CEIMEHTNPOBAHWE
PbIHKA
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LOPERRAnNG, BbIYUCNEHUA 30H NPUDLINK cTpaTerm

CTPYKTYPY M aHKETy



LleHOBasa cermeHTaumd

Bantuku
[ons cermenTa ( 2005)
no o6vemy/croumocTu

Cynep-
npemuym

5%/11%

1664
200% - 30 py6

Carlsberg, Tuborg,

Fosters
140% - 21 py6 Mpemuym
19%/27% Bantuka 7.
Heacxoe

120% - 18 py6 Cyb-npemuym

23%125%

100% - 15 py6
Baltika 3, non-nutpa

BanTuxa 3, Apnueo
CpeaHeueHoBow

AceHansHoe, Bonra,

85% 31%/26%
X > " Kyneuecxoe, flou, [1B
12,75 py6 HuxHUA cpeaHeLeHoBoU
75% - 21%/12% Xuryneacxoe, Crapui

Apyr, Ypansckud Macrep,
Cnaaxoe

11,30 py6 OKOHOMUYHBIN

Bpexab!
KOHKYPEHTOB

( 2005)

Tuubrodpp, Miller,
Warstelner, Redd's,
Heineken

Stella Artols, Gosser, Beck's,
Holsten, Bavaria, N.V.,
Staropramen, Efes, Lowenbrau

Cub. Kopoxa, C1. MENbHKK,
3onotan Bouka, Cononos,
boukapes

Knuscroe, Cokon, Tpu
Borateipa, MAT, Tpn
Measens

Oxora, CrenaH Pasus,
Toncrak, Ovaokeo, Muxyp,
WuxaH

Bonxanus, Kp. Bocrox,
Okcxoe, Bag Bler,
AumeHsd Konoc,
Puden



[ pon3BoaCcrTBeHHad cermeHTauuns

Bantuka nocne

Bantuka Apnueo, Nukpa, BeHa 06beaNHeHUS
| f I
PenTunr : PelTUHr
n ~ u‘..s . ] E . #2
MUEeH3NOHHbIN B 15 C’m mi(%ﬁ : ) (TUBORG

Mpemuanshbin K3 =pAJTHKA I Hesckoe #1
Ban

#1 ZbAJTHKA E;;ﬁ; ;. #1

OKOHOMMYHLIA  #1 qma 7 #1
dh| S 5

#1

OuckouT #3




PermoHanbHasa cermeHTauma <

MosnumoHupoBaHue: MecCTHble Tpaauuun U NoKasnbHbI NAaTPUOTU3M



PuHaHcoBasa cermeHTaumns

Mpubbine

BanTuku
Banosasn Npubbine Dons Dons no

Cermenr O6bem Oonsno  npubbinb no npubbinmn Bantuku B CermMeHTy

obbemy CerMeHTy cermenTe
MHL % S/L M % % M
Cynep-npemuym &

Mpemuym 44 5.3% 0,60 2,5 1% 15% 0.4
CyB-npemuym 16,1 19.5% 0,44 6,5 27% 33% 2.1
CpenHeueHoBon 19,1 23.2% 0,30 59 25% 38% 22
HwkHuin cpegHeyeHoBon 252 30.6% 0,25 6,3 26% 40% 25
OKOHOMUYHBIN 17,6 21.4% 0,16 28 12% 24% 0.7
WUroro 82.2 100% 0,29 240 100% - 79

Hons BanTtuku B oTpacnesown
npubbinu

33%




Bknag mapok B 00L1yto Aonto pbiHKa « bantukn»
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MapkeTnHroas cermeHTauuns

MapKkeTuHroBas cermeHTauus BbisBNaeT onpeaeneHHble
rpynnel noTpebutenen, nx NOTPEOBHOCTU N T€ YCNOBUS, NpU
KOTOPbIX OHW MOKYNakT TOBapbl TOro Unn MHoro bpeHaa

