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Our Philosophy

We sell efficiency. This is our product.
We sell tried and tested solutions to
enable our customers to sell more, to
sell faster, smarter and at lower costs.
We know what the targeted audience
wants. Meticulous planning, superior
execution. Our expertise - your edge!

Welcome to the world of E:emg, the
world of creative ideas and custom-
tailored solutions.



e:mg In numbers

Founded|n1996 """""""""""""""""""""""

:A wide national coverage -1 125
5th PLACE

among top

market
nlaverc

Iv-v-J - -

17 YEARS

5000 I Permanent member of AKAR, RAMU,

projects :P""A-

Creation and implementation, from
'simple to complex, we can do it all.

EThe in house creative department, a
5 0 + Edesign studio, production and
of success logistics departments, a warehouse,
‘and an HR department help us stay in
profedssmnal .control throughout a project.
awalrads |

150 + PERS.

e:mg staff
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e:mg - national coverage

Regional offices and partners
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e:xpertised in:

consumer promo
trade marketing
event marketing

ttl 360 degree, creative
solution

digital activation

sport & social marketing




e:vent marketing

Sports Events Fashion Shows City Celebrations

Test Drives Product Launches Experimental Events

etc.




financial terms and conditions

* Agency or service
agreement

* Postpayment up to 60
days

* Agency commission
10%
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=3 I W Awards &
Diplomas 2011

2011 - «Zolotoy Propeller»

) | Bronze in nomination "Event Marketing” .
ﬁ“ﬁ Project - "IKEA Veshchnye Tzennosty"

ey B dpm e

2011 - «Serebryany Mercury»

Silver in nomination «The best project at points of sales”.
Project - Lottery "Win a flat in Moscow!" for the
supermarket chain "Kopeika”.

il MECTO

B L

2011 - OMA Russia Awards

Gold in nomination «Trade Marketing».
Project - “Mix the dark with the light!”- Velkopopovizky
Kozel»




CEPTHSMEAT

Awards and
Diplomas 2012

2012 - «Serebryany Mercury»

1 place - «Digital Marketing: the best campaign in interactive
marketing» - «IKEA Veshchnye Tzennosti»

1 place - «Event Marketing: the best b2c event» - «IKEA Veshchnye
Tzennosti»

2 place - «Event Marketing: the best b2c event» - «Coca-Cola
Exhibition 125 Happy Years»

And some other 8 awards

2012 - Kiev International Advertising
Festival

1 place - «Marketing services projects/ Event marketing» - «IKEA
Veshchnye Tzennosti»

BESIDES! 4 awards at the festival «Belyi kvadrat» and two awards at




[Mpeacesarens *OpH
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«CEPEGPAHBIA MEPKYPUH 2012+

Ny4wan peanu3auns b2c WBEHT-MEPONPUATHA

1 mecTO

MPOEKET
BelulHbie UeHHOCTH
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«CEPEBPSHBIN MEPKYPHI 2012»

Nyywan peanniauma KaMnNaHKK
B ODNACTH MHTEPAKTHBHOIO MAPKETHHIA

1 mecToO

MPOEKT
BeuwHbie ueHHOCTH

e:mg

MNpeacesarens ®OPH
npeMuy «Cepebpmin Meprypmiis

-
K3 Toem

(EZD) .

JAUTTAOM

+CEPEGPAHBIN MEPKYPHH 2012+

Nyvwan peanniauna b2c HBEHT-MEPONPHATHA

2 MecTo

MPOEKT
BuictaBka Coca-Cola «125 cyacTtnuMBbix nert»

e:mg
lMpeacegaTens MOpH W Hrops
npesul «Cepebpanmi Mepkypriis lMucapcxud
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Awards & Diplomas 2012
(I

«CEPEBPAHBIN MEPKVPHI 2012+ «CEPEBPAHBIF MEPKYPHH 2012+ +CEPEBPAHbLIF MEPKYPHH 2012»
Nyvwan b2b kamnanus Nyqwan peanu3aums WHTErPUPOBAHHON KaMNaHUK Nyvwee xoHUenTyansHoe pewexue b2b ueeHT-KamnaHum
2 MecTo 3 mecTo 3 mecTo
MPOEKT NPOEKT MPOEKT
PeGpeHauHr e:mg BeuwHble ueHHoOCTH e:party or e:mg
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Awards and
certificates 2013

2013 - «Serebryany Mercury»

1 place - «The best project at sales points with complex POSm» -
«Craft Foods - Golos nezhnosti»

2 place - «The best strategic solution for a direct marketing or an
CRM-program» - «Craft Foods -Golos nezhnosti»

2 place - «The best b2c event» - «IKEA -Turn on the light!»

2 place - «The best solution for a b2b event -campaign - «Volvo
construction equipment - Dancing excavators»

2 place - «The best field implementation» - «Craft Foods -Golos
nezhnosti»

And some other 3 awards ...
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----- Original Message-----

From: norbert.lustzefdaimler.com [mailto:norbert. lustzefdaimler.com]
Sent: Friday, June 22, 3812 B:83 PH

To: Jawumema Oneca

Subject: Antwort: RE: Sendierungsfahrt Bussland
Helle Qlesya,

The trip was very interesting and everything, what we want to see was possible.
Thank you for your great support.

