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INTRO

over 20 years of proven strategic marketing, brand development, marketing communications and people
management experience

9 years of manager experience, 8 years of CMO experience

direct experience in marketing strategies developing and implementation

experience in in-depth competitive analysis, brand positioning development

experience in launching new brands, brand management and development

deep experience in offline and online marketing

management of all marketing activities for the company though all business directions: C2C, B2C and B2B

experience and knowledge of using any kind of marketing communication activities, communication
strategies and platforms, brand identities development and implementation

experience in developing personnel motivation and marketing department KP|
teaching marketing experience (LABA educational platform lecturer since 2019)
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NOVUS NEW POSITIONING STRATEGIES @

PROJECT: NOVUS brand positioning update — Sept 2023
ROLE: CMO
RESULT: market share and number of loyal customers growth

NOVUS

NOVUS

BapTuM AOBIPM POBUMO, EO JIIOBMMO

NOVUS NOVUS
BapTtuin fosipu Pobumo, 60 nrobrmo

https://rau.ua/personalii/bielov-novus/


https://rau.ua/personalii/bielov-novus/

PETHOUSE NEW POSITIONING STRATEGIES @

PROJECT: Pethouse brand positioning update — Sept 2023
ROLE: CMO
RESULT: number of loyal customers growth

pethouse

Pethouse
| B BiMHI, | B pafoOCTi

Pethouse

https://mmrua/show/rolyk-ospivav-
ukrayinskyh-geroyiv-zviryachogo-frontu




OLL.TV NEW POSITIONING

OLL"

OLL.TV
TenebaueHHs, AKUM KEPYELL TV

STRATEGIES @

PROJECT: OLL.TV brand positioning update — Sept 2021
ROLE: CMO
RESULT: 1,5 times subscriber base increase in 9 months

oLLIV

OLL.TV ANBUNCb. ANBNCh. ANBNCD.

https://mmrua/ru/show/oll-tv




UPG NEW POSITIONING STRATEGIES e

PROJECT: UPG brand positioning update — Nov 2020
ROLE: CMO
RESULT: Leadership in A-100 sales and the highest level of sales per station

m

|| EEENCEEER
I T O I
750 T D O G I
NS R

|

~Upg
EHepria TBOro pyxy

upg - @ 3 nepuworo 6aka

https://upg.ua/upg-liubov-z-pershogo-baka/
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PLANETA KINO NEW POSITIONING

NNAHETA
KIHO

[MnaHeTa KiHo obepTaeTbca HaBKo1O Tebe

STRATEGIES @

PROJECT: Planeta Kino brand positioning update — May 2019
ROLE: CMO

RESULT: Top of mind cinema brand in Ukraine, benchmark for all
entertainment industry .

NMNAHETA
KIHO

LE LL(jCb

https://planetakino.ua/svidok/
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LIFE:) NEW BRAND PLATFORM UPDATE STRATEGIES @

PROJECT: life:) new brand platform, visual style update — April 2010
ROLE: Group brand manager, project team member
RESULT: fastest growing mobile operator in Ukraine 2005-2010

life: life:

Moxnuso Bce! Mparuu kpaworo!

life:) -
communijcator

BinbHwM life:)

3axonnonca

o Bi/IbHUM CNiNKyBaHHAM!
Kon./;

n./xs" =
3a 6yab-sike Ilfe ')
MOMOBHEHHA et el
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LIFEBOX BRAND VISUAL STYLE UPDATE

MOPVIHb HA MNMOTPIBHY ——
IHTEPHET-TNINBUHY! e

Ha6vpan *123# #2

STRATEGIES @

PROJECT: lifebox brand visual style update — October 2009
ROLE: Group brand manager, project leader
RESULT: Top of mind value-added service brand in Ukraine

/ L] —~ \
life Yce3a50 rpH!
Bo IuTepHer - 100 MB, 100 SMS, 100 MMS
Irpu, KiHO, My3nKa - Heo6mexeHo!