AdheKkTuBHAA cermMeHTaumsa pbiHka obecneunBaet
KOMMNaHnn ycmoaqueoe omJsiudumersibHoe ripeumyuiecmaeo

MoTpebutenbckas cermeHTauus ocCHoBaHa Ha
— aemorpaduyecknx gaHHbIX 1 obpase XusHu

— cnyyasx notpebnenunsa n Nnokynok, oobeauHsaowme niogen B
rpynnbl — CTaHOBUTCA BCe Bonee BaXHbIM MO MEpe pasBUTUA CeTeN
N KaHanoB npopgax

— MOTUBALMOHHBLIX hakTopax

B3anmogencteue atux 3 rpynn nokasaHo Ha maTtpuue u
06beanHSAET NPUYNHBLI BbIDOpa ANs pasnuyHbIX
NOTPEeodUTENLCKUX rpynn



Mopenb cermeHTaummn Carlsberg/TNS/
McKinsey

1. Morpeburennckue

CerMeHTbl OCHOBaHbI Ha
cTune XU3HU U Bo3pacTe,

onpegensalOWwmnx
Global segmentation model ebnex
(1 Volme share
Younger Older
‘ B. (-2 | D E i A |
‘:\vl:mnao | Explorers Status Socially Relaxaton| |Tractonal ; S.m ln'
R conscious | | outgoing | | seekers b L
2 Time Loosen-upirelax Easy drinking Everyday reward
5 alone (51%) (16%) 122%)
Relaxed
at homa
Relaxed | |Social energlzer
out (14%)
Warm-up Local connection
(4%}
Party Seltexpression
(13%)
2
g Relaxed Special treat
we| spgcial (14%)

\

2. Cutyaumm notpebnexnusn
NpUBA3aHbl K KaHanam

npoaax orT perynsapHbIX 40
cneunanbHbIX Cny4yaes

T

3. Tunel noTpebHocTen
OCHOBaHbl Ha HyXAaax
notpeburenen B
Pa3nNUYHbIX CRy4anx

CermeHTUpOBaHue
no norpebHocTAM
nossonser:

* OTCNEeXuBartb
obbvembl U gonu
notpebnexHus no
norpeburensam u
cUTyaumam

* UHTerpupoBaTthb
notpeburenbckue
WHCaWTbl B
nporpaMmmabl
pa3sutus BpeHaos

* CONOCTaBNATb
MapKeTUHrosble
pacxoabl 1 KPI no
noTtpebuTenbcKkum
cermMeHTam



CermeHTauus no notTpedbHOCTAM:
co3gaHne KoMMmep4yeckon LLIeHHOCTH

* ObecneumBaet rnmybokoe NoOHUMaHMe HyXX4 U NoBeaeHUN
notpeburenen

* OnpegensieT NO3MUWOHUPOBAHME U YCTPAHAET nepecevyeHns mexay
GpeHagamu B noptdene

* PacnpeaensieT npuoputeTbl B 06nactu uHaHCOBbLIX U
4YenoBevyeckux pecypcos no bpeHgam

* 3apaeT HanpasneHve npogaxam U MapKeTUHry B NaHMpoOBaHUN U
OCYLLECTBNEHUN MEPONPUATUI

* [lo6aBnseT yBepeHHOCTN B UHBECTULMUMU, CAENaHHbIE B OTHOLLEHUU
GpeHaoB

* [Mo3BonseT ocywecTBNATbL MOHUTOPUHI AEATENbHOCTU HA OCHOBE
NOCTOSAHHOIO CNEXeHUs

CermeHTauusa — OCHOBa ANA BbIpaboTKM cTpaTteruu ynpasneHus
Mapo4HbIM nopTcenem u pacnpeaeneHna pPecypcos, a Takke

TAaKTUYECKMN MHCTPYMEHT ANA NNaHUPOBaHUA MapPKeTUHrOBbIX
akKTUBHOCTEN




CermMeHTupoBaHume

P. Kunnunr B nepeBoge Ha

(8 nepeBoge Mapuwaka): MapKeTUHIoBbIN A3bIK:

