PR AGENCY

PUBLIC RELATIONS

PointeR

IN THE TOP-10 PR AGENCIES RANKING
IN UKRAINE
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SHAPING AND MAINTAINING
A POSITIVE PUBLIC OPINION

PROVIDING 13

COMPREHENSIVE PR YEARS IN
SUPPORT THE

ORGANIZING EVENTS OF INDUSTRY

ANY COMPLEXITY

PointeR
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Consulting Business events Facebook

PR campaigns Corporate events Instagram
Press office Concerts & festivals YouTube
Crisis management TikTok

PointeR
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OUR APPROACH

01

Analyze: Study the
company, product,
service, or
personality and
analyze
competitors' activity
to set goals and
objectives.

02

Research: Analyze
target audiences
using focus groups,
surveys, TNS,
Gemius, and other
methods.

03

Develop Insights: Identify
iInsights to build image,
positioning, and ideas for
events or activities.

04

Define Tools:
Determine the
best tools,
develop tactics,
and set KPIs.

05

Execute:
Implement the
campaign from
start to finish.

06

Evaluate: Provide
results and
analyze
effectiveness.

POINteR
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MEDIA RELATIONS
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Goals

GOALS

Build awareness of Human Mobile Devices (HMD) and communicate
key product advantages to the target audience in Ukraine.

Inform the target audience about HMD's innovations.

PR TOOLS
Full brand support in Ukraine

- Press office (creating a loyal pool of journalists)

- Media pitching and placements

- Establishing systematic communication with opinion leaders
- Social media support (Facebook & Instagram)

- Event organization and special projects

- Collaboration with marketing and sales partners

- Advertising campaigns




Results®

- Over 20 press releases pitched IMIMIOHTE CBIT Ha KPaWe
OOHPANTE 3 POIYMOM - By HE MOXETE

- Media coverage includes 800+ free publications NTRARD . CKA3ATH «CTANUR
PO3BMTOK» 6€3 «R»

- 15 influencer, media, and creator collaborations
- Instagram followers tripled in two months
- Total Instagram page reach: 81,624 in two months

- Total Facebook page reach: 2,640,000 in 12 months

- Total annual reach: 5,000,000




PARTNER

Jeare

PROJECT

COMMUNICATION STRATEGY

PR SUPPORT

SMM SUPPORT

MARKETING SUPPORT




HALUI KEUCU

Ucare by FoodTech Shelf

"Ukrainian Shelves" Initiative in Supermarkets
Across the EU, the UK, and the USA

Project Goal

Ukrainian Shelf Initiative in Supermarkets Across
the EU, UK, and USA

PR Tools

« - Comprehensive PR strategy

« - SMM (Instagram, Facebook, Linkedln, Twitter)

- Targeted advertising

« - SERM (Search Engine Reputation Management)
- Partnerships and collaborations

« - Participation in offline and online events

PointeR
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EUROPEAN SUPERMARKET MAGAZINE

Retail Private Label A-Brands Fresh Produce Drinks Supply Chain Techn

SUP LY wlldlll

UCARE Project Launched To Establish
Connections For Ukrainian Food
Producers

Special Offel': SIGN IN & ] REGISTER | TEAM ACCESS | SUBSCRIBE
focer

A BUYING & SUPPLYING ~ STORES . [@/NV[[{E38VW FINANCE .. PEOPLE . REPORTS . EVENTS . JOBS SUBSCRIBE NOW

HOT TOPICS

Cost of Living Crisis Politics HFSS COP27

SUPERMARKETS

Ukrainian food producers to have
dedicated shelf in UK supermarkets

By Maria Gongalves | 11 October 2022

A/

HALUI KEUCH

Ucare is also in talks with German discounter Aldi and US wholesaler Costco to roll

out the scheme in their UK stores in the near future

Results (6 months)

Project launched on September 29, 2022

- Over 80 free publications in Ukrainian media (e.g.,
Delo.ua, The Village Ukraine, Khmarochos)

- 45 free publications in international media (USA, Czech
Republic, Poland, UK), including The Grocer (UK)

- 65 applications from Ukrainian manufacturers, including
MHP, Nizhyn, KhBK, Kormotech, Kyivkhlib, and more

- Partnership interest from Nisa (UK supermarket chain with
2,300 stores), Aldi, Metro C&C Austria, Penny Hungary

- 7 new business partners (e.g., Diia.Business, Ukrainian
Food Association, Canadian-Ukrainian Chamber of
Commerce)

- Partnerships with 3 charitable foundations (Future for
Ukraine, Uanimals, Zhytielub)

PointeR
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GOALS AND SOLUTIONS

GOALS:
- Building awareness of the company and its

corporate activities

- Working with online media
- Launching new products

SOLUTIONS

External press office

Media rankings and awards

Events and product placement

Press tours

Collaboration with key opinion leaders
Special projects

SMM, SERM, Wikipedia, location-based
marketing

POINteR



W ABInBev / EFES

1988 — cTBOpEHHA BpeHay YepHiriBcbke B AKOCTI

YepHiriBcbke
MoyaToK nepesanycKy
HauioHanbHoOro 6peHAy

NoAapyHKy MELWKaHUAM Ha AeHb HAPOMKEHHA MicTa.

1996 — kopnopauisa Interbrew ctae iHBecTopom
YyepHiriscbkol 6poBapHi [lecHa i noYMHae nigTpuMyBaT

IHHOBAaUINHWIA PO3BUTOK BpeHay, 3aBAAKM YOMY BiH
WBKMAKO cTae yniobneHnm NMBoM MinbinoHIB YKpaiHUiB.

OetanbHile —

WEEKEND.TODAY

Big KMniHHA Ao 6poAiHHA:
CeKpeTU XapKIBCbKOro
nUBOBapiHHA
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Mu pemo B MatbyTHe pa3om, He NO OAUHL.
Hawum rnobanbHUM oxonneHHsm

MM NPULLUBUALLYEMO NMPOrpec
A0 6inbw cTanoro ManbytHboro!
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OUR CASES

cP COLGATE-PALMOLIVE

Results (2021 - 10
months)

PR

* [0+ press releases

« 22 interviews

* 13 expert columns and comments

* 18 media rankings and awards

* 1 press tour, 4 special projects

* |Influencer campaign for non-alcoholic beer

SMM

» 200 social media posts (Facebook & Instagram) with 1.5
million monthly reach

* 110,000+ engagements on new product posts
» 3,500+ interactions with the BUD/Mess activation

TOTAL REACH 93,000,000
AVE ~5,000,000 UAH

POINteR



PARTNER

BUHAUAEHO AAA XUTTA

PROJECT

COMMUNICATION
STRATEGY
PRESS OFFICE
SPECIAL
PROJECTS PROJECTS




GOALS AND INSTRUMENTS

PROJECT GOAL

To build knowledge about the Bosch Automotive Aftermarket

direction and communicate the key advantages of Bosch products to

the target audience.

