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bonprix entered the Russian market in 2006 with catalogues, but already in 2007, we started developing the online shop. In 2020 we can say with confidence that bonprix is the well-known brand with the big number of loyal customers.

L

Fields for deeper an We need to make clearer the goals of online marketing activities in order to compare to the right benchmark: efficiency orientation with moderate growth perspectives
1. Marketing channel mix - bonprix vs market and competitors |
* What is the traditional marketing channel mix in RU in fashion e-commerce?
¢ How marketing mix of bonprix differs to the main competitors? I
* Are there any marketing channels that bonprix does not use in comparison to the market or competitors?
*  Which other trends in online marketing have emerged recently or are likely to become major sales channels within the next 5 years?
* Which part app install marketing and programmatic take in the marketing mix of our competitors?
2. Partner portfolio - bonprix vs market and competitors
¢ Isthe partner portfolio of bonprix optimal?\
* Are there any partners we need to consider for potential cooperation?
3. In-house vs Agency - bonprix vs competitors \ | |
* What our main competitors do in-house and what is done with the external resources in terms of marketing?
4. Contracts and negotiations - bonprix vs market \ | | \ | | i
* What are the standard payment terms on the market for the biggest online marketing partners (pre- post payments, how many days, yearly budget commitments?)
* How flexible are the contracts (commitments, cancellation time, KPIs adjustments)?
* Whatare the standard agency and network fees (incl. publisher fees)?
* Are there any kick back agreements with th How do you usually get them? What do we need to do in order to profit from the best conditions and most lucrative payments terms?
5. Optimization KPIs bonprix vs competitors |
* What are the key performance KPIs for our competitors?
6. Marketing tools bonprix vs market and competitors |
* What marketing tolls tools are used on the market and by our competitors (for analytics, tracking, optimization?)
7. Creative production bonprix vs competitors
* How creative production is managed by our competitors? in-house or externally?
*  What types and formats of creatives our cor How successful are they at using them?
* How often creatives are changed? | |
8. Social networks presence incl. cooperation with influencers bonprix vs competitors
* Inwhat social networks our competitors hai How do they interlink performance with branding measures?
¢ Do they work with influencers? If yes, is it performance based or has more[Which are KPIs?
9. Media campaigns set up bonprix vs com|'We have all this data from our media agency already |
* What channels for the media campaigns our competitors are using (TV, radio, print, DOOH)?
* What are the budget splits between the channels? | i \
10. Split between OMA Performance budgets and other channels —bonprix vs competitors
* Whatis the budget spit between the performance cha]nnels and lnon—peﬁorrnance (b]randing, e—lmail, catalf)gues, pus;h, SMS, etlc)?
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The site bonprix.ru has a lot of technical mistakes. For example, the site does not have
adaptation for various browsers and extensions. The site does not open at the width
of the window, some of the content is not visible, but there is no slider to scroll to the
right. The same things on other pages, for example, on the product cards.

There is no tag H. It is necessary to display the site in the TOP 10 of Yandex and Google.

Due to the rapidly developing trade flows in the modern world, manufacturers have
to find the most relevant marketing paths.

Our price: 4500002 / 5625€ for three months.

2. Partner portfolio - bonprix vs market and competitors

Strategic alliances can bring significant benefits to both sides, add a new step to brand
development, increase recognition and share overall benefits.

Problems:

- Updating the model of goods every week;

- The number of regular and brand-loyal users;
- Efficiency of processing orders;

- Assortment and pricing policy;

- Work all over Russia.
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Referring to our experience, we can say that actively developing delivery services,
courier services SDEK, FedEx, United Parcel Service (UPS) and others could become
good partners for expanding cooperation

Our price: 4000002 / S000€ for three months.

3. In-house vs Agency - bonprix vs competitors
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Internal marketing

Internal marketing revolves around creating an internal marketing team to develop,
manage and support your digital marketing strategy. The internal approach is more
C g small and medium-sized companies, as a relatively small team can
manage marketing efforts. The marketing team will be able to understand the identity
of the company first hand and help build a brand from scratch.

Agency of marketing

Agency marketing provides your business with an external marketing team that uses
various online marketing strategies to grow your company. This is an approach to
marketing, which involves hiring a third party to promote and conduct all marketing
affairs.

Agent marketing in your situation will become the most suitable for conducting a
commeon strategy, it will most globally reveal you as a competitive brand in RU market.

Our price: 3500002 / 4375€ for two months.