EcTb y MeHsa wectepka cnyr, <« To, YTO Noan NoKynator,
[MpoBOpPHbLIX, yaanbIX. 3aBUCUT OT TOrO, KTO OHMU,

NOYeMy OHW HYXXOAKTCS B
4EeM-TO U NPU Kaknx
obcTosiTenbcTBax (Kak,
OHu no 3Haky moemy KOraa U1 rae) OHU B 3TOM

ABNAKOTCA B HYXAE. HY>XOarTCs
30BYT ux: Kak u lNo4yemy,
Kmo, Ymo, Kozoa u [Oe.

A BCe, UTO BUXKY A BOKPVYT, -
Bce 3Hato 8 OT HUX.



JTanbl CO340aHNs CerMeHTUpPOoBaHNSA

CermeHTaumMs pbiHKa ANs CBA3M HYXA noTpebuTenen ¢ KaHanamu nNpoaax n cutyaunamm notpebneHus

Knwuyesble aencreus
Omop uququux ABHHBIX napxermurowx uocnqqoaamn

. Onpenenel-ma 'mnoa u n f ,eﬂ no*rpeﬁmeneﬁ nyrem

Cesab cutyaumi notpebneHuns u
KaHanos npogax

= ;‘:gemm" | i + Pa3paboTka BO3MOKHLIX CETMEHTOB MyTEM CBS3bIBaHNS

NOTPEBUTENLCKUX HYX/ W CUTYaLWil NoTpeBneHus

* OueHka 06LemMoB npoaax no KaHanam
DOABWKEHUS

'+ Onucanue notpebHocTen * BoifsBneHue MHCanTos

* Onucanue TMNoB noTpebHocTen

CoBeTbl U 3amedaHuns

« bonblwas YacTb 3TOro 3rana NPOBOAUTCA areHTCTBOM MapPKEeTMHIOBbLIX uccnenoBaHui. VIx ebioabl
HeobxoaMMo NpoBepUTL Ha 3apasbii CMbICH, 4TOOLI yEeanTbes, YTO OHM obecnevmBaloT HauNyuLW Yy
OCHOBY ANA NOHUMAaHUA PbIHKA

« [MnoTesabl AOMKHLI ONUPATLCS HA NOHUMAaHWE PbIHKA U NPeabIaYLKMX uccneaoBaHuii

* Naberante nepcekymoHmuama, cermeHTaymns — ato ynpoLleHue

« Ybegurecs, 4TO CermeHTauus npakTuyHa, peanuayema, npoaktusHa, obbacHser nosegeHue
norpedurenen n MHTYMTMBHA (NnonpobyinTe pasmectTuTs Bawy cembto / apy3ei B cermeHTax)



[MoTpebutenu pacnpenenstoTcs
NoO CerMeHTam B 3aBUCMMOCTU OT
OTHOLLUEHMUS K XXU3HU N NOBEAEHUS

OTHoweHre Kk noTpebneHunio n NoKynkam nusa AOMKHbI

BbISIBNEHUA KMKOHEBbIX HANpaBneHuit, onpeaensiowmx

BbiTh OLIEHEHbI Ha PA3NNYHBIX YPOBHSIX B LENsX

nosegeHuve

.‘+
b L
-~
-~

*BbisBuUTh

OCHOBHbIE NOBeAEeHYEeCKMe acnekTsl,
KOTOpbIE ONpeaensioT pasnuyHblie
noaMHoOXecTsa cpeau scex nwburenen nuea

* MNoBepeH4yeckne yCTaHOBKWN BKNIOHAIOT:

