




According to the survey ƻŦ YǊŜŀǘƝǾ magazine 





Clients: telecom, IT  

ASTRA 

Former clients:  Betasystems | Gemalto | IHM | Invitel | JºvŖ h§za | SONY | Tele2 |  
Verbatim | WiERA 



Clients: FMCG 

Former clients: Bacardi | Ballantines|  Chivas | Energizer | Globus | Grand Marnier| 
Knorr/Delik§t8 J§tsz·terek | Ledo | Martini | Pernod Ricard Hungary | Spotless | Wilkinson 

Unilever | BOLS | Nescaf® Dolce Gusto 



Clients: media, entertainment, culture 

Former clients:  Alexandra | Beholder | Chello M®dia | Hard Rock | Hegyalja Fesztiv§l | Inform 

M®dia | Magyar Nemzeti Gal®ria | N®pszabads§g |  Sanoma Budapest | SZIN | teszvesz | tv2 | 

Viasat | Visasat 6 | Viasat History | VIVA     

Artisjus | Katedra nyelviskola 



Clients: finance, energy, real estate   
  associations 

Former clients: Energia Kºzpont Kht. | Genertel | IAA | ING |  

Magyar Lapkiad·k Egyes¿lete | Magyar Nemzeti VagyonkezelŖ | Magyar Rekl§mszºvets®g | 

M®diauni· | m®diatudor | SSB 

Dome Facility Services | Edenred |  
ELMţ-£MĆSZ-MĆSZ T§rsas§gcsoport | M27 Absolvo 



Clients: healthcare 

Astellas | Corega 
 

Former clients Bristol-Myers Squibb Company | Budapest Bank | 
Help! A Doh§nyf¿stmentes £let®rt | Janssen-Cilag | Johnson&Johnson | Lundbeck | Zentiva 



Awards 

Å EACA AWARDS 2011 ï VOLUNTEERING AND PEOPLE-TO-PEOPLE ACTIVITES 
 Media Unio Ă Get closerò campaign 

Å HYPNOSIS ADVERTISING COMPETITION 2011 ï 1ST PLACE, INTEGRATED CAMPAIGN  
 Media Unio Ă Get closerò campaign 

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

Å GOLDEN DRUM 2009 - GOLDEN DRUM AWARD IN PR CATEGORY 
 Viasat History: Ă History beneath our feetò campaign 

Å EFFIE 2007 ï SILVER EFFIE AWARD 

 Viasat 3 Topmodel show  

Å KREATĉV MAGZINE 

 The same campaing was chosen by leading trade magazine, Kreat²v as one of the top3 PR stunts in 2006 

Å EFFIE 2006 ï GOLDEN EFFIE AWARD 
  TV spot for óJºvŖ H§za 

Å GOLDEN BLADE ADVERTISING FESTIVAL 2006 ï  SILVER BLADE AND  
PEOPLEôS CHOICE AWARD 

 TV spot for óJºvŖ H§zaô 



How to begin our work together? 

1) From where?  
ANALYZING THE  
SITUATION  
 

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

 

u PRESS ANALYSIS on the given company and competitors 

Å Analyzing press outcomes 

Å Analyzing the press room 

Å Analyzing blog, forum, social media presence 

ÅWhat do jounalists think about the company?  

2) Where to? 
DETERMINING 
THE GOAL 

 

u Defining and segmenting the TARGET AUDIENCE 

u INSIGHTS 

Å Current mindset 

Å Desired mindset 

Å Analyzing demography, media consumption, and 
other factors effecting  the consumersô decision 

Å Cultural analysis 
 

u Specifying the COMMUNICATION GOALS to be reached 

u Specifying the MARKETING GOALS to be reached 



How to begin our work together? 

3) How?  
STRATEGY AND 
PLANNING  
 

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

u Specifying the MESSAGES/ARGUMENT: what to say to the 
different target audiences 

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

u TIMING: scheduling the etaps of the program  

 

4) MESURING 
METHODS 

u Quality and quantity of press outcomes 
u Reach of the target audience 

 

5) RESULTS AND 
VALUES 

u Demonstrating the accomplishments 



Content 
management 

Communications 
consultancy 

Organizing 
press events  

Social media 
activity 

Event 
organization 

Internal 
communication 

Crisis 
communication 

Media 
training 

Planning and 
executing  

PR strategy 

Media 
relations 

What can you expect from us? 

PR-film 

Media 
planning 

and 
purchase  



Software-aided press relations 

 Almost 3000 journalists co-
operating with Pr·bakŖ 
 

 We need to know their: 
ï Contact info, 
ï Special interests, 
ï Former co-operations, 
ï Personal data. 

 

 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 
ï Press lists 
ï Events  
ï Personal data, etc. 





BACKGROUND 
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. 

 

TASK 
To direct healthy peopleôs attention on the 
problems of disabled people,  which could be 
solved with minimal care. 

 

TOOLS/EXECUTION 
Å Involving celebrities and disabled people in to 

the campaign 
Å Press release 
Å social media 
Å To organize interviewôs with celebrities and our 

disabled participants 
Å Conducting a competition for journalists 

 

 

 

 

M®diauni· òGet closer!ò 



M®diauni· òGet closer!ò 
TIMING 
 September 2010- mid February 2011 
 

RESULTS 
Å The campaign reached 94.8% of the adult 

population 
Å Only as a result of journalistic competition, 

more than 200 coming out in different  types of 
medium 

Å More than 150 other issue 
Å The campaign has won numerous awards and 

has added to other competitions shortlist 
Å Hypnosis advertising competition 2011 ï 

1st place, Integrated  Campaign  
Å Hungarian Marketing Association - 

website of the year 2010 
Å EACA Care Awards 2011 ï Volunteering 

and people-to-people activities award 
Å Gold Drum- Bronze draw- TCR integrated 

shortlist, in 5 categories. 
 

 
 
   
 
     

  



Knorr  ĂEvery meal is an opportunityò 
BACKGROUND 

 Knorr conducted a research in 17 countries with 

6500 participants about joint  meals 

TASK 
 To raise the attention to the importance of having 

meals together 

TOOLS/EXECUTION 
Å Popularized the research results with own expert 

and celebrity team 

Å Exclusive press conference, story-generating, 
organising interviews 

Å Conducting a competition for journalists 

Å Organising Forum campaign 

TIMING 
 Spring 2010 

RESULTS 
Å 163 coverages: 28 print, 73 online, 6 TV, 56 radio 

Å 46 applications for the competition organised for 
journalists 

Å 10 day long forum campaign: 2687 viewers and 173 
comments 

 


