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According to current market trends Activia has opportunity to launch a new product in the brand concept boundaries

e a X :
Take you yogurt everywhere ( The implementation plan )
: : Development of the new product
The idea of a new compact size
product allows to use the product A new production line building
without reference to time or situation — , —, — .
- ) Marketing activities with long-term,
it will always be with you )
medium-term and short-term goals*
N \ J
o \ -
Conducted analysis shows that: Marginal profit
. . Min rub
l Activia has an area of growth and 2000
1 I I development 1800
1600
: : 1400 45%
.. Product is created in full accordance 1200 31%
BBY with the concept of the brand 500 0%
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e  Product will be launched in the most ggg
n popular type of fermented milk 0 501 Mexpensesy)7MProject Bt Your
products
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Activia brand analysis displays the possible diversification direction of product portfolio

Activia’s SWOT Analysis summary *

[ I

Areas for growth:
To expand market share of Activia

|| as the most important DANONE product
al I

To improve production technology in

order to reduce expenses )

o

-~

% Competitors' lower prices may lead
to loss of financial gain
- v

~

Risks:

A larger number of competitors in the
industry may reduce the market share

(~ The Activia brand product portfolio

Drinkable yogurt
M Spoonable yogurt
B Tvorozhnaya
B Kefir
B Termostatnaya

The new product will be launched in one of
the most popular type of fermented milk
products — drinkable or spoonable yogurts

o

Activia brand concept — fermented milk I
product, taking care of digestion

Typical Activia product:

1. ActiRegularis® bacteria improves digestion
2. The combination of the benefits and taste

3. High quality standards

4. Natural products

5. Verified recipe

6. Perfectly selected flavor
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The new product is a bottle of more compact size with the same number of ActiRegularis® bacteria, which allows you to carry it on with you

Positioning — control of The slogan — same efficiency at
digestion in any situation V the same volume

What is main target group?

% Women 25-45
% Income above average Ii ;I
% Caring about the health

What are the features? _,,
’

% Use 2 times per a day )"
% Convenient format for using

& )
What are the benefits? Why this product? A
% Compactness of bottle % Women prefer natural products
% Former efficiency Eb instead of chemical &
% Novelty of approach + Product has a small size

J
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Before the actual introduction of the new product on the market the advanced research needed

Research Production Marketing
Conducting * Purchasing of the Advertising channels:
pre-production researches: necessary equipment TV advertising:

1. Social research: * Adjusting a new * Introductory clip
* Focus groups equipment and production * Full features description
* In-depth interviews line * Compressed video
* Launching a new
2. Laboratory research: production line with Internet:
*  Product development possibility to increase amount e Banners
* Package development of production * Video clips with the same
* Laboratory tests concepts adapted to the
* Revision and corrections Basic Yogurt manufacturing Internet
process:
3. Retail research: * Normalization Others:
* Retail audit » Pasteurization * Billboards
* Brand-mapping * Fermentation * Magazines
* Forecasting the effect * Cooling * Public transport
e Storage (external and internal ads)

Spheres of activity are divided into 3 main areas. It helps to indentify the consumer needs in the new
product, the possibility of realization the project and also to calculate the marketing costs.
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New product meets the current concept of the Activia product, while carrying benefits for the target group of consumers

Benefits for consumer ao a 45 Benefits for compan
[ A

* The compactness of the product * Diversification of the offered products
« Still effective with less volume * Compliance with the Activia's main idea
* Lower price of the product attracts more * Absence of analogues in the Russian market

customers target audience

\ )/ Offered product is able )
: increase the income of the
. Saving :[he numbe.:r (.)f Q)key product category and
AktiRegularis® bacteria in E ] reinforce  the  leading

the small bottle position in the Russian

K market /
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Total amount of research, marketing and production expenses is 4,8834 bln rub. Estimated time of recoupment is 36 months

N\

Total research expenses
Research

360,3 min rub

B Focus groups (8 p)

’

' M Interview
Sample
41arket research
roduct development

M Package development
Laboratory tests

N

Marketing Total marketing expenses

528,1 min rub

N

Advertizing on TV
W Advertizing on Intemet
B Advertizing in magazine
Events
B Advertizing on cars
W Bilbords

N\

. Total production expenses
Production : .