It was very easy, to change the plannings and to make the best in different critical situations.

We have to thank Natalya an very specially Anastasya for the “escort™ all the days.

We can approve your agency for further events, you do your busimess very professional.

Mit frewndlichen GrilZen
Norbert Litze

DATMLER &G

MTC Sindelfingen, RD/OTE

Leiter QOrganisation Versuchsfahrten
und Koordination Prifgelinde

Tel.: +49 {(8)7831 98 42843
Fax: +19 (8)7831 98 43535
Mobil: +19 (@) 158 851 1218
email: norbert.luetzefidaimler,com

OT3bIB KJIMEHTA

EMG - komanaa, KoTopas npodeccuoRansHo BeaeT SoneWoR NPpoeKT, TEOPYECKH
nogxods K nofod ero geTank, Npeanaras KHTEPECHEIE MHHOBAUWOHHEIE MAEK

no BonnoweH D Ka3anocks '5|;I naxe HepeankHblX YCAOBHIM,

Ons wac 8 MKEA BO BoEM, YTO Ml JENaEM, Ba¥HO Npeae BCRMND TO, KaK YYBCTEYET
ceba Haw noTpeduTenes: ero Se30NaCHOCTL, KOMGOPT, NPHATHRIE 3MoWnn. Boe ato Bwno

ofecneyeHs Ha MEPONPHATHH HAWKMK NApTHEpaMK EMG Ha BuicleM ypoBHe,

Mue xoTenocs Gl EblPa3nTe NPHIHATENHOCTe 33 FHTYIHAIM K OTOSYY BOEM COTRYOHWKAMEM,
P.'DTUPH'E roToOBWAW NpoEKT *EIEI.I.I.HHIH' UeHHOCTH®, DI-I ABNAGTCA NpegMaTOM

Hallel ropaccTH, ¥ KCTATH, NONONHWA KOANEKUWKD NYYWHE npHMepos B Hawel BubnuoTeke
B MupoBoM cooBwectee MKEA. &

Wckpesive Bawa,

Wnue MNpeirysLosa
Mepegwep No cARIAM ¢ 06 WBCTREHHOCTEIO
poaHu4 Mo ceTh HKEA B Pocown

&

000 aCABMunRE) FYGe
Tupuan f. Mooes
Pocoss, 127006, Mocsa
0. M. Jwrpcasa, 5. 20

T +7 [405] B3 9340
i #7 (405) 637 43 1
oy sabmbier. com
w2 bmdlemus na

Yowmaéabié KoAern!

Or nvenn kommnmn 000 «CABMuasep PYCo mwpakacw Snarojgprocts s
nponenanHyo baMH patory B pavkax npoesta «Cucwafl Caetnoro ¢ Tesmbie 118
Gpenia Velkopopovieky Kozel,

I:IL'NMHHC HEAH IIPHIWMHH = npmmmmm: HOBOPD  PHTYLTR ﬂﬂTpCE-nﬂﬂll 114
Velkopopovicky Koel, Komopwii cocront B cMEWMEANMH WYX COPIOB  TTHBA
Velkopopovieky Kozl Ceerace o Tewmnoe, @ vike yBeyeiie DfResa npojiak Gpedja
- Gumn yenewno gocTHruyTH  GUARMIAPE  PAIPAGOTANIOR BAIMM  ATCHTCTROM
HHTCPUKTHEEOI HEXIHES,

00 vefiexe NpoBeRgiiol AW [OROPHT KOMESCTRO NOCETHTEAEH, BORIEYEHHEY B
HHTEPAKTHD € NPOMOYTEPAMH %1 BeCh NZAHOA NPOBERCHIE NporpasMbl, — Gones 20000
yenonek, CpeM yMACTHHEDE QKUHA DOMYMHIE JHIMHTELHEE IMOUHOMLILHWA GTRIHE,
OALIHHCTED TOCTCH 1ANOTERN NOBTOPHTE JRCOCPHMGHT M OMEWIT: 1B COPTH NHb
Velkopopovicky Kozel y cefin nos.

(oB0 XOMETCH OTMETHTE (IPOPECCHONZANTY  NPOSKTHOR KomMan[u, Baarojap nx
TMOTHON W ONEPATHBION PAiOTE MU EMOTTH JOCTH ' WEARMELY Py ILTATEN.
Kovinarma SABMiller RUS Gnaronapur saie arcHTCTEO 38 COTRYAHMCCTED B SCALET
}-cncxm B Fﬂ.’]ll‘ﬂll:ﬂll HHTI.‘pttHHX " MCKHBHHK HPDCITDN-!

