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The telecom category 
in Russia has long 
been oversaturated:

1.7 SIM cards per subscriber on average

Youth (14-24) are 1.5 times more 
likely to plan switching operators 
than the general population
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Планируют смену оператора Affinity

Meanwhile, beeline lags in consideration 
among youth compared to competitors



Challenge:
To connect with 
youth through 
gaming and become 
their teammate.

Actualize beeline's "share 
everything" product

Engage young target 
audience with brand 
interaction👾

👾
Gaming subtly builds our image as
an innovative brand



«share everything»: beeline's service 
primarily for families

You use the plan together with 

loved ones: share minute 
packages, SMS and internet 
from your plan with additional 
number holders — the entire 
family uses one plan together.
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"share everything" 
— is not a gaming 
product, but we 
found an 
intersection with 
gamer insights

Insight

There is still a stereotype that gaming 
negatively affects communication with 
the opposite sex. Many people worry 
that games can become a barrier to 
building healthy relationships.

"A gamer boyfriend – a tragedy for the family. Stay strong"

"Leave him. Been in such 
relationships, person doesn't care 
about you, only the game matters / I 
was in such a relationship — he didn't 
care about me, only about the game., 
you could be dying and he won't 
notice"

Survival guide: how to live with a hardcore gamer"
"Everyone else has normal boyfriends, but yours is a gamer?"
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beeline decided
to break this 
stereotype
and even inspire couples
to choose gaming
as a shared hobby
❤ 🎮x



7*where love wins
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What players shared:

In gamein life

In "share everything" matches, couples controlled one character, distributing game time 

between themselves. Just like in beeline's service of the same name, people share 

gigabytes and minutes with loved ones

Share everything

Lisa Denis

minutes

GB

minutes

GB

Vadim
Elvira.

Denis
Lisa



9

What viewers shared:
• Support with players
• influencing tournament outcomes
• Messages — love confessions and searching 

for soulmates
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Impact:
Traditionally "toxic" gamer audiences 
embraced this unconventional "soft" format. 
After tournament completion, we received 
requests for a second season. From 
viewers, players, and hosts alike

As a result, we created a unique event for 
gamers that took its own niche, introduced 
the audience to our product, and supported 
our global goal — becoming a true 
teammate for gamers

Stream is awesome

sms Thank you so much for this tournament from Vadim and Elya <3, we got a nice 
atmosphere, excellent emo>ons and experience! Huge thanks to everyone, from

Interes>ng tournament

Thanks for hos>ng the tournament! It was very fun and exci>ng! 
We're looking forward to the same next year
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PROJECT KPIs AND RESULTS
Increased consideration of beeline
as a mobile operator
+18% vs +9%*

Increased consideration of beeline
as an internet provider among youth
+21% vs +12%*

Attribute growth
«I trust this brand»
+19% vs + 7%*

*own benchmark of special projects implemented within Beeline’s gaming strategy 2023–2024

Attribute growth
«a brand for people like me»
+15% vs + 5%*

Awareness growth of the service “Share Everything”
+32% vs +24%* (на всех)
+30% vs +24%* (на абонентов билайн)

Рост рассмотрения подключения
услуги «Дели всё»
с 34% до 58% (all users)
с 49% до 72% (beeline users)

Total reach
8 204 094 vs 7 000 000*

Total views
530 397 vs 147 000*
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