EBiTDA MAPKETUHIOBOE

marketing MNAHVPOBAHME
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E BiTDA KTo Mbl Takne?

Y MapTHepbl EM AHgpeii PykaBuwHmkos 1 Omutpuin Lnpiuos

*

*

marketing

caenann ycnewHyro Kapbepy BuLe-npe3naeHToB
N0 MapPKETUHTY U Npogaxkam KpynHEeNLWmnx MexayHapoaHbIX
KOMMaHUN.

Y kaxgoro 20 neT MapKkeTUHroBOW NPaKTUKK,
n3 HUX 6onee 10 NeT onbiTa BbICLLErO PYKOBOACTBA

C 2005 roga oHM HEOOHOKpPATHO Npu3HaBanuch nuaepamm
npodeccmnoHarnbHbIX PeNTUHIoB [upekTopoB No MapKeTuHry

B nopTdonno kaxgoro u3 naptHeposB 6onee 100 ycnewHbIx
MPOEKTOB C cyMMapHbIM obopoTom 6onee $10 munnuapaos.




EBFTDA NMPABUJIA U PACIIOPAOOK

marketing

* Mo6unbHble BbIKMIOYEHSI... Minn 6e3 3Byka... Bce kak B
TeaTpe — NPOABUTE YBaXKeHUE K ApYrum

X ECNu HY>KHO MOroBOPUTL NO TenedoHy UMM NoYMTaTh NOYTY
— noXanymcra BHe ayantopumu

* Y Hac 6yaeT nepepbiB B 19.30 Ha 15 MUHYT

% 3anaBsaiite BOMpPOCkI... Hem bosblue MHTepakTMBa TeEM
nyJiwe




EBFTDA EPU® KOTOPBLIU A nonyyun...

marketing

* [MpoLIecC MapKeTUHIOBOrO MMAHNPOBAHMUA: COCTABHbIE
4acTu U Kak ero genatb.

* AHanu3 BHeLLHel cpeabl, KOHKYPEHTOB, NOTpebuTtenen,
NnapTHEPOB, TPEHOO0B.

X CerMeHTUpPOBaHWE, NO3ULIMOHUPOBAHME.

X Kakue oTaenb! JOMKHbI GbiTb BOBREYEHb!. [oyeMy oTaensi
domHaHCOB 1 Npogak AOMKHbI NOANUCLIBaTL
MapKETUHIOBbIW MNnaH.

* nﬂaHI/IpOBaHI/Ie BbIlMyCKa HOBbIX MPOAYKTOB.

*AHTMKpI/ISI/ICHbIVI MEHEe)KMEHT: YTO AenatoT yCrelluHble
KOMMaHUW, Korga HacTynaeT KpuTudeckas cutyaums n Kak
OHW K HEeN roToBATCA.

* MpakTuka GbICTPbIX PELUeHNIA.




EBITDA

* UeM crioxkHee 1 rpaHano3Hee
nnaH, Tem 0osblle WaHCoB, YTO
OH NpoBanNUTCS

3akoHbl Mapdoun




EBFTDA A KAKAA NMOBECTKA MHTEPECHA BAM?

marketing

X Ha yTo caenaTb yrnop B pamkax HaLlero Moayns?

X KTO 13 Bac ye BOBMEYEH B NPOLECC MApPKETUHT UM
bunsHec nnaHmpoBaHmna? Kakne 3T0 nnaHbl?

% Yto XxoTenoch 6bl nyyile genatb? N3ameHUTb?

% HackonbKo BaxHO GU3HeC NnaHUpoBaHue?




EBITDA

: MOW NOoaxoa K BPUDY
marketing

X YnpoLuaii 1 hoKycupyiics

% Bcerna ctaBb 6pvd Noa coMHeHne

* Ecnu WHTEepeCcHO — Apyrue Mov NpUHUKUNbI MO CCbISke
http://slon.ru/business/ya_znayu _mnogo_primerov_kogd
a_lyudi_legko_miryats-194322.xhtml




EBITDA

: NMPOrPAMMA HA CEFOAHA
marketing

% OnpeaeneHve 1 obLme NpUHLUMNbI

% [18a OCHOBHbIX hopmaTa MapkeTuHr MnaHa
— [oposou [NnaH
— Crtpar NnaH

* |_|O3I/ILI,I/IOHI/IpOBaHl/Ie N HOBbIE 3allyCKN

X Bonpoch! 1 OTBETH!




EBITDA

: NMONE3HbLIE LUATATHI
marketing

% Ecnu Bbl UCMONb3yeTe pacyéThbl, TO
He 00s13aTenbHO JOCTUTHETE BEPLLVH,
HO 3aTO He norpyamTtech B besymue.

YoppeH badgertT



http://www.business-citation.ru/article/23

EBITDA

: NMOJIE3HbLIE UATATBI
marketing

* MHorue MeHeIKepbl HE NMEIOT BPEMEHMU Ha TO,
4YTOObI NOCETUTL NMUHMIO PPOHTA. OHM CAULLKOM
3aHATbLI HanNMcaHWMeM NnaHoB, KOTOpPLIe, No naee,
OOJKHbl OCHOBbLIBATLCHA HA NOCELLEHUN MU MOSS
oos. Koroa oHn 4encTBUTENbHO CTaNKUBAOTCA C
peanbHOCTbLI, YaCTO NO YNCTOWU CIy4YanMHOCTU, OHU
C y>Kacom ODHapyXmnBaroT, YTO UX MNaHbI
OCHOBaHbl Ha MU®ax, a He paKkTax.

[bkek TpayT



http://www.business-citation.ru/article/5
http://www.business-citation.ru/article/5

EBITDA

* HukTo He 3HaeT ByayLero. Bee, 4to
Mbl 3HaeM, — 3TO MPOLLIIOe.
[TpenckasbiBaHWe Oyayulero — 910
ynpaxHeHue B 3abnyxageHun. 3To Bce
PaBHO, YTO CKakaTb Ha nowagu
3alHUM XOJOM.

[bkek TpayTt



http://www.business-citation.ru/article/5

EBITDA

: NMOJIE3HbLIE LUUTATDI
marketing

X YTpOM 51 COCTaBMsAO MNaHbl, a8 AHEM
nenato rnynocTu.

BonbTep




EBITDA

: NMOJIE3HbLIE LUUTATDI
marketing

X MnaH - H1yTO. MNaHMpoBaHue - Bce.

Odyant dnseHxayap




EBITDA

: ansA Yero Hy><egH rjAH
marketing

X 37O CTPYKTYPHBbIV AOKYMEHT AJ1S U3yYeHus, 06cyxaeHus u
KpOCC-(PYyHKLIMOHAaNbHOW KOOpAVHAaLUMN.

% [naH coaepXuT Lerb, NyTb U BUAEHUE TOro, kak byaeT
OOCTUTHYTa Lenb. OTO NOMOraeT y4acTHMKaM nnaHa
NencTBoBaTb CNaXXeHHO 1 CKOOPAUHUPOBAHHO.

* Hannyune nnaHa— 3T0 BO3MOXHOCTb COMOCTaBI1EHUS
peaan0|7| CTyaumnmn n Toro, Kak "naHadaribHo
NJ1aHNpPOoBaJ1oOChb.

% 310 pabounit UHCTPYMEHT MeHeKepa, KOTopbIii moMoraeT
BECTM 3a cODOM KOMaHAY K Luenu n gocturaTb pesyrbTraTa.




EBITDA

: NMOYEMY INMJIAH «HUYTO::
marketing

* Kak nokasbiBaeT npakTvka, 60sbLuasi YacTb NPOEKTOB Mpw
3aBepLUEHNN HE COOTBETCTBYET M3HAYaNbHOMY MnriaHy

X I3HayarbHblii MNaH MOXeT COAepKaTb HEBEPHbIE Lieni,
oXnaaHua, NpeanochbIfikKN N OLEHKU

* MoxxeT KapAunHalibHO NOMEHATbCA MaKpPO CUTyaund Uin
N3MEHUTbLCHA BU3HEC NNaHbl KOMNAHUA

* Henbas cbpacbiBaTb CO CHETOB KOHKYPEHTOB,
4yefioBeYyecknm paktop, Aa 1 MHOro ocTtanbHOe BINAET Ha
pearnbHOCTb.




EBITDA

: NMPABUINbHbLIA MNOAXOL
marketing

* He monuTtecb Ha nnaH n He BO3BOAUTE €ro B A0ormy

X OTHOCUTECH K HEMY KaK M3MEHSIEMOMY MOMOLLIHUKY, KOTOPbI
MOXET Bac BECTU B NpaBUIIbHOM HanpaBfiEHNN, HO KOTOPbIN
nepnoamnveckn Hy>HoO nepecmatpmBaTtb. IMEHHO B 9TOM
“nepecmoTpe” 1 Cosib NNaHUPOBaHUS.

% Ba)kHO HaxoOauTb GanaHc B YacToTe nepecmoTpa nriaHa. OH He
OOMKeH OblTb HEM3MEHHbIM HaBceraa, HoO U He CTOUT ero
MEHSATb KaXKablW OEHb.

X B 3aBMCYMOCTM OT ANUTENBHOCTU BaLLEro NnaHa, HaMeTbTe
HECKOIbKO KOHTPONbHbIX TOYEK. B 3TMX TOUYKax 3aHMManTeCh
aHanM30M 1 KOppeKLUuen nnaHa, B ocTanbHble MOMEHTbI —
crnegynTe no HeEMy Kak OyaATO OH HEM3MEHEH.




EBITDA

: CYTb MNIAHUPOBAHWA
marketing

* dopMynmpyeTe-yToUHsIeTe-KOpPeKTMpYyETe-NepecMaTpmBaeTe
CBOIO LiefNb

* ObLaeTechb € NPOEKTHOW KOMaHAOW, HAXOANUTE KOMIMPOMUCCHI,
cooOLla oueHMBaeTe ny4lume noaxoabl U pecypcbl ans
ONOCTMXKEHUS Lenu

% [MpoucxoauT CrnoyYeHe KOMaHab!, NOSIBASIETCS €AUHOE 3HaHUE
VN NpeacTaBneHne, BUaeHne Lenu n nyTu.

