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Abstract:

O datd cu disparitia treptatd a
monopolurilor de stat si a economiei
socialiste, romanii au fost nevoiti sa
reinventeze publicitatea si comunicarea de
marketing.

Incercarile pe cont propriu s-au
transformat in nevoia de profesionalizare
acestor domenii, care reprezinta unul dir
cele mai puternice motoaréeaconomiei si
vietii sociale contemporane.

Reinventarea s-a transformat, ca
atatea ori in istoria noastrd modernd, intr
proces de sincronizare, de ardere rapid
etapelor; talentul si entuziasmul publicitarilor
romani sau mulat pe retetele si institutiile
care, aveau deja un bagaj de cunostiinte
acumulate pe durata a mai bine de un secc

Rezultatul a fost un progres contint
materializat intfe spectaculoasd crestere
economica a industriei i In premiile obfinute
de creatiile autohtone la festivalurile
internationale.

Spoturile TV, radio, afisele, panourile
gigantice si machetele de presd au devenit
unele dintre cele mai spectaculoc
manifestari ale culturii contemporane; st
sclipitoare, atrag privirea, trezesc emofii $i
dorinte puternice, impun personaje cu care I
identificAm sau pe care le indragim, ne fac
zambim sau ne pun pe ganduri.

Cuvinte cheie: publicitate,
analiza, tendinte, efecte.

Introducere

Industria de publicitate romaneasca se
bazeaza, spre regretul nostru, pe importarea
de spoturi si strategii de promovare. Atunci
cand sa dorit cu orice pret originalitatea s-a

piata,

ANALYSISOF THE ROMANIAN
ADVERTISING MARKET

Sofia CHIRILA - Ec., cadru didactigsociat
Cecilia Irina RABONTU — Confuniv. dr.

Constantin Brancugsi University of Tg Jiu

Abstract:

Once with the gradual disappearar
of the monopoly of the state and the socia
economy, the Romanians were forced
reinvent  advertising and  marketir
communications.

The tests on our own have turned ir
a need to professionalize these fields, wr
are one of the most powerful engines of
economy and contemporary social life.

Reinventing turned, as so often in c
modern history, into a synchronizatic
process, of rapid combusting stage;the ta
and the enthusiasm of the Roman
advertisers were molded on the prescriptir
and the institutions that already had a st
of knowledge accumulated during more th
a century.

The result was a continuous progre
resulted in a spectacular economic growtt
the industry and in the awards obtained
local creations at international festivals.

The TV spots, radio, posters, gia
billboards and press designs have bec:
some of the most spectacular manifestati
of contemporary culture, they are brilliar
eyecatching, arouse strong emotions &
desires, require that we identify with tl
characters that we love, make us smile
make us think.

Keywords: advertising, marke
analysis, trends, effects.
Introduction
The Romanian advertising industry is bas
to our regret, on the importation
commercials and promotional strategi
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ajuns la rezultate hilare. Din cau
subdezvoltarii sectoarelor industrial
autchtone, piata este invadatd de produse
importate si care, evident, sunt promovate
prin aceleasi reclame folosite in toata lumea.

Indiferent 1nsa  de  specificul
mentalitfii consumatorilor, pentru a fi
eficiente, reclamele trebuie sa tina cont de 7
reguli’, precum:

1. s se adreseze unui segment de

public cu un profil bine definit;

2. sa evidentieze  importanta
pentru cumpardtori a importantei produsului
sau;

3. serviciului oferit, venind ir
intdmpinarea nevoilor acestora;

4. sa exprime valoarea produsului
n termenii casumatorului (pret, duratd de
folosinta, consum de combustibil);

5. prezentarea unui avantaj un
pe care nu-l poate oferi un concurent;

6. prezentarea beneficiilor ¢
find un efect sigur al actiunii de
achizitionare;

7. sd sublinieze personalitatea

prestigiul, credibilitatea si antecedentele
ofertantului si chiar pe cele ale produsului;

8. sa ceard un raspuns clar din
partea consumatorului (sd sune acum, sa
viziteze magazinul, sa ceara informatii
suplimentare).

Acestea fiind spuse, cheltuielile tote

When originality was wanted at any pri
some hilarious results were reached. Bece
of the underdevelopment of local industr
sectors, the market is invaded by impor
products that, obviously, are promoted by
same ads used all around the world.
Whatever the specifics of tr

consumers attitudes , in order to be effect
advertising must take into account the
rules, such as:

1. to address an audience with a w
well defined profile;
to highlight the importance for buye
of the importance of the product;
the service offered, is meeting th:
needs;
to express value in terms of consur
product (price, duration of use, fu
consumption);
presentation of a unique advante
that can not be offered by tt
competitor;
the presentation of benefits as a s
result of the action to purchase;
to emphasize the personality, presti
credibility and history of the bidde
and even those of the product;
to require a clear response from
consumer (to call now, to visit th
store, to ask for addition:
information).
That being said, the total net costs

2.

3.

nete de pulititate care se anunta vor scadea future advertising that is to be announced \
cu inca 9% in Romania pana la sfarsitul drop by another 9% in Romania by the enc
anului, pana la 308 milioane de euro? iar the year to 308 million eurdsand according
potrivit celor mai recente raporte, publicitat to the most recent report, online advertis
online va fi singurul mediu care va inregis will be the only medium that will recor
crestere. Se apreciazd pentru anul acesta 0 growth . This year there is to be expecte
scadere: de 6% a cheltuielilor TV, de 25-30% decrease of: 6% of TV spending, from 25

pentru presa scrisd, de 10% pentru radio, de
1520% pentru outdoor si o crestere de 10-
15% a mediului online.

Cheltuielile totale media vor ajunc
pentru 2010 la nivelul cheltuielilor TV di
2007 si se vor menfine sub nivelul
cheltuielilor totale din 2006 (369 milioane (
euro - 2006, 308 milioane euro - 2010).

Estimari 2010 vs. 2009

e TV - scadere de la 222 milioane

30% for print, radio 10%, 15-20% fc
outdoor and an increase of 10-15% of
online environment.

The total average expenditure f
2010 will come at the level of the expense
TV in 2007 and will remain below the on
of 2006’s total expenditures (369 million
euro- in 2006, 308 million - 2010).
2010 vs 2009 estimates:

o TV - down from 222 million

! Moldoveanu M. Miron ,D. s,Psihologia reclamei”, Editura Libra, Bucuresti, 2008, p. 104.
2 Costin lonescu’Raport anual Media Fact Book 2010HotNews.ro, titiative Media.
3 Initiative Media - ,, Raport anual Media Fact Book 2010”".
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euro la 209 milioane euro;

e Print -scadere de la 37 milioane

euro la 27 milioane euro;

e Radio -scadere de la 25 1a 23

milioane euro;

e OOH- scadere de la 42 la 35

milioane euro;

e Internet/Cinema <restere de la
13 la 14 milioane euro (cifre ce reprezintd
strict cheltuieli media, anul trecut piata de
publicitate online s-a ridicat la circa 15
milioane euro).

Informatia face pamantul sa se
invarta, si populatia o vrea cat mai recenta, si
nu primeaza tocmai expresia "ia ziarul cat e
cald" pentru ca este clar ca traim intr-o era a
digitalizarii si ca online - ul este cu cinci ture
fnaintea presei sed la capitolul vitezd®.
Dacé pe vremuri era foarte multd publicitate
de imagine, de lansare de produse, acum
foarte multd publicitate tactica, oferte
promotionale — Tntreaga industrie a suferit
multitudine de transformari.