Informing the target audience about Bosch innovations.
PR TOOLS

Press office (building a loyal press pool)

Opinion leaders

Media events and special projects

Partner Communications (Mailchimp newsletters)
Reporting & Analytics

MARKETING TOOLS

E-mail Marketing POT(T[@R
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RESULTS

* 5 events: annual press conference; Equality Day;
Old Car Land; 100 years of ONPU; competition for

master-receptionists
* 14 letters sent to partners; letter reach: 26,50531
» Sent 31 releases/articles
* Media base consists of 408 media
* 1219 publications (total reach: over 21,000,000)

4 special projects (Automotive publications:

AvtoExpert, Avtomir, Avtocentr)

e TV: 24 channel

A4

PointeR
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PARTNER PROJECT

COMMUNICATION
388 STRATEGY
== PRESS OFFICE

ROYAL CANIN’ PRESS EVENTS

SPECIAL PROJECTS
KOLs




GOALS AND TOOLS

Goals
g Eg“"?";“m' " . . ‘ NA 2 . | ' ‘.. - ' . .
gRdu TN — Bprenoy .y R | Establish brand knowledge and emphasize product
g \etrieve ‘ 4 . .y .
JackRussell o ‘. quality and nutritional benefits
Terrier . o ) | - - A
" ———— e Za - N ) B Address negative perceptions through systematic

media communication

PR Tools

Ongoing media relations
Engaging internal and external brand ambassadors
Press events and special media projects

POINteR
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8 https://inspired.com.ua/ideas/chotyrylapyj-sport-ratsion-ta-vpravy-shho-vberezhut-vashogo-ulyublentsya-vid-oz!

Results
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2 press events: 'Cat Show' in Odesa and

'Pets Lunch' in Kyiv

* Media base of 75+ political and lifestyle

publications
* 65 online publications in 5 months

 Total reach: 1,120,000

. , * Press tour to Royal Canin factory in Poland
HoTupuianuim CriopT: pailoH Ta

BIIPaBH, 1110 BOepesKyTh BallloTo
YJIX00JIEHILS BiJl OKMPIHHS

Naurk Onbra

POINteR
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HALUI KEUCU
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" ROYAL CAN

ROYAL CANIN CUP
BuctaBka koTiB, Ogeca

GOAL

To inform the target audience about the Royal Canin Cat
Show event in Odessa.

IDEA

Organizing a press conference with regional
medialntegrating newsbreak into the exhibition: The
Book of Records of Ukraine and the selection of the
longest cat in the country

RESULTS

* 13 regional online media and TV visited the press
conference

* More than 40 publications in regional and national
media

PointeR
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[MPEC-TYP MNOJIbLUA

GOAL

Organization of a press tour "RC Quality Tour" to the
factory near Krakow

Building brand loyalty towards Polish factory
products among Ukrainian consumers

Raising awareness about RC's unified production
standards and principles

RESULTS

8 journalists from top national publications
participated in the press tour

* Total target audience reach: 906K

« Expected materials: FB posts, articles published
in the press and online

POINteR
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PARTNER

SUBAFIU

PROJECT

PRESS OFFICE
EVENTS
CORPORATE EDITION




GOALS AND OBJECTIVES

GOALS

Form the image of Subaru as a family car

J FAMILY UKRAINE SOLUTIONS
. IIZKVI Development and implementation of a strategy to
B A achieve the set goals
y

INSTRUMENTS

Press office

iy

Corporate magazine “Subaru Family Magazine”
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Family contests and trips
Family festival “Subaru Family Party”
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Development and support of the event
pagehttp://sf.subaru.ua/
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HALUI KEUCU
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POINteR



http://sf.subaru.ua/

RESULTS

* 3 events

« 20 partners

* More than 3 000 visitors of each event
* 10 media partners

* 3 publications with announcement

* 65 publications on relevant resources
* 10 post-releases in print media

« 4 TV appearances

* Video Ne1

https://www.youtube.com/watch?v=IsbsisG2iSk

* Video Ne2
https://www.youtube.com/watch?v=zyXZM/7n9Ehg

POINteR
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https://www.youtube.com/watch?v=IsbsisG2iSk
https://www.youtube.com/watch?v=IsbsisG2iSk
https://www.youtube.com/watch?v=IsbsisG2iSk
https://www.youtube.com/watch?v=IsbsisG2iSk
https://www.youtube.com/watch?v=IsbsisG2iSk
https://www.youtube.com/watch?v=zyXZM7n9Ehg
https://www.youtube.com/watch?v=zyXZM7n9Ehg
https://www.youtube.com/watch?v=zyXZM7n9Ehg
https://www.youtube.com/watch?v=zyXZM7n9Ehg
https://www.youtube.com/watch?v=zyXZM7n9Ehg

PARTNER

AIOKCONMNTUKA

PROJECT

COMMUNICATION
STRATEGY
PR SUPPORT
CSR PROJECTS




GOALS AND TOOLS

PROJECT GOALS

 Establish awareness that Luxoptica offers glasses for
every budget and communicate the key advantages of

Luxoptica products to the target audience.

* Inform the target audience about the "Healthy Vision"

project.

PR TOOLS

* Press Office (creating a loyal pool of journalists)
» Collaboration with

» Key Opinion Leaders (KOLSs)

* Media Events & Special Projects

 Partnership Outreach (Email Distribution)
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o | ' RESULTS

5 events organized: Press conference for the book
launch "Professor Dyvoook"Opening of the "CASTA"
store"Mamaslet in Cinema" eventHR Brand initiativeNew
Year’'s Mamaslet event

» 79 free media publications

e Total reach: Over 100,000

* Vision diagnostics conducted in 6 cities across
Ukraine: Over 30,000 children screened nationwide,
over 5,000 people tested at Kyiv shopping malls during
on-site diagnostics

Y cBiTi ONTHYHUX 17110311

YKpAQUHCKMM BpeHA OYKOB BbILLEA HA

PbIHOK BeAMKO6pMTOHMl4 _ _ _ _ _
2 special projects with media outlets: bit.ua and

B anpeAe cTapTyroT NPOAQXHM COAHLE3almMTHbIX o4koB Casta B AOHAOHE. bzh.life

4 () KommenTapuu @ 1665

* Collaborations with KOLs
* Overall campaign reach: Over 10,000,000

A4

HALUI KEUCU

\ 4
C MOMEHTa NOABNEHMA B HALLMOHA/bHOM ceTu «JTHoKCONTUKa» cobcTBeHHOM TM CONHLE3aLWMUTHbBIX PO | nte R
OYKOB NpoLwno 6 net. B 2016 roay nocne aHaaM3a NOKynaTeNbCKUX NpeanoYTeHU 6bia NposeaeH e E o E
maclTabHbIN pebpeHanHr Casta, KOTOPbIN Kacaaca No3ULMOHMPOBaHMA BpeHaa 1
aCCOPTMMEHTHOM NONUTUKMN. BbIXOA Ha HOBbIE PbIHKM CTasl KAKYEeBbIM COBbITUEM B CTPATEMMM