X BO3MOXHOCTb [0 HACTYNNEHNUS KPUTUHECKMX U HEMOMPaBUMbIX
PUCKOB NMpeayCcMoTpeTb NX

X OKOHOMUTE BpeMs U gpyrme pecypchbl, ecii B KOHTPOMbHbIX
TOYKax 3aMeyvaeTe pacxoXaeHua nnaHa u dakra, BbINOJIHASA
KOppeKkTupyrLwime 4encTteus




EBITDA

: PE3IOMUPYEM
marketing

X [MnaH 370 BaXHbIN U HY>XHbIW ONA OOCTUXKEHUSA Lenn OOKYMEHT.

% [MpoLecc NnaHMpoBaHusl, a TakKe aHanuaa, nepecmoTpa
NnnaHoB, UMeeT Aa)ke Oonbllee 3Ha4YeHne Ans ycnexa

% CHauyana nepBasi Bepcusi nnaHa, noToM AeCTBYEM Mo
MPUHATOMY NNaHy U NePUOANYECKM BbIMONHSAEM MOBTOPHOE
nnaHMpoBaHWE N NepennaHMpoBaHue.

X [MnaH — 370 MapLUpyT, KOTOPbLIX BEAET BacC K Lenu.

X [naHMpoBaHMe — 3TO BO3MOXHOCTb KOPPEKTUPOBATL BaLL
MapLLPYT, CBEPSATLCHA C HUM, criefoBaTh BbIOpaHHOMY MapLUpyTy
NN MEHSATb ero Ha bornee onTUManbHbIN.




.3
EBITDA MAPKETUHIT KAK YACTb BU

marketing

Key Business Plan & Marketing Plan Elements

Business Plan
Strategfc Marketing Plan

Market Research Tactical Marketing

Competitive Po ::La;:,(‘fr: 2 Marketing and Praduct Operations &
Environment Strategj? ' Selling Model Launch Organization
*DefineMision& = Market = Identify and *Prioritize customer = SWOT * Salesand *Time-rame& = Organizational * Financial model
Mission segmentation profile needs * Unigue Selling channel strategy  milestones structure T e
*Businessmodel * ldentificationof —Primary * Description of Propostion(USP) = Sales force = Patential * R&D and Operations “Pritected
. : ot : ro)
—Acquistions, 1:rg :Lnts& ?;m%?t)wrs offering * Market entry organization riskshottienecks  model it
licenses & csgio e * Pricing strategy strategy *Selesmetrics&  « Key success —Degreeofverticd  profitshy
perineeships , —Secondary .oy ationtesting _Msjorbarriers  ncentives factors integredion segment
needed = Confinnation of competitors = F :
. Brand strategy  « Marketing &ction  —n-housevs.  =Investment
. customer nesds (SWOT) —Alternative :
Mewke erriry (Voiceofthe strategies « Advertising & Plan (MAF) Outsource requirementss
strategy g ok financing strategy
Customer) -Obisclivas promotion * Human resources
—Major barriers ' strategy L
to entry = Critical success Culture &
_ Srdors management style
—Alternative "
strategies * Businesssystems &
processes

¢ 1 i ¢ 1 ¢ 1 |

i Bt Monitor / Evaluate Results / Revise v




EBITDA

: NMIAHbI BbIBAIOT PASHE
marketing

% [lonrocpoyHslii (3-5 net) CTPATEMMYECKUIN nnaH
pas3BUTUA MHHOBaLMKW TpaHcdopmaunm

% MopoBoit MAPKETUHIOBbIV nnaH ans Bcero nopTdens

* [lonoBon MAPKETWHI nnaH otaensHoro 6peHga unm
KaTeropumu

* MAPKETWHI nnaH 3anycka HoBoro 6peHaa
* TpumecTpoBbit MAPKETUHI nnaH

*,U,J'IFI Hallero moayns Mol obcygum CTPAT T1J1AH v rogosomn
MAPKETWHI OBbIW nnaH bpeHAaa.

X Ho cHayana HeMHOro Teopum




EBFTDA noaxoan K MAPKETUHIToBomy niAHUPOBAHUIO

marketing

BENC
FOCU{;MARKS

TARGET
MARKET

VALUE
PROPOSITIO

PRODUCT SERVICEI BRAND l PRICE

ORGANIZATIONALI BUSINESS I IMPLEMENTATIO
INFRASTRUCTURE | PROCESSES | N SCHEDULE

PERFORMANCE
EVALUATION

ENVIRONMENTAL
ANALYSIS




EBFTDA LIEJNIEMOJIATAHUE

marketing
Focusi BeNch-
:marks
1.Pokyc 2. Benchmarking
v KntoueBble nokasatenu ycnexa v KonunyecTtBeHHbIe Lienu
» OOBbIYHO YKNCTbIe AOX0A, MPUBLINL U A0NSA PbIHKa v' BpemeHHble paMKu

v' Cneundunyeckne uenu
» Knunentckune uenu
» Lenn cor3sHukoB
» BHyTpeHHue uenn

PesynbTaTt 9Tana paboT (npumep): KpaTkocpoyHble (Ha 1 roa),
cpedHecpoYHble (Ha 3 roga) 1 4onrocpoYHble (Ha 5 neT) Lesnim KoMnaHuu,
pas3buTtble Ha Bonbwyto uenb (NS), knueHtckue uenn (MS),

uenu cot3HnkoB (ND) n BHyTpeHHue uenu (COGS)




EBFTDA CUTYALMOHHbIA AHANN3: MOOENb 5-C

marketing

* Ll,eﬂeBbIe KITMEHTHbI — NoTEHUMAalIbHbIE

nokynatenu B2B / B2C
— YOosnemeopsieMble nompebHocmu Target | Valve
market ! proposition

* KoMnaHusi — OTAeNbHbIN GU3HEC-IOHNT,
yrnpaesnaownmn npeanoXxXeHmem P

— Knrouessbie KomMriemeHyuu u ///
cmpamecu4yecKue akmuebl /

* CO03HUKM ;
— [locmasuwuku, dunepsl, ageHmemea |

X KOHKYpEHTBI
— YOosenemeopsiembie nompebHocmu P

* KOHTEKCT - Context —
— 3KOHOMU'-IGCKU9, mexHosioeu4ecKue, coyuo-

KyrnbmypHble ghakmopbl




EBITDA

marketing

PesynbTaT cTpaTterM4eckoro

9Tana paboT: Target 1 Value

market | proposition

* CermeHTUpoBaHue
KITMEHTOB Mo NOTPEBOHOCTAM

* CtpaTermyeckoe
TapretTMpoBaHue /
(BbIOOP LileNneBbIX KNNEHTOB)/

* LleHHOCTHOE '
npeanoxeHue (Bknovaet
BCe AJOCTOMHCTBA) /
X Mo3nUMOHMPOBaHME — ~ S
CaMble€ BaXXHble JOCTOUHCTBA - Context
npeanoxeHus

Customer
value

Collaborator
value

Llenb — co3gaTtb B ymax nokynarenem YeTKnm nMmuox
NpeanoXeHusi, OT KOTOPOro HEBO3MOXHO OTKa3aTbcs!




EBITDA

marketing

KOMIMJNEKC MAPKETUHI'A: YINIPABINEHUE LUEHHOCTbBLIO

Product | Service | Brand L Price
Incentives | Communication ! Distribution

Designing * Communicating * Delivering
value value value

Product

Service

Brand

Price

Incentives

« CospaHue ueHHoCTM (NPoAyKT, cepBuc, bpeHa, LeHa)
* KoMMyHMKaumsa LEHHOCTU
« [JlocTtaBka LEHHOCTU




EBITDA

marketing

[MpoayKT

KntoueBble (hyHKLUOHATbHLIE XapaKTePUCTUKM

CepBuc

KritoueBble yHKLMOHAamMbHbIE XapakTePUCTUKA

bpeHa

Habop AononHUTENbHBLIX YHUKAINbHBIX accounauunn

LleHa
[Mpomoakuunm

MOHETapHbIe (Hanp. CKUOKW)
HeMoHeTapHble (Mogapku, notepewn, GoHyCbI)

KoMMyHUKaumu
Ouctpubbrouns

KaHanbl npogax

PA3PABOTKA TAKTUKU MAPKETUHT A

Prc:ducfi Service i Brand Price

. . - T __ .
Incentives | Communication | Distribution

Product H Service H Brand

& == ¢

@ ‘ Price

Incentives ’ E>

" £~

Communication ’ ‘ Distribution

3apava MmapkeTuHra - obecneyunTb, YTOObI BCE TaKTUYECKNE acnekTbl NPearnoXeHns KoMmnaHum
paboTanu BMecTe Ha co3aHne LIeHHOCTU AN KNeHTa C BbIroAoM Ans KOMMaHUM U COO3HUKOB




EBITDA

: 3AYEM HYXXEH CTPATEI
marketing

* bonbLmne améuunm u cepbe3Hble MHHOBaALU peaJin3yroTCA
B TeYEHME HECKOSIbKUX NET UNn AecAaTuneTmm




EBFTDA CYTb CTPAT NMNJIAHA: STARTEI'NA YCINEXA

marketing

CUNbHbLI
MOPT®EJIb
EPEHOOB

CUCTEMA CUJIbHAA
MHHOBAL|MM CUCTEMA
N HNOKP MPOOAX
MNCCUA N
KYNbTYPA
KOMIMAHNN
QPOEKTUBHOE BbICOKAA
MPON3BOLOCTBO NMPUBbINIBHOCTb 5
N SAKYTIKU CETMEHTOB




EBFTDA CUTYALIMOHHBbIU AHANTN3

marketing
CpaEHMM Hall PbIHOK C KINKOYEBbIMW MeXAYHapOoAHbIMUA (GBPDHEECKMMM) PbIHKaMH
Hackonbko paseuT pEIHOK Hackoneko koHKy peHTeH Mo3uyna GpeHgalbuzHeca OuHamuka pocta/pazeutia
[TpoaHanunanpyem POCCUACKMIA PBIHOK U HaLUy MO3ULIUIO
OuHamuka B rakux (4eHoBeIX) [uHaMuKa KaHanel lNpogykTei/GpeHak MNameHeHne
Kareropuu B cerMmeHTax G Ratn onpegensaowme onpegensowue uMmugxa (3gopoBes)
KNKOYeBOM KaHane AWHaMUEa ypedy OVHaMWEy BusHeca  guHaMmuky BusHeca Hallero BpeHaa

Onpepnenum rage MoryT BbiTh «ObICTpbIE NobebI»
& aBaHWe B

NDODENB! B

gcmzmi Hawem MpUOPUTETHE  KOMWYECTBEHO Clesluol-Ty HocTtatouHocTt Kauecteo Knwuyeese
6 EHP 1BU3HEC npoAayKToBOM e KaHans! U i WHHOBAaUWA Ha b WHBECTUUWMA  AMCTpUOLIOLM cerMeHTH AnA
E engpasam ACCOPTUMEHT KOMNaHuM aAvcTpubeoun  pocT/Npubeine B MapKeTUHr 1] pocTa
e ¥