*123*50#

wap.lifebox.com.ua
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BARON PHILIPPE DE ROTHSCHILD STRATEGY IN UKRAINE STRATEGIES @

\

| \
Yo o)

MO\}TONQ‘D"‘ MoutoNCana fon ADEF

PROJECT: Baron Philippe de Rothschild marketing plan 2005-2006
ROLE: Group brand manager
RESULT: Growth in French wines category — 28%, in Chili wines — 11%

PROJECT: «Le Cadet» product line launch 2006
ROLE: Group brand manager
RESULT: Occupies middle-low French wines segment in retail network

PROJECT: Baron Philippe de Rothschild Chili launched in 2006
ROLE: Group brand manager
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TBILVINO STRATEGY IN UKRAINE STRATEGIES @

PROJECT: TBILVINO brand strategy, marketing plan 2004-2005
ROLE: Brand manager
RESULT: 2004 year sales growth — 78%

PROJECT: TBILVINO «ZlonmHbl [py3umm» product line launch 2005
ROLE: Brand manager

RESULT: Occupies strong position middle-middle top segment in retail
network and middle price HoReCa in a year

15
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NOVUS "POBMMO, bO JIKOBMMO" CAMPAIGN CAMPAIGNS

A
https.//youtu.be/lkugUEN2trg

PROJECT: New positioning — September 2023

- position development

- video spots, key visuals, communication materials development
- communication: internet, PR

ROLE: CMO

RESULT: market share increased by 1,1% by the end of 2024

rotyeMo CBATO,
BO JNIIOBMUMO

. |dipvosa Macka

o
M NOVUS

\/ Ta uykatamy, 550 r

https://youtu.be/E7/Ho_Cvbzhg
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https://youtu.be/IkugUFN2trg
https://youtu.be/lKZDASfDNb0
https://youtu.be/E7Ho_Cvbzhg

OLL.TV "ANBNCb. ANBNCE. ANBNCH." CAMPAIGN

PROJECT: New positioning — September 2021

- position development
o - video spots, key visuals, communication materials development

- communication: internet, PR
ROLE: CMO

n"B“eb. n“B“eb. n“B“eb. \Fj\EESEL;JLoTH_l\/S times subscriber base increase in 9 months

N NATIONAL
123 GEOGRAPHIC

UROSPORT D @Em1 23  nickelodeon (B
T et N WA Ry
cxt _ emm123

AHBHCD OLLTV

premene 2
Discovery Dggggm,c L

s o GEPD FOX
. *:U.ROSPORTIIB c

Discovery %,

FOX Kids""’

nicxelodeon

Discovery

eremiean
Discovery

H cacmiz3
#-UROSPORT I8l EZIEA1 23

voutu.be/215X8 GLbvk voutu.be/ivmKmb5seemw voutu.be/wHavrLkGnWk

Discovery [|NATONAL 77
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https://youtu.be/2l5X8_GLbvk
https://youtu.be/jvmKm5seemw
https://youtu.be/wHavrLkGnWk
mailto:https://oll.tv/uk/

PLANETA KINO “lLOCBH" CAMPAIGN CAMPAIGNS

PROJECT: New positioning — May 2019

- position development

- video spot, key visuals, communication materials development
- communication: internet, PR

CTABAﬁ ROLE: CMO

= RESULT: Top of mind cinema brand in Ukraine
CBI,B.KOM I.I.'.[]Cb WEB: planetakino.ua/svidok

lnaxeta Kiko — we wocs!

MAAHETA
KIHO

planetakino.ua

youtu.be/Phse8gQ8WTo youtu.be/fQhMjsBZh7w youtu.be/LjWpgbnNBig
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https://youtu.be/Phse8qQ8WTo
https://youtu.be/fQhMjsBZh7w
https://youtu.be/LjWpg6nNBig
https://planetakino.ua/svidok/

PLANETA KINO "CINETECH+" CAMPAIGN CAMPAIGNS

PROJECT: CINETECH+ campaign — April 2019

* * - video spots, communication materials development
CINETECH' CINETECH CINETECH ST
Bi/L Mepexi KiHotearpip Bif, Mepexi KiHotearpis Bif, MepeXi KiHoTeatpis - communication: mtemet, PR
- . ROLE: CMO

