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d* MEDIA DIRECTION UKRAINE

EMEA

65 KPAIH
85 MICT
5,000+ EKCIIEPTIB

B CBITI ) S MnER B v

NORT
AMERICA

2 KPAIHW/
7 MICT
1,900+ EKCTIEPTIB
$18.5 MNP
~ BUITIHI

»

LATIN ATP

AMERICA

17 KPAIH

29 MICT

1,800+ EKCITEPTIB
S MJTPLO BUTTIHD

18 KPAIH

18 MICT

800+ EKCTIEPTIB
$1 MIPLA BINJIIHT A




d"®

MN € HACTUHOIKO OMNICOM MEDIA GROUP

PEKJIAMHI AFrEHLULII MEAIA CEPBICM

@ Hearts & Science

CRgeATE resolution

AMVBBDO
TBWA\

annalect FUSE

AAHI TA AHANNITUKA




OMD Media Direction —oguH i3 BU3HaH
nigepiB yKpaiHCbKOro MediapuHKy. Ta S
POKIB MOCMiNb HaredeKTMBHILLA
MediaareHuia YKpaiHu 3a Bepcieto Ei
Awards Ukraine

TALAN

COMMUNICATIONS

TALAN COMMUNICATIONS -
AreHTCTBO 3 23-piYHMM OOCBIAOM VY
chepi MapKETUHIOBUX KOMYHIKaLLIA

. | TAKOX BXOOMMO B AGAMA B YKPAIHI

PROVID

ROVID npaltoe Ha pUHKY 3
1994 poky. 3i6bpas noHang 100
HaLliOHaNbHWX Ta
MDKHaPOOHWX Haropom

PLcON Talan

sffiiste of Ketchum

PLEON Talan — PR-areHLuiga noBHoOro
LIMKNY, 9Ka pO3p06AF€E Ta BMNPOBamKYE
MOTYXKHI KOMYHIKaLiMHI piLLeEHHA 019
YKPATHCbKMX Ta MIXXHaPROOAH WX KITIEHTIB.



o™ XTO MN? KOPOTKO

C X X X

Oinbllue 25 POKIB Ha PUHKY

PO3POBUIN Ta peanisyBanmn noHan
300 cTpaTerin

oTpMManu noHan 50 ranysesBux Haropoa
(3 HMX 38 Effie)

y HalloMy nopTdosio moHad 300 KNIEHTIB 3
PI3HUX KaTeropin: FMCG, Retail, @apma, QiHaHCK,
KOMYHIKaLLIMHI MOCNYTM, KOCMETUKA, NOTICTUKA, e-
commerce TOLO.
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BEA30OBUM Miaxid 0o nPOLLECY MEQIA PO3SMILLEHHSA

YNPABJ/IIHHA KOMYHIKALISMMU YNPABJIIHHSA BAIHIrOM
AN AN

LOCTTIOKEHHHA CTPATETIH TPEKIHI/3BITHICTb
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YNPABJ/IIHHE NNAHYBAHHAM




3ABE3MNEYEHHSA IHTEFTPOBAHUX KOMYHIKALLIA
AN KOMIMJIEKCHUX PILLEHb HA OCHOBI LAHUX

Brand Metrics

Business
understanding Data

+—> understanding
— > Data Data —_

preparation

|

Evaluation <«— Modeling

BUSINESS - CONSUMER - MARKET - TRENDS - DATA SCIENCE - STRATEGIES

Mefia-00CnioXKeHHa Ta aHaniTUKa,
ornan YKpaiHCbKOro
DUHKY/KOHKYPEHTIB, KiINMbKICHUI Ta
AKICHWW CTpaTeriyHmm aHani3

JocnigyxeHHAa MapKeTUHIOBMX
ToeHOIB | OyMKU
CroOXMBaYiB/oocnioyKeHHa KaTeropin i
PUHKY/OoCNiIOXKeHHSA MoBeniHKM
KnieHTiB/ornagu

MopgentoBaHHA Ha OCHOBI OaHWX
pbrandmetrics = eKoHOMeTpUYHe
MogentoBaHHa / yrnpasniHHa E-
COMMERCE




OMD Design — HacKkpi3HU nNpouec

AMBITION

OpraHizoByemMo cebe
HaBKOMO Oi3Hec-
3aBOaHb KEHTIB |
BUPILLYEMO MPaBUIbHY
npobnemy

ACTIVATE

Be3spnoraHHe BUKOHaAHHA
MNaHIB 3aBOAKM
eKcrnepTnsi Megia
KaHaniB Ta onTuUMI3al,ii

T
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EMPATHY

[NnbLle Po3yMiHHS
KOHTEKCTY, KaTeropii Ta
CrnoXkmBada Ta
BOYOOBYBAHHSA LIbOrO B
CTpaTeriyHu1m nigxim.

