was
strengthen by “No patch is more effective” message.
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NiQuitin was launched with 24h action - patch com-
munication, while we opposed to it Nicorette 16-h
patch action, explaining 16-h patch benefits:

-9 out of 10 smokers don’t wake up at night to
smoke, thus they do not need nicotine at night

-in addition, nicotine causes sleep disturbance.

To strengthen our leadership we launched 16-h
patch communication before competitive communi-
cation was launched.

In the 2nd half of 2011 we followed differentiation
strategy against NiQuitin via gum promotion —
unique format which competitor does not have in its
portfolio. We launched new gum taste - Nicorette
lcy white.

Market demonstrates seasonality — high seasons are
Jan-Feb (New Year=New life) and Sept-Oct (New
life after vacations). We planned our campaigns ac-
cording to this seasonality.

1st season (Jan-Apr): education on NRT and leader-
ship strengthening (especially in patch segment).
Focus product — patch.

TV campaign (TV spot “Sticky stuff” on air on Pervyi,
STS, TV3, DTV, 5 and TNT channels). TV copy was
based on insight: “Cigarettes are designed to be
extremely addictive..” with catchy image — cigarette
pack sticked to hand. TV copy contains demo aimed
to explain NRT action — therapeutic nicotine action
and withdrawal symptoms removal. TVC is sup-
ported by claim “No patch is more effective”.
Campaign in press — special projects with key
editions (special projects help to better explain the
mode of action of preparation in comparison to
direct layouts). Special projects described Nicorette’s
mode of action, paying attention to its 16-h action.
All editions have been chosen according to best “Af-
finity\Reach” ratio.

Trade activities- detailing to pharmacists by our
Medical representatives, explaining 16h-patch ben-
efits, using trade materials with three-eyed-glasses,
illustrating “useless” of additional portion of nicotine
in 24-h NiQuitin patch.

PR-campaign — press-release with 16-h patch ben-
efits information.

Internet campaign —

- ActiveStop — behavioral program aimed to support
smokers who are quitting

VimeloTcs NpoTMBONOKABAHNS. Heogkoanmo
NPOKOHCYNLTUPOBATLOHIGO CIELVAIMCTOM.

- www.nicorette.ru support

2nd season (Aug-Oct): differentiation via unique
format and new product presentation — Nicorette Icy
White gum (focus product).

TV campaign ( «Storm» copy on air from end Aug to
Oct on Pervyi, STS, TV3, DTV, 5 and TNT channels).
TV copy describes the situation which is quite close
to every smoker, when it is unpleasant to go out to
take a cigarette. Demo part aimed on NRT mode of
action explanation illustrates graduate diminuation
of urge to smoke and refuse from cigarettes at the
end of treatment.

Campaign in press — special projects with edictions
Campaign in Internet

Internet is one of the most relevant media for our
TA, they spent a lot of time there and want to get
information there. Biggest search engine register
more than 240 thousands of requests “how to quit
smoking” per month. In Autumn 2011 we increased
support in Internet and spoke with our TA via:
-Banners on affinitive websites. Banners were built on
insight “hard to get rid of cigarettes”

-context search in main search engines

-ActiveStop behavioral program

- www.nicorette.ru website

PR — campaign

Press-kit to support new product launch

Trade activities

Placebo sampling to pharmacists in order to remove
barrier that nicotine gum is “untasty” and to try new
taste lcy white. New POS-materials in hot zone (near
cashier). Detailing to pharmacists, massive pharma-
cists education in the context of “Johnson & Johnson
University” project.

Work with HCPs

www.hicorette.ru

Work with best Russian pulmonologists and gastro-
enterologists through the year.

TV:
Spots

Print:
Consumer Magazine

PR:
Packaging

Interactive:
Online Ads
Web site

Sponsorship:
Il Russian Forum “Tobacco or Health”

1.Market growth

Market growth +38% in value vs. 2010 (vs. planned
+20%)

2.Brand growth - +32% value growth in 2011
vs.2010 (vs. planned +18%)

3.Leadership in segment — Nicorette managed

to keep leadership, moreover increase ValS in
Dec’2011 vs.Dec’2010 (+ 2.4 pts).

At the same time NiQuitin lost its share in Dec’2011
vs.Dec’2010 (see chart 5)

ValSin2011-90.6% (-4.1 pts) (vs. planned loss - 5
pts)

Mcrounmk: IMS Health, 2011
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Lipton Yellow Label

PeknamHas kamnaHms:

Simply Irresistible

Kareropus:

MpoaoBonbcTBEHHDbIE TOBAPDI
Macwtab npoekta:

JlokanbHbii O6LEeHALNOHANbHDbINA

Bpena Jlunton sanmman nuanpyiolme nosum

HO POCCHHCKOM PBIHKE HO MPOTHKEHMM MHOTHX

nert. B Hayane 2010 roaa Jlunton 6uin nuaepom
poiHka 3aHumasn 12%, OgHAKO B CrivHY emy abianm
koHkyperTsl — Axmag (11,7%) v Fpundung (11,8%).
(Mcrounmk — Nielsen).

naeHbIM cTonnom 6perHaa Jlunton 8 Poccuu sens-
eTca nereqpapHbiit yaii Lipton Yellow Label (Qonsa
pbiHka, s3aHumaemas Lipton Yellow Label 8 nekabpe
2010 cocraosnsana 5,5). (Ucrounuk — Nielsen).

B 2010 rony 6peHn cronkHyncs ¢ asyms npobnema-
MM

- Bustecc Havan ocnabesars: MABHLIE KOHKYPEHTI
lpuHdUnL U Axmag 30BOBEBLIBANY BCE BOMbLLYIO
nonio puiHka. Brnepebie 3a Bcio nctopuio 6peHpa
Lipton Yellow Label notepsn nuaepckyio nosuumio

(8 wione 2010 ropa pona Jluntora ynana go 11,4%,
B TO Bpems kak gons [puHdunaa ysenuumnnacs go
12,3%). (Ucrounmk — Nielsen). Otpuuatenshbii
TPeH NPOAOIXANCA B TEYEHWE BCErO roAa.

Bpena Lipton Yellow Label cran tepsts cuny 6perHpa
B YAWHOW KATErOPMM MO CPABHEHUIO C KOHKYPEH-
tamu. (Greenfield 125, Ahmad 114, Lipton Yellow
Label 98) (Ucrounuk — Nielsen).

- BpeHa cronkHyncs ¢ ewe 6onbluMMmM TPYAHOCTS-
MM C TOUKM 3PEHUSA BOCTIPUATHA KA4eCTBa. JIunToH
scerna 6bin sTanoHom kavectsa B Poccuu, ogHako
PEe3ynbTATH CIENOro TECTUPOBAHMA MOKA3QMM, YTO
no 3Tomy nokasarento JIMMTOH BLICTYNAET HAOpaBHE
¢ Mpundunaom. Onpoc notpebutenen, notepsis-
LUMX NIOANIBHOCTb TAKKE MOKA3AN HEYTELUNTENbHbIE
PE3yNbTATH: PECNOHAEHTH OTBETUIM, YTO UM HE
HPABMTCA BKYC 1 OPOMAT Yas.

Haluer rmasHoM Lenbio CTano BO3BPALLEHME NMaM-
PYIOLLMX MO3ULMIA HO POCCHACKOM YOMHOM PbIHKE
nocpeacTsom nepeoueHkn 6pexaa Lipton u Bos-
BPALLEHWS €My PEMyTALMU KQYECTBEHHOTO NPOAYKTA.
Takxe Mbl XOTENM BEPHYTb NOSANLHOCTb NOTEPAHHbIX
nokynarenei. Llenesoi ayautopuent sensiorcs
MY>XUMHBI 1 keHWKHbl B BospacTe ot 30 no 45 ner,
KOTOPbIE LIEHAT KAYECTBO BO BCEX CHEPAX KM3HU.
Bpea Lipton Yellow Label ang Hix yaHasaem u crout
NOTPAYEHHBIX HA HErO AEHET, OAHAKO MX NePEeMaHU-
BAIOT HOBLIE CBEXME M APKME NPEMIIOXEHMUS, KOTOPLIE
NOABASIOTCA HA PbIHKE. M13-30 HANMLIBA KOHKYPEHTOB
(Greenfield, Ahmad), koTopsie npegnaratot npo-
AyKT Gonee BLICOKOro KA4ecTsa, OHu Gonblue He
socnpuHnmaiot Lipton Yellow Label, kak cranaapt
KQYECTBA M YA C MPEBOCXOAHBIM BKYCOM, KOTOPbI
OHW NPEANOYUTANN PAHbLE.

Mepes HaYaNOM peknamHo Kamnamumn 6perg Lipton
YAYYLIMA KAYECTBO NPOAYKTA, CO3AAB HOBbIN BneH,
YOSt M U3MEHMI AM3AHH YNIOKOBKM.

- Bnaroaaps HOBOWM TEXHONOMMM NOABMANCA KAYECTBEH-
Ho Hoewii Lipton Yellow Label. C uaiinbix kycros
COBUPAIOT TONBKO CAMBIE CBEXHME NIUCTbA 4as, 4TOObI
noTom 806aBKTL Ux B YaitHbIi Gnena. CobpanHbie
FIUCTbSA MPECCYIOT, YTOBbI MOYYUTL UX HATYPANbHBIN
cok. Cok pobasnaercs 06paTHO B YAMHBIE NINCTbSA
nepea TPAAMLUMOHHbIM BICYLUIMBAHWUEM W 30NEYATbI-
saetcs B naketuku Lipton Yellow Label Tea. Paau-
KQbHO HOBQS TEXHONOTMS NPOM3BOACTBA NO3BONAET
106uTbCA Gonee GOraTOro BKYCA M APOMATA HAS.
TecTMpoBaHue HOBOTO NpeanoxeHus ot Lipton
Yellow Label nogreepanno cnocobrocts yeenu-
4MBATL MHTEPEC K BpeHay cpean notTpebuteneit,
OfHOBPEMEHHO COXPAHSS NOAMbHLIX NOTpebUTEne,
NPMBAEKATb HOBBbIX.

YrydLeH1e npoaykTa NOMEHSET ero BOCNPUATHE KOK
6onee Ka4eCTBEHHOTO, PENEBAHTHOCTL U JOBEPHE
YCUIUT yBexaaioLLyio cuny 6peHaa.

- Ynokoeka npomykta Takxe Gbina BULOM3MEHeHa,
NOABMANACH BHYTPEHHSIA NEYATb HA NaYKe ¢ M306pa-
XEHWEM YOMHBIX MNAHTALMMA , TOABMNOCH BbIMYKIOE
1306paXEHUE YarHbIX NUCTIKOB. KoHuenuus HOBOJ
TEXHONOIMM OTPAXEHA HA NAYKE.

Mei npusinn orpomHeii seizos: Kak ybeants no-
Kynarenemn nepeoLeH1Tb yXe CyLLECTBYIOLLM
6peng Lipton Yellow Label u ysennuuts socnpustue
kaveTcea npoaykta? Kak nokasats notpeburento
NPOAYKT, KOTOPbIN BbIN HO POCCUIMCKOM PhIHKE B
TEUEHMM [ONTUX NET, B HOBOM CBETE?

KonnuecTtBeHHbIe Lenu peknamHOM KaMnaHmm:

1- Mocne anuTensHOrO CHUKEHUS AOAM PHIHKA BNAOTL
10 11,3% 8 mae 2011 (Mcrounmk — Nielsen) Ham He-
06XOAMMO BbINIO BEPHYTH AOIIO PLIHKA, KOTOPYIO Mbl
nocturnm e 2010 rogy (12,3%) ans 6penaa Lipton.

2- Nons poirka Yellow Label Label taksxe cHuxanacs
8 Tedermn roaa (Ansaps 2010 — 5,9% npoTus aHea-
psa 2011 = 5,3%). Haweit uensio crano yeenudenme
nonu peiHka Lipton Yellow Label Ha 0,5% k koHuy
peknamHon kamnarum 8 aekabpe 2011 roga.

3- Takxe uenbio KaMNaHumM CTano ysenuyexue 06o-
porta Lipton Yellow Label (+25% 3a secs nepuon,
KOMMAHWHM) NOCPEACTBOM NMPUBIEYEHMS HOBBIX MO-

Tpebutenei.
HaHHble:
Value share
DECEOW AN FEB 2011 MAR 2041 APR 2041 MAYZ011 JUNZ0TH UL 201 AUG 2011
it 12,3 11,9 18 1,7 12,0 11,3 11,8 118 118
Leon
veLLow
Laset 55 54 56 55 58 53 53 83 83

Mcrounmk - Nielsen

Turnover

JAN 2011 FEB2011 MAR2011 APRZ011 MAY2011 JUN2011 JUL2011 AUG 2011

LYL T8 2011 51688 §759,7( 4900,0| 36685 45356 3453,1| 3283,7| 5107,0

LYLTB 2010 38634 4167,4 | 5628,0 | 41493 (3629,1| 4313,9 |2704,6 (29986

Mcrounmk - Internal Unilever

O6wuii megua-6opxer:
o1 10 go 20 munnuoros gonnapoe CLLA

Hoswiit Lipton Yellow Label Hactonbko npesocxopeH,
yto paxe MNupc BpocHan — stanoH xopolero Bkyca
HE MOXET YCTOSTh.

Mepesanyck NPOAyKTA SBASNCA LEHHOM BO3MOX-
HOCTbIO, HO HE 6b|ﬂ AOCTATOYHBLIM YCITOBUEM A119
BO3BPALLEHMS CTATYCA KAYECTBA U NOCTPOEHHS
3bbEKTUBHON KOMMYHUKALUMOHHOM KAMNAHMM. Yuu-
THIBASH TOT PAKT, YTO HALUM MPEABIAYLLME KAMMAHMM
He Bbinn LOCTATOYHO 3PDEKTUBHDI, HOM HYXHO ObINO
BCTPAXHYTb YQMHBINA PHIHOK, GbITb 3AMETHBIMM W NPU-
BHECTM HOBbIE BEAHMS B HOMHYIO KOTETOPMIO.

[lna [OCTUKEHMA STUX Lener Mbl pelwnnu BbibpaTs
Mupca bpocHara B kauecTse ambaccapopa HOBOTO
Lipton Yellow Label. OcrosHas naes kamnanmm:
MCMONb30BAHWE 3HAMEHUTOCTH, 3ACTYXMBLUMIA
nosepus notpebutenein kotopas xsanut Lipton ero
npesocxoacTso. Ham HyxHa Bbina xaprsmaTnyHas
JIMYHOCTb, CNOCOBHAs PACCKA3aTL NOTPebUTENIo O
60raToMm BKyCe 1 APOMATE HALLIETO MPOAYKTA.

Mupc bpocHan oueHb nonynsper 8 Poccun 6naro-
naps poru xermca borpa. OH ysHasaem ana 80%
xwutenen Poccum. CornacHo onpocam 90% poccwit-
CKMX PECMOHAEHTOB accoummpytoT Mnax [pca
BpocHaHa ¢ 6peHpom Lipton Yellow Label: akrep
M3BECTEH U NOMYNApPeH HA NPOTAXEHUN MHOTUX NET,
Tak xe kak u Lipton Yellow Label — 6pena c 6onee
uem 10-neTHei uctopmeit. IMupc bpocHan npu-
LEPXMBAETCS AHIUHACKOTO CTUAS (KOTOPBIA TaKXe
accoummpyetcst ¢ GPeHAOM 4as), U U3BECTEH CBOE
3METAHTHOCTBIO W XOPOLLMM BKYCOM.

[Mupc BpocHaH MOXET yny4LmnTs HE TONbKO BOCTPU-
ATME KQYECTBA, HO U YBENMYUBAET YAOBNETBOPEH-
HOCTb W BOBJIEYEHME.

Mei xoTenn nokasats, 4To Aaxe Takomn Tpebosa-
TenbHbIM LeHUTENb kavecTsa, kak [Nupc bpocHaH,
HE MOXET YCTOSITb Nepes MPBOCXOAHbIM BKYCOM 4
Lipton Yellow Label. Hawa kamnanus 6asmposanacs
HQ naee NpeBocxofHoro skyca vas Lipton Yellow
Label, nepen koTopbIM HEBO3MOXHO yCTOATH B
noboit cutyaumm.

Mupc bpocHaH pomnxer Gbin He TONLKO onuue-
TBOPSATL KAYECTBO BLICOKOTO MEXAYHAPOAHOTO
crangapta yas Lipton Yellow Label, Ho ewwe v nossi-
CUTb JOBEPHE U NOANBHOCTb NOTPEOUTENEN K HOBOM
TEXHOMOTMM MPOM3BOACTBA YaS.

Y1o6bl cO38aTb OBLLECTBEHHbIN PE3OHAHC M MPK-
BHECTU HOBW3HY, Mbl PELLMAM MCMOBb30BATE 06PA3



Mupca bpocHana B 06pase xeimca bonaa. Nmen-
HO MO3TOMY HAL KPeaTHe Bbin NOCTPOEH HA OCHOBE
atmoceepsl knHo m fonnmeyaa.

Mbl paspaboTanu KOMNNEKCHYIO KOMMYHUKALMIO,
KOTOpast HaUYMHaAnAck TB-pexknamoit.

MbI co3aanu peknamHbiit PONMK, OCHOBHBIM MOCHITOM
KOTOPOro CTA GKLEHT HA MPEBOCXOAHOM BKYCE 4as
Lipton Yellow Label, nepen kotopeim HesoamoxHO
ycToaTh. Mbl pelumni Boi6paTh KA3MHO B kauecTse
NAOLLAAKK 47151 POAUKA, M TAKMM 0BPA30M MCMOMb30-
saTb 06pas [xeitmca boraa, ¢ koTopsim accoumm-
pyetcst Mupc bpocran. na Toro, utobsl coxpanuTs
AyX BLICOKOTO KUHEMATOTPAda Mbl TPUINACUNM ANst
CbEMOK POIIMKA TANAHTAMBOTO pexuccepa XKepoma
Canne (pexwccep «Jlapro Bunuy, «Jlapro Buny 25).
[lefcTBME MPOUCXOAUT HO CbEMOYHOM MIOLLAAKE,
OpOPMIEHHOMN B POCKOLLHbIE AEKOPALMM KA3MHO, B
KQAPE Mbl BUAMM CbeMOUHYIO kommaHay. [npc bpoc-
HaH rotoeuT cebe vyawweuky Yas Lipton Yellow Label.
BHesanHo ero npepbiBaeT aCCUCTEHT pexuccepar:
«Bawwu Beixog, rocnoaunH bpocHaH». Ho HoBeii BkyC
yas Lipton Yellow Label Hactonsko Bocxututenen,
UTO OH HE MOXXET YCTOATb 1 MOCTABUTL CBOIO YALLIKY,
nostomy 6epet ee ¢ coboi 3a cton kasuHo. NMupc
BpocHaH ocTtaeTcst HEBO3MYTHUMBIM 1 YBEPEHHBIM B
cebe, kak ByaTo OH nbeT 6onee NOAXOAALLWMI ANs
KA3MHO HanuToK. Pexuccep WokMpoBaH HeyMecTHO-
CTbIO CUTYQLMH, HO TEM HE MEHEE NPOAOIKAET ChbEM-
Ku cueHbl urpsl 8 nokep. «CHato, 6pasoly, - rosoput
pexwuccep, LOBOMbHBIA CHATOM CLIEHON.

Bbino cozparo asa ponuka:

- HebonbLwon dpunbm (30 cek), cospaowmit «<adbdekt
6rnokbacTepa» anst ROCTUXEHWS YAOBNETBOPEHUS 1
BOBIEYEHMS.

- kopoTkast (20 cek) Bepcust ponuka, CHATAA B CTUME
Tpeiinepa, B KOTOPOM COOBLLANOCH O HOBU3HE
npoaykta. C nomowpsio 3D TexHonoruu 6bina npea-
CTOBMEHO HOBAS TEXHONOTMA MPOW3BOACTBA YA,
Mupc bpocHaH, 304eMCTBOBAHHLIA BUaeo coobluan
o npesocxoactse yas Lipton Yellow Label. Stor
BAPUMAHT NPU3BAH NOMOUb YBENMUYUTL PENIEBAHTHOCTb
1 NOANBHOCTb MOKYNATENEN K MPOAYKTY.

B nononnenue k TB-ponuky kamnanms 6bina nog-
Llep>XAHA B NMEeYATU, HAPYXXHOM PEKNICMOM PAMUYHBIX
bopmaTos, MIHTEPHET-PEKNAMON M PEKNAMOIT B
TOProBbIX TOYKAX. [l CbEMOK PEKNAMHOTO MAAKATA
6bin NpuBneueH nonynapHsiit potorpad Kait beppu
(KeT nssectHa ceomnmm paboTamu co 38€30aMM, HO
ee poTorpadmsax OHKM NPEACTAIOT B YYBCTBEHHOWM M
yenoseyHol maHepe). [Mupc bpocHan choTorpadu-
POBQH B TEX XE AEKOPALMSAX, KOTOPLIE BblM UCMOSb-
30BAHbI 471 PEKIIAMHOTO ponukad. Ha ¢oTo Mbl BUAMM
€10 B KOMHATE HA CbEMOYHOM MNOLLAAKE, CUASLLIMM
HO POCKOLLHOM Kpechne C YaLWwKoM B pykax. B ero
PYKOX YALIKA FOPsiHero 4as, U3 KOTOPOW CBMCAET
apneivok ot naketuka Lipton Yellow Label Tea.

Ha nnakare umrata Mupca BpocHaHa - «[pocto
NPEBOCXOAHOY.

[na noanepxkn MacluTabHOM MeaNa-KOMMYHUKOLMM
Mbl CO3AQMM NMEYATHYIO PEKNAMY, AETABHO OObAC-
HAIOLLYIO MPOLEecc Npou3soacTsa vas Lipton Yellow
Label no Hosow TexHonorun. Ita peknama Geina
PA3MELLEHA B MPECCE W B TOPTOBbIX TOYKAX.

[ns cetn UntepHeT mbl paspaboTanu auaxuran
QKTUBHOCTY.

Bo-nepsbix Mbl MOKA3aNM NPOLECC CHEMOK PEKITOM-
HOrO BMAEOPONMKA Ha OPULMANLHOM caiiTe BpeHaa
Lipton. AKueHTVpYs BHUMAHWE HQ MHAYCTPUM KUMHO,
Mbl XOTEMM B3Th BCE BO3MOXHOE OT NPOLLECCa Cbe-
MOK M MOKQA3QW B CETH TO, 4TO BbINO «30 CLIEHOM.
Takxe mbl cozganu oHnaiH-urpy «Haram MNMupca
Bpocrara.

Mpes vrpbl NpoCTa 1 CBS3AHA C MAEEN BMAEOPONMKA:
Hoebil BKyC yas Lipton Yellow Label Hactonsko xo-
pouwu, yto paxe [Mupc bpocHaH He MoxeT nepes HUM
ycrosTe. Mirpa npepctasnset coboi KBECT, BLINONHMB
KOTOPbIM MOXHO NOMyunTh Npu3abl. CIoXeT urpbl
3aknouaeTcs B Tom, 4o MNupc bpocHan ckpuiBaetcs
30 CLEHOM, NPAYACh rae-To, YTO6LI HOCAAANTLCS
yaweukoi yas Lipton. Mrpatowmin ucnontsiet pons
NEePBOro ACCUCTEHTA PEXMUCCEPA M OH [OIKEH HANTH
MUpca 1 BEPHYTL €r0 HO CbEMOYHYIO MIOLLAAKY.
HyXHO coBpaTh NOACKA3KM M ONPOCUTL CBMAETENEN,
4TO6bI BEICNEAMTL [TpCa u BepHyTs ero. Mrpa 6eina
CO3AAHA A9 TOTO, YTOBbI NOAAEPXKATb M COXPAHUTH
uHTepec k TB-pekname, no3sonme nons3oBaTeNsm

OLLYTUTb CE6A BOBNEYEHHBIMM B XXM3Hb HA CbEMOYHOM
nnowaake, kotopon xuseT NMupc bpocHaH.

