


WHAYCTPUA/IbHbBIE HOMUHALUIA:

ANKOrosbHble HANUTKW

baHku. ®uHaHCbl. CTpaxoBaHue
be3ankorosbHbie HANUTKW

fenMuHr n Knbepcnopt
[oCcyAapCTBEHHble opraHn3auum u
Nporpammbl

[OCTUHNLbI. PecTOpaHbl. KentepuHr
3a60Ta 0 XXNBOTHbIX

KNnuHnkun. MegmnumHckmne ycnyriu
Kpacota. KocmeTuka n napgromepus
Jlornctmnka. Takcu n Kypbepckue ycnyru
Mapketnnencol. ToBapbl
MapkeTnnencol n arperatopsl. Ycnyru
MeponpuaTtus

Mopga. Ctnnb. Opgexpga. YkpalweHus
HeasmxmnmocTtb. CTpOUTENbCTBO
HenpogoBONbCTBEHHbIE TOBAPbI
O6pa3oBaHue

[MTpoayKTbl NUTAHUA

[TPOMDbILINEHHOCTb

PO3HNWYHaA TOProens

CMW. MpownssoanTenn n pacnpocTpaHuTenu
KOHTEeHTa

TpaHCNOpPTHbIe cpeacTsa N conyTcTByoWme
TOBapbl

TeneKoOMMyHukKaunn. UHTepHet
ToBapbl Ansa goma (mebenb, MHTEpPbEP)
ToBapbl 1 yCnyru ons aeteun

Typusm. lNyTewecrsud

Ycnyrn gna 6mn3sHeca
dapmaueBTnyeckmne npenaparbl
JNEeKTPOHNKA 1 H6bITOBAsA TEXHMKA

IT n MporpammHoe obecneyeHune

CNEUNANDBHbLIE HOMUHALUN:

bu3Hec-BbI3OBbLI:

AHTUKPU3NCHbIN MAPKETUHT
AHTUKPU3NCHbIN PebPEHANHT

bpeHa 6e3 6104XeTa

Nasua npoTtue Mlonnada

3anycKk HOBOIo NPOAYKTA UNWN YCIyrin

KaMnaHum ¢ KpaTKOCPOUHbIM 3(hheKTom

KopnopaTtneHasa penyTtauus
PebpeHanHr

YCTONUMBbLIN yCcnex

Brand Experience

PO3HWYHbIE NHBECTOPbI
bpeHAnpoBaHHaA NpoAyKUUa U mepy

bpeHp paboToagarens:

bpeHa pabotogatens
PeKpyTUHroBble KamnaHuu
BHyTpeHHue HR-KOMMyHMKauuu

Konna6opauum:
Konna6bopaunsa 6peHnos
CnoHCOpPCTBO

CNOPTMBHbIN MAPKETUHT |Mm|;m.,.(|

KpeatusHas 3chdexktuBHoCcTb: OKIKAIVI CREATIVE

Big Idea

KpeaTuBHasa peknamHas KamnaHus
KpeaTuBHbIN CNeLnpoeKT
TeXHONOrMUHbIN KpeaTuBs

Mepgua:

bpeHANPOBAHHbIN KOHTEHT

KamnaHum ¢ O4HMM KaHanoOM KOMMYHUKaL MK
MeavanHHOBaUMA U Megnanges

[MapTHEPCTBA C MegnakaHanamm n nnowagKamu

Performance Marketing
=




SMM

CUTYaTUBHBIN MAPKETUHT:
Peakuus Ha cobbITME UM MHGONOBOA
Ce30HHbIN MAPKETUHT

CneuuanbHbie ayauTOpPUM:
[eTCKNnN MapKeTUHr
MONOAEXHbBIN MAPKETUHT
3penbin BO3pacT
[Tfporpammbl NOANbHOCTHU
Community marketing
B2B

TOproBbii MAPKETUHT:

MynbTU- UM OMHUKAHANbHbIN TOProBbIN
MApPKETUHT AN puTennepos

MynbTU- UM OMHUKAHANbHbIN TOProOBbIN
MApKeTUHT Ans npounssoguTenen
CobCcTBEHHAA TOpProBas Mapka

TOProBbiN MAPKETUHI OHNAWNH N e-commerce
ToproBbli MapKeTUHT opdnanH

JBONOLMA KaTeropumn/nonku

Influencer-marketing:
Influencer-marketing kamnaHus
Influencer Co-Creation

Cuctemubin influencer-marketing
KamnaHum ¢ MUKPO- U HAHO-NHANOEHCEpPaMU

Impact:

O611ecTBO 1 ycTonunBoe passutue. bpeHabl /
KomnaHuwu

O6uwecTBo 1 yctonumsoe passutue. HKO
O6L1ecTBO 1 ycTonumeoe passutue /
PaBeHCTBO BOo3MOxHocTen (DE&XI)

3almMTa OKpYXatollen cpeaibl U ycTonumnBoe
pa3BuTue: bpeHabl / Komnanuu

3almMTa OKpYXatollen cpeaibl U ycTonunBoe
passutue: HKO

3almMTa OKpYXatollen cpefibl U ycTonumnBoe
pa3Butue/ Climate Action Marketing
Konna6opauuu

OTBETCTBEHHbIN 6peHa paboToaaTens
Creative for Change \\ socte-

N TOUYKA

Tech:

Jlyduwee ncnonb3oBaHMe faHHbIX

Jlyulwee ncnonb3oBaHUe NCKYCCTBEHHOTO
NHTeNnNeKTa B MapKeTuHre

CuctemHas TpaHcopmaumsa MapKeTUHra ¢
MOMOLLbI TEXHONOTUN

Nyuwan TpaHchopmaumsa KNMMEHTCKOro onbiTa
C NOMOLLbIO MPUMEHEHUA TEXHONOINK

Nlyyliee TeXHONOrMYeckoe NAapTHEPCTBO UK
Konnabopauus

Nlydwee ncnonb3oBaHMe TEXHOMOTMNN
NHTerpauns OMHUKaHaNbHbIX KOMMYHUKaL WK
Nlydwnm NpoeKkT No renMndnKaLmnm

Mobile First

Ecommerce Excellence

HR Tech-peweHue

CneuuanbHble Harpagbi: ;lT
Rising Stars
Rising Stars Impact

by MI Group




HOMWHALUUN

e

[MTooasa 3aABKU B
HEeCKOJIbKO HOMMHaUUN

Bbl MOXKeTe nojaTb OAHY U Ty e KaMMNaHWuio
MAKCUMYM B 4 HOMUHALMW, afanTUpys 3asBKY
Mo KaXayt M3 HOMUHALMK, NPY 3TOM TONbKO
1 N3 HUX MOXET 6bITb MHAYCTpUanbHou
HOMUHauMen. UToro ogHa KAaMMNaHWs MOXET
NoAaThCA B 4 cneunanbHbIX HOMUHALWMN UMK
B 1 UHAYCTPUANDBHYIO 1 3 CNeLnanbHbIX.

=

[MonoxeHne o npemnn E+ Awards 2026



MHAYCTPUANDbHbIE HOMUHALN

HomuHauuna

OnucaHue

ANKOro/ibHble HAMUTKN

ANKOronbHble 1 cnaboankoronbHbie HaNnUTKK (BKNouas 6e3ankoronbHoe N1Bo)

baHKN. OUHAHCDI.
CTpaxoBaHue

baHKu, CTpaxXoBbleé KOMMaHNK, npeaocraBndrowmne CO6CTBEHHblE ycenyru

be3ankKoronbHbie HANUTKNA

JHepreTukn, kode, Yan, MONOKO N €ro 3ameHNTeNn, ra3anpoBaHHaa 1 ob6bluHas Boja U Npou.

[eMMUHr n Knbepcnopt

Bce dhopmbl KMbepcnopTta, 0ANHOUHbIX U MHOTOMOMb30BATE/IbCKMX BUALOUTP, BK/TIOUAs
BUPTYa/IbHYIO peanbHOCTb, apKadbl, KOHCONbHbIE, MOBUNbHbIE, OHNANH- U KOMIMbIOTEPHbIE UTPbI

[ocyaapCTBEHHble opraHn3auum u
nporpammbil

KaMnaHum rocyaapCcTBEHHbIX U MyHULMNANbHbIX OpraHoB P®D, no pekname coumanbHbIX
nporpamm, yciyr HaceneHmo U CO6CTBEHHbIX CEPBUCOB

[fOCTUHMUbI. PecTOpaHbl. KentepuHr

[ocTMHMUbI. PecTopaHbl. Kadye. TOukn 06WeCTBEHHOIO NUTaHUA. KEMTEPpUHIOBbIe YCyrK

3a60Ta 0 XXUBOTHbIX

MMnTaHne, NTPYLLKK, BETEPUHAPHbIE YCNYTK, OTeNN ANS XUBOTHbIX, 0byueHne, pa3BeaeHune

KnuHukn. MegmnumHcKue ycnyru

YacTHble n rocyaapcrBeHHble MeANUNHCKNE LEHTPbI, KOCMETO/TOrMYyeCKmne KnMHMKN,
MeaNLUNHCKaA TeEXHWKa, MeTOoAbl I'IpOCbVIl'IaKTVIKI/I, ANArHOCTUKN, neyeHna m pea6|/|n|/|Tau,|/||/|,
MeanunHCKne ycnyru

KpacoTa. KocmeTuka u napgromepus

KocmeTunka n napgromepus

Jlornctuka. Takcu u Kypbepckue ycnyru

JlorncTuyeckne KomnaHuu, CnyXobl TaKCK, KapLUepUHra 1 CepBUChI MepeaBuXeHUs, Kypbepckune
ycnyru

Mapketnnencol. ToBapbl

LlncbpoBble TOprosble NNowanku, npogamowme usnyeckme nnm undposble ToBapbl 6U3HeCY U
KOHeuHoMmy notpebutento no 1P n/unu 3P mogenam




HomuHauusa

OnucaHue

MapkeTnnencol n arperatopsbl. Ycnyru

LinchpoBsble Toprosble NoWaAKK, Npoaatolme usnyeckmne nnm ULUGpPoBbIe ycnyrn 6usHecy u
KoHeuHomy noTtpebutento (B2C, B2B, C2C). Knaccudanabl, arperatopbl ycayr

MeponpuaTtus

decTuBann, KOHUEPTbI, KNHOTEATPbI, TeaTPbl, APMaPKKN, My3eu, BbICTABKMK, CMOPTUBHbIE COBbLITUS

Mopa. Ctnnb. Opgexpga. YkpalweHus

Onexnaa, 06yBb, yKpalleHuUs, akceccyapbl 1 npou.

HeasmxnmocTtb. CTpOUTENbCTBO

KommepquKaﬂ N Xnnagd HeaABMXMMOCTDb,
CTponTenbCTBO, AeBeNONMMEHT, NPOAYKTblI N yCnyru, CBA3aHHble C HeABUXNMOCTbIO

HenpoaoBOoNnbCTBEHHbIe TOBApPbI

BbiTOBAsA XMMWSA, MOKOLLME CPeACTBA, NPeAMeTbl MMUHOW rurneHbl (3y6Hble NacTbl, WETKK,
WaMnyHU, KOHAULNOHEPbI, 4e3040PaHTbl, TAMMNOHbI, CAaneTKN 1 TyanetHasa bymara)

O6pa3oBaHue

O6pa3oBaTefibHble MporpamMmmbl U Kypcbl, ob6pa3oBaTeNbHble 3aBefeHNs, MPOrpaMmmMbl pa3BuTus,
pa3BuBaloOLWME LLEHTPDI

[TpoayKTbl NUTAHUA

MpoayKTbl NUTaHuA, cneuun, nonydabpukaTbl, MpoayKTbl U yCNyru, HanpaBfeHHbIe Ha
noaaepXaHne akTUBHOCTW, MPABUbHOIO NUTAHUA U 340POBOr0 06pa3a XU3HU

[TPOMDbILINEHHOCTb

[poMmblLWNEeHHbIE MHAYCTPUN: CbipbeBble N 06pabaTbiBaloLW e, MALLNHOCTPOEHNE, CENbCKOE
X03AUCTBO M Npou.

PO3HNWYHAA TOProens

Toprosble NAoLWAAKW, Nnpoaatowme ToBapbl 6BU3HECY N KOHEYHOMY NOTpebuTento (B2C, B2B, C20C).
[peactaBnAlT CO60M MHAMBUAYANbHbIE MarasuHbl NN TOProBble CETH. O6sa3aTtenbHoe ycnosue
yyacTua B HOMUHALNK — HaNnnM4uume opprnanH TOUEK Npoaax




HomuHauusa

OnucaHue

CMW. MpownssoanTenn n pacnpocTpaHuTenu
KOHTEeHTa

TB, 3neKTpoHHbIe 1 neyaTHble CMU, onepaTopbl HAPYXHOW peKnambl, COLNANbHbIE CETH,
pPagnoCTaHUNK, TeaTpbl U KNHOTEATPbI

TpaHCNOPTHbIe CpeAcTBa U CONYTCTBYOLLNE
TOBapbI

TpaHcnopT (nerkosble 1 rpy30Bble aBTO, MOTOLMK/Ibl, BeOCUMeAbl, CAMOKaTbl, Apyrue Buabl
TpaHcnopTa). ConyTcTyloLWwMe ToBapbl (LLNHbI, Macna, roptoyee, akceccyapbi

TenekoOMMyHuMkKauuun. NHTepHet

Mo6unbHble onepaTopbl, TENEKOMMYHUKaLIMKN, UHTEPHET NpoBanaepbl, KabenbHoe/cnyTHUKOBOE
TeneBugeHmne

ToBapbl Ansa goma (mebenb, MHTEpPbEP)

Me6enb, npeameTbl MHTEpbepa (cBeT, TeKCTUNb, NOCYAa, akceccyapbil)

ToBapbl U yCnyru ans aeteun

JleTckoe NnuTaHne, KoCMeTunKa u cpeactBa rmrmeHbl, ogexnaa, UrpywKkn

Typusm. lNyTtewecTeus

ABunanepeBO3YnKu, OTeNnbepbl, TYPUCTUUECKNE YCNYTY, CePBMCbI N0 GPOHNPOBAHUIO, PeKama
TYPUCTUUYECKMX HANpaBneHUn

Ycnyrn gna 6usHeca

[MpodheccnoHanbHble KOHCANTUHIOBbIE YCAYIN BO BCeX chepax 6Gu3sHeca

dapmavueBTuyeckne npenaparbl.

(PapmavueBTNUECKNE U NEeKAPCTBEHHbIe Npenaparbl, MeANKaMeHTbl, BK/OUasa BUTaMUHbI, BALbl

JDNEeKTPOHMKA 1 6bITOBaA TEXHUKA

Ayano n Buaeo, 6bIToBas TEXHUKA, KOMMbIOTEPbl, CMAPTAIOHbI U APYras TEXHUKA, INEKTPOHHbIE
npucnoco6bneHnsa onsa uTHeca

IT n NMporpammHoe obecrneueHune

NH(OopMaLNOHHbIE TEXHONOMMI, TEXHONMOTUYECKNE PeLleHUsl, NPOrpaMMHble NPOAYKTbI




BU3HEC-BbI30Bbl U AHTUKPU3UCHDIN

MAPKETUHI

HomuHauuna

OnucaHue

KPIs:

AHTUKPU3UCHBIN MAPKETUHT

B 3TON KaTeropuu HarpaxxgatT KOMNaHuUK, KoTopble
3)(PeKTUBHO OTpearnpoBanm Ha OrpaHNYEHns, U3MEHEHNE
BHELWHUNX 06CTOATENBCTB UNWN 3aKOHOAATEeNbCTBA. CMOrnu
yCMewHOo NPOBECTU KOMMYHUKALMIO C KNUEHTOM [
NoApPSAAYNKOM MO NOBOAY MMNOPTO3aMelleHunsa [ nokanu3launu
NPOM3BO/ACTBA, BOCCTAHOBNEHUS Lienoyek NocTaBkuy /
BOCCTAHOBJ/IEHNSA CepBMCaA UK NPOJYKTA

BU3HEC-KPI: PocT npofa. BakHO: cpaBHEeHUe pocTa B pe3y/ibTaTe KaMMnaHuu
C POCTOM B KaTeropuu B 3ToT nepuopj,

MAPKETWUHIOBbIE KPl: OCHOBHble noka3aTenu 340p0Bbs 6peHaa, AMHaMUKa
BOCNPMATUA bpeHaa ayantopuen

TEXHUYECKUE N MEOUNA-KPI: Mepuoa npoBeaeHuns (Ans Xopu KpaHe BaXHO
MOHATb CPOK peannsauynm n ycnetb NPoOBeCcTN KaMnaHU C MaKCMManbHO
NPaBUNbHbIA MEPUo MOXET 6bITb 6OMbLWINM NAKOCOM 1A OLEHKWN), CKOPOCTb
peakuuu, obLecTBeHHasa peakunusa, LOCTUTHYTasA B pe3ynbTaTe OTKNNKA,
n3mepsieMas B 3KBMBaNeHTe meanablogxkeTa

AHTUKPU3UCHbIN
pebpeHanHr

B 3TON KaTeropuu HarpaxaatT KOMNaHUK, KOTopble YCNewHo
MPOBENMN BbIHYXAEHHbIN Nepe3anyCck NPoAYKTa noj HOBbIM
6peHAOM B CBA3M C yXo40M rnobanbHOro 6peHaa npu
ocTarowencs nHpacTpyktype. KamnaHusa MmoXeT noAaBaTbCA
TONbKO B OAHY U3 ABYX HOMUHALMUWU: AHTUKPU3UCHDBIN
pebpeHAVHr n Pe6peHauHr.