RESULTS

* WINNING IN THE NOMINATION from the Center for
Corporate Social Responsibility of Ukraine “Best
Corporate Contribution to Sustainable Development Goal
No. 3: Ensuring a Healthy Lifestyle and Promoting Well-
Being of the Population of All Age Categories”

* The Center for CSR Development, together with the
LIGA Group of Companies, included the Healthy Vision
project among the 10 most significant initiatives of
Ukrainian companies in 2019

* The Healthy Vision project became a finalist of the
Effie Awards 2020 in the Positive Change — Social Good:
Brands nomination

* The Healthy Vision project won the 9th National
Business Case Competition from the Center for CSR
Development and Ernst & Young

PointeR
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PARTNER

PROJECT

INTEGRATED SPECIAL
PROJECT:
IMPLEMENTATION AND
PR SUPPORT
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SOCAR LUYKAE CYNEPIrepos

Ha cauTi socar.family

OTpumante MOXXNMBICTb
BUrpaTu CiMenHy
POTO3MOMKY Ta y4acTb
OUTUHN B poni akTopa
peKnamMmHol Kamnanii

88  Socar SuperKids

[opaiite NiHKKU Ha M’ATb CBITNINH CBOET AUTUHA
I3 PI3HMMW reposiMU 3 BNIACHOIo akayHTy

*3 AETANBHYIMU YMOBaMM MPOBEAEHHS aKLi MOXHAE 0O3HaoMUTUCE Ha canTi socar.family "
“*ochiuiHi cTopiHkv Socar y coumepexax: facebook @SOCAR.Energy.Ukraine, Instagram @socar_ukraine

GOALS AND OBJECTIVES

GOALS

Increasing the number of children visiting SOCAR
Central Asia gas stations

Forming the image of a place to spend time with the
family

IDEA

Communication of the brand with the audience
through children's superhero characters

Holding an all-Ukrainian competition

POINteR



GOALS AND OBJECTIVES

REALIZATION
_ e / | ~ V{qlwul | Development of brand visual identity “from scratch”
M, ~p il Contest/competition mechanics for target audience
b N £l *w 425 engagement
S L 2 S\ E BTL activities Influencer collaborations with media
o Ay 4 .. it announcements and coverage in relevant social
W< I Y. 1 media communities
| L = RESULTS
¥ aes,
i) iy === * 5 superhero characters

9

* Socar Family landing page
* Reaching over 500,000 people

* 10 opinion leaders, about 30 publications in the
media, rotation of the video on LuxFM radio

POINteR
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PARTNER PROJECT

BRITISH AMERICAN PR-SUPPORT

ToBAcco WORK WITH OPINIO

LEADERS

ole® velo
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HA NTPASAX PEXTIANM

KYPLAM HA SAMITKY

LIS npOgyays MiC TN MISDTHH | SrCrenas SErexucTh. LUs NPOgyKLYS npessauens s
BOEHONTHS CNORMEIE TOTONY 260 N0t Hey.

JUTATH PAZ0M 13 HIKOTHHOBMMH NOYLLUEYKAMM VELO SAMICTE CHIAPET JIETKO. HOBAHKA AN15 KYPLIE — KOMITAHIR BRITISH AMERICAN TOBACCO POGNIOYHHAL
NPOAAN B YKPAIHI HIKOTHHOSHX NOSYLLEYOK VELO BE3 TIOTIOHY. HIKOTHHOB! NOZYILEYKM VELO IAEANRHO NIAXOASRTS UM NEPENLOTIE.

VELO — AMBACAZJOP WBEL B YKPAIHL, LLO NPONOHYE HACTYTIHIAA KPOK Y
CIKMBAHHI HIKOTHHY.

KOMIAHIS BRITISH AMERICAN TOBACCO (BAT) 111]] MAPKOH VELO
POSNOYHHAE B YKPAIHI NPOJLAX HIKOTHHOBMX NOAYILEYOK BE3
TIOTIOHY, RKI BMPOBNAIOTS ¥ LBELUL YXPAIHA CTANA BXE 14 PUHKOM,
HA SKOMY BAT JANYCTHANA CBIA IHHOBALUMHMH NPOAYKT NS
NEPOPASILHONO CTIOMMBAHHS.

K

OEOAMNI BINbLLA KINbKICTL YKPAIHLIB
BIOKPUBAE LNNA CEBE CBIT
NOOOPOXEW. OOHAK, 3ABOPOHA HA KYPIHHA
B IPOMALCHKMX MICLIAX | TPAHCMOPTI
[OYXXE OBMEXXYE MOBHOMITHIX CMNOXWBAYIB
HIKOTUHOBOI MPOOYKLII >>

Jlepani Binels CInbOCTs yRpIiMUIB BIOHBAE RN Cebe CaIT noLopaxek,
Oys2x 326000KA 12 KyPIMHS B TPONAZCHIAX MICLSAX | TPKCNOPT] gyxe 0buexye
MOSHANITHIX CIONMBAE HIKOTHHOSO! NPOLYKLYL AN 10 X POBKTH Kypusw?
Blanosiae 1420w BMHAXLNMES LWBE S, 31 20381 CBOI TPAMIL

Ha G raxiBuynmi SIOMIE SI8M0 KOPVMCTYIOTRCH TAK J83HMN 000 B2 1Ny

T3 NONEY. ¥ CRAMIAHIBCRKKX KPAHAX LLH NPOLYKT CTONITTRWA JANMILABCS
HONEDOM OAN. ANE CBIT 3UIMOETLOR, | NPOIPEC HE CTOIMY M2 Wiyl

(WBE ACHKMA NPAMMATHIM, MIHIMANI3M | TEXHONOMYHICTD B Al

Y Wty 38mrnm MUCARTH M2 KDOK YNICDER W OPIEKTYBATHCH Ha Wby THE.
Tomy e gremo, wo VELO Ysenacs cawe 1yr. Hixotumoet nogywesss YELO —
YHIKAABHMA NPOZYXT, AKKA 2600MOTHO BIAPIIHSETRCS CROIM HANOBHEHHAM BIA
KNACHHHONO CHa0Cy. T0n0BKE — BIM 2BCOMOTHO HE MICTHTE TOTOHY!
Mogyweuxn VELD wicTerh MIKPOKPHCTANM LEMONOZH, HIKOTHH, BOZY,
APONITHAITOPH T3 NYCONORNYBMI.

S i ece weepcexe, VELO npoctui y enopuctamm. Norpiduo rins
POBMICTHTI NOAYLLESKY MIX SCHAMM T2 LOKOK | TPRMETH 40 30 xBrnun.

(Thg 43¢ CROMHBANMA PYXM J2MMLL0TECS BUILKAMM, 3 B YNAK0BLI HABITD €
CheYiantsHe BIANINEHMA ANG BAOPWCTanOT npagycuil Tacan yukom y VELOD
GyB BTINEHMHA WBLACHKNA NIAXIA A0 XATTR — DINOCOdE rapMonii BAroN, K2
NOEAMYE B COBI NPAKTHIMICTL, KOMGOPT | SKICTL.