Ewe oaHa anaxuTan-akTMBHOCTb Bbina CO3AaHA AN
O3HAKOMNEHUs NOTPEBUTENS C HOBOW TEXHONOTHEN
1 NPOAYKTOM. MIrpok aomkeH Gbin NOCTPOUTL CBOIO
cobcTBEHHYIO YaitHyio dabpuky, Npoias BCecTy-
NEeHM NPOLECCA NPOU3BOACTBA Yast. Mrpok nonxex
BBIPACTUTb YAMHbBIE KYCTbl, 3aB6OTIMBO YXOXMBOA 30
HUMM, COBPATB C HWX YPOXQA, MONYYUTb COK YQMHBIX
nucTbes. Takum 06pazom notpeburens yaHaeT

060 BCEX CTAAMAX NPOLECCa NPOM3BOACTBA Yas U
3HAKOMMTBLCA C HOBOM TEXHONOTMEN 1 LEHHOCTAMM
6penaa Lipton.

TB:
Tenepexknama
CnoHcopcTtso

MeuarHbie CMU:
Motpebutensckue xypHansi
ﬂeHOTHbIe O6'be,EI,I4HeHl4ﬂ

AuanoroBas:
Online-pexnama
MHTepHeT caitTsl
Mrpbi

Hapy>xHas:
Peknammble LLMTBI
Ipyrve: (Cutn dopmartsl, pasmeluerme B MeTpo)

Po3HuuHbIe npoacxu:
Peknama 8 mectax npopax
ToBaposegeHne B MArasnHax

Hawa peknamuast kamnarus ¢ [Mupcom BpocHarHom
B MIABHOM PONK OKA3ANACH OYEHb YCNELIHOM, AO-
KO3ATENbCTBOM 3TOMY CITYXMWT yBENIMYEHWE NPOAAXK.
Kamnamus 6eina sanywera e ceqtsbpe 2011 roga
HQ TENEBUAEHUM U NOJAEPXKMBANACH 4O Aekabps
2011.

1. Lipton. TenaeHums pocta BO306HOBMNACH.

Mbi Tepsinu LONIO PEIHKA B TEYEHUM LOMTOMO Nepu-
ona, po kputnyeckoit Touku: 11.3% 8 mae 2011
roga. (Mo panmbim Nielsen). Llens coctosna e Tom,
4TOBbI BEPHYTLCS K BLICOKOM AOME PLIHKA, KOTOPYIO
mbl gocturin 8 2010 ang 6penaa Lipton (12.3%) 1
BEPHYTLCS K “30M10TOMy nepuopy”. Ml He Tonbko fio-
CTUMK Hawe uenu, Ho goxe npesbicunu ee (13.2%,
Ha 1% ebilwe, Yem 6bIN0 B HALLIEM NEPBOHAYANBHOM
nAQaHe), v NPUBAUSUANCH K TUAUPYIOLLEN NO3ULMM.
Ha secb nepurog kamnarmm (c ceHTabps no gexabpb
2011): pons peiHka yas Jlunton Bospocna Ha 14,4%
(8o 13.2), B TO BpEMS KOK KOHKYPEHTHI MCMBITHIBANK
cnag (Mpunduna (-0,61%), Axmaa (-2,75%))
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2. Lipton Yellow Label poc HamHoro 6bictpee, yeenu-
yetme Ha 1.7% ponu peiHka.

[ons peitka mapku Lipton Yellow Label Takxe teps-
na ponio peiHka (ansaps 2010 .0 5,9% nonu peiHka
npotus aHsaps 2011: 5,3%). B nepron ¢ ceHtabps
2011 no okts6ps 201 1(Hauano kamnaxmu), gons

puiHka Lipton Yellow Label Bospocna Ha 14,2%
(5.5%. no 6.3%), cambiri Gonbwoit POCT 3a rog ans
6peHapa. M pons peitka B centabpe (5.5%) , oktabpe
(6.3%), Hos6pe (6.2%), n pexabpe (6.7 %) 6bina ebi-
couanwas 3a 2011 roa. Poct B Tedernn kamnarmm
(cenTabpb-pexkabps) noctur 1.7%, HamHoro nyuwe,
yem oxupanocs! (uens Geina +0.5%).

Ananuanpys secs 2011 roa: gons peiHka yas Lipton
Yellow Label sospocna na 23,3%, 6uictpee uem
nons Lipton (poct 7%).
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3. CrpemuTensHbiit pocT aeHexHoro o6opoTa.

B camom Hauane kamnarmm 3dbdekT 6bin BruaeH cpa-
3y M HOBMIOAANCS POCT AeHexHoro obopoTa:

+70,3 % pocra geHexHoro obopoTa B nepuos
mexay asryctom u ceHtsdpem 2011, B reuermn
BCETO NEPUOAA KAMMAHUM, AEHEXHBIH 06OPOT BHIPOC
Ha 44%.

Herexneiin oGopor LYL 2011 vs 2010
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B uTOre KaMNaHWs AOCTUIMA BbIAGIOLLMXCA PE3YNbTA-
TOB C TOYKM 3PEHMSI POCTA AOMM PhIHKA, YBENMYEHNE
nonu mapku Lipton u Lipton Yellow Label. PesynbraTsi
AEMCTBUTENBHO NPEBOCXOAAT HALLM NEPBOHAYANbHbIE

uenu:

MopaepkKa KAMMAHMK B TOProBbIX TOYKAX BKIOYAA
BCE KAHQMbI NPOABMXEHMs: TPAANLMOHHYIO TOPros-
10, COBPEMEHHYIO TOprosio, Bkiodas KA.

[na 06omx kaHanoe Npoaax GbiNa BBEAEHA NPO-
rPAMMA CKMAOK.

Yposens yuactua KA cocrasun 92%, nydwmi pesyns-
tars 2011 roay.

B TpammumMOHHON TOProse Yncio yuacTHUKOB npe-
BbIcno 22500 TOProsbix TOYEK HO HALMOHANBHOM
ypOBHe.

Kamnanwus nopaepxwveanacs pasmewernem POSM
maTtepuanos (8066nepbl, roGpPoneHTsl, WendTokepsl,
nocrepsl, Wwend cronneps, wend Tonnepsl), BO BCex
TOYKAX MPOAAXK MO BCEM PETMOHAM.

Lipton Yellow Label

Campaign title: Simply Irresistible
Category: Beverage

Project scale: Local

Lipton has been leading the tea market in Russia for
years. In the beginning of 2010, Lipton was still lead-
ing the game with 12 points of value share, but neck
and neck with Ahmad (11.7) and Greentfield (11.8).
(Nielsen source)

Iconic product of the brand, Lipton Yellow Label is
the key pillar of lipton business in Russia. (Market
share of Lipton Yellow Label: 5.5 in december 2010).
(Nielsen source)

Yet from 2010 Lipton has been facing two main
challenges:

- First the business was being weakened; Greenfield
and Ahmad (competitors) were gaining more and
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more market share. For the first ime Lipton Yellow
Label was in a position of challenger vs leader (June
2010: value share of Lipton goes down to 11.4 while
Greenfield increases to 12.3). (Nielsen source) This
downward trend kept going all year long.

Lipton Yellow Label was also loosing Brand Power in
the Hot Tea Category versus competitors. (Green-
field 125 vs Ahmad 114 vs Lipton Yellow Label 98)
(Nielsen source)

- When it came to the quality perception it was even
more challenging. Lipton used to be a quality bench-
mark in Russia, but lately blind tests reveal that Lipton
Yellow Label was only on part to Greenfield. And
even worse: when we ask lapsed users their impres-
sion on the product: they say they do not appreciate
its taste and aroma.

Our ambition was to re-gain the lead on the Russian
tea market by re-appraising the Lipton brand and
restoring Lipton Yellow Label quality image.So we
needed to get lapsed consumers back to the brand.
The target is women and men between 30-45 years
old, who value quality in all aspects of their lives.

To them Lipton Yellow Label is ubiquitous and good
value for money, but they feel like there are attracted
by new offers around them, appearing more exciting
and fresh. Indeed, because of an influx of competi-
tors (Greenfield, Ahmad) offering higher quality
products, they no longer perceive Lipton Yellow
Label as the best quality reference standard, great
tasting tea they once enjoyed.

Before coming to communication, Lipton reacted by
upgrading the mix product through a new blend and
an improved pack.

- A new Lipton Yellow Label has been developped
thanks to a new technology. Lipton indeed carefully
selects the freshest leaves from tea gardens to create
the new blend. These high quality tea leaves are
pressed fo release their natural juice. The juice is
then added back to the tea leaves before traditional
drying, and finally encapsulated in the famous Lipton
Yellow Label tea bags. This radically new technology
offers a richer taste and aroma to the tea.

This new reason to believe proved in quanti test to
raise interest with Russian consumers and while se-
curing current Lipton Yellow Label buyers it increases
purchase interest of current non-buyers.

This clear product improvement can establish real
differentation, relevance and credibility, driving
persuasion.

- The packaging quality cues have been improved,
with beautiful inside printing of tea fields and stamps
on the outside of the pack. The new technology is
communicated on the packaging.

25 NAKETHKOB

HEPHBIN yap

Clearly our challenge was huge: How to make con-
sumers re-appraise the established brand Lipton Yel-
low Label and increase its perceived quality 2 Being
part of the Russian landscape for ages, how can we
let people see our good old product in a new lighte

Our quantitative objectives were the following:

1- As we were losing market share months after
months, till the rock-bottom: 11.3 in may 2011
(Nielsen Source) we needed to get back to the
strongest market share we achieved in 2010 for
Lipton (12.3)

2- Lipton Yellow Label’s market share were also
suffering from a downward trend (Jan 2010: 5.9

of market share vs Jan 2011: 5.3) We aimed at
increasing the market share of Lipton Yellow Label of
+0,5point at the end of the campaign in december
2011.

3- The campaign also aims at boosting the turnover
of Lipton Yellow Label (+25% during the campaign)
by reattracting the consumers.

Total media budget:
$10 - 20 million

New Lipton Yellow Label’s taste is so irresistible,
that even Pierce Brosnan, the epitome of good taste
cannot resist it.

Lipton was going through tough times.

The opportunity of a newnews product was a real
asset but not enough to find back our status of gold
standard and build an outstanding communication
campaign. Knowing that our previous campaigns
did not put the brand back on the right track, we
needed to shake up the tea market, be noticeable
and bring fresh air to the tea category.

To do so, we decided to have Pierce Brosnan as the
ambassador of the new Lipton Yellow Label.

The big idea was to use a trustworthy celebrity prais-
ing Lipton and its irresistibility. We needed a strong
spokesperson for Lipton Yellow Label reassuring on
the rich taste and aroma of the product.

Very well known and liked celebrity in Russia, Pierce
Brosnan is essentially known as James Bond. 80%
of people in Russia recognise him and like him. Tests
proved that 90% people in Russia think Pierce Bros-
nan fits with Lipton Yellow Label brands: someone
recognised for several years, same as Lipton Yellow
Label is a reference brand on the market, with more
than 10 years history. But also someone with an

english style (which is really relevant for a tea brand),
famous for its elegance and good taste.

Not only his personality has a lot of credit to improve
perceived quality of the product but furthermore tests
also proved that Pierce Brosnan could help driving
enjoyment and engagement.

We wanted to show that a personality like Pierce
Brosnan, connoisseur, very demanding and sophisti-
cated man, cannot resist the rich taste and aroma of
a cup of the new Lipton Yellow Label. This is on this
idea of irresistibility of the tea, no matter the situa-
tion, that our campaign is based.

Not only the campaign was set up for Pierce
Brosnan to embody the international gold standard
Lipton Yellow Label, but also to highlight and give
credit to the newnews product and technology,
which represents the strong reason to believe.

To create the buzz and bring newness, we decided
to make the most of Pierce Brosnan, playing on

his James Bond identity. Therefore all our creative

executions are built around the universe of cinema
and movies..

We developed an integrated campaign, starting
with TV.

We produced a TVC around the irresistibility of

the cup of new Lipton Yellow Label. Using Pierce
Brosnan’s image of James Bond, we decided to set
the story in a casino. To make a real piece of cinema
shaped up to Pierce Brosnan, we needed a great
talented director coming from the cinema industry, in
the person of Jerome Salle (director of Largo Winch
182..).

The action takes place on a set of a luxurious, we
see the shooting crew hard at work: it is clear that we
are on a movie set. Pierce Brosnan is preparing his
cup of new Lipton Yellow Label. He is suddenly inter-
rupted by the Assistant Director: “On set Piercel”. But
this new tea is so irresistible that he just cannot put
his cup down and brings it on set fil the casino table.
Pierce Brosnan remains self-confident and impres-
sive, exactly as if he was drinking a more appropri-
ate beverage in a casino. The director is surprised
by the incongruity of the situation, but anyway they
continue the shooting of the poker face-to-face
scene. “CUT, brilliant!” the director says, convinced
by the scen he just shot, and the set is over.

Two films were created:

-a piece of cinema (30s) produces a “blockbuster ef-
fect”: generating high edit stand out, enjoyment and
engagement for the brand.
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-a short one announcing the newness (20s) like a
movie trailer. It infroduces the new product technol-
ogy thanks to a 3D demo. Pierce Brosnan is still
starred, ensuring the taste in simply “splendid”. This
format helps creating differentiation, relevance and
therefore drives persuasion for the product.

In addition to the TVC the campaign is supported

by a print, used in outdoor, giant outdoor, web

and in-store. The print has been shot by a famous
photographer (Kate Barry, used to shoot stars
beautifully through a sensitive and human manner).
Pierce Brosnan stands out in the same decor as the
TVC. We see him sitting with class on a luxuous chair.
He is obviously in a refined room, part of a TV set.
He holds a steaming cup of amber tea, from which a
Lipton Yellow Label tag sticks out.

The picture is signed as if Pierce Brosnan certified
“Simply Irresistible”.

To complete this massive media operation, we also
prepared a print visual explaining in details the new
technology to be broadcasted in press, or in-store.

To create the buzz on the web we have developped
a digital activation.

First we displayed a making-of of the film on the
Lipton Brand website. Still playing on the cinema uni-
verse, we wanted to make the most of the shooting,
and show the “behind the scene” on the web.

We have also launched a game called “Chasing
Pierce Brosnan”.

The idea is simple and linked to the idea of the film
too: the new Lipton Yellow Label is so good that
Pierce Brosnan cannot resist to its taste. Basically, the
game is an exciting quest. Pierce Brosnan has disap-
peared behind the scene: he is making the most of
his delicious tea time, hidden somewhere.You are
the first assistant and you need to find him and get
him back on set. You need to collect and follow cues
and witnesses to follow his trail and take him back.
The game was a way to prolong the excitement of
the ad, by allowing the users to play with Pierce
Brosnan through the universe of backstages.

As for TV, there is a second pillar of digital activation,
dedicated to the new technology and focused on the
product. The player is driven to build his own Lipton
tea factory in order to familiarize himself with the
processus of tea fabrication and learn about the new
technology. The player has fo successively, plant tea
bushes, take care of them, harvest them, and extract
the juice from the fresh tea leaves. Thus, the player
participates on the whole process of tea-making
which enables him to know more about the brand
values and the new technology.

TV:
Spots
Sponsorship

Print:
Consumer Magazine
Print partnership

Interactive:
Online Ads
Web site
Gaming

Outdoors:
Billboard
Other: Citi-formats

Retail experience:
POP
In-Store Merchandizing

Our campaign starring Pierce Brosnan turns out to
be very successful, with the increase of sales as the
best proof.

The campaign has been launched in September
2011 with TV, and supported until December 2011.

1-Lipton, back to a rising trend

As explained we were losing market share months
after months, till the rock-bottom: 11.3 in may 2011
(Nielsen Source). The objective was to get back to
the strongest market share we achieved in 2010 for
Lipton (12.3) and to revive a feeling of golden age.
Not only did we reach our objective, i.e to get back
to the level of december 2010 (12.3) but we even
exceeded it (13.2, 1 point higher than expected

in our initial objectives) and get closer to the lead
position. On the whole period of the campaign
(september to december 2011): the market share
of Lipton has been growing of +14,4% (up to 13.2)
while Greenfield was declining (-0,61%) as well as
Ahmad (-9,75%).
2-Lipton Yellow Label has been rising ever faster,
gaining 1.7 points of market share.

Lipton Yellow Label’s market share were also suffer-
ing from a downward trend (Jan 2010: 5.9 of market
share vs Jan 2011: 5.3) Between september 2011
and october 2011 (beginning of the campaign), Lip-
ton Yellow Label market share has been increasing
of 14,2% (5.5 to 6.3), the biggest rise of the year for
the brand. And the market share of september (5.5),
october (6.3), november (6.2), and december (6.7)
are the highest of the year 2011. The increase during
the campaign (september — december) is high 1.7
point, far better than expected! (objective was +0.5
point)

Considering the whole year 2011: the market share
of Lipton Yellow Label has been raising of 23,3%,
faster than Lipton market share (growing of 7%).

3- A skyrocketing growth of the turnover

Right at the beginning of the campaign, the effect
has been immediate and the turnover took off
litterally: +70,30% turnover between august 2011
and september 2011. During the whole period of
the campaign, the turnover has been raising of 44%
which is an amazing growth!

In store activities involved all trade channels:
Traditional Trade and Modern Trade including Key
Accounts.

For both channels motivation program of deep
discounts was implemented.

Participation rate for KA was 92% which is the best
resultin 2012.

In traditional tfrade number of participants was more
than 22 500 on national level.

Campaign was supported with POSM (Wobblers,
Shelf-talkers, gofratapes, Posters, Shelf-stoppers,
Shelf-toppers) placement across all channels and
regions.

«JIIpocmo npebocxodnoy

Tonbko HoBbIM Lipton Yellow Label Tea

Copep>XnT COK CBEXMNX YalHbIX JINCTbEB.
CereT €ro HacblILeHHOro Bkyca 1 apomMara.

Mupc BpocHaH, akTep

DRINK POSITIVE ‘=
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ABTOMOGUNMN

Peknamuas kamnaxms:
UHTEerpupoBaHHbIE MOPKETUHIOBbIE
KOMMYHMKALIMU MO 3anycKy 6peHaa
Solaris

Kareropus:

ABto-MoTo

Macwtab npoekra:
O6LEeHALMOHANbHbIN

7~ NEW
(1/) THINKING.
NEW
HYURNDAI | possiBILITIES.

HYLNDAI oUHAHC

nET

UctoyHnk
ABWXEHUA

e hyunda.ru

MapkeTuHrosas uens

3aBOEBATL NEPBOE MECTO HA PAHKE MHOMAPOK B
Poccum

Llenu

1. JlokanusoeaTs NPOM3BOACTBO M NPEBLICUTS
YPOBEHb MPOAAX OCHOBHbIX KOHKYpeHToB: Renault
Logan, VW Polo Sedan, Ford Focus. Mpubnunanteca k
ypoBHio npoaax Lada u BHeapuTs cpean poccuitckimx
notpebuTeneit Ha HoBblE CTAHAAPTH «<HAPOAHOTO
aBTOMOGUAA»

2. Cosgarsb, ncnonbays PR uHcTpymeHTs U mapke-
TUHIOBbIE YCUIUA HO BCEX YPOBHAX POCCUMIMCKOTO
06LLEeCTBA, BKKOYAS FOCYAAPCTBEHHbIN YPOBEHS, NO-
3UTUBHOE MHEHWE O CTAHAAPTAX KAYECTBA U AU3AMHE
«HAPOAHOTO ABTOMOGMAA»

3. MNpoeectit MacwTabHyO MHTErPUPOBAHHYIO
MOPKETUHIOBYIO KOMMAHMIO, HANPABIEHHYIO HQ
CO3AAHME 3HAHMS MAPKM U MOCTPOEHUE MMMIXKA «HA-
POAHOrO ABTOMOGUANS»

Kputepum namepenus ycnexa

Cratb Homepom 1 Ha pbiHke MHoMapok B Poccum
O6ecneunts npopaxy 70000 asTomobunen k koHLy
2011 roga

Cospatb HOBbIN UMMAX HOPOAHOTO ABTOMOOWASY B
Poccum

Cpena

KaTeropus: cywiectsytowpme HUskue CTOHAAPTbI «HA-
POAHOro aBTOMOGUNA»

KoHkypeHTsi: ycnex koHkypeHToB 6asmpyetcs Ha
NPOAAXKAX HE CAMBIX HOBbIX I YCTAPEBLUMX MOAE-
nem; ambuumosHeie nnasl npogax VW Polo Sedan,
NOAKPEMNEHHBIE CUITbHBIM UMUAXEM BPeHaa
MoTtpebutenu: um TpebyeTcs HOBbIM AOCTYMHbIN
QABTOMOBMUIIb, YUMTHIBAKOLLMI POCCUIMCKME MOTOAHBIE U
LNOPOXHbIE YCNOBMS

Komnarwms Hyundai: ot «<xopowumx asTomobunei no
COOTHOLIEHMIO LIEHA,/KAYECTBO» K «ABTOMOBUIAM,
ACIOLLIVMM HOBBIE LEHHOCTHM POCCHSHAMY

[maeHas uenb

Co3a0Tb MMUAX HOBOTO «HAPOAHOTO ABTOMOGUNA»
ANS POCCUAH

3apaun 1 kpuTepum 3dEKTUBHOCTH

1. DocturHyTb ypoBHs 3HaHU: mapku 25% k mapTy
2011 ropa

2. ChopMUpoBaTL UMMIX BPEHAA: KAYECTBEHHbINA
OBTOMOGUIL C XOPOLLMM AM3CAAHOM MO AOCTYMHOM
LeHe

3. Mpeoponets BocnpusTHE «HAPOZHOTO ABTOMOGH-
na» kak paboyen nowaaku (B Nnepsyio ouepess, 30
CYET HOBbIX CTAHAAPTOB AM3AMHA M KAYECTBA)

[lns pocTUxXeHWs 3004 KAMMNAHUM W TNABHOM LEenu
Hyundai 6einm ocyLiecteneHsl 4 sTana kOMMyHUKA-
LmMM:

Stan 1. Cospanue nHtepeca. Cozaats MHTPUTY K
CTUMYIIMPOBATL PACMPOCTPAHEHUE MHPOPMALMM

O HOBOM «HOPOAHOM asTomobune» ot Hyundai,

@) HYUNDAI

Drive your way

MCMONb3ys HECTAHAAPTHbIE NOAXOALI, TAKME KaK:
BOBEYEHUE AYAUTOPUM B FONOCOBAHMWE MO BbIGOPY
HO3BAHMA Ans Gyayliero asTomobuns; npeseHTaums
koHuenT-kapa Solaris Ha Mockosckom asTocarno-
He-2010

Stan 2. [NocTpoeHne nepBoOHAYANLHOMO 3HAHKA
Mapku. 3aaaueit 3TOro 3Tana ABASNOCH AOHECe-

HME 10 AYAUTOPHH MHPOPMALMM O HOBOM 30BOAE
Hyundai 1 o noaroToske k Bhinycky asTomobuns,
cneunansHo paspabotanHoro ans Poccun. Ha stom
3TANe Mbl TAKXE CTUMYIMPOBAM NPEABAPUTENbHBIE
3akasbl Ha Solaris

Ortan 3. Yeenuuerue 3HaHWA U NOCTPOEHUE MMUAXA
6perHna. Ha 3Tom 3Tane mbl noaaepxmeany sanyck
asTomobuna No BCeit CTpaHe, MCNoMb3ya LWMPOKMIA
CneKkTp Meﬂ'l/ﬂ:IHbIX KAHANOB

Oran 4. Pacwwmpenmne 6penaa. Ha stom stane mbi
NOAAEPXKUBANM 3AMYCK MOAMPUKALMK XaT4OEK U pac-
LUIMPANK LIENEBYIO QYAUTOPUIO NOCPEACTBOM KOMMY-
HUKAUMUM HO Bonee Monoayio LENeByio ayaMTOpUIO.

O6wuin meguna-6ropxer:
o1 10 go 20 munnmoroe gonnapos CLLIA

Mosuunormposanme Solaris kak «MOGUMON MAPKU»
(lovemark); ana Poccuu, ana poccuan u caenaxHonm
POCCHAHAMM.

Ml noctasunu nepen coboit Lenb NPUBHECTU HOBbI
CTAHAAPT HO POCCUICKMI ABTOMOBMIBHBIA PIHOK
Ina Poccum

- Lens Hyundai — cosnaeaTs «HapoaHbiit asTomo-
G1Nby BLICOKOrO KaYecTsa

- JlokannsoBaHHbIe XAPAKTEPUCTHKM (yunThIBAIOLLME
POCCUICKME NOTOAHBIE YCIIOBWSA U HEYLOBNETBO-
peHHble NOTPeBHOCTM poccuickux noTpebutene):
YBENNUYEHHBIM BOPOXHbINA NPOCBET, NOCTOAHHO
BKIIIOYEHHbIE rA6APUTHBIE OTHU, YBETMYEHHBIN BAYOK
omblsaTens, o6orpes BETPOBOro CTekna

- Hassarue astomobuns paspabotaro B Poccum u
BLIOPAHO POCCUICKMMM NOTPEbUTENAMM

- Buin Takxe paspaboTaH yHUKANbHBIA CUMBON
Solaris

[na poccuan

- Hesbicokas ueHa, HO NpuM 3TOM — XOPOLUME TEXHM-
Yeckne XapaKTEPUCTUKM U BbIAAIOLLMICS AM3AMH

- MNpuBRekaTenbHOCTb «HAPOJHOTO ABTOMOGUAAY -
KOMBMHALMA KAYECTBA, AN3ANHA W LOCTYMHOCTH

- Poccuste nio6at xopoLwmi AM3aiH 1 4acTo Bbi-
BUPAIOT ABTOMOBMIb SMOLUMOHANBHO, HO MPU 3TOM
BHUMATENBHO NPOBEPSIOT TEXHUYECKME XAPAKTE-
pucTuku. [osTomy Mbl pazpaboTani KpeaTueHyio
KOHLENUMIO «6 CeKyHA», KOTOPAs NOAYEPKUBAET
KpacoTy skcTepbepa asTomobuns. «Mei noctpounu
cospemenHbiit 3asog 8 CankT-lNetepbypre, BHeapus
Nyywme TeXHONOMMK U NPOoLLEeCC KOHTPOIA Ka4eCTBa.
Msbi 06ecneunnmn npesocxofHbie TeXHUUIeCkMe Xapak-
Tepwmctrkn Solaris. Teneps Bawa ouepeab — NPOCTo
NOCMOTPUTE HO ABTOMOBWIbL U PELLMTE, HPABMTCS 11

roJioCYy v BbINFrPAN!