CRAFT

BTineHHa cTpaTeriyHoro
nioxony B HambiNbll KpeaTuBHI,
IHHOBALLIMHI Ta ePpeKTUBHI igei
Ta IX peani3auiqa



OMD Design

AMBITION /‘

HanawToByemMocsa Ha
nepemMory, BM3Hadatouu Ta
Y3rooyKytoumn 6isHec-Lini Ta
3BIOKM Npuge noe'asaHe
3POCTaHHSA
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EMPATHY ‘\

BupileHHa TOro, Ha KOro Mu
MaEMO OPIEHTYBATMCA Ta AKi
KOMYHiKaLii NOTPIOHO 3p00UTH
ONA OOCATHEHHA paHille
BM3HaYeHMX 6i3Hec-Linen
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ORGANISING CLUSTERING
STRATEGIC THEME AUDIENCES
\

\ DEFINE AUDIENCE /
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Po3pobka BiAMNoBiOHOMO
nnaHy, HeobxigHoro oaqa
YCMIiLHOro 38'A3Ky 3
BM3HAYEHOI aydMNTOpPIED
Ta il NepeKoHaHH4A

BIG
IDEAS
EXPERIENCE MAPPING
MAP TASKS
MEDIA CHANNEL
TACTICS PLANNING

ACTIVATE \'

AKTUBYWTE Ta MOCTINHO
OMTUMI3YIMTE HaLL MaH,
Wo6 AMHaAMIYHO
MiaBMLLYBaTU
MPOAYKTUBHICTb | BUMTUCH
Ha MaMOyYTHIM Oi9NbHOCTI

\ > .
} | - ™~
l e =
v AN
/ \\
/ N\
/ N
/ \
/ INVESTMENT
\ / APPROACH
\
. CAPTURING TACTICAL
\_ LEARNINGS RECOMMENDATIONS
[ \
I
. \
\ \
\ N\
AN
\ N
N
\ MEASUREMENT IMPLEMENTATION
\l AND REPORTING AND OPTIMISATION :
\ N //
N\, .
N /
. N pd
~_




9. DEFINE COMMS TASK
How do | build a comms
task for each segment?

GK LIE I‘IPAI_LFO€>

How do | create more valued and valuable
experiences for my audiences?

7. CLUSTERING AUDIENCES

How do | divide up my growth

audience (decision 4) into audience

clusters?
6. WHERE TO PLAY
In which areas of the consumer experience should we focus
our marketing efforts to achieve our business outcomes?

5. MEASUREMENT FRAMEWORK
How do we define the clients business objective
(outcome) and how will we measure success (KPls)?

10. ORGANISING STRATEGIC THEME
What is my Organising Strategic Theme?

11. BIG IDEAS
Is there a need to create a deeper connection
(platform/experience/content), and if so, how do we
develop it?
12. MAPPING TASKS
How do | map my comms tasks across channel typologies?

13. CHANNEL PLANNING

How do | prioritise and allocate budgets against
audiences and touchpoints to maximise my
goals?

) o
4. CHALLENGE STATEMENT ( ) 14. MEDIA TACTICS
What is (are) the required behavioural change(s) amongst nBan“ﬂTb MonynlB a 60 p | LLl e H b

What are the best media and messaging

potential customers to achieve the state business growth? mos nonomorT" HaM nononaT" “i tactics and partner solutions by audience

3. INVESTMENT PLANNING eTa“ "ooo
What will the required budget be to achieve the
growth OR what growth will we achieve from the
supplied budget?

2. GROWTH MAPPING
Where will the required growth come from?

1. DESIGN BRIEF
What are the objectives and what do we
believe will be needed to achieve them?

20. CAPTURING LEARNINGS

How am | constantly capturing learnings and
surfacing insights to optimise and inform the
next plan?

to deliver the right consumer experience?

15. EXPERIENCE MAP

How can | best visualise
representation of the connected
consumer experience?