Pogowm i2 wopguuskx npocropie, nagywessn YELD caoiv BU0cHixMun
KONLOPOM HATAAYNOTS BEPXIBKH CrauArMABCHOnX rip. Kaakos2 i pianodapesa
KPACA WICULEOT NPUPOLL, BEnKai GIOPAA | CNPABLI MAZMXZIOTY M3 BHMIXOAM
K TBOPHICTE, 3 POISHHEHA MEPEXK 2CPONOPTIE PODKTE MAKCHNANLHO
KONGOPTHOK NOAOPON HABITH ¥ MIMBIARANEHILI KYTOMCH.

Timsan A8 BOERONTHE CNORMBIGE TOTIOHY 260 HITHeY.
LN NPOm e siCTets HIoOr M | Bt Mast SEneanicre,

€€ v VELO 5YB BTINEHWA WBEDCHKMA
MIXI0 00 KUTTA — OUIOCOOIA
TAPMOHII TIATOM, KA TOETHYE B COB!
MPAKTUYHICTb, KOMOOPT | AKICTb. DD

BUIKPHBAEMO ATAZIKOBY CKAH/AMHABIIO PA3OM I3 VELO

| FOMOBME: NOTPANATH B0 ORMIET 31 CRAKQAMABCLEME KPAIM 12 KneBa MoXHa
JBASKA NPAMKM JSRPEACAM. RCAXOCH QB 3 NOACEMHON TOLMMM B NOBITPI —
184 ge B uapisnomy Croxroneni 260 8 ocTpisnowy Konewrarest Leews w
Hans? Hasiwo obupari? Afxe woxra s8I v 00WaS! KpaiuK 0pay, Anwe
NePeTHYBLLIA EPECysMCLnit MICT, SKmi JEaHYE weeacsre wicTo Mansue 3i
cronwueio flamii.

Y Crangmmanii we Dysat Mewkasux NICT, soxue — ocobamee. Hanpuxnag, ¥
Croxroneni gresi Gy TypucTiymi Synsku pE3OM 21 CTAPOSHHHMMA BEXIMM
CTBOPIOIOTE HENOBTOPHY ATMOCEEDY. TyT B IMEHALTE A KyNy INTEPICTMBHAX
WY3LIE, R NPUBNAIOTD WEE LIS I3 MANKI T MUCIHTH HECTIHAAPTHO.
Typrcram ocobnuso pagars 3aeitara 2o Myseo Cepepubosrysg 1a Myseo

GOALS AND OBJECTIVES

GOALS

Increase target audience loyalty to the Glo brand

Drive target audience awareness of new company
products and launch VELO nicotine pouches in the
market

REALIZATION

PR content placement in print and online media
Influencer and celebrity partnerships

Native posts, product placement, and contest
activations with influencers

Supporting opinion leaders during events and press
tours

POINteR



RESULTS

fl} koval i« Moanucku
. W 7/ Onsaveno naptweponm: glo_ukraine

koval__i Bce Mbl XOTUM Pa3BUBATECA

s ke . i as part of the launch of new products/devices

Mbl NPODYEeM B XXHU3HK UTO-TO HOBOE,

* More than 50 controlled placements of materials

s GmGEA « More than 40 opinion leaders involved in
BocnomMuHanmna BecuenHbl. Cnacnbo
Gonbuwoe @glo_ukraine 3a kpyToi collaboration with the brand, including celebrities

uenenax #TODAYIWILL. 3tu amoumum A
e 3abyay wukoraa @

‘ A _ * Press tour in Abu Dhabi for the Formula 1 race
HecTHo, A HEMHOIO Nepexnsaan nepes

NONETOM, KaK BCE noayunrca. Bee

NPOWAO KPYTO! M yXe UCXoan 3 with the participation of millionaire bloggers with a

CBOEro ONbITa, XOuy AaThL

et L ey total reach of over 1,300,000

3aXx0/a

;ﬁﬁﬁﬁﬂﬁiﬁ.}Z'“i‘ﬁf:e@@.@. « Activation as part of the G-Shock project with the
® Qd N involvement of silver with a total reach of over

‘ HpaguTca nicolas_kiz v ewé 1762

1,300,000 and an engagement of over 90,000

o clipénel

* Total reach: 143,000,000
* Total engagement: 13,000,000
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PARTNER

PROJECT

PRESS OFFICE
SPECIAL PROJECTS
WORKING WITH
OPINION LEADERS




GOALS AND OBJECTIVES

GOAL

PR support for brands and new lines
NIVEA, NIVEA MEN, EUCERIN

SOLUTION

Creative media and influencer mailings
Press office support

Special projects with media and influencers
Organization of thematic events for the target
audience

RESULT

Over 5 years of full-service collaboration with the
client
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) KPACMBBIN FON .
#y 1508 Crocoben JaCTaNNTL CEPARG . = S P E C I AL P ROJ E CT

COoORMCELRLNEO B OATACE B ¥YENCON NO
EPOTHE XQEAN D0 ;ahBYTY a0 TWGA_ O P
EPACN BMN FON ROCTORENGT hcrﬁlldé}‘?'
NOCBAO XNQENG ¢ONGm. NONCRrgNa
OCTANGECE B X NOaETN.

.‘\ '\" - " /
Cuenupoexy CuopT big nmngl*q;:w N
2 R e
MEN — Cemb NCTO Ph & MINGCTHUX BDRER |

GOAL

Support a football platform NIVEA MEN
Enhance the brand's masculinity

L
P

IDEA
Content project (longread) featuring opinion leaders
Hukonak MaTpocos on the bigmir.net
i RESULTS

* Total views:: 52 526
» Target audience reach: 2 286 932
* Link: https://bit.ly/2tGSsv0

PointeR

GGGGGG

S
O
S
LL
-
=
<
T



https://bit.ly/2tGSsv0
https://bit.ly/2tGSsv0
https://bit.ly/2tGSsv0

S
O
S
LL
-
=
<
T

e s
BYQlY

KPACWUTLCAH

= 2101

-
-
'I
:
.

Hosuiku MAC, Lancome,

Collistar, Clarins, Tiziana Terenz...

Liza Krasnova v
14 447 npOCMOTP * 2 AHA Ha3an

I'm loving it | ®asopuThbl

>l cecngi

L
g CClpembi
S UMHC20

YX00d
Kak NEPEXUTb 3MMY? = Mon
yxoa 3a nuyom + PO3bIINMPbILL ©

Liza Krasnova v
15 693 npocmoTpa * 6 Axen Hasan

I'm loving it - 370 BCE, 4TO A NONID, MOU DABOPUTHI U3 BCEX chep!

Pacopumu

aneaps

1Herb

Qasopursl iHerb | ®asopuTel
AaHBaps | January iHerb. ..

