B3rnan c
ApYyrou
CTOPOHDbI
6bappukan, nau
yero Xe Ha
CaMOM Aaene
xoyeT KnmeHT

OF—KMU3HH
oT Aunaxutan AreHTcrtBa u
NHTepHeTa




Ha camoMm gene 6appukaa
HeT!

Mbl BCe roBOpuUM Npo O04HO U
TO Xe, TOJIbKO Ha pa3HbIX
A3blKaxX....




[laBanTe NoCMOTPUM

Ha BcCe rnasamu KnmeHta

... NonpobyeM NepeBECTUN Ha «UYETOBEUYECKUI A3bIK» ©



#1 Mbl He BepuM B VIHTepHeT! «Bce paBHO
TB oxBaTHee (paboTaet nyJiwe) NHTepHeTa»

[MepeBog: «A npoboBan caenaTb
KaMnaHWo B UHTEPHETE, HO HE yBMAEnN
adbpekTa», «baHHepbI Nnoxo
paboTtaroT»

UTto Oynem genatb? BapuaHTol:

- [llogrotoBuTb ycnewlHble NpUMepbl (TPEHUHT?)

- B Tekywmnx kamnaHusx ncnonb3oBaTtb CUCTEMBI
CTaTUCTUKK. YXe ucnonosyete? Hante KnneHty
«nourpaTbCsa» C Hew.

- [Henante oueHKy 3 (PeKTUBHOCTN KaMNaHNK, He
bonTtechb ckasaTb 4TO canT Knuenta/ baHHepsbl/
KamnaHusa ?&*%?*Ne;! (Tonbko ecnn Bbl 3HaeTe
Kak 9TO ynyulnTb N HE Nepexoas Ha JINYHOCTU —
He HacTynuTe Ha nobumyto mosons bMa)
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[1) CONTEXT |

What's the big picture?

Kozel brand was launched in 2002 on the Russian market. Until 2007 the brand constantly increased
volume and market share and brought itself to be perceived as a strong licensed Czech beer on the
market. In 2007 the brand re-positioned itself to target young pubbers but this attempt failed
decreasing the brands KPI's due to irrelevant positioning and no news from the brand

In 2008 the brand re-positioned again to be a Czech altemative to mainstream brands being a
default choice for at home with close friend's consumption

Based on the new village in a bottle platform Kozel Cerny was launched in August 2008 bringing
brand KPI's back up. driving volume and market share. Increasing Cemy KPI's stabilized Svetly and
increased total brand performance

This proved the relevance of the new Village in a bottle positioning

The village itself in our consumer's minds was created via standard media approach (TVC. OOH
Internet, Press)

Now communication is being tightly monitored by FAS and harsher conditions are put up restricting
how we communicate our village to our consumers. Taking into account the experience of the
tobacco category. excluding TV and OOH from the standard media set we expect to have the same
conditions to be in effect with in the next 2 years

Recent competitor's activity (Zatecky Gus, Cervona Celka) proved that they too can play on the
village territory thus making it not uniquely ownable by Kozel any more.

Taking all this into account we reviewed and fine-tuned our communication platform. keeping our
village as a platform but tuning up our quirky Kozel (goat} character making it a strong brand asset
The village and Czechness is kept as part of Kozel character. his background and place of origin

The rational for the big idea is:
- When you buy a Kozel - you are buying a product that was made with spirit of the village
where Kozel was bomn and grew up.
- When you buy a Kozel — you are buying Kozel's cheerful mood
- When you open bottle of Kozel - you get Village joyful mood of life impersonated in goat

#2 Mbl NMULLEM HENOHATHbIE
6pudbi!

Mpumep: “To develop a clear, single-minded
sustainable strategy of brand digital communication
(Internet, sms, etc) using our fine-tuned communication
platform that will enable Brand to create and own
unique format of brand presence in the digital world
that would be compelling to our target audience”.

character.
- When you are at home with close friends you create your own Village full of sharp jokes
and funny stories from vill

What are the practical deliverables from this brief?
To develop a clear. single-minded sustainable strateg

of brand digital communication (Intemet

The accent would be shifted from
behavior rules

- Kozel is relaxed — doesn't
- No hard sell — our commu|
in

[lepeBoa: 3ToO HenepeBoaAUMO!

Thus planning our communication
continue growing our brand, com
promo and etc. using our fine-tun
focus to digital medias)

Uto Oynem genatb?

