PPDEEK@

k o m m i k a c¢c i o

PROBAKO COMMUNICATIONS BUDAPEST

' Meet the agency!

Public Relations Group

MEMBER OF WORLDCOM
PR GROUP




AbO Ut US Mission:

,, We influence behavior in order to help our clients
in building good relationships with customers,
the media, employees and other stakeholders.”

Founded in 2003

Memberships: (K%f%

e Worldcom PR Group

e Chartered Institute of Public Relations l\v)yb(n?c%cllzgggm
e AmCham
Strategic co-operation with Carbon Group: é
AmCham
HUNGARY

e Full service communications group
XNl o \\Neb and visual projects included
e Events included
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Aided awareness study about PR firms

Accordingo the survey2 ¥ Y NiBghzingl &

Café Pr 59 Café Pr 56

Noguchi Porter Novelli 45 Well Pr 54

Well Pr 41 Noguchi Porter Novelli 47

Hill & Knowlton 38 Grey GCI 44

Edge Commtrw?czzlc:ﬁ 27 A -

Sawyer Miller Group 25 brobaks 3

Pepper 21 22 i =8

Weber Shandwick 22 Pepper 21 31

Merlin Communication 21 Braun & Partners 29

Avantgarde Group 18 Netaktiv 27

Netaktiv 18 Heart Communication 25

M&H Communication 17 Sawyer Miller Group 25

Morpho Communication 15 Weber Shandwick 25
Rowland 15

0 10 20 30 40 50 60 * szazalékban, 59 hirdet6oldali marketinges

dontéshozo valaszai alapjan
Forras: Kreativ
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ORLDCOM

ublic Relations Group

About Worldcom PR Group

e Worldwide partnership of
local communication

e

PR Finland
Helsinki

agencies i
e Probako’s Practice Group S
Membership: A—
FMCG, Healthcare, BT , o
Financial services oo ‘ i
e Immediate access to = N : =
professional experience avn Wit .
in Europe or worldwide s e

o=z Stage Communications consultancy
Istanbul

e Managing director of

Probakd is a Board i e e S

Member of Worldcom
EMEA

e Cross border campaigns

5 X
iy YA Verbatim. gemalto

Iast

HUNGARY
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Clients. telecom, IT

ASTRA

A
A~
ASTRA

Former clients: Betasystems| Gemalto| | HM | l nvitel | J°VR h§8z:
Verbatim | WIERA

_betasysterns  gemalto’ invitel - @ wsvon
VA Verbatim. 17

PFPRROB=acd MEMBER OF WORLDCOM PR GROUP

k ommuni k aci o




Clients FMCG

Uni |l ever | BlcesGugto Nescaf ®
s DY A
Do 00 : e NWE
& e “‘ku} & =)
«@g ¢ BOls © & G
@1'@ AMSTERDAM 1575 aﬂgﬂ’mﬂﬂ'w KORNEL us O

Former clients: Bacardi | Ballantineg Chivas| Energizer| Globus | Grand Marnier|
Knorr / Del i k §8tl®doJNattisi g PetnedRiedtd Hungary | Spotless| Wilkinson

A i
MARTINI -
N 4 Pernod Ricard Hungary
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Clients. media, entertainment, culture

Artisjus | Katedra nyelviskola

Artisjus KATEDRA

nyelviskola
Former clients: Alexandra| Beholder | CheloM®d iHardRo ¢ k | He gy alnforamn F
M®di a | Magyar Nemzet. Gal ®r i a | N ® peszveazl) a2d s

Viasat | Visasat 6 | Viasat History | VIVA

HUNGARY

NEPSZABADSAG s SanomaBudapest

A tdjékozottsig magabiztossa tesz.