EBITDA MPOLIECC

marketing

OﬁCWEHME WU gornonHeHWe CUTyalMoOHHOIo aHanwusa AnA
reHepupoBeaHuA WM yToOMHEHUA BO3MOXHOCTEMN Pa3BUTHUA

OnpegeneHve GonbLUOW SONTOCPOYHONW Lenu (MUCCUu,
npegHasHa4yeHusA) KOMMNaHWM — cTparernyeckoe Komneco
WM NeHTaroH cTparermyeckoro npeMmyllecTea

BbiGop AonrocpoyHLIX, CPeAHECPOYHBIX U KpaTKOCPOYHbLIX
Liernen KomnaHum

Bibop HanpaBneHWn pa3BUTUS U paccTaHOBKa
MPUOPUTETOB

MD,E{E.I‘IHFJDEEHME CUEHapWeEB pa3BUTUA W CO34aHUE
npeaBapuUTENbHOW AOPOXHOW KapThbl




EBFTDA NMPUAMEP: NMPOEKTHOE 3AOAHUE

marketing

BU3SHEC 3AO0AYA

* YeenuieHune n npnobinn KOMIMNAHNW 3a cuet
POCTa BbICOKOMapXXMHarbHbIX HanpasBneHum
rnyookon nepepadboTku

* PaspabortaTtb ctpaternto KOMMNAHUU B

KaTeropum rryookom nepepabdboTKku.

* [lepeBecTun 3Ty CTpaTernio B 3-x NIeTHUU nnax
pPasBUTUA N UHHOBALUN.

* PaspaboTatb OOPOXHYIO KapTy M3MEHEHMI Ha
onwxkanwmne 12-18 mecsdues

* OnpenenuTb KNoYeBble NPOEKThI Mo
COMPOBOXAEHMIO NPOrpaMmbl UBMEHEHWI




*
EBl-In;I;?EﬁA“g NMPUMEP: OOPOXHAA KAPTA U 3TAIlbl PABOT
2014 . 2015-16rT.
5C aHanus: Crpaterus:
Wionb- CEeHTADpbL- BHeapeHm
aBrycr OKTADpPL e
Llenenonaraxue: TakTuka: KonTponsb
aBrycr- OKTADpbL-
CEHTADPL nekabpb




EBFTDA NMPUMEP: 3TAN 1 CUTYALUUOHHbIN AHANN3

marketing

Ha naHHOM aTane Mbl NPpoBeAEM KOMMIIEKCHbIV CUTYaLMOHHbIN
aHanma Bkno4atoLwmnm cedbst aHanns pbiHka Poccun B gaHHbIN MOMEHT
N B JONTOCPOYHOWN nepcrektuee (Ha OCHOBE MEeXAYHapPOaOHbIX
TEeHOEHUMN N NPaKTUK), NPOAYKTOBbIE, KaHarnbHble N reorpaduyeckue
BO3MOXHOCTW, MOHUMAaHWE CYLLECTBYIOLLEN N MOTEHUNATIBHON
KOHKYPEHLMK, TEKYLLIAA U BO3MOXHAaA A0Ns pblHKA, 00beMBbI U
NPUObLINLHOCTD.

LIEJIb STAIA: CucrtemHoe getanbHoe NOHMMaHME TEKYLLEN
CUTyaLum 1 BO3MOXHOCTEN pPa3BUTUSA

PE3YJIbTAT: AHanutuyeckasi npeseHTaumsa n paboyasa ceccua angd
donHanusauun 3aknoyYeHnn CUTyaLMoHHOro aHanmaa n cosgaHue
cLleHapueB LenenonaraHus

MHCTPYMEHTAPUW: 5C-aHanus
CPOKW: 3-4 Hepenu




EBITDA

marketing

X LleneBble KNMEHTbI — NOTEHLMAnNbHbIE
nokynatenu B2B / B2C

— YO0oenemeopsiembie nompebHocmu
* KoMnaHusi — OTAeNbHbIN GU3HEC-IOHNT,

yrnpaesnaownmn npeanoXxXeHmem

— Knroyesbie KomriemeHuuu u
cmpamecu4ecKkue akmuesbl

X COoH3HUK

— [Nlocmaswuku, dunepsbl, aceHmMcmea
X KOHKYpEHTBI

— YO0oenemeopsiembie nompebHocmu
* KoHTekcT

— OKoHOoMu4ecKkue, mexHosioau4deckue, coyuo-
KyrnbmypHble ghakmopbl

CUTYALMOHHbIA AHANN3: MOOENb 5-C

™~ Context




EBITDA

marketing

PesynbTaT cTpaTterM4eckoro

9Tana paboT: Target 1 Value

market | proposition

* CermeHTUpoBaHue
KITMEHTOB Mo NOTPEBOHOCTAM

* CtpaTermyeckoe
TapretTMpoBaHue /
(BbIOOP LileNneBbIX KNNEHTOB)/

* LleHHOCTHOe '
npeanoxeHue (Bknovaet
BCe AJOCTOMHCTBA) /
X Mo3nUMOHMPOBaHME — ~ S
CaMble€ BaXXHble JOCTOUHCTBA - Context
npeanoxeHus

Customer
value

Collaborator
value

Llenb — co3gatb B ymax nokynarenem YeTKnm nMmuoxK
NpearoXeHusl, oT KOTOPOro HEBO3MOXHO OTKasaTbcs!




EBFTDA NMPUAMEP 3TAIN 2 UENEMNONATAHUE U CTPATEIAA

marketing

Mcnonb3ya pesynbTaThl Npeablayliero atana n paboven ceccumn, Mol
chopmupyem, npopaboTaem n NpopaHKMPYyeM HECKOMbKO
BO3MOXXHbIX CLlEHapuneB pa3BUTUS HarnpaBneHus rnyookomn
nepepaboTKkn

LUEJIb STAMA: Onpenenntb LEeNb KOMMAHUU Ha PbIHKE rIyO0oKou
nepepaboTkn Yyepes 1-3-5 neT, HanpaBneHnst pasBUTUSA K
NPUOPUTETHOCTM pacnpeneneHnss pecypcos

PE3YJIbTAT: CornacoBaHue Kno4veBbiX bBusHec-napamMeTpoB
(NpubbINb, 06bEM Npoaax, A0NA PbIHKA), HanpaBnNeHnn n
NPUOPUTETOB Pa3BUTUSA

VWHCTPYMEHTAPWUW: CrtpaTernyeckas ceccus ¢ npurnaLleHHbIMM
aKcnepTamu

CPOKW: 3-4 Hepenu




EBFTDA NMPUMEP: 3TAN 3 TAKTUHECKOE NMNIIAHUPOBAHUE

marketing

Ha gpaHHOM 3Tane no BbIOpaHHbIM HarnpaBreHUaM pPa3BUTUS, Mbl
npoBeaeM KOMMSIEKCHbIM MAapKETUHIOBbLIN ayauT, YTOObI OLLEHUTL TEKYLLUN
noptdens, cuny bpeHaa, NpPoayKTOBYIO NIMHEWKY, LeHoObpa3oBaHue,
YyNakoBKY, MHHOBaAUWUKU N OpYyrMe 3rieMeHTbl MapKeTUHI MUKCa, YTOObI
onpenenuTb Kno4YeBble N3BMEHEHUS N PpaCCTaBUTb NPUOPUTETHI

LIEJIb OTAINA: CosgaTtb nnaH yCTpaHEHUS KPUTUYECKNX
HEeCOOTBETCTBUU OANA OOCTUXEHNA cTpaTerndeckmnx ueneun B 2014-15 roay

PE3YJIBTAT: nnaH nameHeHun Ha 2015 rog n 18 mecsa4Hasa nporpamma
nvnriemMeHTaunm

NHCTPYMEHTAPUW: Cepus pabounx ceccuii no pasHbIM afieMeHTam
BCEro KoMmnriekca MapkeTuHra

CPOKW:  4-8 Hepenu




EBFTDA NMPUMEP: 3TAIN 4 UMMNJNEMEHTALUUA

marketing

Ha paHHOM aTane Mbl onpeaenum KIoyeBble NPOoeKTbl Mo
COMPOBOXAEHUIO NPOrpamMmMbl UBMEHEHNI BHYTPEHHUMM
pecypcamu KnneHTa, pecypcamMmn areHTCTBa, a Takke
ayTCOpCUHra Apyrum noctasLUUKaM

LIEJIb OQTAlMNA: 3ddekTnBHaa nmnnemMeHTauusa nporpaMmmel
N3MEHEHNWN U BbINONHEHUE 3ada4 MapkeTuHr nnaHa 2015 roga
C onTUMarnbHbIM DanaHcoM CPOKOB, Ka4yecTBa M 3aTpaT
KInneHTa

PEI3YJILTAT: YcnewHoe goctumxkeHue knodeBbix 3agad 2015
N B NepBylo odepeb NPUbbLINLHOCTY

CPOKW: 2014-2015 rog




EBITDA

: NEPEXOAUM K OCHOBHOM
marketing

* EXXEFOHOW MAPKETUHIOBOE
NNAHNPOBAHUE




EBITDA

marketing

NMPOLIECC NOAIOTOBKHW IC

Strategic Business Objectives

!

Current marketing situation

Marketing situation/ trends
size, growth, consumption
trends, buyer behaviour

Product sftuation
Sales, prices, profits

Competitive situation
Size, goals, market share,

product quality, marketing
strategies, elc

External analysis (P-E-%T)

Threats
Opportunities

Internal analysis

Strenghts
Weaknesses

[ Strategic marketing plan

Plan status meetings
Quarterly reviews
Annual planning process

Key marketing objectives

Key marketing strategies

Target market

Value network

Positioning What will be done?
Value proposition By whom?

F"'mduct F SE'I'\I"[‘:E‘.. PffCE By, mn?
Distribution How much?