4, Contracts and negotiations - bonprix vs market
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Key Performance Indicator (KPI) is a type of measurement that is used to measure the
effectiveness of an organization in relation to its strategic goals. KP| helps reduce the
complexity associated with tracking performance by reducing a large number of
measures to a practical number of “key” indicators.

KPIs can be used to track the operational activities of departments, projects or
individuals in relation to goals or objectives. It can provide a management tool for
understanding and decision making.

Unlike simple metrics that are used to monitor and present values, such as the number
of visitors to a site. KPIs can include one or more different metrics to track business

goals.
Creating KPIs ‘

—— Build your formulas

——— Present your KPis

“—— Collect the Data

—— Qutline the criteria

——— Establish a clear objective

Options for calculating the “% of media” cost model include:

« In relation to the campaign budget: this subtracts % of the commission from the total
budget which allocated for this campaign purpose. The balance is available to payment
the media, data and any technology or services after charging.

* In relation to the media budget: it subtracts % of the commission from a part of the
budget which is allocated only for the costs of the publisher's inventory.

+ When applied as a premium to the cost of multimedia: it adds % commission reward
to the value of the publisher’s inventory and excludes any other expenses, such as data
transfer fees or other technologies or services.

Data/targeting prices are often variable in a programmatic context - even in the same
ad groups - because impressions are usually assessed by many layers of data at
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Email pacceinka

1. Nonyyexune gocryna k cucremam sendpulse u stripo.

sendpulse stripo
TormH T elesiee  /lOTVH:
Napons: Sk
e

2. MpocmoTtp nucem B GOKCe Stripo, BHECEHWE KOPPEKTUPOBOK.

KoppeKkTMpoBKku:

- [loBaeneHme CCbINOKHE CKaunBaHWe Gainos ans KHONOK «CKauaTb .0

3. Mokynka npocTeiwero gomeHa apolloB.ru v €ro NoAHATME Kak NPOOHOM BEpCHM.
OpHEHTHPOBATL PACCHINKY Ha HETO.

XoctuHr: Sylvester — Ubuntu 18.04 — NO: ISP Manager Lite
Doctyn k pomeny TimeWeb.

Nornx <
Napons: <TG
Naxens:
https://vds.timeweb.ru/

4. LloGasuTs csofi Aomen AnA pacceinok o flOCIMACTEp Mail RU W Postmaster T00is O

- (MouToBBI% 0DUC AHAEKC) — HYIKHO NOATEEPKAEHHUE NPaBa HAa AOMEH.

-//viww.unisender.com, log/haki master-tools-by-gmail-br-kak-nastroit-i-

K-i t

Aoctyn k Gmail noure ana cratucTuku FBL (Egedback Logp) — oTcnexusanue cnam

APC)

G Suite

TN e SR
MNapons: vt

[inA NpeaoTBPaLEHHA NONaJaHuA B ciam:
Moka3atens FBL (Feedback Loop) — He Bbiwe 0,5%
Aons nonagakvs B cnam — He Gonee 0,1%

. Mo3eoHuTs/Hanucate 8 Sendpulse uau Unisender 4NA NOAYYEHMA KOHCYNbTALMM K3K

nporpeearts IP 1 HE AONYCTUTb OWKMBOK NPOLWAOTO FOPLKOTO OMNbIT3 Ha HOBOM CEPBEPE.

. Hanucanne UTM KOAA 478 NDeOTBPALLEHNA NONBAEHNS & CNaM.

UTM kop

utm_source=email&utm_medium=email&utm_campaign=chain_letter_1&utm_conten
t=letter_1&utm_term=professionalniy_marketing

. 3aKka3seisaem co3naHue 6a3bl ANR  PACChIAKK,

NpoBOAUM  BepudMKauMio no
PEe3ynsLTaTaM Nnonb30BaKMA.

basa 1, 6asa 2, 6asa 3
BepuduKauma 6asei).