C yaakennem,
Komnasmn 000 oCAEMunnep P¥Cw




Special thanks
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¥ BRI KOCLIETI

HacTomupm mickMoy skipaames sav GasroaspeccTs sn oTamEyio pafory nae

IIparpasisia € yaCTIEN EEHITOM Moo rpyionsis Milks Sam yoneomn
peransonmis 8 2ecen pocenBoony ropoasy. Tlpogeeccnomndsmss o (elepaniesnng
Eokanm gl mieiicine EMO nomanm om 1 [NIRECTH AR i SuphicPceos Viveaee H
Puocomn sgpoipuirtac npaolpenc cTETY TOPOECKOND DRALTINNIRG, i WO0eTi Tk
ST Civnige 20 CUED s nnnes

Croram <Milka. Ciamw wyeoses W M % Anemilbewos s fikld wodEioen
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MOCKOBCKOE MPERCTABHTENRCTEO ‘

Y1 HBAHA $PAHKO, [, 8, MOCKBA, 121108, POCCHA
TENEDOH  +7-(205)k 6516800, @AKG +T-{d455)-65 16801

leHepansHOMY AMPEHTORY IA0 a3

Conanoay A5

Yozwaemed AHapel Bragumaposuy,

DaHHim HEBMOM A 04y BLIpainTe GAAPCAARHOCTE BOEMY KOANEKTHBY areHTCTER
uIMI+ 32 paboTy, NPoASNAHHYE BaMK B paMEaX NPOTPaMME NOLAEPHHY HOMNEHUEHR QeTcko-
HHOWECHOD TypHIpa o dyThony eloca-Cola Komarpia smads.

Mel pagel, 4To, HECMOTPA HE CHATWE CPOKM W WHPOKYW reorpaduso, nepoowan
arenterea & onondom ofbeme BHNGAWWN caoM OBAIBTENLCTER MO OPFAHMIAUMK CEPHAM
meponpuATHA & 18 ropogax POCCMM, KOTOPBIE BIIGYANKM B ceBR B 32BMCAMOCTA OT ropoga:
Mpece-HOHGEPEHLAN, ROHKYPED, PAIBARKATRNLHSIE NPOTRAMMBl LA IPHTENER, MACTEP-KNACI
MIBECTHLI GYTHONMCTOR W CNODTCMEHDE, OAHMANLHLIE LEDEMOHHA HAMPAKAEHHA W NOEIANK
ANA NOBEegUTENEH, YTO, HECOMHEHHD, NOMOMNO CABNATE KAWOLIA Ma™ TYDHADE HECTOALLMM

NPa3IHAKON.

Wik KORNOSCHER
JMperTap NO BHEWMAM CEAZAM
Poccua, Yepauna, benopycoua
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Best practice. Events
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One of the our key projects, which we
traditionally do for IKEA each year is New
Lorna WERAY BANY Catalog Presentation
HET CEKPETOS,

¥ BNTHCN Every year this event is taking place in
HAMHMHAK '

BO the framework of the new concept. This
On“"‘ AKO year, IKEA awakened love for the visitors
in the annual event the concept of
“Wakes LOVE“

Dates: 28-31 August 2014

Location: Gorky Park, Moscow.

NEW IKEA catalog presentation - is:

3 six-meter glass cube that housed the
exhibition IKEA interiors.

Unique pavilion - a room of awakening
love,

Covered seating area for visitors to the
park with a total area of 600 square
meters,

Playground, decorated with 256 umbrellas
range of IKEA, and

10-meter-high art installation hearts -
symbol annual campaign.

Flash mobs in the Park.

Activation and master classes for holiday
visitors.

Results:

The event was attended by more
than 300 thousand. Man

During the Holidays 21 072 people
have awakened my love, confirming
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«Coca-Cola Rubber Ball»
2009-2014




3

ABOPLbI

Leather Ball — Coca-Cola Cup
Youth football competitions in Russia

Mechanic:

* 14 activation sets with Coca-Cola
football experience

* entertainment program

* PR campaign

* sampling

* opening & award ceremony

Period:
2009 - 2014

Geography:
50 cities in 7 Russian regions

Coverage (2014):

*40 000+ engaged teens

*65 000+ samples of ice cold Coke
*/00+ media reports

*30 000 000+ impressions

*18 000+ iconic prizes

*690,000+ players all over Russia
*Best U-13 team goes to National
Team game

*Best U-15 team goes to
International Copa Camp in 2015
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Mitsubishl stand at Moscow Motor
Show 2012 & 2014 (MIAS 2014)




Description:

The stand was built and designed in
accordance with Mitsubishi the
corporate culture of the company,
were presented new Outlander PHEV
Pajero IV on air platform and concept
cars XR-PHEV and GC-PHEV.
Ballerina performances in harmony
with the video, as well as go-go girls,
made a regular shows during she auto
salon.

Period:

27 August — 7 September 2014

Geography:
Moscow. Krocus Expo

Results:

Visitors — 1 098 000

59 great performances on the
stand during MIAS 2014

More than 50 PR reports (incl
national TVs)
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Mercedes-Benz Regional
tours 2008 2014




Mercedes-Benz Regional
tours - it a traditional road-
shows with activations at the
different locations all over
Russia (territory of MB
dealer centers, city centers,
countryside events
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“Double Launch Regional
Tour”

Summer test-drive event
series across 38 cities all
around RF

|
M

» {
4 i
PN e

Objectives of event are focused
on new C-class and new GLA

test-drive and demonstration of
Mercedes-Benz Intelligent Drive
smart assistants for customers.

v' 3 parallel routes

v 46 dealers-participants

v 18 vehicles for all routes

v’ technical and organization
support of each event




The opening ceremony of Volvo
excavators plant in Kaluga on May
14, 2013




(PR) Goals :

To achieve positive press coverage
of the company with the emphasis
on the quality of Volvo equipment.