BbisbiBaTb KnineHTa Ha gebpud (debrief),
MNYCTb CaM PACCKaXXeT Yero e OH xo4veT!
BakHO: He 3abyabTe npucnatb KOHTaKT-
penopT Nnocrne BCTpeun, 3apukcmpoBaTtb
OOroBOpeHHOCTM!

2) TARGET AUDIENCE
Who is the target?

Yuri is in his early 30's. He lives in|
is one of his core values, expres
Having higher education and beil
which considers as own achievem|
promotion. but rather looks for a ||
Yuri is a frequent beer drinker. h{
friends, when he will have 2-3 boti
key but fundamentally social. It's
Yuri is very open to premium bral
brands from countries with strong|
premium brands: they are populg
prestige. He normally buys his be
outlet near home with a clear pre

Kozel competitors:
Nevskoe, Baltika 7, Sib. Korona,

Internet usage:
They are not advanced intemet us|
e-mail and search engines. Althou|
seen as credible and trustworthy d
main media for them, unlike morg

(3] ASSIGNMENT




#3 YUTOObLI ObINO
Kpacueo! (xo4y Takxe

Kak coenan obpeHa
X...)

[lepeBod: «a 4 N camM He 3Hato YTO A XO4Y, BOT MOEro
Konnery noxesanunu 3a KpacusbIn canT»

Uto Oynem genatb?:

1) Brbi3biBaTb KnneHta Ha oebpud (cnpawmeaTtb Ans Yero emy HyxeH
canT/kamnaHus)

2) CpenaTtb «Kpacuso» u gobasntb n3toMnHKK (“added value™)




#4 Hawwn notpedbutenun He
NONb3yKTCA MHTEPHETOM
(He aKTMBHbI B UHTEpHeTE)!

« Publish Web page
« Publish or maintain a bleg
«Upload video to sites like YouTube

Creators
13%

Critics « Comment on blogs
19% - Post ratings and reviews

Collectors « Use RSS
15% «Tag Web pages

Segments include consumers
participating in at least one
of the indicated activities

at least monthly

Joiners

19% « Use social networking sites

s » Read blogs
pe;}tg:ors «Watch peer-generated video

[lepeBoa: «Bbl HE NOHNUMaeTe LIAy,
«HaLlKW NoTpebuTenn Nonb3yrTCS

Tonbko Novyton n OgHOKNaCcCHUKaMn»

UTto Oynem genatb?: npuaymMmbiBaTb Maew angd Sase:US adultoniine consumers
H ea KTVI BHOVI ay,D,MTO pVI VI ! (Mﬂ M yl"l MTbI BaTb VI HTe perI *Forrester’s North American
Consumer Technology Adoption Study
" TeX, n ﬂ,perX) (834 2006 Devices & Access Online
urvey

« None of these activities




D0®

EmEE ! — )

= sw e o | #5 [lM3aliHbI, KOTOPbIE Bbl
npegnaraeTe He
COOTBETCTBYIOT
6peHadyKy/ Knsmxyany,
He JOHOCAT uaeto bpeHaa

[lepeBoa: «ITO pacxoguTcs C TeM, YTO Noan BUAAT Mo
TB, B npecce 1 Hapy>XHOWN peKkname»

UTto Oynem genatb?:

- [loctapaemcs ybeantb KnneHrta, 4to 9T0T An3anH cpabortaet! (unu
caenaem 2 amnsanHa 6aHHepoB, Hanp.)

- [Mokaxkem paboTtatowme npumepbl/aHanoru

- [pngem K KOHCeHcycy ( a KTo roBopwuIi, YTo OyaeT nerko?)



#6 A 4TO OHM TaMm
aenatot yxxe 3 Hegenm?
(MHE HYXXeH pes3ynbrart
a He npouecc)

[lepeBoa: «Ecnn mbl
On3anH Tak gonro
yTBepXganu, To
cemyac OHM Ham
Takoon cauT
cnporpaMmmMupyoT!»

Uto Oyoem genatb?:

-A Bbl eLle He caenanu
noapoOHbI rpaduk paboT no
npoekty? (MS Project Bam B
MOMOLLb;))

-laem KnueHTy «notporaTtb

CauT pykammy», NyCTb YacTb
doyHKLUMOHana eLle He
paboTaer.



A y Bac Kakme BO3HUKanu npoonembi???




[ToTpebuTtenb




YHuBepcCanbHbIX
peweHun HeT!

[ naBHOe, He
ooATbLCSA
3a4aBaThb
BONpoOChHI!

Bawun Bonpocbl KO MHe?

nnm nuuunTe
Ha