AAAAAAAAAAAAAAAAAAA

Rteszvesz B R © o v VG

PROB=3aIKo) MEMBER OF WORLDCOM PR GROUP

kkkkkkkkkkkk




Clients finance, energy, real estate
associations

Dome Facility Services| Edenred |
ELMEMCSMSZ T8rsas8§gdlsoywort | M27

jUME ELMU::EMASZ :: MASZ |T|.”F_'7

money x mergers X markets
enre FACILITY MANAGEMENT

For an easier life

Tarsasagcsoport

Formerclients: Ener gi a K?° ZGenmenek| IAK|ANG.| |
Magyar Lapkiad-k Egyes¢l ete | Magyar Nemzet

M®di auni - | m®di atudor | SSB
;genertel.hu IAI G D
G g aaaaaaaaaaaaaaaaaaaaaaaaaa I NG ﬁb m LAPKIADOK EGYESULETE e
MNV

:“'-Eunops';h CX) # F o i !E . )J: v | »LTA' ’ ,:~ _,,n S S B

¢ Job Wereating companies H - = »' § ;? "

o ST mediaunid ==l " |tudc N
PSSy Erk WO o = Reklamszovetség
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Clients. healthcare

Astellas| Corega

yastellas | COREGA _

Leading Light for Life

Former clients Bristol-Myers Squibb Company | Budapest Bank |
Helpt ADo h 8§ nyf ¢ sftlneetni@mesen-Cilag | Johnson&Johnson | Lundbeck | Zentiva

&3 BUDAPEST BANK

"_ AB A DOHANYFUSTMENTES
ELETERT
9-—0&-1-1.-‘4171-1. =a-q-'0E‘l-"‘l-'l—&"(‘ﬂ"l- | panch lﬂ.L1 *
! v [ —

PFPRROB=aKc MEMBER OF WORLDCOM PR GROUP

k ommuni k acio




Awards &

EACA

AWARDS

A EACA AWARDS 2011 VOLUNTEERING AND PEOPIB®-PEOPLE ACTIVITES Marketing Campaigns
Media Unio AGet closero campaign

A HYPNOSIS ADVERTISING COMPETITION 20L11ST PLACE, INTEGRATED CAMPAIGM
Media Unio AGet closerd campaign

A HUNGARIAN MARKETING ASSOCIATIGNVEBSITE OF THE YEAR 2010
a local online marketing-communications award for the website www.keruljkozelebb.hu

A GOLDEN DRUM 2009 GOLDEN DRUM AWARD IN PR CATEGORY
Viasat History: HfStory beneath our feetd campaign

A EFFIE 2007i SILVER EFFIE AWARD

Viasat 3 Topmodel show

A  KREATE¢V MAGZI NE
The same campaing was chosen by leading trade magazine, K r asame?fvthe top3 PR stunts in 20C

A EFFIE 20067 GOLDEN EFFIE AWARD
TVspotfor6J° vR HS8za

A GOLDEN BLADE ADVERTISING FESTIVAL 2006SILVER BLADE AND
PEOPLEGS CHOI CE AWARD

TVspotfor6J° vR H8zab
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How to begin our work together?

Interpreting and processing the BRIEF (according to
background materials, market information)

1) From where? _ _
ANALYZING THE PRESSANALYSIS on the given company and competitors

SITUATION A Analyzing press outcomes
A Analyzingthe press room
A Analyzing blog, forum, social media presence
A What do jounalists think about the company?

Defining and segmenting the TARGET AUDIENCE

INSIGHTS
A Current mindset
2) Where to? A Desired mindset
DETERMINING A Analyzing demography, media consumption, and
THE GOAL other factors effectingt he consumer so

A Cultural analysis

Specifying the COMMUNICATIONSOALS to be reached

Specifying the MARKETINGSGOALS to be reached

PFPRROB=aKc MEMBER OF WORLDCOM PR GROUP
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How to begin our work together?

SWOT ANALYSIS on the potential messages: which ones
are important, which ones to emphasize

3) How? Specifying the MESSAGES/ARGUMENT: what to say to the

STRATEGY AND different target audiences

PLANNING STEPS OF THE PR PROGRAM in plan: which channels to
use

TIMING: scheduling the etaps of the program

Quality and quantity of press outcomes

4) MESURING .

METHODS Reach of the target audience

5) RESULTS AND Demonstrating the accomplishments
VALUES

PFPRROB=aKc MEMBER OF WORLDCOM PR GROUP
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What can you expect from us? Viedia

planning
and
Organizing purchase
pressevents

Content
Planningand management
executing
PRstrategy

Event
organization

communication Internal
ommunication

MEMBER OF WORLDCOM PR GROUP
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Software-aided press relations

Almost 3000 journalists co-
operatingwith Pr - ba k R

We need to know their:
I Contact info,
I Specialinterests,
I Former co-operations,
I Personaldata.

