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PR-campaigns & press-office

Opinion Leaders’ projects
Anti-crisis
Political consulting

Official Events

EVENTS

Corporate Events
Concerts
Event Marketing
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WE WORK IN
COMMUNICATIONS
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WE MAKE AND MAINTAIN

PUBLIC OPINION.

mse |\ WE ORGANIZE EVENTS OF ANY COMPLEXITY
AND PROVIDE A FULL PR SUPPORT.
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PR is essential in creating the
appropriate public opinion
and reputation for your
company




YOU NEED EVENT, IF YOU
WANT TO IMPRESS
PEOPLE

Building strong
reputation through
continual communication

with the target group




Increasing sales of poor-
selling/new product

Building loyalty with TA and
compiling it's database

Improving image




STRATEGY IS THE BEGINNING

01

Study
company/product/
service/person.
Analyze
competitors and
objectives.

02

Study a TA: focus grope
social poll, TNS, Gemius etc.

03

Define an insight and
develop a strategy

04

Choose tools and
tactics, identify
KPlIs.

05

Implement a
project.

Report the efficiency
and analyze results



THE CAMPAIGNS’ EFFECTIVENESS

AVE Visits
ROI Responses
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GLIENT PROJECT:

Communication strategy.
Press-Office.
Special Projects.




OBJECTIVES
AND SOLUTION

(Y

Providing an effective dialogue between the
government and various parts of Ukrainian society on
reform issues to promote and inform the public about

the reform process in the country.

Press office (forming a loyal pool of journalists,
daily communication with the media)
Establishing a communication and system work
with opinion leaders

. Organization of events and special projects

- Analytics and crisis management

@

. SEO (Search Engine Optimization and Promotion)
- SMM (Marketing in Social Media)
E-mail Marketing
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RESULTS 2016

were organized in
collegial colonies

at reforms.in.ua
increased by 60%

Total coverage of the
campaign in
: 245126

More than
and TV stories (total coverage:
more than 11,000,000)

of publications and video:
more than 2 450 000

: 3500

of the reforms’
efficiency among the target
audience increased
by 16% - 60%
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BolH cBiTN1a UM AMBaAHHUWA eKCNepT: SPEC I AI_ PRU J ECTS 2017

fAKa BaLua gonsa?

GOAL
To inform the target audience on the course of the
key reforms in Ukraine

IMPLEMENTATION
An online-test “Warrior of light or a couch expert?”

v [ | PLATFORM
< |

Platfor.ma
PROMOTION
Konu 8 kpaiHi 8ia0yBaOTbCR 3MIHM, HE MOXHa CTORTH OCTOPOHD! YM Pinning it on the main page of the site (3 days),
MOXHa? A AKUWO CTORTU OCTOPOHDL TUXEHBKO, WOO HIXTC HE NOMITHE posts on social media pages (p|atfor.ma in
Pasom 3 Odicom nigTpumk HauloHansHol paan pedopM My Facebook, Twitter), direct emails
NPONOHYEMO BaM Pa3 | Ha3aBXau BU3HAUMTHUCS I3 XUTTEBOKD
NO3UUIEIO T8 NEPEBIPUTH, YMU FOTOBI BM AOKNACTH 3YCHNb | HapewWTi PERIOD OF THE CAMPAIGN
3MIHMTH WOCH A0BKONa. TPaBUNBHUX UM HENPABUNLHUX BIANOSIgen 30 days
y TeCTi HeMae€, TOMy NPoxXoaLTE MOro YecHo (xoua 6 ana cede).
RESULTS

| 16 000 unique views
3a nigrpmumxn Sl () | (e 10 400 participants
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Supporting decentralization reforms, motivating
Ukrainian citizens to actively participate in
developing local initiatives

Creating an interactive format which will
demonstrate a success story in in the framework
€ o0 o B SO, 00T R M A SOHJ S UGROERORAES of decentralization, showing a real case as an

B O10/pKeT rpoMamu, Ha TepUMTOPil SIKOro BiH 3apeecTpoBanmit. Came ToMy MYZIpi rpoMazu MOManK pyx i3 3anyueHHs iHBecTHIii, cTBOpeHHs 6i3Hec- i | f t .

Ukrainer YKP/ KALEN PETIOHM -

http://ukrainer.net

Project pages:

. http://ukrainer.net/illintsi/

+ http://ukrainer.net/glyboka-gromada-proektiv/

Pinning on the main page of Ukrainer webpage
(7 days), posts on social media

InniHUI. 3eneHa rpomaaa



http://ukrainer.net/
http://ukrainer.net/illintsi/
http://ukrainer.net/glyboka-gromada-proektiv/
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OBJECTIVES
AND SOLUTION

OBJECTIVES
£Y/ . Growing brand loyalty among the core of TA
. Focusing attention of TA on Agusha baby
food production and quality
. Stimulating WoM-effect

SOLUTION AND
IMPLEMENTATION
+ Organization of guided tours for blogger
moms with kids to Agusha factory
+ Product tasting and photoshoot

SOLUTION

- 10 tours within 6 months
- Over 100 independent reviews




CAMPAIGN WITH
OPINION LEADERS

Increasing brand loyalty among the core of the
target audience. Obtaining the WoM-effect on the
factory and the production conditions of baby food

Native posts by opinion leaders and popular
communities with product placement or brand
mentioning.