3axoauTe Ha cant www.name.hyu ndai.ruu Y Bac NOABMUTCA yHUKaNbHaA BO3MOXHOCTb BBINMPATb

HOBbIN aBTOMO6MNbL Hyundai, npov3BeaeHHbIN Ha aBTOMOBUABHOM 3aBosie Hyundai B CaHkT-MeTepbypre, pa3paboTaHHbIN
crieuuanbHo ana Poccuu, ¢ y4eTom BKYCOB 1 MpeAnoYTeHUN WMPOKOTo Kpyra poccuickux notpebutenein. Hanuwwure, 3ayem
Bam Hy>eH HoBbIi aBToMO6UNL Hyundai, pasmectuTe pacekas Ha cante www.name.hyundai.ru n y Bac ecTb WaHc BbIMrpaTh

HOBbIV aBTOMOGUIIb Hyu

www.hyundai.ru
SECTTATHAR FOPAYAR THHHA KYUNDAI 0 POCCHH: 9003337167

06 yeaoewAK KoRRYDEA, CPOKe, Mec'®  opRAKE oo bt owere yoras v ca

B centabpe 2010r. Hyundai Motor Company
NNaHupyeT 0TKPLITUE CBOBrO NepBoro 3asofa
no npou3BopcTBy aBTomoGuneii B Poccum,

r. Cankr-Metepbypr. Ha atom 3aBoge Gypger
NpPOU3BOAUTLCA HOBaA MOJeNb, paspaboTaHHan
cneuymansHo AnA Poccuy ¢ yueTom BKYCOB

¥ npeanouTeHuii poccuiickux notpebutened.

PEKTAMA. TORAP CEPTHOULIPOBAH

ame hyundai . Homype npoBamHicn s 21 wwown 10 12 wonn 20101
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on Bam? LLlectn cekyHp 06bIMHO 4OCTATOYHO, 4TOGSI
cpenats BeIGOP»

CrenaHHbIN poccuaHamm

- Jlokanu3oBaHHOE NPOM3BOACTBO HA CAELMALHO
noctpoerHom 8 Poccun sasope

- Poceuiickue paboume, npowenwme cneumansHoe
obyuenne B Kopee

- MNonxon «3eneHoe nonex»: CO3AaHMe 3aBOAA, KOTO-
pbit ByfeT PaCTH BMECTE C MECTHBIM COOBLLECTBOM,
NOAAEPXMBARA PETMOHANBHYIO M HAOUMOHANbHYIO
3KOHOMMKY

KAK Bbl BO OTUJIN O

DLV
DB U

I\ VI -

OcHOBHOM Maee KOMMYHUKALMOHHOM CTpATertm
BbINIO «yCHMIEHWE OMbITA B3AMMOAEMCTBMM NOTPEbU-
Tenei ¢ GPEHAOM C NOMOLLBIO MHTErPUPOBAHHBIX
MOPKETUHTOBBIX KOMMYHMKOLMM»

Cospanve ummnmxa bpenaa. LLnpokui meama-muke
TpaamupmoHHeix ATL meana obecneunn peskui poct
3HAHUA MAPKK; CUHEPTMsS MaccupoBaHHom ATL
KOMMQHMK C AKTUBHOCTAMM, AAIOLLMMM OMbIT B3AUMO-
nencTans ¢ GpeHaoM (3KCNOHUPOBAHME ABTOMOGMNS,
TeCT-apanBbl) ynpocTunu ana notpebutenen npouecc
NOKy KM

Bosneuerune. Mbl Hauanu cozpasats ananor mexay
6peHnoM 1 NOTPebUTENsIMM YepPe3 KOHKYPC HA Bbl-
60p HO3BAHWS AN7 ABTOMOBMNA 1 APYTHME OHAAHHO-
BblE M OPIANHOBEIE AKTUBHOCTH.

MocTosHHoE nopaepxarue nHtepeca. ns no-
CTPOEHMS SMOLMOHANBHOM MPUBAZAHHOCTH K BpeHay
Mbl MCMONB30BANK M3BECTHBIX Nioaer. Hanpumep,

Mbl LUUPOKO OCBELLANM Y4ACTH MPEMbEP-MUHUCTPA

8 oTkpbiTu 3aBoaa Hyundai 8 Cankr-TNetepbypre.
Briepsrie 8 Poccin asToBO3bI, ocTasnsowme
QBTOMOBUIM Annepam, Gbinn 306PEHAMPOBAHHDI
OTPOMHbIMM CETKOMM, YTO MO3BOMMIO HE TOMBKO
MCMONb30BATH MX KAK HOBbIE MEAUA, HO M NPOfe-
MOHCTPMPOBATL 3a60Ty O NokynaTensx. Mbl Takxe
MCMONb3OBANK HECTAHAAPTHLIE 1 KPYNHOPOPMATHBIE
KOHCTPYKLMM HOPYXHOM peknamsl, 4Tobbl noaaep-
XATb UHTEPEC NoTPebUTENei Ha 3Tane 3anycka
6peHaa v nocne Hero.

BOMJIOLLLEHME B XKV b
OCHOBHOU UAEMU
TB:

M Tenepeknama
M CnoHcopcrso

MeuarHbie CMU:
1 TMotpebutensckue xypHans
0 Tasets

PR:
I Meponpusatus

AuanoroBas:
1 Online-peknama
[ UurtepHet cantel

Hapy>xHas:

[ AsponopTsl

I Peknamubie wutsl
[ 3paHus

Po3HuuHbIE NpoAaXM:
[ Pexnama B mectax npoaax
M TMpogswmkerne Tosapa

BoBneueHue KIIMEHTOB:
M Pacckas o nnurom onsite (WOM)

U AJIbHb
COCTABJISIIO
[ Opyroe:
Mcnonb3osanue sHamenntoctei. MNpurnawenue B.B.
MytuHa Ha oTkpbiTve 3asopa Hyundai 8 Cawkr-
Metepbypre. Mndbopmmnposarme 06 oueHke, LAHHOM
B.B. MytuHbim asTomobunio Solaris u npoussoactey
Hyundai.

PE3YJIbTATbI. OTKYAA Bbl 3HAETE,
o D CPABOTAJIO?

Solaris cTan camoi NpoaaBAEMON MHOMAPKOM B
Poccumm k korHuy 2011 ropa.

MocTasnennsie uenm npopax Ha 2011 roa Gbinm
pocturHyTe: nnanmposanocs 70000 asTomobuneit,
npoanaro 6onee 90000.

Mei socturnm sHanma mapku Solaris Ha yposHe 35%
k mapty 2011 roga .

Solaris nonyunn Harpagy «AsTomobMNL rORax» Xyp-
Hana 3a pynem 1 npemuio «3010TOM KINAKCOH»

* [laHHbIe NpeaoCcTaBneHb OTAENOM MAPKETUHIA
Xénps Motop CHI!

Hyundai Solaris

Automotive

Campaign title: Solaris Launching Integrated
Marketing Communication

Category: Auto/Moto

——————

[MBARH XAPAKTEPHCTAKA

————

-— o~

(OCOBEHHOCTI

Project scale: National

\WHA \W A - .

H

OMMUN ATION

Marketing goal.

To become #1 brand on the foreign car market

Obijectives

1. To localize production and drive sales of Solaris
higher than main competitors — Renault Logan, YW
Polo sedan, Ford Focus. To approach the sales of
Lada, and switch the Russian consumers to the new
standards of “people car”

2. To create, using active PR and Marketing efforts
(at all levels of Russian society, including the state
level), positive opinion on new quality standards and
design of “people car”

3. To implement a large-scaled integrated marketing
campaign aimed to awareness and image building
of the new “people car”

Criteria to measure success

To become #1 foreign car in Russia

To sell 70 000 cars by end of 2011

To establish the new image of the “people car” in
Russia

Environment

Category: low standards of “people car” in Russia,
which have been established by Lada

Competitors: success was based on long-time
operation outdated models; ambitious plans of VW
Polo sedan were supported by strong brand image

Consumers: consumers demanded for a new af-
fordable car, made for special road and weather
conditions in Russia

Company: from “value for money cars” to “new
pany Y
values for the Russian people”

TATE SPECIFIC GOALS.
Overall goal
Create a new image of “people car” for the Russians
Obijectives and performance criteria:
1. To achieve 25% awareness by March 2011
2. To form a brand image as a quality car with good
design and for a reasonable price
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Ckopo B ogpuymanbHbix gunepcknx yeHtpax Hyundai

3. To overcome the perception of typical “people
car” as a workhorse for affordable price (first of all,
thanks to design and quality)

To achieve the campaign objectives and Hyundai’s
overall goal we implemented four communication
stages:

Stage 1. “Creating curiosity”. To create an intrigue
and stimulate WOM by spreading information on
the Hyundai “people car” using non-standard ap-
proaches, such as: target audience engagement in
Solaris naming competition - the Solaris name was
chosen by Russian people through voting on the
web-site; Solaris concept presentation at MIAS 2010
with “Hyundai Robot dance”.

Stage 2 “Building initial awareness”. The goal of
this stage was to make people aware of the new
Hyundai factory in Russia and new car model, which
is designed for Russia. We also encouraged Solaris
pre-order (15000 pre-orders 2 months before
launch).

Stage 3. “Raising awareness and building brand im-
age”. At this stage we had to support national-wide
launch through multiple communication channels

to boost the awareness and communicate Solaris
image and USP.

Stage 4. “Brand extension”. At this stage we sup-
ported the launch of hatchback and widened the
target audience of Solaris by communicating to
younger people.

Total media budget:
$10 - 20 million

Positioning Solaris as a Lovemark Brand; For the Rus-
sian people, Of the Russian People, and By Russian
People.

We aimed to redefine the Russian car market and
provide new standards

For the Russian people

- Hyundai aimed to providing the best quality
“people car”.

- Localized features (Russia’s weather conditions+
Russian consumers’ unmet needs): increased clear-
ance, pre-lit headlights, increased washing tank;
heated windshield.

- Brand name developed in Russia and selected by
Russian consumers. At the first stage people were en-
gage in internet voting for the new car. At the second
stage they could write an essay about their vision of
the car in their life. The best essay was chosen by a
jury. The winner got Solaris as the prize.

- We also developed a unique symbol of Solaris to
increase the visibility and outline the uniqueness of
the car, and at the same time give Russian people
the feeling that they want and wait for: solar and
bright.

Of the Russian people

e o xenin 150000 Kt OEIa, 8 34ACHMOG 01 1010,

- Affordable price yet providing good performance
and distinguished design

- “People car” attractiveness due to combination of
quality, design and accessibility

- Russian people like good design and tend to
choose the car emotionally, but however check the
technical features. That is why we developed the

“6 seconds” creative concept to outline the beauty
of exterior of the car. The concept says: “we built

an advanced factory in SBP, where all up-to-date
technologies and quality process are on place.

We insured that all technical aspect of this car are
perfect. Now it is your turn — just look at it and say if
you love it. Usually 6 seconds is enough to make this
choice”.

By the Russian people

- Localized production in Saint-Petersburg of best
quality car on a new-built factory

- Russian workers specially trained in Korea to make
the best car for Russian people

- Greenfield approach: building a factory that will
grow together with the community and support
regional and national economy (creating social and
economic infrastructure, tax payments, and produc-
tion localization)

The overall idea behind the communication strategy
was to strengthen consumers’ experience through
the integrated marketing communication

Brand image building. A wide media mix including
traditional ATL media insured fast growth of brand
awareness; synergy of massive ATL and experiential
programs (car display, test-drives) facilitated con-
sumers’ movement through the purchase funnel.
Engagement. We built a dialog between the

brand and the customers through “Solaris Naming
Competition”, “Paint Solaris” and other on-line and
off-line activities. To engage journdalists, experts,

and customers we implemented an outstanding
sales launching event in the center of Moscow. We
ensured car experience by displaying Solaris in the
biggest megamalls.

Continuous issue making. To build emotional affec-
tion we ensured publicity and promoted the Prime
Minister’s participation in Hyundai Factory launching
event. For the first time in Russia we branded trucks,
which deliver Solarises. We used the trucks as a new
media to increase Solaris visibility, and also showing
our care for the customers. We also used huge and
non-standard OOH to make people talk about So-
laris. These all let us generate WOM and unceasing
interest to Solaris through the pre-launch and launch
stages and further.

TV:
Spots

Sponsorship
Product placement

Radio:
Spots
Program / content

Print:
Consumer Magazine
Newspaper

PR:
Events
Product design
Cinema

Interactive:
Online Ads
Web site
Social Networking sites
Mobile Phone

Outdoors:
Airport
Billboard

Retail experience:
POP
In-Store Merchandizing
Sales promotion

Guerilla:
Buzz Marketing

Consumer Involvement:
WOM
Consumer Generated

Other:

Celebrity marketing. Invitation of Vladimir Putin

to the Factory opening Event and promotion and
coverage of his appreciation of Solaris.

By making publicity around the Factory opening
we aimed to increase, at the pre-launch stage, the
people interest in the new project, and support
Hyundai’s image as a reliable car maker.

Overall goal:

Solaris has become #1 in sales on the foreign cars
segment by end of 2011. Solaris bit the sales record
in Russia.

We confidently met the sales target in 2011: 70 000
cars planned — 90 000 achieved. The sales plan was
overcome by 28%.

We achieved 35% awareness by March 2011, after
3 months of pre-launch campaign and 1 month from
beginning of Solaris sales.

Solaris received “Car of the year” Award (Za rulem
magazine) and “Golden Klaxon”
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JlerkoBble aBTOMOGUIMN
PeknamHas kamnaHms:

Yes of’ Corsa!
Kareropus:

Aeto-MoTo

Macwtab npoekta:
O6LEeHALNOHANbHbIN

Y 4

nemotpu Bce ponuKlEpEIMER ]

Llenn koMMyHUKAUMOHHOTO NpoekTa

- [Mpueneus BHUMaHKE k 0bHOBREHHOM moaenn Opel
Corsa, noesicuts npoaaxu Opel Corsa 8 cermente B
- MNpueneus BHmaHue k o6HoBneHuio 6peraa Opel
B LIESIOM B YCIIOBUSIX XXECTKON LIEHOBOM KOHKYPEHLLMM
- MpuBneys BHUMAHWE MONIO[ON NPOTPECCUBHOM
MOJIOfEXH, HE BOCTIPUHUMAIOLLEN peknamy Yepes
TPAAMLMOHHBIE MEAMa

- Omonoguts LIA

30aa4M, peLleHre KOTOPbIX MO3BOMUIO AOCTUYb MO-
CTABREHHON Lenu. YTo npomncxoauno B npoekTe

- [Npuveneys BHUMAHKWE NPOTPECCUBHOM MONIOAEXHOM
QYANTOPHM — ArPECCHBHO OTHOCALLENCS K CTAHAAPT-
HOWM PEKNAMHOM KOMMyHUKAUMK. Crenats KOMMYHM-
KOUMIO HEHOBA3UMBOM, 3AMHTEPECOBATL AYAUTOPHMIO
B COMO PEKIIOME U YEPES 3TO NPUBECTM K 3AUHTEPE-
COBAHHOCTH BPEHAOM

- [MpoBeneHme MakCMManbHO SPKOM PEKITAMHOM
KOMMQHWK, B NEPBYIO O4EPEfb B HETPAANLMOH-

HbIX MEOMA, HO TAKXE NPOAOIIXUTL PEKITAMHYIO
KaMMaHmio ¢ 6onee CTAHAAPTHON KOMMYHUKALME B
MQACCOBbIX Meana.

Kputepun ycnexa kamnanmu ([goctmxenue uenv)

- MNepeebinonHeHe NNAHA NPOAAX U HANKMYME NO-
3UTUBHOM AMHAMMKM KOHTPAKTOBAHHBIX MALLIMH

- Yeenuuenue oxeata LIA, 3a cuet npusneverus
HOBOM MONOAON QyAUTOPHM

- Poct ponu peitka 8 cermerTe B

- MameHeHne nmmnaxesbix nokasartenen:

YBeJ'IMLIeHMe NPUBIEKATENBHOCTM ANA MOJTOAbIX
nogemn

YBeJ'IMLIeHMe NPUBIEKATENBHOCTU ANA AKTUBHbIX
SHEPTUYHBIX MOMOAbIX MOAET

rloBbILLleHl/Ie NPECTUXHOCTH

- Cokpatuts cpeaHmit Bospact knnentos ¢ 30 go 20
ner.

CnpaBoYHas MHPOPMALKMS MO KATETOPUM U KOHKY-
pPEHTHOM cpepe

Mpoaaxu 8 cermenTe B (cermeHT cyGKOMNOKTHBIX aB-
Tomobuneit) cokpatunmncs 8 2009 roay Ha 43,05% no
cpasHeruio ¢ 2008. OgHako & 2010 rogy npoaaxw 8
cermeHTe nosbicunuce Ha 34,33%. Poct npousowen
30 CYET POCTA CNPOCA HA HEAOPOTHE MHOMAPKM OT-
€YECTBEHHOTO NPOW3BOACTBA, BbILUEALIME HA PHIHOK.
Mpw 31om, asTomobuns Opel Corsa He cobupaeTcs
HO MPOM3BOACTBEHHbIX MOLLHOCTsX B Poccum 1 06-
N0AAN JOCTATOYHO BBICOKOM LIEHOM MO CPABHEHMIO

C BbllWEAWMMM HA PbIHOK HEAOPOTMMKU MOLENAMMU
KOHKYPEHTOB (CTATUCTHKA KOHKYPEHTOB).

Llenu pexnamHoi kamnakmm

- Micnonssosats obHosnernue mogenu Opel Corsa B
KQYeCTBE UHPOPMALMOHHOTO NOBOAA AN NPHBIE-
YeHUA BHUMAHUA K MOLENN B YCITOBUAX HETATUBHOTO
TPEHAA NPOAAX UMMOPTUPYEMBIX ABTOMOGMINEN

- Boccospats monogexHbiit ummnmk Opel Corsa m
NOAHSITb MPOAGXM HE 30 CYET HU3KOM LieHbl, O 30 CYeT
MOSIOLAEXHOTO UMMIKA BpeHaa

- BuinonHerwe nnara no npopaxam

- Crats iconic 6peHgom

Kputepum sddektsHOCTH PEKIAMHON KAMMNAHWH

- Yeenuuenne npopax obHosnenHoro Opel Corsa
30 cyeT GOKYCMPOBAHMS HA HOBOW AYAUTOPUM

- CokpalieHye cpeaHero BO3pacTa KIMEHTOB

- Yeenuuenwe nonun npopax Opel Corsa & cermenTe
B

- Bknioyenme 6penaa Opel Corsa B cucremy ueH-
HOCTe 304aHHOM Lenesor ayamutopuu. [Nosenenune
6PEHAa B OHOM MHGOPMALMOHHOM MONE C UHTEPE-
COMM M OKTyQrbHbIMK TpeHaamu LIA.

- Oxupaemoe KonmyecTBo NPOCMOTPOB POSMKOB
Ha abduHUTUBHLIX Nnowaakax (Youtube.ru, Rutube.
ru, Sostav.ru, Vimeo.ru, Yapfiles.ru, Music.yandex.
ru) — 1037 900.

- Unterpaums cnorana “Yes of” Corsa” 8 cepuan
«Modern Family». Mossnenne mema «Yes of” Corsa»
B COBPEMEHHOM A13bIKE.

O6wumin megua-6rogxer:
ot 500 go 999 Tbicau ponnapos CLLUA

OcHosHas naes

Haiti noaxoasiumin peknamHO-MapPKETUHIOBBINA A3bIK,
CNOCOBHBIM FPAMOTHO M LOXOAYMBO goHecTH ao LIA
ocHosHoi mecceax: Opel Corsa - coBpemeHHbii
QBTOMOGMb ANsS TPOTPECCUBHON MONOAEXM. A
Takxe uHTerpuposats Yes, of Corsa B 936k monogpix
NPOrpPecCcHBHBbIX NOAEH.

Tak poannack naest CO3AHUS HECTAHAAPTHOM pe-
KINAMHOM KAMMAHUKM, OCHOBHOW MHCTPYMEHT KOTOPOM
- Henpsmoe sosaeicTane Ha LIA.

AHanus uHTepecos notpebutens

3apaHHas uenesas ayautopus — Hosas B Poccmn
cybKynbTypa, xuncrepsl. ITo monogsle Hedbopmarnb-
HbIE TIIOAM, HE3ABUCUMBIE, YCMELLHbIE U HEOPAMHAP-
Hbie. OHU cTpemaTcst BbiTb HEMOXOXMMM HO O6LLYIO
Mmaccey.

OcHoBHas cneunduKa 3ToN ayauTopmm — HEBOC-
NPUUMUYMBOCTb K MPAMBIM PEKNAMHBIM COOBLLEHUAM K
OCHOBHBIM PEKITAMHbIM HOCUTENSIM.

MosBMBLUMECS PBIHOUYHBIE BO3MOXHOCTH

[Mepenss nonoxurenbHbiit onbIT M3 EBponeickmx
ctpan u CLUA, Ha nomolus pbiHKy npuwnm 2 rocy-
LOPCTBEHHbIE MPOrPAMMBI MOAAEPXKKM: MPOrPAMMA
YTUAM3ALMM 1 NIBFOTHOTO OBTOKPEAMTOBAHMS. [JaH-
Hble MPOrPAMMBI PUBHECTIM OXUBIEHUE M BEPHYIH
NAATEXEeCnoCcobHbIN CMPOC HA PLIHOK, B TOM 4MCne 1
HO KATEropMIO Nerkosbix asTomobunei. DddexT oT-
PA3MACS HE TOMbKO HA MAPKAX, KOTOPbIE MONAAANH
NoA AENCTBUE CTUMYNALMOHHBIX OKTUBHOCTEM.
BosmosxHoCTH Toproeoi mapku

Mposenerue apkoi peknamHoi kamnarmm «Yes of’
Corsa» cnocobCTBOBANO NOBbILIEHWIO MHTEPECA HE
Tonbko k asTomobunio Opel Corsa, HO 1 k apyrm
mapkam 6peHpa Opel.

Kak Bo3HMKna ocHOBHAS Maes, U Kakum 06pasom
6bI1a HANPABNEHA HO PELIEHUE MOCTABNEHHbIX
3aaau

OcHosbiBasiCb HO ToM dakTe, 4TO 30aaHHAs LIA
(xMnCTepbl) HEBOCIPUUMUMBA K MPSIMBIM PEKNAMHBIM
COOBLLEHUAM W HE BEPUT HUKAKOM GOPME PeKNamb,
a 0COBEHHO PYCCKOM, BbINO NPUHATO peLueHne
06paTUTLCA K HEM HA APYroM A3bike. ToNbKo TAKOV
NOAXOA CNoCcobeH 3auenuTb HepOopPMabHOE Co-
3HaHuWe 3anaHHol LIA n o6patuts ee BHUMAHKE Ha
npeanaraemblii NPOayKT.

Bce esponeiickoe BbizbiBaeT gosepue y aaHHoi LIA,
NO3TOMY ANt PEANU3ALMM NPOEKTA Bbin BHIGPAH
OfMH W3 CaMbIX HEOBbIUHBIX 1 HEMOHATHBIX EBPONEN-
CKMX 13bIKOB — LUBEACKMIA.

Byayun 06pa30BAHHBIMU M KOCMOMOMUTHUYHBIMM, XM=
CTepbl, B OCHOBHOM CBO€M MACCE, 3HAIOT HECKOJbKO
A3bIKOB: QHIMIACKMI, PPAHLY3CKMIA, MCNAHCKMIA,
utanbsHckmit.... Ho He wesepnckuitl Takum obpazom,
NOCHIN HA LUBEACKOM QBTOMATMYECKM CTAHOBMTCS
HECTAHAAPTHBIM W NPMBIEKATENbHBIM ANS AYAUTOPUM.
Kpome Toro, weeab accoummpyioTcst y poCCHinckmx
MOTOfbIX XMMCTEPOB C EBPOMENCKMMM XMNICTEPCKUMM
TEUEHUAMM 1 CyOKYNbTYPAMM.