In ceea ce priveste analiza evolutiei
preturilor, cercetarile statistice au evidentiat
doi parametft

v eficacitatea medie
publicatiei, care se referd la numarul de
persoane care au cumpdrat si citit, intr-un
interval de timp, unul sau mai multe nume
ale publicatiei studiate;

4 eficacitatea medie momentana,
care are la bazd numarul mediu de cititori
care au citit un anumit numar al publicatiei.
Acest parametru tine cont de faptul ca un ziar
este citit nu doar de cumparatorul sau, ci si de
familie, colegi, apropiati.

Eficacitaea mediatica este diferita de
tirajul unei publicatii. Aceasta se stabileste in
functie de numarul real de cititori ai unui ziar,
dar si de potentialul economic al acestora.
Eficacitatea mediatica determind stabilirea
preturilor de publicitate’. Tn calitate de clien
al unei agentii de publicitate, nu numarul de
exemplare publicate intereseazd, ci numarul

eqe vy

acestora de a cumpara produsul caruia fi
faceti reclama.

4 Studiu IAB— Pwc, 2010.

euro to 209 million euro;

o Print - down from 37 million
euro to 27 million euro;

o Radio - down from 25 to 2.
million euro;

o OOH - decreased from 42 t
35 million euros;

e Internet / Cinema - increase from
to 14 million euro(average co
figures that are strictly representil
media costs, the online advertisi
market last year amounted
approximately EUR 15.4 milliorf)
Information makes the world ¢

round, and recently the population wants
fast, and the expression "take the newsp:
while is hot" is overridden because it is cl¢
that we live in an age of digitization and t
online is five laps before the written press
the speed chaptér If in the old days ther:
was a lot of image advertising, of prodt
launch, now there is a lot of tactic
advertising , promotional offers - the whc
industry has undergone mai
transformations.

Regarding the price trends analys
the statistical research revealed t
parameter§

« the average effectiveness of t
publication, which refers to th
number of people who have bouc
and read at a certain time, one or m
issues of the publication beir
studied;

« momentary average efficiency, whi
is based on the average number
readers who have read a spec
number of the publication. Thi
parameter takes into account the f
that a newspaper is read not only
its buyer, but also family, colleagut
and neighbors.

The media effectiveness is differe
from the circulation of the publication. This
determined by the actual number of 1
readers of the newspaper, but also by tl
economic potential. The effectiveness of
media determines the increase in advertis

> Al Ries, Laura Ries; Caderea advertisingului si ascensiunea PR-ulu”, Edit. Brandbuilders, Bucuresti, 2008, p.18.
®Toma Georgescuy,Tehnici comercialén economia de piata”, Editura Danubius, Braila, 2008, p.3.
7 Luc Marcenac, Alain Milton, S-H Saint-Michel, Strategii publicitaEditura Polirom, Iasi, 2008, pp.130, 131.
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Eficacitatea mediaticad este studiata
NU Numai pentru presa, ci si pentru radio si
televiziune. Urmarindu-se doi indicatori:

v densitatea publicului;

v evaluarea publica.

Cat despre Romanian primele luni
ale acestui an, preturile publicitatii avad la
baza eficacitatea mediatica, au continuat sa
se diminueze fatd de nivelurile Inregistrate in
perioada similara a anului trecut pe toate
canalele media. Astfel, publicitatea la TV
fost mai idtina cu 30%-35% fata de nivelul
din 2009, pe cand la radio nivelul as
diminuat cu 35%-40%. In atsi timp, si
pretul publicitatii online a suferit un regres de
35%-40% 1n ianuariéebruarie 2010 fata de
nivelul din aceeasi perioadd a anului 2009,
nivel identic de scadere consemnat si de
OOH (outdoor si indoor). Pretul publicitatii
la radio a cunoscut si el o diminuare de 35%-
40% 1in primele luni ale acestui an fatd de
perioada similara a anului trecut. Ce urmeaza
pana la finele anului?

1. Instrumente si

publicitatii

Publicitatea pe T\ In acest moment, i
Romania, televiziunea este canalul me
media din care cei mai mulfi oameni obtin
informatiile legate de lucrurile din jurul lor,
deci, inclusiv, legate de ofertele
publicitate. Interesant este faptul ca
importanta canalului media prin care este
trimisa  informatia  publicitara  catre
consumatori este apreciata diferit de acestia si
de cei care comanda reclamele®.

Astfel, reclama prin tv li se pare utila
in proportie de :

v’ 79,6 % consumatorilor;
v 97,2 % firmelor.
La panouri publicitare:
v 30,4 % consumatorilor;
v" 50 % firmelor.

Reclamele in ziarele centrale:
v' 23,4 % consumatorilor;
v' de 94,45 firmelor.

Reclama la radio:

v' 19,5 % consumatorilor;

v 72,2 % firmelor.
Reclama in presa locala:

v' 3,9 % consumatorilor

suporturi ale

pricing’ . As a client of an advertising agenc
not the number of the published copies is
interest, but the actual number of readers
their economic possibilities to buy tt
product that you are advertising.

The media effectiveness is studied |
only for the press, but also for radio a
television broadcasting by watching the
two indicators:

« the density of the public;
o the public assessment.

As for Romania, in the first months
of this year, the prices of media effectiven:
based advertising, continued to fall bel
levels of the same period of the last year
all media. Thus, advertising on TV wi
cheaper by 30% -35% compared to 2(
levels, while at the radio level decreased
35% -40%. Meanwhile, the price of onlir
advertising has suffered a decline of 359
40% in January-February 2010 comparec
the same period of 2009, the same leve
decline recorded by the OOH (outdoor &
indoor The price of radio advertising has a
seen a decrease of 35% -40% in the 1
months of this year compared to same pe!
last year. What follows until the end of tl
year?

1. Thetools of media publicity

Advertising on TV- at this momen
in Romania, the television is the mec
channel that most people get informati
from, about the things around them, tr
including the advertising related offering
Interestingly, the importance of the mec
channel advertising the information is bei
sent to consumers is valued differently
them and the ones who order the®ads

Thus, the TV advertising is fodn
useful in the following proportion:

o 79.6% to the consumers;
o 97.2% to the firms.

At the billboard:

o 30.4% to the consumers;
o 50% to the firms.

Advertisements in central newspape

o 23.4% to the consumers;

o 94.45% to the firms.
Advertisements on the radio:

o 19.5% to the consumers;

8 liescu Dragos. — ,,Psihologia reclamei si a consumatorului”, Edtura Comunicared, Bucuresti, 2008, p. 174.
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v 66,6 % firmelor.