BU3HEC-KPI: PocT nnn CoxpaHeHune ypoBHA npogax n CpaBHeHue pocTta B
pe3ynbrate KaMMnaHUu C POCTOM B KaTeropuu B 3TOT Nepuoa
MAPKETWHIOBbIE KPI: Moka3aTtenu 6peHaa — y3HaBaemocCTb 1 consideration,
LOCTUTHYTble B 3TOT nepuog, OCHOBHble NOKasaTenun 340poBbs 6peHaa,
[vnHamunka BocnpuaTua 6peHaa aygutopuen

bpeHa 6e3 6l04KeTa

NaBHOE B HOMUHALMKN — (hAKTOP OrpaHNUYEHHOro 6oa)XeTa
(0o 5 MnH. py6nen) n hoKyc Ha OrpaHNUYEHHOCTb 6loaKeTa
OTHOCUTENbHO APYrnX KamnaHun 6peHaa / 6100)KeToB
KOHKYpeHTOB / 6eHUMapKOB B KaTteropuu. [lna onpeaeneHus
ycnexa KnoueBbiMU ABNAOTCA 6GU3Hec-nokasarenu (npogaxu,
N0NA PblHKA)

BUA3HEC KPI: PocT npofax, AonAa pbiHKa




HomuHauuna

OnucaHue

KPIs:

Nasua npoTtue Mlonnada

B HOMMHaUUM MOTyT y4aCTBOBATb 6peHAbl, KOTOPbIE
3HAYMTENbHO YCTYNAT CBOUM NPAMbIM KOHKYPEHTaM C

TOUKN 3peHusa pazmepa 6M3Heca N UHBECTULIUIA, HO NPU

3TOM JO0Ka3anu cBoto 6osee BbICOKYIO 3IPPEKTUBHOCTb B
PEKMAMHbIX 1 MAPKETUHIOBbIX aKTUBHOCTAX MO CPABHEHUIO

C «rTUraHTamm» = nuaepamu poiHka. B pasgene “KoHTeKCT +
BbI30B +LUenn” cnegyet 06bACHUTb, NOUEMY KOMNAHUA CUNTAET
cebs [lasngom, n kto fonnad.

ROI, ROMI, ROAS. KntoueBbiMm noka3atenem apnsetcsa Market Share go u nocne
KaMmnaHuu, a TaKXe BCcrnomorartefbHble nokasartenu Share Of Voice (SOV) un
Share of Spending (SOS)

Brand Health Tracking, auHamuka kntoueBbix bpeHa meTpuk, Brand Image
Attributes

3anyck HOBOro NpoaykKTa unu
ycnyru

KamnaHus, HanpaBneHHaa Ha npeacTtaBeHne NoKynaTensm
HOBOrO NPOAYKTa UMW yCNyru, B OCHOBE KOTOPOW nexar
rnyboKoe 3HaHNe U aHaNn3 NoBeAeHnsa Nokynatenen Kak B
TPaANLMOHHOMN PO3HULE, TaK 1 B LucpoBon cpeae. 3To MoryT
6bITb HOBble 6peHAbl, HOBblE MPOAYKTbI CYLLECTBYHOLLETO
6peHOa UNu paclinpeHne NUHENKN NPOAYKTOB

BU3HEC-KPI: ROI, npoaaxwu, 4oNns pbiHKa, MpoHnkHoBeHue (Penetration)
(6peHpa B kKateropun). MAPKETUHIOBbIE KPIl: OcBegomMneHHOCTb, TOTOBHOCTD
paccmaTpuBatb (Consideration), HamepeHue kKynutb (Purchase Intent),
Mpo6Hble nokynku (Trial), Moka3aTenu NpuBNeYEHNA U yAepPXaHUA KNNEHTOB,
Shopper satisfaction rate (nokasartenb y0BNeTBOPEHHOCTM MOKYMNKOWN),
Repurchase rate (nokasaTenb NOBTOPHOW NOKYMNKK)

TEXHWYECKUE N MEOWA-KPI: OxBar, Affinity, PeHTabenbHOCTb 3aTpaT

KamnaHum ¢ MTHOBEHHbIM
3hekTom

KpaTKOCpOUHble KAaMMAaHUN U KaMNaHUW, pe3ynbTaT KOTOPbIX
6bIN JOCTUTHYT B TEYEHNE MAKCUMYM 3-X MecsiLeB, bbicTpee,
4Yem NNaHUPOBANOCh, U UEM 06bIYHO NpoMCXoanUT Yy BpeHAaa,
KOHKYPEHTOB, 6€HUMAapPKOB pPbIHKA

BU3HEC-KPI: ROI, PocT npogax, Kon-Bo notpebuteneun ycnyru.
MAPKETUHIOBbIE KPIl: OcBegomneHHOCTb (HOBbIV NPOAYKT UK ycnyra),
Npo6Hble nokynku (Trial)

TEXHUYECKWUE N MEOWA-KPI : U3meHeHnss oTHOLWEeHMA [BOCNPUATUS (turn
negative to positive)

PO3HWYHbIE NHBECTOPDI

Ons KOMNAHUW-3MUTEHTOB, BbIMYCKAOLWMX KOPNOPATUBHbIE
o6nuraynm, Tex, KTo rotoButca BbinTn Ha IPO nnu prelPO,
ocyuwecTendawwmx SPO nnm passmsaloWwmnx nHTepec
PO3HUYHbIX NHBECTOPOB K bBymaram 3a fyyline npakTuku
KOMMYHUKALMWN C PO3HUUYHbIMW MHBECTOPAMU, a TaKXKe
npuBneYeHne BHUMAHUA K MHBECTULMAM B CBOUN BU3HEC,
LLeHHbIM Bymaram, 6peHay KOMNAHUKU KaK SMUTEHTA.

busHec KPIl: Po3HnuHan 6a3a (Kon-Bo) MHBECTOPOB 3a Nepuoa B NPoLeHTax,
NPUPOCT B ANHaMUKe, CPOK XXN3HN NHBECTOPOB — HACKO/TbKO A0O/ITOCPOYHbIE
(cKkonbKo BNAajeloT akuMaAMMN B AHAX), 0N YACTHbIX UHBECTOPOB B CTPYKTYpE
Kanutana, Temn 3aKpbiTUA KHUTW.

TexHnueckmne KPI: KonnuectBo nognnMCcUYNKOB U UX aKTUBHOCTb B [lynbce u
OPYrux couceTax, ypoBeHb HACTPOEHUA NHBECTOPOB B COoLCeTAX.

ﬁb
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HomuHauuna

OnucaHue

KPIs:

KopnopaTuBHasa penyTtauus

HomuHauma nogxoauT ANA NPOeKTa, KOTOPbIN CMOT PeLlunTb
3aABMeHHYI0 3aaa4y (6U3HeC, MapKeTUHT NN COLMUASbHYIO)
nyTeM BbICTPAUBAHMA UMW YAYUYLIEHUA KOPNOPATUBHOM
penyTauuu, Npu 3TOM MUHUMU3NPOBAB KOPNOPATUBHbIE PUCKH

Brand Health Tracking, anHamuka kntoueBbix bpeHa meTpuk, Brand Image
Attributes

[IPpNBETCTBYETCA TaKXe UAMICTPALMA CBA3N Mexay 6peHa-MeTpukamm 1
6usHecom (Mpogaku, NpubbINb, AONA PbIHKA)

PebpeHanHr

Pe6peHanHr kKomnaHum [ npoaykta / ycnyru. Umeetcs

B BUAY MMEHHO CMEeHa No3ULMOHUPOBAHNA 6peHaa U

BCEro ero MapKeTUHr-MUKCa, BKOYaa ero BU3yanbHYH
WAEHTUUHOCTb. B 3aABKe 0653aTeNIbHO A0MXKHbI 6bITb YKa3aHbl
NpeanocbINKN AN peno3nuuoHnpoBaHns 6peHaa. Kamnanus
MOXXEeT NOAABaTbLCA TONMbKO B OAHY U3 ABYX HOMUHALUMN:
AHTUKPU3UCHBIN pebpeHaVHr u Pe6peHanHr

i3meHeHne B KNMOUEBbIX NOKa3aTensax no 6peHa-meTpukam n Brand Image
Attributes

TakXe BaXXHO MOKa3aTb BAMAHME KaMNaHUMN Ha KtoueBble 6usHec- (npoaaxu,
npu6blnb, [ONA PbIHKA) U MAPKETUHIOBbIE NOKa3aTenu

YcTonumebin ycnex

KamnaHuu gnuTenbHOCTbIO MUHUMYM 3 roga. Heobxoammo
NPMBECTU JOoKa3aTeNnbCTBa TOr0, YTO KaMMaHUA
AEMOHCTpPUpoBana BbigatoLwmeca pe3ynbraTbl Ha NPOTAXKEHUN
BCero nepunoga cBoero CyL,ecTsBoBaHmsa n npu aTom nocne
3anycka He npoucxoamna cmeHa no3nUMOHUpPoOBaHMUA
6peHaa, pe6bpeHANHr 1 Apyrne N3MeHeHnsa cTpaTernyeckoro
Xapakrepa.

BW3HEC-KPI: Sales, EBITDA Market Share

MAPKETWUHIOBbIE KPI:

Brand Awareness, Penetration, Consideration, Purchase Intent, Brand lmage
Attributes, etc. Bce noka3aTenu Ha ropnu3oHTe He MeHee 3 neT

Brand Experience

KamnaHunm noka3biBalOT pe3ynbTaTbl MO CO3AAHUIO OMbITa
B3aMMOAENCTBUSA C GPEHAOM 32 paMKaMun NPAMON peKnambl.
B npoekTax MoryT 6biTb MCNONb30BaHbI NHO6bIE Apyrne KaHanbl
0N BOBNEUEHWS NoTpebutens, HaNnpumep: TOUKN NPoaax
online/offline, Digital, Social, cny6bl 4OCTaBKN N NOAAEPKKN
KNMNEHTOB, COBbITUNHbBIN MAPKETUHT 1 Apyrue (B TOM uncne B
KOMBUHaLMKU Mexay co60i UK C NPAMON peKnamon).

Kenc gomkeH npoaemMOHCTPUPOBATb, KAK HA OCHOBAHMWMU
NO3NLNOHNPOBAHMUSA BpeHaa U MOHUMAHUA NOTPEOUTENbCKNX
NnPeanoYTEHNN N MHCANTOB 6bIN CO3AAH YHUKAMbHbIW OMNbIT
B3aUMOAENCTBUA NOTpebuTensa ¢ 6peHaoMm, a TaKXe Kak 3ToT
ONbIT NOBNUAN HA KOHEYHbIN BU3HeC-pe3ynbraT

BU3HEC-KPI: PocT fonu pbiHKa, Npoga)k. BaXHO: AeMOHCTpaLMa poCTa NPoAaaxX,
N3MEHEHUA B KOHBEPCUM 1 BOPOHKE NOTpebuTenen, BbiI3aBaHHbIE HENOCPEACTBEHHO
CO3[1aHHbIM peLleHnem B 061aCTy OnbiTa B3aUMOAENCTBUSA C 6peHA0M
MAPKETWUHIOBbIE KPI: PocT umna)xeBbix nokasatenen 6peHaa, NPS,
CTouMoCTb NpuBneveHnsa notpebutens, Mpo6Hbie nokynku (Trial), KoHeBepcus,
I3ameHeHne noBeAeHUa notpebutenen, Mokasatenn NPUBNEYEHUA U
yAepXaHUs KNNEeHTOB

TEXHUYECKWUE N MEOWA-KPI: OxBaT ayautopun (B Tom uncrne 3a cYET PR-
3(hheKTa NpoeKTa nnm BUPYCHOro apdekTa B COLCETAX), CTOMMOCTb
KOMMYHUKaUUN C noTpebutenem

=
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HomuHauyusa

OnucaHue

KPIs:

bpeHanpoBaHHaa NpPoayKLUs
n mepuy

B 3TOM HOMUHALMKN HArpaXaakTca ycnellHble KaMNaHum no
CO3/1aHWI0, MPON3BOACTBY U NMPOABMKEHNIO GPEHANPOBAHHO
NPoAYKLUMUN N Mepya Kak Ana peanunsauumn 6peHs 3aaau
KOMMAHWUK, TaK N peann3aLmnm Ha Kommepyeckon OCHOBe.

* I3MeHeHune OTHOLWEeHUA COTPYAHUKA K KomnaHuu (MoBbiweHne nosanbHOCTH)
(n3mepseTca onpocamu COTPYAHUKOB Pa3HbIX rpenaoB, HO He meHee 100
uenoBsek).

- [loKa3aTenn NOBTOPHbIX BU3UTOB Ha cainTe, npojatoLwem mepy (aHanuTMKa no
He meHee 10 KNMeHTaMm 3a nocnegHue 3-12 mecsaues).

- loKa3aTenu NOBTOPHbIX MOKYMOK Ha canTe, npojatowem mepy (aHanuTmKa no
He meHee 10 KNMeHTam 3a nocnegHue 3-12 mecsues)

* I3meHeHue (yBennueHne) MONCKOBbIX 3aMPOCOB NO K/OUEeBbIM CTOBAM:
MepuU_Ha3BaHMe KOMNaHuun, ogexaa_Ha3BaHWe KOMNAHWUW, NofapKN_Ha3BaHue
KomnaHuu (CKpuHbl ctaTuctukn Google trends, wordstat 3a nocnegHue 3-12
mMecsua)
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BPEHA PABOTOAATENA

bpeHa pabotonatens

KoMMyHMKaumm, HanpasneHHble Ha hopMUpoBaHue
MONMOXNUTENbHOIO MMUAXKA 6peHaa pabotoaarTens n yKpeniaeHus
NO3MUNN Ha PbIHKe TPyAa, NPUBNEUYEHNE U YAEPXKAHME
COTPYAHMKOB.

BHelWlHee 1 BHYTPEeHHee NpoaBIMmKeHMe bpeHaa pabotoaarens,
CauT 1 couManbHble CETN KOMMNAHUK, NNaTopMbl 1 CAUTbI

MO MOUCKY PabOoTbl, APMAPKN BaKaHCUKW, OHNANH 1 ohnanH
meponpuaTtus, PR n CMW, cotpygHnyectso ¢ 06pa3oBaTe/ibHbIMU
yUpPEXaeHUAMN N T.N

BU3HEC-KPI: BusHec nokasaTtenu, no KOTOPbIM MOXHO NpocneanTb CBA3b GU3HeC-
pe3ynbTtata ¢ HR-3agauamu, 6bICTpoTa U 3P HEKTUBHOCTb AocTuxeHnsa HR KPI
MAPKETWUHIOBbIE KPI: Awareness, NPS, eNPS, LTV

[TokasaTenun NosANbHOCTU, UMUIKEBbIE BPEHA-METPUKK, MO3ULINA B PEUTUHTE
6peHaoB-paboToaarenen

TEXHUYECKWUE U MEOWNA-KPI: OxBaT, yBenmueHune uncna oTKIMKOB, CHUXKeHne
BpemeHu 3aKpbiTna BakaHcuu (Time to Fill), cokpalieHne TekyuecTu Kaapos

PeKpyTUHIOBble KaMMNaHUK

KamnaHuu, HanpasfeHHblie Ha NPUBAeYEeHre LieneBblX rpymmn
KaHAWOATOB AN 3aKPbITUA aKTyanbHbIX BakaHCUN. OLeHnBaeTcs
KOMM/IeKCHbIN MOAXO0A: OT aHanu3a ayauTopun n pa3paboTKu
KOMMYHMWKALMOHHON KamMMnaHUM 40 3a4eACTBOBAHHbIX KaHaMNoB
KOMMYHMKALUWU U KOHBEPCUU B LieneByto action-meTpuky (OTKNKK,
aHKeTa, HanMm).

BU3HEC-KPI: CPH (Cost per hire), Cost saving n gpyrue 6usHec nokasarenu, rno
KOTOPbIM MOXXHO NpOoCneanTb CBA3b 6M3Hec-pe3ynbrata ¢ HR-3aaauyamu, 6bICTpoTa
N 3(pPeKTUBHOCTb AocTuxeHus HR KPI

MAPKETWUHIOBbBIE KPI: ROI, Awareness, UMuaxeBble 6peHa-MeTPUKK, NOKa3aTeNnu
BOPOHKM Hanma

TEXHUYECKWUE N MEAUA-KPI

OxBart, CPA, CTR, CHIKeHne BpemMeHu 3aKpbiTua BakaHcum (Time to Fill)

BHyTpeHHne HR
KOMMYHUKaLUK

BHYTPEHHME KOMMYHUKALNU N MEePONPUATUS: KOMMJTIEKCHbIE
peweHnsa NN oTaenbHble akKTUBaLUN, HaULeNeHHble

Ha yaepXXaHue, pa3BuTue n MOTUBALMIO COTPYAHUKOB,
CO3AaHNe KOpNnopaTUBHOM KyNbTypbl, paboTy C TaNaHTaMmn U
3(P(eKTUBHO pellatolLme KopnopaTuBHble 6U3HeC-3a4aun.
O6pa3oBaTefibHble NPOrpaMmmbl, KOPNOPATUBHbIE
YHUBEPCUTETbI, aKaJieMNN, OHNAUH 1 ODNaNH MeponpuaTns,
nporpammbl NOSANIbHOCTU ANSA COTPYAHUKOB, MH(DOPMaLMOHHbIE
nnaTtdopmbl, KOPNOPATUBHbIE KOMMYHUKALMK U NIP.