3,995 bin rub

]

R

Aseptic line
B Resorses
® Logistics
M Other
¥ Bottles
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Application 1

SWOT-ananu3 Openaa «KAKTHBHA»

Bo3smosknocTH:

1. Poct ypoBHs cripoca Ha IPOYKLIHIO

2. CoBepLICHCTBOBAHHE TEXHOIOT Ui IPOM3BOCTBA

3. 3aBoeBaHHE JI0JM PHIHKA Y KOHKYPEHTOB

‘Yrposbl:

1. ITotepst foM phIHKa

2. Bosee HU3KME IIEHB! KOHKYPEHTOB

3. BBICTPO pa3BUBAIOMIMECS KOHKYPEHTBI

CuiibHbIe CTOPOHBI:

1. ITonHblit ¥ JOCTOBEPHEII aHATN3 PhIHKA

2. CrabubHOE GraronpusaTHOE (HPMHAHCOBOE MOJNOKEHHUE KOMITAHHH

3. KoMmaHHs — OJIHH W3 MHPOBBIX JIHICPOB PHIHKA MOJIOYHOM MPOYKIIMH, HMEIOTITHIT HMSI.

4. Pa3paboTka U BHEIPEHHE HOBUHOK B IIPOIYKTOBBIE JTUHEHKH

5. TTocTosHHBINA KOHTPOJIb KA4€CTBA HPOIYKIIMH

6. AKTHBHOE NPOJBIIKEHUE MPOLYKIHU

7. PaznooGpasue npejiaraeMoii mpomxyKIuH

CuibHble CTOPOHBI — Bo3moxHocTH:

1.1. l'[po()nema YMCHBUICHHS YPOBHSA CIPOCa HA ITPOAYKIHIO KOMITAHHH MOKET OBITH peuieHa
0OHOBIIEHHEM aCCOPTMMEHTA MPOLYKIIMH U DoJiee arpecCHBHON MapKETHHIOBOM cTpaTeruei

1.2. CoBepLICHCTBOBAHHE TEXHOJIOTHH IPOU3BOJICTBA 3a CUET:

- HHBECTHIIMH B IPOM3BOJICTBO

- IIyOOKMX HayYHBIX MCCIIEOBAHHIT B 001aCTH KHCIOMONOYHOM IIPOAYKIHI

- OMBITHOTO KBAJTH(UIIHPOBAHHOTO MIEPCOHAIIA, UMEIOIIETO ONBIT B MUPOBOH MPAKTHKE

1.3. 3aBoeBaHME 10 PHIHKA y KOHKYPEHTOB 3a CUET:

- BBICOKOI'0O Ka4eCTBa IMPOIYKIIHH

- QKTUBHOT'O [TPOJIBMXKEHHUSI TIPOLYKIIMHA

- JIOBepust U JIOSUIBHOCTH HOoTpeduTeseit

- BBICOKOTO MMHJI)KAa KOMITAHUH

CHiibHBIE CTOPOHBI — YTPO3bI:

1.1. IToTeps KOMM PHIHKA MOKET OBITH HCKIIOYEHA AKTUBHBIM MPOIBHKEHHEM TPOTYKIIHH,
JI0BEpHUEM nmpe6meneix’1, BHE/IPCHUEM HOBHHOK, Ka4€CTBOM ITPOAYKIIHH

1.2. Huskwue ueHst KOHKYPEHTOB MOT'YT ObITH KOMIIEHCHPOBaHbl BHICOKUM Ka4€CTBOM
TNPOAYKIMH, H3BECTHOCTBIO TOPrOBO# MapKu

1.3. Beicokne Gapbephbl BBIXO/1a Ha OT/AEIIbHBIC PHIHKH HE CTAHYT yrpO30il H3-3a HATHIHS
CBOOOIHBIX (PMHAHCOBBIX CPEJICTB, H3BECTHOCTH HA MUPOBOM PhIHKE