Crucial both for potential and new

customers);

Target audience:

Clients of the company (about 300
— 320 people), journalists and
people from the media (about 60
people), investors and partners (50
people), city authorities (30
people), Volvo employees (200
people)

Total number of guests: 700

Date: May 14, 2013

Venue:

«VVOLVO» excavators plant in
Kaluga

About the event:

Press conference, an opening
ceremony, the launch of Kaluga
Volvo plant demo show.




Volvo Conference & Teambuilding
event 2013 (VFS), May 22 - 24,
2013




About the
event:

2 day conference of
VVolvo VFS with
teambuilding

Date:
May 22 — 24, 2013

Venue ! The
Oreal Hotel,
. | Moscow Region

=] Number of
1 guests: 90
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«The Day of the Black Sea»
Coca-Cola, 2009-2014.
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International Day of the
Black Sea — October 27,
2012.

«The day of the Black
Sea» Coca-Cola, 2009-2012
in numbers:

Every year The Day of the
Black Sea 1is packed with
activities: cleaning the
beach, eco-exhibitions,
press tours, city
holydays, opening
ceremonlies, prize

drawings, eco amphibious
landings and round table
discussions.

More than 5 000 guests
and participants,l 000
volunteers from eco
amphibious landings
cleaned the beach in
Sochi.

The program 1is widely
advertised and covered by
the media

100 journalists from
newspapers and magazines




Conference
«Launching the year of Olympic Games
T U S ER
Coca-Cola, January 19, 2013 r.




Conference
«Launching the year
of Olympic Games in
Russia» 01.19. 2013

A joint conference of
Coca-Cola sales
representatives,

marketing specialists
and top managers. A
dive into the spirit of
Sochi-2014 Olympic
Games. How to boost
the motivation of sales
people.




Microsoft Management Summit
26-27 SEPTEMBER 2012




Microsoft

Two day event - the of launch
of Windows Server 2012

September 26, 2012 —
Microsoft Management
Summit 2012

Participants : 300 people

Must have elements of the
program:

Registration, introduction of
Speakers, an exhibition, a press

center, branding, live stream video
fo the web site.

September 27, 2012 - IT Camp

Participants: 300 people

Must have elements of the
program: Registration,
introduction of speakers, an
exhibition, a press center, branding,
live stream video to the web site.

Venue - RIA Novosti




«Cask Of Dreams»
for William Grant & Sons 2012




«Cask Of Dreams»
for William Grant &
Sons 2012 in numbers

William Grant &Sons
was a partner of the
«Cherry Orchard»
festival in Gorky
Park. A unique
project the «Cask of
Dreams» was
introduced to the
public during the
festival.

More than 300 people
took part 1in the
event.

More than 25 Russian
show business stars
visited the «Cask of




Coca-Cola Exhibition 2011
125 years of Happiness




Coca-Cola Exhibition «125
years of Happiness» (May -
Saint Petersburg, May -
Moscow)

Unique Coca-Cola items on
display from Atlanta on loan to
Russia.

The event «125 years of
Happiness» (May - St
Petersburg ; June -
Moscow in numbers:

More than 20,000 people
visited Saint Petersburg
and Moscow exhibitions
with 12 unique booth
stands and more than 100
rare items.

35 stars of Russian show
business visited the
opening ceremony in Bosco
café

The event was widely
covered in the media with
100 pieces published in
newspapers and magazines,




Mercedes Benz 2011
125 Years of Innovation




City of Innovations
event (August 26

- 27, 2011) in
numbers:

Two days and 18
hr. of the event
activities saw
more than 2,000
visitors on total
space of 2,500 sg
m

The show program
of the event
boasted 5 stars of
the Russian show
business.




Mitsubishi Test Drives
Autumn 2011
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«The Code of
Reliability»
(September 3 -
Saint Petersburg;
September 10 -
Moscow) in
numbers:

More than 12,000
people visited the
event with more than
4000 participants

2,500 souvenirs were
given out to the
visitors

More than 2,500
visitors took part
1n custom made motor
competitions



Best practice. Sampling
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Creative sampling of Barney
minl-cookies
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Period:
September — November
2014

Geography:
Moscow, Saint -

Petersburg, Volgograd,
Ekaterinburg, Rostov on
Don, Krasnoyarsk,
Novosibirsk, Nizhniy
Novgorod, Ufa, Kazan

Mechanic:

Work in pairs - promoter with
promo-outfit and Mascot. TA -
women 25-35,

Promo-text:

women asks do they have
children or not, if yes —
promo-text read out and
giving sample (Mini cookies
Barney) and an information
leaflet with stickers. Promo-
team works only with families
with children and offer to
taste the new product



http://www.youtube.com/watch?v=Ki9MMwsrN1w&list=UUZrT7XxIlFRexru8BS8u44A
http://www.youtube.com/watch?v=Ki9MMwsrN1w&list=UUZrT7XxIlFRexru8BS8u44A
http://www.youtube.com/watch?v=Ki9MMwsrN1w&list=UUZrT7XxIlFRexru8BS8u44A
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Gather your own collection of
Olympic Teddy Bears




Mechanic:

Buy any product: Coca-Cola,
Coca-Cola Light, Sprite, Fanta,
collect specially marked promo
caps and exchange these for a
collectable Coca-Cola Teddy
bear with co-branded Sochi
2014 logo.