* NpenpacnonoXeHHOCTb K HOBbIM
Mapkam

* OTHOLLEHME K BO3BYXAeHUIO 1
paccnabneHuio

* [OTOBHOCTbL NNaTtuTk 3a bonee
Ka4yeCTBEHHbIe NPOAYKThI

* OTHOWEHWNEe K CTOMMOCTH

* CeMblo 1 coumanbHyo
HanpaeneHHocTb

Ponb noBefieH4YeCKOW CermMeHTaumm

CermeHTaums 3axsartsisaer Haubonee
BaXHbIE HANPABNEHUA Ha PbiHKE WU
onpenensier NpUopUTETHLIe
NnoBeAEHYEeCcKMe YCTaHOBKM

Kak 4acte OCHOBbI NNAaHUPOBAHUSA
noprgens,
noBeaeHYeckas cermeHtaums byger
R MCNONL30BATLCH ANA BbIABNEHUA
KOHKPEeTHbIX "SKOPHbIX TOMeK» NS
L no3anymMoHmnpoBanma bpexga n okycm

£ POBAHUS TAKTUHECKMX KOMMYHUKALUA




o [Tpumepbl MexayHapoaHOW
cerMeHTauum noTtpedutenemn

Jansberg Brawerias

MNpocdunu cermenTos notpeburenen
Segment name A Image follawers B. Explorers OCHOBaHbI Ha:
% fars 13% :
oa—— 1. Konuuecrse notpebuteneit
% volume : 18% % 2. MNpouenra ot o6rema notpebnenus
Description * 1B-24 years old * 18.24 yoars old 3. OcHOBHBIX ,qemorpad)wecxwx
: napamerpax
P+ Young consumars * Laid back consumear o
+ Socially oriented but tend to precominantly driven by 4 CGMOO“HCGHMH nOTp36MTeneM
Stick %0 thair own sacial axcilemant & spontanaity
circka * Arae ready to try naw brands
* Limited funds so price of
beer is important
* Open to new brands
Source: Market research, ComEx team analysis 1 - 4



& OnpeaeneHune NoTpedUTENLCKMX CErMEHTOB

= [loTpeburenbckme cerMeHTbl OCHOBaHbl HAa CTUME XU3HU U OTHOLUEHUU K HEW
= Bknap:

®  Knaccudukaumsa C TOYKU 3peHus notpebneHus nuea

= Boaspacrt

=  OTan Xu3Hu / cCeMeWHbIn cTaTyc
®  QaKTopHbIN aHanu3 UCNonNb3yeTca ANA rPynNnnUPOBKU NO cermMeHTam

a
g
. g
3 s
(=]
§ 4 3
=| &
) z 5
=
g g ‘ Mun)'m:_?‘ﬂﬂﬂ.; SXCNepUMEHTATOP. ©
o g o
g:) 2 PaunoHansHble
g g a OTBETCTBEHHLIe
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(@] é | WckaTenu cnoroAHOR ]
) \ MHIHN
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o
x

Monoauie
Crapuie

A

Jran XuUaHu



MOJ‘IO,ElG)Kb

Segmentname '@ A. Impulsive Actives

15%

% consumers | 17%

Repertoire size 6 brands 6 brands

Description = 18-24 years old = 18-24 years old

' m These consumers like to st
out from the crowd and value
their individual freedom

= These consumers think that life should e T
be unpredictable, seek excitement and -
like to try new things

= Beer is very important to them and they
like to drink it with their friends and
experiment with speciality beers

.= They are outgoing, spontaneous = They often decide which brands to buy
and seek to have fun, avoiding before they go shopping
responsibilities

.m They like active lives and like to
be with their friends

.............................................................................................................



Bapocn ble

E. Family/Friends

Segmentname : C. Quality Seekers

Actives
% consumers § 13% 16% 15%
Repertoire size 8 brands 5 brands 5 brands
Description = 25-34 years old = 35-49 years old 35-49 years old