Se poate trage cu usurintd concluzia
ca diferentele de perceptie a utilitdtii unei
reclame sunt mari §i ca reflecta in special
»copildria“pe care o mai traverseazd inca
acest domeniu in dtnénia. Este interesanta
si analizarea categoriilor sociale care raspund
pozitiv unui anumit tip de promovare
reclamei unui proddsin timp ce televiziune:
este mediul ideal pentru cad receptivitatea
reclamelor intermediate de aceasta nu fine
cont prea mult de nivelul de pregatire
profesionald, in cazul reclamelor in ziarele
centrale, cei mai receptivi sunt muncitol
tehnicienii, Tnelectualii, pensionarii  si
casnicele. La reclama pe panouri publicite
cel mai receptivi sunt elevii i studentii. La
reclama prin radio raspund cel mai bine
functionarii'®. Se poate observa cu usurinta ca
cel mai important canal mass-media
transmite¢ a informatiilor publicitare este
televiziunea. De aceea, n pofida costt
extrem de ridicat, agentiile de publicitate
acordd cea mai mare importantd strategiilor
de prezentarea a produselor si serviciilor prin
televiziune.Aceasta forma de publicitate este
atat de atractiva din cel putin doud motive:
numadrul mare al telespectatorilor si al orelor
petrecute de acestia in fata televizoarelor; si
multitudinea mijloacelor de manipulare |
care televiziunea le pune la dispozitia celor
care vor sa transmitd mesaje prin intermediu
el. De aceea se acorda o atentie deosebita
producerii spotului publicitar si inserarii lui
intr-un program ai carui telespectatori
reprezintd §i potentialii cumpdratori ai
produsului  respectiv. Atentia acordati
producerii spotului s-a concretizat in cos
enorm al acestuia, care, de multe ori,
depdseste pe cel al cumpardrii spatiului de
emisie. In ultimii ani s-a dezvoltat un nou f
de reclama: cea care imbina apelul la emotii
cu cel la ratiune. Rezultatul benefic al acestui
tip de reclama nu este inca foarte bine
evidentiat dar s-au facut mai multe studii in
acest sens si cercetdrile continud. In ceea ce
priveste cele mai recente estimari privind

o 72.2% to the firms.
Advertisements in local newspapers
o 3.9% to the consumers;
o 66.6% to the firms.
One can easily draw the conclusi

that the differences in perception of t
usefulness of an advertisement are large
reflect in special the "childhood" that th
area still goes through in Romania. It
interesting the analyzing of the soc
categories that respond positively to
particular type of advertisement promoting
product? While television is the idec
environment because the creat
responsiveness mediated by it ignores
training level, for advertisements
newspapers central, most receptive are
workers, technicians, intellectuals, retire
and housewives. For the billboar
advertising, most receptive are studer
Concerning the radio ads, the officie
respond best’ One can easily see that t
most important media channel f
transmitting  information is  televisio
advertising. Therefore, despite the extrem
high cost, the advertising agencies award
greatest importance to the presentation
products and services strategies throi
television. This form of advertising is ¢
attractive for two reasons: the large num
of viewers and the fact that they spend hc
in front of the TV; and the multitude «
manipulation means that television mal
available to those wishing to send messsa
through them. Therefore special attention
given to produce advertising and
incorporate into a program whose viewers
potential buyers of the respective prodtic
The focus awarded to the production of
spot has resulted in its enormous cost, wt
more than often exceeds that of the buying
the emission space. In recent years there
developed a new type of advertising: one t
combines the appeal to emotion with reas
The beneficial result of this type «
advertising is still not very well highlighte
but there have been several studies in

° Doru Silviu Luminosu- ,ociologia comunicatiilor de masa”, Editura Helicon, Timisoara, 1995, p.5.
% Mihai Papuc, Tehnici promotionale, Editia 1,Universitard, Bucuresti, 2006

! Gheorghe Teodorescu, Petru Bej&alafii publice si publicitate. Discurs. Metodd. Interpretare, Editura Fundatiei

Axis, lasi, 2008, p. 145.
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piata TV, avem™® In primele patru luni ale
anului procentul inventarului vandutdapasit

70%, cu lungi perioade sold-out. O perioe
de sold-out pe principalele posturi e:
anuntatd §i pentru toamna, ceea ce ar permite

statiilor sd mareasca preturile din 2011. Dar

daca reducerile salariale anuntate de guvern

vor duce la un nivel scazut al consumului,
acest lucru ar putea determina precautie in

randul clientilor de publicitate. Este destul de

dificil de prezis viitorul pietei de publicitate

TV pentru a doua jumatate a lui 2010 si in

2011,

Publicitatea la radie Radioul este ur
vehicul media exceptional, mai ales daca
firmele au o imagine a produsului/serviciul
sau companiei Intiparitd corect in mintea
publicului tinta, acel awareness sau gradul de
recunoastere al brand-ului. Radioul este ma
ieftin si mai ales define suprematia in
caegoria "mediilor de dimineata". El nu face
altceva decdt sd stabileascd in mintea
oamenilor secventa de care au nevoie pentru
a porni confruntarea cu o noua ‘“zi
Explorarea corecta a acestui lucru, v—a atrage
toate avantajele se vor rasfrange inevitabil
asupra afaceriiNumarul si caracteristicile
celor care ascultd programele de radio se
determind prin  intermediul  jurnalelor
completate de persoane care alcdtuiesc un
esantion reprezentativ pentru  populatia
cercetatd. Se considerda ca o persoand a
ascultato emisiune a unui post de radio daca
a ascultat cel putin 5 minute.

Publicitatea in presa scrisd - ziarele,
revistele, magazinelesunt periodice, tiparite
pe hartie de calitate medie (ziarele) ¢
superioara (revistele, magazinele), cu aparitii
zilnice, bilunare, saptdmanale. Ele acopera
zone geografice mai largi sau mai redu
filnd distribuite la nivel international,
national, regional sau local. Ele oferd
informatii ce acopera o paleta larga de
interese de la stiri cotidiene, mica publicitate,
reclame, stiri de scandal, noutdti politice
interne §i internationale, informatii sportive
etc. Magazinele sunt in general specializate si
se adreseaza unor categorii sociale specifice.
Originalitatea si profilul ziarului determina

respect, and the research contint
Regarding the most recent estimates of
TV market, we have'? In the first four
months of the year, the percentage of the ¢
inventory has exceeded 70%, with long sc
out periods. A sold-out period is announc
on the main channels for autumn as w
which would allow stations to raise prices
2011. But if the government announced {
cuts will lead to a low level of consumptio
this could lead to caution among advertise
It is rather difficult to predict the future of T'
advertising market for the second half
2010 and 201%*

Advertising on radio- radio is an
excellent media vehicle, especially if firn
have the image of the product / service
company properly etched in the minds of -
target audience, namely that degree
awareness or recognition of the brand. Re
is cheaper and has supremacy in the
morning media" category. It does nothi
more than to establish the right sequenct
the people's minds that they need to s
facing a new day®. The proper exploitatiol
of this, will attract all the advantages and \
have inevitable repercussions on the busin
The number and characteristics of those v
listen to radio programs is determin
through completed diaries of the people w
form a representative sample of t
population studied. It shall be deemed
person listened to a broadcast of a ra
station if he/she was listening for at least f
minutes.

Advertising in  newspapers
newspapers, magazines - are periodics pril
on medium quality paper (newspapers)
higher quality paper (magazines, shops), v
appearances daily, fortnightly, weekly. Th
cover wider geographic areas or smal
being distributed internationally, nationall
regionally or locally. They provids
information covering a wide range
interests from news, dailies, advertisemel
commercials, news of scandal, political a
international news, sports information, e
Magazines are generally dedicated ¢
addressed to specific social categories.

12 Initiative Media -,, Raport anual Media Fact Book 2010
13 Initiative Media - ,, Raport anual Media Fact Book 2010
14 Schultz D.E, Robinson W.A.,£senfialul despre promotii,, Edit: Brandbuilders Grup, Bucuresti 2009, p.139.
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continutul, dar si cifra de vanzari. Se pot

distinge trei tipuri de ziare: de calitate (ce
se adreseaza in principal elitelor, ceea ce le

face mai putin accesibile publicului larg, dar

pot influenta semnificativ opinia liderilor);

populare (afisand titluri enorme pentru

informatii in general reduse ca si cantitate,

accentul cade pe fotografii) si medii (de

exemplu presa de provincie saptamanale).