Sales force
Sales promotion
Communication
RED
Market research




EBITDA

: 3AYEM HYXEH INMJ1AH?
marketing

X TwaTtenbHas NoaroToBka ahdeKTUBHOIO
MapKETUHIoOBOro nrnaHa Heobxoanma ans
OOCTUXKEHUA NMOCTaBMNeHHbIX Leneun

% YaLe BCEro KOMNaHUM CTarKUBaOTCS C
MapKETUHIoBbIMK Npobnemamu npu
OTCYTCTBMW XOPOLLO NPOAYMaHHOro U
TLWAaTenbHO paspaboTaHHOro nnaHa




EBITDA

X PesynbTaT YeTKO CTPYKTYPUPOBAHHOIO
npouecca

* OnpeaeneHHbIM 06pa3oM COCTaBNEHHbI
OOKYMEHT, codepKalumin onncaHune
LileNneBoro pbiHka ToOBapoB UM YCNYT,
aeTtanbHbIN aHanM3 HyXa U
noTpebHOCTEN LeneBon ayautopumn m
nyTn nx 6onee NOSsIHOro rNo CPaBHEHUIO C
KOHKYpPEHTaMN yaOBIEeTBOPEHUS




EBITDA

: CTPYKTYPUPOBAHHOE Tl
marketing

* BceoGbeMMIOLLMI B3aMMOCBSA3aHHbI

npouecc nocneanosaTtesisHOro NPUHATUA
onpeaeneHHbIX peeHnn n 4encTeunm

K Kaxaplih aTan pa3paboTku
MapKETUHIOBOTO MraHa fomkeH BbiTb
3aBepLUEH [0 Havana creayoLero




EBITDA

: CTPYKTYPA
marketing

X VicxoaHasi MapKeTUHroBasi MHAopMaLs (BCe OaHHble,
ncnonb3yemMble Npu pa3pabdboTke MapkK. nnaHa)

* MapKeTUHroBbIN NnaH (MoBeAeHEe KOMMNaHUN Ha PbIHKE)

X Peanuaaumsi MapkeTMHrOBOro nnaHa (BONMoLeHe nnaHa
B XXN3Hb, T.€. peanbHada paboTa Ha LeneBoM PbIHKE U
obecnevyeHne 3anaHMpoBaHHbIX 0ObEMOB Npoaax u
npubbINKn)

* OueHka adhdEKTUBHOCTY U3MepSIeTCs YCMEeLUHOCTbIO
peanusauum cocTaBfieHHOro nnaHa




EBITDA

: OCHOBHBbIE NPUHLMUIBI
marketing

* CUCTEMHOCTb

% OpureHTaUus Ha LLeNeBoii PbIHOK

% EQVMHCTBO, a He MexaHu4eckoe o6beanHeHne

* BceobbeMnoLwmii xapakTep




EBITDA

: CUCTEMHOCTb
marketing

% CosgaHue LEenoCTHOM MapKeTUHIOBOM NporpaMmbi
npeanosnaraeT UCrnosfb3oBaHne Habopa onpeneneHHbIX
MapPKETUHIOBbIX MHCTPYMEHTOB U YETKOro pasrpaHnyeHmns nx
dYHKUUN N cdhep NPUMEHEHNS

% [MoaTanHoe, nocrnenoBaTeribHOe BKMYEHMe NHCTPYMEHTOB
B €dWHbIX NNaH MapKeTUHra B CTPOro onpeaeneHHom
nopsigke

— pPeKraMHaa KOMMNaHnA nocrie ueneBoro pbiHka mn 1.4.

* O6s13aTenbHOe 0603HaYeHue N3MepsieMbIX Lienen n 3agad

Ka)kgoro atTana MapKeTUHroBoro niaHnpoBaHus
— Hanp., uenesble nokasaTenn o6bLEMOB NpPoaaK, 40NN PbIHKA,
KOMMYHUKaUWNOHHbIX ueneﬂ

* Kaxabin LieneBouv nokasaTenb YeTKO onpeaersneH u

KONMMYECTBEHHO N3MEPSEM
— YBENMNYUTb KONMMYECTBO NPOOHLIX NOKynok Ha 10%




EBITDA

marketing OPMEHTALWI;' HA U.EJ'IEB

% Bce, UTO Mbl enaeM Ans NoBbILLEHWS NPOAAX, BpallaeTcs
BOKPYT LLeNeBoro pbiHKa

% Cpeau Bcex hakTopoB, obecrneumBatowmx YCneLLHyo
npoaaxy ToBapoB Hanborsbllee 3Ha4eHNe UMEET TOYHOE
onpeaeneHne LeneBoro pbiHKa

X Ha kaxgom aTane pa3paboTku MapK. niaHa HYXHO
YYnUTbIBaTb NOTPEOHOCTN LLENEeBOro pbiHKa 1 ya0BNEeTBOPSATb
UX Nyylle, YemM KOHKYPEHTHI




EBITDA

: EOUHCTBO
marketing

% MocnenoBaTenbHasi, No3TanHasi MeTOO0NOMs CBSA3bIBaeT
BOEWHO pas3fiMyHble 3NIEMEHTbl MapKeTUHIOBOro MnnaHa ¢
NMOMOLLIbIO YETKO 0003HaUYEeHHbIX Liene

* Bce MHCTPYMEHTbI MapKeTUHra n 9fIEMeHTbI
MapKETUHIOBOro KoOMMneKkca NogYMHeHbl JOCTUXKEHUIO
oowmnx uenen

*3aI'IJ'IaHVIpOBaHHbIe MEePONPUNATNA NO AOJIXKHbI ObITb
ageKBaTHbl NMOCTaBJ1IEHHbIM 3aa4YaM

— Hanp., LeneBon pbIHOK — 00 beMam npoaax
— OogXKeT — HeobxoaAMMOMY YPOBHIO OCBEAOMITEHHOCTU




EBITDA

_ BCEOBBEMITIOLLINA XA
marketing

X [MpoLecc MapKeTUHIOBOrO NMaHWPOBAaHUSI HE OrpaHNYNBaETCS
cbopoM ncxogHOW MapKETUHIOBOWN MHdOpMaLnn U
COCTaBNeHNeM MapKeTUHIOBOro niaHa

% OH HenpepbIBEH U B3aMMOCBSI3aH

— BKMOYaeT pearbHyto paboTy no peanunsaumMm HaMe4YeHHbIX
NnnaHoB

— 3adBepLliaeTcAd OLlEHKOW yCNewHOCTW KakK pearindaumm rirfiaHa,
TaK U OTAENbHbIX €ro Leneun

— 3aKlaablBaeTCA OCHOBa OAJ14 NoAroTtoBKWU MNnijiaHa Ha Ccrieq.
roq




EBITDA

: ®OPMAT rOAOBOIr0 OB3(
marketing

* [Mepuog — nocneaHne 12 mec. CpaBHMBAEM C
aHasnormyHbIM npeabigyLwmm nepuoaom.

* Ecnu HY>KHO — 3arnagbiBanTte rryoxe B UCTOPUIO.
HekoTopble TeHOeHUMN BUOHbLI HA Bonee ANMMHHOM
OTpe3Ke BpeMeHu




EBITDA

: ANNUAL BUSINESS RE
marketing

* Comprehensive overview of brand development along key
performance dimensions for the last 12 months

* Assessment of brand strategy selected in the previous year

* Information and facts required for the marketing plan development

Purpose

* Overall year evaluation

* Consumers/building brand equity — review of users’ profile, behavior

Content (habits, loyalty), their perception of brands, changes resulting from
last-year activities

* Profitability — overall brand’s financial position health and key drivers

* Market/segment overview

* Market shares — for Baltika and competition within segment and
dynamics

* Competition - overview of directly competing brands (strategies,
actions, results), their market dynamics

* Sales — review of most effective initiatives last year (new packaging,
SKUs, promos, etc.) and takeaways. If needed, Promotions/
Sponsorships can be reviewed separately in more detail.

* Distribution — review by channel

* Pricing — price dynamics and its impact on sales

* Communication — review of message and media

* Recommendations — sources for growth and how to get them




EBITDA

: OBLUWME PEKOMEHAALWA
marketing

*YHI/ICbI/IKaLI,I/IFl nnaHoB a1 Bcex bpeHaoB

* OTKa3 oT 3anonHeHus WwabfoHoB, rmaBHoOe aHanu3 u
BbIBOAbl

X BO3MOXHOCTb sl APYrMX Cryx6 yyacTBOBaTb B
NnaHMpPOBaHUM HA caMON paHHeW cTaaum




EBITDA

: N3 HEIrO COCTOUT PAS3
marketing

* BoiBoa(bl) / pekomeHaaunm

— OguH ab3au unu napa nyHKTOB. <npeumyuecmeo s
qyumamers>

% Learnings («ypoKu»), npuBoadaLime K BbllLeO3HAYEHHbIM

BblBO4aM/BbIBOAY.

— KonnyectBO NyHKTOB — N0 HEOHXOAMMOCTH.
PaccmatprBaeM makcMym hakTopoB <wnapeasnka> -
B OTYET BKJIHOYAEM Te, YTO BIIUSAIOT Ha BbIBOAbI.

— Obs3aTenbHO Nnogkpennsem uudppamu.,




EBFTDA NMPUMEP PASAEJIA

marketing

DISTRIBUTION

> Conclusions/ Indicated Actions.
‘We have to drive Ukrainian distribution further up to Russian level. In EE, we will continue driving per SKU distribution

behind product initiatives and CBD visibility drives. B bIBO/bI / P CKOM

e In Russia, Fairy distribution is very strong across the country, while even the biggest eHlIaHHH
competitors are less evenly present. S~
P N Total Regions
W.distribution, % (S0°02) country | Moseow o SUPete b T e
Fairy 97 100 97 93 95 97 94 88
Pril 67 80 87 55 71 43 44 63
M Kaplya 67 52 60 87 90 69 80 90
eHI)HIe CJIOB Bingo 42 77 5 32 46 11 10 2

Source: MEMRB

Competitive distribution is continuously behind Fairy both in Retail and on Open Markets: the next
best Pril/Kaplya are 30pp. lower. For perspective, this gap even slightly increased compared to the
previous year.