BU3HEC-KPI: Cost saving n gpyrue 6M3Hec nokasaTenun, N0 KOTOPbIM MOXHO
npocneanTb CBA3b 6U3Hec-pe3ynbTaTta ¢ HR-3agauamu

MAPKETUHIOBbIE KPI: Engagement u cBA3aHHble nNoka3aTesnu, NoANbHOCTb
COTPYAHUKOB, Retention rate, eNPS, pocT nmnaxeBbix METPUK, NOKa3aTeNu
BupanbHocTu (ecnu npumeHUmo)

TEXHUYECKUE N MEOWA-KPI: OxBaT, COKpaleHne TeKyuyecTn Kagpos u
CHWKeHne oTToKa, KoHBepcua (open/click rate, nocewaemoctb MmeponpuaTun),
OLEHKa MeponpuaTnm

ﬁ‘ awards
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KONNABOPALN

HomuHauusa

OnucaHue

KPIs:

Konna6bopauusa 6peHaoBs

B 3TOM KaTeropun HarpaxaawT NOMHOLEHHbIe Konnabopauuu,

a He NPOCTO COTPYAHMNUYECTBO Mexay 6peHaamMu, KOTopble
PAaBHOLIEHHO OTBEYAOT HA MAPKETUHIOBbIE BbI30Bbl 06€MX

(unn 6onee) napTHepoB. B JAHHOWN KAaTeropun BaykHO BAXKHO
060CHOBATb peneBaHTHOCTb Bbibopa NapTHEpa 1 hopmata
NapTHEPCTBA ANS peleHnss KOHKPETHbIX 3afa4, a TaKXe NoKasaTb
KPIs 1 pe3ynbtaTbl ANS KXA0ro bpeHga-yvyacTHuUKa.

Ba)KHO: NPeAO0CTAaBUTD AHHDIE [J11 KAKAOI0 13 YYaCTHUKOB NAPTHEPCTBA!
BU3HEC-KPI: ROI, PocT npogax un npuébinn, Aonsa poiHka. MAPKETUHTOBBDIE KPI:
3HaHue 6penaa (Brand Awareness), lMokasatenu NpUBNEUYEHNA U yaepxaHua
knueHtoB. TEXHUWYECKUE KPI: OxBaT, BupanbHocTb, PR-value,J1oa1bHOCTD,
NpeanouteHune (Favorability)

CnoHCOopCTBO

MpoaBmxeHne ycnyr Uam NPoayKToB uepes CNoOHCMpPOBaHMe
MeAUNHbIX MPOEKTOB, COOLITUN U MEPONPUATUN

MAPKETWUHIOBBIE KPI: 3HaHue 6penaa (Brand Awareness), bpena-meTpuku,
Brand lmage Attributes (CoBpemeHHbIN, YeCTHbIN, N8 TaKuX, KaK s, 1 T.4.),
OcBeloMNIEHHOCTb (HOBbIV NPoAYKT unu ycnyra), MpobHble nokynku (Trial).
TEXHWYECKUE N MEAINA-KPI: Affinity, U3ameHeHus oTHowweHua /BocnpuaTus (turn
negative to positive)

CNOPTUBHbIN MAPKETUHT

I Mura [:TABI]I(I

KOMMYHMKALWOHHbIE MPOEKTbI, peann3oBaHHble B NPUBA3KeE K
CNOPTUBHOWN TEMATUKeE, NOO6bIM CNOPTUBHBIM MEPONPUATUSAM,
Kny6am n coobLlecrtesam, B TOM Umcne KnbepcnopTUBHbIM.
Ba)XXHO NokKasaTb, KaK Tema CMopTa, y4acTue B KOHKPETHOM
cobbITUKN Unu Konnabopauusa c knyéom |/ apyrum 6peHaom
nomornu 6peHay 3 MEKTUBHO AOCTNYb MOCTABNEHHbIX LEenen

BU3HEC-KPI: ROI, PocT npogax un npubbinun, fonsa ppoiHka MAPKETUHTOBBIE KPI:
3HaHue 6peHpa (Brand Awareness), Moka3atenu NpuBneYeHNa 1 yaepxaHus
KNNUeHToB, J10ANbHOCTD, lNpeanoyTteHune (Favorability), NHAEeKC roTOBHOCTU
pekomeHaoBaTb onepatopa (Net Promoter Score), bpeHa-metpukn, Brand
Image Attributes (CoBpemeHHbIN, YecTHbIR, [1NA TaKuX, KakK f, 1 T.4.)
TEXHUYECKUE N MEAWA-KPI: OxBaT, [Noka3satenu BUPanbHOCTUN KOHTEHTA U
BOB/IEUEHHOCTM NOMb30BaATENEN

ﬁb
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KPEATUBHAAl SOODEKTUBHOCTD

npun nogaepxke: OKKAIVI CREATIVE

Ansa 3a9BOK, NOAAHHbIX B HOMMHALMW KaTeropum A Tak)Xe, B 3TOW KaTeropum cyabsaMn yuYnTbiBaeTCA COOTBETCTBMNE KENCOB AOMNOMHUTENbHbIM
“KpeaTtuBHas 3phpeKTUBHOCTDL", UTOroOBas KpUTepusm:

OUuEHKa NoACUNTbIBAETCA C yueTom cnepaywero  Pe3ynbraTbl UCCNepaoBaHun [ 3amepbl KpeaTUBa.

pacnpepeneHus Beca 6/10K0B 3aaBKu: PekomeHAayeTca [06aBNATb B 610K «Pe3ynbTaTbi»

e [loHMMaHue ayauTopun.
KOHTEKCT + BbI30B + Lenu

HacKonbKO TOUHO 6peHa MOHMMAET ayaAuTOPUIO N NonagaeT B ee NOTpebHOCTH

CTpaTerus

P e OpUrMHaNbHOCTD.
pea n ee peanusaums CBeXeCTb U HelWabMoOHHOCTb NOAX0Aa B KOMMYHUKALUN/BU3YaNbHOM peLleHnn
Pe3ynbTaThl e  JMOLMOHANDbHbIN PE30HAHC.

HoBoe 3HaHMe BUPANbHOCTb 1 Np.)

HomuHauuna OnucaHue

Cnoco6HOCTb BbI3bIBaTb CUMbHYIO peakLuio notpebutena (BoBNeYeHHOCTb ayauTopun,

KPIs:

Big Idea B AaHHOWN HOMUHALMWN OLEHNBAIOTCA MACLITabHble KpeaTUBHbIE
naeu (big idea) ans noctpoeHnsa 6peHAOB — C YETKUMM
06beguHAIOWMMM 31eMeHTamn. OHK 3a4al0T HanpaBeHue,

a TaKXXe paboTaloT Ha Y3HABAaeMOCTb, 3aMOMMUHAEMOCTb
KOMMYHUKaLMK 6peHaa n 6usHec-pesynbrarhbl.

BU3HEC-KPI: MeTpuKu, KOTopble HarnsaaHo NoKa3biBaloT BINAHNE KPeaTUBHbIX
peleHnn Ha 6u3Hec-pesynbTaTbl (€CNM NPUMEHKMO)

MAPKETWUHIOBbIE KPI: BHT-nokasatenu, Umugxesble meTpuku, Awareness, Brand
Loyalty, Purchase intent, Social Buzz, Likeability, Consideration

TEXHUYECKNE U MEOWUA-KPI: Engagement, noka3aTenn KOHBepCcuu, pesynbraThbl
TeCTUPOBAHUA KpeaTuBoB

JononHuTeNbHbIE KPpUTEpPUMN:

- He MmeHee 2-X peann3oBaHHbIX KAMMNAHUW NO4 OAHOWN KpeaTUBHOW naeen

- [M6KOCTb KpeaTUBHOMN pamKi (BO3MOXXHOCTb aanTaLum nof pasHble KaHasbl,
NP 3TOM COXPaHAA KOMMYHUKaLMOHHbIe brand cues) ﬂ

-
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HomuHauyusa

OnucaHue

KPIs:

KpeatnBHaa peknamHas
KamnaHus

B JAQHHOW HOMMHALIMKN OLEHMBAIOTCA OJHOKPATHbIE PEKNaMHble
KamnaHuu, B KOTOPbIX KoUeBoe BANAHNE Ha 3(p(heKTUBHOCTb
Pe3yNnbTaToOB OKAa3aHO Bbl6PAHHbIM KPeaTUBHbIM peLleHnem unmu
naeemn.

TaKTU4eCcKne, ce30HanbHble NNu gpyrne oAHOKpaTHbIe
KOMMYHWKALIMOHHbIE/MPOMO KammnaHuK, B OCHOBE KOTOPbIX
NEeXUT CUNbHOE KpeaTuBHOE pelleHne/naes, KoTopble Npu3BaHbl
PeLWnTb KOHKPETHbIE 3aaa4n 6u3Heca B 3afjaHHbIN NePUOA.

BU3HEC-KPI: MeTpunKu, KOTOpble HarnagHo NoKa3biBaKT BAMAHME KPpeaTUBHbIX
pelleHunit Ha 6U3Hec-pe3ynbTaThbl (€cnu NPUMeHNMo)

MAPKETWUHIOBbIE KPI: BHT-noka3artenu, imua)xeBble MeTpukin, Awareness,
Purchase intent, Trial, Likeability, Consideration

TEXHUYECKNE U MELAWUA-KPI: Engagement rate, nokasaTtenun KOHBepCuu,
pe3ynbraTbl TeCTUPOBAHUA KpeaTnBoB

KpeaTuBHbIN CNeLnpoeKT

HoMuHauma Ana HecTaHAaPTHbIX aKTUBALMIA U MPOEKTOB B OJHOM
WK HECKOMbKUX KaHaNax KOMMYHUKALUK, KMOUYEBYIO ponb B
KOTOPbIX UTPAET KpeaTUBHOE pelleHne 1 ero peannsaums.
CrieynpoekT - 3TO aKTUBaLMs, KOTopas peLlaeT cTpaTernyeckume
3aJaun 6peHaa yepes HecTaHAapTHbIe NoAXoAbl, co3aBasn 6onee
CUNbHbIE 3MOLNOHANbHbIE CBA3M, YEM TPAAULIMOHHAA PeKNama:
NCTOPUSA, COBbITUE, YHUKANbHbIN OMbIT, MeponpuaTAe Unu ap.

BU3HEC-KPI: MeTpuKK, KOTOpble HarmaaHo NoKa3biBaloT BINAHMNE KPeaTUBHbIX
pelleHunit Ha 6U3Hec-pe3ynbraThbl (€cnu NPUMeHNMo)

MAPKETWHIOBBbIE KPI: Awareness, Consideration, PR-3chdekT, umnaxeBble
METPUKHU

TEXHWYECKUE N MEAWA-KPI: Reach (OxBartbl), Engagement, nokasatenu
KOHBEpPCUM, NOKA3aTeNn CTOMMOCTI KOHTaKTa/MpuBneYeHnsa KNnMeHTa, pesynbraThl
TEeCTUPOBAHNSA KPeaTUBOB

TeXHONOTrNUHbIN KpeaTnBs

B pamKax JaHHOW HOMUHALMMN OLEHUBAIOTCA NPOEKTbI, B KOTOPbIX
ncnonb3oBaHue TexHonorun (Al, AR, VR 1 np.) ABNSieTcA 0CHOBOA
KpeaTuBHON naeun. B 3aaBKe HEO6XOAMMO MPOAEMOHCTPUPOBATD,
YTO TEXHOMOMUNA ABNAETCA He NPOCTO UHCTPYMEHTOM peann3aLuuy,
a HEOTbEeM/IEMOWN YACTbO KAMMNAaHUMN.

BU3HEC-KPI: MeTpuKK, KOTOpble HarnaaHo NoKa3biBaloT BNAHMWE KPeaTUBHbIX
pelleHunit Ha 6U3Hec-pe3ynbTaThbl (€cnu NPUMeHNMo)

MAPKETWHIOBBbIE KPI: Awareness, BHT-noka3artenu, PR-3adhdekT, Social Buzz
TEXHUYECKNE U MELAWA-KPI: Engagement, noka3aTtesin KOHBepCumn, pesynbraTbl
TeCTUPOBAHNA KpeaTnBOoB

5‘ awards
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MEAWA

HomuHauusa

OnucaHue

KPIs:

bpeHANPOBAHHbIN KOHTEHT

YcnewHas uHTerpaumsa 6peHa B KOHTeHT no6oro Tuna (cosgaHue
HOBOIO KOHTEHTA): MH(POPMALIMOHHBIN, UHTEPAKTUBHbIN, UTPOBOW,

pa3BfeKkaTenbHbI B NO6bIX Meana, B ohnanH 1 B ANIKNUTAN
cpene. BaXXHO pacckasaTb, NoYemy 1 Kem 6bi1 CO34aH 3TOT

KOHTEHT (M3gatenem nnu cammm 6peHaoMm), Kak OH AOCTaBMEeH A0

Nob30BaTeNs, KAK BOBNEKanacb ayAnTopus N Kakum o6pasom
BCE 3TO NOBMNANO HA JOCTVKEHNE MAPKETUHIOBbIX N BU3HEC-
pe3ynbTaToB

BA3HEC-KPI : Bce MAPKETUHIOBBIE KPI: Brand Awareness, bpeHa-meTpukuy,
Nmunpxesble atpnbyTbl TEXHUYECKUE N MEAWA-KPI: OxBaT, [Toka3aTenu ypoBHS
BMPANbHOCTN KOHTEHTA 1 BOBNEUYEHHOCTU NoNb3oBaTenen, PeHTabenbHOCTb 3aTpar

KamnaHuu ¢ ogHUM KaHalom
KOMMYHUKaLWUW

PeknamHble KamnaHUM C OAHUM KaHANIOM KOMMYHUKaLMK

(TB, HapyXHas peknama, peknama B npecce, paguo v np.)

WA peann3oBaHHble Ha ogHOW Naowaake. OueHNBaEeTCS
CTeneHb NOHUMAHUA PeKnamoaaTeneM CBOeN ayautopumn, npu
KOTOpOW 6peHa n MeananapTHEP TOYHO 3HAKOT, KAKOW pecypc
MCNONb30BaTb AN151 AOHECEHMA PEKNAMHOIO COObLEHUS, U
MaKCUMU3UPYIOT OTAAYY Ha MeananHBECTULINK

BU3HEC-KPI: ROI, ROMI, ROAS, lNMpoaaxu, 4ona pbiHKa
MAPKETWUHIOBbIE KPI: Bce

TEXHUYECKUE N MEOUA-KPI: Engagement rate, Affinity, MokasaTtenu
peHTabenbHOCTY

MeanamHHoBaLUUA U
Mmegunaunges

Harpaga B 3TOM HOMUHALMW NPUCYXXAAETCSA TEM, KTO CyMen
BbINTWN 32 PaMKKN CTAaHAAPTHOM MeanacTpaTerum, nepseble B
CBOEN NPOAYKTOBOWN KaTeropum npuayman n 3cphekTnBHo
NCNONb30BaN HOBblE MeAMANHCTPYMEHTbI, OTKPbI/T HOBbIE
KaHabl B3anmogencremsa ¢ LA nnm TBopUYeckn NepeocmbiCn
TpaauLUMOHHbIe, 06ecneumB TaKMm 06pa3om BHUMAHKE U
BOBJ/IEUEHME ayaAUTOPUN.

B3HEC-KPI: Bce

MAPKETWHIOBDbIE KPI: Brand Awareness, bpeHa-meTpukn, UMmnaxesble aTpubyThbl
TEXHUYECKUE 1 MEOWA-KPI: OxBaT, NMoka3aTtenu earned media/PR Value,
[loKa3aTenu ypoBHS BMPANbHOCTU KOHTEHTA 1 BOBNEUYEHHOCTUN NOMb30BaTeNnen,
[loCcTpoeHne SMOLMOHANbHOWN CBA3M C ayanTopuen

ﬁb
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MEAWA

HomuHauusa

OnucaHue

KPIs:

[TapTHepcCTBa C
MmefVaKaHanamu u
nnowagkamu

KamnaHuun, kotopble 30EeKTUMBHO AOCTUINN CBOEWN ayaAUTOPUN
yepe3 NAPTHEPCTBO UM CTPATErMUECKY0 MHTErpauunto
6peHpa B KOHTEHT MeananapTHepa (nnowagku nnu
nnatchopmbl). 3aABKa JOMKHA NPOAEMOHCTPUPOBATb, Kak
6peHa NHTErpUPOBANCa B NPaBUIbHbIN 1 BOBNEKAKOLW NN
nonb3oBaTens KOHTEHT. O60CHYyNUTe CTpaTermMuyeckuin Bblbop
NapTHEpPA: KAK UMEHHO 3TOT NapTHEP / KaHan u 3ToT hopmat
obecneunnun oOCTMKEHNE NOCTAB/EHHbIX Pe3ynbTaToOB. BaXKHO
nokasaTb KPIs n pe3ynbTaTbl ANs KaXA0ro 6peHaga-yv4acTHUKa
KaMnaHnu

BA3HEC-KPI: Bce

MAPKETWUHTOBbIE KPI: Bce

TEXHUYECKVE N MEOANA-KPI:

OxBar, Moka3aTtenu earned media/PR Value/Free coverage/ Social buzz,
PeHTabenbHOCTb 3aTpar

Performance Marketing

B 3TOM KaTeropun otmeuatoTcs Hanbonee shheKTUBHbIE
performance-kamnaHuu B meauna. Heobxoammo
NPOAEMOHCTPUPOBATb, KAK peKaMHaa KaMmnaHus npueena K
6n3Hec-pesynbraTam

BU3HEC-KPI: ROI, MNMpogaxu

SMM

KamnaHuu, KOTOpble MCNONb30Ban CoumnanbHble CETU

B KQuecTBe IMaBHOro KOMMYHUKALWOHHOIO KaHana npu
06LEeHNN CO CBOEN ayauTopuen, n, bnarogaps stomy Bbib6opy,
006MNNCb 3HAUUTENbHbIX NOKa3aTeneun 3ppekTUBHOCTY U
6u3Hec-nokasartenen (Npogaxmu)

BU3HEC-KPI: ROI, ROMI, ROAS. MAPKETUHIOBBbIE KPI: Brand Awareness,
bpeHg-meTpukn, Umngxesbie atpnbytbl TEXHUYECKUE N MEAWA-KPI: OxBar,
Nokasatenu earned media/PR Value/Free coverage/ Social buzz, Moka3atenu
YPOBHSA BUPaNbHOCTU KOHTEHTA 1 BOB/TEUEHHOCTU NONb30BaTeNen

ﬁb
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CUTYATUBHbIN MAPKETUHI

HomuHauusa

OnucaHue

KPIs:

Peakuusa Ha cobbiTne nnu
NH(ONOBOL

B 3TOMN KaTeropumn HarpaxaarT KOMMNAHUK, KOTOPbIE 3a CYET
onepaTUBHOM U 3apaHee He NoAroTOBNEeHHOWN peaKunu

Ha BHeLWHMWe cobbiTusa (Takne, Kak CNopTUBHbIE COBbITUS,
MeaunHble NN 06LLEeCTBEHHO 3HaUMble HOBOCTH) C MOMOLLbIO
MAPKETUHIOBbIX 1 KOMMYHUKALMOHHbIX UHCTPYMEHTOB CMOITIN
MOKa3aTb 3HAUYUTENbHYIO MAPKETUHIOBYIO 3(P(PEKTUBHOCTb U
NpuBAeUb HOBbIX / YBENNUNTb NOSANbHOCTb CYLLECTBYHLLMX
notpeébutenen.