Cat despre estimarile din presa scrisa, aceste

aratd ca'™ Valoarea estimat a veniturilor din

publicitate in presa scrisd, anul acesta, va fi
cea mai scazutd din ultimul deceniu; Efectele
crizei economice vor determina $i mai multe

probleme 1n 2010, dar acestea vor fi mai ugor

de depasit dupa experienta anului trecut; Cota
presei scrise in bugetele de media va sciadea

in favoarea TVonline si radio; 2010 pare a fi
inceputul  convergentei print-online  n
Romania.

Publicitatea pe internet, outdook-si
indoor-ul - Oportunitatea unei campar
publicitare online are ca scopt: cresterea
traficului  unui website, 0 campan
promotionala in vederea véanzarii unor
produse, generarea de sdlesls si nu in
ultimul rand construirea imaginii digitale
unui brand®. Modele de publicitate online: E
mail sau posta electronica, Bannere, Link-uri,
Advertoriale, Interstiiale, Tehnologii push.
in ceea e priveste mediul online romanesc,
chiar daca este vorba despre o bazd mica, a
inregistrat cresteri importante de la un an la
altul. Daca, in 2009, piata online avea o
valoare de circa 9,2 milioane de euro,
prezent, aceasta este estimatda la 15-22
milioane de euro.De altfel, la jumatatea
acestui an, majoritatea jucatorilor si-au
revizuit Tn crestere estimarile privind valoare
pietei. Romania ocupa un loc bun si in ceea
ce priveste situatia comparativa cu tarile din
regiune, iar sansele de a ajunge competitor
direct al unor piete ajunse la maturitate, cum
este Cehia, de exemplu, sunt foarte mari
urmare a increderii tot mai mari
advertiserilor in mediul digital.

Cei mai mulfi specialisi sunt de parere
ca radioul, publicitatea outdoor si cea indoor
vor fi afectate inte mica masura. Mediul
online si publicitatea indoor vor continua sa

originality and profile of the newspap:
determines its content , but also its s
figures. There are three types of newspap
the quality ones(which are mainly aimed
elites, making them less accessible to

general public, but that can significant
influence the opinion leaders), popul
(showing enormous titles for information th
is generally low in quantity, emphasis bei
on the photos) and medium (eg provinc
press - weekly). As estimates for the writt
press, they show thaf The estimated valu
in print advertising revenue this year will |
the lowest in a decade; The effects of

economic crisis will cause even mc
problems in 2010, but they will be easier
overcome after the last year experience;
share of print media in media budgets v
decrease in the favor of TV, online and rac
2010 seems to be the beginning of pri
online convergence in Romania.

Internet advertising, outdoor ar
indoor - an opportunity for online advertisin
has as its purpose: to increasing traffic t
website, a promotional campaign for the s
of products, to generate leads and sales,
least the construction of a digital image bre
18 Online advertising models: E-ma
banners, links, advertorials, interstitial, pL
technologies. Regarding the Romanian onl
environment, even if it is a small at its ba
has seen significant growth from one yeat
another. If, in 2009, the online market hac
value of around 9.2 million euro, now this
estimated at 15-22 million euro. Otherwi
speaking, at the middle of this year, mi
players have revised growth forecasts
market value. Romania is in a good place
comparison to the benchmark countries in
region, and the chances to get to be a di
competitor of mature markets such as
Czech Republic, for example, are very hit
due to the growing confidence advertis
have in the digital environment.

Most specialists believe that the rad
outdoor and indoor advertising will L
affected to a lesser extent. Indoor advertis
and the online medium will continue to gro
the young audience's movement continue:
online and will continue and will affect bot

r Initiative Media, ,,Raport anual Media Fact Book 2010”.
18 Nicola Mihaela- , Publicitate si reclama”, Editura Facultatea de Comunicare si relatii publice,2009, p.78.
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creasca: publicul tanar in deplasarea lui
continud spre online va continua si va afecta
atdt mediille de informare, cat si de
divertisment. Indoord va continua sa creasca
spectaculos datoritd dezvoltarii agresive a
retailului modern si a mall-urilor. Se va simti
un impact negativ al crizei financiare asu|
trendului pietei online. Se intampla ca
marketerii ale caror bugete sunt brusc reduse
cautd metode de eficientizare a demersului
comunicational. Asta inseamnd ca se vor
orienta catre medii care asigurd transmiterea
mesajului la costuri cat mai mici, adica direct
marketing, inclusiv online. In acest conte
se asteaptd pe bund seama la o crestere — daca
nu accentuata, cel putin constanta - a pietei.

2. Factori cu influenta asupra
pietei romanesti a publicitatii

Exista, pe langd criza economica
internationald, si o serie de  factori cu
influentd semnificativa asupra bugetelor
media. Unul dintre acestia este inflatia de
costuri, atat media, cat si salarii si costuri de
operaré’. Unele dintre acestea nu se reflectd
intr-o productivitate crescutda cu o rata
similard. Un alt factor important pentru
evolutia pietei media este economia bazata pe
consum final de credit si din venituri devenite
acum incerteJucatorii de pe piata de profil
enumera aici trimiterile de bani de la forta de
muncd emigranta, care vor inceta sa conteze
ca volum, limitarea sau stoparea creditului
consum, deflatia puternica a activelor de tip
imobiliar, volatilizarea valorii portofoliilor de
pe Bursa, inghetarea sau limitarea veniturilor
salariale, lipsa de economii, disponibilizari de
personal sau expunere crescuta la risc valutar.
Printre ceilalti factori care vor avea o
influenta asupra pietei media in urmatoarea
perioada, politica de preturi a statiilor TV si
evaluarea activitatii advertiserilor la sase luni.
Totusi, existd i afirmatii ca situafia
economica internationala, cu influenta
puternicd si pe piata locald, va implica si o
serie de aspecte pozitive. Unul dintre avan
va fi, potrivit acestora, faptul ca negocierile
dintre televiziuni si agentiile de media nu se
vor mai purta de pe pozitii de fortd. Totodaa,
criza economica este beneficd, deoarece

the media and the entertainment. Indoor s
will continue to increase dramatically due
aggressive development of modern retail
malls. The negative impact of the financ
crisis will be felt on the market trend onlin
It happens that marketers whose budgets
reduced suddenly to be looking for ways
streamline the communication approach. T
means that they will turn to media which w
transmit the message at the lowest cc
which means, direct marketing, includii
online. In this context, surely we will kb
expecting an increase - if not major, at le
steady- of the market.

2. Factors of influence on the
Romanian advertising
mar ket

There are, besides the internatiol
economic crisis, a number of factors w
significant influence over media budgets. C
of them is inflation of costs, media, salar
and operating costs Some of them are nc
reflected in increased productivity at a simi
rate. Another important factor for tt
development of market economy is based
the average final consumer credit and fr
incomes now uncertain. Market players |
here the sending of money from immigre
labor, which will cease to matter as volun
limiting or stopping the consumer cred
strong deflation of housing type assets,
volatilization of the value of the stock mark
portfolios, the freezing or limiting wage
lack of savings, staff layoffs or increas
exposure to currency risk. Among the otl
factors that will have an influence on tl
media market in the next period, the prici
policy of TV stations and the assessment
the advertisers activity every six montt
However, there are allegations tt
international economic situation, with stroi
influence on the local market will involve
number of positive aspects. One of 1
advantages will be, in their view, the fact tt
negotiations between broadcasters and m
agencies will no longer hold positions
power. However, the economic crisis
beneficial because it promises gree
efficiency and cost re-correlation with t
results. There is a high probability that me:

" Toma Georgescu ,, Tehnicicomerciale in economia de piata”, Editura Danubius, Briila, 2008, p.120.
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promite o crestere a eficientei si o recorelare
a costurilor cu rezultatele. Existd o mare
probabilitate ca fragmentarea si specializarea
mediilor sa continue si in anul urmator, asa
cum Sa manifestat si in anii precedenti.
Probabil ca numarul canalelor comerciale de
televiziune va creste, crescand astfel optiunile
n mixul TV. Poate in 2011, vor fi peste 40
canale comerciale, care vor constitui optiuni
pentru planificarea pe TV.