Takum 0Bpazom, Mbl XOTENM: Q) CO3AATH OLLyLLIEHUE
€BPONENCKON KAMNAHWK, 6) BHYLUMTb fOBEPHE K pe-
KNaMMpyemMomy GpeHay 1 BbI3BATb MONOXUTENbHbIE
3MOLMM B KOHTEKCTE BCETO NMPOEKTA.

MpuaymarHsii ana kamnaxmm cnorax «Yes of' Corsa»
6bl TAPMOHWUYHO MHTErPUPOBAH B KAMMAHMIO 1
ABAANCS YHUBEPCAMbHBIM PUTOPUYECKMM OTBETOM HA
Bce Bonpocs LIA.

MposeneHune PekIamMHOM KOMNAHUM OCYLLECTBAA-
nock Ha 6ase NPUAYMAHHOTO M YCNELLHO MHTErPK-
posanHoro cnoraHa «Yes of Corsa». On otpaxan
3QAAHHBINA TOH KAMMAHWM - U3MEHEHME MO3ULMM
otpuuarua y LLA n nonoxutensHeilt oteeT Ha sce
BOMPOCHI.

Peanuzauus:

1. NntepHer

- 3anyck 6 BUPYCHBIX PONIMKOB CO LUBEACKMM XMMCTE-
POM B [MIABHOMN PONM, MOIOLMM MECHIO HA LIBEACKOM
asbike.

Mnowapku: Youtube.ru, Rutube.ru, Sostav.ru, Vimeo.
ru, Yapfiles.ru, Music.yandex.ru, Fishki.net, yaPlakal.
com, Leprosorium.dirty.ru, AdMe.ru.

O6Lee KonMYecTBo NPOCMOTPOB POSIMKOB HA AAH-
HbIX APGUHUTUBHBIX MoLLaakax coctasuno 1 455
704, 4o npesbicuno oxupaemsii pesynstat Ha 40%.
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- Canrei-onpochuku Est-cho.net u Yonetsa.net

- On-naitn urpa Opelgame.ru

- MnTepHeT-6aHHepb, QHOHCUPYIOLIME BBIXOJ HOBO-
ro Opel Corsa Like

Pasmewenne: Afisha.ru, Nightparty.ru, Afisha Eda,
Timeout.ru, Lookatme.ru, The-village.ru, Tvrain.ru,
Theoryandpractice.ru, Facebook.com, Rutube.ru.

2. BTL-activation

- «<Hapucyit mup Kopcebi»

YyacTHrkam npegnaranocs Hapucosats «Mup
Kopcei», 3aTem paboTsl pasmeLanucs Ha caiTe
YesOfCorsa.ru. JTio6oit y4acTHUK MOT 3aiTH HQ
CQIT, BBECTU CBOM HOMEP TenedoHa, NosyUYuTh CBOKO
paboTy 1 3aTEM PACLLAPHTL UX B COLMANBHBIX CETAX.
Mocne nossnenus 6onee 1000 pabot Ha caiite
YesOfCorsa.ru, Ha Kaxabiit pucyHok Gbina gobas-
NIEHA CCHINIKA A1 NEPEXOAA HA CAMT C POSIMKAMM.
Takum obpasom, 30% salealunx nepexoamnm Ha
CAUT C PONUKAMM.

- ®naiikapac Mocksa, Cl16 (pectopatsi, Teatps,
TL, BLL, canoHsl kpacoTsl, KUHOTEATPbI, GUTHECC
LEHTPSI, Kny6bl, rocTuHmupl). Pucyrku 5 nobeaurenert
NPOMO-KOHKYPCQA BblfIM HANEYATAHBI HA OTKPLITKAX.
Ha o6opoTe — koMnnekTaums ToNbKO YTO 3anyLLEH-
Hoit Hoeol Opel Corsa Like.

3. CMM

B 310 e Bpems Gbina sanylieHa maclutabHas
kamnanms 8 CMM.

Pexnama Opel Corsa 6bina pasmelueHa Ha cneayto-
LLUMX pecypCax:

- Mpecca (Afisha, Billboard, 5 Koleso, Avtomobili,
Quatroroute , F5, Za rulem, Autorevu, Klakson)

- Peknamusie ponunku OPEL CORSA Ha TB (Pervy,
Rossiya, STS, Ren-TV, TV-3, Rossiya-2, 2X2, 5
channel, 7TV, Zvezda, NTV, TNT, TVC), peknamHbii
ponuk npo xuncrepa Yes of' Corsa Ha Tenekanane
2x2.

4. Nnrerpaums cnorara Yes of Corsa 8 cepuransi
Bbin npuaymaH yHUKAnbHbIA MAPKETUHIOBLIA XOA.
CnoraH «Yes of Corsa» 6bin uHTErpUpOBaH 8 7
cepuit cepuana «Modern Family». Buecto nonosxu-
TensHoro oTeeta «Yes of course» repou cepuana
otseyanu «Yes of' Corsa». Obuee ncnonbsosaque
cnoraxa coctaemno 14 pas.
Modern.Family.s02e18 k3 - 12:47, 18:50;
Modern.Family.s02e19 k3 - 03:22, 08:27;
Modern.Family.s02e20.k3 - 02:34, 09:04;
Modern.Family.s02e21.k3 - 04:50, 15:00;
Modern.Family.s02e22 k3 - 03:49, 06:51;
Modern.Family.s02e23 k3 - 17:50, 20:30;
Modern.Family.s02e24 k3 - 01:00, 12:54.

5. Dealer activation

AKTUBHOCTM B AMNEPCKMX LEHTPAX

Bbinn cosaambl cneuransHbie HakekK «Xouewwb
TEeCT-APaiB2», KOTOPbIE PASMELLANMCL HA TECTOBbIX
astomobunsx Opel Corsa. Kpome Toro, Ha sagHem
CUAEHUM OBTOMOBUNS HOXOAMAUCH ABA XAPANOCTEPA
B BUIE XMIMCTEPOB.

6. Event na ausaiti-3asope «PrnakoH»

Llenv 1 sanaum meponpusus:

- TopxecTseHHoe HarpaxaeHue nobeantenei npo-
MO-KOHKYpCa B akTyansHom ans LIA dopmare

- Cospnanue gononnutensroro PR nosopa ans ny6nu-
KQUMit B UHTEPHET-M3AAHMUAX

- Muterpauns Opel Corsa B cybkynsTypy xuncre-
POB, MOBbILIEHWE 3HAHMS W NOATLHOCTH K BpeHay
MeponpuaTtue Bkouano B cebs TeCT-apaiiesl asTo-
mobuns Opel Corsa, ranepeto pucyrkos «Hapucyit
mup Kopcbi», 30Hy passnedermit (TEHHUC, HaCTOMb-
Hbilt byTOON, HOBYC), KOHKYPChI, 30HY rPABPUTH, KOH-
LepT, COPEBHOBAHUA HA PAMNE, BENO TECT-APANB, Q
TAKXE AOMONHUTENbHBIE 30HbI OTALIXA 1 6ap.

OCHOBHOW UAEN
TB:
M Tenepeknama

[ BpeHanpOBAHHbIA KOHTEHT

MeuarHbie CMU:
| ﬂeHOTHbIe O6be,DMHeHM9I

PR:
[ Meponpusitus

Awvanorosas:
M Online-peknama

[ UurtepHet cantel

[ BupycHoe Bugeo

M Ca¥tsl coumanbHeix ceTem
H Urpei

Po3Huu4HbIE NpoaKU:
[ Pexnama B mectax npogaxk

MapTusanckas peknama:
H Ynuunsie rpynnel

M CapadanHoe pagno

B Comnaumr / Ucnbiranms

BoBneueHune KNMeHTOB:
I BupycHoe

YNbTATbI. OTKYAA Bbl 3HAETE,
o D CPABOTAJIO?

Pesynstate 2011 roaa, 6naropaps ycnewHomy
3anycky obrosnerHoro Opel Corsa, npessowwny
oxwuaanms. [o cpasrenmnio ¢ 2010 ronom nossicuncs
YPOBEHb CNEAYIOLLMX UMUIKEBbIX MAPAMETPOB:

- MpuenekarensHocTs ang monogsix noaed ¢ 17%
1o 24%

- [1nst QKTUBHbIX SHEPTUYHBIX MONoAbIX nogen ¢ 20%
1o 23%

- Mpectuxrocts ¢ 7% no 14%*

Kpome Toro, nnaH npoaax ¢ MOMEHTA BbIXOAA HOBO-
ro Opel Corsa nossicincs & 3 pasa. (Mo paHHbm
Accoumaumun Esponeiickoro busHeca)

Retalil Sales

Ef AR EAYFREELEENRE

T YREBEX

Mocne cTapTa KAMNAHWKM NPOM3OLWEN BCNECK NPO-
AQX, a NOToM Hebonblwoe nageHune. B 3tor momeHT
6biNa 3aMyLLEHa BTOPAs BOMHA PEKIAMHOM KaMNa-
HUU, KOTOPQS MO3BOMAMIA BHOBb MOAHATL MPOAAXM.
Takum obpasom, ecnu s sHeape 2010 roga npoaasku
cocrasnamu 133 asTomobuns 8 mecau, To 8 fekabpe
2011 — 504 asTomobuns.

B cootsetctaun ¢ panHsim NCBS 3a 2011 rog (MY
2011) oTmedeHbl CneayioLme TEHAEHLMU OTHOCH-
tensHo nokynateneit Opel Corsa:

1. Lons monogsix nokynateneit 17-29 net 8 MY 2011
yBenuuunacs no cpasHenunio ¢ MY 2010, a gona
nokynatenei 6onee ctapwero soszpacta 30-44 ner
COKPATUNACH.

OPFEL/VEH CORSA

A
Age of main driver 11 FY 10 FY
Hussia Hussia
17w 24 14.1 9.5
2510 29 23.1 0.3
30 o 34 128 21.6
%10 39 10.3 17.6
A0 o 44 L] 11.5

2. Takxe Bons MONOAbIX HECEMEMHBIX NAP YBENUUM-
nacs 8 2011 rogy

Lo OPEL/VEH CORSA

11 FY 10 FY

Russia Russia
Young Singles/ Couples 40,3 30.1
Young Family 10.4 205
Mature Family 10.4 20.5
Post Family 273 23.3
Empty Nesters 1.7 55

3. Ha 1o, 4o ayaurtopus crana 6Gonee monoaon yka-
3bIBAET U TOT GakT, 4To cpean nokynatenei Corsa
HABMIOAAETCS TEHAEHUMS K YBENMYEHMIO MONb30BA-
Tenei UHTEPHET KaK A4St MOKYMKK TOBAPOB, TAK W 419
BbI6OPA ABTOMOGUAS:

Do You Buy Goods via the Internet? " OPEL/VXH CORSA

Yes 7.1 40.9
No 42.9 59.1
% Sum 100 100

OPEL/VXH CORSA

Information Sources Used
Internet Manufacturer/ Dealer
Page

Indep, Internet Reports/
Reviews

Internet Blogs/ Forums 59 51
Car Configurator 50
Total Intemet

*Nannbie Image Study 2011,

POUCXOAUNNO A NTO BYIb E|
s BALLMUM YYA f U
0 0 D NOJIC bHO NOB

- 3anyck cneunansHoi mogenu Opel Corsa ¢ Tpen-
noBbiM HassaHWem Like (aBTomo6ub ¢ dukcnpo-
BAHHOM KOMNIEKTAUMEN U BUKCUPOBAHHOM LIEHOM),
a TAKKEe NOAAEPKKA AAHHON MOAENU NOCPEACTBOM
kamnanmm «Yes of Corsa» (bnavikapac) ysenuumnu
AMHaMKKy npoaax Bo sTopom keaptane 2011 ropa
Ha 30%. (Mo aaHHbM Accoumaumn Esponeiickoro
BusHeca).

Passenger cars

Campaign title: Yes of’ Corsa!

Category: Auto-moto (products and services)
Project scale: National

COMMUNICATION CHALLENGE?

The goals of the communication project

- To draw attention of customers to the new Opel
Corsa model and to increase the sales in the seg-
ment

- To draw the attention to the Opel brand in overall
when the price competition is so infense

- To draw the attention of young adults who are not
receptive to the traditional ad media

- To get the younger target audience (TA)

The tasks that helped with achieving of the main
goal. What happened during the project?e

- To draw the attention of the young adult audience
who are against the traditional ad campaigns. To
make the communication with them subtle and soft
that will eventually make the TA interested in the
subject of the ad and in the brand itself.

- To make the campaign as eye-catching as it can
possibly be, using non-traditional media sources as
well as to continue the more traditional campaign.
The key to the success of the campaign (or fo the
achievement of the goals)

- Selling over the set sales target and positive atfitude
towards the rental cars

- Increase of the TA range by drawing the attention
of younger audience

- Increase of the market share in the segment

- Positive changes in the image index :
Augmentation of the attractiveness for young adults
Augmentation of the attractiveness for the young
and active adults

Rise of the status value

- To lower the average age of clients from 30 to 20
years old

Background info on the category and the competi-
tion in the segment.

The sales in the B segment (subcompact vehicles)
decreased by 43.05% in 2009 compared to 2008.
However, the sales in the segment increased by
34.33% in 2010. The increase in sales can be con-
tributed to the increased demand on the mid-priced
foreign cars made in Russia.

At the same time Opel Corsa is not made in Russia
and is priced higher compared to the competitors’
brands (according to the competitors” statistics).

TATE SPECIFIC GOALS.
The goals of the campaign
-To employ the new Opel Corsa model as an
informational cause for drawing the attention to this
model when the sales of the imported cars have
dropped

- To recreate the image of Opel Corsa brand as be-
ing a brand for younger people and fo increase the
sales due to the brand image and not the low price
- To reach the set sales target
-To make it become an iconic brand
The criteria of the effectiveness of the campaign
- Increase in sales of the new Opel Corsa model due
to the focus on the new TA - The average age of the
clients decreased from 30 to 20 years old (according
to the car dealers)
- Increase of the sales share of Opel Corsa in the B
segment
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- Opel Corsa brand became included in the values’
system of the TA. The brand is now in the same
informational segment as other interests and trends
of the TA.

- The number of views of the videos at the popular
websites(Youtube.ru, Rutube.ru, Sostav.ru, Vimeo.ru,
Yapfiles.ru, Yandex Musicjwas about 1 037 900.

- Integration of the slogan “Yes of’ Corsa” ina TV
show Modern Family.

Total media budget:
$500 — 999 thousand

The big idea

To find an ad-marketing language that would be
easy to use in order to get the main message to

the TA. Opel Corsa is a modern vehicle for the
advanced and modern young adults. Also, the idea
was to integrate the phrase Yes, of’ Corsa into the
vernacular of the modern young adults.

This is how the idea of the nontraditional ad cam-
paign using indirect influence on the TA was born.

Analysis of the interests of the TA

The target audience of interest consists of the
representatives of the new Russian subculture called
hipsters. The hipsters are young, independent, suc-
cessful, and corky. They strive to look different than
the rest of us.

The main feature of this audience is that they are not
receptive to the direct commercial messages and the
main media sources.

New marketing opportunities

Adopting European and American experience, 2
governmental programs have helped enormously:
subsidiary car loans and old car utilization program.
These programs enlivened the market and increased
the demand backed up with the ability to pay. They
affected all the brands even the ones that were not
directly stimulated.

New capabilities of the brand

The demand for all Opel models ranged has
increased substantially, due to the effective “Yes of’
Corsa”

Campaign

How did you come up with the main idea and how
did you realize your immediate goals

Due to the fact that the TA (the hipsters) dont believe
in the traditional ads especially the Russian ones, we
decided to express it in a foreign language. This was
the only way we could get their attention.

This TA trusts everything European and that’s why we
decided to use one of the most intriguing and bizarre
languages, Swedish.

Hipsters are cosmopolitan and well educated
people and that’s why they usually know a couple of
foreign languages such as English, French, Spanish,
Italian ... but not Swedish! The message in Swedish

is a nonstandard way of communication that draws
more attention. Besides, Swedes are associated with
the European hipsters” movement and subcultures in
the minds of our hipsters.

We wanted to achieve the following: o) to create
the campaign that feels European, b) to make the TA
trust the brand and to create positive emotions in the
context of the project as a whole.

The made-up slogan “Yes of'Corsa” was smoothly
integrated into the campaign and was the universal
answer for all the TA’s questions.

The campaign was built around a successfully
integrated slogan “Yes of'Corsa”. It reflected the
theme of the campaign that was mainly to change
the negative attitude of the TA by using the positive
answer to all the questions.

Project implementation:

1. Internet

- The launch of 6 viral videos with the Swedish hip-
ster as a main hero who sings a song in Swedish.
Websites: Youtube.ru, Rutube.ru, Sostav.ru, Vimeo.
ru, Yapfiles.ru, Music.yandex.ru, Fishki.net, yaPlakal.
com, Leprosorium.dirty.ru, AdMe.ru.
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The total number of the views of videos on these sites
is 1455 704 (that has exceeded expected result on
40%)

- Survey websites Est-cho.net and Yonetsa.net

- Online game Opelgame.ru

- Web banners announcing the release of the new
Opel Corsa Like

Placement: Afisha.ru, Nightparty.ru, Afisha Eda,
Timeout.ru, Lookatme.ru, The-village.ru, Tvrain.ru,
Theoryandpractice.ru, Facebook.com, Rutube.ru.
2. BTL-activation

- «Draw the world of Corsa»

Two animators offered the participants to draw the
world of corsa and the pictures were then posted
on the website YesOfCorsa.ru. Participants could
get the picture by entering their cell phone number
and share it with their friends on their favorite social
networks.

When the number of pictures reached more than a
thousand, every picture was supplemented with a
link to a video which 30% of visitors accessed.

- Leaflets (flycards) Moscow and St. Petersburg
(restaurant, theaters, malls, business centers, salons,
movie theaters, fitness centers, night clubs, and
hotels)

The pictures of the top5 winners were made into
postcards with the new Opel Corsa Like model on
the other side.

3. Mass media

Large scale campaign was launched in the mass
media at the same time.

Opel Corsa ads were placed in the following media
sources:

- Periodicals (Afisha, Billboard, 5 Koleso, Avtomobili,
Quatroroute , F5,Za rulem, Autoreviu, Klakson)

- TV commercial (Pervy, Rossiya,STS,Ren-TV, TV-
3,Rossiya-2,2X2,5 channel,7TV,Zvezda,NTV, TNT,
vQ)

4. Integration of the slogan Yes of'Corsa in TV shows
A unique marketing move was used in our cam-
paign. The slogan Yes of'Corsa was integrated in

7 episodes of the TV show Modern Family. Instead
of saying “Yes of course” the characters in the show
would say “Yes of' Corsa”. Overall, it was used 14
times.

Modern.Family.s02e18.k3 - 12:47, 18:50;
Modern.Family.s02e19 k3 - 03:22, 08:27;
Modern.Family.s02e20.k3 - 02:34, 09:04;
Modern.Family.s02e21.k3 - 04:50, 15:00;
Modern.Family.s02e22.k3 - 03:49,06:51;
Modern.Family.s02e23 k3 - 17:50, 20:30;
Modern.Family.s02e24.k3 - 01:00, 12:54.

5. Deadlers” activities

Specially designed stickers (Do you want a fest-
drive?) were created and placed on the models of
Opel Corsa. Moreover, two hard posters (hipsters)
were placed on back seats of these cars.

6. Event at a factory Flacon

Goals and objectives of the event:

- A formal award ceremony for the winners of a
promo-contest in the format suitable for the TA

- To create an extra PR reason to be mentioned on
the web

- To further integrate Opel Corsa brand into hipsters’
subculture and to increase awareness and loyalty
towards the brand . The event included test-drives

of Opel Corsa cars, pictures “Draw the world of
Corsa”, entertainment zone (tennis, foosball, novuss),
contests, grcffi’ri zones, a concert, ramp competi-
tions, bike test-drive, and additional lounge areas
and bars.

TV:
Spots
Branded Content

Print:
Print partnership

PR:
Events

Interactive:
Online Ads
Web site
Viral video
Social Networking sites
Gaming

Retail experience:
POP

Guerilla:
Street Teams
Buzz Marketing
Sampling / Trial

Consumer Involvement:
Viral

The results of 2011 FY exceeded our expectations
thanks to the launch of new Opel Corsa model. The
following image parameters increased compared to
the last year:

- Appeal for young adults increased from 17% to
24%

- Appeal for the young and active adults increased
from 20% to 23%

- Status value increased from 7% to 14%*
Moreover, the sales plan increased 3 times since the
launch of new Opel Corsa (Association of European
Businesses)

After the campaign was launched, the sales in-
creased considerably and then went down a bit. At
that moment, the second stage of the campaign was
initiated that lead to another increase in sales.

So, in January of 2011 there were 504 cars sold
versus 133 in January of 2010.

According to NCBS data as of 2011 (MY 2011) the
following tendencies emerged:

1. The percentage of the younger customers (17-29
years old) in MY 2011 increased compared to MY
2010 while the percentage of the older customers
(30-44 years old) decreased.

2. Also, the percentage of the young non-married
couples increased in 2011

3. Another reason to believe that the TA became
younger is the fact that there is an increased number
of people w ho use Internet to buy and choose their
merchandises as well as cars among the Corsa’s
buyers:

*Data Image Study 2011.

- The launch of the special Opel Corsa model with a
trend name Like (the car with the fixed complete set
and with the fixed price) increased the sales dynamic
by 30% in the second quarter of 201 1. (Association
of European Businesses)
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OcBelyeHune, noTpe6urennckas
3N1IEKTPOHUKC, MEAULIMHCKOE
o6opyaoBaHue

PexnamHas kamnarms:

Philips Brand Campaign peknamuas
kamnaHus 2011

Kareropus:

CoumnanbHbie NPOEKTbI

Macwrab npoekra:
O6LEeHALNOHANbHDbIN

* Llens

* 30804M, pELUEHME KOTOPbIX NO3BOAUIO AOCTMYb MO~
cTaeneHHoi uenu. Yto nponcxoanno B npoekTe.

* Kputepuu ycnexa kamnanmm (noctwkerus uenm).

* CnpasoyHas MHGOpMaums MO KATErOPHH, PbIHKY,
KOMMQHMK, KOHKYPEHTHOMN cpeae, NpoaykTy (ycnyre).
Philips — 370 komnanua, kotopas paspabaTtsisaeT 1
NPOM3BOANT MHOXECTBO PA3HOOBPA3HLIX TOBAPOB
ANS 300POBbA, KM3HU U KOMOPTA: BLITOBAA TEXHMKA,
TOBAPbLI A4s19 KPACOThI, TOBAPLI AN19 MONOAbIX MOM U
MQBILIEN, YHUKAMBHAS TEXHUKA NS 3APABOOXPaHe-
HUS, CBETOBbIE PELUEHMS.

Dunocodus KOMNAHUM CTPOMUTCS HA CTPEMIEHMM
YAYULIATh XKM3Hb KAXAOTO YENOBEKA HA 3EMNE KOX-
nbint feHs. B ocHose Bcex paspabotok Philips nexur
rny6okoe NOHUMMAHKE PearbHbIx NOTpebHOCTEN
NIOAEN 1 MHHOBALMM, KOTOPbIE uHxeHepsbl Philips
pPa3pabaThHiBAIOT B OTBET HA 3TU NOTPEBHOCTH, U
MMEHHO MO3TOMY OHM CMOCOBHbBI UBMEHWTB XM3Hb
OBbIUHbBIX MOAEN K NydLIEemy.

Sty dunocoduio Philips HassisaeT «3poposbe 1
Brarononyuues.