16. INVESTMENT APPROACH
What is the investment
approach required to deliver the
optimal plan?

17. TACTICAL RECOMMENDATIONS
What are the tactical
recommendations which align to our
investment plan?

18. IMPLEMENTATION AND
OPTIMISATION

19. MEASUREMENT AND REPORTING What are the implementation and

What measurement and reporting solutions are required to
measure our campaign objectives and capture learnings?

optimisation guidelines that enable us to
maximise performance against
campaign objectives?
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LUBNOKWW OOCTYM OO0 3BITIB TA AHANITUKU B PEAJTbHOMY YACI

Live-time oHNavH pawébopam
CucreMa MOHITOpPMHrY, 3BiTHOCTI Ta

Bisyanizauii uupposux Meaia-KaMnaHin y
peanbHoMy uvaci

OREEE DaAKTUYHI OaHI KaMMaHIii KNIEHTIB

ORXEE 3BITW MPO OiANTbHICTb KOHKYPEHTIB

@ sonns CTaTUCTUWYHI OaHI Ta TReHOW IHAYCTPIanbHMX
| BHYTRILHIX TOEKEPIB KIEHTIB

OREE ICTOPUYHI OaHI KaMMaHii

O KOHTPOMb BIOOYKETY

@ ,,,,, KOHTpONb KPI ong onepaTtuBHUMX A 414

ONTUMI3aLii KaMMaHIW
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FAST ACCESS TO REAL-TIME REPORTS AND ANALYTICS

Live-time online dashboards

CucTeMa MOHITOPMHrY, 3BiTHOCTI Ta € 1857 3204 _— —rr
[ ] [ ] [ 1) [ ] o w P - L
Bisyanizauii uupposux mepnia-kamnaHin y
peanbHoMy uvaci
€ 4,61 11% o T —
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HALL AOCBIA: K/TIOYOBI KJTIEHTU TA KATEIOPII
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o CTPYKTYPA AFEHLLII 28+

nogaem
. . R AMuTpo MowiapoB
Managing AOMIH. BIAAIN ° CEY . Managing Director
Director 7+ monei * Finance Director
a « Financists YnpaBniHHS MOAbMYW, CTPaTeriyHa eKkcnepTr3a, Bidyanisauis
+ Lawyers ' naHux, GiHaHCK, agMiHICTPYBaHHSA
» Traffic Managers 15 pokis y Mefia Ta KOMyHiKaLLisx
Knientu; Hyundai/KIA, AXA, LVMH, Bayadera, Velmart, ProCredit,
BNP Paribas, TZMO, STADA, Acino, Dileo Pharma, Kormotech etc.
Onbra Bopca
Client Service Director Director
. . . . .. YnpaBniHHA NpoekTaMu, 06CyroByBaHHA KITEHTIB,
Client Service Media and R&D Plannlng & Dlglta| MepiannaHyBaHHs
Director Director Dl rector 14 pokiB y Mefia Ta KOMyHiKaLisax
KnieHTu; Ferrero, Bacardi, Volia, Arterium, Actavis (Teva), LG,
Hyundai/Kia, P&G
: : . . A~ ranmHa AMocoBa
Client Service Team Digital Buying Team # Media and R&D Director
5 mopen 5 mopnen ] A . _ )
KepiBHUUTBO KOMaHOo,CTpaTeria Ta AOCNIAXEHHS, cTpaTeri
« Senior Account Manager . Digital Head KyniBni Ta nnaHyBaHHA
. Account Managers « Media Buyers o 12 years in media and communications
y KnieHTu; Stada, Ferrero, Arterium, Bayer, Bacardi, Chipita, Hasbro,
KRKA, Berlin Chemie, Danone, Red Bull, EFES Ukraine
Strategy and R&D Team Planning & Buying Team
4 mopen 5 mopen IpuHa KocakoBCbKa
_ Planning & Digital Director
+ Strategist + Buying Lead
* Research and analytics * Media Buyers > 3 YNpaBniHHSG KOMaHOOo, AiOXWTan cTpateria, AiaxuTan 3akynisnii

PPC iHCTpYMEHTW, ToeHaM Ta iHHOBaUi,

16 pokiB y Meflia Ta KOMyHiKaLiax

KnieHTtu; AbIinBev, Unilever, Carlsberg, Honda, VVolia, Microsoft,
Wizz Air, Vitmark, MHP



https://www.facebook.com/dmitry.mosharov
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BANKING #LEADS

.= UKRSIBBANK

* . BNP PARIBAS GROUP

3A0AHA

3anyyeHHs HOBUX KNIEHTIB BaHKy LLSTAXOM MPOCYBaHHA MpoayKTy «New
Card»