Total coverage: 905 080

Average monthly coverage: 100 564
Total engagement: 47 469

Average monthly engagement: 5 274




PARTNER PROJECT: EVENTS

PR Support

dentSU Events
NEGIS

network
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FUTURE LAB
INNOVATION CONGRESS

Organization of an annual business event
to support Dentsu's positioning as the
most innovative media group in the
country

» Development concept of the event
» Organization of event

. Logistics

. Production

+ Technical support

. Speakers engagement

.+ Complex PR

. Attracting partners



FUTURE LAB
INNOVATION CONGRESS

(from 2010 till 2018)

400-800 people

for regular
coverage of events (business,
specialized)

in
business and marketing media (news,
interviews and expert articles)
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Ukrainian communications market

tSuU AEGIS nety
[




GLIENT: PROJECT: EVENTS

LAVINA
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GOALS AND
OBJECTIVES

To increase awareness and loyalty of TA, to
bring new visitors to Lavina Shopping Mall

Development and organization of regular
events at Lavina Shopping Mall

Development and implementation of
complex entertainment campaign.

Master-classes

Autograph sessions with popular bloggers
and celebrities

BIG EVENTS concerts, festivals, shows



RESULTS

BIG EVENTS - 4
SMALL EVENTS - more than 25

at Lavina Mall has
increased by 2 times compared to same
period in 2016

Weekdays: from 15 000 to 40 000
Weekends: from 30 000 to 60 000

over 80 000 (ONUKA concert on 24.12)



GLIENT: PROJECT: EVENTS

EVENTS
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GOALS AND
OBJECTIVES

Organization of a large-scale international
conference in the heart of Kyiv for 1500 participants

Complex preparation of the event at the National
Cultural-Art Museum "Mystetskyi Arsenal»

+ Design and production of visual materials

+ Technical support

. Buffet (non-stop for 2 days)

+ Organization of pre-party and afterparty with
celebrities

+ Providing full logistics of the event



RESULTS

-

Period: 2 days
Participants: over 1 500 people

https://www.facebook.com/wargaming.net/photos/?ab=albumé&al
bum 1d=10154575232609481



https://www.facebook.com/wargaming.net/photos/?tab=album&album_id=10154575232609481

GLIENT:

SUBAHU

PROJECT:

PRESS-OFFICE

CORPORATE MAGAZINE

EVENTS
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GOALS AND
OBJECTIVES

To form the image of Subaru as a family car

Development of communication strategy aimed
at creating and consolidating a “family” brand
image

Press office

Corporate magazine “Subaru Family Magazine”
+ Family contests and Ukraine trips

. Large-scale events “Subaru Family Party”

. Development and promotion of the event page
nttp://sf.subaru.ua/



http://sf.subaru.ua/

RESULTS

3 events (2013-2015)
20 partners
More than 3 000 visitors at each event

10 media partners

3 posts with announcement

65 publications on popular web recourses
10 post-publications in print media

4 TV news spots

https://www.youtube.com/watch?v=IsbsisG2iS
k

https://www.youtube.com/watch?v=zyXZM7n9
Ehg



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

GLIENT: PROJECT: @




OBJECTIVES
AND SOLUTION

PR Support of new product launches
PR Support of new product launches

Conversion rate 60-90 % (publications
in media, posts in social networks)




MEDIA RELATIONS

OBJECTIVE

To introduce new NIVEA Cellular product to
Beiersdorf team; to encourage project team
for their participation and performance

SOLUTION
Creative teambuilding event at Beiersdorf
office




Yewt 5
BYAY

KPACWUTLCAH

| DR ~ SUMHC20
mou Y00
) fl Geci gy
Hosurku MAC, Lancome, Kak NMEPEXWUTHL 3MMY? = Mo#
Collistar, Clarins, Tiziana Terenz... yxopa 3a nuuyom + PO3bIIMPbILL ©
Liza Krasnova v Liza Krasnova v
14 447 NpOCMOTP * 2 AHA Ha3an 15 693 npocmoTpa + 6 AHen Hasan

I'm loving it | ®asopuThbl

I'm loving it - 3T0 BCE, YTO A N06NI0, MOU DABOPUTHI U3 BCEx chep!