. HHHHHHH

BULIVA

RESULT: attendance rate +10% in 2 months
WEB: planetakino.ua/cinetech+

4070 XO4YTb 1070 BAXAWTb AK 110YYBAKTHCA
B 3BHYAMHOMY 3 SBHYHOMY B 3BHYAHHOMY
KIHOTEATPI? KIHOTEATPI? KIHOTEATPI?
youtu.be/h3AA-d6H sg youtu.be/gcvvl]_719A youtu.be/Wg8C bYRWVU
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https://planetakino.ua/cinetech/
https://youtu.be/h3AA-d6H_sg
https://youtu.be/qcvvLl_7L9A
https://youtu.be/Wq8C_bYRWVU

PLANETA KINO “RE'LUX" CAMPAIGN

PROJECT: RE'LUX campaign — May 2019
- video spots, communication materials development
. ! = \L A - communication: internet, PR
#KIHOPECTOPAH ; : o\ ‘ ROLE: CMO
RELUX ﬁc > RESULT: image support for the opening of two new restaurants
CMAYHE WEB: planetakino.ua/relux

youtu.be/VjRtgjeVvkl youtu.be/LaDZaUdOPr8 youtu.be/R3IR8YBPzE
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https://youtu.be/VjRtqjeVvkI
https://youtu.be/LaDZaUdOPr8
https://youtu.be/R3iR8jYBPzE
https://planetakino.ua/relux/

PLANETA KINO "IMAX" IMAGE CAMPAIGN

©
@ :mMmAX

H OB

voutu.be/Sz

PROJECT: IMAX campaign — March 2018

- video spot development

- communication: internet, PR

ROLE: CMO

RESULT: +4% sales growth after 3 months of campaign
WEB: planetakino.ua/imax/

Dart6Tblc
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mailto:https://planetakino.ua/imax/
https://youtu.be/SzDqrt6TbIc

PLANETA KINO NEW MOBILE APP

Mpusit!
LLlocb He BnisHaemo Tebe.

3APEECTPYBATUCH
( YBINTU B KABIHET >

Mpwueit! KpyTo, WO TH TYT.
Y Hac po Teb6e KinbKa NnUTaHb.

PO3NONATH

CAMPAIGNS

PROJECT: New mabile app - September 2018
- UI/UX, design development supervising

— promo campaign development

- communication: internet, PR

ROLE: CMO

RESULT: sales through app increased 1.6 times
WEB: g00.9l/2PS8C2

Kinrcmas: 3onore
Kinbuye

RATA

MNr18.08

40x

CKOPO ¥ KIHO

KIHOMAMA AHINIACHXOI0 MOBOKD

IABEPWEHHA NPOKATY UIMY IHWXENO

BARCO AURA EXCKMOIUBHO B IMAX

[ONPEM'EPHMIA NOKAZ PEKOMEHAYEMO

NVUE THXRENS ¥ IMAX

CoboropgHi

K BIAGINLTPYBATH
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https://goo.gl/2PS8C2

PROSTO-OFFICE.COM.UA ONLINE PROMO CAMPAIGNS

PROJECT: Promo campaign for Microsoft Office 365 - November 2015
- service development (technical implementation, site development,
etc.) - communication: internet, PR

n O'ﬁ:lce 365 ROLE: Marketing manager, launch campaign leader

RESULT: 78% half-year sales plan fulfilment within first 4 months of

@ G Off[ce 365 @ynkuionan Mowamsocti  Biaryks Maasw | uivy  Kowrakme  PYC |YKP @ g \. 044 20 10 300

HaBiTb 6i3HeC Moxe 6yTi u Ofﬁce 365

npoctmm! Office 365.
[ &} 0

®yHkuioHan Office 365

N el P

LLIBnAke HanawwTyBaHHS - Joctyn 3 ycix npucTpois EdextvBHa cninpaus
NpoCTe KepyBaHHA