PEANI3ALLIA

OcHoBHa KPIs kaMnaHii —KiNbKICTb 3aMOBHEHMX 3a9BOK Ha CalTi BaHKy
(leads) Ta KinbKiCTb 3aBaHTaXkeHb OooaaTky (installs). B pamMkax kamnaHii
BMKOPUCTOBYBaNWM MIKC TakKMxX OigyKmnTan iHCTpyMeHTIB: Facebook,
Instagram, Google Programmatic, Google Search Ta onTuMisyBanm
MOKa3HMKKM KaMMaHii LWIAXOM 3MiHKM 001 KOXXHOIO iIHCTRYMEHTY
BiOMOBIOHO 00 Moro BnavBy Ha KPI. [JogaTKoOBO TeCcTyBanu pisHi
KpeaTuBK Ta GOKyCyBaNnmcCb Ha Hanbinbll eDeKTUBHMX

PE3YJIbTAT

3annaHoBaHi MOKa3HWKK Bynn NnepeBuLLEHI: Ha 35% GinblUe 3a9BOK Ta
Ha 70% 6inblUe 3aBaHTaXkeHb 00AaTKy YKPCMO

54 UKRSIBBAN

% BNP PARIBAS GROUP

+35% +70 %
leads installs




INTEGRATED PROJECT

3A0AHA

MioBuLeHHa iMioxxy 6peHay OPPO
MobyaynTe goBIpY Ta eMOLIMHMNI 3B'A30K, MOAbHICTb

PEANI3ALLIA

Ha T1i BULLOT aKTUBHOCTI KOHKYPEHTIB, 0COBNMBO CUNbHOI Mefia-
nigTpUMKKM Samsung, bpeHay aoBenoca gudepeHLitoBaTh Ta CTBORUTH
CUNBHUM IMIOXK HaMKpPaLLMX GKOCTeW | TeXHOoNorinm MobinbHoro bpeHay.
My BUKOPUCTaNM rMmboky iHTerpauito B Loy Macka Ha TOT
YKpaiHCbKOMY KaHani. KpiM Toro, Anga 36inbleHHa oXonneHHa KaMnanii
MU BUKOPWCTOBYBaNM NIOTPUMKY aHOHCY Ha TeneKaHani «YKpaiHa» Ta
TpaHcnauii woy Ha YouTube

PE3YJIbTAT

NepeBMKOHaHO BCi MNaHOBI MOKasHMKKM: TRP, Reach

NiosuweHmn iHTepec o OPPO - nowykm Google OPPO gocarnu niky nmig,
Yac TPaAHCNALUIT WOy NPOTATOM TUXKHS

JlinepoM KaTeropii 3a nigcyMkamMm kamnatii cta OPPO

BpeHa cTaB BpeHa OTPMMaB HaUBMLUMMA
ninepom SOV Ha TB nopiBHfHO 3
npopaxis OCHOBHMMM KOHKYpPeHTaMM




BANKING

3A0AHA

B13HauTe dakTopu, WO BMAMBAKOTb Ha A3BIHKW, LLOO BU3HAUMTU,
AKi KaHaNW KOMYHIKaLii BUKOpPWCTOBYBaTK N4 30inblUeHHA
MOTOKY BXiIOHWX O3BIHKIB

PEAJISALIA

3acTocyBaHHA MaTEMATUYHOIO aHanizy 4o MeTpuKM «BXigHi
O3BIHKW OO KOM-LLeHTPY».

[looaBaHHA B Mogenb NapamMeTpiB, 9Ki BMNMBatOTb Ha KOHBEPCIO 3
MeiaaKTMBHOCTI B A3BIHKM, @ 3 HMX B 3aMMTW | MPOoaaxi
DopMyBaHHA MigMoaeni KOHTPONO HBi3Hec-Linew

PE3YJIbTAT
3arasibHUM NOTeHLian 3poCcTaHHA Y

BigNOBIOQHOCTI 3 yciMa peKoMeHaauiasMmu

+8%

3a Tb PentuHr vs WARC Media Awards 2018:
nonepenHda KamMnaHiq Bronze



BUSINESS SCHOOL

3A0AHA

FeHepaLuiqa TpadiKy Ha IHTEePHET-CanT 3a NOCUIaHHAM
https:;//novaposhta.education/ 3 METOO MakcUManbHOI KOHBEPCIT A4
npoekTy «LLKona 6i3Hecy» B OKPeEMUMX MicTax YKpaiHu