Gap vs. the next
W.distribution , % (SO’02) Fairy Pril Sunlight | Kaplya Dosia Bingo |_best competitor, pp. |
3001 %2002
Open Markets 98 68 21 67 54 55 28 30
Retail 96 67 12 67 61 31 28 29
Source: MEMRB y
Bce 4 ypoka poxmu,
Each launch drives our per SKU distribution, rather than forcing ‘older’ SKUs off shelf. This is H HBO ’I He K
p a6OT aIOT Ha because with every initiative we try to support total line-up: Apple launched almost simultaneously p H H‘l
with LDL3 20% formula upgrade, Berries was part of perfume upgrade. Note that we will try to
evaluate with CMK how much we will benefit from driving Fresh/Antibac distribution further up. KOH Kp eTHbIM
B BIB O BI i Weighted distribution MI01 SO’01 MA’02 S0’02
H { Lemon 83 87 86 85
! Fresh 55 47 54 61
1 Ar:tsibac 62 60 62 57 BbIB 021 aM
| Apple i 56 | 82 | 84 | 84
i Berries i - i - i R i 69
£ Total Fairy | 94, ! 96 ! 97 ! 97

Source: MEMRB

e In Ukraine, our distribution is up, especially in the Open markets: 20% price reduction
helped us to much broader penetrate them (at least in 5 biggest cities). In retail (nationally)
our growth is much more modest according to Nielsen. This can partly be explained by
Gala holding on stronger in smaller cities/towns, though we believe there is an
underestimation as we are well-present in the chains/stores with the higher turnover. For
perspective, at key customers like Billa Fairy has reached 22% share by now (CBD data),
compared to 11% retail share reported by Nielsen.

T ; OMs Change vs. YA, Retail Change vs. YA,

+ W. distribution, % (MJ°02) : (5 biggest cities) g@. { (national) | gEB.
Fairy 916 +36.1 65.0 +6.8

! Gala I 87.3 ! 3.1 ! 82.8 ! +14.7

! pur ! 429 i +19.7 | 26.7 i +8.3

Source: Nielsen




EBITDA

: N3 YHEIro COCTOUT PES3IC
marketing

X KntoyeBble hakTopbl pocTa
1. Aaa

2. b06
ObbI4HO He boriee NATU — ymenTe oboobLaTb.

*  KnroyeBble drakTopbl, MeLLatrowme pocTy / BO3MOXHOCTU
- cMm. Bblwe

X PekomMeHOyeMmble AeiCTBYS
- AMEHHO 3TOT pas3aen NepexoauT B MAapKETUHIOBbIN MaH.




EBITDA

: NOOPOBHEE lNPO PEKO
marketing

KX IMeHHO 3TOT pa3fen nepeTekaeT 3aTeM B MapKETUHIOBbIN MNaH.

X [naBHOE — Kakasl U3 Bcero o63opa BblTekaeT cTpaTermsi Ha
cneayoLuimMn rog (B 4aCTHOCTHU, KTO UIK YTO SABUTCS source of
business — 1 Kak 3anony4vnTb).

* Bce pekoMeHayeMble OENCTBUS OOSMKHbI paboTaTb Ha 3Ty
cTpaTeruio.

* CtpaTternto HeobsasaTerbHO N HeXeNnaTeNbHO MEHSATb KaXabIW
rog. Mensem, ecnu:

— CcTpaTternsi okasanacb OLLMOOYHOW;
— ncuyepnana cebs;

— MOSIBUNUCH BaXkHble BHELUHWE dakTopbl, TpebyoLlne eé
nepecmoTpa.




EBITDA

: NMPOCTbLIE NMPABUJIA
marketing

* CMOTpUTE Ha MakcMMyM hakTopoB, konanTe rny6xe — a B
OTYET BKINOYaNTE TONbLKO TO, YTO BNULAET Ha BbIBOAbI.

X Lindpbl HAAO He NPOCTO LUTMPOBATh («BbIPOCHO Ha 1%»), a
aymaTtb Hag HUMM (3a cYeT Yero Bbipocno Ha 1%, aTo MHOro
nnn mano).

* Mo KaXOMY MYHKTY HYXHbl U cnoBa (BblBOAbl), U Lndpbl
(Tabnuubl NMMdo rpadukn). Tabnuubl 6€3 BbIBOAOB OCTAlOTCS
HabopoMm OaHHbIX. BbiBOoAblI 6€3 Tabnuy, ocTaloTca MyCcTbiMU
CnoBaMMW.

X YkasblBaTe UCTOYHUKUN OAHHbIX.

* byaobTe YecTHbIMU. He npuykpawmBanTe, eCfin YTO-TO He
yOanocb, HO U He CKPOMHUYanTe, ecnu NPeB3OLN OXUOAaHNSA
(«camaga nocnegoBartenbHas KOMMYHUKaUNS cpeau BCcex
MNBHbIX OPEHOO0BY). s




EBITDA

marketing

Executive summary

Brand description

Current environment

SWOT analysis

Critical issues

Strategy

Sources of business

Action plan and
volume building blocks

Brand P&L

Appendices

CTPYKTYPA MAPKETUH

A standalone (one page) summary for senior management
on financial/marketing objectives, market position, key issues
and opportunities and overall strategy

Brand stamp (positioning, target segment) and brand
communication overview

Key takeaways from the annual business review related to
category, brand, competition and trade

SWOT analysis highlighting issues and opportunities for
brand to be addressed next year and directly linked with
analysis of current environment

Identification of key marketing issues/challenges facing the
brand in the coming year

Articulation of initiatives that will be used to address critical
issues and achieve short-term objectives

Identification of sources that will enable strategy execution
(e.g. where will market share growth come from?)

Marketing grid of all marketing events with marketing budget
allocated by event and by month

Impact of each initiative on volume

Projected brand financials

Additional information and data required to support
marketing plan

4 )

* Marketing plans will
be completed on an
annual basis for
each brand

* Plans will be based
on a unified set of
analyses to enable
senior management
to make trade-offs
between brands and
manage the portfolio

* Additional page(s) to
be completed for
licensed brands
(based on owners
requirements)

* Marketing planning

language is English

- .




EBITDA

marketing

NMPOLECC MAPKETUHIO

Volume and

Marketing plans

Marketing plans

Deadline

Activities °
the last 12 months
from marketing, sales,
finance

* Understanding of
current situation is
developed
— Market overview
— Competition, etc.

* Brand performance
and key drivers
analyzed

¢ Key
issues/opportunities
summarized indicating
actions to serve as a
basis for marketing

plans
Respon- ¢ Brand directors
sibility * Business planning and

research department
¢ Marketing services

department and media

planning group

estimates of
volume detailed by
SKU and region
Consolidated A&P
budget estimated
by brand

Draft marketing
grids (calendar
plan with budget)
Annual business
reviews reviewed
by Marketing
Director and
refined throughout
July

Brand directors

review, first draft

marketing plan is

developed,

including but not

limited to

— Goals and
strategy

— Marketing grid

— Volume building
blocks

— Brand P&L

* Brand directors

receive annual business from functional

reviews and present
comments to brand
managers

* Functional heads

heads, final
version of
marketing plans
is developed

* Brand directors

et rions, ) ABPbudget ) FUd ) veedby ) Fa market™s ) approved by
y estimate ap P the Board
heads
Beg July Mid July End July Beg August Mid August End August
Data is collected for * Preliminary * Based on annual ¢ Functional heads * Based oninput ¢ Marketing plans

presented to the
Board of
directors and
approved as
part of next
year's budget

* Marketing
director

* Board of
directors




EBITDA

marketing

TrPAOUK MAPKETUHIO

Project June July August September October Responsible
24| 25| 26| 27| 28| 29| 30| 31| 32| 33| 34| 35| 36| 37| 38| 39| 40| 41| 42

Marketing Grid / budget templates sent MarCom

Media costs 2007 sent MarCom

MP template sent

Brand Marketing

MP process

Brand group

Feedbacks & reviews - MP

Management

Budget development

MarCom

Feedbacks & reviews - Marketing spend

Management

Single briefing session preparation

Single briefing session

MarCom

Brand marketing plan

Brand Group

H1 2006 MMO, Competitive

Planning agency

2007 Communication plan briefing

Agencies workload

Brand Group

Agencies

Single presentation session

Brand Communication plan

Brand activity plan

Creative scenarios

Feedback & finalization

Media bookings

MarCom

Creative agency

Media agency

Creative agencies

All

MarCom




EBITDA

: KOMMYHUKALUOHHOE I
marketing

What Who delivers | Why When
Planning costs 2007 | Media Budgeting, media 10" June
agencies presentations
Media Brief format | Media Unified briefing process | 10t June
Marketing Grid Media Marketing plan Now
template translated into media
spend
Budget distribution | Budgeting How we budget Now
template marketing spend




EBITDA

: PECYPChbI
marketing

X ICTOYHMKM OAHHBIX: BaLLW npoaaxu, ayanTt pO3HNUYHOU
Toprosnu, TpekuHrn, MMI/TGI, cywiecTBytoLme
ncecnenoBaHus

% [ioackue pecypehbi: oTaenbl AHANUTUKN U Pa3meLlleHns

pPeKnamMbl;, areHTCcTBa; cneunanucTbl AMPeKUUn Nno
donHaHcam, npogaxam u T.n.;




EBITDA

®OPMAT MAPKETUHI TJIA
marketing

1. BUAEHUE BPEHOA 2. PE3YJIbTATDI

[lonrocpouyHble 3agauu OueHka pe3ynbTaToB
(06Bbembl, aonsa pbiHKa) OpeHaa Ha pblHKe/KaHanax
MNo3uunoHnposaHue 6peHaa CpaBHeHue busHec

K pe3ynbTaToB U
nioYeskle NpuopuTeThl BbINOJIHEHbIX MPOrpamM ¢

OpeHpa ’, 2amaya :.