Period:

14 November — 28 December
2013 (Friday, Saturday, Sunday)

p _ Geography:
ol et Fm 7 cities: Moscow, Ivanovo,
G s GGl -1 | Yaroslavl, Ryazan, Vladimir,

e el " y Kostroma, Tver.

‘ o/ .

Coverage:

* 58 stores
* more than
260 000 prizes given
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YBenuunte npoaaxu 6UcKBUTOB «BapHU»
C NOMOLLBIO NPOBEAEeHUS MHTErPUPOBAHHOW
£ NPOMO-KaMnNaHmMu, Kotopas oteeyana Bl
- nocroaHHoM nNnargopme BpeHaa — KOrHUTUBHOE
e " passuUTHE ero maneHbkux notpeburenen.
Benwb mensexoHok bapHu Bcerna nomoraer getam
CoBepLLAThL OTKPbITUSA, Bnarogaps mx cobcTBeHHOM
PAHTA3UMN ~ CTOUT TONLKO AATh HAaNpaBneHue
AN OeTckon meicnu!
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,ONWEBHbII TEATP MEABEXOHKA gapy

BUOEO0 HA NPOMO-CAMNTE KU B COLUMANBLHbIX CETAX

PEWWEHWE

PelueHwe Kpbinock B camoit yriakoske 6UCKBUATOB,
KOTOpPAs BO Bpems NpomMo-KamnaH1mM CTAHOBMNACH
CueHon Tearpa bapHu! N3 kopobku aetu seipesanm
Aekopauunmn, a BNOXEeHHbIe BHYTPb HAKMEenKu
NPeBpPaLLaniiCb B GKTEPOB N3 PA3HbIX UCTOPUHECKIX
anox. flet NpraymbIBani CIoXeTsl, U poauTen
CHMMANKM KX, a 3aTemM C ropaocTbio AeNUNUCh

Amazing Barney Theatre

s

I'.l.-'



Period:
April — August 2013

Geography:
Russia (channel: retail)

Creative idea:

Use Barney package as playing
platform (kids theatre). The package
can be transforming at real theatre
scene. Different heroes is actors at
this theatre. Heroes also ware a part
of package

Realization:

Each pack was a cardboard
constructor that turned into a
theatrical scene. In addition, inside the
package were 4 heroes from different
eras, which could be involved in its
performance.

Each package also has a promo-code
which should be entered at promo
web page. Code opened doors for
getting great prizes and uploading
theaktre performances using Barney
pac

Results:

- Coverage — 40 000 +

= Promo — codes 130 000

- 73% of participants used a number
of promo-codes to win a prize



http://www.youtube.com/watch?v=T4LygeZYVAU&index=21&list=UUZrT7XxIlFRexru8BS8u44A
http://www.youtube.com/watch?v=T4LygeZYVAU&index=21&list=UUZrT7XxIlFRexru8BS8u44A
http://www.youtube.com/watch?v=T4LygeZYVAU&index=21&list=UUZrT7XxIlFRexru8BS8u44A
http://www.youtube.com/watch?v=T4LygeZYVAU&index=21&list=UUZrT7XxIlFRexru8BS8u44A
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Olympic promo. GWP.
Coca-Cola




Mechanic:

| Buy any product: Coca-Cola,
Coca-Cola Light, Sprite, Fanta,
collect specially marked promo
caps and exchange these for a
collectable Coca-Cola glass with
co-branded Sochi 2014 logo.

Period:
30 April — 10 June 2013

(Friday, Saturday, Sunday)

Geography:
7 cities: Moscow, lvanovo,

Yaroslavl, Ryazan, Vladimir,
Kostroma, Tver.

Coverage:

* 61 stores
* more than
297 000 prizes given




Microsoft Surface launch in
retail networks in 2013




The goal of the project:

To launch a new product in the
market

The product: Surface

The event started on
April 4, 2013

Time frame :
2 months (TBC)

Venue :
Retail networks

Where: Moscow and
Moscow Region

The number of points of
sales: 50+ (TBC)

How many working days
per week :

3 days during - 4 hours
(Thursday -Saturday or
Friday- Sunday. The time -







Client: JTI

Brand: Winston

Project: «W Know-How»

Period: 2013 r.

Coverage: Moscow, Saint-Petersburg, Kaliningrad

Solution: Series of events for HoReCa sale representatives, new cigarettes Winston XStyle ChillOut n Winston XSence Chillout
presentation.

Results: 544 participants




EFES “Intellectual Basketball”




Intellectual Basketball

client: EFES
brand: EFES Pilsner

objectives/tasks :

strengthen the image of cheerful youth
brand. reveal the connection between
EFES Pilsner beer and cheerleading
(without minimizing the role of
basketball as the main object of
sponsorship in Europe)

solution:

ordering EFES Pilsner, get a present,
take part together with your friends in
unique intellectual basketball. who
thinks more — operates the ball better
and wins. buying the beer in shop, get
a chance to win tickets to EFES Dance
Square Off

project: consumer promo on-trade,
modern trade

results:

more than 8000 contacts (plan
execution — more than 100%)
about 1000 receipts downloaded
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Shop-window

Sticker K

OBJECTIVES

To create a WOW - effect

To stimulate interest of consumers
towards Milka in sales points

To stimulate product purchase
and generate additional sales
volume raise

SOLUTION

We created a voice panel in shopping centers. There was a special sticker on it.
Only a person who stepped on the sticker could hear a voice.