Liza Krasnova v

20 230 npocMmoTpos * 2 Hepenu Halan

®ABOPHTOB
AEKABPH

I'm loving it @ 5 dasopuTos
nexkabps | December Favourites
Liza Krasnova v

12 975 npocmoTpos *

1 Mecau Hasan

SPECIAL PROJECT

GOAL

Unconventional support for the launch of
NIVEA: shower gels with cocoa, coconut,
and carambola scents..

IDEA

Creative mini-series of videos with Liza
Krasnova, a popular beauty blogger

RESULTS

Views: over 1 100 000
Reach: 3 000 000

POINteR



NIVEA CARE CAMPAIGN

TASK

To strengthen the image of NIVEA as a brand that cares. To emphasize the
brand values and convey them to the target audience.

SOLUTION

Integration with festival activity during the winter holidays in the largest cities
of Ukraine (Kyiv, Lviv, Odesa, Dnipro)

IMPLEMENTATION

Development of the concept of the NIVEA house
Turnkey organization

PR support

Attracting celebrities to the activity

RESULTS

Company period: 14 days
Total number of visitors: over 120,000
PRESS OFFICE: 30 free news items (print, online, TV)

https://www.youtube.com/watch?v=FdLJiRgjfu4
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https://www.youtube.com/watch?v=FdLJiRgjfu4

PARTNER PROJECT

sn M s U N G BRAND SUPPORT IN

MEDIA




MCKATENM NPUKTTIOYEHUM: |  NONUTHYECKUE YEMMCTBA NPY KYYME: =
TOM-100 NYTELECTBERHROB, AN U HEOHATARHAR BEPCHA HOBEMLLEN o
KOTOPGIE OB BE3W/IN BECH MMP_/R 9 ¥ MCTOPMM OT HMEHHTUF O (DOTOPEHOPTEPA "'ﬁ

. S

GOALS AND SOLUTIONS

- &

FRNOAM TSSO

GOALS
PR support for key product line positions

SOLUTIONS
Media placement in leading Ukrainian media

RESULTS

* Articles in Segodnya, NV, Korespondent, Focus

and other media

* Total coverage 1,200,000

i

10 ueaosex d)axnnmccxu MOHONOAUZUPOBAAU YKpauny,
NOOMAB noo cebs IKOHOMUKY U KpynHetiuue medua, POT(T[@R
yxce decamuAaemue cOXpaHas CMmamyc-Keo 8 NOAUMUKE LN 71N

W MOPMO3a passumue écetl CmpaHbl

OUR CASES
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Opicin-®apm

PROJECT

COMMUNICATION
STRATEGY

PR SUPPORT




g GOALS AND OBJECTIVES

Opicin-®apm

GOALS

* Increase brand awareness among local residents and
the professional community.Establish the company’s
Image as a promising, stable, and reliable employer in
the region.

IMPLEMENTATION

» Establishment of the Association for the Development of
Efferent Therapy.

« Organization of publications, interviews, and special
projects in regional and industry-specific media.

* Media support for the launch of new products to
enhance the image of Orisil-Pharm.

A series of projects for the company's anniversary,
iIncluding outdoor advertising.

4

« Organization of CSR events (social and charitable
projects).

+ SERM PointeR
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AKLIEHT

«[lpautoeMo AKX ogHa KOMaHAa, BUPOONAOYM NiIKK ANA BCIX
yKpaiHUiB», — K npayiBHUKK HaliOHaNbHOro hapMaLeBTHYHOIO
BUpoOHMKA «Opicin-PapM» OTPUMANK 3acnyHeHi Haropoau

HewonasHo HawioHansHUA hapuauesTw-Emit Bnpob-
Huk «OPICIT-©APM» sincesTxyeas cace 17-pivR. Y 2020
PO KOMNEHIR AEMOHCTPYEANS BNEBHEHWA DOSBUTOK, POs-
WHpKHNa NPOAYKTOBY NiHKY, 30inswwna snpobHusE nno-
Wi T3 33CTPaxysana NPauiBHUKIE NANPUEMCTEE Big KO-
posasipycy.

3 Haroam [JHA HApOKEHHS B KOMNaHIl nposenu Ha-
TOPOQMEHHS KPALMX CNIBPOGITHMGE, WO 38 MUHYNMA Dix
3pobunu 3HaEMHWA BHECOK B yonix nianpuemcTsa. Y none-
PESHLOMY BINYCKY rB368TH MK NMKMCANWM NPO Naypearis Ha-
ropoa 3 IHKEHEPHO-TEXHINHOIND T8 PEMOWTHOM Bigainis.
Ceorogsi poanceiMo NPo NEpemosia, Wo NPaYioTs Ha
BUPOOHW X NiHISIX.

@apmMarpOGHUK CTPIMKD PO3BMBAETECA T8 3DINsWye
WTAT NPAYIBHWKE, BIXPHBAIOMN HOBI BIAQINKM NOCTEYEH-
HR Ta noricTey. TOMY HECTYNHOMD PoKy HOMIHaUIR Ta ne-
pemoxyis crane we Ginbwe.

Kepianuyreo « OPICIN-@APM» NMWBETLCR BOIEK KO-
MaHI0W T8 CTABWTE Cobi 38 MeTy, Wob KoweH NpayisHm
slavysas cebe NOTPIGHAM Ta J0ALUEHNM, MM MORIM-
BOCTI ANA camopeanizayll Ha ceoli 3emni, NOPYs 3 PiaHw-
Mit Ta GNUILKHMM MM

BICOKY ANCTE pofoTk Ta rpoq:&
Ciy edrexmesicTs y 2020 powgs

— Hdywe sassHa xomnasil
3a Haropogay! A sBaxaio, Wwo xo-
HEH NPAUIBHWK HAWO! KOMEHAK
JACYIOBYE HA BUIHAHHA. A 8
«OPICIN-®APM» exe 8 poxa,
3 MACY AK MEsl 3anponoHyBa-
nK Npawosary Tyr, A 3apaa A #

CaMa PagxXy APYINM Ta IHSAO-

MUM 3AN0EHIOBATH BHKETH TE NPUESHYBATUCE JO KOMNS-
Hil. HanBinswe mex Tyt nogobaerecn crabineHicTs, No-
npw 8cl Tenepiws nogl. Npuesso yeeigommosary cebe
MACTHMHOW BENMKD! XOMNAHI, AKE Sonomarae moasm Gytw
anopoawmu. Xovy noSaxar xoMnanil polanTxy, a xone-
raM — KBp €PHOND 3poCTannn!