[onrocpousie uenu 2015:
1. Docturnyts nosuumnn top-20% B peitturre 6pen-
108 (No cpasHeHuio ¢ nonoxeHuem cenuac top-50%)

2. Ynyuwmts nokasatens «6peHbl M3 YUCIa KOTOPbIX
7 Buibupaio» ¢ 33% no 50-60% (B2C)

3. Mocrpounts ummnpx 6perpa Philips kak nuaepa &
KATEropmu «30pOBbLE U 6J'|Oror|0ﬂyl414€>> C y4eToOM
POCCUICKMX 0OCOBEHHOCTEM

4. Crpemnerue 6biTb B TPOWKE NIMAEPOB B KATETOPUH
«300pOBbE W Bnarononyune»

5. JocturiyTs cnefytolwmx ypoBHEH No NOKA3ATENO
«3HAHKME BPEHAA» B KATETOPUSIX «3APABOXPAHEHHEY
1 «OCBELLEHMEY:

a. Beipactuts cnontanHoe sHanme ¢ 1% no 15%

b. Obuwee 3nanue ¢ 54% po 90%

rlpel_lﬂTCTBMe HA NyTH K AOCTUXKEHMIO OONTOCPOYHbIX
uenew:

1. C MOMEHTQ CyLLECTBOBAHMSA KOMMAHWM HA
Poccuitckom pbiHke He BbINO H O[HON MMUIXEBOM
kamnarum mapkw Philips

2. Poceuiickui notpebutens BocnpuHumaeT
Komnanmio Punmnc kak NPoM3BoaUTENs BLITOBbIX
npnbopos, 6puTe 1 TENEBU3OPOB.

O dunocodum KOMNAHMM U O BBICOKMX TEXHONOTUAX B
OCBELLEHMM U MEANLMHCKOM 0BOPYA0BAHWM MOCCO-
BOMY NOTPEBUTENIO M3BECTHO OYEHb MATIO

3. OrpaHunueHre BOZMOXHOCTEN MPSMON KOMMYHM-
Kaumu ¢ noTpebuTtenem B KATEropuu «3apaBoxpa-
HEHWe»

3apaua 2011:

MoBbICUTE OCBEAOMIEHHOCTb O peLuermax Punmnc
[J15 OCBELLEHMS U 3PUBOOXPAHEHMS, TEM COMbIM
HOYATE GOPMMPOBAHME UMMEXA MAPKK KAK NUAEPa
Kkateropum

Llenu kamnaHmu:

1. Hauats dopmrposarue eamroro obpasa Philips
— JMAEP KATEropum «300POBbE M Bnarononyumes

2. MoewicuTs 0cBEROMAEHHOCTL O npoekTax Philips &
KOTErOPMM «30PABOXPAHEHMS»

Philips nenaet sce, uto6b NOMOUL BaM caenaTh
XM3Hb BALIMX BRUKMX NTyyLLE KX eHb, O KakK
6onbwas komnanus, Philips He moxeT octaTscs
6€3y4ACTHBIM K MANEHBbKMM [IETSM, KOTOPbIM HyXHA
nomouup. MoTomy 4To GonblMe BCEraa MOMOraioT
MANEHbKUM.

Philips aBnseTcs paspaboTunkom yHUKANLHOTO Me-
amumMHcKoro o6opynosaHma. Korna mel yaHanu, 4o 8
Mockse oTkpbiBaeTca cambiit kpynHbiit B Espone, ne-
penoson ueHTp aetckon [ematonornn, Onkonormu
1 VIMMYHONOTM, Mbl MPUHSANK PELLEHUE NOAAPHTH
YHUKQMBHBIN geTckuin annapat MPT, nossonsiowmi
06cnenosath Manbilwa 6e3 BBEAEHMs HAPKO3A.

OTKpbITHE NEPEROBOTO LEHTPA CTANO OAHUM U3 KIllO-
yeBbix COBBLITUI B 0BNACTM 30PABOXPAHEHMS B CTPA-
He. Takum o6pasom komnanusa Philips Guina sHyTpu
NONOXUTENLHOTO OBLIECTBEHHOTO PE3OHAHCA, YTO
NPUEBNEKIO BHUMAHME K KOMNOHUM, KOK K CEPbe3HO-
My MPOW3BOAMTENIO U PA3PABOTUNKY MEAMUMHCKOTO
o6opyRoBAHMS.

Bnarotsoputenshbii @ong «Mopapu KusHey - 310
HOJEXHbIN U OTBETCTBEHHBIN NAPTHEP, KOTOPbIM BHEC
OorpomHbIi Bknag B cosnanme Llentpa. bnarogaps mm
Mbl TOHMMAIK, 4TO eLe TPeByeTCs ans eXeaHEBHOro
NPe6bIBAHMS B LEHTPE MANbILLEN M MX pOAUTENEN.

BaxHo 6bino nopaepxats ceass mexay Philips u
Llentpom Hetckon l'ematonormm, Onkonormu um
MIMMYHONOMMM, 1 B TOXE BPEMS, HOYATb BbICTPAWBAT
eanHbiit 0bpas bpeHaa.

Mbl BHOCHAIM NOCHIBHBIA BKIAL CO CBOEM CTOPOHbI
1 MOHWUMQIIU, YTO HYXHQ eLe nomoLus. M pelumnm
otuncnsats % ¢ npogax npoayktos Philips.

30Aa4a NPAMON PEKNaMbl: COXPAHARA CBA3L MEXAY
6pengom Philips u Llentpom 3aseuts o Tom, uto ¢
npoayktamu Philips Bbl aenaete xmsHb Bawmx 6nms-
KUX JTydLUE KAKABIA AEHD.

Orcioga 1 poannacs naes «bonbwme scerapa no-
MOTQIOT MANIEHBKMUMY U €€ BOMIOLLEHWE — KAXAbIMA
npoaykT Philips nomoraet caenats xu3Hb BaLumx
6nm3kux nydiue, a ebl, nokynas npoaykumio, Philips
BMECTE C HOMM MOXETE MOMOYb MANEHBKUM NALMEH-
Tam Lentpa.

Kamnarus cocrosina uz 3x stanos
1. Hauanom kamnanmm ctano rpaHamosHoe oT-
kpoitve Llentpa detckoit fematonoruu, Orkonorum
1 mmyHonorum npemsep-mumuctpom Poceuiickoit
®enepaumnmn Bnagummpom Bnagummposuuem Mytu-
Hbim 1 mions 2011 ropa

PR, HoBOCTHBIE Meaua (noces B Bnorax, cou. meaua,
ob6basneHus/noctsl Ha ctpanunukax Philips B cou.
ceTax)

OTBeyaeT uensm: NOCTPOEHNE 3HAHWS O AESTENLHO-
ctv Philips 8 o6nactv sgpasoxpareHms
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2. Kpocc-kateropuitHas npamas peknamHon Kam-
NaHusi, NOBOAOM ANst KOTOPOM CTANO NPUBIEYEHUE
notpebureneit k nomowm LleHtpy «Mokynas npogyk-
umio Philips BMecTe ¢ HOMM BbI NTOMOXETE MANEHBKMM
naumeHtam LleHtpax

HaunoransHoe TB, npecca, cait akumm, cou,.
meana, PR, noanepxka B Mectax npoaax u Ha
ynakoske (26 ropogoe Poccuu, ekniodas Mocksy. 8
DenepansHbix ceTen)

Ortseuaert uensm:

* MocTpoeHne HOBOTO KOPMOPATUBHOTO UMUEXA
Philips

* MocTtpoenue sHawHua o pestensHocty Philips 8 06-
NACTY 3APABOXPAHEHMS

3. indopmmposaHue nokynarenemn o pesynstaTax
akumm

PR 1 cou. meana, cant akumum, boTo 1 Buaeo ot-
yeTamu

Orsedaet yenam:

* MocTpoeHre HOBOTO KOPMOPATUBHOTO UMUEXA
Philips

* Mocrpoenue sHanus o pestensHocty Philips 8 06-
NACTH 30PABOXPAHEHMS

TB:
Tenepeknama

MeuatHbie CMU:
[aseTbl

Mpamas paccbinka:
Mo anekTpoHHOM noyTe

PR:
Meponpusitus
Ynakoska

Awvanorosas:
Online-pexnama
MHTepHeT caiTsl
CaiTbl couManbHbIX ceTen

Po3HunuHbIe Npoamxu:
Pexnama B mectax npogax

MapTusaHckas peknama:
CapadaHnHoe pagno

1. 83% Tex, kto supen kamnaruio Philips «<bonblimne
BCErAA NOMOTQIOT MANIEHBKMMY PACCMATPUBAIOT
Philips ans Gymywumx nokynok

2. 59% Bupeswmx ponuk u3s kamnaxuu «bonslume
BCErna NOMOTQIOT MANEHBKMMY YNYULLMIW CBOE OT-
Howerue k 6peray Philips

3. 73% pecnoHAeHTOB, BUAEBLUMX KOMMNAHMIO HAYAH
accoumnmposarts Philips ¢ kateropueit «apoposbe 1
6naronony4une»

4. Philips nonan 8 Top-3 komnawuii, koTopsle
ACCOUMMPYIOTCS C KOTEropuei «3nopoBbe 1 6naro-
nonyuue»

5. Mocne kamnanmu Philips ynydwmn cson nokasare-
nm no cneaytomm KPIs:

o Mpeanaraet npoaykumio seicokoro kadectsa (61%
vs. 50%)

o Mpogykuus paspaboTaHa, OCHOBLIBAACH HA MO-
TpebHocTax nogeit (62% vs. 45%)

o Crpemutca caenats xusHb nogen nyuwe (56% vs.
40%)

o [MpHBHOCKT B BALLY XM3Hb MHHOBOLMM M YMHbIE
pewenus (55% vs. 34%)

o CoumansHo-oTeetcteenHas komnarus (49% vs.
39%)

o [MpopyKTbl 5TOM KOMNAHWM MOMOTQIOT NOAKEPXKH-
BaTb MOe 310posbe 1 bnarononyune (48% vs. 35%)
6. Poct npopax comparable sales growth 11.1%

7. Cymma, cobpaHHas B pesynsTate akumm 1
nepeuncnerHas a GoHA No3sonuna npuobpectu
LOMONHUTENBHOE MEAMLMHCKOE 0BOPYAOBAHME AN
Llentpa.

8. Mo okoH4yaHuM TB KamnaHmm KOIMYeCTBO OH-NAIH
30npoCcoB yBenmuunocsk Ha 269% u 3HaunTensHoO
YBEMUUUICSH MHTEPEC K HEKOMMEPYECKOM fiesTeb-
Hoctwm Philips

Lighting, consumer electronics, medical
equipment

Campaign title: Philips Brand Campaign 2011
Category: Cross -sector

Project scale: National

Philips company develops and produces a variety
of products for health, life and comfort: household
appliances, beauty products, products for mothers
and babies, unique health care equipment, lighting
solutions.

The phylosophy of the company is based on the
ambition to improve the life of everyone on the earth
every day. The nature of each Philips product is
deep understanding of the real consumers needs
and innovations inventing by Philips engineers to
meet these needs and to improve the life of ordinary
people.

We call this philosophy “Health and Wellbeing”

Longterm objectives 2015:
1. Reach the position top-20% in the brand-rating (
vs current position top-50%)

2. Improve the indicator “ brands from which |
choose” from 30% to 50-60% (B2C)

3. Build Philips brand image as a leader in the
category “health and wellbeing” taking into account
Russian specialities.

4. Aspiration for being among three leaders in the

category “health and wellbeing”

5. Reach the next levels of the brand knowledge indi-
cator in the categories “healthcare” and “lighting”:
a. To raise the spontanious knowledge from 1% to
15%

b. Total knowledge from 54% to 90%

Barries to reach the longterms objectives:

1. Since Company being on the Russian market,
none Philips brand campaign developed.

2. Russian consumer perceives Philips as a
producer of houshold appliances, shavers and
TVs. Consumers are not aware of the company’s
phylosophy and high technologies in lighting and
medical equipment

3. Limits of the direct communication to end con-
sumer in the “healthcare” category.

Task 2011:

Raise the awareness of the Philips “lighting” and
“helathcare” solutions to start the development of
category leader image.

Campaign goal:

1. Start the development of the integrated Philips im-
age — leader in the category “health and wellbeing”
2. Raise the awareness of Philips projects in “health-
care”

Philips does its best to help you to improve the life of
your relatives everyday, and being a large company
Philips cannot stand by idly to children, that need
help. Because grownups always help little ones.

Philips develops unique medical equipment. When
we became aware of new federal project - the
largest in Europe and leading Center of Children
Hematology, Oncology and Immunology, we made
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a decision to donate them the unique children MRT
that allows examining babies without narcosis.

The opening of the leading Center became one of
the key events in the healthcare area in the country.
Philips company was in positive public response, this
fact drawn the attention to the company, as a serious
producer and developer of the medical equipment.
The charity foundation “Grant a life” — is a reliable
and responsible partner that contributed a lof to the
creation of the Center. Thanks to it, we understood
what else we could donate to children and parents
for their everyday stay in Center.

It was important to keep the connection between
Philips and The Center of Children Hematology,
Oncology and Immunology, and at the same time to
start development of the integrated brand image.
The direct advertising challenge: keeping the
connection between Philips brand and the Center,
to claim that with Philips products you improve the
everyday life of your relatives.

Hence the idea was developed: “the grown ups
always help little ones” and its realization — every
Philips product helps to improve the life of your rela-
tives, and you, purchasing Philips products, can help
together with us to the little patients of the Center.

The campaign included 3 steps:

As a beginning of the campaign it was organized the
grand opening of the Center of Children Hematol-
ogy, Oncology and Immunology conducted by the
Prime Minister, Vladimir Vladimirovich Putin Tth of
July 2011.

* PR, new medias (blogs, social medias, announce-
ments/posts on Philips pages in social networks)
Meet the goals: Building awareness of Philips activi-
ties in the healthcare area

Cross-category direct advertising campaign, the
reason for it was the involvement of the consumers in
the assistance to the Center “ Buying Philips products
together with us, you will help the little patients of the
Center”.

BmecTte mbl nomoraem nauMeHTam
LLeHTpa AeTCKOM remaTonOrMHM.
Moapo6HocT Ha www.charity.philips.ru

K AT

JTasapu ,—H-Mﬁm.!

* National TV, press, promo-website, social media,
PR, point-of-sale promotion and on-pack promo (26
Russian towns, including Moscow, 8 Federal chains).
Meet the goals:

Building of the new Philips corporate image
Building of the knowledge about Philips activities in
the healthcare area

Informing of the consumers about the initiative results

* PR and soacial media, promo website, photo and
video reports

Meet the goals:

Building of the new Philips corporate image
Building of the knowledge about Philips activities in
the healthcare area

TV:
Spots

Print:
Newspaper

Direct:
E-mail

PR:
Events

Interactive:
Online Ads
Web site
Social Networking sites

Retail experience:

POP

Guerilla:
Buzz Marketing

1. 83% of people who viewed the Philips caompaign
“The grownups always help small ones” consider
Philips for their future purchases

2.59% of people who watched the commercial from
the campaign “The grownups always help small
ones” improved their attitude to the Philips brand

3. 73% of respondents, who viewed the campaign
started associating Philips with the category “health
and wellbeing”

4. Philips in the Top-three companies, which are as-
sociated with the category of “health and wellbeing”
5. After the campaign Philips improved its following
KPls:

* Offers the products of high quality (61% vs. 50%)

* The products are developed according to the
consumers needs (62% vs. 45%)

* Try to make people life better (56% vs. 40%)

* Introduce into your life the innovations and smart
solutions (55 vs. 34%)

* Socially responsible company (49% vs. 39%)

* The products of this company help to support my
health and wellness (48% vs. 35%)

6. Comparable sales growth 11,1%

7. Moneys raised in the result of the initiatives and
transferred to the charity foundation allowed to pur-
chase additional medical equipment for the Center
8. At the end of the TV campaign the number of on-
line inquiries raised by 269% and the interest for the
Philips nonprofit activities also grown up dramati-
cally.
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XHOBEHUe

Lokonap u koHdeTsl BaoxHoBeHue
PeknamHas kamnaHms:

Tbl MeHS BAOXHOBNSELWb

Kareropus:

MpoaoBonbCTBEHHbIE TOBAPbI
Macwtab npoekta:
O6LEeHALNOHANbHbIN

oI
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BroxHoBeHue, Kak BpeHs, C AaBHEN UCTOPUEN, MMe-
€T A4PO NpUBEPXEHHbIX NOTPebuTenel B Bo3pacre
45+,

Monogas ayautopus (25+) B MeHbLuel cTenerm no-
Tpebnset «BaoxHoseHue», HO BMecTe € Tem Gonee
QKTMBHO NOTPEBAAET KATErOPHIO LIOKONARHOM
NPOAYKLMM B LLETIOM, MOSTOMY SBASIETCA Nepcnek-
TUBHbBIM UCTOYHMKOM POCTa BusHeca. [nsa pansHeir-
LIEro POCTA [OMM HO POCCHUICKOM PhIHKE BpeHay
«BpoxHoBeHne» HeOBXOAMMO NPUBNEUEHNE MONOLBIX
notpebuteneit. (Cm. rpaduk 1 1 rpaduk 2).

Llenb npoekta — uameHeHu1e socnpuatus 6peHaa
«BnoxHoseHwne» notpebutensmu:

1. Cpenatb 6peHn 6onee Gan3kum MONOAOH ayam-
Topun (M36aBUTLCA OT Hapbepa, CBA3AHHOIO C BOC-
NPUATUEM MAPKM, KOK HELOCTATOUHO COBPEMEHHOW,
KOHCEPBATUBHOM, PACCYMTAHHOM HA NPEACTABUTE-
ner CTapLiero nokonexus);

2. Yeunuts BoCnpusTHe BpeHaa, KAk fyyLuero no-
AOPKA-KOMMIMMEHTQ.

3apaumn npoexta:

1. Boeneus monoayo ayamMtopumio BO B3AMMOAEH-
CTBME C BPEHAOM 30 CHET YHUKAIBHOM MEXAHMKM;

2. JoHectt o noTpebuTens NO3UUMOHUPOBAHME:
LIOKONAA 1 koHdeTs «BaoxHoseHme» - 310 nyuLumi
cnocob BLIPA3NUTL OCOBEHHOE OTHOLIEHUE K YENOBE-
Ky, MPM3HATLCA B TOM, Y4TO OH ABMAETCH MCTOYHUKOM
BOXHOBEHMA, CTUMYSIOM CBEPLLATL HEBEPOATHOE,
CO30ABATL NPEKPACHOEY.

3. Yeenuunts npoaaxm bpeHaa «BaoxHosenne», kak
AyYLIEro NOAAPKA; MOTUBMPOBATL K COBEPLUEHMIO
NOKYMOK PEKNAMUPYEMBIX MPOAYKTOB B MOAAPOK B
NepuoL HOBOrOAHWX NPA3AHWKOB

Kateropun wokonag u koHdeTsl B KOpobkax aBnsi-
I0TCA N POCCUICKOTO PhIHKA HanBonee Tpaauum-
oHHbIMM. OUEHOUHbIE TEMMBI POCTA KATErOPHIt HO
NPOTAXEHMM NOCNEAHUX 2 NET HOXOAATCH B NPEAENax
1-2% B ron*. Beicokas koHueHTpaums 8 06emnx
KOTEropwsx: KIlOYEBbIE UIPOKM 3AHUMAIOT CYMMAPHO
6onee nonoeuHbl peiHKa™*. [MosTomy yeenmuermne
L0 phiHka 6peHaa BO3MOXHO, IMAaBHbIM 06PA30M,
30 CYET NEPEeKIIoYEHMs NOTPEBUTENEN KOHKYPUPYIO-
LLMX MOPOK.

OcHoBHble kOHKypeHTsl BaoxHoserue: B katero-
pun wokonag - Dove, Merci, 3onotas mapka; B
kaTeropuu koHdeTsl B kopobkax - Raffaello, Ferrero
Rocher, Komunedo, KopkyHos.

* Mo sHyTpeHHUm ganHbiM deneptamenTta AHanutm-
k1 u crpaternn OO0 «Ob6beanHeHHbIe KOHANTEDPDI,
2012r.

**Mo panmbim AC Nielsen 2011-2

MNotpeburenm wokonaga BaoxHosenue

“TNS Medialntelligence, Rusia ropopa 1004), nacenese 16+, 20 2011
[ Me————————

lpaduk 1

Motpe6utenn koHder B kopoBkax BaoxHOBEHWE

Index:

OCHOBHAA Lenb PEKITOMHOM KOMMAHWM - YBENUYEHUE
LONM PIHKA B KNtoYeBoit ans 6peraa «BaoxHoserne»
kateropum «koHbeTs 8 kopobkax» 8 2011 roay no
5,5% (+ 1% n.).

OcHoBHAA LEMb PEKTAMHON KAMNAHUM LOCTUIHYTA.
Bnaronaps cTpateruu KOMMYHUKQUMIA, BKIKOYQIOLLEH
KPOME TPAAULMOHHOTO pasmetleHus 1B-ponmka
pPeanu3aumMio NPOEKTA «Tbl MEHS BAOXHOBAAELbY B
coumansHoi cetn « OaHOKNACCHUKMY, OBBbEM NPOAAX
koHbeT 8 kKopobkax «BaoxHoseHuner B nekabpe

2011 — ansape 2012 rona BLIPOC NO CPABHEHUIO

C QHANOMUYHBIM NEPUOAOM MPOLLAOTO FOAA B HO-
TypansHom Beipaxermn Ha 43%, a obbem npopax
cTUKOBOrO Wokonaaa «Baoxrosenue» - Ha 34%*.

Temnbl pocta npoaax 6peHaa «BpoxHosenue» no
utoram 201 1r. npesbicunu Temnbl pocta obemnx
KATEropuit.

B 2011 6penay «BaoxHoseH1e» yaanocs ysenmuuts
obvem npopax Ha 18% B kaTeropuu «koHdeTs B
KOpOBKax» M Ha 21% 8 KATETOPMM KLLOKONAAY, TOTAA
KOK KQTEropuu BLIPOCIM COOTBETCTBEHHO HA 2% w
Ha 2,5%*.

Temnw: pocra: Gpews vs kareropma 8 20116,%* PocT npoAa%: GpeHAa “BAOKHTBEHNE" & NepHOR,

peanuaayum npoesta
[N A ——

. 21%
18%
" 3%
o § 34%
3 2% % x

* Buytpennue aannbie OO0 «ObveamHeHHbie
KoHauTepsi», 2012r

[ons peika «BaoxHoseHMe» BoIpOCTA MO MTOraM
2011r 1o 0,05% B kaTeropum «wokonag» 1 Ha
1% & kaTeropuu «koHdeTs B kOPOBKAX» (AAHHbBIE
ACNielsen 2011-2) - camble BbICOKHE TEMMBI POCTQ
LOJM PHIHKA B KATErOPHK KKOHPETBI B KOPOOKAX»
cpepn Bcex Mapok!

B ocHose naen npoekta 6bin 3anoxeH notpebu-
TENbCKMI MHCANT: «d MeuTato BbITb UCTOYHMKOM
BLOXHOBEHMS AN MY>UMH, BOTHOBATb MX CEPALA,
NPo6YXaas B HAX CHMbI AN HOBbIX CBEPLLEHMIA!»

[TpU3HAHKE B TOM, YTO Tbl BAOXHOBASIELb — COMbIM
KENAHHbBIN 1 M3bICKAHHbIA KOMMIIMMEHT.

[Mo3ToMy OCHOBHQS MAEs NPOEKTA 3AKMOYANACH B
TOM, 4TOBbI BOBREYL NOTPEBUTENS BO B3AMMOAEH-
cTBMe C BPEHIOM 1 AATb BO3MOXHOCTb BbIDA3UTH
CBOW 4YyBCTBA.

B pamkax peanusaumm npoekta «Tbl MeHst BLOXHOB-
nfewby B counanbHomn cetn «OQHOKNACCHUKMY Bbina
Pa3PABOTAHA YHUKANBHAA MEXAHMKA: MOSb30BATE-
NAM NPENaranacs HOBAS OLEHKA KPOME OLEHOK
5+,5,4,3,2,1 ana ouerkn potorpadum.

B okHe ¢ poTorpadueit nosBasncs yHUKAnbHbIM
3HAYOK M TEKCTOBAA cCbinka «Mens BpoxHosnaet»/
«4 BpoxHosnsioy.

SddekT oxBaATA NPEANONAranocs 4OCTUIHYTL 3Q CYET
BMPYCHOTO PACMPOCTPAHEHMS, O TAKXE 30 CHET BU3Y-
QANM3aUMK 3HAYKA-OLEHKM HA MABHOM doTorpadum
M B NIEHTE OKTUBHOCTM.

Y1o6bl NprEeneys MOIOAYIO AyAUTOPHIO, Mbl PELLIMIM
HOWTH HaMBONEee PenesaHTHLIN KaHAN KOMMYHMKO-
umm ¢ aToM ayamtopwmei. MutepHer 8 Poccum sena-
€TCS OTNMYHBIM PUABTPOM MO BO3PACTY M NO3BONAET
oxatnTb 85% Hacenernus Poccun B Bospacte 18-35
net (Cm. Fpadwmk 3).

ORHOKNACCHMKM BXOAMT B TOP-5 pecypcos CTpaHs! u
nokpsisaet 6onee 50% Halwelk uenesoi ayautopum.
CpegHuit nonsb3osaTens nposoauT Ha cante 358,2
munyTbl B mecau, (ComScore, Oct 2011) (Cm. rpadumk
4)

Haubonee nonynapHbim GpyHKLMOHANIOM STOM CO-
LMANbHOM CEeTH SBRSETCS NPOCMOTP doTorpaduit
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nonesosateneit. B mecsu Ha caitte npocmaTpusaeT-
ca 6onee 20 mnpa dpoTorpaduit.

Takxe Mbl 3aMETUNM, 4TO BO MHOTOM Bnaroaaps
3TOMY, CETb HEMACHO MCMOMb3YETC MHOTMMM MOJSb-
30BATENAMM 15 3HOKOMCTB Apyr ¢ apyrom. Hawe
BCEro 3HOKOMCTBO HQUMHAETCA C OLEHKHM (Ha caiTe
MCMOMb3yeTCs CTAHAAPTHAS WKANa oueHok ot | go
5, a Takxe nnatHele oueHku 5+). DToT uHCalT Takke
NEr B OCHOBY PEKIAMHOM KAMNAHMM.