This “Voice of tenderness” that the customer could hear awakened kind emotions,
motivating him/her to buy Milka chocolate and express tender feelings towards
people around and towards his/her dear ones. Because of revolutionary one-way
voice technology the advertising message was focused on a specific customer
and couldn’t be heard by people around him/her. This made the voice confidential
personal. Interest of consumers towards new products and new technologies
created a WOW-effect.

Period:
March — June 2012

Geography:

Moscow, Saint-Petersburg,
Ekaterinburg, Novosibirsk
30 points of sales in total

Objectives:

» Strengthen the interest of consumers
to the brand Milka in retail by creating
WOW-effect;

» Encourage the purchase of the product
and generate additional sales.

Solution (see description at promo
image on the left)

Results:

Appearance "Voices of tenderness”
panel at the stores creates positive
emotions. General interest of
consumers has led to an increase in
sales of chocolate Milka, and innovative
technology has allowed to create the
wide WOW-effect.

» reached more than 2.5 million.
contacts with visitors outlets;

» The volume of product sales increased
to 130%.




 oBJECTIVES

i To increase an emotional connection

| between Milka brand and consumers

| To make an association between Milka
i brand and tenderness

SOLUTION

We organized special “Territories of tenderness” of Milka: we created and

programmed special games using Kinect technology that put people in situations §

where they had to show tenderness and attention towards each other. All
participants could understand how important it is to show tenderness and
understanding in life, because this is the only way to achieve success.

Period:
April — May 2012

Geography:
10 Shopping malls “Mega” at mio cities

Objectives:

* To strengthen the emotional bond
with the consumer

* Build an association of brand Milka

and tenderness

Solution (see description at promo
image on the left)

Results:

* More than 20 000 people took part in
an interactive activation;

* More than 500 000 people watched

movies at social network.




MILLER

SAB Miller



Client: SAB Miller Rus

Brand: Velkopopovicky Kozel

Period: during 2010

Coverage: 7 cities

Mechanic:

Flight team suggested to play a game and taste new “VK” beer
Total number of games (free + repeated) — 20 803

Total number of primary games (free of charge) — 17 097

Implementation of the plan for games — 361%
Implementation of the plan for prize-winning mugs — 270%




Client: SAB Miller Rus

Brand: Velkopopovicky Kozel interactive sampling

Period: during 2009

Coverage: 12 cities

Project description: Target - to allow potential consumers to try "Velkopopovicky Kozel" Dark and by that to
stimulate trial purchase.

Unusual sampling, which was on streets of the large cities was the creative solution of the project.

The general attention was drawn by the horses put to wooden carts with big branded beer barrels

Animator in a Kozela mask invites people to take part in tasting and gives away the branded counters, which
can be exchanged for "Velkopopovicky Kozel" Dark beer.

The planned number of contacts was executed for 103%, Moscow — 164%




kraft foods

make 'I'ﬂday delicious

Kraft Foods



Millionomagia
client: Kraft Foods
brand: Jacobs & Alpen Gold

objectives/tasks:

increase sales of coffee and
chocolate during “low season”,
accentuating on Jacobs. develop a
bright campaign with a good virus
and wow effects, implying digital
technologies

solution:
celebrity marketing program — Sergey

Svetlakov. register, be at home
together with your family from 7pm to
8pm, wait for the “experts” team and
win a million!

project: national promo-campaign

results:

30 min rub were delivered

web site was visited by more than 1
000 000 people

31 virus videos were posted on the
Internet

wow effect throughout Russia




Client: Kraft Foods

Brand: Cote d'Or

Period: May 2012

Coverage: 12 cities

Cote d'Or candies sampling on a «TOPBEAUTY AWARDS>» ceremony.

Solution: Candies sampling, chocolate fountain production. Cote d’Or sponsored one of the nominations.

The winner was awarded by a special Certificate to a Beauty shop and an entrance ticket to Madonna World Tour 2012 concert.
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Client: Kraft Foods

Brand: Alpen Gold Composition, Cote d’Or, Carte Noire
Period: February — March 2012 r.

Machanics: gift with purchase

Gifts:

A festive bows decoration of a purchased product.
Packing of a purchased product in a special gift package.