Manwy Mapin lsaniana. npayisrmun smpolnwol m-
Wi, Orpwvana sinasacy «B anax sass0CT 32 BipHicTs
xoMnNaxil Ta nepeaay CBOIX IHAHE HOROMY NOKONIHMION

~ $1 JA0080NEHA HArOPOADKO TA TPOXH AMBOBANE, WO
CAME MOHE BUPILMv BlasHamT. Mpremto Gpatn yNacTs

== na
= HOMNIAHI

y BupobHMYTEI npenapana, wo
suroroanse «OPICIN-@APM»
Mesi fo snanobu | cam pobo-aw
NPOUEC — CAME TOMY R NPSLIo0
Ha nianpueMcTal xe 11 poxs
Yu paguna s o poboTy Hano-
MueM? SevaiHo, | 3apas pagpxy!
33 MolMK pEXDMEHOSLIRMI EXE
HETEEPO MOaes 3Hakmune cobi
crabinese pobove wmicue. Min-
LWe X NPALPOBATH y CBOEMY Mi-
CTi, 3 POMMHOID, 3HDK BMINMTH
WyKaTH Kpawol [OoNi 38 KOPAoH.
XoMy noDExaTH KONexTHBY HETXHEHHR, 38 KOMNaHil — no-
AANEWUMX YCNIXIE.
PoSyneus Onura Map's-
HiBMa, npawBHUUR BMpoGHU-OI
ninil, Otpevana sigasaxy «3a
BIANSHICTS, BMCOKY SKCTE pobo-

axow\amly20|4pow Tow po-
Gory Mesd nopagmna pogrea. A
MENA | NPONOIMLYI 38 XOPADHOM,
ane cimeisd oScrasmmn 13 o
LWHHE NPEUSENSLITYBAHHR CTANM BMSEMANsHMM DaKTopa-
M, o0 3anmuMTHCE. He NOWNDAYEANE NPO CEOE PILLSHHN
— MEHI NONOGSETECH NPALPOBATH HA NENPHEMCTS! TA By~
sarw ceow pobory noTpifHow. Baxao xomnasdl polanTry
BAOCKOHANSHHA, 3 TAKDX CTETH NEPLUMMM Ha PUMHKY NPpaLy

8 Uxkaani pobovui npouec, B

3aposonesa ymosaun npaw. € Sararo moxnusocTeR or-
pumaTH =anbasKy, 3380500 IHSSHIR UNLX0CTT DosycHMx
NPOrpaM T3 BNacHI HaENONermueocT.. Bawaw xosanasl
POLMPEHHS T3 POIENTKY, 3 KONEKTHSY YONIXIS ¥ NOGANs-

my NOXOMIHHD »
— Basssa xosnasll 33 e,

Wo sigaHasmnu Mol ycunns.
Mesi nogofacTecs npawosam
TYyT — yxe 13 poxis % Ha nia- -
npuescrai «OPICIUT-@APM».

Halbinswe wese MoTHEYE KO- 7 p

NEXTHE. FOW ISR NIITPHMSE L__M\ '
T NZEME HACTPIR. Mt NPALOEMO RX OOHE KOMEHAS, 8-
poGnmcsm Nk ANR BCix yxpalkyia. lHxomm pagxy pobo-
TY TYT CEOIM IHSHOMMM — OS50 3 HMX | 33DE3 NPaLO0T:
PE3I0OM 3 MHOWO HAE NIANPHEMCTEL. Mt MBEMO MONMBOCT)
peaniaysatw cefe, a Taxox oTpeMmyEaT Hantaso 33 an-
coxl Bspolsard noxasanst. Baxaso sceomy xonexTiay Oy-

3a Gararopivmy pobory wa Gna-
ro xosnasl s

— Lin Haropoaa, sauo vec-
HO, WOKYSANa wexe — = Oyna
NPHEMHD JAMBOBAHAE, ANwe He
ONiKyBana Taxoro. A Qywe mo-
6o caoo pobory, 60 Boxa Ha-
auae mewe. Binvyeaw cebe no-

TRIGHO CYCNINLCTRY, NPALIOK- -
N B Ypai, Ha pusin sesn. Lie ooHa 3 npesasd, NoMy pa-
axy pobory 8 «OPICUT-QAPM» CBOIM QDYINM T8 IHGNO-
MU, Y HAC vymosns xonexTre! B0 BCiv NpaLiasEM
A0POA'A TH HECHAMN, 8 KOMNAMI — NOQANSLIOND POJEMTY

MNpweasarmces 20 xomanan «OPICINT-QAPM» mox-
HEl, IBODHYBLUNCS 38 xOHTaKTaMm M. Kanyw, aymeun 3a-
soacexa, 16, ven.: O(3472)79325, (067) 654-40-07. Ni-
yemain AB 508033

«MHu BTIIIOEMO MPIIO JONTOMAraTH JIOAAM», —
HaliOHAJIbHMI (hbapManeBTHYHUMN Bnpoﬁﬂnx
«Opicia-Papm» CBATKYE CBOE 17 -plqtm

FAAORA LINCECT TEMIAEM Ty IR CH G OO AV (e e = (11

oo P e ) ale s Ahe cwrteHT B C LETALAD FREROVTH, ans npsraps
AR DA anninen 1S pekn Le vt 15 poK o venisis
1, vp-c G0 s S n oo™ s g Kowemein e, samgpon
COT NCOMND UY N2TrnpiAasn ».s[:(l,»v ’ 2D 0z b
.)) TOU2 I3 CRCC QMM Y'OLard 17 podo mowy e 320 0
SAMI RIS eot MY JUpcliMe IvMHy cumilinin f'p R (NTH S '8
. " CLOraQm A9 XONONC NPCRCTADATH VI3 WM IO YV T 3
OplC'""mapM SROHTEORE 3 OHpRaTIRCHM To aatiai A ~Opidin Saow.
Mamcowno s Haspurow 00 ROmssy an o0 weins G iimize M- :
MOTI Naaul ﬁ'ﬁ(ﬁl TAIRMIrCIVe JNFObIO.ﬂYK‘l xaore ;\]TF':O'K\)IID'O NECTOITY. UD W

T R L L T B e H L R T R POy S S N T L T
Mascuye, 10 paree meey e oasoes s apvy BTN TOETTVORT MR IO ST O W IO Y
MO ARCHARATH SO0 T ey KOETIR RS ST TA DS ST RTINS KA 1R e
l\-nn 'h" Hlps ves o Mo »u R I e P N e T e L LU R UL R R L
L BIMLY LTRIIRAAE SRS M| RPRT IH LTS -u-u-.,| DITTRTIOTHCITT SENRTPREE SETEEeY STy ()
ot W e sinesses OPICEITT \1 IR aapL
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RESULTS

ESTABLISHMENT OF THE ASSOCIATION FOR THE
DEVELOPMENT OF EFFERENT THERAPY

* interviews in regional and specialized medical
publications

* 2 special projects aimed at promoting the employer brand

* Around 10 media materials (writing, distribution,
publication)

* 9 outdoor advertising billboards in the center of Kalush

« 50 minutes — total broadcast time of company news on
local radio stations

COVERAGE:
 Total print media reach: over 350,000

* Total online reach: over 4,000,000

POINteR
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HALUI KEUCU

GOALS AND OBJECTIVES

GOALS

Increase brand loyalty among target audience

Focus on product quality
Stimulate WoM-effect

REALIZATION

Organize factory tours
Tasting and photoshoot

SOLUTION

10 tours in 6 months
Over 100 independent reviews

PointeR
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CAMPAIGN WITH OPINION
LEADERS

GOALS

Increase brand loyalty among target audiences.