OpHa ¥ Ta )Ke 3asiBKa MOXXET NOAABATbCA TOMbKO B OAHY U3 ABYX
KaTeropui: Peakuus Ha co6biTue unvm Ce3oHHbIN MAPKETUHT.

BU3HEC-KPI: PocT npoga. BaXkHO: cCpaBHeHUe pocTa B pe3ynbTaTe KamnaHum ¢
POCTOM B KaTeropuu B 3TOT nNepuop,

MAPKETUHIOBBIE KPI: Mpo6Hble nokynku (Trial), MokasaTenu npueneveHns u
yaepXaHuAa KNNeHToB

TEXHUWYECKUE N MEOWNA-KPI: NMoka3aTenn BOBMEUEHHOCTW, U3MEHEHNE OTHOLLEH WS
/BocnpuaATua. Nepunoa npoBeaeHusl, CKOPoCTb peakLum, 06LLecTBEHHaa peakums
L0OCTUTHYTasA B pe3ynbTaTe OTK/INKA U3Mepsiemast B 3KBMBAJIEHTe Meana 61oaxeTa.

Ce30HHbIN MAPKETUHT

B 3TOM KaTeropum HarpaxaaT KOMNAHUK, KOTopble
CKOHLIEHTPUPOBANN CBON MAPKETUHIOBbIE YCUNUS BOKPYT
Ce30HHOro neproaa akTMBHOCTK noTpebuTenen (Hosbin rog,
Back to School, renaepHble NpasgHuKK), NPoAEMOHCTPUPOBAY
BbICOKMU YpOBEHb 3h(PEeKTUBHOCTN N BU3HEC-pe3ynbTaThl.
OpHa 1 Ta XKe 3aABKa MOXXET NOoAABaTbCA TONMbKO B OAHY U3 ABYX
KaTeropui: Peakuus Ha co6biTue unv Ce3o0HHbIN MAPKETUHT.

BU3HEC-KPI: PocT npoga. BaXkHO: cCpaBHeHMe pocTa B pe3ynbraTe KamnaHum ¢
POCTOM B KaTeropuu B 3TOT nepuon

MAPKETUHIOBBIE KPI: Mpo6Hble nokynku (Trial), MokasaTenu npusneveHns u
yAep>XaHnA KNNeHToB

TEXHUWYECKUE N MEOWNA-KPI: Moka3atenn BoBneUEHHOCTH, I3meHeHuns
OTHOLLEHUs1 /BoCNpuUATHSA
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CNEUWANDbHDBIE AVYAUTOPUN

HomuHauus

OnucaHue

KPIs:

[eTCKNN MapKEeTUHT
(netn po 12 net)

YcnewHble KOMMYHUKALMOHHbIE KaMMNaHWW, HanpaBeHHble Ha
ayanTopuio Ao 12 net BKNOUYUTENbHO. MPUBETCTBYETCA CChINKA

Ha OrpaHUYeHUNs 1 cneunanbHbie TPe60BaHMs, CBAA3AHHbIE C
0ETCKON peknamou. BayHO: peknama AeTCKUX TOBapPOB U YCAyr,
HanpaB/ieHHAsA HA poauTenen, MoXKeT 6bITb NOJAHA U B 3TY, U B
Apyrne HOMUHALMK

BU3HEC-KPI: ROI, Mpogaxu, npunbblb, 4ONA pbiHKA, [IPOHUKHOBEHNE B KaTeropuu
MAPKETWUHIOBbIE KPI:Brand Awareness, bpeHaAMeTpuku, iameHeHne BoCcnpuaTus,
nosegeHus, Mokasatenu BHT (Brand Health Tracks)

TEXHUYECKUE N MEANA-KPI: OxBaT, [NloKa3aTenu ypoBHS BOBIEYEHHOCTY
nonb3osateneu, MocTpoeHne 3MOLUMOHANbHOMN CBA3U C ayauTopuen

3penbin BO3pacT
(ayautopus 55+)

YcneluHble KaMnNaHuK, TapreTupoBaHHbIe Ha 3penyto ayanuToputo

BU3HEC-KPI: ROI, Mpoaaxwu, npunbblnb, 4ONA pbiHKA, [IPOHUKHOBEHNE B KaTeropuu
MAPKETUHIOBbIE KPI:Brand Awareness, bpeHa-meTpuku, ismeHeHue BOCMpuUATHS,
nosegeHus, Mokasatenu BHT (Brand Health Tracks)

TEXHWYECKUE N MEOWNA-KPI: OxBaT, [Moka3aTenu BOBIeYEHHOCTW NOoMb30BaTenen,
[loCcTpoeHne SMOLMOHANbHOWN CBA3M C ayanTopuen

MonoAeXHbI MAPKETUHT
(nogpocTKu 1 monogble
noan 0o 24)

YcnelHble KaMnaHuW, TAapreTuPoBaHHbIe HA NOAPOCTKOBYHO U
MONOAEXHYI0 ayAUTOPUIO

BU3HEC-KPI: ROI, Mpoaaxwu, npunbblnb, 4ONA pbiHKA, [IPOHUKHOBEHNE B KaTeropuu
MAPKETWUHIOBbIE KPI:Brand Awareness, bpeHaMeTpuku, iameHeHune BoCnpuaTus,
nosegeHus, Mokasatenu BHT (Brand Health Tracks)

[Tfporpammbl NOANbHOCTH

[Mporpammbl NOANbHOCTU KaK rMaBHbIN ApanBep

3 (PEeKTUBHOCTU. [1NA NPOEKTOB, CTUMYNNPYIOLWMNX POCT
0OBepUs N yCTAaHOBNEHMNE AONTOCPOYHbIX OTHOLIEHUN MexXay
nokynarenem v npogasLom/6peHaom.

3TO MOTyT 6bITb:

* OTAeNnbHble AaKTUBHOCTU, B paMKax Nporpamm nosnbHOCTHU C
yKa3aHMEeM Lenu 3anycka

* MapKeTMHroBble CTpaTermn, HanpPaBNEHHbIX HA YAEPXKaHne
NHTEepeca KNNEeHTOB K bpeHay 1 CTUMYNMpPOBaHNE nX K
MOBTOPHbIM MOKYMKaM.

3as8BKN MOTYT NoAaBaTbCA 6PEHAOM, pUTENTIEPOM UNN
Pa3paboTUMKOM NPOrpaMmbl NOANbHOCTMW.

BU3HEC-KPI: U3meHeHMe KonnyecTsa NOKYNoK B MecsL, Ha 1 KNWeHTa, U3meHeHune
CpeaHero yeka, uameHeHue LT (cpoka XuU3HW) HOBbIX KNMNEHTOB, MPUBNEUEHHbIX

B PaMKax aKTUBHOCTU VS KNMEHTOB, NPUBIEUEHHbIX BHE Nepuoaa aKTUBHOCTH,
NpoHuKHoBeHue B PTO (pO3HMUHbIN TOBAPOO60OPOT), MPOHUKHOBEHME B YeKH,
KONTMYECTBO HOBbIX MPUB/IEUEHHbIX KITMEHTOB

MAPKETUHIOBbIE KPI: NPS (Net Promoter Score), CSI (Customer Satisfaction

Index), CRR (ypoBeHb yaepxaHusa knueHTos), CCR (ypoBeHb OTTOKa KnneHToB), RPR
(CKOpOCTb MOBTOPHOWN NOKYNKK), KO3MMULMEHTbI y4acTUA 1 norateHns”

=
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HomuHauus OnucaHue KPIs:

Community marketing B 3TOM KaTeropum HarpaxaarT KaMnaHUK, KOTopble CMOITN BU3HEC-KPI: Mpogaxu, 4ona pbiHka ([eHbru, WTyKn), neHetpaums
3peKTUBHO 1 3P EKTHO NoaAepPKaTb LEHHOCTN KOHKPETHOIO MAPKETWUHTOBDIE KPI: Brand Awareness,
coobuectsa Ans BbINOHEHUS COBCTBEHHbIX MAPKETUHIOBbIX Consideration, Purchase Intent,Brand Image Attributes

Lenen. B faHHOW KaTeropum BaxHo 060CHOBATb CBA3b HpeHaa 1
LLIEHHOCTEeWN AAaHHOI0 CO0bLECTBA M OTBETUTb HA BOMPOC, KaK 6binn
pelLleHbl cTosAlMe nepen KOMNAHMEN 3aa4m MMEHHO C MOMOLLbIO
NCNOMb30BAHNSA LEHHOCTEN, NHCAUTOB, TPAANLINN AAHHOW Cpeapbl

B2B YcneLHble MapKeTUHIOBbIe KAMNAHWUW, HanpaBneHHble Ha 6usHec-  BU3HEC-KPI: ROI, npoaaxu, Aons pblHKa, NPOHUKHOBeHMe (penetration)
ayauTopuio (B2B). B HOMUHALMK paccMaTpUBaKOTCA NPOEKTbI, MAPKETWHIOBbIE KPI: Awareness, Trial, lpnBneueHue knueHTtos, NPS, nokasarenu
OPUEHTNPOBAaHHbIe HAa NPOoABMXeHWe TOBapPOB U YCNyr cpenu yOEPXaHNS KMMEHTOB 1 ApP. METPUKM customer experience
KOMMNAHWW, BKOUas: pelleHns AN KopnopaTUBHbIX KNEHTOB, TEXHUYECKNE N MELAWA-KPI: OxBaT, KOHBepcus, nokasaTen CTOMMOCTU
ONTOBbIE NPOAAXKN, NPOdIECCUOHASIbHbIE YCYTN, MEPONPUATUS npuBneyeHns u yaepxaHus knnextos (CPA, CPL, CPO)

ans 6usHec-ayauTopun, NPorpaMmmbl NOSIbHOCTUA 1 Apyrue TUnbl
B2B-kOMMyHUKaLUK.
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TOProBbll1 MAPKETUHTI

HomuHauusa

OnucaHue

KPIs:

MynbTun- unu
OMHMWKAHAaNbHbIN TOProBbIN
MApPKETUHT AN puTennepos

B 3TOM HOMUHALMW HArpaXXAaloTca puTennepbl, KOTOpbie YCMeLHo
MCMOMb30Ba/IN HECKOMbKO KAHAOB KOMMYHMWKaLMK 1 NPOAAX ANs
pelleHns 3agayn pocTa Npoaax

BU3HEC-KPI: ROI, npoaau, Jona pbiHKa, MpoHukHoBeHue (Penetration)
MAPKETWUHIOBbIE KPI: loToBHOCTb paccmatpuBatb (Consideration), HamepeHue
kynuTb (Purchase Intent), Moka3atenu npuBneyeHnsa n yaepKaHna KNMeHToB,
NoanbHocTb, MpeanouTteHune (Favorability), Shopper satisfaction rate (nokasatenb
y[I0B/IETBOPEHHOCTU NOKYNKow), Acquisition rate, Churn rate (noka3sarenb
TeKyuecTu nokynaresnei), Repurchase rate (nokasartenb NoBTOPHOW MOKYMNKMN)

MynbTun- unu
OMHUKAHANbHbIN
TOProBbll MAPKETUHT ANS
npoussoauTenen

Mpoun3BoguTenn, peannm3oBaBLUNE UHTErPUPOBAHHYIO
CTpaTernto akTMBALMKN HECKONbKUX KAHANOB NPOJAXK B PaMKaXx
OMHMKaHaNbHOro NOKYNaTe/bCKOro Nyt Ans peleHuns 3agaum
pPOCTa NPoJaX

BU3HEC-KPI: ROI, npoaau, Jonsa pbiHKa, MpoHukHoBeHue (Penetration)
MAPKETWUHIOBbIE KPI: foToBHOCTb paccmatpuBatb (Consideration), HamepeHue
kynuTb (Purchase Intent), Moka3atenu npuBneyeHnsa n yaepKaHna KNMeHToB,
NoanbHocTb, MpeanouTteHune (Favorability), Shopper satisfaction rate (nokasatenb
y/I0B/IETBOPEHHOCTU NOKyNKow), Acquisition rate, Churn rate (noka3sarenb
TeKyuecTu nokynaresnei), Repurchase rate (nokasartenb NoOBTOPHOW MOKYMNKMN)
nokynarenen), Repurchase rate (nokasatenb NOBTOPHOWN NOKYMKW).

CobcTBEHHAA TOProBas
MapKa

YcnewHble KaMNaHWmM Mo NO3MLUUOHUPOBAHWIO, 3aMYCKY U
NPOABMXEHNIO COBCTBEHHbIX TOProBbIX Mapok (CTM) putelrinepos

BU3HEC-KPI: lons pbiHKa / cermeHnTa CTM, MapnHanbHocTb CTM, O6Wwun 06bem
npoaax, ROI

MAPKETUHIOBbIE KPI: 3HaHue 6peHaa (Brand Awareness), OcBeAOMITEHHOCTb
(HoBbIV NpoAYKT unu ycnyra), FotoBHOCTb paccMmaTtpusaThb (Consideration),
HamepeHue kynutb (Purchase Intent), Mpo6Hble nokynku (Trial), Mokasatenu
NPUBNEUEHUA U yaepXaHUa KNNEeHTOB, NoANbHOCTb, MpeanouteHune (Favorability),
Shopper satisfaction rate (nokasatenb ya0BNeTBOPEHHOCTM NOKYMKoM), Acquisition
rate, Drop out rate (noka3artenb Tekyuectu nokynarenen), Cross - sell / upsell
within loyalty platform, Repurchase rate (noka3atenb NOBTOPHOMN MOKYMKW)
TEXHUYECKWNE N MEINA KPI: OxBar, Affinity, PeHTabenbHocTb 3aTpat (CPA-cost per
action / cost per acquisition — LieHa 3a AencTeue,

CTOMMOCTb NPUBNEUYEHUS)

=
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HomuHauusa

OnucaHue

KPIs:

TOProBbiN MAPKETUHT OHNAWH
n e-commerce

B 3TOM HOMMHALMKN HArpaXXaaoTCs NPoOn3BoaMTENN N €-Com
puTennepbl/MapKeTnnelncbl 3a ycrnewHoe BHeapeHne cnocobos
B3aMMOAENCTBUA 6PeHA0B C NOKyNaTeNnsiMn B OHTANH KaHarne,
OCHOBAHHbIX HA MTY6OKOM 3HAaHNWN NOTPEBUTENBCKUX NHCAUTOB U
aHanun3e NnoBeAeHnsa NOKynaTeneu.

BU3HEC-KPI: lons oHnanH-npoaax, Poct npoaax B e-com, 1015 OHNANH NOMKWK,
Repeat Purchase Ratio, ROI, LTV, ARPU, EBITDA, CpaBHeHUe ¢ 061en ANHAMNKON
npogax B offline-cermeHTe 6u3Heca

MAPKETWUHIOBbIE KPI: CroumocTb npusneueHuns notpebutens, lons B obuiem
o6beMe NPUBNEUEHHbIX KNNeHToB, MpobHble nokynku (Trial), KoHBepcus, CPA,
[loka3aTenu npuBneyeHnsa n yaepxxaHua knmeHtos, NPS, CES, CSAT, Ratings &
Reviews (Mara3uHa / 6peHga / npoaykra), ATpu6yTbl (Yoo6cTBo, Mpeanoutexue)
TEXHUYECKWUE N MEOWNA KPI: Nocewaemoctb D2C, CR U3 KapTOuKu ToOBapa

B nokynky, Churn Rate, Cross-sell / Up-sell, OxBaT ayautopun, CTOMMOCTb
KOMMYHUKaUUn ¢ notTpeébutenem [laHHble NO KOHKYPEHTaM Kak 6eHUMapk

TOProBbli MAPKETUHT

odhdnanH

B 3TOM HOMMHALMKN HArpaXKAaTCA NPON3BOANTENN N PO3HUUHbIE
CETN 3a yCnewHoe BHeaApPeHNe CrnocoboB B3aMOAEeNCTBUS
6peHna0B C MOKynaTenssmMmn B TOProBbiX TOUKAX, OCHOBAHHbIX

Ha rMybOKOM 3HAHUW NOTPEOMTENBCKUX MHCAUTOB U aHanmn3e
noBeaeHnsa NoKynaTtenen.