Bonee NonoBWHbI NOMNL30BaATENEN
MHTEpPHETa NOCELLAKT CoLMAarnbHbIE CETU.

Kawana 94% || Apresmwha % ik ABCTpANKA
ClA 8% || Bpamnus A

96% || Ascromn
97% || Bensria
anws
[

MpOLEHT UHTEpHET nonb3oBatene
nocewarlux CoumankHeie CeTH
no BCemy MMpy*

% Oxata VnTepreT nonwaosaTensii

Bremsau

Weesiyapa
Typuma

Coepmmentioe
roponegcTeo  08%

() COMSCORE
lpadwuk 3

KpynHeiwwme CoupanbHble Cetn mupa

Facebook 3787

Odnoklassniki 358,2

Tagged
Tumblr
Pinterest

Sina Weibo

Average Minutes per Visitor

Wdwide, October 2011

U B AXMN3HDb
Mei peumni cospats B counansHoi cetn OgHo-
KIIQCCHUKM COBCTBEHHYIO OLEHKY-NPU3HAHWE, OLEH-

Ky-KOMMIMMEHT - «MeHa BooxHosnseT».

C NMOMOLLIO LAHHOM OLEHKM OfHM MNONb30BATENM
MO NPU3HATLCA CBOMM NIOBUMBIM B CBOMX HEXHbIX
4yBCTBOX, A ApYyrne nonb30BATENN NOAYYUIN HOBbIN
cnocob COEeNnaTb KOMMIMMEHT 1 30BA3ATb HOBOE
3HAKOMCTBO.

Takum 06pazom, nepebiit pas 3a BCIO UCTOPMIO
COLMANbHOM CeTH KTO-NMBO MHTErPUPOBANCA B
byHKUMIO oueHok!

B nononHeHue k sTomy y 6peHaa npogonkanacs B
TeyeHue rofa CTaHgapTHAs TB nogaepska.

OCHOBHOW UAEN
Awvanorosas:
m CaliTbl coumansHbix ceTei

YTO 3TO CPABOTAJ10?

B nepabie xe cyTkn KOMNAHWM NONB30BATENSIMI BBINO
nocraeneHo 6onee 25 maH. ouerok ot 6peHaa* —
T.e. 6onee 1 MIH OLEHOK B YaC.

K koHLy kamnaHum kaxasii 4-i nonb3osaTenb canTa
nocrasun 6onee 25 oueHok «<Mens BaoxHosnaets.
Takum 06PA3OM K KOHLY MECAYHOM KamnaHmm Gonee
24 MIH yHUKQNbHBIX NONb30BATENEN NONyumnm Gonee
377 mnH oueHok oT 6peHaa.

Konuyectso npocmoTpos dpotorpapuit ¢ oue-

Ko oT 6penaa coctasuno 6onee 12 mnpa*, 4to
naxe 6onblue naHayansHo nnaxmpyemsix 10 mnpa,
APYTMMM CIIOBAMM, KQXKABIN XXWTEMb HALLENM MNAHETbI

B cpefHeM yeuaen oueHky «Mens BooxHosnseT»
okono 2 pas. o oueHke npeacrasutenei pecypca
odnoklassniki.ru: 8 npoekt okasanacs sosneveHa
BCS MECAYHAS QYAUTOPHA CaNTa.

3a Becb nepuop NPOBEREHUS AKLMW NMPOLEHT NPO-
CMOTPOB GOTOrPabMit C OLEHKOM MONb3OBATENSIMU B
soapactHoii rpynne 18-34 coctasun 44,2%*.

Mpocmotp poTtorpadmii c oueHKon

®1-11ner

W 12-17 nev
u 18-24 rona
™ 25-3drona
m35-ddroga
m45-54 roga
W 55 M Beiwe

B HewsecTHo

[eoTapreT1Hr NpoekTa Takxe MMen LIMPOKOe pac-
NPOCTPAHEHHeE:

W Pocenn

Mongagns

Poccxa
7226330917

50.45% ¥rpanna

W apresma
Fpyana

W repranns
Benapycs
wTania
AsepBangwan

3 Dpyrve pernow

* Mo AAHHBIM M3 CUCTEMBI CTOTUCTUKM CANTA
odnoklassniki.ru u cratuctuku PE@Mail.ru

3a[a4a Mo MOTUBALMK K COBEPLLEHMIO MOKYMOK
6peHpa «BroxHoseHrey, kak nyyLwero NoaapKa

B NepUOL HOBOTOAHMX MPA3AHMKOB, TAKXE Bbina
BbINONHeHa. Peanusaums npoekta nossonuna sHa-
YUTENBHO YBENUYUTL OOBEMBI NPOAK BPEHAA KaK
HEMOCPEACTBEHHO B Nepuog peanusaumn (nekabps
2011r), Tak 1 nocne ero okoHuaHus (ansaps 2012r),
0COBEHHO B KATETOPMM «KOHMETHI B KOPOBKAX» ,
ANt KOTOPOM CUTYALMA NOTPEBNEHUS «B MOAAPOK»
aBnseTcs Gonee xXapakTepHoit.

Bnaropaps yHUKanbHOM KOMMYHUKALMK 06bEM NPO-
nax koHdeT B kopobkax «BpoxHoserue» 8 nekabpe
2011 - ansape 2012 roga BbIPOC MO CPABHEHMIO

C QHANOTUYHBIM MEPUOAOM MPOLLMOTO FOAA B HA-
TYpanbHOM BbIpaxeHun Ha 43%, a obbem npoaax
wokonaaa «BpoxHoserue» - Ha 34%**.

3ddekTor npoekTa B ceTi "O4HOKNACCHHUKK'
AvHamukanpogamx Openpa "BooxHosenme”, TH

1200
1000

600 |

AHANOTHMHENT NEPHOA NPOWNOTD
roga

B0 BPENA NPOEKTa N B TEUeHIe
MECAL MOCAE E10 SKGHIANIR

W OROAATL  BEOHPETH BHOPOBRAX

** Buytpentune pantsie OO0 «O6beanHeHHbe
KoHauTepsi», 2012r

POUCXOOANNO A YTO BY b
ALLIN s s

U U U U U b U .:1

[lononH1TENsHOM PEKNAaMHOM OKTUBHOCTH, KOTOPAS
MOrna Gbl NOBAUSITL HA 3HAYUMBINA POCT NPOAAX, HE
6bino.

B nexkabpe 2011 roga no cpaeHeruio ¢ cooTseT-
creytowm neproaom 8 2010 «O6veamHeHHbie
Kongautepsi» Gbinn meHee akTmeHb Ha TB.

Vdohnovenie (Inspi-

ration

“Vdohnovenie” stick chocolate and
chocolates

Campaign title: You Inspire Me
Category: =

Project scale: National

COMMUNICATION CHALLENGE

Vdohnovenie as a brand with a long history has a
core of committed consumers aged 45+.

Young audience (25+) consumes “Vdohnovenie” to
a less extent, however, it consumes the category of
chocolate products more actively on the whole, that
is why it is a perspective source of business growth.
For further growth of the market share in the Russian
market, the “Vdohnovenie” brand needs to attract
young consumers (See Chart 1 and Chart 2).

The goal of the project is to change the way consum-
ers perceive the “Vdohnovenie” brand:

1. To get the brand closer to the young audience

(to get rid of the barrier of perceiving the brand as

a not really up-to-date and rather conservative and
targeted at older people);

2. To enhance the perception of the brand as the
best compliment.

Obijectives of the project:

1. To engage young audience into interaction with
the brand in a unique way;

2. To deliver the positioning: “Vdohnovenie” stick
chocolate and chocolates is the best way to express
one’s attitude towards another person and to admit
the person’s being the source of one’s inspiration
and the impetus to do the incredible, and to create
beautiful things”.

3. To increase sales of the “Vdohnovenie” brand as
the best present; to motivate purchase of the prod-
ucts being advertised as a present at the time of the
New Year holidays.

The categories of stick chocolate and boxed choco-
lates are most traditional in the Russian market.

The estimated growth tempo of the categories
within 2 recent years is 1-2% per year*. There is a
high concentration in both categories: key players
together take more than half a market**. Therefore
it is impossible fo raise the market share of the brand
mainly by switching consumers of competitors.
Primary competitors of Vdohnovenie: in the catego-
ry of stick chocolate - Dove, Merci, Zolotaya Marka
(Golden Mark); in the category of boxed chocolates
- Raffaello, Ferrero Rocher, Komilfo, Korkunov.

* As per internal data of the Analytics and Strategy
Department of the “United Confectioners” LLC, 2012
**As per data from AC Nielsen, 2011-2

TATE SPECIFIC GOALS.
The primary goal of the campaign is fo increase
the market share growth in the category of boxed

chocolates which is key to the “Vdohnovenie” brand,
in 2011 up to 5.5% (+ 1%).

The primary goal of the campaign was reached.
As a result of the communication strategy which did
not limit to conventional TV spots but also included

HEXHLIA MUHA AABHBIA KPEM
M UEABIA MUHAAAL



the project named “You Inspire Me”on the “Od-
noklassniki” social networking site, sales volume of
boxed chocolates in December 2011-January 2012
increased in kind by 43% vs. the same period of the
year prior, while the sales volume of the “Vdohnove-
nie” stick chocolate grew by 34%*.

The brand sales growth tempo exceeded the ones of
both categories, as the results of 2011 showed.

In 2011, the brand managed to raise its sales
volume by 18% in the category of boxed chocolates
and by 21% in the category of stick chocolate while
the categories went up by 2% and 2.5% respec-
tively*.

* Internal data of “United Confectioners” LLC, 2012

As the results of 2011 show, the market share of
the brand increased by 0.05% in the category of
stick chocolate, and by 1% in the category of boxed
chocolates (data from ACNielsen, 2011-2) — this is
the highest market share growth tempo in the cat-
egory of boxed chocolates among all trademarks!

The idea was based on the consumer insight: “I
dream of being a source of inspiration to men,
touching their hearts awakening power in them to
make new achievements!”

To hear that you inspire someone is to get most
desired and elegant compliment.

That is why the big idea was to get consumers to
interact with the brand and give them an opportunity
to express their feelings.

The “You Inspire Me” project on the “Odnoklassniki”
social network was characterized by a unique me-
chanics: users were offered a new grade on top of
5+,5,4,3,2, 1, with which they could rate a photo.
The window where a photo was shown now had a
unique icon and a text “| am Inspired”/ “I Inspire”.

The reach was supposed to be achieved by virus
distribution as well as by visualization of the rate icon
on the profile photo and in “activities”.

To attract the young audience, we decided to find
a more relevant channel of communication with this

audience. The Internet in Russia is a great way to
filter people by age and it helps reach 85% of the
population aged 18-35 (See Chart 3).

The Odnoklassniki network is among top 5 resources
of the country covering over 50% of our target audi-
ence. An average user is on the site 358.2 minutes a
month (ComScore, Oct 2011) (See Chart 4).

Seeing other users’ photos is what users do most on
the site. Over 20 billion photos are seen by users of
the site every month.

In addition to that, we had noticed that mainly
because of that, the site is often to many users an
unofficial means of getting acquainted with other
people. As a rule, an acquaintance begins with rat-
ing a person’s photo (the site uses a common rating
scale from 110 5, as well as the charged for rate 5+).
This insight also made the basis of the campaign.

We came up with our own rate which was a confes-
sion and a compliment on the “Odnoklassniki” site
—“I'am Inspired”.

With this rate some users could declare love to other
users while others now had a new way to make

a compliment to somebody thus making a new
acquaintance.

It was the first time in the history of the site that some-
body had integrated into the function of rating!

In addition to that, a conventional TV support of the
brand was being provided during the year.

Interactive:
Social Networking sites

Within the first 24 hours of the campaign, users ap-
plied over 25 million rates provided by the brand*,
which is over 1 million rates per hour.

By the end of the campaign, every forth user of the
site applied 25 “I am Inspired” rates. Thus by the end
of the first month of the campaign, there were over

24 million unique users who had got over 377 million
branded rates.

The number of views of photos with the branded rate
exceeded 12 billion*, which was even more than the
target of 10 billion. In other words, every inhabitant
of our planet had seen the “I am Inspired” rate two
times, on the average. As per estimations made by
representatives of odnoklassniki.ru, the project had
got the whole monthly audience of the site involved.
Within the whole period of the campaign, the per-
centage of viewing photos with the branded rate by
users aged 18-34 reached 44.2%*.

The objective to motivate people to buy the brand’s
products as the best present for the New Year was
also achieved. The campaign helped to consider-
ably increase the brand sales volume at the time the
campaign was being executed (December, 2011)
as well as upon its completion (January, 2012), es-
pecially in the categories of boxed chocolates which
are bought as presents more typically.

Thanks to the unique communication executed, the
sales volume of Vdohnovenie boxed chocolates
grew in kind by 43% in December 2011- January
2012 vs. the same period of the year prior, while
the sales volume of Vdohnovenie stick chocolate
increased by 34%**.

There were no other advertising activities that might
have entailed a considerable sales increase.

In December, 2011, vs. December 2010, the “United
Confectioners” were being quite active on TV.

74



«11POCTOKBALLUUHO»

MonouHbie NpoayKTbi

PeknamHas kamnarus:

Monocarbie npusbl Ana BCel ceMby
Kareropus:

MpopoBonbcTBEHHDBIE TOBAPDI
Macwrab npoekra:
O6LEeHALMOHANbHbIN

[o nonocaTbix npusos
pyKou nopaTtb!

Ha 2011 roa ans mapkw «Mpoctoksawwmtoy Gsina
NOCTABNEHA LiENb 30KPENUTL NMAEPCKUE NO3ULMM HA
PbIHKE MOSIOYHBIX MPOAYKTOB B Poccuu, BbIpacTTs
3HAHWE MAPKM 1 MOBBICKTh NIOSIBHOCTb K HEM.

MHdopmaLpst no pbiHKy:

B 2010 rogy Ha pbiHKE MOMOYHBIX MPOLYKTOB
HOBMOAANCH POCT KAK B CTOMMOCTHOM, TOK M B HA-
TYPQIbHOM BEIPQXEHMM (CPEAHErOf0BOM NOKA3ATENb
(moving annual total) Ha pex-aHe 2010 ropa Bbipoc
Ha 11% B HaTypanbHom 1 Ha 18% B geHexHOM
sbipaxeHuu, cm rpaduk 1). Hanbonee amHamuuHbii
pocT 6bin 3admkeposaH y mapok «[Mpocroksalum-
1oy (npuHaanexut komnarmm «KOHummunky», ¢ 8,2% ao
8,4% no obwvemy n ¢ 8,7% no 9,0% no croumocty,
nepuoa ¢ aexk-ans 2010 no aex-ans 2011) u «Jomux
B AlePEeBHEY (MPUHAANEXUT KOMNaHMK «Brmm-Bunb-
Lanny, ¢ 5,8% no 6,4% no obvemy u ¢ 5,6% no
6,1% no ctoumoctu, nepwmog c gexk-aHs 2010 no
nek-ans 2011, rpaduku 2-3, Nielsen). B to xe spems
CUIbHBIA POCT NPOAEMOHCTPMPOBANM COBCTBEHHbBIE
MapKu TOPro.eix cetedt, T.H. private labels: +43%

8 06beme u +72% 8 CcTOUMOCTH (Neproa C aek-aHe
2010 no pex-axB 2011, rpaduk 4, Nielsen)

B cTpykType pbiHKG MONOYHBIX MPOAYKTOB JOMMUHM-
peT NaCTEPU3OBAHHOE MOSIOKO, CTEPUIU3OBAHHOE
MOOKO, Kedup, cmMeTaHa (cm. rpaduk 5) — sce
TPAAMLMOHHBIE MOJIOYHBIE KOTEFOPUM, B KOTOPbIX

y Mapku «[1pOCTOKBALLMHO» CHIIBHBIE MO3MLMK,
OfHAKO TPeByIoLLME 3ALLUMTLI, TOCKOSBKY BO MHOTHX
CErMEHTAX MO3MLMK BIVKANLLNX KOHKYPEHTOB YCUIIM-
satoTca (cm. rpadukm 6-9).

PbIHOK MOSIOYHBIX MPOAYKTOB XAPAKTEPU3YETCA O~
BOJSIbHO HWU3KOM SMOLMOHANLHOM BOBIEYEHHOCTbHIO
notpeburene. o 5Tomy NOKA3ATENIO OH HAMO-
MMHQET PbIHOK TOBAPOB NEPBOM HEOBXOANMOCTH
(r.H. commodity, Tna myku 1 caxapa), rae andde-
PEHLMALMSA MEXAY MAPKAMM O4EHb MaNA, BpeHa
UrpaeT HeGONbLLYIO POSIb MPU MOKYMKE, d BLIGOP
0ByCNaBIMBAETCA HANMMYMEM HA MOJIKE M OBLWEe Oc-
BEAOMIEHHOCTBIO O TOM, Y4TO TAKAS MAPKA BOOBLLE
cywectsyeT. Hanpumep, nBa Takux 6onbLWUX UTPOKa
HO PBIHKE MOMOYHBIX TPOAYKTOB Kak «[1pocToksa-
WMHO» U <(J:||OMI4K B IEPEBHEY» UMEIOT 3HAYUTESbHbIE
nokasaTenu Nokynk1 3a nocnearuit meca, (49% u
41% cootsetcreenHo, lek 2010 Ipsos AS), npu
3TOM MOKA3ATENb «COMbIA BCTOMUHAEMBIN BpeHz»
(Top Of Mind awareness) y 3Tux mapok scero 7% u
5% cooTBeTCTBEHHO (TOT Xe ucTouHuk, Tabnuua 3)

Takum 06pa3om, 4TOBLI COXPAHUTL IMAEPCKUE NO3M-
LMK HO PbIHKE, HEOBXOAMMO HE TOMbKO YBENMYMBATL
3HAHKE O MAPKE, HO TAKXE CTPOUTL SMOLMOHANBHYIO
CBA3b C NOTPEBUTENEM, YTO HE TAK YK MPOCTO HA
TOKOM TPOAMUMOHHOM PbIHKE, CXOXEM MO 3MOLMO-
HQNbHOM HEBOBNEYEHHOCTU C PbIHKOM NPOAYKTOB
NepBOM HEOOXOAMMOCTH.

Ha 2011 ron nepen 6peraom «IpoctoksawmHo»
BbiNIM NOCTABNEHDI CIIEAYIOLLME LENU U KDUTEPHM

3P PeKTUBHOCTH:

1. COXPAHUTL JOMIO PLIHKA HA CTABUILHOM YPOBHE
(He meree 8,2% B obveme 1 8,8% B cToumocTH,
Nilesen)

2. NOAHSTb YPOBEHb B3BELIEHHOMN AMCTPUBYLMK (no-
ctnub He Meree 85% k konuy 2011 ropa, nokasarens
okt-Hoa 2010 — 83,9%, Nielsen)

3. YBENUUNTL NEHETPALMIO — NOKA3ATENb NOKYMKA
30 nocnenHuit Mecal — fo yposHsa 55% Ha koHew
2011 rona (nokasatens aekabps 2010 roaa 49%,
Ipsos ASI)

4. yBENUUMTL YPOBEHb 3HAHMS MAPKM: JOBECTH NOKA-
3aTens «cambiit BcnommHaemsiit Gpenay (TOM) ¢ 7%
Ha pekabpb 2010 ropa ao 10% Ha kowewy 2011 roga,
a TaKXe NoKa3aTenb 3HAHUs Mapkn 6e3 No[CKasku
(UBA) — ¢ 27% Ha nexkabpb 2010 ropa no 37% Ha
koren 2011 roaa (Ipsos ASI)

Bce, uto npuxoput u3 gepesHu «MpocToKBALLKMHOY,
CO3A0ET CYACTIIUBLIE CEMEMHBIE MOMEHTBI

MoTpebuteny TPAAUUMOHHBIX MOMIOUYHBIX MPOAYK-
TOB — B OCHOBHOM, CEMbM C IeTbMU. AP0 LEenesoit
QYAUTOPUM — STO MY>KUMHBI M KEHLLMHBI OT 25 1o
35 net ¢ ngetomu 7o 10 net. OHu LeHST cembio Kak
MHCTUTYT M KOK MECTO, KyiQ OHM C PALOCTbIO BO3-
BPALLAIOTCA KAXAbIA AeHb nocne Bcex 3a60T. Onum
AOBOJIbHO ﬂM6epOﬂbe| B BOCMUTAHUU ﬂeTeﬂ, UeHaT
MX KOK MONEHbKME NIMYHOCTU, FOTOBBI UX CIYLIATH U
0BPALLAIOTCA C HUMM KOK C PaBHbIMM. [leTn Takux
POAUTENEN MMEIOT CBOIKO TOUKY 3PEHMS M OTKPLITO
BLIPQXAIOT CBOM NMPEANOUTEHMS.

Takue poanTenu UeHaT Bpems, NPOBEAEHHOE C ETb-
MU, M NO3UTUBHBIN OTKAMK PeBEHKA BAKEH ANA HUX.
OHu CcTapaIoTCs OPraHN30BLIBATL CBOBOAHOE BPEMS
TakMm 06Pa3OM, YTOBbI BCA CEMbA MOTIA B HEM Y4a-
CTBOBATH W MONYYATH YAOBONLCTBME, CTAPAIOTCH CO3-
[0BATb MOMEHTbI €IMHEHMS CEMbU, KOFAA B3POCHbIM W
NETAM MHTEPECHO BMECTE, MOMEHTbI, O KOTOPbIX AEeTH
noTtom 6yayT elle A0Aro BCNOMUHAT.

Y HWX eCTb CBOM CEMEMHbIE TPAAMLMM, HANPUMED,
OHM CMOTPAT BMECTE IIOBUMbIE MyNIbTGUIbMBI, TPA3A-
HYIOT iHU poxaeHus. [epom NoBrUmMbIx MynbTdUNEMOB
— repowu He TONbKO ANs AETEN, HO U AN POAUTENEN,
4ACTO POAMUTENM UCMONB3YIOT ITUX FEPOEB KAK
pornesble MOAENM Ans OObICHEHMS AETAM KAKUX-TO
XM3HEHHBIX CUTyaumnit. Miccnegosanms nokasany,

UTO MOMBI UCMONB3YIOT ABTOPUTET M MONTOYHYIO 3KC-
neptnay kota MaTpockuHa, YTo6bl HAKOPMUTL CBOMX
feTert MONOYHBIMM MPOLYKTAMM KOT KOTA.

OHu NoTpebRaloT MHOTO MOSIOUYHbIX MPOAYKTOB, MPM
NOKYMKE OPUEHTUPYIOTCS HA BKYC BCEX CEMbM, CTAPA-
OTCA NOKYNATb 3HAOKOMbIE MAPKU, HO NPUBA3AHHOCTb
K KOKOM-TO KOHKPETHOM Mapku y Hux cnabas. Owu
CYUTAIOT MOJNOYHbIE MPOAYKTbl AOCTATOYHO CKYYHOM
KaTeropme, NoKynky MOOKa, TBOPOra - exe-
AHEBHOM HeobxoanmocTbio. OaHako uccneposaHue
NoKA3Qs10, YTO HA SMOLMOHANBHOM YPOBHE NOTPebu-
TEeNW rOTOBbI PA3AENNTL ABA OCHOBHbBIX MOJTOYHbIX
6penaa — «[Mpocroksawmto» u «omrk B nepesHes»
- B8 06pase mapku «[pocroksalmHo» notpebute-
M OTMEUYAIOT HACTPOEHME CHACTIMBOrO AETCTBA,
HEKOTOPOIO HOCTANBIMIO, KOTOPas ObecneynsaeTcs
reposmmn MynbThuabMa M3 ux npownoro. M sta
Haxopka crana 6a30i ans gansHenwen anbdeper-
unaumm mapkm «[1pocTokealuMHO» 1 NPOCTPOEHMS
SMOLMOHQIBHOM CBSA3M C NOTPEBUTENAMM.

Y1066l coenats Ux «0BLLEHUE» C MOMOYHOM KATEro-
pueit Gonee SMOLMOHANBHBIM, PELLEHO BbINO Npea-
TIOXWTb MM 3aHsTHE U3 MMPa «[ TpoCTOKBALLMHOY,
KOTOPBIM MOXHO YB/EYb BCKO CEMbIO. TAK BO3HMKNQ
MAEs KONNEKUyMm NonoCaTbIX NOAAPKOB U3 AEPEBHM
«MpocrokawmnHoy». Bca cembs obveanHsercs ans
TOro, 4To6bI COBPATL CUMMATUYHBIE MONIOCATHIE BELLM
1A KaXA0ro— oT 6aHAAHLI 0 6AHHOTO XANaTa unm
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Ao nonocaTbix Npu3oB
pyxo# nopats!