OnpepeneHune Kn4eBbIX
cTpaTerm4eckmx npooénem m
BO3MOXHOCTEN

4. NNAH OEUCTBUA
MUcxoasa ns npeabiayllero Kak

Bbl cOOMpaeTechb pewaTtb
npo6nemMbl U BO3MOXHOCTHU

‘ O61bembl, BrogxeT, MpnbbINb \ R4




EBTTDA NMEPBbIU LLAT

marketing

BuoeHne bperHaa
1. BWOEHWE BPEHOA 2. PE3YNbTAThI

<. MNAH OJENCTBUI




EBITDA

: BAOEHWE BPEHOA
marketing

BUOEHWUE BPEHOA

% [lonrocpoyHble 3agaun

NO3ULIMOHUPOBAHME
> (OOHOBMNEHHbIE U3 NPOLLINbIX

Gu3Hec nnaHoB)

X 3 feTHWe 3a4aun no
KNIOYEBOW ®OKYC BPEH[A:

3ANYCK, NOCTPOEHME,
OBHOBJIEHUE?

obbeMy 1 gone pblHKa




EBITDA

: KIMMIOYEBOU ®OKYC
marketing

20

40

30
20
10
0 .....-‘ L

Innovators | Early Adopters Early Majarity Late Majority Laggards
2.5% 13.5% 4% 34% 16% A
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: CO3AAHMUE NO3ULINOH
marketing

CBoucTBa WHcanT LA

NoTpebHOCTHN _
S o
MNonb3a e

(KIC)

YcneuwHble Knro4yeBble CoobweHna bpeHpa (KCb) Bcerpa
HaxoaAaTcsA TaMm rae Bcrpeydarorcs MNorpedHocTn LIA n
KnroueBble None3Hbie CBouncTtBa (KINC) bpeHaa




EBITDA

: CO30AHUE NMO3ULAC
marketing

NMoTpebutenbckun UHcant

[ nybuHHOE NoHUMaHue 4eriogedeckolu mMmomusauyuu - nompebHocmeudu,
XernaHuu, ybexxoeHuu, ueHHocmeu U Opyaux acriekmos 80cCripusimus,
Komopsble oripedersnstom rnogedeHue Llenesou Ayoumopuu

KnrouyeBble MNMone3Hblie CBonctBa (KIMNC) bpeHpa

Emkoe sbipaxxeHue camozao ybedumersibHo2o, 00CmMo8epHo20 U
YHUKaribHO20 r10os1e3H020 ceolicmea Komopoe gaul bpeHd Moxem
npeosnoxums LA

PaunoHanbHblie AprymeHTbl KINC

[Tpodykmosas unu bpeHd «npasda» komopas noddepxxueaem KIC bpeHOa
nomoeas LIA «pauuoHanusuposams» KINC




EBITDA

: NMPUMEPBI KINTKOYEBbIX
marketing

MoTpebHOCTL KnroyeBoe NonesHoe CB-BO
[Nober / CBoboaa CbexaTb OT HanpsHKeHUs
[MpuBriekaTenbHOCTb [enaeT Bac 6bITb Kpacnueom
Ycnex Bbl gobunucek atoro

BOoxHoBnsgeT NnYHbIN Nporpecc

[MpOHMLATENBHOCTL 3HaK xopoLlero Bkyca
BesonacHocTb 3awmuaeT Bac 1 Bally CEMbHO
Yxon Bbl xopoluas mama

3aboTta 06 ogexne
Becenbe [lobaBnsaeT XXnU3Hn B XXU3Hb
BooxHoBnsieT BoobpaxeHue

EanHeHne [enaeT obLweHne bonee NPUATHLIM

bpeHp
Cadburys

L'Oreal
Gillette

J Walker
Godiva
Domestos
Persil
Comfort
Coca-cola
Disney
Baileys




EBITDA

: NMPUMEP KOHLUENTA [1C
marketing

A cTaparocb BECTU 300pOBbIN 06pas XM3HKU, HO 3TO He Bcerga
nony4aetcs. K Tomy e He BCce 3aBMCUT OT Hac — Nnoxas 3Konorus,
3arpsis3HeHne Bo3ayxa M T.4. BMSIOT Ha Halle 300poBbe. XoyeTcs
HaTK cnocob XOTb HEMHOIO KOMMEHCUPOBaTb TOT Bpe[, KOTOPbIV
e)XXe[JHEBHO HAHOCUTCS HalleMy OpraHu3Mmy.

NATURA papuT 4yBCTBO O4MLLIEHNSA OpraHn3ma, 604pocTu 1
obHoBMNeHns!

XornogHbin ceexesaBapeHHbit YHan NATURA — 310 HaTypanbHbIN
NPOAYKT, KOTOPbIA NPOM3BEAEH NO YHUKANbHOW TEXHOMOMN U
coyeTaeT B cebe Nonb3y 3eneHoro Yas n KpuctanbHO-4YMCTON BOAbI.

3 ocBexatomx n boapsawmx Bryca:
- 3eneHbIn Yan 6e3 caxapa
- 3eneHbIn Yan ¢ caxapom
- 3eneHbIn Yan ¢ XaCMUHOM

NATURA - no4yyBcTBYM ce651 OGHOBNEHHbIM!

2 cbopmarta:
— 35 pybnen 3a 500 mn
— 55 pybnen 3a 1.25 n



EBITDA

marketing

AIITOPUTM CO30AHUA O3

[eTansHoe NoHWMaHWe UeneBsor ayguTopMM — BO3pacT, reorpadms,
coyuo-ncuxorpaduka, obpaz XuU3HW, UEHHOCTU, NPUHATUE PeLUEHUA .
Onpepenexvie «Nnaepos MHeHA» B LLA.

HetaneHan npopabotka notpebHocTen LA koTopeie pellaer
NPOAYKTOBAA KATENOPUMA, W CUTYaLUWK UCNONB30BaHMA NPoAyKTa Yyepes
KadecTBeHHbI2 1 KONW4ecTBeHHBle MCCrNejoBaHne. DI‘IDE}J,E.I'!EHHE
KapTkl NnoTpebHocTen .

Buibop ogHOW-TpEx KNtoYeBblX NOTPEDHOCTEW C YYETOM TEKYLLErD
mecTa bEpeHpaa Ha kapTe noTpebHocTeN, Leneeoro paclumpeHus unu
penoanymoHupoBaHus. [popaborka Ha ocHoBe BhIDpPaHHBIX
TEPPUTOPUA «NOTPEbUTENLCKMX UHCAWTOB.

CoapgaHwe n TectupoeaHue bpeHg KoHUenToe Ha OCHOBaHWUW
pPa3snuYHbLIX WHCAWTOB C pasNUYHbLIMKM 3MOLMOHANEHEIMA U
hyHKYMOHaNEHEIMKW NpeumMyLLecTeamMu bpeHga

MNepeBog KOHUENTOB B AETaNbHYH MOAENL NO3ULWOHWPOBAHMWA




EBITDA

: NPUMEP MOOEJIN NMPUHAT
marketing

Moaenb npuHaTUA pewleHusa B CTtpoutenbsHon UHAQyCcTpmm

NHBecTop

——> | lNpoexTupoBWUK |—>
(3akasuumk)

FeHnoapsaauuk

KIMIOYEBOE
PELUEHUE

Anpo LA:
BropuyHasa LA:

feHnoapsaAYNKHK
UHBecTOpLI
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: NMPUMEP NOPTPETA LIE
marketing

Oemorpadus:

Mon: MyX4duHbI (99%)

Bo3pacrT:
35-45, 45-55

OGpa3oBaHue:
BbiClLlee, npodpeccruoHanbHoe
CTpouUTenbHOE

HNoxoAa: BbICOKU

OGpa3 XN3Hu:
XMBYT B ropogax-MuninoHHUKax,

B OCHOBHOM CEMENHbIE

C JeTbMU



O6pa3XWU3HMU
[ eHNnoOAPALYMUEK

IﬁaﬁoTa HepBHasi U pUCKOBaHHas:
ArpeccuBHbl, pa3roBapuBaroT rPOMKO
[MpoeccrnoHanbHble XXanoobLmKuy,
N3BOPOT/INBDI

JITrogn «OT COXU», NpU3eMrIieHHbIe,
0e3 NINLLHUX NOHTOB:

E30aT Ha gopornx, HO NPaKTUYHbIX
BHegopoXHuKax (Kpysep).

meloT gom (gena pewarTcs 3a
LLaLLbIYKOM)

OpoeBaloTcsl KOHCEPBATUBHO (KOCTHOM),
NpakTU4Hble TeNedOoHbI.

Mano cBo60gHOro BpEMEHM.
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: NMPUMEP NMOTPEBHOCTE
marketing

KniwoyeBbl e

N ngHﬂRHqJQ:MMQHGﬂLMHPOGHT BHMMaHVe, NPU3HaHune,

: 1l vimetoT NépThenunoCTibkeEnnin BBOT YTo 9 caenan” (dpotoansGom
I 0OBbEKTOB)

|

AmbOnummn

lNpodeccuonanbHbie
LIEHHOCTH

HyxxgatoTca B 6e30nacHOCTU (p1cka Ha paboTe OCTaTOYHO)
n KomdpopTe (M3 3a NOCTOSIHHOIO CTpecca)

Yy>xabl MOHTbI, HO UMEIOT NPOCTYIO XXU3HEHHY0 MUCCUIO
«MocaanTb AepeBo, NOCTPOUTb AOM, BbIPACTUTb CbiHa»
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: KAPTA MNOTPEBHOCTEMN
marketing

BEER: European Need
State Segmentation Map

Personal
Reward
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: MAPAMUOA MACIIOY TC
marketing

fﬁ\\

NOTPEBHOCTb
B CAMOBbIPAMEHWA

~E

NOTPEBHOCTD
B YBAXEHUWX U NPU3IHAHUMA

NOTPEBHOCTDb
B NPUHAONEXHOCTU U NOBBU
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: NMPUMEP KOHLUENTA [1C
marketing

NMoTpebutensckun UHcanT:
«A yenosek gena. M aTto He NpocTo cnoBa. £ MHOIO XOPOLLUNX OOBHLEKTOB
noctpoun. Y MHe He CTbIOHO 3a TO, YTO A caenan»

KnrouyeBoe NonesHoe CBOUCTBO:
[MpodheccnonHansl BbibnpatoT bpeHa X

PaunoHanbHble AprymeHTbl

100 TbiCAY OOBEKTOB NOCTPOEHO C HALLMMWN OKHaAMW

*  YHUKanbHble TEXHUYECKMNE peLleHna NS CMOXHbIX AN3auHOB U KnnMaTta
 CeTb NoAMNbHLIX AUTEPOB U BEPHbLIX KITMEHTOB




EBITDA

: NMPUMEP MOAEJIN PO3ULNO
marketing

NMupamnpa bpeHpa 4

IMoumnoHanbHas
nonb3a

d)YH KUMOHallbHbIE
XapaKTepuCTuku

MHcawnrt

«51 0asHO Hypﬂﬁke, u MeHs
3Hatom. 51 yernoegek Oera.
Bceada depxy crnoeo, u MHe
0o8epsItom camble 8a)KHble
06BbeKMbIy.

JINYHOCTDB

Flpkmﬁ:sapep%/lt'fll-lb'ﬂi, a

CoBpeMeHHbIN, HagexHbIn,
Ob6s3aTenbHbIn, Cmenbii,
HepaBHoAyLWHbIN

BpeHna

MHBEMQ HM K H

KacKa,CHWUHeE-
OpaHXeBas

CTtwunes

Mok B AR Y 45E R W

JlaKoHWWHBL W,
MHHOBauUMWM n.