BU3HEC-KPI: ROI, npopaxu, npubbinb, aonsa pbiHka (value, volume), KoHeepcus,
NpoHukHoBeHue (Penetration)

MAPKETWUHIOBbIE KPI: 3HaHue 6peHaa (Brand Awareness), OcBeAOMIEHHOCTb
(HoBbIV NpoOAYKT unu ycnyra), fotoBHOCTb paccMatpusaThb (Consideration),
HamepeHue kynutb (Purchase Intent), Mpo6Hble nokynku (Trial), Mokasatenu
NPUBMEUEHNA U yaepXaHUA KNNEHTOB, NoANbHOCTb, NpeanouteHue (Favorability),
Shopper satisfaction rate (nokasatenb ya0BNeTBOPEHHOCTM NOKYMKOM), Acquisition
rate, Drop out rate (nokasartenb Tekyuectn nokynarenen), Cross-sell / upsell within
loyalty platform, Repurchase rate (noka3artenb NOBTOPHON MOKYMKW)
TEXHWYECKUE N MEIWA KPI: OxBar, Affinity, PeHTa6enbHocTb 3aTpat (CPA-cost per
action / cost per acquisition — LieHa 3a feicTBre, CTOMMOCTb MPUBeYEeHNs)

JBONOLMA KaTeropumn/nonku

B 3TON HOMUHALMW HArpaXXaAoTCA NPOU3BOAUTENN U PO3HUYHbIE
CeTW, YCreLHo ONTUMKU3NPYIOLLME KaTeropuio/nonky Ha 6ase
rMy6oKOW aHANUTUKN NOKYMATeNbCKOro noseaeHns. KOHKYpCaHTbI
NOMKHbI NMOKa3aTb KaK 3HAHWA O MPOoJAXKaX, MOKynaTensx u
KOHKYpPEHTaxX MPWBENu K poCTy NPOoJaXK KaTeropuu vyepes
* NHCTPYMEHTbI aKTUBAaLMKN NOKynaTenewn y nonku (BbIkNaaka,
aCCOPTUMEHT U np.).
n/vnu
* yepes NHCTPYMEHTbI KaTeropUMNHOro MeHeMKMeHTa

BU3HEC-KPI: PocT npoaax 6peHaa/kateropuu, poct npubbinm, 4ona pbiHka/
kateropuu (value, volume), KonnuectBo nokynartenen 6peHaa/Kkareropuu,
KoHBepcus, NpOHUKHOBEHUNE

MAPKETWUHIOBbIE KPI: lToToBHOCTb paccmaTtpuBaTb (Consideration),
HamepeHue kynuTb (Purchase Intent), MokasaTenu npuBneyveHnsa n yaepxaHus
KnueHToB, loanbHocTb, MpeanouteHune (Favorability), Shopper satisfaction
rate (nokasaTenb yao0BNeTBOPEHHOCTU NOKYNKow), Acquisition rate, Churn

rate (noka3aTtenb TeKyuecTn nokynatenen), Repurchase rate (nokasartenb

NOBTOPHOW MOKYMKW).
=
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INFLUENCER-MARKETING

Mpu oueHKe KencoB, CyAbAMU TaKXKe YUUTbIBAETCA COOTBETCTBUE JOMNOTHUTE/TbHbIM KPUTEPUAM:

- Bbi6Op peneBaHTHbIX MHIOEHCEPOB: cOOTBETCTBME LIA 1 6peHay

- KauecTBO KOHTEHTA: HATUBHOCTb, OPUTMHANTBHOCTb, PpeNeBaHTHOCTb LIA, COOTBETCTBME LENAM KaMMNaHUK
- BupanbHbin achdekT

FoHOpap NepPCoH AOMKEH 6bITb BK/IIOUEH B 3aTPaTbl HA KAMMNAHUIO

HomuHauusa

OnucaHue

KPIs:

Influencer-marketing
KamnaHus

OAOHOKpaTHbIN MPOEKT € cenebputu, mera- (0T 1 M/H
NOAMMCYNKOB) UK Makpo-6norepamu (ot 100 TbiC. 4O 1 MAH
NOAMMCYNKOB), B KOTOPOM MU3BECTHasA NepCcoHa/areHT BANAHUA
yCrewHo UCNob30oBanuch Ans NpuBieyeHna BHUMaHNA

noTpebuTenen K 6peHay n peleHns NocTaBneHHbIX bBU3Hec-3aaaul.

BU3HEC KPI: ROI, npogaxku, npu6blsb, fOMs pPbiHKA, MPOHUKHOBEHME
MAPKETUHIOBbIE KPI: oceegomnéHHocTb (Awareness), BHumaHue (Consideration),
HamepeHue Kynutb (Purchase Intent), NOANbHOCTb, NOBTOPHAA MOKYMNKa U T.N.
TEXHUYECKNE U MEOWUA KPI: OxBaT, ER, npOoCMOTpPbI, PpenocTbl, LUTUPYEMOCTb.

Influencer Co-Creation

[IPOEKT, B KOTOPOM UHT0EeHcep CTan NONHOLEHHbIM COAaBTOPOM
NPOoAyKTa NN KamnaHuu. OLLeHNBAKOTCA aKTUBaLMK, rae yyacTue
areHTa BANAHMWA BbILLMIO 33 PAMKMN CTaHAAPTHOW UHTErpaLun u
BK/OYaN0o pas3paboTKy naen, cosgaHne sKCK3nBHOro chopmara
KOHTEHTa 1 aaanTaLuio Noj, CBOK ayaUTOPHUIO.

BU3HEC KPI: ROI, npogaxwu, npunbbinb, 4ONA PbIHKA, MPOHUKHOBEHME
MAPKETWHIOBbIE KPI; ocBegomnéHHocTb (Awareness), BHUMaHue
(Consideration), HamepeHune kynutb (Purchase Intent), noanbHOCTb, NOBTOpPHas
NOKyMNKa u T.M.

TEXHUYECKWUE N1 MEOWA KPI: OxBarT, ER, npocMoTpbl, penocTbl, LUTUPYEMOCTb

CuctemHbin influencer-
marketing

Always-on KamnaHuu n fonrocpouHasa pa6ora (ot 6 mecsLeB) €
6norepamu, Kak ¢ meana-kaHanom. KntoueBon Kputepumn — He
Pa3oBble aKLUu, a BbICTPOEHHAA CTPaTernsa B3anMoencTBuS
(Hanpumep: ambaccagopcTBo/UHMNOEHCep KaK 6peHa-crnmKep).

BU3HEC KPI: ROI, npogaxwu, npunbbinb, 4ONA PbIHKA, MPOHUKHOBEHUE
MAPKETUHIOBBIE KPI: Awareness, Consideration, Purchase Intent, nosnbHOCTb,
NOBTOPHAA NOKYyMNKa W T.M.

TEXHWUYECKWE N MEOWA KPI: InHamuka kntouesbix meTpuk (oxsatbl, ER, CPA

nap.)
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HomuHauusa

OnucaHue

KPIs:

KamnaHuu ¢ MUKPO- N HAHO-
NHNeHcepamu

[pOEKTbI, B KOTOPbIX KHOUEBYIO POSb Cbirpanu 6norepsbl ¢
He60NbLIOW, HO BOBTIEUEHHOWN ayanUTOPUEN: MUKPO-UHTIOEHCEPDI
(oT 10 000 oo 100 000 MOAMUCYNKOB) U HaHO-UHNOEHcepbl (00
10 000 nognucunkos). OLLeHNBAIKOTCA KaMMaHuu, NOCTPOEHHbIe

Ha AJOBepUM, MepCOHANIbHOM BANAHUN N TOUHOM TapPreTUHre.
Bo3moxkeH (hoKyC Ha NOKANbHbIX/ permoHanbHbIX 6110repoB.

BU3HEC KPI: ROI, npoaa>u, NpOHUKHOBEHUe

MAPKETUHIOBBIE KPI: Awareness, Consideration, Purchase Intent, nosnbHOCTb,
MOBTOPHAA MOKYMKa 1 T.M.

TEXHWUYECKUE U MEWA KPI: Oxsar, CPA, CTR, ER, BupyCHbI 3hhekT
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IMPACT

OBLUEKATEFOPUIHDIE KPI

E+ Impact oTmeuaeT KoMnaHuu,
HEKOMMepPUECKne N 06LeCTBEHHbIE
OpraHmnsauunm, KoTopble 4O6UBaOTCS
3HAUMMOrO 1 KAUeCTBEHHOTrO nporpecca B
pelleHnn COUNANbHbIX UTN 3KONOTNUYECKNX
npo6nem nocpeacTBOM MapPKETUHIOBbIX
KOMMYHUKauun. Harpaga E+ Impact
COCTOUT N3 ABYX 06060 LWMNX HOMUHALWN:
«3alnTa OKpYXatloLen cpeabl n ycTonunaoe
passutne» n «O6LWecTBO N YCTOMUYNBOE
pasBUTME» N MOAHOMUHALMN BHYTPU HUX.

KPI — Social Impact: JonrocpouHbie uenu.
BnnsHne Ha uamepumble 3KoNornyeckmne

N coumanbHble NokKasaTenn. BnmsaHune Ha
KaueCTBO XWU3HU, CUCTEMHbIEe CTPYKTYPbl,
BOBMEeYEHHbIE B CO3aHME UMK pelleHne
npo6nembl; noBegeHUYeCKne mogenu

1 NaTTepHbl. [TO3NTUBHOE BIUAAHNE HA
HeraTMBHbIe acnekTbl, BOSHUKAlOLWMNE B XoA4e
CBOEN XO3ANCTBEHHOW N ONEepPaLMOHHON
0eATeNbHOCTK, rae 6peHa ABNSAETCS

YacTblo pelleHna npobnembl (Hanpumep,
NCNoNb30BaHMe NNACTUKOBOWN YNAKOBKN —
BBOA YMNAKOBKU U3 BTOPUUHOIO Cbipbs [ 100%
nepepabatbiBaemMoCcTb ynakoBKku). Co3gaHune
06LLEeCTBEHHOIO ABMKEHUA. I3meHeHue
3aKOHOAaTeNnbCTBA. BbiCWas cTyneHb, MOXeT
NMETb HEMeATEeHHbIN NN OTCPOUYEHHDIN

(nporHosupyembin) achekT. HaxoanTcs

Ha o4HOWM cTyneHun c busHec-KPI, ectb
MNOCUNTAHHbIN 3P EKT OT AAHHOWN KaMNaHUW
Ha hmHaHCOBble Noka3aTtenu 6peHaa /
pacnpefeneHne CpeacTB Ha peunnmMeHToB —
nonyyatenen nomouwu / BonoHTEPOB /
cTopoHHUKoB (HKO).

KPI — Social Outcome: CpegHecpouHbie uenu.
OcBelOMNEeHHOCTb 0 Npobneme, U3meHeHMne
«Knuwe» [ cywecTBYOLWMX YoexXaeHnn

N CTepeoTunoB, M3meHeHMe OTHOLWEHUS

| noseneHus nogen (Hanpumep, Ha

6onee 3KONOrMyHoe 1 / AN coumanbHo
WHKN03MBHOE), CTUMyNMpoOBaHuMe crnpoca Ha
3KONOTUYHbIE NN COLMANIbHO OTBETCTBEHHbIE
ToBapbl / ycnyru [ 6peHabl. HaxoauTtca Ha
ofHOM CTyneHn ¢ MapkeTuHrosbimu KPI.

KPI — Social Output: KpaTtkocpouHbie uenmu.
3TO N3MepuMble B KOTMYECTBEHHOM
BbIpaXXeHNM NoKasaTenn: KONNUYecTeo
ayauTopumn, y3HaBLlWeN o Npobreme; 0XBaTbl U
BOBMEYEHHOCTb ayAUTOPUN B KOMMYHMUKALINIO
06 3KONOrMYecKom Unn counanbHou
npobneme, o6parHas CBA3b, UCCnegoBaHue
cBOen uenesoun ayantopun. Haxoautca Ha
OOQHOWN CTyneHu ¢ TexHuyeckumm n meamna-KPrl.

busHec — KPI:

ROI, Mpopaxu, npu6binb, aonda pbiHka (value,
volume), O6bEM NpuBNeUYEHHbIX cpeacTs (ons
HKO), BnuaHue Ha uHaycTpuio / cexkTop.

MapkeTuHrosbie KPI:

ROMI, 6peHa-KPI, noka3aTesnin BOPOHKMU
6peHAa, NnokasaTenn KOHBEPCUK, ynyulieHme
nMUIXKa 6peHaa.

TexHnuyeckue n megua-KPrl:

CPT, CPA, CPC, BoBneueHHocTb, CTR, oxBar,
KoHBepcus, SOV, SOS, Earned media /

PR Value / Free coverage/ Social buzz,
noKasaTesn ypoBHSA BUPANTbHOCTUN KOHTEHTA U
BOBMEUYEHHOCTU NONb30BaTeNen, NOCTPOEHUe
3MOLMOHANBbHOWN CBA3W C ayanTOpPUEN.
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HomuHauyusa

OnucaHue

KPIs:

O61LLeCcTBO N YCTONUYNBOE
pa3Butune: bpeHabi /
KomnaHuu

B 3TOM KaTeropum 0TMeUarTCa KOMMepUYecKne KomnaHuy,
6U3HEeCbI, areHTCTBa U 6peHAbl, Ub MAPKETUHIOBbIE YCUMNS W
KOMMYHUKALMOHHbIE pelleHnst CrnocobCcTBoBann NO3UTUBHbIM
N3MEHEeHMAM B 06LLEeCTBe, NOBAMANN HA PeLleHne coumanbHbIX
npo6nem, 3(pHeKTUBHO COUETAOT OBU3HEC-LeNN C 06LWEeCTBEHHO
3HAUMMbIMK 33a4aMn N YCNELWHO CUHXPOHU3UPYIOT BCE 3TO

CO CBOeN 06Len cTpaTernen. BaxxHo nokasatb pe3ynbrarbl No
N3MEePUMOMY COLIMANbHOMY BO3OENCTBUIO.

KPI - SOCIAL IMPACT

KPI - SOCIAL OUTCOME

KPI - SOCIAL OUTPUT

KPI - BU3HEC / MAPKETUHIOBbIE / BPEH/A / HKO: BCe.

Ba)KHO: NPOEKT COOTBETCTBYET MUCCUM AAPa 6u3Heca 6peHaa / nomoraeT 6usHecy
pewartb Ty Npo6s1emMy, YacTblo CO3AAHUA KOTOPOU OH MOXXET ABMNATLCA.

O61LLeCcTBO N YCTONUYMBOE
pa3sutume: HKO

B 3TON KaTeropuun 0TMeYatoTcsi HEKOMMepUECKNEe N 061LEeCTBEHHbIE
OpraHM3auun, Yb MapKETUHIOBbIE YCUNUSA 1 KOMMYHUKALIMOHHbIE

pelleHns cnocob6CcTBOBANN NMO3UTUBHBIM U3MEHEHUSIM B
06L1eCcTBe, NOBNUANN Ha PeLIEHNE COLMaNbHbIX NPO6NeM,
NOCTVIKEHWE Lenen opraHn3auum n ummax. BaxxHo nokasarb
pe3ynbTaThl N0 N3MEPUMOMY COLMANTbHOMY BO3AENCTBUIO.

KPI - SOCIAL IMPACT

KPIl - SOCIAL OUTCOME

KPI - SOCIAL OUTPUT

KPI - BuaHec: KonnuecTBo yyacTByOWMX B nporpamme, O6bEM NpUBNEUYEHHbIX
CpencTB, % AeHer, NoTPaYeHHbIX HENOCPEACTBEHHO HAa KOHEUHbIN pe3ynbTar,
Noka3satenu 3pheKTUBHOCTU NOTPAUEHHbIX CPEACTB Ha AocTmxeHue uenu (ROI)
KPl MapkeTuHr: 3HaHune, UMmup)xesble nokasartenu, Bocnpuatue, F0OTOBHOCTb
y4yacTBOBaTb B Nporpammax poHaa.

O6wWecTBO 1 yCTONYNBOE
pa3Butne / PaBeHCTBO
Bo3MOXHocTel (DE&I)

JTa KaTeropus NPUMeHSIeTCs K I06bIM KOMMNAHMAM, BpeHaam unu
HEKOMMEpPYECKUM OpraHn3aunsim, Ub MapKETUHIOBbIE YCUTNS
HanpaBneHbl HA YyUYLlEHNE XNU3HU YA3BUMbIX UMW YLLEMTEHHbIX
C TOYKM 3pEHUS MPaB U BO3MOXHOCTEN rPynmn 1 cOo6LecTB
nogen. KamnaHum moryT 6bITb HanpaBneHbl HA 60PbBY C
ONCKpMMUHaUmMen ntoboro poda v no nobomy 13 Npu3HaKoOB:
Mos, BO3PAcT, MHble MeHTasNbHbIe UMK PU3NUECKNE BO3MOXHOCTH,
KyNbTYPHasa UMM sSTHUUECKaa NPUHaAIeXHOCTb, CeKCyarbHas
opueHTaums u 1a. KoMMmyHUKaLMs MOXKET 6bITb HaLeNeHa Ha
MOBbILIEHNE OCBEAOMIEHHOCTI O HAPYLIEeHMN NPaB, yCTPAHEHNE
CTepeoTnnoB, 60pbby C KNuLe 1 npegpaccyakamu.