Komrmiotep - 8 0dici, nnarwer - sgoma, Ans BizHeca s8axuBo, Wob yai Bynm sxnovesi y
- TenedoH - >po3l. HaiHosl epcii gogarxi npoyec. 3 Offic Suen, e, H
Becyintiioe i Coo TR s s by o iy i B o o s
fice gnn Wi Mac 3 B e Tin T
IHAHATH MOXHA WBKAWE BPATVCR A0 CNPas. (g X XM NI py W > Y.
TaK 81t HE NPOMYCTUTE HIYOro BaxMBOro | mepexi akTyanoHvMa Bepcisma Gaitnia 3

IMOXETE AIATY ONEPATHBHO. KONEramu, ane i peaarysai ix pasowm,
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LIFE:) "FREEDOM OF COMMUNICATION” CAMPAIGNS

PROJECT: "Freedom of communication” campaign —June 2010
CHANNELS: TV, radio, OOH, internet, posm

ROLE: Group brand manager, member of campaign leader's team
IMAGE RESULT: Brand impact: enjoyment — 111%, wear -out effect —
68%. Prompted communication: message delivery —117% (in
comparison with market average indexes).

BinbHuN life:) 3axonnrunca

Bi/IbHUM CNiNKyBaHHAM!

Kon./xs"
3a 6yab-ake
NMONOBHEHHA

life:

Mparuu kpaworo!

voutu.be/[2WQHyi38JU
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https://youtu.be/L2WQHyi38JU

LIFE:) "APPLES" COVERAGE CAMPAIGN CAMPAIGNS

o PROJECT: life:) coverage "Apples” campaign — May 2010

CrpoGyi 3pinui 38°a30K CHANNELS: TV, radio, OOH, internet, posm

SnpoByh i) ROLE: Group brand manager, member of campaign leader's team
IMAGE RESULT: Brand impact: understanding — 109%, enjoyment —

126%, wear-out effect — 72%. Response: relevant info — 124%,
‘ 9 60 believable — 123%. Persuasion: desire to buy —160%. Prompted
/O communication: message delivery —135 % (in comparison with
noKpuTTA YKpaiHm market average indexes).

life:

Mparum kpaworo!

9600 nngvrr'm pra'l'Hu'

voutu.be/KRomCRU8OXo
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https://youtu.be/KRomCRU8QXo

LIFE:) INTERNET “SHARKS" CAMPAIGN CAMPAIGNS

life;) InTepHeT PROJECT: life:) internet "Sharks” campaign — March 2010
N21 B YkpaiHi CHANNELS: TV, radio, OOH, internet, posm

ROLE: Group brand manager, communication campaign leader
IMAGE RESULT: Brand impact: understanding — 113%, involvement —
life:) mopem 138%. Response: new info — 116%, believable — 106%, Desire to buy —
Ta 500 MB 116% (in comparison with market average indexes).

' EFFIE awards, silver in communication products & services 2010
3a 69 rpH/mic.

life:)

Moxnugo Bce

U life:) InTrepHer

N I
e g ﬂ“"t'\m
1 52 VI ; " : :

voutu.be/7w_rhleJKCw
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https://youtu.be/7w_rhIeJKCw

LIFE:) "COMMUNICATOR" TARIFF LAUNCH CAMPAIGNS

PROJECT: life:) "Communicator” tariff launch — February 2010
CHANNELS: TV, radio, OOH, internet, posm

' ROLE: Group brand manager, communication campaign leader
BE3JIIMIT (B IMAGE RESULT: Brand impact: active involvement —109%, enjoyment
£_ Hallife:) - iHLWi —101%, wear-out effect — 89%. Persuasion: desire to buy — 115%.
Prompted communication: message delivery —105% (in comparison
with market average indexes)

100 MMS
100 SMS

life:)icomMmunicator;

youtu.be/7P_7T7975gWQ
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https://youtu.be/ZP_7T9Z5qWQ