3. Principalelepreviziuni ale

mediului publicitar

Consumul linear: televiziunea si
radioul elemente importante ale promovarii
vanzarilor. In 2010, majoritatea continutului
video si audio va fi consumat in mod linear
(adicd in baza programelor stabilite de
institutiile media de profil). Peste 90% dir
continutul televizat si peste 80% din cel audio
va fi accesat prin intermediul canalel
tradifionale. Mai mult, acest tip de consum ar
putea chiar si creascd in cursul anului. In
general vorbind, achizitia de noi echipamente
TV sau lansarea de noi servicii, prect
sistemul high-definition (HD) sau canalele
filme, Incurajeaza cresterea consumului.

Publicitatea online o noud orientare:
tendinta selectiva dar continud. Bugetele
aferente publicitatii online sunt estimate sa
creasca in valoare si intr-un ritm mult mai
alert decat restul pietei de publicitate. Chiar
daca recesiunea a afectat si acest segment,
provocand o scadere de 5% a veniturilor anul
trecut, declinul este mult mai mic decét «
inregistrat de orice alta categorie de
publicitate. Cu alte cuvinte, chiar dacd mediul
online a avut o crestere negativa, cota sa de
piata este in continua crestere. Cele mai multe
previziuni anuntd o majorare a industriei de la
aproximativ 10% in 2009, la 15% la sfarsitul
lui 2011. Performanta din prima jumatate a
anului trecut aratd cd pietele media
traditionale cel mai vulnerabile in fata online-
ului sunt revistele si ziarele, urmate de radio
si de segmentul outdoor. Televiziunea pare sa
reziste cel mai bine 1n fata acestei tendinte.
Exista riscul ca ofensiva online sd afecteze
modelul traditional de publicitate, ceea ce
poate atrage o reducere abrupta si permanenta
a veniturilor si a marjelor. In acest caz,
intregul  ecosistem de publicitate  si
promovare trebuie sa se consolideze, sa

fragmentation and specialization to contir
into next year, as shown in previous yes
Perhaps the number of commercial televis
channels will increase, increasing the optic
in the TV mix. Maybe in 2011, over 4
channels will be commercial, which wi
provide options for planning on TV.

3. The main predictions of the

advertising environment

Linear consumption: television ar
radio as major sales promotion items.
2010, most audio and video content will
consumed in a linear manner (meaning i
based on programs established by the prc
institutions). Over 90% of TV content ar
over 80% of the audio content will [
accessible through traditional channe
Moreover, this type of consumption mi
actually increase during the year. Gener:
speaking, the purchase of new TV equipm
or the launching of new services, such as
high-definition (HD) or channels of movie
encourage consumption growth.

Online advertising a new but st
selective trend. The online advertisi
budgets are expected to increase in value
at a pace much faster than the rest of
advertising marketsEven if the recession
affected this segment as well, causing
decrease of 5% of revenue last year,
decline is much smaller than that registe
by any other advertising category. In ott
words, even if the online environment hac
negative growth., the market share is ¢
growing. Most industry forecasts announc
an increase from around 10% in 2009 to 1
at the end of 2011. The performance on
first half of last year shows that tradition
media markets are still most vulnerable
front of the online those being the magazil
and newspapers followed by radio and
outdoor advertising segment. Televisi
seems to resist best in front of this tre
There is a risk in that the online offensi
will affect the level of the traditiong
advertising model, which can result in a ste
reduction of revenue and margins. In t
case, the entire ecosystem of publicity ¢
promotion must be strengthened must con
costs in a more aggressive way and ider
new business models.

The devices eReaders are a new ni
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controleze costurile intr-un mod mai agresasn the market and electronic books

si sa identifice noi modele de afaceri.

Dispozitivele eReaders o noud nisa
importantd de piatd, iar cartile in varianta
electronica ,,dispar” de pe rafturile virtuale.
Vanzarile de dispozitive eReader sunt
estimate sd ajunga la cinci milioane de unitati
pe plan global. In acelasi timp, vanzarile de
carti in varianta electronica (eBooks) ar putea
aunge la 100 de milioane ¢
exemplare.Succesul cartilor in variantad
electronica reprezintd o provocare atat pentru
scriitori, cat si pentru casele de editura. Desi
ele sunt usor de achizitionat, pretul mic
pentru o astfel de carte indicd o schimbare a
modelului economic. Preturile mici nu
reprezinta o noutate pentru edituri, dar astfel
de practici au fost pana acum rezervate pentru
un numar redus de carti, i nu pentru sute de
mii de titluri. Probabil ca industria va avea
nevoie de un nou model de distributic a
veniturilor.

Un pas 1napoi si doi nainte pentru
televiziunea 3D. Succesul de anul trecut
cinematografiei 3D a generat asteptari
ridicate pentru un salt similar si in
televiziune, in 2010. Anul acesta poate
marcat de o serie de premiere semnifica
pentru televiziunea 3D, inclusiv lansar
primelor canale de televiziune 3D in Euro
si America de Nord, a primelor televizoare
sau a camerelor 3D. Chiar si asa, debutul va
fi ingreunat de provocari substantiale.
Tehnologia 3D are un potential important de
crestere a veniturilor in televiziune, insa
numarul de abonati, veniturile aferente
abonamentelor sau vanzarii de echipamente,
precum si confinutul disponibil ar putea fi
neglijabile pand la sfarsitul anului. O mare
pondere din provocadrile initiale va fi cauzatd
de confuzia consumatorilor, obstaco
principal fiind lipsa unui standard TV 3l
unic. Astfel, unul dintre obiectivele che
imediate ar trebui sa fie stabilirea si
promovarea unei singure definifii a
televiziunii 3D.

4. Studiu de caz: Analiza pietei de

publicitate a marci Milka

In anul 1901 ,Legenda Mov” vede
lumina zilei, cidnd numele marcii ,,Milka”
este inregistrat la biroul de marci de pe
langd curtea regali din Berlin. Inca de la

"disappear" on the virtual shelves. EReader
device sales are estimated to reach five
million units globally . At the same time, the
sales of books in electronic format (eBooks)
could reach 100 million copies.The succes of
the electronic books are a challenge for both
writers, houses and the publisher. Although
they are easy to purchase the small price for
such a book indicates a change of economic
model. Small prices for publishers are not a
novelty, but such practices have now been
reserved for a small number of ebooks, and
not hundreds of thousands of titles. Perhaps
the industry will need a new model of income
distribution.

One step back and two forward for t
3D television. The success of last year's
film has generated high expectations fo
similar leap in television in 2010. This ye
may be marked by a series of significant fir
for 3D television, including the launch of tt
first 3D television channels in Europe a
North America and the first 3D TVs ar
cameras. But even so the onset will
difficult and burdened by difficult chalenge
3D technology has a significant increasi
potential in television revenue, but tl
number of subscribers, or subscripti
revenues from the sale of equipment, as \
as available content could be negligible ui
the end of the year. A large percentage of
initial challenges will be due to th
consumers confusion, the main obstacle be
the lack of a unique 3D TV standard. Thi
one of the key objectives should be |
immediate establishment , definition a
promotion of 3D television.