= The brand of beer tnat = Family is very important to

= These consumers like to try these consumers. They also

new things and seek new and they chose is very

; value their jobs '
exciting experiences important to these : :
RER consumers. They tend °°'“'""'T‘9'.“.S e
= They drink international beers to buy well known responsibilities
when wi!h their Ifriends gnq like  prands and want a = They are outgoing and like
to experiment with speciality traditional beer an active and busy life

beers. They are willing to pay

more for the right brand = They value continuity

and predictability in life
= They are busy and active



Segment name

% consumers

Repertoire size

Description

[Toxunble

F. Quiet Life Seekers

16%

8%

6 brands 8 brands

= 50-54 years old » 50-54 years old

= These consumers enjoy ¢ 7~ » These consumers are

quiet life and like to spehu a rational and sensible and
lot of time at home have well defined plans for
their lives

= They are most comfortable ,
around people they know = They are laid back, but
and follow routines busy

= They are laid back and
usually take things lightly



[IpodunmnpoBaHne cerMeHToOB PblIHKA

 [Toyemy noTpeduTenb Ncnonb3yet
NPOAYKT?

* YTO Nexxnt B OCHOBE TOW UM UHOWU
noTpebHocTn?

* B cBA3U C YeM noTpedbutenb HyXXOAaeTca B
npoaykre?

« KeM aBnsaTCcAa Noau, uMeroLlme Takue
noTpebHoCcTN?



[Tpodounb cermeHTa:
MMnynbCcuBHbIE - AKTUBHbIE

Kakue mapku nbioT

= Single Brands Over-Indexing Top 5 Brands (vol)
= 18-24 = Miller ~

= Eitvuder;tth(fgll timtes) = Klinskoye Arriva : aﬂma?»

= e w aren = Kliinsko ibi

= No children living at home = Stella Artois ey Kofone
= Live alone = Holsten - 8‘?{{ 7

= Female = Sibirskaya korona e

= Ural = Baltika 7

= Centre (without Moscow) = Solodov

= Unemployed = Doctor Disel

= Western Siberia

= Employed without special expertise/responsibiliti

clerk, bookkeeper, receptionist)

= It gets me in a party mood = Ata disco/nightclub

= My friends drink it = Warming up before going out (e.g. Thursday, Friday,
» Itreminds me of good times Saturday)

= The packaging is attractive = Hanging out with friends during the week

= You will find it all over the world = Inthe evening at a trendy bar

= It's the latest thing = Inthe evening at an ordinary bar

= It's found at fashionable places = Ata party

= It's for people who seek challenges = At the meeting with boyfriend/girlfriend

= It gives me more energy = Ataconcert

= It makes you look tough = During the day away from home

= It's a foreign brand = During an active rest (skating, bowling, billiards etc.)
= Good when meeting new people = After work/college with friends or colleagues

Brands, demographics, occasions and drivers are reported if statistically significantly
higher than expected. It does not mean that other brands are not drunk, other
demographics, occaslons, attributes are not present.



[Tpopunb cermeHTa:
PUMEHTaTOopbI

Kakue Mmapku nbioT

JKcne

Cou-geMm. napameTpbl

Single
lﬁf‘:mh Plients Brands Over-Indexing Top 5 Brands (vol)
Student (full time) REnakoys Fadioye » Baltika3
No children living at home Klinskoye Arriva = Stary melnik
Live alone Klinskoye Samurai » Sibirskaya korona
Secondary / Secondary special education Kiinskoye = Baltika 7
MoScow Yarpivo Strong = Miller
Saint-Petersburg gi:';;7
Uncompleted secondary education Doctor Disel
Other employee (nurse, school teacher, poli Solod
stewardess, etc) SNOEOY
Male Ngvskoyc
Miller
MoTuBauus noBeaeHus loe OHU NbIOT
It's found at fashionable places At a disco/nightclub
It gets me in a party mood Hanging out with friends during the week
It's for trendy people At the meeting with boyfriend/girifriend
You get drunk quickly Watching a sports event at stadium
Good when going out to flirt Warming up before going out (e.g. Thursday, Friday,
When | really deserve something special Saturday)
It's the latest thing At a concert
Good when meeting new people In the evening at an ordinary bar
It adds to a party atmosphere In the evening at a trendy bar
Good when | am with a large group of friends Watching a sports event on TV in bar
It loosens me up During an active rest (skating, bowling, billiards etc.)
It's for people who are open to experiences from other countries At a party

On a beach

Brands, demographics, occaslons and drivers are reported if statistically significantly
higher than expected. It does not mean that other brands are not drunk, other
demographics, occaslons, attributes are not present.