LIFEBOX MELORING “SHIVA" CAMPAIGN CAMPAIGNS

: ~ PROJECT: lifebox Meloring “Shiva” campaign — April 2009

lifebox MENOPIHr CHANNELS: TV, posm, video MMS sending

ROLE: Group brand manager, communication campaign leader
IMAGE RESULT: Brand impact: active involvement — 112%, enjoyment —
107%, wear-out effect — 96%. Persuasion: desire to buy — 106%.
Prompted communication: message delivery —105% (in comparison
with market average indexes)

youtu.be/Dm8WZ5ATplE
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https://youtu.be/Dm8WZ5ATplE

LIFE:) "60 CARS FOR 60 DAYS" CAMPAIGN CAMPAIGNS

PROJECT: life:) "60 cars for 60 days” campaign — November 2008

6 0 CHANNELS: TV, posm, OOH, sms sending

. ROLE: Group brand manager, communication campaign leader

“3\‘;\&2:\2%\ RESULT: Brand impact: active involvement — 117/%, enjoyment — 107 %.
= - MAaLlIH 3a Persuasion: desire to buy — 136%. Prompted communication:

P - 6 o message delivery —115% (in comparison with market average indexes )

=1

AHIB!

Bincunan SMS Ha Homep 6060
Ta nepemaran!

60 MaLWVH 60 MaLWWH
3a 60 AHIB! | 7 3a 60 AHIB!

BIACMNANA o B ) 2\ BUICVNIAM

SMS Ha Homep Ny SMS Ha Homep

6060 _ e e 6060
NEPEMATAW \ 88 o  cTNe S\~ ) NEPEMATAW

Y BiKTOPWHi Y BiKTOpWHI

i Polo craHe TBOIM! | i Polo crane TBOIM!

Cooropi POLO, 3aeTpa POLO ... Iife:) 'ife:)
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LADY LIFE:) PRODUCT LAUNCH CAMPAIGNS

. — PROJECT: Lady life:) product launch — November 2007
Kynywre M"fe') CHANNELS: TV, radio, OOH, press, internet, posm, co-promo with partners
ROLE: Project manager, “Lady life:) starter pack” project leader
RESULT: EFFIE awards, gold in communication products & services 2007

otpumaiite 300 rpH’
onA woniHry!

1=
life:
=
Moxnuso sce!

Kynynte

Nedi life:)

I “

youtu.be/GKAXpwQL bBM
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https://youtu.be/GKAXpwQLbBM

LADY LIFE:) "FREE SHOPPING" PROGRAM LAUNCH CAMPAIGNS

PROJECT: Lady life:) “Free shopping” program launch — September 2007
i LM "fe CHANNELS: TV, radio, OOH, press, internet, posm

ROLE: Project manager, “Free shopping” program leader
RESULT: Following Lady life:) project manager s KPIs: over 30 partners
(160 outlets) acquired to free shopping program “free shopping”
program monthly cash flow increased 2,3 times :)

Ona cebe KoxaH0|

- Be3KOLWTOBHUI'

WONIHr
po3no4aro y

youtu.be/WZwhSviwb53k
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https://youtu.be/WZwhSyiw53k
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PLANETA KINO GAME PROMO

Li[)Ch

v River Mall

PROMO

PROJECT: New cinema acquisition promo — April 2019

- Game development

- communication: internet, PR, personal communications
ROLE: CMO

RESULT: 3,5K newcomers acquired

WEB: game planetakino.ua

TuLbHKU Y l“.ﬂ[:b nanbLem Jlosu byctu
Ta Tﬂl’HM

EBnB/ p El

.—e—.
E YHUKan nepenoH

Maew 20 cekyHa
Ha piBeHb

) roy

35


https://game.planetakino.ua/

UFC229 IN PLANETA KINO

PROJECT: UFC229 live translation in Planeta Kino theaters — October 2019

e _ . : .
NAAHETA rarim | UFC translahoh p’repa'ranon and support o
, - communication: internet, PR, personal communications
ROLE: CMO

RESULT: 7 hours of live translation, 98% attendance rate
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JUSTICE LEAGUE PEMIERE