4.Case Study: Analysis of the advertising
market of the brand Milka

In 1901 "The Purple Legend” sees
daylight, when the brand name "Milka"
registered a trade mark at the mark off
next to the royal court in Berlin. Since i
appearance, the packaging is purple anc
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aparitie, ambalajul tabletei Milka este mov,

pe acesta fiind imprimata o vacuta si o vedere

panoramicd a Alpilor. Numele ,Milka”

reprezintd, de fapt alaturarea primelor silabe

ale cuvintelor lapte (Milch) si cacao (Kakao)

in limba germana. In anul 1973, apare primul

spot publicitar cu vacuta mov, pentru care

agentiei Young & Rubicam i-a fost deernata

medalia de aur de catre Art Directors Club.

Din 1973, vacuta Milka a fost protagonista

unui numar de 100 spoturi televizate. 1n a
1994, Kraft Foods International si-a deschis ¢
filiala si in Romania prin cumpdararea a 82%

din actiunile SC Poiana Produse Zaharoas
SA Brasov, pentru suma de 4,4 milioane

USD. Astfel, reteta celebra, imbunatatita de-a
lungul unui secol si jumatate a ajuns si in

Romania, fiind folosita pentru prepararea mai

multor produse, un loc de frunte avard
ciocolata Milka cretd special pentru

consumatorul autohton. Dispunand de o Ir
o putere financiarda si de o foarte buna

notorietate de marcd, firmei transnationale

Kraft Foods (aceasta denumire a fost adop
in anul 2000 pentru toate filialele si regiunile

Kraft Foods International pentru a stabili
viziune si o identitate comunad) i-a fost usor sa

se implanteze in Romania.

Mediul de  marketing al firmei
Macromediul: Macromediul brandului Milks
este influentat de urmatorii factori:

Factorii socio-culturali: Ciocolata Milka s
adreseaza tuturor persoanelor, mai putin celor

cu probleme de sandtate (diabet zaharat),

bebelusilor si copiilor foarte mici, indiferent

de sex, ocupatie, venituri, religie (In ceea e

priveste religia existd anumite restrictii in

perioada postulula ortodocsi nu poate fi

consumatd ciocolata cu lapte). Factori

economici.Deoarece pretul ciocolatii Milka

variaza intre 3 RON si 16 RON aceasta poate

fi cumparatd de persoane cu venituri medii si

mari. Factori  tehnologici. Odatda cu

dezvoltarea tehnologiei s-au creat noi moc
de a satisface nevoile clientilor nostri, cel mai

bun exemplu estédmbunatatirea ofertei de

produs si inovarea portofoliului. Rebranding-

ul a vizat si portofoliul de praline Milka (I

love Milka), care a suferit o transformare
nivel de design de ambalaj, in linie cu nc
imagine a brand-ului. Factorii legislativ
Mediul legislativ in domeniul ciocolatei es

the Milka tablet is printed a cow and
panoramic view of the Alps. The nan
"Milka" is actually the joining of the firs
syllables of the words milk (Milch) and coct
(Kakao) in German. In 1973, the fir
advertisement appears starring the pui
cow, for which the agency Young & Rubica
was awarded the gold medal by the .
Directors Club. Since 1973, Milka the Cc
has been protagonist of a total of 1
television commercials. In 1994, Kraft Foo
International has opened a subsidiary
Romania by acquiring a 82% stake in
Poiana Brasov SA confectionery products,
$ 4,4 million dollars. Thus, the famous reci
improved for over a half century has arriv
in Romania, being used for the preparatior
several products, a leading one being
Milka chocolate bar designed specifically 1
local consumers. With a great financial pov
and a very good brand reputation,i
transnational company Kraft Foods (t
name was adopted in 2000 for all brancl
and regions Kraft Foods International me:
to establish a vision and a common ident
was slightly to implant in Romania.
Macroenvironment: the
macroenvironment of the Milka brand
influenced by the following factors:
Socio-cultural factors: Milke
Chocolate is addresed to everyone, exc
those with health problems (diabetes),
babies and very young children, regardles:
sex, occupation, income, religion (as is
religion there are certain restrictions in t
Orthodox fasting period when there can |
be consumed milk chocolate). Econon
factors: As the price of the Milka chocols
varies between 3 RON and 16 RON it may
purchased by middle and high incor
eaners. Technological factors. With tt
development of technology there have b
created new ways to meet the needs of
customers the best example is improving
supply of product and innovation of ti
portfolio. The rebranding targeted also
portfolio of pralines Milka (I love Milka),
who underwent a transformation at the le
of packaging, in line with the new brar
image. Policy makers: The regulatc
environment for chocolate is covered by |
Order 335/714/318 of 14 May 2003 Norr
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reglementat de Ordinul 335/714/318 din
mai 2003 pentru aprobarea Normelor
privire la natura, continutul, originea,
fabricarea, etichetarea §i marcarea unor
produse din cacao si ciocolata destinate
consumului uman, care a intrat in vigoare
18 septembrie 2004. Ciocolata Mill
corespunzand acestei norme legislative.
Micromediul: Componentii principali care fac
parte din micromediu sunt: consumato
nonconsumatorii, concurentii directi,
concurentii indirecti, furnizorii si
intermediarii. Din 1intreaga populatic a
Romaniei se detaseaza o anumita fractiune
care formeaza consumatorii produselor vizai
si anume tabletele de ciocolata Milka,
cealalta formand nonconsumatorii acestora.
Consumatorii tabletelor de ciocola
Milka sunt reprezentati de persoanele de sex
feminin cat si de sex masculin care prefera
ciocolata simpla (Milka Lapte din Alpi,
Milka Ciocolata Alba, Milka Happy Cows
sau ciocolata cu diferite arome si umpluturi(
Milka Alune de padure, Milka Alune si
Stafide, Milka laurt si Capsuni, Milka
Frisca); precum si altele, persoanele
diabetice (Milka Diet cu Lapte din Alp+
ciocolata ce Inlocuieste zaharul cu fructoaza
si are un continut de insulina de 14%); copii;
adolescenti ;  tineri, adultii, varstnicii.
Ciocoata Milka se adreseaza unei piete {intd
reprezentatd de consumatori de toate
categoriile din mediul urban cu venituri pe:
medie. Tn cazul tabletelafe ciocolatd Milka,
nonconsumatorii absolui sunt persoanel
care nu consuma $i nici nu vor consuma
vreodata acest produs. Nonconsumat
relativi sunt cei care nu consuma inca tab
de ciocolatd Milka, dar care vor putea deveni
n timp consumatori. De exemplu, persoan
care tin cura de slabire nu consuma foarte des
produsul. Acest produs nu intra in aria lor
interes, 1nsa cu timpul vor consuma in
momentul in care vor fi incluse n gan
produse cu un continut caloric scazut.
Concurettii directi: Milka concureaza
direct cu Poiana Senzatii (Kraft), Heidi sau
Anidor (Supreme Chocolat), pe un segm
tot mai competitiv datoritd importurilor fara
taxe din Uniunea Europeand. Concurentii
indirecti sunt reprezentati de firmele care
produc praline de ciotata, batoane de

on the nature, content, origin, manufactL
labeling and marking of cocoa and chocol
products intended for human consumpti
which entered into force 18 September 20
Milka is corresponding to the legal rules.

