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Ctpaterus &

progression
Llenu: 3agaun:
» CTmynunpoBaTtb poCT NoTpebneHuns +Co3gaTb MeXaHWKy BO3HarpaXkaeHus
npoayktoB nutaHua TM Arywa nosib3oBarteneun 3a NOKynKku
*[loBbLICUTbL NTOANBHOCTbL K BpeHay *CdopmMunpoBaTb 0OLECTBO NOASbHbIX
notpebutenen

[nsa gocTmxkeHus aTnx uenen boina paspabotaHa AByXypOBHEBAdA cTpaTerus,
o0beanHeHHas eamnHon koHuenumnen — Arywa «Kny6 3aboTnmBbix Mam»:
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1. MNepBas yacTb cTpaTernn 6bina HanpaeneHa Ha pa3paboTKy CUCTEMbI . o *ﬁ
HaKonneHust 6anno., koTopasi Gbl MPUBMEKNa UHTEPEC K MPOrpammMe U o oo &
MO3BOMWMa MOOLLPATL NMOANbHbIX Notpedutenen. Komnanmsa MPorpeLtH | .., 7507008
npuaymana MHHOBAUMOHHOE PeLLUEHnEe, OpUrMHasnbHbln cTpaTern4yeckum
xoq: nepeas B Poccum kapta nosinbHocTn anst FMCG 6penga Arywa

Konunka.

\ ,
2.BTopas yacTtb cTparernn HaueneHa Ha dopMmMpoBaHWE U nogaepkaHune @
nMmmnaoka OpeHaa, Kak HEOTbEMIIEMOW 4acTWU XXU3HW MOMNOAbIX MaMm. JOTa

3apaya Obina pelueHa nyTem cosnaHusi COBCTBEHHON coLmanbHol cetn, B ¢
© ROTOpPYHO Mbl Tapre'I;I)/IDOBaHHO npuBnekaeMm nornb3oBaTenen u3 apyrnx
coucetTen n odobeanHIeM MosiodbIX Mam Mo BCEN CTPaHeE.
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Strategy &

progression
Goals: Objectives:
* Stimulate consumprion of Agusha * Create a mechanic to reward consumers for
TM products purchase
* Leverage brand loyalty *Create a community of loyal consumers

A two tier strategy with an integrated concept of Agusha “Caring moms club” was
created to achieve these goals and objectives: &5on .g
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1.The first part of was aimed at working out a bonus system that would attract - & |
consumers’ attention and make it possible to reward regular customers. For this | e, 222 0000000000
case Progression generated an innovative solution: the first consumer loyalty card \
for FMCG brand Agusha Kopilka (Piggy Bank) @

WWW.AGULIFERY

)

g
2.The second part of the strategy had its goal to create and maintain the image of w
the brand as an integral part of the life of a young mother. To implement this
Objective we developed an independent social network that unites parents from
© all over the country and draws the attention of users from other networks.
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Koonanrd

MeJNanHCTPYMEHTOB progression

OHnarH KOMMYHMKaLUWS

— WHTerpaums c coobliectBom www.agulife.ru

— BosHarpaxxgeHue yqacTHMKOB BOHYycamm nNporpamMmmbl NOANbHOCTM 32 aKTUBHOCTb
B pamMKax coolLlecTBa

— KoHkypcbl ¢ 6GoHycamu nporpamMmmbl NOSANIbHOCTU

CoumanbHble meaua
— MHTeraLI,VIFI C coumalibHbIM CceTaMMN.

DM pacchbifniku
— AgpecHoe pacrnipocTpaHeHune welcome pack’oB B poggomax.

— TapreTMpoBaHHaa KOMMYHUKaALMA C y4aCTHUKaMKM NporpamMmbl B permoHax npu
NOOKMIOYEHUN CETEN.
InStore
— PasmelgeHne POSm B ToUKax Nnpogax. &
— Bblgaya kapT nporpamMmmbl NOANBHOCTU NPY NOKYMNKE NpoayKTOB Arfl?_ua. o ©
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Koonaned

Execution & use of the Media progression

Online/Web community

— Integration with www.agulife.ru community
— Loyalty Program rewarding for community activities
— Contests

Social Media

— Integration with social networks

DM

— Welcome pack distribution in maternity hospitals.

CRM

— Communication with the target audience on the regions where the outlets are in work)

InStore

— POSm placement (in retail chains)

— Loyalty Program cards distribution with Agusha product purchases. ’
5 ©
o) —
~ 8 -~ - 25
i O O (-{ 1 b O o



—— Ha gaHHbIN MOMEHT Mbl UMEEM:
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Koonaned

pProgression

e 267 00 BbINYLLEHHbIX KapT NporpamMmmbl NMOANIbHOCTMW.

e bonee 110 000 nonb3oBaTenen, 3aperMCTPUPOBaHHbLIX B OHManH

coobLlecTBe

e bonee 471 TOProebIX TOYEK, y4aCTBYHOLLMX B NporpaMmme
e Okono 1500 NOKYNOK NpoayKumnn coBepLUuaeTcs B AeHb No

nporpamMmme.

e PocT cpeaHero Yyeka Ha 27% 3a nepvof AeACTBUS NporpaMmel

e POCT 4acTOTbl NOKYNOK Ha 54%
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Koraned

Results i

—— By now:

e 267 00 loyalty programme cards have been issued.
e Over 110 000 users registered in the online community

e Over 471 retail outlets involved in the project, with up to 1500
purchases made daily.

e The average bill grew by 27% during the project

e Purchase frequency increase by 54%