As a gift a Greeting card was proposed on a choice with a universal wish or and opportunity to write down the name of the
presented.
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Gillette fusion pro glide shaving
studios




Objective:
present the new product to

the consumers and get them
the unique experience of
shaving in retail and
distribute the samples

Barrier:
Men never shaves out of
home. solution:

We create comfortable,
technological (with all
necessary shaving
facilities) and good-
looking studios which
highlight product features
and the main message “with
the new Pro-Glide you can
shave comfortably in any
place”

Period:
November — December 2011

Geography:
7 Mio cities (Incl Mow)

'é%E;mﬂ%géi - = Channel:
___* 1 Mega shopping centers
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Client: Unilever
Brand: Timotei
Project: « Timotei Brave»
Period: May — June 2012

~ TOABKO B KMHO

e _ Coverage: Russia

Objectives/tasks:

increase sales of Timotei during the
period from May till June. develop a
bright campaign built on family
values.

solution:
. national promo-campaign linked with
, [ 4 ~ Timotef the famous film «Brave by heart»

: z:il-.; B R L\Y/ALE BN

gl % Results: more than 42 900 unique
PACKP AVIHY {’E ' ' codes activated

e X
KPACHUBBIX BOJIOC %‘ S— More than 16 499 participants of the

$
;\Q._
Cpokn perncrpauun kogos ¢ 02.07.12 no 23.09.12 TenedoH ropavein nuuun 8 (017) 239 06 56 ‘\

Kynute niobyro npopykumio Timotei 8 nepuog c 02 07 2012 no 23 09 2012, yuacreyiowyio B Mirpe, sapermcrpupyiite ‘\‘Q ]
YHMKanbHble KoAbl Ha caiiTe www.timotei-promo.by u BbiurpaiiTe KoponeBcKkue NPM3bE: Qj“-
«  Kamaeli 5-biid, npucnaeiimii 1 Kop, BbiMrpaeT 30HT U3 KOPONBECKWX 3anacos )\

+  Kaxpetit 5-bI, npucnaBinii 2 KoAa, BoIMrpaeT cKasouHbiin nnep (

W nomuuTe, npusbl, Kak 3aBeTHbIE KeNaHWA, MX KONNYeCTBO orpaHuyeHo. CoxpaHaiiTe YeKkn ANA Nony4YeHNA NPU3oe.

012 ro43 Ha Bo2 i Tepprropies Peanyfinmem Benapycn. 4
v P@CIanis0i Iarphl, JADATACT PUPCRIHHON 25 MIOHA 20127 MIMWCTEPCTROM Toproan PacryGinmsm Banapych. Mpwiss, nao0paseieHe 148 peknamit b_




Es

¥ oHucedh@® )

IKEA and UNICEF activation to support a
charity campaign



“Help us to make the world softer”
Promotional offer of the charity
campaign:

With every purchase of the soft toy 40
Rubles will be donated for

implementation of educational projects
of the Children's fund UN (UNICEF)

Activation mechanic to support a
campaign.

Dancing flashmob and parade with use
of the life-size puppets similar to toy, s
participants of the action. Lifleting

Period:
4 November 2012 — 5 January 2013

Geography:
11 cities

Coverage:

14 stores «Mega»

14 flight teams

266 days of promo

More than 1600 flash mobs

More than 1 180 000 toys soled




Burn. It's a fire i1in the blood.
Its burn




Period:

May-September 2010

Coverage:

12 cities - Moscow, St.
Petersburg, Novosibirsk,
Yekaterinburg, Samara, Rostov,
Nizhny Novgorod, Perm,
Chelyabinsk, Kazan, Omsk, Ufa

Contacts: 870864

Communication channels:

universities, offices, shopping
centers, nightclubs and club
parties, spets.meropriyatiya,
radio contest, online banners,
social networks (Vkontakte)

Objectives:

Communication of the new
consumer product "24 hours / 7
days"




Best practice.

Digital cases




NESTLE FITNESS

Objective

Increase sales of Nestle Fitness breakfast cereal by means of digital activation
with proof of purchase.

Execution

Women don’t like to lose weight - it is boring. Women just want men to like
them! But they keep delaying to start the training. So the desirable goal seem
so far away. Well, if ladies are not ready to go and meet the man of their dream,
than men will come to them.

Let your body in our hands! And start doing Nestle Fitness 14 days program. To
start training with one of our guys all you have to do is to buy one box of Nestle
Fitness, ring the promo code inside the box and activate it in the spacial app on
Facebook and VKontakte.

Each participant of program can choose the own trainer according to a taste
and spend 2 unforgettable weeks with him! There were 3 wonderful gentlemen
at your service. Temperamental macho, oriental yoga-master and joyful joker
allowed to woman fell herself as the real woman.

Women asked questions, floated and even made moves to our heroes! And at
the same time they achieved... the fithess with them.

To increase program effectiveness the trainers set up the nutrition and exercise
program, tailor made for each participant, based on a height, weight and age.

Results

The campaign lasted 4 months. 60 000 promo-codes registered. About 200
000 users installed the application. More than 30 000 discussed the program in
social media and invited their friends to take part. Each trainer received 50
questions a day not including comments and messages. All together the

'$participants lost more than a tone of excess weight! 'El;}




AXE SHIFT

Objective

Launch of a new Axe product - Axe Shift - in the middle of the crisis with limited
budget and timing, while no ATL support was provided.

Deodorant AXE Shift changes its fragrance throughout the day helping
consumer act ingeniously and behave differently in any situation.

The target audience of the product is young people, high school students. If
they watch TV, they prefer teenager channels like MTV or Two by Two, enjoy
watching cartoons series like the Simpsons, Futurama or South Park; however,
they spend most of their time

Execution

We created 15 terrific episodes of Axe cartoons, located them on our promo-site
SHIFT-dot-AXEEFFECT-dot-RU and Youtube and they became BESTSELLERS in
four weeks!