Microenvironment: Elements of th
main part of the microenvironment ar
consumers, non consumers, dir
competitors, indirect competitors, supplie
and intermediaries. Of the entire populati
of Romania is a certain fraction of consum
that consume the targeted products at is
namely Milka chocolate tablets, the otl
forming their non consumers.

The consumers of Milka chocola
tablets are represented by females and
that prefer rather plain chocolate (Mill
Alpine Milk, White Chocolate Milka, Milka
Happy Cows) or chocolate with differe
flavors and fillings (Hazelnuts Milka, Milk
Hazelnuts and Raisins, Milk Yogurt ar
Strawberries, Milk Cream) and others, peo
with diabetes (diet Milka Alpine Milk -
chocolate, which has replaced sugar w
fructose and insulin content 14%) childre
adolescents, young and old adults. Mi
chocolate addresses a target market
consumers represented by all categories
urban areas with above average incomes
the case of Milka chocolate tablets, absol
non consumers are the people who do not
and will not ever consume this product. T
relative non consumers are still those who
not eat Milka Chocolate Bars yet, but w
become consumers in time. For exami
people who are on diets often do not const
the product. This product does not fall witf
their area of interest, but with time they w
eat it when it will be included in the range
low-calorie products.

The direct competitors: Milke
competes directly with Poiana Sensatic
(Kraft), Heidi or Anidor (Supreme Chocola
on an increasingly competitive segme
because the EU duty-free imports. Indir
competitors are represented by fin
producing chocolate pralines, chocolate bi
chocolate wafers: Kandia Nestle.
= Providers: The provider of Milka chocola
on the Romanian market is represented by
confectionery factory Poiana Brasc
acquired by Kraft Foods International in t
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ciocolatd, napolitane cu ciocolatd: Kandia,
Nestle.

Furnizori: Cel mai important furnizo
de ciocolata Milka pe piata din Romania este
reprezentat de fabrica Poiana Prod
Zaharoase de la Brasov, achizitionata de
Kraft Foods International la Tnceputul anului
1994. Sortimentele care nu sunt fabricate
Brasov sunt importate din fabrica Kraft Foo
International din Austria. Intermediarii: Pe
piata ciocolatei Milka rolul cel mai important
il au comerciantii cu amanuntul. Astlel Milka
estecomercializatd n hipermarketuri precum
Metro Cash&Carry, Selgros Cash&Cari
supermarketuri ca Billa, Fidelio, Kauflan
Cora, Gima, 1n magazine alimenta
benzinarii dar si pe site-uri de cumparatur
on-line: ecumparaturi.ro, magazineonline.ro.
Analiza Swot: Componentele mediului
marketing al firmei:

Factori interni: Puncte tari: renume
mondial: marca Milka; Vacuta mov,emblema
marcii; numarul mare de sortimente, care
acopera majoritatea preferintelor clientilor;
Puncte slabenumarul de calorii mare, Ti
determind pe cumpardtori sa consume mai
putin; nu are un pret chiar accesibil tuturor
consumatorilor de ciocolata;

Factori externi: Oportunitati: deoarece est
aparuta relativ recent pe piata din Romania,
promovare a produselor sale; pachetul spe
pe care Milka l-a creat (Milka Diet) este
oportunitate spre acapararea unui
segment de piatd (cei care prefera o
alimentatie de tip light). Amenintari: intrarea
pe piata a unor noi firme producatoare de
ciocolataconcurenta;

4.1.Analiza campaniei publicitare

»Gustul care te duce in Alpi” de
laMilka

Imaginea marcii MILKA se bazeaz
pe proprietati determinate ale produsului cum
sunt contextul si consistenta delicate ale
ciocolatei. In acelasi timp, la crearea si
sustinerea  imaginii ~ marcii  contribuie
proprietati nelegate de produs in sine, dintre
acestea facand parte ambalajul de culoi
mov §i prezentarea ciocolatei ca fiind
produsul sutd la sutd al Alpilor. Calitat
produsului, consistenta In comunicare §i
dorinta de a fi in topul preferintelor

early 1994. The items that are r
manufactured in Brasov are imported frc
Kraft Foods International plant in Austria
Intermediaries: on the Milka chocola
market the most important part is played
the retailers. Thus Milka is sold i
hypermarkets such as Metro Cash & Cal
Selgros Cash & Carry supermarkets i
Billa, Fidelio, Kaufland, Cora, Gima, |
grocery stores, gas stations and onl
shopping sites: ecumparaturi.ro,
magazineonline.ro.

Swot Analysis: The components
the marketing environment of the business

Internal Factors: Strengths: Wor
renown: Milka brand, purple cow, brar
logo, the large number of items, which co\
most customer preferences; Weaknes
large number of calories makes the buyer:
consume less, it does not have a price e
accessible to all consumers of chocolate;

External  Factors:  Opportunitie
because it is relatively new in the Roman
market, Milka has multiple-promotin
benefits on its products, the special pack
created Milka (Milka Diet) is an opportunit
to grab a new market segment (those pr
eating light). Threats: market entry of ne
firms producing chocolate and competition;

4.1 Analysis of the advertising campaign
"The taste that takes you to the Alps’
from Milka

MILKA brand image is determine
based on the products properties such
context and the sensitive consistency
chocolate. At the same time, contributing
creating and sustaining the brand image
the properties unrelated to the product its
part of these being the purple packaging
presentation of chocolate as a one hunc
percent of the Alps product . The prodt

guality, consistency, communication a

willingness to be most popular with tt

consumers are the underlying success of

Milka brand. Over the years, Milka subt

adapted to new times and new consul

requirements. And because successful bre

must constantly innovate, to evolve a

remain a constant preference for consum

Milka has launched a new communicatic
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consumatorilor sunt elementele care stat
baza succesului marcii Milka. De-a lungul
anilor, Milka s-a adaptat subtil la noi
timpuri si la noile cerinte ale consumatorilor.
lar pentru cd marcile de succes trebuie sa
inoveze permanent, sa evolueze si sa ramana
o preferintd constantd pentru consumatori,
Milka a lansat o noua campanie
comunicare: ,,Milka. Gustul care te duce In
Alpi”. Esenta marcii nu se schimba, Milka
este In continuare cea mai find ciocolata,
facuta cu lapte din Alpi. Abordare
campaniei este insa diferitd, fiind construita
pe ideea ,.evadarii”, spotul incepand intr-un
birou,undeva in aer liber, intro cada cu apa
(reclamad care incd nu aparut pe piata
romaneascd) iar doar prin simpla degustare a
unei bucati de ciocolata Milka, esti trimis 1n
minunatul tinut al Alpilor, realitatea
aducandu-te Tnapoi atunci cand gustuh
incheiat. Mesajul acesteia este urmatorul: nu
trebuie sa te duci pana in Alpi pentru a te
bucura de frumusetea lor, ¢ suficienta 0
bucatica de Milka, al carei gust fin te va face
sa te simti ca si cum ai fi acolo™*®.

Conceptul campaniei are ca punct
plecare intelegerea nevoilor si stilului de viata
al consumatorilor. In urma unui studiu facut
de Kraft Foods, a reiesit faptul ca, in prezent,
consumatorii simt nevoia sa ia o pauza de la
ritmul alert al vietii, fiindu-le dor de acele
momente de confort si sigurantd, cand se
rasfatd pe ei si pe cei dragi cu placerile
simple ale vietii.

