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HOW WE OPENED LIKE 
NEVER BEFORE
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YOUR SPEAKERS FOR TODAY

Vadim Kukharskiy

Digital Planning Lead

MediaCom

Olga Gavrilova

Brand Manager

TCCC
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OPEN

3

IT‘S 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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THIS COKE 
IS ON US
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CUSTOMER’s OLV & banners
108 customers
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Offline + online 
weekends

650 
outlets

108 
customers

379k 
samples
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L ike  never  before
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WE HAD

2 Briefs

10 partners

12 food pairings and 15 occasions to cover….
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OU R NEED w as t o creat e scalable s ignal-based segment s , which could cont ain mult iple food pairings, w hich w ere connect ed t o TCCC client s’ offers

OUR NEED was to create scalable signal-based segments, which could contain 
multiple food pairings, which were connected to TCCC clients’ offers

Romantic Activities at Home QSR Diet Isolation

Segment 

name
RA RB RC HA HB HC HD QSR DT COV1 COV2 COV3

Consumer 

Segment

Women 

looking for 

romantic 

idea

Men looking for 

romantic idea

Looking for 

romatic dinner

Looking for 

reciepe

Movie-series 

buff

Big game 

evening

Regional 

Specific + 

Relegion

Only

McDonalds
Who is on diet

Home office 

lunch

Isolation 

games
Isolation study

Signals

Audience, 

Media, 

Environment

Audience, Media, 

Environment

Audience, 

Media, 

Environment

Audience, 

Media, 

Environment

Audience, 

Media, 

Environment

Audience, 

Media, 

Environment

Audience, 

Media, 

Environment

Purchase / 

Service History

Purchase / 

Service History

Purchase / 

Service History

Purchase / 

Service History

Purchase / 

Service History

Girl Searching 

for romantic 

dinner idea

Man Searching for 

romantic dinner 

idea

Romantic mood
Searching for 

recipies 

Searching for 

series\movie 

related content, 

watching movies 

and series

Interest in 

popular sports
Regional

Geo-list of 

restaraunts + 

interest in fast-

food

Healthy living 

and food + 

search requests 

(diet related) 

Home office 

orders
Being a gamer

Additional Study 

+ study at Home

A strategic guideline 
(typically in the form of 
a DCO MATRIX) is 
developed to 
determine who we are 
talking to, what we are 
showing them and 
what ad variations to 
build. 

Signal Targeting/Segment Food pairing Client’s offer
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I T ONLY LOOK S LI K E SEVERAL STEPS. But  it ’s  act ually “Neil Armst rong’s  s t eps” to make it  w ork…

IT ONLY LOOKS LIKE SEVERAL STEPS. But it’s actually “Neil Armstrong’s 
steps” to make it work…

MULTIPLE 

PAIRING 

OPTIONS FOR 

EACH 

OCCASION

PAIRING FRAME 

WAS 

DUPLICATED TO 

ENSURE 

OCCASION 

CONNECTION 

Naming and 

connection 

each image 

and line of text 

into digestible 

experience for 

end-user



12 THE COCA-COLA COMPANY X MEDIACOM

Classified - Confidential
D4. Indicate how much you agree with each of the following statements.

AND WE ACHIEVED GREAT RESULTS AND GOT A LOT OF DATA 
WE WON’T DETAIL NOW...

LARGE NUMBERS, LOTS OF SLIDES!
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HI GH-LEVEL GU I DE  TO CREATE SU CCESSFU L DCO 

HIGH-LEVEL GUIDE  TO CREATE SUCCESSFUL DCO 

Understand what objectives 

are solved by DCO
& could it be solved by 

something less complicated  

Process needs to be setup as a 
project with due dates, 

deliverables and approvals 
linked to team members.

DCO is a connected project 
between Performance, 

Strategists, Digital planning and 
client

Project should be strictly 
managed with 100% 

accordance to plan and 
early alerts on every step.

Connected creativity all the 
way. Creative vision should 
be connected to data and 

campaign objective 
through every step of 

process