EBITDA

: BUOEHUE BPEHOA
marketing

2004/5: breakdown Slavutich Brand SOM drop, start of SOM recovery

2006/8: rejuvenate Slavutich Brand Position as one of three biggest

Brands on the market within next 2-3 years

2009+: became #1 and most desired brand in beer category

FC 2004 2005 2006 2007 2008
Slavutich brand shipments, '000 HL 1 393 1746 2159 2 608 3 086
+/- 256.3% 23.6%  20.8% 18.3%
SOM development, % 8.4% 9.7% 11.0% 12.3% 13.6%

+/- -1.5% 1.3% 1.3% 1.3% 1.3%




EBFTDA BTOPOW LWAI

marketing

PESYJIbTATHI

1. BMOEHWE BPEHOA

2. PE3YIIbTATHI

<. MNAH OJENCTBUI




EBITDA

marketing

TABJIULUA PE3YJIbTATOB ®AKT-INJIAH

Updated objectives from
last year’s brand Plan

YTD Actual

Index deviation

Shipments:
Total '04: 1'687°000 HL
Sep’04 YTD: 1’377°430 HL

Total '04 FC: 1’393’300 HL
Sep’04 YTD: 1'130°150 HL

Total’04 FC: (17,6)%
Sep’04 YTD: (18,0)%

Share of Market:

10.0 % 8.2% (1.8)ppt
Top of Mind
24% 17.2% (2.8)%
Unaided Brand Awareness
88% 74.2% (13.8)%
Preference
23% 15.8% (7.2)%




EBFTDA OBbEMbI NMPOOAX

marketing

(000 hi)L

240
220
200
180
160
140
120
100

80

80

40

==0+3 2004
==Budget 2005 23 02 121 154 192 200 216 208 138 119 107 108
-o—Pravious Year 87 88 87 121 173 174 195 188 118 108 28 111

KOMMEHTAPUAX U BbIBOAbI:

Brand volume in 2005 up 25% vs 2004, which is expl
by expected 10% market growth and further penetrati
PET segment.

1’377
1’179 old




EBi
I TDA
harpering aonAd PbIHKA
’2" 100% -
o 90% A
Ug 80% -
S 70% A
60% -
50% A
40% A
30% 1
20% -
E E B B B
0%
2002 2003 2004 ytd 2005 (F) 2006 (F) 2007(F) 2008(F)
| [IEBbIN 9.4% 10.0% 8.9% 8.9% 8.9% 8.9% 8.9%
m OCHOBHOW 21.3% 20.7% 20.9% 20.0% 19.5% 19.5% 19.5%
O CNEMNON 12.2% 12.4% 11.2% 11.0% 10.8% 10.5% 10.5%
0O XXMBOWm 12.8% 171% 19.9% 19.5% 19.0% 19.0% 19.0%
0O XPOMOW 0.1% 5.4% 6.7% 7.8% 8.3% 8.3%
m Yy>Xon 5.5% 5.7% 5.6% 6.0% 6.0% 6.0% 6.0%
B HALL 9.1% 9.9% 8.2% 9.70% 11.00% 12.30% 13.6%

Comments/conclusions:
Sharpening of Brand positioning, increased A&P, distribution growth, growth
in recently penetrated PET segment remain key factors of Brand SOM growth in 2005
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: PA3BUBKA MO KAHAJIAM
marketing

Share of total volume

100 -

80 -

60 -

%
40 ~

B Off trade
B On trade

20 A

Brand Market

Comments/conclusions:
96% of total brand volume is being sold via Off trade sector and all trade activities to be primary
focused on retail.




EBFTDA ANCTPUBbIOLUUA

marketing

NWD, key Premium SKU NWD, key Light SKU

90% -

85% A
80% 85%
75% -

70% A
80% 1

65% -

60% A
55% - 75%

50% -

45%

JIJ03 | AS03 |O/NO3 | D/JO3 [F/IMO4 | AMO4 | JIJ 04 70%

JU03 | A/SO03 | OINO3 | DWO3 | FIMO4 | AMO4 | Ji04
—4—Obolon Premium 0.5 76% | 78% | 78% | T7% | 76% | 75% | 73% —+—Obolon Light 0.5 79% 82% 81% 78% 78% 76% 739%
—&-Slavutich Pyvo 0.5 82% | 83% | 81% | 81% | 79% | 75% | 74% e Slavutich Light 0.5 80% 82% 80% 80% 78% 75% 76%
—A— Chernig-ke Premium0.5| 48% | 53% | 55% | 53% | 54% | 53% | 54% -~ Chernigke Light0.5|  78% 80% 82% 80% 82% 83% 86%

Comments/conclusions:
Distribution decline of Key Slavutich sku’s is one of the reason of Brand SOM drop in year 2004 and

remains a key isue to be solved within 2005




EBITDA

: ®OPMATbI YINNAKOBKHA
marketing

100% -

90% A

809, B Can segment

70% -
60% 1 [0 Keg segment
50% -

40% -

B Pet segment
30% -

20% A

10% B Bottle segment

0% A

Slavutich (sep 04) Market (ytd 04)

Comments/conclusions:

Brand portfolio structure is not in line with total market structure, driven by absence in PET

segment till August 2004. within 2005 PET share in total brand portfolio is to be increased by 21%, up
12ppt vs current year.
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: LEHOBASA NOJINTUKA
marketing

Current Budget 2005
Shelf Price, auh/0.5Lt Index|Shelf Price, auh/0.5Lt |[Index | Differnce
Chernigivske Premium 0.5Lt 210 110 210 110
Obolon Premium 0.5Lt 2.07 109 2.07 109
Sarmat Premium 0.5Lt 2.05 108 2.05 108
Slavutich Pivo 0.5Lt 2.02 106 2.09 110 up 4ppt
Total Glass 0.5Lt 1.90 100 1.90 100
Chernigivske Light 0.5Lt 1.82 96 1.82 96
Lvivske Premium 0.5Lt 1.76 93 1.76 93
Slavutich Light 0.5Lt 1.73 91 1.83 96 |up Sppt
Obolon Light 0.5Lt 1.73 91 1.73 91
Sarmat Light 0.5Lt 1.56 82 1.56 82
Rogan Light 0.5Lt 1.52 80 1.52 80
Lvivske Light 0.5Lt 1.48 78 1.48 78

Comments/conclusions:

Pricing strategy is to be in parity vs Chernigivske Brand
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: LIEHOBAA NMOJINTUKA
marketing

Current Budget 2005
Shelf Price, auh/0.5Lt| Index|Shelf Price, auh/0.5Lt |Index |Differnce
Chernigiv Strong 1Lt 3.61 111 3.61 111
Slavutich Strong 1Lt 3.60 111 3.60 111 no
Obolon Strong 1Lt 3.47 107 3.47 107
ChernigivskeLight 1Lt 3.29 101 3.29 101
Slavutich Light 1Lt 3.29 101 3.29 101 no
Total PET 1Lt 3.25 100 3.25| 100
Obolon Light 1Lt 3.19 98 3.19 98
ArsenalStrong 1Lt 3.06 94 3.06 94
Lvivske Light 1Lt 3.04 93 3.04 93
Arsenallight 1Lt 2.88 89 2.88 89

Comments/conclusions:

Pricing strategy is to be in parity vs Chernigivske Brand




EBITDA

NMPUCYTCTBUE HA MNOJIKE

marketing .
On-Trade Visibility Number of SKU per Shelf
7.0
6.5 1 6.5
06.3/‘ $64—964 40
60 TT—96.1—6.1
5.5 +
. 5.0 - /I 5.0
Please insert w7
45 | /.4_5./-.4.6 W46 W46
photo or other IE @i @43
4.0 - B 9/04.0—04.0
@338 :
s5. @36
30 J/iJ 03 A/S 03 O/N 03 D/J 03 F/M 04 A/M 04 JiJ 04
—o— Obolon 6.3 6.5 6.4 6.4 6.3 6.1 6.1
—@— Slavutich 3.6 3.8 3.9 4.0 4.0 4.2 4.3
—l- Chernig-ke 4.2 4.5 4.6 4.6 4.6 4.7 5.0

Comments/conclusions:

Despite growth of number of sku per shelf, Slavutich still have the lowest share of shelf among key

players — the issue to be solved in 2005 by TM/Sales




EBFTDA KPI KOHBEPTALUU BPEHA

marketing
Slavutich Chernigivs’ke
Awareness Awareness
100 1 & = — 100 7, — ’e .
80 1 I/.\n*. 80 -
e Top of Mind ./.\I/.
60 - —— Aided 60 1
40 - - Unaided 40 -
20{ ——— o o 20 o —9— o —°
0 T T T 1 o T T T 1
07.03-08.03 11.03-12.03 03.04-04.04 07.04-08.04 07.03-08.03 11.03-12.03 03.04-04.04 07.04-08.04

%0 . Regular Brand Last week purchase

45
25 1 40 -
-@- CnaBytuvy
20 -
-#-YepHurosckoe 35
15 - 30 4
10 T T T 1 25 ; ; ; .

07.03- 11.03- 03.04- 07.04-

08.03 12.03 04.04 08.04 07.03- 11.03- 03.04- 07.04-

08.03 12.03 04.04 08.04

Comments/conclusions:
Slavutich consumption decrease as a regular brand is one of key problem. Fine-tuned positioning for 2(
And increased media weight/media continuity are to solve this problem
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marketing UMNOX BPEHOA

BaxHble UMNOKEBbLIe XapaKTePUCTUKN

Mapka obnadaem
amou

MuBo, KoTOpoe A 6bl pekoMeHAoBanN ApPyrum +

3710 NnMBO nerko NUTL + + .
XxapakmepucmuKou
MuBO C XOpPOLIMM BKYCOM + +
MuBo Ne1
3TO NUBO XOPOLLO YTONAET Xaxay =4 + + +
o * + HALWI BPEHAO
= cBexaroliee NUBO + + 4+ +
g MuBo, KOTOpoe Nbellb B KOMNaHuM apysen =+ + + + + =+ KOHKypeI-IT 1
© MuBo, KOTOpOe Nbellb B Becerion KOMnaHuu + + -+
o 4+ KOHKypeHT 2
a Mueo, KOTOpoe A NbI0 BHe AoMa
5 NMuBoO BLICOKOro KayecTBa + + KOH KypeHT 3
g Mueo gns nogen, KOTopble HacNaXXaarTCs XKU3HbIO + + + = KOHKype HT 4
% Mueo gnsa oTabixa Ha npupoae + + + 4+ + + +
(3]
om 310 NMBO XOpOLO C efoun -+ o + KOHKypeHT S
3TUM NMBOM MOXHO OTMETUTb ycnex o= KOHKypeHT 6
M1BO TONBbKO U3 HaTypanbHbIX KOMMNOHEHTOB + + +
MuBo, cBapeHHOe No nyuluen peuenTtype -+
Mapka, nmetoLass cBOM COOGCTBEHHbIN CTUNb -+ + <+ +
MuBoO ANA HacToAWMUX LeHuTenen




EBITDA

: AoJd rojyiocA
marketing .