1.4. BBICTPO pa3BUBAIOLIMECS KOHKYPEHTBI HE HAHECYT BPE/l M3-3a CTAOHIBHOTO
GHHTOH]JH}ITHOI'O (bHHélHCOBOl'O TIOJIOXKEHHs1, HU3KOH CTereHn BEPOATHOCTH GaHK]JOTCTBa,
KauecTBa MPOAYKIHH, BRICOKOTO TOBEPHs NIOTpeduTENeii, pa3sHo00pasus npeuraraeMoro
ACCOpPTUMEHTa

Ci1a0ble CTOPOHBI:

1. V3Kkuii 0XBar peIHKA

2, OTCyTCTBHE MepOlTpHﬂTHﬁ o 3(1)(1)EKTHBHOMY HMCMOTB30BAHUIO KOHKYPCHTHBIX
MPEUMYIIECTB.

3. OTHOCHTENILHO BHICOKHE LIEHbI Ha NPEUIaraeMyIo IpoayKIuio

4. OTCYTCTBHE CETH PETHOHAIBHBIX OCTABIIHKOB

5. IocTosHHOE 1aBNIEHNE KOHKYPEHTOB

Cna6ble croponbl — Bosamoknocrn:

1.1. CoBepLICHCTBOBAHHE TEXHOIOT Ui MPOU3BOJACTBA H YMEHBIICHHE CEOECTONMOCTH IIPU TOH
7K€ IIEHE TTIOMOKET YBEIIMIHUTH ﬂpl’lﬁb}ﬂb

1.2. 3aBoeBaHue 10U PHIHKA Y KOHKYPEHTOB 3a CUET JOBEPHS HOTpeOUTENEH, BBICOKOTO
HMH/TKa KOMITAHUHA BO MHOTOM MOJKET KOMIIEHCHPOBAThL OTCYTCTBHE MCpOHPMﬂTHﬁ mno
3(h(HEeKTHBHOMY HCIION30BAHNIO KOHKYPEHTHBIX IIPEHMYIIECTB

Ciiagble CTOPOHBI — YTPO3bI:

1.1. Hu3kast MOOMIIBHOCTB M PEaKILMsi HA M3MECHEHHUsI BHELITHEH CPe/ibl MOXKET MOBJIeUb 3a co00i
TIOTEPIO I0JIM PhIHKA KOMIIAHUH

1.2. OTHOCHUTENBHO BBICOKHE LIEHBI Ha TpeuiaraéMyro npoaAyKUHO KOMITaHHN B CPABHEHHUH C
KOHKYPEHTaMH MOTYT TIOBJI€Yb 33 COOOH ITOTEPIO JOIN PIHKA KOMITAHUH

1.3. OTCcyTCTBHE CETH PErHOHATIBHBIX MOCTABIUKOB H OTNAKCHHOMN CKIIaICKOI CHCTEMBI
MOXKET CTaTh NPENATCTBUEM JUIsl BBIXOJA HA OTAEIbHbIE PHIHKH.

1.4. EHCTPO Pa3sBUBAIOLINECA KOHKYPECHTBI MOT'YT BOCIIOJIB30BATLCA HU3KOU MOOMIIBHOCTBIO 1
OTCYTCTBHEM MEPONPHATHIT M0 3GHEKTHBHOMY HCIIONB30BAHHIO KOHKYPEHTHBIX MPEHMYIIIECTB
1 OTHSATH JOJIKO KOMIIAHHUIO HA PBIHKE.




L Eateni2 1 stage 2 stage 3 stage
Distribution channels and

marketing purposes

Introductory clip The most detailed review Repetition of basic moments
TV -Presenting and informing -Full features description of the =~ -Compressed video maintaining
costumers about the new product new product consumers attention

Video advertisement with the same concepts adapted to the Internet

Internet Banners

Advertising as an unknown

product Main features of the product

Billboards, magazines, public transport, outdoor advertisement
New product Particular qualities Reminder product

“Try and taste”

Long-term - advertising for a long period of time to hold the progress of volume demand; increasing market share; maintain the image and
reputation of the company

Mid-term - the formation of the need for new product; increasing the value of the new brand for the consumer; increasing the loyalty of the
consumers target group to DANONE products

Short-term - the creation of awareness about the product; stimulation the purchase process, an association of the product with the brand;

sales growth due to marketing tools.