Starring: a cool young guy - keyboard button Shift. He likes chicks and always
gets involved in a variety of situations, however, finding a solution every time.
Other heroes: F-one to F-twelve buttons - chicks different from one another by
the size of their... charm who always talk and laugh a lot and Shifts best friends
- Control and Enter...And other buttons having fun ALL THE TIME!

By speaking their language, we managed to engage the audience and make
them create their own comic episode scripts on the promo-site, so we obtained
a lot of User Generated Content. The top best scripts obtained a number of
gifts, and the winning ones were screened fast due to the selected motion
capture technology.

INNOVATION:
Limited production time did not allow using most common animation

-@echnologies such as flash, so for the first time in Russia motion capture
technoloav wac ticed for thic nDiirnoce




AXE SHIFT

Result

The total cartoon viewings
2 497 850

Promo-site visitors
114 781

Promo campaign participants
39 565




Pichic

BIG PICNIC

Objective

The task was to adapt “Super big picnic maker 300” campaign for web, involve
audience with the brand and communicate the main product benefit - bigness.

Execution

Young people love to make cool photos and share them in social networks. We
created a web site picnic5.ru with a photo capture program. Using a web cam or
by uploading photos users could transform their mouths to Picnic size and take
part in a competition for the biggest mouth. The best mouths were selected
through social networks where participants could post their photos. Machine’s
productivity and length of the produced Picnic bar depended on the number of
photos on the site.

INNOVATION:

A Photo booth technology online, face transformator created especially for PC
users

Result

785 752 site visitors

695 502 unique visitors

2 417 uploaded photos

22 878 positive centimeters of Picnic bar

@ @
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«Say cheeez to Oltermanni prizes»

= ’ s & ) BBECTH ”~
PrOJECt: Oltermanni promo campaign , lottery ) g&ﬁﬁm, T "o |
~ " *

Client: vaiio
Brand: oitermanni

Timeframe: 0s.00.2012 - 28.11.2012 s TR
CbipNpu3bl
ObjECtlveS: increase sales of Oltermanni cheese - o ’,‘* i } trmm

Descri ption: non-standard creative, fascinating mechanics, interesting

prizes and juicy images allow us to achieve a big interest among consumers. On
the website broked out a serious struggle for prizes. Consumers demanded

number of prizes increasing.

Results:

100 000 participiants

430 000 codes activated

@ @
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Indulge Iin your natural beauty

Project: cieansclear promo campaign, webinars
Client: johnsonsjohnson

Brand: cieansclear

Timeframe: 01.04.2012 - 31.05.2012

ObjeCtives: increase sales of Clean&Clear (average frequency of
product purchase), involve consumers to the dialogue with a brand
Descri ption: For code activating the user gets a personal

consultation with cosmetologist, fitness trainer, dermatologist and stylist and

take part in a weekly webinars.

Results:

30 000 codes activated

2000 personal consultations

12 webinars (100 participants avq)

@ @
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«SledizaBuzzar’om»

Project: qsuzz promotion 2012
Client: iomen

Brand: iqsuz

Timeframe: 15.05.2012 - 31.07.2012

ObjeCtives: Organize a promotion of tool for monitoring brand

reputation in social networks and provide the expansion of the sales funnel.

Description: Through the viral video and wide promotion in

KAK PABOTAET
QBUZZ
internet people was informed about what could be if you don’t watch the

MEND
HAYATb

R ————

reputation in social networks. Then they followed to the website where the

expert talks about the IQBuzz in presentation manner. As the result of

presentation visitor should fill the form named «Try IQBuzz».
Results: Conversion  Visitors VS  Filled forms 20%

Site visitors

120 000 per month

@ @



Castrol Drive

Objective

Inform the target audience about an innovative product Castrol Edge. Involve
audience with the brand.

Castrol Edge is a new development from the technology leader in engine oil,
designed to perform across the 7 Critical Engine Factors. Many engine oils,
specifically designed for leading racing teams, are now available for millions of
car owners. Today each of us can experience the benefits of using “sport
tested” engine oil Castrol Edge.

Execution

You need new technologies to survive on the terminally dangerous Nurburgring
race track. We recreated the legendary track in 3D. With Augmented Reality
technology and innovative Unity platform users got an unusual and realistic
race experience of the deathful track. To involve participants we used sport
portals, car racing themed groups, racing forums. We created a buzz that drew
a lot of traffic to the web site.

Moreover, an Augmented Reality marker shaped as a steering wheel was
attached to engine oil can. So after buying the product, consumer could control
a virtual race car through a web cam, imitating driving experience.

Best racers got a trip to Germany and a real opportunity to race on the
Nurburgring track.

INNOVATION:

For the first time in Russia we used Unity platform to experience all

characteristics of a console game on a simple website. Moreover, we've
_Eb?nhanced that experience with quality 3D and Augmented Reality technologies. 'El;:)'




Castrol Drive

Result

Site visitors in a month
602 964

Unique racers
430 979

Participants
78 357




THANK YOU!

Effective Marketing
Group
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