We have to keep track of what
kind of contents we provided
with them and when

With the aid of a special
software we can search and
filter information gathered
through 7 years

T Presslists

I Events

I Personaldata, etc.

PROB=aIKKc)
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Minden

k.hu hegyalja

2301.09 18:23 Saliga Eniké

nyi Gyula Unilever corporate BID-en részt vett

23 01.07 15:37 Saliga Enikd

hok Attila vendég a Reklamvilagban - 2010.01.07.

201.02 18:50 Saliga Enikd

020090616 00:39 Opteamus
szinonimak

Leiras

aere o @

\M‘..Bf;osztés

L0 (Ember)

: J (Ember)

— (Ember)

s (Ember)

= (Ember)
59 (ember)
= ) (Ember)
50 (Ember)

£ (Ember)

24 C

L4 e

24 Ee

e

Szily Laszl6

(ember)

kosullo, kdsilld
m - on
késiills néven futa wMN'.t..umblr.co
i is 0 irja
cigi.blog.hu blogot 15 ©
sugha nem lakott kollégiumban

volt katona
\ijsagird
1042
AAAAAAAAA @fpest
neon.hu
Ujsagire
The Budapest Times szerkeszté
Gourmet Magazin
Haszon szerkeszts Sesnaan ’
Cosmopolitan vezets szerkesztg
Joy, Shape fészerkeszts
Vasérnapi Hirek fészerkeszts
freespirit.huy fészerkeszts
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Case studies

Best Practicies
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M®d | aasatcloserl 0

- BACKGROUND

Hallanad,

R Each year, a socially important issue is taken up
by Mediaunio : in 2010 it was the integration of

disabled people.

The Client wanted an ATL campaign supported

by extensive PR campaign.

Masnak latnad
a mosolyom, -
ha siket lennék?

Mast gondolnal
rélam,

ha mozgassériilt
lennék?

TASK

To direct healthy people® attention on the
problems of disabled people, which could be
Munkaadoknak Akadalymentesités Sikertorténetek Solved Wlth mlnlmal care.

Csatlakozz! Keriilj most kizelebb f 3

TOOLSEXECUTION

A Involving celebrities and disabled people in to
the campaign

Press release
social media

To organizei nt e r with eelebries and our
disabled participants

Conducting a competition for journalists

To o o Io

® Keriilj kozelebb!

Rajtad is mulik a fogyatékos emberek integracicja.

F’ﬁDEEI-(CDO MEMBER OF WORLDCOM PR GRC
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M® d

a aiat closer!

Kozelebb ker tilni

© VoIt mar, hogy
szivesen atkisért
volna egy vakot
az utcan, de nem
merte

felajanlani

segitséget?
Elgondolkozott mdr azon,
hogy elképzelhetdnek tart-
jwe a beszélgetést egy si-
kettel? Feszélyezi, ha vala-
ki megbimul egy kerekes
székest? Szeretné tudni,
mit jelent az, ha valaki au-
tista?

Ha igennel vilaszolt,
mdris tett egy lépést a fo-
gyatékos emberek felé, Ha
nem. adjon nekik egy
esélyt, ahogy azt a Média-
unié kampsinya el szeretné
émni. Ennek érdekében az
idei Kampdnyban ismert
emberek is részt vesznek -
Birdos Andrds, Gordg Zita
é a quimbys Kiss Tibor is
szerepelnek egy-egy Kis-
filmben, amely arra hivja
fel a figyelmet, hogy a fo-
gyatékossdg nem hatiroz.
hatja meg senki sorsat.

Ugyanakkor  szerepet
kap Kroll Zsuzsa vak érdek-
védelmi  vezetd, Bovier
Gydrgy Kerekes székes
blogger, Nemes Norbert si-
ket vizilabddzo és Krajcso-
vitz Rita autista kislanys-
val, Szonjdval,

Metropol-

TERMESZETESEN

TABUK NELKUL

Nemes Norbert, a kam- mdr biztos nem bintanak
pany egyik szerepldje. meg engem.,

Szeret tancolnd - sokan gon-
Hogyan keriilt dolndnk, b
az akeloval? - Kamaszkoromban vol