PEANI3ALLIA

[na nocArHeHHa NOCTaBNeHMX LiNen MM BUKOPWCTOBYBaM TakKi
IHCTPYMeHTU reHepalii Tpadiky ak Google Display Network, Facebook
Ta Instagram gk 000B'A3KOBI KaHaNM B3aEMOAIi 3 KOpUCTyBadeM, akKi
J03BOMAOTb OXOMUTU BUCOKMI BiACOTOK HEOOXIAHOI ayamMTopIii Ta MatoTb
LLUMPOKI MOXXAMBOCTI 419 OpraHi3auii peknaMHOoi KaMnaHii. . TaKoX MU
MNIOKTROYMAM MOLLYKOBY KaMMaHito AK AOMOMIXKHUM IHCTPYMEHT

PE3YJ/IbTAT

36inblUeHHsA KOHBepCii - HaTUCHITb Ha
KHOMKY «3anoBHUTU GOpMy».

+72% -4£3%
+424%
36inbWweHHa PaKTUUHUX KNiKiB onTuMi3auia BuUTpar
NOpPIiBHAHO 3 NJIAHOBUMMU AV.CPC

NMOKasHUKaMun




3A0AHA

MPOrHO3 3aBaHTaXKeHHSA KOM-UeHTPY, A/19 NoaaNblloro epeKTMBHOIo
YApaBAiHHA POOOTOM Ta A3BIHKAMM

PEAJNISALIA

Peanizauia ekoHoMeTpuuHoi Mogeni Brand Metrics

BuaBneHHa 3anexKHOCTI BXiAHWX O3BIHKIB BiO 0O6CAry Ta CTPYKTYpU
PO3MilLeHHA Ha Th npoTtaromMm gobu

Po3paxyHOK BiAgCcOTKa BiAKNageHWMX O3BIHKIB B 3aM1eXHOCTI Bif Yacy
PO3MILLEHHA peKNaMKM MPOTATOM OHA | OHA TUXKHE

HanawTyBaHHA NapamMeTpiB 419 OOCArHeHHA BULLOMO KoedilieHTa
KOHBepCIi

PE3YJIbTAT

3pPOCTaHHSA KiHLEBMX NPOAAXKiB, MPU LLbOMY B 3HAYHO FipLUMX
(nopiBHAHO 3 NonepeagHiMN poKaMm) 30BHILLHIX yMOBax

I _

3HMXKEHHS PiBHA «NPONyLUEeHUX
O3BiHKIiB» i «<npocToto»

CALL CENTER LOADINGS




BACARDI MARTINI

3A0AHA

MaKcKrManbHe OXOMIeHHS LLiNTbOBOI ayaMUTopIi peknaMHmnMm
MOBIOOMMIEHHAM MPO TaHLIOBaNbHWM KACTUHT Ha NPoeKT IMnTpa
MoHaTika «TO MOXELU OONH T!»

PEANI3ALIA

BpaxoBytouu CTUCI TEPMIHK NIATOTOBKM MPONO3MLIM Ta peani3auii
KaMmaHii, 6y/10 BUPILLEHO 3anyCTUTU UMPPOBY KaMMaHito OXOoMaeHHsa
Tpadiky 3 TAPreTUHIroM Ha TaHLIPUCTIB, TAKOX MIAKIOYEHO MOMITHUM
BioeodopMaT y 30BHILLHIM peknami Ha TPL, Gulliver

PE3YJ/IbTAT

KaHani., WO 3HANMU i
3asiBKU Ha yyacTb y BUMYCTUNU iHPOPMaLLiNHI
KacTUHry pPONUKU Npo rnoaito

MokpuTtta LLA B KpaLwumx, aKi 6ynu
aipkuTtan 3a 3anpoLlleHi Ha oco6UcTnn
niBTopa TWXXHI PK KacTUHI 3 MOHaTiKoM

e\
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HALUI NMPUHLMIMTN

EQeKTMBHICTb MefiaiHBEeCTUL, I
[QPAHTII AKOCTI PO3MILLEHHS
[leperoBopu LWOOO nocTonsaT

[10030PICTb, 3BITHICTD |
KOHPIOEHLUINHICTb

LLE AOBEAEHO MDKXHAPOAHUM
MEAQIA AYAUTOM

ebiquity

p-
accenture

MediaSense



MEDIA DIRECTION UKRAINE

Better decisions, faster
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