Spotul tv a fost testat n réand
consumatorilor, avand rezultate foarte bune
v" 90% dintre respondenti spun ca reclama

este relevanta pentru ei;
v' 75% dintre respondenti spun ca reclama
este potrivitd doar marcii Milka.

Milka este in topul preferintelor
consumatorilor, ceea ce demonstreaza
atasamentul acestora fatd de marca: conform
studiului Top Brands 2009 (realizat «
Synovate pentru revista BlZ), Milka este
locul 4 la categoria alimente, Tnregistranc
evolutie semnificativa fata de anul 2008, cand
s-a situat pe locul 7 in acelasi top. In ceea ce
priveste popularitatea, in 2009, mai mult de
jumatate dintre gospodariile din Romania au

campaign "Milka. The taste that takes you
the Alps. " Brand essence will not chan
Milka is still the finest chocolate, made wi
milk from the Alps. Campaign approach
different, being built on the idea of "escar
At the beginning of the spot you are in
office somewhere in the outdoors in - a tuk
water (advertise which has not yet appee
on the Romanian market) and just by tastir
piece Milka chocolate, you are sent in i
wonderful land of the Alps, bringing yo
back to reality when the taste has ended.
message is: you should not go up in the A
to enjoy their beauty, simply eat a piece
Milka, whose taste is sufficient to make y
feel like being there'®
The campaign concept has as

starting point the understanding of the ne
and lifestyles of the consumers. Following
study by Kraft Foods, it has been shown t
currently, consumers feel that they need
take a break from the fast pace of life, mak
them miss those moments of comfort &
safety, when they spoil themselves and lo
ones with the simple pleasures of life.
The TV spot was tested among consum
with very good results:

e 90% of respondents say that t

advertising is relevant to the

e 75% of respondents say th
advertising is appropriate only to tl

Milka brand.
Milka is most popular  with
consumers, which  demonstrates tF

commitment to the brand: according to t
Top Brands 2009 survey (conducted

Synovate for BIZ magazine), Milka is 4th
the food category, accounting for

significant move forward since the year 20
when ranked no. 7 in the same top. In tel
of popularity, in 2009, more than half of tl
households in Romania consumed Mill
more than 7 in 10 Romanians mentior
spontaneously the Milka brand when aske
mention a brand of chocolate, and more tl
97% recognized the Milka name when it w
mentioned*® Milka comes from the magice
world of the Alps, a world of purity an
freshness, a world full of vibrant colors, t
blue sky and the green of the grass , a w

18 Cristina Pindaru, Brand Manager Milka- milka.ro, 2010.
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consumat Milka, peste 7 din 10 romani
mentionat spontan marca Milka cand li s-a
cerut sa mentioneze o marca de ciocolata, iar
mai mult de 97% au recunoscut num
Milka, atunci cand lex fost mentionat™.
Milka vine din lumea magica a Alpilor, o
lume a puritatii si prospetimii, o lume plina
de culori vii, ca albastrul cerului si verdele
crud al ierbii, o lume care are o farama de
magie.  Valorile marcii sunt: naturalete,
autenticitate, finete, puritate, bucurie,
inocentd, iar misiunea ei este sa incante
consumatorii cu placerea celei mai fine
ciocolate. La mai mult de un secol de
aparitia sa, in 2002, Milka a fost lansata si in
Romania, iar astazi ocupa o pozitie de top n
categoria de ciocolatd. Conform datelor AC
Nielsen, in Roménia, Milka este marca
ciocolata cu cea mai rapida crestere a cotei de
piata valorice, 80% crestere fatd de 2005,
raportat la nivelul Intregii piete de ciocolata.

Bazele pentru acest succes s
inovarea continua a portofoliului si sustinerea
marcii  printr-o  pozitionare  puternica,
diferentiatd. In timp ce tableta de 100g cu
lapte din Alpi ramane pilonul de baza al
marcii, Milka a crescut semnificativ prin
dezvoltarea unui portofoliu in care divers:
formate si ingrediente adreseazd o arie larga
de nevoi ale consumatorilor.

Astazi portofoliul Milka in Romaénia
include: 9 sortimente de tablete de 100g
Lapte din Alpi, Alune de padure, Alune de
padure si stafide, laurt si Capsuni, Noisette,
Happy Cow, Dessert au chocolat, Caran
Alba, Diet); 3 sortimente de ciocolata aerata
Milka Luflée (Alba, Lapte, Noisette);2 Milk:
M-joy (Lapte din Alpi, Alune de padure
intregi), un produs special adresat copii
(Milka Milkinis); 5 sortimente de tablet

that has a bit of magic. Brand values &
naturalness, authenticity, fineness, purity, j
innocence, and her mission is to deli
customers with the pleasure of its fine
chocolate. More than a century since
inception in 2002, Milka was launched
Romania, and today occupies a lead
position in the chocolate category. Accordi
to AC Nielsen, Romania, Milka bran
chocolate has the fastest growing va
market share, 80% increase over 20
compared to the entire market of chocolate

The basis for this success is t
continuous portfolio innovation and brai
support through a powerful differentiat
positioning. While the 100g milk tablet in tt
Alps remains the basic pillar of the brar
Milka increased significantly by developinc
portfolio of various formats and ingredier
that address a wide range of consumer nee

Today in the Romanian Milki
portfolio are included nine types of 10(
tablets (Alpine Milk, Hazelnut, Hazelnu
and Raisins, Yogurt and Strawberrit
Noisette, Happy Cow, Dessert Chocol
Caramel, White Diet) 3 types of aerat
Milka Luflée (White , Milk, Noisette);2
Milka M-joy (Alpine Milk, Integral
Hazelnuts), a special product addresed
children (Milka Milkinis); 5 types of 250
tablets in a special present shape (Alp
Milk, Hazelnut, Hazelnuts and Raisin
Hazelnuts and Caramel, Schoko Keks
types of pralines (I love Milka, | love Milk:
Nougat, | love Milka Strawberries, Milk
Dessert si Lila Collection); 2 typs of bars (
Mjoy Hazelnut, Mjoy Almond).

Tasting Milka just a bit, you'll fee
like you are in the Alps. Kraft Foods, al
makes use of internet promotion, campa

250g in format special pentru cadouri (La| that is enjoying real success, more than 7
din Alpi, Alune intregi, Alune si stafide of Romanians know of Milka Pralines. At tt
Alune si Caramel, Schoko Keks);5 sortimente level of notoriety, Milka Pralines rose
de praline (I love Milka, | love Milka Nouga percentage points in the first months of 2(
I love Milka Capsuni, Milka Dessert si Lila versus the same period last year. Also, Mi
Collection); 2 de batoane (Mjoy Hazelnt is ranked 2 in the Community Brand Pow
Mjoy Almond). Gustdnd Milka, doar ' Model, the top 40 most powerful brands
bucatica, si te vei simti ca in Alpi. Kraft Romanid’, result that confirms the consum
Foods, foloseste si promovarea pe internet, community’s attachment to the brand .
campanie care se bucurd de un real succes,

* Synovate, AdTracker- Studiu de piagd, mai, 2009.
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mai mult de 70% dintre romani cuno References:

pralinele Milka. La nivel de notorietat:
pralinele Milka au inregistrat o crestere de 2
puncte procentuale in primele luni ale ant
2010 fata de aceeasi perioada a anului trecut.
De asemenea, Milka este plasata pe locul 2 in
cadrul Brand Community Power Mode
clasamentul celor mai puternice 40
branduri din Romanfd, rezultat ce confirma
atasamentul comunitatii de consumatori fata
de marca.
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