- Egy volt tandmém allt
kapcsolatban a Médiaunié
Alapitviny egyik
munkatirsdval, tolik jou
a: otlet, hogy szerepeljek
€5 mutas-

komoly
casting elozte meg - olyan
embereket kértek fel Gosz-
tonyi Csaba, a Carbon Gro-
up Communication Dgyve-
zeld igazgatdja szerint,
akik hiteles személyiséyek,
és elviselik m.ud a kam-

sam be a siketek viligat

Sokat beszélgettink

a kampiny szervezoivel, és

tetszelt nekik, hogy siket-
séggem nem gitol abban,

hngy hallokkal egytitt

dolgozzak. ;pono%‘uk

pinnyal jiré fig is,

A Keriilj kézelebb!
kampany filmjei-
ben az a nagyon j6,
hogy vidamak.”
“ombs TITA

tam elészor olyan buliban,
ahol tincoltak az embe-
rek, Nagyon megtetszett.
Siket vagyok, de érzem

A ritmust és a lilktetést,
féleg, ha j6 hangos, azt én
is ugyanagy tudom Kovet-

ni tinc kozben, mint a hal-

16k, A metrén mindig né-
zem a fiilhallgatdval zenét
h.’d]galn

nehéz volt,

de megol i

dottuk. \
Minden )

o

paltirsam. el

hoz odamentem és ¢l
mondtam, siket vagyok, és
hogyan tudunk kommuni-
Kkalni. Meces kdzben tigy
jeleznek nekem, hogy vize
zel frocskdlnek, akkor oda-
nézek, Ha edzés kozben
nem értem az edzd utasita-
s.ﬂ alkora mellettem
szokta

o len-
ne, ha én is tudndm halla-
ni a zenét. De szorakozé-
helyeken sokat szoktam

gyakr

hogy hallé emberek esetlendl  tincolni, bul

visalkednek Gnnel, mert nem  Virilabddrdké

tudjdk, mi az, amivel csapataban Jit
vagy hogyan

viszonyuljanak Snhdz, figye- = Nyolc éve j

lambe véve, hogy nem hall? csapatban. E

- Altaliban ezt szoktam

érezni. En magam nem

vagyok nkssuhum.' A .C

szivesen kommunikdlol wh

hallokkal, de sokszor valo- o szam

ban érzem azt, Y meg:

ijednek a sikdwéh:fyméig Reméle

nem tudjdk, hogy hogyan segiter

kommunikiljanak velem, a fili

bizonytalanok. Pediy ha ST

odafigyelnek rdm, akkor

chm fordulva elmondani,
&s én leolvasom a szdjarol,

10 080 Impressnons z
er 2010 at 20:24

Keriilj kozelebb
Matdl dridsplakatokon céfoljuk az elGitéleteket. Ti mar taldlkoztatok
valamelyikkel?

0
TIMING
September 2010- mid February 2011

RESULTS
A The campaign reached 94.8% of the adult
population

Only as a result of journalistic competition,
more than 200 coming out in different types of
medium

More than 150 other issue

The campaign has won numerous awards and
has added to other competitions shortlist

A Hypnosis advertising competition 2011 i
1st place, Integrated Campaign

Hungarian Marketing Association-
website of the year 2010

EACACare Awards 2011 7 Volunteering
and people-to-people activities award

Gold Drum- Bronze draw- TCR integrated
shortlist, in 5 categories.

A
A
A

0.83% feedback

Like - Comment - Share

&1 72 people like this.

PEDEEKD

kK omm u I X 4 ¢ | O
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Knorr AEvery meal is an opportunity 0

BACKGROUND
%‘gﬁgﬁ%&“g@gﬁ%ﬁ%ﬁe Knorr conducted a research in 17 countries with
oty 6500 participants about joint meals
TASK
P e To raise the attention to the importance of having
S meals together
= TOOLS/EXECUTION

e = e A Popularizedthe research results with own expert
= = and celebrity team

A Exclusivepress conference, story-generating,
organising interviews

A Conducting a competition for journalists

A Organising Forum campaign

TIMING
Spring 2010

RESULTS

A 163 coverages 28 print, 73 online, 6 TV, 56 radio

A 46 applications for the competition organised for

journalists
A 10 day long forum campaign: 2687 viewers and 173
comments
PROB3aK0) MEMBER OF WORLDCOM PR GROUP
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