Mokynaii MonouHLIe NPOAYKTL «MPOCTOKBAWMHON
B NIPOMOYNKOBK®, BLIDE3a U COBUai GANIb! U OGMeHUBaI
VX Ha nonocaTbie NoAapKM OT MaTpocKuHa AnA BCei Cenbi
MOAHbIO JOHTUKM, CTUNBHEIO (DYTOONKA C OIHAAHAMM
1 YIOTHEIE O3HHLIE XaNATEI € TaNOUKaMA.

30HTMKQ — CO3AHHBIE COMUM KOTOM MATPOCKMHBIM B
[epeBHe, rie OH NPOM3BOAMT CBOM MONE3HbIE MOMOY-
Hble npoaykTel. Koraa Bcs cembs cobupaetcs, onetas
8 nonocarsie nopapku u3 MNpocroksalwmHo, npamo
Kak kOT MaTpOCKuH, 370 xe Tak Beceno!

Bbl BO OTUJIN OCHOBHYIO

KAK

I\ VI

[lna BonnoweHuns naem 8 xmsHb Obina paspaboTaHa
MHOTOKOHANBHAN PEKITAMHASA KAMNAHMs. Bein cHaT
QHUMALMOHHBIN PEKNIAMHBIA PONMK, MOBTOPSAIOLLMIA
3CTETHKY CTAPBIX MynbToUnLMOB Npo MNpocToksawm-
HO, B KOTOPOM PACCKA3bIBANACH UCTOPMS CO34AHMSA
FIMHWK NONOCATOM OAEXbl, PA3PABOTAHHOM KOTOM
MaTpockuHbiM B aepesHe. Bce nomHsaT u3 opwru-
HAMBHOTO MyNbTOUIBMA, YTO KOT M HO MALLMHKE LUK
YMEET, NOITOMY MOSIBIIEHWN NIMHUM BECENON OAEXAbI
oT koTa MaTpockuHa 8 GENYIo 1 CUHIOKO NOMOCKY
NOKA3a10Ch NOTPEBUTENSIM OYEHb NIOTUYHBIM.

Bbina paspaboTaHa NPOMO-AKLMS C MEXAHWKOM
«cobepu n nonyun». Kaxgomy npoaykty «Ipoctok-
BAWWHO» U3 crncka B 60 nosmumit 66IN0 NPUCBOEHO
onpepeneHHoe konuuectso 6annos (o1 1 go 10)
PACMONOXEHHOE BHYTPY NOAOCATOM MAPKU HA
ynakoeke. bannsl Hano 6bin0 BHIPE3aTs U O6MEHATL
HQ MPu3bl B LEHTPE BbILAYM MPOUI3OB.

[Mpuabl 6GbinM Pa3PABGOTAHBI TAK, YTOBLI HPABUTLCS
KQK B3POCIbIM, TAK M AETAM: 30HTbI (A€TCKME 30HTbI
GbIU HE TOMBKO MOMOCATHIMM, OHM BbIM C YLIKAMM

1 KOLLIQubeN MOPAoUKo), yThonku n 6aHaaHsl,
GAHHbIE XANATHI M TAMOYKM - TAKXKE CO CNELMATbHBIM
OM3AMHOM ANa JeTen.

Mpomo-akuua npognunacs ¢ 1 miona 2011 roga no 4
ceHtabpa 2011 ropa 8 31 ropoae Poccuu. B atux xe
ropoaax PaboTANM LEHTPbI BbIAAUM MTPU30B, BCETO
6bino eeigaHo 6onee 125 000 npusos. Tenesuamon-
Hast kamnaHus coctosina 13 20 n 10 cekyHaHbIX ponu-
KoB, Hauanacs oHa 9 mas 2011 ropa u Habpana
799,26 HenpuBeneHHbIX MyHKTOB LENEBOTO PEMTUHIA
(TRP).

Bo Bpems kamnaHuu kpome TB-ponvka Geinn pas-
MELLEHBI NIAKATHl, AHOHCUPYIOLLME MPOMO-AKLMIO: B
MECTaX NPOAAX, B MPecce (PerMoHansHas Npecca B
13 roponax), B HapyxHOM pekname (cuTubopmaTsl B
13 ropogax), a Takxe makeTsl B MeTpo B Mockse v
Canikr-letepbypre. MutepaktusHsie 6aHHepb! Benu
HO CMEUManbHO CO3AAHHBIM PA3AEN HO CANTE WWW.
matroskingames.ru , Ha KOTOPOM BbINU NOKA3AHbI
NPM3bl HO PEANBHOMN CEMbE, 1 OBBACHEHA MEXAHMKA
ux nonyuenus. [lna passnederus feTen Ha caite
6bINa CO3AAHA UIPOBASH 30HA, TAE BCE WUrPb MPOMC-
xopunu 8 fepesHe «[1pocTokBaLLMHO.

Mo sasepeHmnio npomo-akumm ocerbio 2011 ropa
6bINa NPOBEAEHA TAKTUYECKAR KAMMAHMS NO 30-
nycky 1% kedupa ans Toro, 4Tobbl yCUnuTh NO3uLMM
MQpPKM B 3TOM CETMEHTE M NOBBICUTL NOKA3ATENb

«MHHOBALMOHHbIN BpeHay. 3anyck HOBOro Npo-
AyKTa Gbin NOAREPXAH TENEBHU3UOHHBIM POIUKOM B
ctune mynstdunbma npo MpocrokealwmHo, rae Goim
MOKA3AHO, KOK COBPEMEHHBIE HYXXbl CEMbM (MAMa
CTPEMUTCA MOAAEPXMBATL GUIYPY), NPEKPACHO
YOOBNETBOPSIOTCA HOBLIM MPORYKTOB M3 AEPEBHU
«pOCTOKBALLMHO», KOTOPbI LOCTABUI B CEMbIO
3a6otuebiit Matpockun. Kpome TB-ponika (20
10 cekyHg) GbNa PA3MELLEHA MPUHTOBAA KOMNAHHS
1 NOCTEpPLI € MeCTax MPoaax. Kamnawxus Hayanack B
centabpe 2011 ropa u Habpana 2478,73 nenpuse-
[EHHbIX MyHKTOB Lenesoro penturra (TRP).

OCHOBHOW UAEU
TB:
M Tenepeknama

MeuarHbie CMU:
I Tasetsl

PR:
M Ynakoska

Awvanorosas:

M Online-pexnama

B UurepHeT caitbl

1 Caitbl coumansHbix ceten
M Urpsi

HapyxHas:
B [pyrve: (cutudbopmartsl, nunnapsi)

Po3HuuHbIE NpoAXM:
1 Peknama B mectax npopax
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COCTABJISIO
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B teueHue rona Heckonbko pas NPOBOAMAUCH
TOYEUHbBIE OKLIMM BPEMEHHOTO CHIKEHMS LieHbl, O
TAKXEe MCMOMNb30BANACH MEXAHMKA «KYMM HECKOSbKO
1 MOMYYM OMH NPOAYKT 6ECnIaTHOY.

YTO 3TO CPABEOTAJI0?

Bce uenu, nocraenenHsie nepen 6peHpom «pocrok-
sawmHo» 8 2011 rogy, GbinM 4OCTUMHYTHI, HEKOTOPbIE
AOXE C NPEBLILUEHWEM NNAHQA:

1. pons peiHka ctabunsHa (8,32% no o6vemy u
8,86% no croumocty Ha okT-Hos 2011 (no cpasHe-
Huio ¢ 8,22% and 8,91% okT-ros 2010, Nilesen)

2. B3BeweHHas ancTpubyums seipocna no 86,2%

8 okT-Hos 2011 no cpasHeruio ¢ 83,9% 8 okT-HOs
2010 (Nielsen)

3. NoKa3aTenb NEHETPALMM «NOKYMKA 30 NOCIEAHM
mecauy pocturna 63% 8 nexkabpe 2011 roga (no
cpasHenuio ¢ 49% & nekabpe 2010, Ipsos ASI). B
LOMOMHEHHE K 3TOMy Bbi 30PErMCTPMPOBAH POCT
TAKMX NOKA3ATENEN KK CPEAH:AS BEMYMHA HA MOKY-
narens B pybnsx 1 B KWIOrPAMMAX, O TAKKE CPELHMIA
obbem nokynku 8 pybnsx u B kunorpammax (Romir)

4. 3HOUNTENBHO BO3POCIA OCBELOMAEHHOCTb O
MQOpPKe: MOKA3ATEeNb «CAMAst BCTOMUHAEMAR MAPKA»
(TOM) pocturna 13% & pexabpe 2011 roga (no
cpasHeHuio ¢ 7% Ha aekabps 2010 ropa), nokasa-
Tenb 3HaHus mapkn 6es nogckasku (UBA) Buipocna
10 56% & nexkabpe 2011 ropa (c 27% 8 nexabpe
2010, Ipsos ASI), 4To 3HQUUTENLHO NPEBLILIAET NNAH,
1 ocTaBnseT No3aam Gnmxaniuero KoHkypeHTa «o-
muk B [lepesHe» (c nokasatenamu COOTBETCTBEHHO

8%, 45% v 49% na pexabps 2011)

Dairy Products

Campaign title: Striped Prizes for the whole
family

Category: FMCG

Project scale: National

COMMUNICATION CHALLENGE?
For 2011 the communication goal for the Pros-
tokvashino brand was to cement the leadership

positions of the brand on the Russian Market grow
brand awareness and brand loyalty.

Background information:

Russian dairy market was growing in 2010 both in
volume and value (Moving Annual Total DJ 2010

vs DJ 2011 grew by 11% in volume and by 18% in
value, see graph 1, Nielsen).

Most dynamic growth registered for such brands

as Prostokvashino (Unimilk): volume 8,2% to 8,4%
and value 8,7% to 9,0% in DJ 2010 vs DJ 2011 and
Domik v Derevne (Wimm-Bill-Dann): volume 5,8%
inDJ 2010 to 6,4% in DJ 2011, value 5,6% to 6,1%
same period (Nielsen, see graph 2-3). At the same
time private labels demonstrated huge uplift in share:
+43% in volume and +72% in value, DJ 2011 vs DJ
2010 (see graph 4).

Dairy market structure is characterized by domina-
tion of pasteurized milk, UHT milk, kefir, sour cream
(see graph 5) — traditional dairy, in which Pros-
tokvashino has had strong positions, which need to
be protected though since the segments growth is
not in accordance with the growth of our brand (see
share dynamics in graphs 6-9).

Emotional involvement on the dairy market in Russia
is rather low: consumers perceive dairy more as

a commodity market with very little differentiation
between players, and their choice of brands is driven
by availability on shelf and general familiarity of
brands. For example, two such big players as Pro-
stokvashino and Domik v Derevne have good Last
Month Purchase indices (49% and 41% accordingly,
Dec10, Ipsos ASl), and their Top Of Mind awareness
is just 7% and 5% accordingly (same source).

Thus the challenge for the brand in terms of securing
its current leadership positions on the market lays not
only in the awareness support but also in building the
emotional connection with consumers, which is not
that easy to do in a traditional, almost a commodity
category as dairy that lacks emotional connection.

TATE SPECIFIC GOALS.
The following efficiency criteria was set for 2011:
1. keep the market share on a stable level (no less
than 8,2% in volume and 8,8% in value, Nilesen)
2. grow weighted selling distribution (no less than
85%, ON2010 - 83,9%, Nielsen)
3. grow penetration — last month purchase — to 55%
(from current Dec 10 49%, Ipsos ASI)
4. grow awareness indices — TOM (top of mind
awareness) from 7% in Dec10 to 10% and unaided
brand awareness (UBA) from 27% in Dec10 to 37%
(Ipsos ASI)

WHAT WAS YOUR BIG IDEA?
All that comes from the Prostokvashino village is able
to create happy family moments

Traditional dairy consumer are predominantly
families with kids. Core audience age is 25-35, with
kids aged up to 10 years old. They value family per
se and as a place to come back after all the daily
troubles. They are active and try to look on the world
from a positive point of view. Liberal on their kid’s
up-bringing, value kids as little personalities, listen

to them and treat them as peers. Thus their children
tend to have a point of view, early show their prefer-
ences.

Such parents value quality time with kids; active
positive feedback from kids is important for them.
They prefer activities for the whole family, something
that would bring the family together, unite around
one goal. They create an atmosphere of a happy
childhood for their kids to remember for all the up-
coming years.

They have family traditions, such us watching
cartoons ’roge’rher, visiting amusement porks, Z00s,
celebrating children’s birthdays, etc. Cartoon heroes
are popular not only with kids, but with their parents
as well, and are used a lot to “sell” to a kid some
useful advice. Prostokvashino hero Matroskin cat

is also very popular. It was found that the expertise
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of a cat and his witty character was used by moms
to make their children drink more milk or consume
other dairy.

They consume a lot of dairy products, follow the
tastes of all family members and try to buy familiar
brands. At the same time their attitude to dairy is
rather technical, since traditional dairy is perceived
as a dull category, where nothing special is going
on, where there is little emotional involvement. But
when we looked deeper to find differences between
the dairy brands we found out that Prostokvashino’s
main difference from the nearest competitor Domik v
Derevne is the nostalgic mood of childhood, that is
driven by the Prostokvashino cartoon and its heroes.
To differentiate emotionally we needed to capitalize
upon it.

Thus to make their experience in dairy more
entertaining and thus to establish the emotional link
between them and our brand we need to provide
them an activity that they can do together with their
kids, something that would unite the whole family
and create happy family moments..

Thus an idea of a striped collection of clothes for the
whole family was born. It was to unite the families
around collecting cute stripes clothes for moms,
dads, boys and girls — from bandanas to bathrobes
— designed by the Cat Matroskin himself in the
Prostokvashino village where he makes his famous
natural dairy products. When all the family collects
these funny clothes and dresses up like the Matroskin
cat from the cartoon it is so much fun!

To bring this idea to life there was a Through-The-
Line campaign launched. There was a TV commer-
cial created (animated style close fo the style of the
original Prostokvashino cartoon) that was telling

the story of the Cat Matroskin starting up a line of
striped clothes in his village. All remember from the
original cartoon that he was a talented cat — he was
not only clever, but he knew how to sew on a sewing
machine — thus the appearance of jolly blue and
white striped clothes from the Prostokvashino village
seemed very natural to the target audience.

Collect and get mechanics were chosen for this
campaign, each Prostokvashino product out of the
list of 60 positions would have a certain amount of
points (from 1to 10) placed inside a striped stamp
that the family was supposed to cut out and bring to
a redemption centre.

The prizes were created with an idea to make them
equally aspirations for kids and grown-ups: umbrel-
las (kids umbrella had not only the stripes but cat’s
eyes and ears), T-shirt plus a bandana, bathrobe
and slippers — all with a special design for kids.

The promo worked from 1 of July 2011 fill the 4th of
September 2011 in 31 cities of the Russian federa
tion. Prizes were available in redemption centers in
all the 31 cities. The total amount of prizes was more
than 125 000.

The TV campaign (20 seconds and a 10 seconds cut-
down) started week commencing ?th of May 2011
and accrued 799,26 unadjusted TRPs.

HoBbiii 1% Kedup
u3 Hawero lpocTokBawmHO

During the campaign besides TVC there were print
layouts announcing the promo placed in press
(regional editions in 13 cities), posters placed in point
of sales, citiformats in 12 cities of Russia and in metro
in Moscow and St.Pete. Interactive web-banners
were leading to a specially designed section within
the website www.matroskingames.ru that showed alll
the prizes worn by a real family and explained how
to get the prizes. For kids entertainment there was a
games section on the web-site launched where all
the games were set in the Prostokvashino village.

Atter the TTL campaign in Autumn 2011 a tactical
launch was held to support the kefir segment and
to strengthen the image of an innovative brand: a
1% kefir was launch. The launch was supported by
a TV campaign that features the same well known
family from the cartoon, whose modern life needs
were very well satisfied by Prostokvashino products
delivered by the Matroskin cat.

Besides TV (20 seconds and a 10 seconds cut-down)
there was a print campaign held and posters in POS
placed.

The TV campaign started in the end of September
2012 and accrued 2478,73 unadijusted TRPs.

HOW DID YOU BRING IT TO LIFE?
COMMUNICATION TOUCH POINTS

TV:

M Spots

Print:
[ Newspaper

PR:
B Packaging

Interactive:

M Online Ads

M Web site

M Social Networking sites
M Gaming

Outdoors:
1 Other: citiformats, pillars

Retail experience:
m POP
1 In-Store Merchandizing

LIST OTHER MARKETING COMPONENTS
USED IN THIS CAMPAIGN:

M Other:

During the year several temporary price reduction
actions were held, as well as “buy one get one free”
tactical mechanics.

RESULTS. HOW DO YOU KNOW IT WORKED?

Allthe goals for 2011 were met, some of them
exceeded targets

1. the market share was kept on a stable level
(8,32% in volume and 8,86% in value, ON1T (vs
8,22% and 8,91% ON10, Nilesen)

2. weighted selling distribution grew to 86,2% in
ONI11 vs 83,9% in ON10 (Nielsen)

3. Penetration grew: Last Month Purchase reached
63% in Dec11 (vs Dec 10 49%, Ipsos ASI). In ad-
ditional to that there was an uplift of such indices as
average value per buyer in RUR and in Kg, average
volume per purchase act in KG and RUR (Romir)

4. Awareness grew considerably: Top Of Mind
awareness reached 13% in Dec11 (vs 7% in Dec10)
and unaided brand awareness grew to 56% in
Decl1 (from 27% in Dec 2010) both considerably
exceeding targets (Ipsos ASl) leaving the next rival
Domik V Derevne behind (with 8%, 45% and 49%
accordingly in Dec11)
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BI3HOM BaHK

BaHk

PeknamHas kamnaHms:

KamnaHus no BbiBOAy 6peHaa
Kareropus:

®DuHaHcoBble OpraHusauum,
MpoaykTel u Yenyru, CrpaxoBaHue
Macuitab npoekra:
O6LEeHALMOHANbHbIN

CBA3HOMGBAHK
—

Llens KOMMYHMKALMOHHOTO NPOEKTA: NPUBIEYL
BHUMAHWE QYAMTOPUM K HOBOMY BAHKY, LOHECTH
1 PA3BACHNTH MPENUMYLLECTBA OCHOBHOTO MPOAYK-
Ta - YHMBEPCANbHOM KAPTLI, MOKA3ATh MPOCTOTY,
y806CTBO W BBIFOAHOCTb UCMONb3OBAHMS.

304041 KOMMYHUKALMOHHOTO NPOEKTA: OCyLLe-
CTBWTb 3aMyCK BPEHAA, NMOCTPOUTL 3HAHME BpeHaa
1 HOMEPEHUE BOCMONB30BATLCS YCIYTAMM, MOMYHUUTH
pononHuTensHbin sbdekt 3a cuetr WOM cpepu
KIMEHTOB M B COLMANbHbBIX MEAUA.

Kpurepuun ycnexa sanycka (no uroram 2011 roaal):
- 3HaHwne 6penaa ¢ noackaskoi — He meHee 40%
- [Mpusneus He meree 1 mnH.knunenTos 30 2011 rog

Curyauus e kateropum: K 201 1-my rogy 8 Poccum
HacuuTteisanocsk 6onee 400* posHuuHbIX 6AHKOB,
npeanaratowmx nybnmke GUHAHCOBbIE MPOAYKTI.
BepxHue nosunumm B GUHAHCOBBLIX PEUTUHTAX 30HU-
MQIOT 6AHKM C TOCYAAPCTBEHHbIM YHACTUEM, XOPOLLIO
M3BECTHbIE AYAUTOPUN, C MHOTONETHEN UCTOPUEN U
6OMbLUMM KOIMYECTBOM OTAENEHMI no Bcen Pocauu,
HO C TOYKM 3PpEHUA Npeniaraembix NpoayKTOB U
KITMEHTCKOTO CEPBMCA YCTYNAIOLLME MEHEE KPYMHbIM
6ankam™**.

YactHble 6aHKM CTAPAIOTCS NpHBNEYb KIMEHTOB 60-
Jiee BbIrOAHbIMU YCNOBUAMMU U yﬂO6Hb|MM NPOAYKTAMM,
HO UMEIOT CPOBHMUTENBHO MANIO OTAENEHMM.

B 2010 rogy rpynna komnanmit «CeszHom» 1 [pom-
TOPrbéaHK BCTYNMAM B CTPATErMYECKOE NAPTHEPCTBO
C LeNbIO CO3AAHMA KPYMHOTO YHUBEPCANLHOTO
6anka. CessHon bark 06beanHseT npenmyLLecTsa
6AHKOBCKOTO M PO3HMYHOTO Bu3Heca: npeanaraet
MQCCOBOM QyAUTOPUM COBPEMEHHbIE BbIFOAHbIE
UHAHCOBbIE NMPOAYKTHI M UCIONb3YET B KAYeCTse
otpenexunit cets u3 6onee yem 2900 canoHos caasn
«CasazHOM.

B nnanax 6anka — caenats Tak, 4tobsl GaHkoBCKas
KapTa 6bina yRoBHEE 1 BLIFOAHEE HANIMYHBIX AEHET.
CaszHoit bark nnaHMpyeT fOCTUYL CAMOM BBICOKOM
LONM PLIHKA MO 0BbEMY MIAATEXHBIX ONEPALMIT C
BGAHKOBCKMMI KOPTAMM, MCMOMb3Yst MEPEfOBLIE TEX-
HOJOTUM 1 MHHOBALMOHHbIE PeLLeHus ans obecne-
YEHUA KITMEHTOB HOAEXHbIM W YLOBHbIM MACTEXHbIM
CEPBUCOM.

* - pamHble noptana banki.ru, koney 2010 ropa ** -
nanHble TpekuHra CeasHoro bamka

Llens pexnamtoi kamnaxmm

Chopmuposats y ayautopuu 4eTkuin obpas
CesizHoro baHka, Npu OTHOCUTENBHO HEBBICOKMX A1
3QMycka HAUMOHAILHOTO BPEHAA MEANA-UHBECTH-
LsIX; JOHECTU NPenMyLLECTBA BAHKA - OTIMYatoLLe-
rocs o1 Apyrux 6AHKOB, SPKOro v ApyxenobHoro, ¢
NPOCTLIMU M MOHATHBIMM MPOAYKTAMM U BbIFOAHbBIMM
YCNOBUAMM.

Kpurepusmu sbdektnsHocTu cranm

1. O6uwee 3HaHme peknamsl 6aHka - 47%

2. MNpwenekatensHocTts kpeatvea — 60%

3. Hamepetrue saitn 8 6ark nocne npocmoTpa
ponuka - 30%

TpaHchopmmpytoLLme Maen BCeraa uayT ot GusHeca,
CO3A0BAS HOBbIE MPABUNA WM MOAENM NOTPEBNEHMS.
Mbi Bepum B TO, uto CasizHor bark moxeT npetergo-
BATb HA 3Ty POfb.

CassHoit bark TpaHchopmmupyeT oTHoLLEHWE NIoAeH
K 6aHKaM: 6AHK - 3TO yAOBHbIN CEPBUC, A HE «XPAM
AEHer».

Tak BosHukna kmovesas naesa - «[PAHCDOOPMA-
LING. Menas dunocodmio 6aHkuHrar. ta naes
OTPAXAETCA BO BCEM — OT NPOAYKTOB M OTAENEHMA
10 peknamsl 6aHka

OcHosHas naeq BO3HMKIA B XOAe AHANM3Aa OTHOLWeE-
HUA POCCUAH K 6aHKam.

C oaHoit CTOpOHSI, Hacenenuns Poccuu He nutaet
CHMNATHM K BAHKOM:

- 62%* HaceneHus cuuTaOT GAHKOBCKME NPOAYKTI
HEMNOHATHbIMU

- 40%* HeraTMeHO OTHOCKTCA kK BAHKOBCKOM pekname
- 64%* cuMTaIOT BAHKKM OPraHM3ALMAMM, HE 3ACTYXK-
BAIOLLMMM LOBEPHS

- 65%* yBepeHsl, uTo BCE 6AHKM TOBOPAT M MOCTYNA-
10T OAMHAKOBO.

C apyro# ctoposi, k 2011 roay y knueHToB cTanm
HOPMMPOBATLCSH HOBLIE MPUOPMTETHI NPU BHIGOPE
6aHka. Jliogn xoTat yyscTBoBATH CeBst «BO BCEO-
PYXHKW» B N0BOMN PpUHAHCOBOM cuTyaumm. [omumo
BbITOAHBIX YCIIOBMI MPU OTKPbITHK MPOAYKTOB TAKXE
BQXKHbI:

- BosamoxHocTb auctamumorHoi paboTsl ¢ 6aHKom
(70%**)

- Bonbloe konnyectso 6aHKOMATOB W OTAENEHMHI
(65%**)

- Yno6Hbii nHTEepHeT-6aHK (47%*¥)

CeasHoi bawk otnnuaetcs ot apyrux 6aHKOB 1
TPAHCOOPMUPYET oTHOLIEHME KIMEHTOB K du-
HOHCOBbIM MPOAYKTAM.