Pacopum
- i S Heapa —
INEYS S o ®ABOPUTOB
ZHC Tb ONEKABPA
| 8:31) (10:04
Qasopursl iHerb | ®asopuTbl I'm loving it ® 5 dasopuros
AHBaps | January iHerb. .. nexabps | December Favourites

Liza Krasnova v Liza Krasnova v
20 230 npocmorpos * 2 Heaenu Hazan 12 975 npocmoTtpos * 1 mecaly Hasan

SPECGIAL PROJECT

OBJECTIVE

Non-standard support of a new launch
by NIVEA: shower gels with the aromas
of coconut, cocoa and carambola

SOLUTION

Mini-series of videos by Liza Krasnova,
a popular beauty-blogger (video
content is based on the idea and script
developed by the agency)




NIVEA CARE
CAMPAIGN

To strengthen the image of NIVEA as a “caring
brand, to deliver key values of the brand, to
reach TA

n

Holiday project at 4 major cities of Ukraine:
“NIVEA Houses” with various activities at the
Christmas fare locations

. Development and production of NIVEA House
and its contents

+ Creating and organizing campaign activities

. Testing of NIVEA products

+Activities with celebrities

+ Campaign organization and logistics




PARTNER PROJECT: @
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YOUTUBE (KOL)

IDS GROUP
UKRAINE

MOPWUHCbKa



GOALS AND
OBJECTIVES

(2

i o M1 : el Al Creative PR support for toy bottles
- NTLPS. /W .U ' ' 1 .
= — O . — & product range by Morshinska (Frozen,
y 970271140 o« o .
- all - R — Star Wars, Fairies and Heroes), native

communication with kids

Collaboration with top Ukrainian YT-
bloggers. Communication of the product
and its values in native format.

4 blogger videos
@ 4 948 233 video views (total)
806 399 video views in Ukraine

o) 513/7:28



https://www.youtube.com/watch?v=BOJLTVa0Kl0
https://www.youtube.com/watch?v=PKigrd7Ks38&t=243s

PARTNER

AIOKCONTVKA

PROJECT:

CONTENT PROJECT
ENGAGING OPINION
LEADERS



— ONLINE SPECIAL
MOW B3rnan ——

K&)Kﬂbll?l OEHb B XWU3HU NMPOUCXoQUT CTONBKO BCEro MHTepecHoro n ApKoro, BaXHo ToJS1bKO
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pas3rnageTb U He yNycTuTe 3Hadyumble getanu. Ho ana Toro 4tobel 310 caenarb, NOPOr HYXHO
XOpoLweHbKO npucMmoTpeTbea. CosmecTHO ¢ BpeHgom «JliokconTtukay bit.ua BcTpeTunuce ¢

OBJECTIVE

To communicate the importance of regular

. : : eyesight check-outs to the TA. To demonstrate
MecTe C HUMU Mbl lenaem 3KCKypC B Mup nioaew, y kotopbix HeT 100% 3peHus, HO TOYHO

ecTb HeoBbluyHOe BUaeHMe. that SpECtaCIGS and contact lenses are a also

comfortable and safe

MHTEepeCHbLIMU NIDAbMWU, KOTOPbIE HOCAT OYKU U UMEeIOT cBOW 0CODEeHHbIV B3rNsa Ha MUP.

SOLUTION

Content project (longread) on a popular
website bit.ua, engaging opinion leaders who
are famous for wearing spectacles and contact
lenses.

RESULTS

FB Coverage -129 029
Coverage bit.ua - 42 644

General coverage - 171 756
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704
& Fund-raising to grant 254 wishes of kids in
the frontline “grey zone”

Development and implementation of the
fund raising campaign. Focusing attention
of the society on the problems of kids who
live at the frontline in the East of Ukraine.

Creating and organizing offline an online

@ activities to raise funds for kids for the
purpose of involving the general publicin
the project.




TOOLS

Holding an open charity auction with lots

from key Ukrainian celebrities

+ Creating a landing page with wish-letters

FTPOMAAAHHA - ‘I'IPO MPOEKT  KOHTAKTM from children of the “grey zone”
http://dream.gromadyany.org/

. Creating video content with kids and project

partners

+ Finding partners for the project

- Informational support of the project,

announcing it in the target media

Social media marketing (SMM)

HALUI MAPTHEPU

- E)) 25 PointeR  euarrorma  MOKCO
g N St


http://dream.gromadyany.org/

Ko)xHa AUTUHA YeKaE nogapyHoK Ha HoBui pik.

Ty MOXeLW 34IMCHUTU OAHY 3 LUUX MPin! R ES U LTS
/)

ﬁmbHO 3 BaMV HaM BOAJ10Cb 3OIMCHUTU 254 'D'MTQL{'%:-\.-\-\"”
MPIT. FIMLLINNOCH TiNIbKY OHE HEBMKOHaHE 6axKaHHS 1
U-I.Qé(aaKlHLIVU'IaCb BiHa. M1 BIpMO, LLIO BPELLITI | Ll,ﬂ | 4
Y Mp: SVQTaHe peasibHICTIO. Pa3om yce MO)KJ‘MBQI N/
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j Mu otpumanu 254 nucris Big aiten 3 npudpoHTOBOI 30HK ATO.
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More than collected at

) ffi:i"\-}; f" the charity auction
NMPOrNAHYTU 3BIT sy

collected with the help
of the landing page

More than granted for
kids living in the grey zone

about the projectin
social and lifestyle media

on landing page during
two weeks




NB@POINTER.AGENCY

READY TO GREATE


mailto:nb@pointer.agency

