HOW WE OPENED LIKE
NEVER BEFORE

Gl




Bl YOUR SPEAKERS FOR TODAY

Olga Gavrilova Vadim Kukharskiy
Brand Manager Digital Planning Lead
TCCC MediaCom

THE COCA-COLA COMPANY X MEDIACOM



OPEN

ITS NOT JUST PHYSICAL, IT‘S A STATE OF MIND
FOR THOSE WHO NEED HELP (CUSTOMERS AND CONSUMERS)
FOR NEW AND OLD RESOLUTIONS
FOR ALL OF US: WE NEED TO BE OPEN MORE THAN EVER
FOR WHAT WE NEED TO CHANGE TO BE BETTER
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OUR NEED was to create scalable signal-based segments, which could contain
multiple food pairings, which were connected to TCCC clients’ offers

Signal Targeting/Segment Food pairing Client’s offer
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IT ONLY LOOKS LIKE SEVERAL STEPS. But it’'s actually “Neil Armstrong’s

steps” to make it work...
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AND WE ACHIEVED GREAT RESULTS AND GOT A LOT OF DATA
WE WON'T DETAIL NOW...

DCO had medium ad recognition, but outstand  DCO works better on building link with food occasions.
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D4. Indicate how much you agree with each of the following staterents. X . .
D4. Indicate how much you agree with each of the following statements.
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HIGH-LEVEL GUIDE TO CREATE SUCCESSFUL DCO

Understand what objectives Process needs to be setup as a
are solved by DCO project with due dates,
& could it be solved by deliverables and approvals
something less complicated linked fo team members.

DCO is a connected project
between Performance,
Strategists, Digital planning and
client
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Connected creativity all the
way. Creative vision should
be connected to data and
campaign objective
through every step of
process
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Project should be strictly
managed with 100%
accordance to plan and
early alerts on every step.
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