- Mapumu ApaleHsny (HEODXCQMMO CETMEHTUPOBAHME M

YcraHoBKa ABYX$aKTOPHOK ByTEHTUOMKAUMM
33WMTHbIX NapameTpos IP -

A 3KKayHTa B sendpulse, HaCTPOMKE

DKIM 3anucb sign._domainkey.apollo8.ru, Tun TXT, 3Haueuue :

V—ec
p=MIGFMAOGCSqGSIb3DQEBAQUAAAGNADCBIQKBEQCK4ND1VETt1yad 2eHVGiGO3nDI
SBH3/riCS8yDKjo4nCdii/SiSNoNBWX70e0)wP9VedeyKIMOKUyfPt7GIXQ3LhHNKbZ0enk
+006)apraD1uG12n/ZifySISBGYmIsgXzN2YrDH250moe USTXArWphjSUSUBBQOG4LidRE
feluQIDAQAB
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Cuenapuu Kata

Torrpas Maua Eue /1423 NpogepreT nOATpwaSI, KoTopsie JKenn He ycnena npoaepuTs (3 nowory) Febma I teer  Bwavewne
LopTpuast Nepa Bax+ana Tabnuuya e "noHrpuaax” KoHTenT-nnax Duonet KoHTekcTHan peknama
Keics! ‘Mawa+Hacta ' ‘ ' .Kpamuﬁ '1-npuopu're'r 7
KommeHTapum Ha caiite Mawa Konupe! nucanu, Ho y JKeun ux HeT, Hago uckats| nucats ' KenTuit .2-nApuopuTe1'

' :Ma'rpuqa cTateit EKpacuuﬁ :yAaﬂHTb
CropyBnesbie cTaTsn ‘Mawa HacTa cTpaxyert Bbiknagky Ha mupe ‘ OpatoxeBsiit  pepaitt A
ApmuHka canTa Hacta+Mawa - O71 JKenu Bugeo gomkHo ObiTe - CuHmit EcTb B nanke, HO He BolknageiBanu
Ha#ti cteHorpammel :Matua o A ' . . ‘
qu-rrax'm [AeBsoueK AnA suaeo Kam+Ha¢Ta ‘)l_(eH_a HaxoawT, oTAaeT ﬂu_se '
: Coqcem Mawa | Baats o7 Katu, 8 rpynne ex Hd.xo cAenaTbCa agMuUHOM I
KoHTakTsl notepaewwxca konupe Mawa+HacTa INuaa vwet, A genaw 6azy No yaaneHHeIM Konupam

TapudpHaz ceTka no konupam  Mawa+Hacra

nseﬂ i Hacm A B TPenno ectb MaTepnansi ot Codbum, pasoSpmm C HUMK
‘AHanuTiKa no paccsinkam Kara ‘B tpenno JKenu(ryrn Tabnuya e pazpene pacceinka)
‘Beraeku B noHrpuaax ‘Hacra Pazobpatben kTo genaer sTo(nporepk:?)

Mnm 1 aBTOWHMKK Mawa

Crucok noneswx warepnanos Hacra  Caenawo-scestpento

HoTy6 Kara+Mawa _ ‘

'Pepaktopcrue ryrn-Tabnuus Hacta ‘Baats o1 JKenn, pazobpatscs, akTyanuavpoeats

Kn Kara

Mpocnepo 'Hacta+Mawa |

ApxviBHas nanka ryrn-gokc Hacta ‘Bce Tabnuuru o1 Kenn B apxuBHyI0 Nanky Ha HOBOM ryrn AOKC
Muap ' Mawa HucTuts 1 NpoeepATs coobierua

OByuetue fo paccsinke Karn _ A

MHCcTpykuum AnA konupos Mawa AkTyanuaupogats (A nomory)

| Mopryhoaa INuza ' A Kata V ' ' T

_VCKpHHbI MeTpuin ‘Mawa

Namenenne cTpykTypel caitta  Kata
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Apollo-8 Xpomenko Exatepuna Jinussie gena & rl"bunamn “ MpuraacuTs

CobecegoBaHuna / 006aBLTE ellle OAHY KONIOHKY

Texywue 3agaum BoinonHeHHkle 3aaaun Pacceinka

€ 33434 KOHTEHT OTA

NpPONYLIEHHBIM

UNU3npoeaTsb 3

npuraawesHnn n oTKase A

nstruction

MoucK NOMOLLHUKOB MapK




e OOy4yeHMe B KOMNAHMK NMpeBbILLEe BCEro!

e Kak 3a Hegento nony4nTb AOMKHOCTb Harpyoms
HaYarbHUKY?

e Pazobpartbcs B crieunurke 3a cHmMTaHble OHN — peanbHo.
e Xovelb nobeauTsb Bpara — caenav ero CBouM Apyrom.

e PaboTtaTb 3a ey — 91O KpyTO!

>KOy Ballmx BOnNpocoB.