KPI - SOCIAL IMPACT: YcTpaHeHue [ ymeHblleHue niobon ns dopm
OANCKPUMWHALNM B OTHOLEHUWN HeOOoNPeacTaBNeHHbIX FPynmn Uiamn coobLecTs,
[IpaKTMyeckoe ynyJylleHne KauecTBa XU3HN ya3BumbIx rpynn, Mcnonb3oBaHue
BbICOKO3(h(PEKTUBHbIX TEXHONOIMW ANA PaCLUMPEHUS NPAB U BOSMOXHOCTEMN.
NMpuBetcrByetcs: JlonrocpouHbin 3hhekT kamnanum, NMoteHuMan gna AanbHeNLWNX
u3meHeHuu, CozgaHue ob6LEeCTBEHHOrO ABMKeHus, Konnabopauun

KPI = SOCIAL OUTCOME: MNoowpeHune yyactusa niogen B pelleHnmn npobnemol
HepaBeHCTBA MYTEM BOBIEUYEHUA UX B ANCKYPC, OBLLECTBEHHYIO, COLMANBHYIO,
3KOHOMWYECKYIO TN UHYIO AeATENbHOCTb. I3MeHeHne noseaeHusn obLwecTsa B
CTOPOHY 60n€ee NHKM3UBHOIO, YECTHOIO M CrPaBeaINBOrO.

KPI1 = SOCIAL OUTPUT: MNoBbiweHne 0CBeAOMNEHHOCTN O Npobneme

(Npu3HaHMe KnuLe, npeapaccyakos), i3meHeHMe OTHOLEHUSA

NIoOen K CyLecTBYOLLEMY CTaTyC-KBO UMK YA3BUMOW rpynne.

KPI - BU3SHEC / MAPKETWUHIOBbLIE / BPEH] / HKO: BCe. E
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HomuHauyusa

OnucaHue

KPIs:

3alnTa oOKpyXatoLen cpeabl
N yCTONUYNBOE pas3BUTHE:
bpenabl / KomnaHum

Harpagaem MapKeTUHroBble KammnaHUy U NPOrpammbl, KOTOpble
3aMeTHO M3MeHUNN noBeaeHue ayautopun (B2B nnu B2C) B
CTOPOHY 60/Mee 3KONMOrMyecKn yCTonunsoro n [ nnun yBennunnm
Crpoc Ha 6onee ycTonunBble NPOAYKTbI, YTy, MOAENH
noBefeHuns, a TaKKe OKa3anu nonoXxurenbHoe BAnAHUE Ha
nokasartenu 6usHeca / MUK KOMMNaHWN.

KPI - SOCIAL IMPACT

KPI - SOCIAL OUTCOME

KPI - SOCIAL OUTPUT

KPI - BU3HEC / MAPKETUHIOBBIE / BPEH/ / HKO: Bce.

Ba)KHO: NPOEKT COOTBETCTBYET MUCCUU AAPY 6u3Heca 6peHaa / nomoraeT 6usHecy
pewartb Ty Npo6semMy, UacTblo NOAB/IEHUA KOTOPOU OH MOXXET ABNATLCA. MpoeKT
COOTBETCTBYET MMCCUU GPEHAA U YBA3AH CO CTpaTerne KOMnaHum.

3alnTa oOKpyXatoLen cpeabl
n yctonumnsoe passutue: HKO

Harpaxaaem MapKeTUHroBble NPOrpammbl U UHbIE
KOMMYHUKALMOHHbIE peLleHunsl, KOTOpble 3aMETHO U3MEHUNU
nosegeHue ayautopum (B2B unu B2C) B ctopoHy 6onee
3KONOrnyYecKn yctouunsoro, yBennumnnm oCBeaoMNEHHOCTb 06
3KONornyecknx npodbnemax / 06beguHUNN 60bLLOE KONNYECTBO
ntonen (BoONOHTEPOB, MAPTHEPOB, CTOPOHHUKOB) ANA 60pPb6bI C
nocneacTBMAMMN AEATENbHOCTY UenoBeKka. A TakKXe NoBNusanu

Ha peLleHne 3KOOrMUYecKnx npobnem, AOCTUXKEHME Lenen
HEeKOMMepPUECKOW opraHn3aumm [ uMmnax.

KPI - SOCIAL IMPACT

KPI - SOCIAL OUTCOME

KPI - SOCIAL OUTPUT

KPI - BUSHEC / HKO

Ba)KHO: KONMMYECTBO YUYaCTBYIOWUX / 06bEM NPUBNEUEHHDIX CPEACTB, % AEHET,
NOTPAUEHHbIX HENOCPEACTBEHHO HA KOHEYHbIN pe3ynbTar.
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HomuHauusa

OnucaHue

KPIs:

3almTa OKpyXatolen cpeabl
n yctonumeoe passutue/
Climate Action Marketing

MapKeTUHroBble KAMMaHWW, HaNpPaB/EHHbIe HA pelleHmne
npo6nembl M3MEHEeHUs Knumata. Bbl MoxeTe noaaTb 3asBKYy,
BK/TIOUAIOLLYHO NH060€e AeNCTBME NN NAEID, KacaloLmecs
WHHOBALUMN ANS NPoAayKTa, yCyrn nnmn busHeca, KOTopble
OKa3anu NonoXXMTenbHOE BMUAHMNE HA NPO6IeMY U3MEHEHUS
Knumata. Ycunus MoryT BKIto4vaTbh Nnobble hopmbl MAPKETUHTR,
HaLENEeHHble Ha NO6YI0 BOB/TEUEHHYIO FPYNNy 1 HAanpaB/eHHble
Ha NO3UTUBHYO TPaHCchopMaLMIO CTpaTernn n busHec-
NpoLEeCcCOB KOMMNaHUK; nepexoa K 6onee ycronunBon Mogenu
cepBuca / npousBoacTBa / NoTpebneHns, KOTopas OKA3biBAET
MeHblLee HeraTMBHOE BO3AEeNCTBME UMW HE OKa3biBAET HUKAKOIO
BO3ENCTBUS HA OKPYXKAIOLLYHO cpeay.

KPI - SOCIAL IMPACT: BnusHue KamnaHum Ha namepumble sKonormyeckue
nokasatenu: 1) Mepexon Ha 6onee yCTONUNBYIO MOAENb MPON3BO/CTBA,
OKA3bIBAKLLYH MEHbLUMA NN HYNEBOW HEraTUBHbIN 3P EKT Ha OKPYXKAIOLLYHO
cpeny (Zero - footprint) 2) YmeHbLieHue Bbibpocos CO2, NapHUKOBbIX ra30B
CTOYHbIX BOA, OTXOA0B W APYrnX BELEeCTB, NPUBOASLMX K MOBbILWEHUIO
Temnepatypbl 3) MoKasaTenu CHMXEeHUA HeraTUBHOTO cefja B pe3ynbrare
BHeApPEeHMNA BO30OHOBNAEMbIX UICTOUHUKOB 3HEPrun 1 3pHeKTUBHbIX TEXHONOMNK

KPI - SOCIAL OUTCOME: bopbb6a ¢ mudonorusawen rmob6anbHOro NoTenieHusl.
CTumynnpoBaHue rnepexoga Ha 605ee OTBETCTBEHHbIE MOAENN NOBEAEH S
notpe6buTenen (0TKas oT roBAAMHbI, Nepexof Ha IKONMOrMUHble BUAbl TPAHCMOPTa,
n T4). 1 npon3BoauTenen (nepexon Ha yCTOMUMBbIE LENOYKM NOCTaBOK, B3,
paLMOHaNbHble METOAbl MPOU3BOACTBA), KOTOPbIE BAUAIOT HA NpobnemMy Knumara

KPl - OUTPUT: busHec / MapkeTtunrosble / bpeHp / HKO: Bce.
MpuBetcTByeTca: lONroCPoUHbIE CUCTEMHDIE CABUTY, KOTOPbIE U3MEHAT

TpaekTopuio ypoBHeu CO2 B atmocthepe, MoTteHuman gna AanbHEeULWNX U3MEHEHUMN,
Co3paHue 06LEeCTBEHHOro ABmKeHus, Konnabopauuu
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HomuHauyusa

OnucaHue

KPIs:

Konna6opauuu

B 3TON HOMMHALMKW HArpaXaalTcs KaMMaHUK, HaleneHHble Ha
peLleHne coumnarnbHbIX NN IKONOMMUYECKUX Npo6em, U3MeHeHune
OCBEIOM/IEHHOCTU, OTHOLLEHUA NIOAEN K NTpobnemam n nx
NnoBeAeHns B CTOPOHY 60nee OTBETCTBEHHOIO; yBETMYEHMNE
cnpoca Ha 6onee yctonumsble NPOAYKTbI, yCAYyrn, U T.4., U
peann3oBaHHble B KONnabopaunm aByx n 6onee y4aCTHUKOB:
6penaos, HKO, coumanbHbIX NpeanpuHumarenen, MHMNIOEHCEPOB
N np. NapTHepcTBa B AaHHbIX KAMMNAHUAX AO/MKHbI ABMATLCA
rMaBHbIM (PAKTOPOM yCrexa Kak B AOCTVIXKEHUWN BHELLHUX Lienewn,
TaK 1 4ns BbINO/THEHNS BHYTPEHHUX MAPKETUHIOBbIX U 6U3HEeC-
KPIs.

B 3TOM HOMMHALMKN BAXXHO 060CHOBATb Pe/IeBAHTHOCTb Bbi6opa
napTHepa u chopmata NAPTHEPCTB], A TaKKe Noka3artb KPIs

N pe3ynbTaTbl 4N18 KAKA0ro yYyaCTHUKa.

BU3HEC-KPI: ROI, PocT npogaxk n npnbbinm, Jona pbiHKa.

Ans HKO u cou, npeanpuHmMmaTtenemn: KONM4eCcTBo yuacTBYOLWMX B NPOrpamme, 06bem
MPUBNEUYEHHDbIX CPEACTB, % AeHer, NOTPaYEeHHbIX HEMOCPEACTBEHHO HA KOHEUHbIN pe3ynbTar,
nokasatenu 3p(peKTMBHOCTU NOTPAUYEHHbIX CPEACTB Ha AocTmxeHune uenu (ROI)
MAPKETUHIOBbIE KPI: 3HaHue 6peHnaa (Brand Awareness), [oka3aTtenu npusneyeHus

N YOEPXAHMUA KITNEHTOB

[Ona HKO n cou. npeanpuHUmMaTteneii: rotToBHOCTb LIA yuacTBoBaTb B Nporpammax coHaa /
MpoeKTax cou,. npeanpuHumaTenen

TEXHUYECKUE N MEAWNA KPI: OxBat, BupanbHocTb, PR-value, JTossnbHOCTb, MNpegnouteHne
(Favorability)

KPI - SOCIAL IMPACT: [lonrocpouHblie uenn. BnuaHue Ha namepumblie s3Konornyeckme

N couMasnbHble NoKasaTtenn. BinaHmne Ha KauecTBO XXU3HU, CUCTEMHbIE CTPYKTYPbI,
BOBJ/IEUEHHbIE B CO3AaHNE NN peLleHne NPo6nemMbl; MoBeaeHUeCcKme mogenu

1 naTTepHbl. MO3UTUBHOE BANSIHWE HA HEraTUBHbIE aCNeKTbl, BO3HMKALWMeE B X04e CBOeN
X03ANCTBEHHOMN M ONEpPaLMOHHOMN AeATENBbHOCTN, rae 6peHA ABNAETCA YACTbIO peLleHuns
npo6nembl (Hanpumep, NCNONb30BaHNE NNACTUKOBON YNAKOBKW — BBOJ, YAKOBKU U3
BTOPUYHOTO Cbipba [ 100% nepepabaTbiBaeMOoCTb YNakoBKu). Co3aaHne 061ecTBEHHOro
ABWXeHNS. I3meHeHne 3aKOHOoAaTeNbCTBa. BbiClwas CTyneHb, MOXET UMETb HEMEANEHHbIN
WM OTCPOUEHHbIN (NporHo3upyembiin) s dexT.

KPI - SOCIAL OUTCOME: CpegHecpouHble uenun. OcBefOMIEHHOCTb O Npobneme, U3meHeHune
«Knuwe» [ cyLecTBYOLMX YHeXAEHUN 1 CTepeoTUnoB, I3ameHeHne oTHoLeHUs [
noseaeHusa noaen (Hanpumep, Ha 6onee 3KONOrMUHOE U [ UK COLMANBHO NHKNIO3UBHOE),
CTMynupoBaHMe Cnpoca Ha 3KONOMMYHbIE U COLMANbHO OTBETCTBEHHbIE TOBapbl /
ycnyru [ 6penabl. HaxoamTcs Ha 0HOM CTyneHu ¢ buaHec-KPI, ecTb nocunTaHHbI 3chhekT
OT JAaHHOWN KamnaHuM Ha (hHAHCOBbIe NOoKa3aTenu 6pexHaa / pacnpeneneHme cpeacTs Ha
PeLMNUEHTOB — Nonyyareneil NoMoLy / BONOHTEPOB / cTOPOHHUKOB (HKO).

KPI - SOCIAL OUTPUT: KpaTKoCpouHble Lenu. 3To namepumMbie B KONNYECTBEHHOM
Bblpa)X€HNM NOKa3aTenun: KONMYeCcTBO ayauTopmu, y3HaBLen o Npobneme; OXBaTbl

N BOBNEUYEHHOCTb ayaUTOPMUN B KOMMYHUKALMIO 06 3KONOrMYeCcKon unm coumanbHoOu
npobneme, obpaTHas CBA3b, NUCCIefoBaHNe CBOEN Leneson ayautopun. Haxogurcs

Ha 0AHOW CTyneHu ¢ TexHnuecknumu, meana-KPI, a Takke mapketuHrosbimu KPI.

ﬁb
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HomuHauusa

OnucaHue

KPIs:

OTBETCTBEHHbIN 6peHA
paboTtogarens

N

BKYCHO —
U TOYKA

B 3TON HOMMHaLMK OTMEUAOTCA KaK BHYTPUKOPNOPATUBHbIE,

TaK N BHELWHNE KOMMYHUKALMOHHbIE KAMMAHUU N MPOEKTbI,
HaleNneHHble Ha NO3UTUBHbIE N3MEHEHUS B 0OLLECTBE 1 peLlleHmne
coumanbHbIX Npobnem, n O4AHOBPEMEHHO CNOCO6CTBYOLWIME
yKpenneHuto 6peHaa paborogatens, NPUBAEYEHUIO N YAEPKAHUIO
NYULLINX COTPYAHMNKOB yepe3 3a60Ty 0 IOCTOMHOWN XXU3HW
COTPYAHMNKOB, 61aronony4ynn COTpYaHNKOB N YTEHOB UX CEME.

KamnaHuy MmoryT 6bITb HanpaB/ieHbl HA MOBbILEHNE
OCBEOMNEHHOCTN COTPYAHUKOB O COLIMANbHbIX NN
3KONMOrMYeCKnX Npobremax, M3aMeHeHNe OTHOLLEHUS

WY NOBEAEHNA TEKYLIUX COTPYAHUKOB B CTOPOHY 6onee
OTBETCTBEHHOIO 1 YCTONUMBOTO, YNYULLIEHNE KaueCTBa XU3HU
COTPYAHMWKOB, PaBEHCTBA X BO3MOXHOCTEN B pErmoHe
NPUCYTCTBUS KOMMNAHWUW 1 3@ €ro Npeaenamm.

B 3Ty HOMMHALUMIO MOTYT NOAABATbLCA MPOEKTbI OT N06bIX PopM

KOMMePUeCKMNX, roCyAapCTBEHHbIX 1 06LLECTBEHHbIX OpraHn3aLuil.

0653aTeNbHO NOKa3aTb CBA3b couuanbHbIX Leneun n KPI
C passuTnem bpeHaa pabortogarens u nosbilweHnem HR-
3 PeKTUBHOCTN BU3HecCa.