PROJECT: Justice league premiere — November 2017
MECHANICS: Premiere special eventin all cinemas
. LU M . ROLE: CMO
HAM”EP["MM EN e s | RESULT: attendance rate 90% (average 26%), 87K tickets sold
(& : Viez ) . o4 S\ ¥ 3

[0KA3

B YKPAIHI

v?:"/ "’F

JIHBO-XIHKA 4 )mnn anunn
! @

L8 S EEAGE

=

youtu.be/pBIzOSIOmMY



https://youtu.be/pBIzOSi0rnY

DAVID LYNCH IN PLANETA KINO

PROJECT: Justice league premiere — November 2017

MECHANICS: Meeting David Lynch with fans in the Kiev Planeta Kino
RESULT: Media reach 2.5 million with zero budget, more 1K
participants

ROLE: CMO

ASBUA AVTHY

facebook.com/watch/?v=1898831320146331
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https://www.facebook.com/watch/?v=1898831320146331

MICROSOFT OFFICE 365 PERSONNEL LAUNCH

PROJECT: Microsoft Office 365 Personnel launch — July 2014 MECHANICS:
Buy Windows device with brand new Microsoft Office 365 Personnel and
get discount and free technical support

- online promo (online Office chooser on partner’s e-shops)

ROLE: Channel marketing manager, member of campaign leader's team
RESULT: Office attachment to Windows devices increased up to 25%
comparing with previous period

n6p :
D @ KOp:gr;"BZT:’aHa 1pik gng _—
; n
O aTakox 1n "aHL:.Iogfp Mac,
0
()
VY]
0
)
J
]
7
8 L]
0
‘ Office 365
g ﬂ
v
I
5 "
MepcoHanbHUn
OcTtaHHi nporpamu. Mpemiym-nocayri.
[ opatkoso:
\é\)/g:'i OHNaitHoBE CXOBNLLE
i eDrive
= powerPoint ?kr;/ —
i OneNote S O poSNOBY
= Outlook

M

Buibepure ceoi Office

&

-N- -3 -M- 13- ome gxeo
goa g9 &

= 2 Y H
&

e |2

[—— a——

2 Yirar
. D MNocoq

“Rowenla ASUS & goije Ben N LMK @ Uik oo esme

ZANUSS! AMDD1 KE 8 6 DOAL Wwline TOSHIBA OMNIYNI Kodok EPSON Mis ver
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IPNET NEW TARIFFS LAUNCH

PROJECT: New tariff line launch — April 2014

MECHANICS: Subscribe/migrate and get new tariff conditions
ROLE: Marketing manager, project team leader

RESULT (after quarter of promo): acquisition (new comers) — 0,2K
subscribers, migration (current subscriber base) — 1,3K subscribers

. 111
H20:--
i'l;scte no Cmo:

Hobopt?
Bee e y Cor

100 100

Zpﬂ/W 100

it mapud
" big PNET
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LIFE:) ICE-CREAM PROMO

Migkniovyanca Ta HaconomKymca!
4

e 3Hanaun cTikep 3i cnedianbHum SMS-kogom y nauyi

Mopo3uMBa
e Migkniounce po mepexi life:) nporarom akuiir*

e BinnpaB SMS-koa Ha HOmep 2244
Ta oTpymaii 60HycC 5 rpuBeHb Ha po3mMoBn!

A HKP3 ABN?222733 ein 17.11.2005 p. TC

1 mepexi 063 Ta 093.
a Homep 111. AGOHeNTC

PROJECT: life:) ice-cream promo — June 2007

MECHANICS:

- buy life:) ice-cream

- find promo-code inside the pack

- send it from you life:) mobile and get 5 UAH

ROLE: Acquisition promo leader
RESULT: Acquisition plan fulfillment — 86%

o, ReraneHa POPMELL o
om,

NIAKNIOYANCA!

life:

g

&

5

s

= o

8 XKutta crae uikasiwmnm!

)

TPOAHAOA

Morypt noayHuus

HACONOMKYMNCA!
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LADY LIFE:) CO-PROMO WITH CONTE TIGHTS PROMO

Kinoui nooapynxu
ona/leoi

Npup6aiite Tampax abo Always
Ta oTpuManTe ctaproBuin naker Jleqi life:)*

*axuin giey marasnax "Cinbno” | pO3N0BOORKYETECA Ha axuiAHI yraxoem Tampax
abo Always. Tepmin npoeeneHts akui’ 3 01.07.07 no 30.09.07 exmouno 33 ymoan
HARBHOCTI AKUIAHOT NpogyKLii.