HALL
BPEHO 30% - KOHKYPEHT 1
30% - 25% -
25% -
20% -
20%
15% - -0-\8/2;? of 15% -
o/
10% - e 10%
i are o 5% -
5% Market °
0% T T T T T T 1 0% T T T T T T 1
2002 2003 2004 1- 2005 2006 2007 2008 2002 2003 2004 1- 2005 2006 2007 2008
st half st half
KOHKYPEHT 2 - KOHKYPEHT 3
.l 25% -
0.25 - °
o2 —m—B— g o o = 20% A
0.15 - 0\‘/,\‘\._‘ 15% A
0.1 10% -
0.05 - 5% | ¢
0 0% : . . : . . .

2002 2003 2004 1- 2005 2006 2007 2008

st half 2002 2003 2004 1- 2005 2006 2007 2008

st half

KOMMEHTAPUA U BbIBObI: Jons ronoca HALL B 2005 roay
3annaHupoBaHa Ha ypoBHe 13% (Ha 4 nyHKTa BbilLe TeKyLlero roga),

a [osd pbiHKa Ha ypoBHe 9,7% (pocT Ha 1,5nyHKTa).




EBITDA

marketing

1. BMOEHWE BPEHOA 2. PE3YIIbTATHI

<. MNAH OJENCTBUI




EBITDA

a A WO N -

marketing

. Profitable Brand -> increased A&P budget for 2005

. Presence in all beer sub-segments (in terms of flavor/pack-ing)
. Heritage of being #1 brand within '99-'02

. Price affordability

. Friendly relationship with the best Ukrainian football team

AHAINN3 MO MOAEJIN SWC

1. Capitalize on the biggest potential for the Brand growth
measured as “number of open for consumption non-brand users’

2. Media continuity (combination of image and tactical copies)

3. Use of alternative points of communication: BTL, Events,
Sponsorship

4. Open for innovations consumers: Pyvo-pack launch, Can
support

a A~ W N -

. Unclear positioning, drop of key image attributes

. Distribution decline of volume driving sku’s

. Weak in-store presence vs key competition

. Not stable quality of product (labeling, taste within 3 breweries)

. Common bottle design with other BBH Brands

1. High consumer price sensitivity

2. High media cost/inflation, overloaded advertising blocks
3. Constant growing of A&P spendings of key players

4. Enhanced competition for shelf space, driven by new
Brands/sku launch




EBITDA

| DA SWOT BPEHA
KIIOYEBBIE MPOBMNEMbI M BO3MOXHOCTM
1.

Sharpen Brand Positioning

Development of new Adv Idea and launch of A-rated world
class TVC

Sponsorship of best Ukrainian football team / active exploitation
of Football territory

Focus on distribution building and TM activities

Bottle/Packaging design upgrade, assess Pyvo-pack launch

6. Further growth of PET, Can and Slavutich sub-Brands:
ICE, Weiss, Red




EBFTDA YETBEPTbIN LLUAT

marketing

MNAH OENCTBUMA




EBITDA

marketing

NNAH OEMCTBUA

Opportunity 1: Sharpen Slavutich Brand Positioning

Actionplan Budget Timing Objectives
Identify insights of Core TA, Brand
Equities, Essence, Values,
Consumer Ideation research study? $5 400 oct 25-nov 19  |Personality

Brand Stamp fine-tuning

Opportunity 2: Development of new Adv Idea and launch of A+rated world class TVC

Actionplan Budget Timing Objectives
Agency Briefing
TVC production 100 000-300 000
New Copy launch march 2005
Performance tracking / Evaluation / Link Test
Opportunity 3: Active Exploitation of Foothall territory
Actionplan Budget Timing Objectives
Agency Briefing nov 27
Concept development
Execution $500 000 on annum basis

BEwaluation




EBITDA

marketing

1. BMOEHWE BPEHOA 2. PE3YIIbTATHI

<. MNAH JENCTBUI
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: A&P BUDGET
marketing

Activity Total Budget 2004 Total Budget 2005
MEDIA $1 512 791 $4 080 777

TV placement $1 512 791 $3 186 377

Image (around Slavutich base copy)
Promo TVC (S-million)

Chervone TVC 15"

W eiss TVC 15"

Tactical NY TVC

TV Production $350 000
Chervone Pool-out TVC
Image Slavutich
Promo TVC (S-million)
W eiss TVC 15"

OOH $544 400
Back-Lights $96 000
Roof Signes $98 400
City Lights $50 000
Billboards 3x6 $300 000
$1375 700
Special Projects
HoReCa $709 200 $875 700
Sponsorship $500 000
EVENTS $90 000
OTHER $210 000
Agency Fee $80 000
Promo Execution (S-million)
Research
Packaging / Graphics $30 000
Other $100 000
Total: $3 885 499 $5 756 477
2004 2005 05/04
Volume, '000 dals 14 549 17 460 20%
NetOperating Revenue, 000 $ $49 197 $57 536 17%
A&P,'000 $ $3 885 $5756 48%
% of Net OR 7.9% 10.0% 2.1%




EBITDA

: BRAND P&L
marketing

YTD 2004 Budget 2005

O6bem npopgax (Tbic. gan) 11 060 17 058.37
CyMmMa peanu3auum (Tbic.TpH) 196 331 326 201
Yucrtana OtnyckHasa UUeHa, rpH\n 1.91
MapxuHanbHaa Mpubbinb Ha NUTpP, rpH\n 1.03 1.18
% MapXWHanbHOW Npubbinu 58% 62%
Bcero MapxuHanbHaa Mpubbinb (TbiC rpH) 113 708 200914
AMopTusaumsa (npouns-Has) 0.06 0.06
3/n ocH. pabouux 0.01 0.02
3aTpaTbl Ha PEeMOHT (BKNo4Yas peseps) 0.04 0.03
[fpoyne Nnpom3-Hble NOCTOSAHHbIE 0.08 0.11
Mpopgaxwn (6e3 TOproBoro MmapkeTuHra) 0.10 0.11
OvcTpnbyumnsa 0.11 0.09
Peknama 0.16 0.20
ToproBbli MapKeTUHT 0.04 0.03
MToro npsAsmble NOCTOSSHHbI e 3aTpaThbl 0.62 0.66
O6Ww eagMUHUCTPAaTUBHbIE 3aTpaThl 0.10 0.09
Poantu 0.00

Management fee 0.01 0.00
OnepauvMoHHas NnpubbliNb Ha NUTpP 0.30 0.43
% onepauuoHHOW NpuUbbINK 17% 22%
Bcero OnepaunmoHHas npubbinb 32870 72 638

KOMMEHTAPWUU N BbIBOAbI:




EBITDA

IN 2012 BRAND X WILL FOC
marketing SALES EXECUTION AND EC

v" Grow Availability In Season & Sustain It Off-season

v’ Strengthen “---------—--- ” Equity... Grow Awareness & Trial
v' Summer LTO & Pack Innovation... Enter New Occasion & Drive Store Excitement

v' Expand Brand X Seasonality... Launch Winter Proposition (Project Y)

Building Blocks 2012 (MM Ltrs)

Potential Volume
Uplift With 100%
Execution

Y
1.0 : '
T
]
+12% +29% +59%
14.7
10.6 v 38%

T
FY'11 NPD In/Out Trial Increase Execution FY'12




EBITDA

: 3ANMYCK HOBbIX NMPOAYKTC
marketing

* A He oyay nogpobHO roBopuTb Npo
co3faHue 1 ynpasrieHne npoLeccom
CTENIKIrenT

X 370 cKOpee MHTErpaums cTeigkrenTa B
nnaHnpoBaHue
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: OMNPEOENEHUEA-B-C
marketing

Big Bets bring greater incrementality & price realization
A

Incrementality

Type C: » Time to develop

Nevy Categories / * Investment resources
Businesses required (people and $)
» Size of incremental
revenues

Type B: New Benefits
/ Platforms

Price premiums

Role: Base category New occasions & New foundations for
growth consumers growth
Definition: Extends, replaces, or Brings a new Adds an entirely new
improves upon an consumer benefit to category or line of
existing PEP product an existing business business
(new formulations, and potentially offers
flavors, or forms) new platform for

expansion U

v
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Consumer 8 Market View of Inovation Types

Technical View

A {(Extension of

= {New Benefit in

C (New Cateqgory

current Business

current Business

Business Model)

Product Package Model) Model)
d (Derivitive of current platform)
A-a B -a C-a
b {extension of current platform)
A-b B-b C-b
C (new platform) A-c B-c C-c

Project Timeline
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“AOP” Projects

Type A: Short Term

Timeframe: 1 year
SCost/Risk: Low (in field)
Project Lead: Division + SC

Objective: Growth thru Marketig
advtge, disruption

“Pilot” Projects

Type B: Medium Term

Timeframe: 1-2 years
SCost/Risk : Med (shared)
Project Lead: SC + Division

Objective: Create lead mkts,
expedite learning

“Big Bet” Projects

Type C: Long Term

Timeframe: 2-3+ years
SCost/Risk: High
Project Lead: SC

Objective: long term competitive
adv.
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» Feasibility Development g:&:emi)

“Big Bet” Type C: Long Term “Pilot” Type B: Medium Term “AOP” Type A: Short Term

Timeframe: 2-3+ years Timeframe: 1-2 years Timeframe: 1 year
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IDEATION FEASIBILITY OPTIMIZATION 1 COMMERCIALIZATION EVALUATION

Phase Output:

Potential Screened Robust Commercial Post Evaluation
Opportunities Product/ Pack Proposition Launch Plan and Plan
|dentified Options Refinement

Related BuILiness Process:

Strategy Strategy AOP AOP Scorecards
Plan Plan and Execution
Reviews

LAUNCH
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% OnpeaeneHve 1 obLme NpUHLUMNbI

% [18a OCHOBHbIX hopmaTa MapkeTuHr MnaHa
— [oposou [NnaH
— Crtpar NnaH
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