BU3HEC-KPI: Cost saving, BKNtouas CHMXeHne CTOMMOCTU NPUBEUEHUS HOBbIX
COTPYAHMKOB, N Apyrue 6M3HeC nokasaresin, Mo KOTOPbIM MOXXHO NPOCNeaunTb
CBSI3b 6BM3Hec-pe3ynbraTa ¢ HR-3agauamm

MAPKETWHIOBbIE KPI: Awareness, Engagement 1 cBA3aHHble nokasartenu,
nokasartenu NoANbHOCTU, TaKMe KaK pPOoCT YAOB/IETBOPEHHOCTU U COKpalleHue
TEeKy4ecTu, UMnaXeBble 6peHa-MeTpuKK, Retention rate, eNPS

TEXHUYECKUE N MELAWA-KPI: OxBaT, noka3atenu BUpPanbHOCTU, yBeNlnueHune umcna
OTK/TMKOB, CHUXXEHUe BpeMeHU 3aKpbiTua BakaHcum (Time to Fill) n Ha o6yueHmne Ha
pabote

KPI - SOCIAL IMPACT: lonrocpouHbin 3ppeKT KamnaHUn, CUCTEMHO BANAIOLWMN

Ha 1) hOpMMpPOBAHIME YCTOWUMBOIO NATTEPHA OTBETCTBEHHOMO U OCO3HAHHOIO
noBefeHNsA COTPYAHNKOB 2) CTPYKTYPHOE YNyUllieHne KauecTBa XU3HU Noaen 1
MECTHbIX COOBLLECTB HA TePPUTOPUN NPUCYTCTBUS KOMMNAHUK / opraHn3auum u
pa3BUTHE ITUX TEPPUTOPUN

KPI — SOCIAL OUTCOME: NU3meHeHne noBeaeHust COTPYAHMKOB B CTOPOHY 6onee
YyCTONUMBOIO 1 OTBETCTBEHHOIO KaK B pamKax pabouen AeaTenbHOCTU, TaK 1

BHe ee. YNyulleHne KauecTBa XXU3HW COTPYAHUKOB M UX CEMEN Ha TePPUTOPUSX
NPUCYTCTBUS KOMNAHUK [ opraHn3aumm

KPI - SOCIAL OUTPUT: lNoBbileHne oCBeAOMTIeHHOCTU COTPYAHUKOB O COLMANbHbIX
NN 3KONOrMYECKUX npobnemax, BO3pactaHne nx 3auHTePeCoOBAHHOCTU K

Teme ycTonunBoro pa3suTtus / MoBbllleHNe 0CBeAOMNEHHOCTN COTPYAHNKOB /
MNOTeHUMaNbHbIX COTPYAHNUKOB O COLIMANbHbIX U 3KO-UHMLMATMBAX KomnaHuu /
opraHun3auum
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HomuHauusa

OnucaHue

KPIs:

Creative for Change

HomuHauuna oTMeyaeT MapKETUHIOBbIE KaMMaHUW, HanpPaBeHHbIe
Ha OCTM)XXEHME 3HAUMMOr0 M KaUeCTBEHHOro nporpecca B
peLeHnn coumanbHbIX UMK 3KONOrMUECKUX NPobem, Knouesoe
BMUSIHME Ha 3(P(PEKTUBHOCTb KOTOPbIX OKa3aHO BblGpaHHbIM
KPeaTUBHbIM peLUeHNEM UNK naeeun.

Heo6xoanMmo 060CHOBATb, KaK KPeaTUBHbIN MEXAHN3M

MOBNUAN HAa NOBbILEHNEe 0CBEAOMNIEHHOCTM O NpuHUmMnax ESG,
(bopMMPOBaHNIO OTBETCTBEHHOIO U OCO3HAHHOIO NOBEAEH S
AyaAUTOPUN.

BU3HEC-KPI: MeTpunKuK, KOTOpble HarNsSAHO MOKAa3blBAOT BAMAHNE KPEAaTUBHbIX peLleHnn
Ha 6U3Hec-pe3ynbTaTtbl (€cnyu NPUMEHUMO).
Ona HKO: KonnuecTBo yyacTBYHOLWMX B NPOrpamme, 06bemM NPUBNEUEHHbIX CPEeACTB,
% AEeHer, NOTPaYeHHbIX HENOCPEACTBEHHO HA KOHEUYHbIN pe3yfbTaT, NoKa3aTenu
3(h(heKTUBHOCTN NOTPAUEHHbIX CPEACTB Ha AocTmxeHue uenu (ROI)
MAPKETWUHIOBbIE KPI: Awareness, Consideration, PR-3chdekT, uMuaxeBble METPUKN
Onsa HKO: rotoBHOCTb LLA yuacTBOBaThb B Nporpammax poHaa
TEXHUYECKUE N MEOWA-KPI: Engagement, noka3aTtenun KoOHBepCcuu, pesynbratbl
TEeCTUPOBAHUNA KpeaTuBOB
KPI - SOCIAL IMPACT: flonrocpouHble uenu. BnuaHne Ha namepumble 3Konormyeckmne
N coLManbHble NoKasartenu. BnnaHne Ha KauyecTBO XU3HU, CACTEMHbIe CTPYKTYpbl,
BOB/IEYEHHbIE B CO34aHME UK pelleHne Npobnembl; NOBeAEHUECKME MOENN 1
naTTepHbl. [NIO3UTUBHOE BAUAHNE HA HEFATUBHbIE ACMNeKTbl, BO3HNKAOLWME B X04€e CBOEN
X03AMCTBEHHOW M ONepaLMoOHHON AeATeNbHOCTN, rae 6peHa ABNSAETCA YaCTblo peweHus
npo6nembl (Hanpumep, NCNONb30BAHUE NNACTUKOBOMN YNAKOBKN — BBOJ YNAKOBKMN U3
BTOPUUHOTO cbipba / 100% nepepabaTbiBaemMoCcTb ynakoBku). Co3flaHne 06LLeCTBEHHOTOo
ABUMXXeHUudA. U3meHeHne 3aKOHO4aTeNbCTBa.
BbiClLAA CTyNeHb, MOXET UMEeTb HeMeANEeHHbIW UK OTCPOUYEHHbIN (MPOrHO3Mpyembii)
ahhekT.
KPI - SOCIAL OUTCOME: CpegHecpouHble uenn. OCBeAOMNEHHOCTb O Npob6neme,
N3meHeHne «Kknuwe» [ cylwecTBYOWNX yOexXaeHn n cTepeoTmnos, iameHeHune
OTHOleHUs / noBeaeHus noaen (Hanpumep, Ha 6onee 3KoNornuHoe u / nnu
COLMANbHO UHKNIO3MBHOE), CTUMYNUPOBaHMe CNPOCca Ha IKOMOTUUHbIE UN COLIMANbHO
OTBETCTBEHHble ToBapbl / ycnyru [ 6peHabl. HaxoanuTca HA oHON cTyneHn ¢ busHec-KPI,
eCTb NOCYUTAHHbIN 3P DEKT OT AAHHOWN KamMnNaHUM Ha PUHAHCOBbIE MOKa3aTenn bpeHaa
| pacnpeneneHune cpeacTs Ha peUMnUeHToB — nonyyatenen nomowm / BONOHTEPOB /
cTopoHHUKoB (HKO).
KPI - SOCIAL OUTPUT: KpaTKOCpOUHbIe Lenn. 3To n3mepumbie B KONTMUYECTBEHHOM
Bblpa)X€HUM NOKa3aTenun: KoNu4yecTBo ayamTopumn, yaHaeLwen o npobneme; oxsaTbl U
BOB/IEUEHHOCTb ayAUTOPUN B KOMMYHUKALMIO 06 3KONOrMUECKON UIun coumanbHON
npobneme, o6paTHas CcBA3b, UCCefOBaHMe CBOEN LeneBon ayautopun. Haxogutca Ha
oAHOW cTyneHun ¢ TexHnyecknumm, megna-KPI, a Takxxe mapkeTuHrosbimu KPI.

-l
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TECH

HomuHauyusa

OnucaHue

KPIs:

Jlyuwee ncnonbsoBaHue
AAHHDbIX

Harpasaa B 3TOM HOMUHALUMK NPUCYXXAAETCA KAMMAHWAM, KOTOpble

NPOAEMOHCTPUPOBANN NMHHOBALIMOHHbIN NOAXO0A, K paboTe C
OAHHbIMK, YTO NO3BONN/IO NO-HOBOMY B3IMIIHYTb HA fJOHECEHME
PEKNAMHOro CO0bLLEeHNUS.

OTMeuarTCa NPOEKTbI, Fae yAanocCb: MHTErpupoBaTb AaHHbIE

13 pa3HbIX UCTOUHWUKOB, UCMOMb30BaTb AHANUTUKY AN
nepcoHann3aunm KNMeHTCKOro onbiTa 1 aKTUBALMWN HULLIEBbIX
cermeHToB, NnpumeHnTb data-driven nogxoa ons onTMMmnsaunn
MeaMaMMKCa, KpeaTnaa NN KOMMYyHUKaLUMN, [O6UTHCS
n3mepumoro pocta 3hheKTUBHOCTM PEKNAMHbIX CTPaTernu.

BbU3HEC-KPI: Bce

MAPKETUHIOBbIE KPI: BpeHa-meTpukn, Umugxesble aTpnbyTbl, CTOMMOCTb
npusneveHusa/ynepxaHus, U3ameHeHune nosegeHuns aygutopumn/CJM, CPX, CAC+CRC/
(CPO) vs LTV, nnaH/dakt KPI

TEXHUYECKWUE N MEAWNA-KPI: OxBaTbl/uUeneBble oxBaTbl, CTouMocTb, KoHBepcua Ha
BCEX 3Tanax BOPOHKM, Moka3aTenu BoBneueHHocTu, nnaH/dakt KPI

Jlyuwee ncnonbsoBaHue
NCKYCCTBEHHOTO UHTeNNeKTa
B MapKeTuHre

OTMeualoTcsl Kencbl npumeHeHusa NMA-peweHnmn, Kotopble
NPOAEMOHCTPUPOBANYN N3MEPUMbBIN POCT 3(hhEeKTUBHOCTY
MApPKETUHIa N NPOAYKTUBHOCTM KOMAHA. 3TO MOIyT 6bITb
MNPOEKTbI, [Ae: CHA3UNNCb N3AEPXKKN HA CO3AaHNEe KpeaTuBoB,
yrpaBneHne KOHTaKTaMm Ui NpoBeaeHne KamnaHun; yaanoch
ONTUMMU3NPOBATb NCNONb30BaHNE PECypCcoB U NOBbICUTb
OTAauy Ha KaXablN BOXXEHHbIN py6nb; 3ahnkCMpoBaH pocT
nokasarenen B AUHaAMMKe «40» 1 «nocne» sHeapeHns UN-
TEXHONOIMMN B MapKeTUHre. K yuactuio NPMHUMAKOTCA KaMNaHUN
C NCNOMb30BAHMEM NOObIX TEXHOMOTMN NCKYCCTBEHHOIO
WHTENNEKTa — OT FOTOBbIX PbIHOYHbIX PELIEHNN A0 KACTOMHbIX
moJenen n CO6CTBEHHbIX pa3paboTok.

BU3HEC-KPI: ATpnbyTrpoBaHHas Bblpyuka, MapxuHanoHocTtb, Cost Savings
MAPKETUHIOBbIE KPI: BpeHa-meTpukn, Umupgxesble aTpnbyTbl, CTOMMOCTb
npusneveHusa/ynepxaHus, U3meHeHne nosegeHuns aygutopumn/CJM, CPX, CAC+CRC/
(CPO) vs LTV, nnaH/dakt KPI

TEXHUYECKWUE U MEOWNA-KPI: OxBaTtbl, CToMmoCTb, KOHBEpCusa Ha BCex 3Tanax
BOPOHKM, Moka3aTenu BOBNEUEHHOCTH, YHUKANbHOCTb TEXHONorum / noaxoaa

K €e NPUMEHEHUI0, METPUKMN UCMONb30BaHNSA TEXHONOMMUYECKOro npoaykra/
cepsuca (DAU/MAU/kon-Bo onepauuin/ynpaBnsembiii GI0IKET), CIOKHOCTb
peanu3auun, CoKpalleHne Tpyao3aTpaT/BpeMeHHbIX 3aTpaT, BOCNPON3BOANMOCTb
N BO3MOXHOCTb MacCLUTabupoBaHUS
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HomuHauuna

OnucaHue

KPIs:

CuctemHas TpaHcopmauus
MAPKETUHIa C MOMOLLbHO
TEXHONOINM

3Ta Harpaga OTMeYaeT KOMMAaHUK, KOTOPbIM yAANoCb NPOBECTU
3HAUUTENbHbIE N3MEHEHUA B MAPKETUHIOBbIX N KOMMEPYECKNX
npoueccax 3a CYUET BHeAPEHUS TEXHONMOTUN.

[MaBHbIN KPUTEPUN — HE €ANHNYUHDBIN KEWUC, a CEpUS
MAPKETUHIOBbIX KAMMNAHUWN N peLeHnnn, KOTopbie NPUBeNnu

K 3HAUUTENbHOMY POCTY 3(PNEKTUBHOCTK, MOBLICUNN
NPOAYKTUBHOCTb 1 MNOKa3anu ycrtonumebin 3phekT B ANHAMUKE.

BU3HEC-KPI: Bce + ATpnbyTnpoBaHHas Bbipyuka, Map)xnHanbHoCTb, Cost Savings
MAPKETUHIOBbIE KPI: BpeHa-meTpukn, Umugxesble aTpnbyTbl, CTOMMOCTb
npuBneueHuns/yaepxaHusa, NameHeHune noseaeHusa ayautopumn/CJM, CPX
TEXHUYECKWUE U MEOWNA-KPI: OxBaTtbl, CToMmMoCTb, KOHBEpCusa Ha BCex 3Tanax
BOPOHKM, MoKa3aTenn BoBnevyeHHoCcTun, TexHonorndyeckuun ROI, yHUKanbHOCTb
TeXHoNorum / Noaxoaa K ee NPUMeEHEeHUto, CIOXKHOCTb peanunsaunu, nepeyeHb
MCMNONb30BaHHbIX TEXHONOMNIN/BEHAOPOB, COKPALLEHME TPYA03aTPAT/BPEMEHHbIX
3aTpat, NoKasaTtenu BOBNeYEeHHOCTH ayauTopun, BOCNpPOon3BoaNMMOCTb U
BO3MOXHOCTb MacLITabupoBaHus, KOMMMYECTBO 3aTPOHYTbIX COTPYAHUKOB,
Time2Market / Time2... (qo/nocne), CHUXeHne KonuuyecTsa oWN60K

Nyuwasn TpaHchopmauus
KNMWEHTCKOro onbiTa C
MOMOLLbI NPUMEHEH WS
TEXHONOINM

Harpaga npucy)kaaeTcs 3a NPOeKTbl, e TEXHONOMnK
MPUHLMNMANBHO N3MEHWUTN B3aNMOJENCTBME C KNIMEHTAMU

1 BbIBE/TN €r0 Ha HOBbIN YPOBEHb. 3TO MOXKET ObITb CO3AAHME

N BHEAPEHMe cucTtem c6opa 1 aHanu3a AaHHbIX A5 NONYyYEeHns
WHCANTOB, KOTOPbI€ MEHSAIOT KNMEHTCKNI OMbIT, @ TaKXKe
NCMONb30BAHNE TEXHOMOMMUECKNX PELLEHNIN AN NePEeCTPONKN
KNNMEHTCKOro nyTtu. Mpumepbl BKNOUAKOT 06begnHeHne OHNanHa
n ohnanHa, BHeapPeHNe NPOAYKTOBbIX N3MEHEHUWN, KOTOPbIE
CYLLLECTBEHHO YNy4LIAOT UM POBON ONbIT, yAOBNETBOPSIOT
TeKylme n byayuine NnoTpebHOCTY NONb30BaTeNEN.

BU3HEC-KPI: Mpoaaxu, Bbipyuka, ToBapoo6opoT, YacTota nokynok (nnaH/dax),
CpeaHuii uek (auHamnka pocra)

MAPKETUHIOBbIE KPI: BpeHa-meTpukn, Umugxesble aTpnbyTbl, CTOMMOCTb
npusBneveHunsa/ynepxaHusa, U3ameHeHne noseaeHuns ayagutopumn/CJM, CPX, CSI, NPS,
LTV, MoKa3aTenb OTTOKA KNNEHTOB, BEPOATHOCTb MOBTOPHOW NOKYMNKW; YPOBEHb
oTTOKa KnneHToB (CCR), TOTOBHOCTb PEKOMEH/10BaTb MPOAYKT UK YCIyry
TEXHUYECKUE U MEAWNA-KPI: KOHBepcua Ha BCeX 3Tanax BOPOHKW, [TokasaTtenu
BOB/IeYEHHOCTU, CTOMMOCTb KOHBEpCUI/LLIeneBoro AencTens
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HomuHauusa

OnucaHue

KPIs:

Jlyuwee TexHonornyeckoe
NapTHEpPCTBO UNU
Konnabopaums

Harpaga npucyxgaeTcsa 3a NPOeKTbl, B KOTOPbIX KOMMNAHUK
06beguHUNN YCUNTUA U TEXHONOTUN ANA peLleHns
MAPKETUHIOBbIX 33J4a4 1 NONYUUNN B3AUMHYIO LLEHHOCTb.
Pe3ynbTaToOM TaKOro NapTHEPCTBA MOXKET CTaTb: 3aMyCK HOBOTO
Cnocoba KOMMYHMKaUUu ¢ ayamtopuen, poct 3hheKTUMBHOCTK
MApPKETUHTra, COKPaLWEeHne onepayMoHHbIX N3JEPKEK,
pasBUTUE TEXHONOTNN N 6U3HEeC-MoAenn yyaCTHMKOB.

B naHHOW KaTeropuun BaXKHO NoKa3aTb: pefieBaHTHOCTb
BblbOpa NnapTHepa u hopmarta B3auUMOAENCTBUSA, KNHOUYEBbIe
KPl n pe3ynbTaTbl AN KOXAO0WU CTOPOHbI, YHUKANbHYIO
LLEHHOCTb KOoNnabopaynm — Kakme 3agaun yaanocb pewnTb
6narogapsa NapTHEPCTBY U UTO OHO AANI0 KAXAOMY U3
YYACTHUKOB.