LleHTpb moBunbHoit caasn «CeasHoim» ecTs
NPAKTMYECKU BE3aE 1 paboTaioT 7 HEN B Heaenio.
MHupactpyktypa, kotopas ects y [K «CaasHolt», no-
3BONAET M36EXATH MHBECTULMI B THICAUM OAHKOBCKMX
OTLENEHW, 1 NO3BONAET 3Ty SKOHOMMIO NEPEHECTH
Ha Tapwudbl. Hanprmep, Ha NONOXUTENbHLIM OCTATOK
no kapte knveHT nonydaet 10% rogosbix, a 30 Kax-
Ayto MOKYNKy Ha cyeT HaumcnaioTces 6annsl (no 20%
OT CyMMBI MOKYMKM).

Kpome Toro, Hu B CBOMX, HM B Yyxux BAHKOMATAX HE
Beperca KOMMCCUA 30 CHATHE COBCTBEHHbIX CPEACTB.

Pazeutas nHppacTpykTypa 1 COBpeMeHHbIE KaHAmb
AMCTAHLMOHHOTO OBCTYXMBAHUA NO3BOMSIOT MONY-
4uTb NpodeCccHoHanbHoe 6aHKoBCkoe 0BCTyXMBa-
HUE TAM, TAE 3TO YAOBHO KIMEHTAM.

- uccneposaruns HADK, 2009-2011 ** - parHbie
Profi Online Research, 2010-2011

Npes «TPAHCDOPOPMALMIA» 3anoxeHa 1 B GusHece
6AHKA, U B €70 OTHOLLEHMSX C KIIMEHTOM, M B NOJ-
XOLE K PEKSIAMHBIM MATEPUANAM, 1 K ODOPMIEHMIO
CQNOHOB.

Mbl BEPUM B TO, 4TO HALL KIIMEHT FOTOB BOCMPUHM-
MaTb 6aHk 6e3 NOXHOro Naboca M CIOXHOM PUTOPU-
k1. Mbl yBEPEHbI B TOM, 4TO Y HALUMX KITMEHTOB €CTb
4yBCTBO 1OMOPQ, M oHK rotossl TPAHCDOPMMPO-
BATb ceoe otHOweHwe k 6aHky

1) Teopyeckoe BONOLWEHME - BMECTO TPUBUAbHbIX
06pa30B «CHACTMBLIX CEMEI» Mbl pazpaboTanu
MYSAbTUNAMKAUMOHHBIA «MUP AEHEr, HACENEHHbIM
3060BHBIMM NEPCOHAXAMM, ONULETBOPAIOLMMM Ka-
Teropwu npoaykTos — [pouerTokatamu, Melkoxo-
namu, Hynebybnamu, Qeiponmocamu, Kynioponaamu
uap.

2) TOHQNBLHOCTb - MPUBLIYHbINA NATETHUYHbINA TOH 6aH-
KOBCKOM PEKIIAMbI Mbl CMEHMIM HA LOBPOE U ApyxKe-
nobHoe obLieHre nepcoHaxeit 8 «Mupe perer»

3) Mopaua - cnaakre 6aHkosckme obelanms «CObiumn
MEYUT» Mbl 3AMEHMIIU HA NMOHATHBIM PACCKA3 O NPO-
AYKTOX W YCITYrax — Mbl TPAHCHOPMUPYEM NOAXOR, K
UHbOopMaLMM

TB:
Tenepexknama

MeuarHsie CMU:
Motpebutensckue xypHansi
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CBA3HOMBAHK PaGoTaem
—_— e AHen

8 Heenio
-

Kak pa36yautb
BaLIM HAaNUYHbIE?

* OpopmuTe KapTy CBA3HOM BaHK B NIOGOM AeHb Hepen
MONONHAATE 8 NIOBOM «CBAIHOM»

+ NonyuaiiTe exeMeciuHbIi AOXOA B pasMepe 10% FOA0BbIX
Ha TeKyww OCTAaTOK* 1 BOHCHbIE B3I 33 MOKYNKY NO KapTe™*

BO3bMITE B GAMXAIMLLIEM «CBA3HOM»

@ frcescokcom/smnoysank (© st com/awyamoybank
@ Sonee 4600 uenTpon MOBHAHO Cann «CoRMOID

Mpamas paccbinka:
M Mo anekTpoHHOM noyte

PR:
[ ToBapHbIf an3aitH
M Ynakoeka

Auvanoroeas:

M Online-pexnama

B MurepHeT cantsl

1 Caitsl coumanbHbix ceten
M Urpsi

HapyxHas:
M Topoackoi TPAHCNOPT (BAroHs MeTpo)

Po3HuuHbIE NpoAKK:
1 Peknama 8 mectax npopax
M Bugeo

BoBrneyeHune KNIMEHTOB:
W Pacckas o nuuHom onbite (WOM)
W CospaHHbIi NOTPEBUTENAMN KOHTEHT

OCTAJIbHBIE MAPKETUHIOBbll
LLIME KAMINMAHUU

COCTABJISIIO
M TNporpamma nosnbHOCTH
M PacnpocrpaHenue

[ Lenosas nonutmka

m [pyroe:

Mporpamma noanbHOCTY Ans Aepxartenen
Yrusepcanbhbix kapt CeasHoin bank — no 20%
CTOMMOCTM MOKYMOK BO3BPALLAETCS GOHYCHBIMM
Bannamu nporpammsl «CeazHon-Kny6»

LleHoBOS NONAMTHKG — MOKCHMABHO
MPUBNEKATENbHLIE YCIOBUA 3 CYET PEKTUBHOTO
YNPABNEHUS U3LEPKKAMM, B T.4..

- SKOHOMMSI HO OTKPBITUM OTAENEHUM 30 CYeT
npoaaxu 6axkosckux yenyr vepes 2900 ueHtpos
MobunbHoM canasn «CaaszHoM»

- 5KOHOMMS HQ PA3BUTUM COBCTBEHHOM CETH
6aHkomaTos 3a cuet 0% komuccum 3a cHATHE
HaMYHLIX B BaHkomaTe moboro 6aHka

Pacnpocrtpanerue — yepes otaenenma 6axka, a
Takxe 6onee 2900 ueHTpPOB MOBUIBLHOMN CBA3M
«CBA3HOM» AN MAKCUMANBHOTO MCMNOL3OBAHMS
knuenTtckux notokos (6onee 1 000 000 yen & aeHs).

PESYJIbTATbI. OTKYAA Bbl 3HAETE,
o D CPABOTAJIO?

CasizHol BbaHk yxe 30 nepBbIit rof CyLLECTBOBAHMS
NOKA3a/ OYEHb XOPOLLME PEYNBTATHI, U C TOUKM 3pe-
HUS KOMMYHUKQLMI BPEeHAa, W C TOUYKKM 3peHust BuaHe-
ca. MopobHas seicokas 3¢deKTUBHOCTb NO3BONRET
ouernTsb 3anyck CeszHoro baxka kak nyuwmin kemc
6AHKOBCKOM MHAYCTPUM 30 NOCNEAHME FOfbI

PeaynbTaThl KOMMYHUKAUMOHHON KAMAAHKK**:

- 3HaHue 6peraa ¢ nopckaskoi coctasuno 62%
(+22% k nnany)

- 3HAHME KOMMYHUKAUMOHHOM kKamnanun — 60%
(+20% « nnany)

- MpuenekatensHocts kpeatnsa — 72% (+12% «
nnawy)

- Hamepenue 3aiit 8 6aHk nocne npocmMoTpa ponu-
ka — 38% (+8% «k nnany)

OTaenbHO CTOMT OTMETUTS:

- CeasHoi bawk cran nepesm™* cpenn 6axkos

no NoAnbHOCTH KnneHTos — no uHaekcy NPS (Net
Promoter Score — pasHuua mexay Temu, KTO roTos
NOPEKOMEHAOBATL BAHK U TEMM, KTO €0 H1 3 YTO
He nopekomeHayer)

CeszHolt bank cTan opHMM M3 Nepebix Mo KOAMYEeCTsy
NOAMMCYNUKOB B COLMANbHBIX CETSX:

Y1CNeHHOCTb MOANMCUMKOB HA HALLY CTPOHWYKY
BkonTakTe npessicuna 100 teic.uenosek, ato cono-
cTaBMMO € MpoBbimu nokasatenamu, CTR npesbiwa-
et 1.3% (cpeanne nokasatenm no cou.cetam 0.04%)
Ha Facebook crpanmnua CessHoro barka seiwna s
nvpepsl B oTpaciu - 6onee 8 Thic. NOANMUCYMKOB.

B Lenom, NpoLeHT NO3NUTHBHBIX OT3LIBOB O HALLEM
6aHKe B CETH rOPA3AO BbILLE, YEM B CPEAHEM MO OT-
pacnu (43% nosutusHbix otasisos y CeasHoro barka
vs 6% no otpacnu)

BusHec-pesynsTats:

- CeasHoit bank sowen 8 TOIM 50*** kpynHeiiwux
6aHkoB Poccin no nokasatensm posHUIHOro
6usteca

- CessHoit bark sowen 8 TOIM 10* kpynHemwumx pos-
HUYHBIX GAHKOB MO PA3MepPy NopThEns KPEAUTHbIX
KapT

MopTdens kpeanTHbix KapT oueHmnsaeTca B 12,4*
mnpa pybnen, nons peiHka — 8 3,4%%.

B 2011 rony o6bem ebinycka kapT npesbicyn |
MUANHOH!

* - naHHele komnanuu Frank Research Group
** - cobersenHbie TpeknHra CeasHoro bawka
¥ - pewntuHr canta banki.ru

OMCXOAUNO SN YTO-HUBYAb E
BALLIMM YYA .
J J J J J » J .!

3anyck HoBoro 6peHaa npoxoaun Ha GpoHe npea-
KPU3MCHBIX HOCTPOEHMIT Y HOCENeHus.

Oxwupnanve kpuanca B 2011 rogy yeununocs 6nmxe «
ocenn — ceHtabpb 2011 roga nokasan, 4to MUpoBbIE
dbuHaHCoBbIE NPOBNEMBI B NOMHON MEPE 3ATPATUBA-
o1 n Poceuio (ncrourmk RBC-daily).

OB 5TOM e CBUAETENLCTBOBAMM M AAHHbIE HALLIETO
TPEKMHIA: CHU3WUIACH AONA AYAUTOPUM, KOTOPAS
OMpeaeneHHO XOUeT BOCMOMb30BATLCS YCYTraMM
kakoro-nu6o us 6aHkos (c 76% s mae’11 no 74%

8 ceHTs6pe’11), cHU3MNoCh 1 cpepHee KOIMYEeCTBO
6aHKOB, KOTOPLIMM COBUPAETCS BOCMONb30BATLCS
cpeaHmit npeactasutens (c 1,8 go 1,5).

Hecmotpst Ha 3Tv dbakTel, pocT GusHec-nokasaTtene
CeasHoro barka npogomxuncs: 8 centabpe Ha 60%
YBEMUUMIOCH KOSIMYECTBO BbIAAHHBIX KAPT, MOYTH

8 2 pa3a BLIPOC O6LEM KIIMEHTCKMX NACCUBOB (MO
cpasreruio ¢ maem 201 1), Takas nonoxurensHas
IMHAMUKa coxpanunacs 1 B aekabpe 2011 ropa

Bank

Campaign title: Brand launch
Category: Financial services
Project scale: National

WHAT WAS THE STRZ
o

I\ ATION ChH EIN

UMM
Communication project goal: to build people’s
awareness of the new bank, communicate and
explain the advantages of the core product — the

Universal Card, demonstrate its ease of use, conve-
nience and the financial benefits.

Communication project objectives: launching the
brand, building up brand awareness and creating
intention to use its services, deriving additional effect
through the WOM communications between the
customers and social media.

Launch success criteria (FY2011):
- prompted brand awareness — at least 40%
- atfracting at least 1 min customers in FY2011

Category overview: By 2011 Russia had over 400*
retail banks offering financial products to the general
public. The financial ratings are dominated by state-
owned banks, well-known to the audience, having
many years of market presence and a wide network
of offices across Russia but losing ground to smaller
banks in terms of product offering and customer
service **.

Private banks are seeking to attract customers by
more attractive conditions and customer-friendly
products, but they have a rather limited number of
offices and branches.

In 2010 the Svyaznoy Group of Companies and
Promtorgbank created a strategic alliance aimed at
establishment of a major full-service bank. Svyaznoy
Bank combines the advantages of banking and retail
businesses: it offers atftractive contemporary financial
services in the mass-market and uses the network of
over 2900 “Svyaznoy” mobile phone outlets as its
offices.

The Bank is planning to make banking cards more
convenient and beneficial than cash. Svyaznoy Bank
is planning to achieve the highest market share in
terms of banking card operations using state of the
art technologies and innovative solutions to provide
its customers with a reliable and convenient payment
service.

* - banki.ru data, YE2010 ** - Svyaznoy Bank Track-
ing Data

TATE SPECIFIC GOALS.
Goal of advertising campaign
Establish a distinctive image of Svyaznoy Bank with
media investments relatively low for a launch of a
national brand; show bank advantages - different
from other banks, bright and friendly, with simple
and understandable products and favorable terms.

Chosen efficiency criteria

1. General knowledge of bank advertising - 47%
2. Attractiveness of creative ideas — 60%

3. Intention to visit the bank after watching the com-
mercial - 30%

Transformation ideas always come from business,
establishing new rules and consumption models. We
believe that Svyaznoy Bank can qualify for this role.

Svyaznoy Bank transforms people’s attitude to
banks: bank is convenient service and not a “money
sanctuary”.

Thus the key idea appeared - “TRANSFORMATION.
Changing banking philosophy”. This idea reflects in
everything — from products and branches to bank
advertising

HOW DID YOU ARRIVE AT THE BIG IDEA?
Basic idea appeared when analyzing the attitude of
the Russians to banks.

On the one hand, population of Russia has no
sympathy to banks:

- 62%* of population consider banking products
incomprehensible

- 40%* have negative attitude to banking advertising
- 64%* do not consider banks as trustworthy orga-
nizations
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- 65%* are sure that all banks speak and behave in
the same way.

On the other hand, since 2011 clients use new
priorities when choosing a bank. People wish to
feel “armed at all points” in any financial situation.
Besides favorable terms the following criteria are
important when opening banking products:
- Option of remote working with bank (70%
- High number of ATMs and branches (65%**)
- Convenient Internet-bank (47%**)

**)

Svyaznoy Bank differs from other banks. It TRANS-
FORMS clients” attitude to financial products.

“Svyaznoy” mobile communication centers are to be
found practically everywhere and are open 7 days
a week. Infrastructure available with GC “Svyaznoy”
allows avoiding investments in opening thousands
of bank branches and transferring this savings to the
rates. E.g., client receives 10% annual interest on
card positive balance, and gets bonus points to the
account for each purchase (up to 20% of purchase
amount).

Besides, not commission for cash withdrawal neither
in own, nor in third party ATMs is charged.

Developed infrastructure and up-to-date channels of
remote service allow provision of professional bank-
ing services where it is convenient to clients.

- research of NAFI, 2009-2011 ** - Profi Online
Research data, 2010-2011

HOW DID YOU BRING THE IDEA TO LIFE?

The idea of “TRANSFORMATION” is the basis of
bank business, its relations with clients and attitude
to advertising materials and outlet design.

We believe that out client is ready to perceive bank
without false pathos and complicated rhetoric. We
are sure that our clients have sense of humor, and
they are ready to TRANSFORM their attitude to bank

1) Creative implementation - instead of trivial images
of “happy families” we developed an animated
“money world”, populated by funny characters who
represent product categories — Percenticycles, Bag-
movers, Zerobubles, Holepluses, Banknotoids, etc.

2) Tone - we replaced customary pathetical tone of
bank advertising by kind and friendly fellowship of
characters in the “Money world”

3) Presentation - we replaced sweet banking
promises of “dreams that come true” by easy-to-un-
derstand narrative about products and services — we
transform the approach to information

R
COMMUNICATION TOUCH PO

TV:

M Spots

Print:
M Consumer Magazine

Direct:
M E-mail

PR:
M Product design
M Packaging

Interactive:

M Online Ads

B Web site

W Social Networking sites
m Gaming

Outdoors:
M Transit

Retail experience:
m POP
M Video

Consumer Involvement:

WOM
Consumer Generated

OTHER MARK N OMPONEN

> allilda
Couponing
Distribution
Pricing Changes
Other:

Loyalty program for holders of Svyaznoy Bank
Universal Cards — up to 20% of purchase amount
is compensated by bonus points of Svyaznoy Club
program

Price policy — maximum attractive terms due to ef-
ficient cost management, including:

- savings through opening branches by sale of
banking services through 2900 “Svyaznoy” mobile
communication centers

- saving through development of own ATM network
with 0% commission for cash withdrawal in ATM of
any bank

Distribution — through bank branches, as well as
over 2900 Svyaznoy mobile communication centers
for optimal use of client flows (over 1,000,000
people per day).

RESULTS. HOW DO YOU KNOW IT WORKED?

For the first year of operation Svyaznoy Bank has al-
ready has shown very good results in terms of brand
communications, and from the business perspective.
This high efficiency allows us to estimate the launch
of Svyaznoy Bank as the best case of the banking
industry for the recent years.

The results of the communication campaign: **

- Recognition of the brand with a hint achieved 62%
(+22% to the planned value)

- Recognition of the communication campaign is
60% (+20% to the planned value)

- Attractiveness of creativity is 72% (+12% to the
planned value)

- Intention to go to the bank after viewing the com-
mercial - 38% (8% of the plan)

We should also mention:

- Svyaznoy Bank was the first** among banks for
customer loyalty — according to NPS index (Net
Promoter Score - the difference between those who
are willing to recommend the bank and those who
would not recommend it)

Svyaznoy Bank became one of the leaders by the
number of subscribers in social networks:

The number of subscribers to our Vkontakte page
has exceeded 100 thousand people, it is compara-
ble with best international amounts, CTR is over1.3%
(average for social networks is 0.04%)

Svyaznoy Bank page on Facebook has become a
leader in the industry with more than eight thousand
subscribers.

In general, the percentage of positive feedback
about our bank in the network is much higher than

FR— 1

Cle:aHo_l‘a BAHK
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the industry average (43% positive reviews of Svy-
aznoy Bank vs 6% average in the industry).

Business results:

- Svyaznoy Bank was ranked in Top 50 largest
banks in Russia by indicators of retail business

- Svyaznoy Bank was ranked in Top 10 * largest
retail banks in terms of credit card portfolio

Credit card portfolio is estimated at 12.4 * billion
rubles, market share at 3.4% *.

In 2011, the number of issued bank cards exceeded
million cards!

* - Frank Research Group data
** - Svyaznoy Bank internal tracking data
*** - banki.ru ratings

N

(WHETHER OR NOT
WERE INVOLVED) THAT MIGHT HAVE
ELPED DRIVE RESULTS
The new brand was launched against the back-
ground of pre-crisis feelings of population.

Expectation of crisis in 2011 strengthened closer to
fall — September 2011 showed that global financial
problems fully involve Russia (source: RBC-daily).
Data of our tracking testified the same: the audience
share fell that is ready to use services of any bank
(from 76% in May 11 to 74% in September 11),
besides the average number of banks fell that an av-
erage representative is going to use (from 1,8 to 1,5).
Despite these facts, the growth of Svyaznoy Bank
business indicators continued: in September the
number of issued cards increased by 60%, the
amount of client liabilities raised nearly 2 times (com-
pared to May 2011), this positive trend still continued
in December, 2011.
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PeknamHas kamnanus:

Kareropus:

Macwrab npoekra:
JlokanbHbili PermoHanbHbI
O6LEeHALMOHANbHbIN
MynbTUHALMOHANBbHBIA

LLESTA M 3AAAYY
OMMYHUKALIMOHHOTO MPOEKTA

| | A PEK, .‘Y'.V""V AHUUWU

X BOCTUXKEHV

b

O6wuit megua-6lopixer:

10 500 Tbicay ponnapos CLLUA

ot 500 go 999 teicay gonnapos CLUA

ot 1 po 2 munnuoros gonnapos CLLIA
o1 2 po 5 munnnoros gonnapos CLLA
ot 5 go 10 munnmoroe gonnapos CLUA
ot 10 no 20 munnuoros ponnapos CLLIA
ot 20 no 40 munnuoros gonnapos CLLUA
40 munnuoros ponnapos CLLIA u 6onee

OCHOBHAS UAESl NPOEKTA

KAK Bbl MPULLJIU K OCHOBHOM UAEE?

KAK Bbl BO OTUJIN OCHOBHYIC
[1EIO B DKV

BOMJIOLWEHME B )KU3HL
ODCHOBHOMU U]

TB:

[ Tenepeknama

M BpeHaUpOBAHHbIM KOHTEHT

M CnoHcopcrtso

[ PosmelueHne cKpbITOM peknamel

Paguo:

[ Pagvopeknama

[ MepueHgaiamHr

M TMporpamma / KOHTEHT

MeuarHbie CMU:

1 Toprossie / MNpodeccroransHbie
1 TMotpebutensckue xypHans

I Tasetsl

B TMeuyaTHble 06beanHeHNs

Mpamas paccbinka:
[ B neyatHbix M3naHmsx
[ TMo anektpoHHOM noute

PR:

[ Meponpusitusa

[ TosapHbii an3aitH
M Ynakoska

M Kuno

AuanoroBas:

Online-pexnama

MHTepHeT caiTsl

BupycHoe suaeo

Buneo-o60nouku / TaiHbIi cbop MHdopmaLmm
CaiiTbl coupanbHbIx ceTen

[Moakactsl

Mrpbi

MobunbHbie TenedoHs

Opyrue:

apy>xHas:
AsponopTsl
PeknamHble Wbl
[OPOACKOM TPAHCNOPT (BAroHH METPO)
3naHua
Hpyrue:

BbicTaBKM:
H -

CnoHcopcTBO:
| -

Po3sHuuHbIE NpoAcxKU:

1 Pexnama B Mectax npoaax

@ Bupeo

[ PosenekatensHble Meponpuatms
B MECTOX MPOAAX

[ ToeapoeegeHue B MarasmHax

1 MpogswxeHue Tosapa

MapTusaHckas peknama:
Ynuubie rpynnbl
Packnensanue

BepxHsas opexaa
CapadaHHoe pagno
HapyxHbie mepna
Camnnunr / Micnsiranma

BoBneueHue KJIMEHTOB:

M Pacckas o nuurom onsite (WOM)

M BupycHoe

1 CosnaHHbIM NOTPEBUTENIMU KOHTEHT

m [Jpyroe:

OCTAJIbHBIE MAPKETUHIOBL

o

CTABJISIOLLVE KAMIMAHUY

Mporpamma nosinbHOCTH
Pacnpoctparerne
Llerosas nonutuka

[pyroe:

POUCXOOAUNNO A YTO
IHHIUN

Campaign fitle: =
Category: =

Mcnonb3osaHme 3aeMHOro Kanutana

PE3YJILTATD c%'ll' Bbl 3HAETE,
° O CPABOTAJI0?

Project scale: Local Regional National

Multinational

\WHA WA - R A

UMM

NICATION T‘ 1_
A N OB \V

C
-
3

EHA \ 0 v.l..A AMP

Total media budget:
Under $500 thousand
$500 — 999 thousand
$1 - 2 million

$2 — 5 million

$5 — 10 million

$10 — 20 million

$20 — 40 million

$40 million and over

WHAT WAS YOUR BIG IDEA?

HOW DID YOU BRING IT TO LIF
COMMUNICATION TOUCH PO

TV
|

Spots

M Branded Content
M Sponsorship

M Product placement

B Merchandising
M Program / content

Print:
M Trade / Professional
M Consumer Magazine

HOW DID YOU ARRIVE AT THE BIG IDEA?

HOW DID YOU BRING THE IDEA TO LIFE?
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M Newspaper
I Print partnership

Direct:
M Mail
M E-mail

PR:

M Events

M Product design
B Packaging

m Cinema

Interactive:

Online Ads

Web site

Viral video

Video skins / bugs
Social Networking sites
Podcasts

Gaming

Mobile Phone

Other:

uvtdoors:
Airport
Billboard
Transit
Place Based
Other:

EEEENEQO EEEEEEEER

Trade shows:
H -

Sponsorship:
[ -

Retail experience:

m POP

M Video

1 Retailtainment

M In-Store Merchandizing
M Sales promotion

Guerilla:

Street Teams
Tagging

Wraps

Buzz Marketing
Ambient Media
Sampling / Trial

Consumer Involvement:
m WOM

M Viral

M Consumer Generated
m Other

OTHER MARK N
SQED IN TH AMPA N
M Couponing

1 Distribution

W Pricing Changes

[ Leveraging

W Other:

RESULTS. HOW DO YOU KNOW IT WORKED?

ON (WHETHER OR NOT
WERE INVOLVED) THAT MIGHT HAVE
ELPED DRIVE RESULTS
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