REALIZATION

Native posts by opinion leaders + product placement

RESULTS

* Total reach: 905 080

» Average monthly reach: 100 564
* Total engagement: 47 469

» Average monthly engagement: 5 274
\4
Pointer
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PARTNER

MOPWUHCbKA

PROJECT

PROJECT WITH OPINION
LEADERS ON YOUTUBE




GOALS AND OBJECTIVES

GOALS

Creative support for the children's line of the
Morshynska brand.

>  »l o 90271140 i =

: IMPLEMENTATION
SABOJIESIA / EbICOKAA TEMIMEPATYPA / CTPALLUHBIW EUPYC / EbISBASIA CKOPYIC NOMOLLBb
180 155 NPOCMOTPOB ifp 16ThiIC. @ 471 & TICAENATBCA = e Cooperatlon with YouTube bloggers — children
& - Native communication of the brand and its
messages
RESULTS
4 videos

4,948,233 total views
806,399 views Iin Ukraine

POINteR
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GOALS AND OBJECTIVES

GOAL

Support for the launch of a new product - a drug (dietary
supplement) for weight loss XLS

Eliminating the stereotype that dietary supplements for
weight loss do not work, eliminating the negative

REALIZATION

Creation of a content project and a website about weight
loss “10 steps towards yourself”

We involve a celebrity who “never loses weight” - Ruslana
Pysanka in the project

Involvement of experts in working on the website content

Content in the format of a video blog on the website and
the project channel on YouTube

Creating a buzz effect

10 participants were selected from among the viewers,
under the guidance of Ruslana and experts

Holding a press conference at which Ruslana announced
the use of the XLS dietary supplement

PointeR
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RESULTS

* 180 free publications (including a 1+1 story)
* 1,900 online project participants

« 58,000 video blog views

PointeR
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O 4yeM roeopAaT MmyxuuHbl| ELLE Ukraine

GOALS AND OBJECTIVES

IDEA

Non-standard support for the launch of the
fragranceVersace Dylan Blue pour femme

SOLUTION

Video project on the website and YouTube channel elle.ua

Involvement in the project: host of the TV channel
"Ukraine" Oleksandr Skichko, author of the programs "The
Interviewer" Anatoly Anatolych, gastronomic expert Sergey
Kalinin and general producer of UFW Volodymyr
Nechyporuk

RESULTS

Link to the project:

* https://elle.ua/ludi/interview/izvestnie-muzhchini-ukraini-
rasskazivayut-o-svoih-glavnih-zhenshchinah/

* https://www.youtube.com/watch?v=UoxESIOE8Lw

PointeR
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d NMasen ¥BapoB A003EM 3 HOBbIX (QOTO
3 FIoHE B 1603 - OTREnaKk TUPOBAHO « @

ECnu Bbl YCMNELWHbIA YKPaWHCKKMIA Bnorrep, TpeHAceTTep 1 Naep MHEeHWHA,
Bbl NPOCTO 06A3aHbl HANWCATE 0 TOM KakK KynunK ByTeINKyY BMHa B Metro.

Hy, 33 HENOAKYNMHOCTE W PENYTALMHD!

fo I Cepron Anaxoacxkmn

[oporod BUHO HE NHIC. HE BHXY B HEM LEHHOCTH. B A0DOIX BIUCKH, NSO,
napdIoMax ¥ ONPABAX BYOKY UOHHOCTD, B BMMe 10 Bixy.

A v ey Vo —

dod 4 new pholos N Follow

(O o v e @ " D - W — 0 g Ny W TV oy

Nuo Gence cyxoe. MNPaanoYMTaD MONOAOH KHCALIA DUCNUMME ¥ €0 nany
— TPAMAHED. NOBOPIO "MHE HPA" XPENNEHHLIM BUNAM — NOPTO ¥ MARECPO,
X@POCy ¥ MANLBaIMK. EChW Yy XOYETCA KPACcHOro, TO POY Aywy 34 PernoM
Proxa.

B KOHTOXCTO UKD MHE NOHPABUNCA HOBLIR OTREN "Bird" 8 OrpoMHOM
Metro Ha MNoanAxax. Tam O4erh MHOIO XOPOWMX Bt NO TOR QeMOWxe,
KOTOpY™O A roTose 663 CNe30oK M MALMHOCTH-NOBRAVHOCTM BHIHMAMATE 13
Kapmadxa.

ACCOPTMENMT (TYT YaTHIPECTA NATLAOCAT HaAMMOHOBaNKA) NOAbKpan

Annveanli Fivvwwn  meassnadh secassm o \Vorscsin s DN 2 rAang o uAa OYKMV‘H
s 3

PAHbLIEXATTAMTORVNANL iz
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: Volodymyr Ostapchuk AnsOom. ©OTo XPOHUKK
AN OnyGnuKoeaHo ana
: @ JocrynHo Bcem

i Tou BooeuyeHko, Tanwoxa Copoka, KonuaHa PygeHKo u 56 apyrum aTo HpaBWUTCA.
= = OTKpbITE NpOrpaMMy AnA NpocMoTpa
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GOALS AND OBJECTIVES

IDEA
Building awareness about opening a wine department in a
METRO store

Communicating METROQO's key messages to potential
consumers

Increasing consumer loyalty

SOLUTION

Collaboration with lifestyle thought leaders on their
platforms on Facebook

RESULTS

* 11 posts by thought leaders (reach over 56,000)
* VViral effect - over 50 free publications (UGC)

 Bronze at the Effie Awards

2015http://sostav.ua/publication/effie-awards-ukraine-
2015-obyavil-pobeditele]-69370.html

POINteR
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PR-SUPPORT

GOAL

Build brand awareness and communicate key
product benefits to the audience

PR INSTRUMENTS

Press office

Media events and special projects

RESULTS

» Customer support during 3 years
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Foaowi T3OB TBK «llepma npunarua Gposapus
«/Las moneit - sk aan cebel» Maunoai AM.

Wlanoanui Andpiro Muxoaraiosuyy!

Y Cayx6i Gesnexn Yxpainn onpausosano 8 Mexax xosnercuiil Bame
asepresiin 8ia 11 amnus 2014 poxy 3 npasony sssnysavens T3OB TBK «llepia
npusaria Gposapus «lis moaeh - ax ans cebeln y dinancysanni cenaparusmy i
repopramy ma Cxoni Yrpaiun,

Moninosmasemo, mwo Ma ganmit wac imdopMauiz, axa 6 csigumaa npo
NPHYETHICTL KOMIANIT A0 NPOTHNPABHOT AIRABHOCTI HA INKOAY HAUIOHRABHHM
inrepecam i Geanewd Yrpaikn, B oprasax aepaasHol Ge3neks BiAcyTHA.