BU3HEC-KPI: ATpubyTnpoBaHHasa Bbipyuka / MapXunHanbHocTb, Cost Savings,
ROI

MAPKETWUHIOBbIE KPI: MpuoputeT Ha nepgopmaHc meTpukax CPC, CPA, CPL,

CPO, CAC (B gHamuke, MMHUManNbHoO go/nocne)

TEXHUYECKWUE NN MEOWA-KPI: OxBaTbl, CrouMoCTb, KOHBepcua Ha BCex aTanax
BOPOHKMU, [loKkasaTtenn BoBne4YeHHOCTHU

KoHBepcua Ha BCcex aTanax BOPOHKMK, [ToKasaTenu BOBNEYEHHOCTH

Jlydwee ncnonb3oBaHue
TEXHOMOrnK

Harpaga npucyxgaetcs KaMnaHusam, rae TeEXHONOrnm ctanu
OCHOBOW A/11 MAPKETUHIOBbIX PeleHnn nnm KamnaHum — byab
TO pa3paboTKa YHUKANbHbIX KOMMYHUKALWOHHbIX COOBLEHNN
NN HOBbIN CNOCO6 MX AOHECeHNs A0 ayaAnTopun.

Ba)xHO NOKa3aTb, KAKNe KA4veBble TEXHONOMMKN 6binu
NCNONb30BaHbI, KAK OHU U3MEHUN XOA4 KaMMaHUN N KaKOW
BK/M1aJ BHECNU B pocCT eé 3hDEeKTUBHOCTN.

BU3HEC-KPI: Bce

MAPKETWHTOBDIE KPI: bpeHa-meTpuku, Umugxesbie aTpnbyTbl, CTOMMOCTb
npuBneueHuns /yaepxanus, IameHeHune nosegeHusa ayautopumn/CJM, CPX
TEXHUYECKNE N MELOWA-KPI: OxBaTtbl, CTOMMOCTb, KOHBepcua Ha BCex 3Tanax
BOPOHKMU, [oKa3aTenn BOBNeYeHHOCTH
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HomuHauusa

OnucaHue

KPIs:

NHTerpauma oMHNKaHaNbHbIX

Harpaaa B 3TOM HOMUHALUMK NPUCYXIAETCA NPOEKTaM, B

BA3HEC-KPI: Bce
MAPKETUHIOBBIE KPI: CroumocTb npusneveHus /yaepxaHusa, N3meHeHune

KOMMYHUKaLNK KOTOPbIX KOMMAHUN CMOIN BbICTPOUTb €ANHbIA U 6ECLLUOBHbIN
OMbIT B3aNMOAENCTBUA C KITIMEHTOM Yepes pasHble KaHasbl nosegeHus ayautopuu/CJM, Open Rate/CTR /CR, CPX, CAC+CRC/(CPO) vs
KOMMYHUKaLNN. LTV, nnaH/dakT KPIl, CHuXeHne CTOMMOCTI KOMMYHMKaLUK, POCT NOBTOPHbIX
B naHHOM KaTeropumn OLLEHNBAKOTCA MPOEKTHI, IAe YAanocb NOKYNOK/4acToTbl BU3NTOB, HAEKC yaoBneTBopeHHoCTH KnneHToB (NPS, CSI)
06beANHUTb AAHHbIE N KOMMYHMKALUUK B Pa3NUYHbIX KaHanax nocne BHeapeHus
(email, push, meccenmxepbl, KONN-LEHTP, othnanH-TOUKY, TEXHUYECKWUE N MEOWA-KPI: OxBaTbl/LeneBble oxBaTbl, CToumocTb, KoHBepcus
NPUNOXEHUA 1 Ap.) B eMHYI0 cucTemy. Hanpumep: 3anyck Ha BCex 3Tanax BOPOHKM, Moka3aTenu BoBnevyeHHocTH, nnaH/dakT KPI,
nnathopMbl OMHUKAHANbHbIX KOMMYHUMKauun nnn CVM, 3anyck CKopoCTb 3anycka KamnaHui (time-to-market), lons aBToMaTU3MPOBaAHHbIX
NepCoOHANMNU3UPOBAHHbBIX TPUTTEPHbIX CLLleHapueB, UCNOIb30BaHUE KOMMYHUKALMN VS PYUHbIX.
eauHoro npoduna KnneHTa aAnsa NosblweHns 3P NEKTUBHOCTH
NpoaaXk, MapKeTuHra, meama v T.4.

Mobile First Harpaga npucyXnaetca npoeKkTam, rae MoO6unbHbIN ONbIT BU3HEC-KPI: Bce

CTa/l KNKOYEBbIM PANBEPOM B3aUMOAENCTBUSA C KNTNEHTAMU U
poCTa 6u3Heca. B kaTeropun paccmaTpuBalTCA MOBUMbHbIE
MPUNOXeHNs, MOHBUbHbIE CAUTbl U CEPBUCHI B MECCEHIKepax.
B dhoKkyce HOMMHaLUMKN: NCNONb30BAHNE MOBUbHbBIX
nnaTtpopm Kak OCHOBHOIO KaHana B3auMoOAencTBus c
KNUeHTamMn; MHHOBALMOHHbIE NOAXOAbl N TEXHONOrnyeckune
peleHnss B MOBUTbHOM MApPKETUHIEe N app KOMMYHUKALMAX;
MEXaHUKN BOBNEUEHWS, YAEPKAHNA U MOHETU3aLnmn yepes
MO6MNbHbIE MPUMOXEHUA N CEPBUCDHI; POCT KNOUEBbIX BU3HeC-
nokasaTeneun 3a CYET MOOUNbHBIX PeeHun.

MAPKETUHTOBDIE KPI: BpeHa-meTpuku, Umuagxesble aTpnbyTbl, CTOMMOCTb
npusneyeHus/yaepxaHusa (CAC, CPI, CPA, CPO u ap.), I3ameHeHUe noBeaeHus
ayautopumn/CJM, CPX, CSI, NPS, LTV, ARPU/ARPPU

TEXHUYECKWE N MEAWA-KPI: CtroumocTb, OxBaT, MAU/DAU, KoHBepcusl Ha Bcex
3Tanax BOPOHKM, Mokazatenu BoBneyeHHocTn, CToMMoCcTb KOHBepCUMn/LueneBoro
nencTeus

ﬁb
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HomuHauyusa

OnucaHue

KPIs:

Ecommerce Excellence

Harpaga npucyxgaeTcsa npoektam, KoTopble
NPOAEMOHCTPMPOBANM BbIAAKOLNNCA YPOBEHD Pa3BUTUSA
ecommerce: OT BHeAPEHNS HOBbIX TEXHOMOIMU U HECTAHAAPTHbIX
peleHnmn 4o co3aaHunsa yaooHoro n 3aheKTUBHOIO KNNEHTCKOro
onbliTa.

B KaTeropum oLeHNBaOTCS NPOEKTbl KOMNAHUN U 6PeHAoB.,
paboTarwmx Kak B CO6CTBEHHbIX ECOmmerce-KaHanax, Tak 1 Ha
MapKeTnaencax. PaccMaTpuBaroTcs KeNCbl, KOTOpble NPUBENu

K pOoCTy 6U3Heca, MOBbILWEHNIO KOHBEPCUN, YNYULLEHWUIO MYTH
KNMEeHTa 3a CYeT BHeAPEeHUA NHHOBALMOHHbIX NOAX0A0B U
TEXHONOMMYECKNX PELLEHNN B OHMTANH-TOProBre.

BU3HEC-KPI: Bce

MAPKETWUHIOBbIE KPI: BpeHa-meTpukn, Umunaxesble atpnbyTbl, CTOMMOCTb
npueneveHusa/yaepxanusa, NameHeHune noseaeHunsa ayautopun/CJM, CPX, CSI,
NPS, LTV, ARPU/ARPPU, Moka3aTenb OTTOKa KNneHToB, nnaH/dakt KPI,
TEXHUYECKUE NN MEAWNA-KPI: KOHBepcna Ha Bcex 3Tanax BOPOHKKU, CTOMMOCTb
KoHBepcun/uenesoro aencteus, nnaH/dakT KPI

Nlydwinm NpoeKT no
renMnnKaLnm

Harpaga npucyxaaetcsa kamnaHusam, KOTopble Hanbonee

3 (PEeKTUBHO UCMNONb30BaNN UTPOBbIE MEXAHUKN ANS
OOCTMKEHUA MAPKETUHIOBbIX N 6Bu3Hec-uenen. B gnaHHou
HOMWHALMN MOXHO NPeACTaBUTb MPOEKTbI, FAEe NTPOBbIe
MEXaHWKN NCMONb30BaNMNCb KaK YaCTb MPOrpamm NosnbHOCTH,
akTuBauwum, digital-kamnaHum, NpUNOXXeHNN NN CeEPBUCOB.

Hanpumep: BHegpeHne UrpoBbiX CLEHAPUEB B KOMMYHUKALUIO
C KMMEeHTaMK, CO34aHme CUCTEMbI YenneHaxen n Harpag,
ncnonb3oBaHme 6annNoOB U YPOBHEN ANA CTUMYNUPOBAHUS
aKTUBHOCTU, MHTErpaLunus MrpoBbiX (HOPMATOB B KTMEHTCKNK
NyTb, MPOMO-UTPbl.

BU3HEC-KPI: Mpoaaxu, ATpmbyTnpoBaHHana Bbipyyka / MapXnHanbHOCTb,
ToBapoo6opoT, YacTtota nokynok (nnaH/daxr), CpeaHuii uek, ROI
MAPKETWUHTOBDIE KPI: BpeHa-meTpuku, Umugxesble aTpnbyTbl, CTOMMOCTb
npuBneueHuns/yaepxanusa, ameHeHune noseaeHus ayautopumn/CJM, CPX, CSI,
NPS, LTV, ARPU/ARPPU, Moka3aTenb OTTOKA KNNEHTOB, BepoATHOCTb MOBTOPHOW
NOKynKu, KoHBepcus n3 nrpbl B Lienesoe aencrane, Konnyecrtso y4aCTHUKOB
urpbl/aktusaummu (oxsar)

TEXHAYECKWUE U MEAWNA-KPI: OxBaTtbl, CToumoCTb, KOHBEepCusa Ha BCex 3Tanax
BOPOHKM, NoKa3aTenu BoBneuyeHHocTn, CToumoCcTb KOHBepCUmn/LueneBoro
nencreusa, nnaH/dakt KPI, Konnuectso 3aBepLIEHHbIX YenneHaxen /nponaeHHbIX
YpOBHeu

ﬁb
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HomuHauusa

OnucaHue

KPIs:

HR Tech-peweHue

HomnHauusa gns TeXHONOrMUeCKuX pelleHnm, KoTopble NOMOratoT
KOMMaHMAM co34aBaTb NO3UTUBHbIN employee experience,

3P PheKTUBHO yNpaBnsATb NEPCOHANOM N aBTOMATU3NPOBATb
HR-npoueccobl. [NpeTeHAeHTbl 4OMKHbI NPOAEMOHCTPUPOBATD,

KaK MX TEXHONOMMYeCKNN NPoaykT nnun nnatopma noBbiCUIN
NpuUBNeKaTenbHOCTb 6peHaa paboToaarens, yayywmnam onbit
COTPYAHUKOB, ONTUMN3NPOBANN PEKPYTUHT U1 BHELPWUNN HOBble
MoAxoAbl K 06yUeHUI0 N pa3BUTUIO KOMAHAbI.

BU3HEC-KPI: ROI, Cost saving u apyrue 6usHec nokasarenu, No KOTOpbIiM

MOXHO MpocnegnTb CBA3b busHec-pesynbrata ¢ HR-3agauamu, 6bICTpOTa U

3P eKTUBHOCTb gocTuxeHnsa HR KPI, noBbiweHne Npon3BoanuTebHOCTH
MAPKETUHIOBBIE KPI: eNPS, CJM (ynyuyiieHue nyTu 1 onbiTa NO/b30BaTeNs),
NoKa3aTenn BOB/eUEHHOCTH

TEXHAYECKWUE U MEAWNA-KPI: CtonmoCTb, NOKa3aTeNln KOHBepPCUX Ha Pa3HbIX 3Tanax
BOPOHKU

Oco60e 3HaueHne MeIoT CPaBHUTENbHbIE NOKa3aTenu ao/nocne BHeApeHus
TEXHONIOrNYECKOro peLleHus
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;k

by MI Group

Rising Stars — cneuwanbHas Harpaga Aans
MPOEKTOB Tex 6peHa0B, KOTOPble BNepBble
MPUHNMALOT yyacTne B KOHKypce E+ Awards.

Takmum 06pasom Mbl XOTMM MOOLLPUTb
KOMNAHMWN N KOMaHAbl 38 UX OTKPbITOCTb
K AManory Ha TeMy MapKeTUHroBowu

3 PEKTUBHOCTN N TOTOBHOCTb A€NUTbCH
CBOMMMW NPOEKTaMMn C UHAYCTPUEN.

CneuunanbHana Harpaga ébyaeT npucyxaaTbCs B
pamKax AOMOMHUTENbHOIO payHaa CyAencTBa,
rae B KauecTBe HOMUHAHTOB 6yAyT BbICTYNaTb
TON-10 3aA9BOK OT 6peHA0B-NEPBONPOXOALEB,
HabpaBLWMX HAN6OMblLee KONMYECTBO 6aNnnos
B 1Type.

CypenctBo Rising Stars npoxoauT B doopmarte
OUHOW 3aLWNTbl, NOCNE KOTOPOWN YYACTHUKN
MOTYT OTBETUTb HA BOMPOCHI XIOPW.

[nga TOoro, uto6bl CTaTb NPETEHAEHTOM Ha
Harpaay Rising Stars, Hy)KHO:

* N0AaTb 3aABKY B OAHY U3 HOMUHAL UK
E+ Awards 2025

* OTMETUTb B 3aABKe, UTO 6peHa NpUHMUMaeT
yyacTue B KOHKypce BrnepBblie

Bo Bpemsa 3aWWnTbl CyAbU TaKXe OLEHMBAIOT
KENCbl MO KpUTepusam:

- CMeNnocTb Vs obcToaTenbcTBa/
AMBULMO3HOCTb

* pe3ynbTaT KaK rMaBHbIN OKYC

* NOTeHUMan CUCTEMHOro 3 (PeKTUBHOTIO
MapKeTUHra

OrnaweHue naypeaToB 1 HarpaxaeHue
nobegutenen gunaomamu 1-on, 2-ou u 3-eun

cTeneHu npoxoauT Ha LlepemoHun E+ Awards.




CMNEUNATIbHDBIE HATPAODI
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CneunanbHble Harpapgbl

Rising Stars Impact

o _ /~ United
napTtHep Rising Stars impact ?Ir Partners

by Ml Group

Rising Stars Impact - cneynanbHaa Harpaga ans

npoeKkToB Tex 6peHaos n HKO, koTopble BnepBble
NPUHUMAIOT y4acTue B Kateropuun Impact npemunn

E+ Awards.

C NOMOLLbIO JAHHOW HAarpaabl Mbl XOTUM AaTb
CTUMYNT KOMMAHUAM N HEKOMMEPYECKUM
opraHmM3auunsam akTuBHee paboTtaTb CO
CMOXHbIMWN COLMANDBHBIMU U 3KONOTNYECKUMMU
TeMamuy 1 rpomye 3aaBNAATb O CBOUX NPOEKTax.
CneumanbHasa Harpagaa NPUCYXAaeTca B pamKax
NONONHUTENbHOMO payHAaa Cyaencrsa.

Pa3paboTunku 3as8BoK oT 6peHaos / HKO-
nepsonpoxoues, Habpaswmnx Hambosblee
Konu4yectBo 6annos B 1 Type, NpurnawarTcs

Ha OYHYIO 3aLLUTYy CBOUX NPOeKTOoB. UTorosoe
KONNUECTBO YYaCTHMKOB AAHHOW 3aLMUTbI
ornpeaensercs Ha OCHoBe 06X pe3ynbTaTos 1
Typa Kateropuu Impact npemun E+ Awards 2026.

3awmTa npoxoanT B hopmaTe npe3eHTauumn n ceccuu
BONPOCOB OT OMNbITHbIX CyAen Kateropuun Impact KoHKypca
E+ Awards.

[lna TOro, uTo6bI CTaTb NPETEHAEHTOM Ha Harpaay Rising
Stars Impact, Hy>XHO:

* NOAaTb 3asABKY B OAHY M3 HOMUHALMUK KaTeropun Impact
npemunmn E+ Awards 2026

- OTMETUTb B 3aABKe, UTo Bal 6peHp / Bawa HKO
MPUHMMAET yyacTue B Kateropun Impact snepsbie

Bo Bpemsa 3aWnTbl CyAbU TaKXe OLEHUBAIOT KEUCbI Mo
KpUuTepusam:

* FOTOBHOCTb K CUCTEMHON paboTe C 3aTparmBaemou
coumanbHOW [ 3KONOrnyeckon Nnpobnemot

* BNAHNE OT pabOoTbl C COLMANBHO / IKONOrNUECKH
3HaAUMMoON Npob6nemon Ha 6GM3HeC N bpeHaA-MEeTPUKM
(nns 6peHAoB) UNK BNUAHKE HA 06bEeM NMPUBTEUYEHHbIX
NeHexHbix cpeacts (gna HKO)

OrnaweHue naypeaToB U HarpaxaeHue nobegurenen
aunnomamu |, Il u lll cteneHn npoxoauT Ha LlepemoHuun
HarpaxpaeHus E+ Awards.
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HOHTAKTDbI
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Mo NII0O6bIM BONMPOCAM OBPALLANTECb K HAM:

Oneca AnekceeBa
PykoBoauTenb otgena npoaax,
o.alekseeva@eplus.marketing
+7 926 082 25 67

IOnus 3y6puukas

MeHeg)xep no paboTte C KNNeHTamu
j.zubritskaya@eplus.marketing

+7 966 010 17 53
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