[lpodunb cermeHTa:
UckaTenu KayecrtBa

Cou-geM. napameTpbl

Kakue mapku nbiOT

= Manager of one's own company Brands Over-Indexing Top 5 Brands (vol)
n 25'34 r Heineken - Mllbr
= Moscow = Tuborg o Efss
= Married = Lowenbrau s Holsten
= Saint-Petersburg = Gosser o Lowanbras
= Live with Partner = Staropramen s VelkobonouclrKozal
= Professional (lawyer, GP, accountant etc.) = Holsten Popavicyy
= Male = Stella Artois
= Uncompleted higher/ Higher education = Carlsberg
= Live with Partner and Parents = Velkopopovicky Kozel
= Shop keeper, master artisan etc = Tinkoff
= Miller

MoTtuBauusa noseaeHus

e oHM NbIOT

It's a foreign brand

It has a full flavour = At a restaurant

It's worth paying a littie extra for = Inthe evening at a trendy bar

It's a beer of superior quality = Watching a sports event on TV in bar
It's for successful people = Inthe evening at an ordinary bar
You will find it all over the world = Ata disco/nightclub

It demonstrates my knowledge of beers
It's a beer to savour

It makes an impression

It's a real treat

It's for individualists

Brands, demographics, occaslons and drivers are reported If statistically significantly
higher than expected. It does not mean that other brands are not drunk, other
demographics, occaslons, attributes are not present.



[Tpodunb cermeHTa:
[MlepecTpaxoBLUUKN

Cou-geM. napameTpbl

Kakue Mmapku nbroT

» Married Brands Over-Indexing Top 5 Brands (vol)
= Uncompleted higher/ Higher education = Shikhan

= Professional (lawyer, GP, accountant etc.) = Krasny Vostok = Baltika 3

= 3549 = Baitika 4 = Stary melnik

= One child in household = Zolotoi Ural = Baltika7

» Live with Partner = Medovoye = Sibirskaya korona
= Female = Uralsky master = Nevskoye

» Live with Partner and Parents = Tolstyak

= Housewife = Baltika 3

» Ural = Vorsinsskoye

= Other employee with special = Baltika 0

expertise/responsibilities
Live with others

MoTtuBauua noseaeHun

Ae OHu NbIOT

= It's feminine = At home with family

» It has smooth taste = Atasauna

= Itshows that | support local breweries = Outside in the countryside (e.g. beach, lake etc.)
» Itcheers me up = At a barbeque

= Ithelps me escape the daily grind = Watching TV at home
» It provides a sense of harmony = At home with a meal
= It gives a sense of comfort = On abeach

» |It's for people who know what they want

= It helps me forget my worries

= It has the right level of gassiness

= Ithas unusual taste

= It's low-cal beer

Brands, demographics, occaslons and drivers are reported If statistically significantly
higher than expected. It does not mean that other brands are not drunk, other
demographics, occaslons, attributes are not present.



[lpopunb cermeHTa:
OpueHTauusa Ha cembio / gpy3eun

« Female Brands Over-Indexing Top 5 Brands (vol)
= South = Don = Baltika 3
= 35-49 = Baltika 9 = Sibirskaya korona
= Manager (top and middle management) s Yarpivo = Yarpivo Amber
= Uncompleted higher/ Higher education = Volzhanin = Nevskoye
» Widowed/Divorced/Separated = Arsenalnoye = Baltika 7
= One child in household = Baltika 3
= Married = Obolon
= Other employee with special = Volga
expertise/responsibilities = Yarpivo Amber
= Live with others = Yarpivo Original
= Live with Partner = Nevskoye
= Centre (without Moscow)
= It's feminine = At home with a meal
» It has the right level of gassiness = Atadinner party
= [t doesn't make you too drunk = At home with family
» It's a safe choice = Atarestaurant
= | usually drink it = Ata barbeque
» It has the right amount of head = Ata party
= It's brewed using traditional brewing methods = During the day away from home
» It's rich in tradition = Watching TV at home
= It's a beer of superior quality
» |It's thirst quenching
= Good when | am with a large group of friends
= Ithas good advem'sing Brands, demographics, occaslons and drivers are reported If statistically significantly