Boaroyae, sk sbauscrscs i3 Baworo 3sCpHCHHN, 10 NOMMPEHHS
nenpasansux sigomocrell mwono T30B TBK «llepwa npusatna Gposapus «Jlns
monefl - Ak AnR cebe » | HENPaBOMIPHOIO BHKOPHCTAHHA, NPH ULOMY, IHAKY ANR
TOBAPIB | NOCAYT, JAPECCTPOBANONO B YCTAHOMISHOMY JAKOHOM MOPAIKY, MOKYTH
Gytit npideTHi Kouxyperri abo inmi sescTanoBACHi 0CO0M YK Opramiauii, B TKX
AKHX MICTATLCH O3HAKM 3M04umy, nepeabasenoro 4. 1 or 229 KK Yxpainn
(HEIANONNE BUKOPUCTIAHNR IHAXA OAN MOSapls | NOCAY2, GIPMOBOX0 NATIMEHYSANNR,
KOQUQIKOBANOSO JGINGYEHNA NOXOONCEHNR MOsApY, GbO INWE YMUCHE ROPYIENNA
npasa wa i o6'exmu) POICNIAYBANHA BKAAMKX IMOMMHIB BLIBOCHTLCR 0
MIACAIAHOCT] OPraKiB BHYTPIMIHIX CIIPAB,

Takox NOBIIOMAREMO, WO 3AXHCT HecTi, MAHOCTI Ta ALIOBOT permyTauii
IHAXOMMTHCS Y NOUMHI UNBLILHO-IIPABORKX BIAROCHM i BUPIMIYCTHCA B CYIIOBOMY
NOPAAKY 32 INIGATHEH sauikamenol ocobi,
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NIbBiB topuct T30B TBK «Mepwa MpusatHa BposapHa»

ANTI-CRISIS CAMPAIGN

GOALS

Eliminate all attempts to accuse the company of
iInvolvement in separatism

State the manufacturer's official position and provide the
company's explanation of the situation

SOLUTIONS

Company appeals to the Security Service of Ukraine to
check it for involvement in separatism

Negotiations with the media to correct inaccurate
information

Wide coverage of the results of the check (TV and online)

POINteR
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npeacrasHuk xomnawili «Banaprin @apman»

GOALS AND OBJECTIVES

OBJECTIVE

Filling the information field in a highly specialized
field,

Indirect promotion of the manufacturing company,

Promotion of a stable phrase - "the main component
of the drug"

LIMITATION:

Mentioning the product may be perceived as an
advertising message

PointeR
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TMASHOE CNOPT SEOHOMMECA, LIy AETO JOPOEBLRE OnA HEE HAHA AEH AH0 m i R E S U L I S

FIOECCTTA WO LA SOODOSLEA [DE LH0H HIpooHbLIE PELETTH MpOCHSib] O MOMOLLE RAAD S OmpOmeOisoind S-S

Iocnencerena MafinaHa: mapa] EpEMIHANBHED e # PAMNO DMLINE )

SOLUTION

BONEFHA W NEYEHHE

Creating a newsbreak through an industry

H D'ﬁJIEM}? BEH CHOI'O I'eiitaTiira g
P Py conference

FEPHHHE MOZHO PECIIIHATDH

Interview of a company representative on television
3 ripacwrcr NCHN = | = oo [RESURNES =L B R

7 aexabSpr 2012 rcas & JeenponeTpoEcKe COCTOWTCA sacenarwe DSwecTeeHHON
OpraHuzagnn "YEpaMHCKESA SCCoUManMA No weyueHuo zaboneeaHud neseHu” NpY yuacTH
MEIESCTHEX VEPSWHCKWY OSRTENSH HaVKH W EpBYS OO ECEX DEMMOHOE CTREHL.

Posting articles, press releases and news on
Internet platforms

Ccofoe erumearne SyoeT vaeneHo ofcysaeHUD ECNPOCa DACNPOCTREHEHWR NrENaTUTE B
YepawHe. XpoHWLECKHWH EMPYCHEIN FrENaTHT CEWMAC RENRETCA CEPRESHOW NpoSnemon ons
CTpaHL: COrMacHs ShUyHansEHoW CTETHCTHEW BoeMupHon opraHrsamun
FO0PAECOCXPEHEHWA, HE CEMoOHALHMNA geHe renaTuTom T uiguynpoeado 1,4 MunnuoHs
UENSEESK, YT COCTAaENRET 3% ecers HaceneHWA YEpadHu. T kaxause roaom 37a uywhps
pacTeT. OOHa M: CCHOBHLX 38084 ACCOUMaUHMH — OOHECTH 40 HECENSHWR, TS renatuT C
MOMHD ERTEUHTE.

RESULTS
« 3,300,000 TV viewing reach

« 20,000 Internet news views

“Mp1 NPEEMNEHD CNNASHWPOESHHOM NEYEHWA EMpYCHOMND renatuTa C, KoMnNekcHom
Tepanuweld NpenapaTaMi NerinipoeEaHHors wHTepdepoHa Aneda U puSasupuHa, MOXHD
OoCTHWYE BEesopoeneHvR Gonee venm v 20% nayweHToe", — nogTeepaaaeT Onera
AnaToneesHa MlonyGoeckan, ACKTOR MEOWUWHCKMX HEVE, MEasHEN nHEerguwoHncT MO
YEpawHel, sEEE0VIoWER Kadreapon nHekywoHHex Sonesren HMY wa. Boromonsua.
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GOALS AND OBJECTIVES

GOALS

Increase overall brand awareness and attention

Creating a call to action through the consumption of
a clean beverage

OBJECTIVES

Native brand integration in articles, non-advertising
format

SOLUTION

Development of individual theses for each category
of publications, based on the needs of their target
audience

PointeR
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 Lack of similar promotion topics from competitors
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own unique style

* 4 categories of publications with the largest

ROHBAYHOTO JOMA MARTELL.
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L reach of the target audience - business, men's and

women's, travel and entertainment
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« 20 materials published
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PARTNER PROJECT

O
PN,
PROJECTS WITH
FI N I-AN DI OPINION LEADERS

VODKA OF FINLAND




GOALS AND OBJECTIVES

OBJECTIVE

Support the campaign to launch the new
Finlandia bottle

IDEA

Emphasize the attractiveness and
premiumness of the new design through
opinion leaders

-IN.lTA}‘{l‘J‘I_A Development of a separate creative
_ project with each influencer: recording a
I track, creating collages, etc.

——

i a

NATURE'S CALL: INSPIRED BY FINLANDIA

o
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- RESULTS

REALIZATION

Involvement of 4 thought leaders, with the
implementation of a separate creative conceptual
project: music mix, author's video and photo content,
storytelling

RESULTS

* The total number of native interactions of the target
audience with posts is more than 230,300.

* The total average cost of one interaction is 0.7
UAH.
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NB@POINTER.AGENCY

READY TO

CREATE!



mailto:nb@pointer.agency
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