550 0 A0 M I TSR ML I IR T 115§ T AT, OFTI . ENY W SIS 1 ke, A WS 0 8

PROJECT: Lady life:) co-promo with Conte tights - August 2007
MECHANICS:

- buy any Conte tights and get free starter pack from Lady life:)

- subscribe, refill any amount and get 10 Lady-points for free RESULT:
Acquisition plan fulfillment — 95%

ROLE: Acquisition promo leader

vvvvvvvvvvvvvvv

 Aeiife)
-

on cot anct

FOMANTIC
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LIFE:) BRING AND GET ACQUISITION PROMO PROMO

PROJECT: life:) bring and get acquisition promo — Spring 2007
MECHANICS:

- bring your old sim-card to life:) shop

- get free starter pack from life:)

ROLE: Acquisition promo leader

RESULT: Acquisition plan fulfillment — 125 %

Ha BCI
HOMepu

BE3 nnatn
3a 3'egHaHHA

Mpunecu! Otpuman!

= @

nroctui life:)

OTpuman ctapToBUi NakeT
BE3KOLUTOBHO!

* Reramna 88005054330 0
Tenedonin y mesax Vipabe), 5433 (6erouronno y mepexi life) 360 y Towkax npoaay life)
geesin WP AR N 222733 it 17.11.3005 p. TOB «ACTEAT», 03110, . ik, wys. Comons'mecsa, 11, nfveps +As
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LIFE:) SCHOOLS ACQUISITION PROMO PROMO

PROJECT: life:) schools acquisition promo — April 2007
MECHANICS:

- get free starter pack from life:) in your school

- subscribe and get free calls inside life:) network during a month
without refill condition

ROLE: Acquisition promo leader

RESULT: Acquisition plan fulfillment —132%

AKTUBYIA cTapToBUiA &
naker 3apas Ta :
po3moBnan
6e3KoLWTOBHO
Winuii micaub!*

BinbHui life:)
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LIFE:) STUDENT ACQUISITION PROMO

e i ; ST B ) PROJECT: life:) student acquisition promo — February 2007
CTapTOBMA NakKeT : - e g £ MEC HAN|CS
6e3KOWTOBHO B Maraau:i "fe;_)!‘, : B BRSNS £ oo - show your student license
\ B - - get free starter pack from life:)
ROLE: Acquisition promo leader

RESULT: acquisition plan fulfillment — 115 %

/j) BUNbHWA life:)

& Tapuch nivicani po 31.12.2007 p.
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BARON PHILIPPE DE ROTHSCHILD CHILE LAUNCH PROMO

PROJECT: Baron Philippe de Rothschild Chile launch
MECHANICS:

- double facing in retail

- professional sales consultants in retail

- degustation in HoReCa

ROLE: Group brand manager, campaign leader

RESULT: 2005 — 2006 sales growth in Chili wines category — 11%

w

e 3 e e e

MAPU / MAPU MAPU
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MOUTON CADET 75 ANNIVERSARY PROMO

PROJECT: Baron Philippe de Rothschild Mouton Cadet 75 anniversary
MECHANICS:
- promo activities in retail: special package (red + white in
anniversary package)

- Mouton Cadet weeks in HoReCa with free sampling and

" educational programs

MOUTONCADET ROLE: Group brand manager, campaign leader
o RESULT: Brand awareness increase, 2005 sales growth — 23%

.
oY

MoutoNGane - | MoutoNCapet

Mouton Ganer

BORDEAU
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THANK YOU!

belovmax@gmail.com
belovmax.com
facebook.com/belovmax
+380 50 469 7788
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