higher than expected. It does not mean that other brands are not drunk, other
demographics, occasions, attributes are not present.



[Tpodunb cermeHTa:
UckaTenu CNOKOMHOMU XXU3HU

Skilled worker (including semi-skilled workers)
Male

Secondary / Secondary special education
Married

Live with Partner

Supervisor, foreman

35-49

Unskilled worker

Two children in household

50-54

\olga

One child in household

MoTtuBauusa nosBeaeHus

It's thirst quenching

Good for when the guys
It's healthy

It's strong

It's masculine

It gives a sense of stability
It's full bodied

It helps me unwind

It gives me more energy

It gives a sense of comfort
It's a real treat

It's refreshing

Kakue mapku nboT

Brands Over-Indexing Top 5 Brands (vol)
Okhota :
Zhigulevskoye = Baitika 3
Krasny Vostok = Zhigulevskoye
Tolstyak = Stary melnik
Tri bogatyrya = Sibirskaya korona
Yarpivo = Bochkarev
Tri medvedya
Arsenalnoye
Volga
Don
Stepan Razin
Bochkarev

Fae oHu nbIOT

At fishing, hunting

Watching TV at home

After work/college alone

In the moming having a hang-over

At home by myself

At home with family

At a sauna

After work/college with friends or colleagues
Watching a sports event at stadium

At home with a meal

Brands, demographics, occaslons and drivers are reported If statistically significantly
higher than expected. It does not mean that other brands are not drunk, other

demographics, occaslons, attributes are not present.



Npodunb cermeHTa:
PauuoHanbHble U OTBETCTBEHHbIE

Cou-gem. napameTpbl

Kakue mapku nbroT

= East Siberia and Far East

= 50-54

= Live with Partner Brands Over-Indexing = Topk8Bkawes (vol)

» Professional = Kupecheskoye = Stary melnik

= Employed without special = Abakanskoye = PIT
expertise/responsibilities = DV = Baltika7

= Retired = Amur-pivo = Sibirskaya korona

= Housewife = Leegenda

= One child in household = Stary drug

= Married = PIT

= Female = Zhigulevskoye

» Uncompleted higher/ Higher education
MoTtuBauus noBegeHus

= It's cheap

= It's refreshing rne OHU NbIOT

= |tdemonstrates pride in my local area

= It's good value for money = At home with family

= It's thirst quenching = Watching TV at home

= |It's a genuinely Russian beer = At home with a meal

= Ithelps me unwind . = After work/college with friends or colleagues

= |It's brewed using traditional brewing methods = Atasauna

= It's light = At home by myself

= Itadds to a cheerful atmosphere = In the morning having a hang-over

= It makes a change from my usual beer

= Ithas the right level of bittemess

Brands, demographics, occasions and drivers are reported if statistically significantly higher than
expected. |t does not mean that other brands are not drunk, other demographics, occasions, attributes
are not present.



NckaTtenen CnokonHoun XXusHum n Nckarenen Kayecrtsa
XxapaktepuasyeT bonee BbICOKUI 06beM NoTpedbneHus

MoTpebneHune no cermeHTam

Pasnuua B
% nyHKTax
100%= 2869 (notpebutenu) 24 366 (npoaaxw) s

PaunoHanbHble ¥ OTBETCTBEHHbIE -1

Wckatenu cnokomHOM XKuU3HK +4
OpuenTaums Ha cemblo / aApy3en -6
-4
MepecTpaxosLumkm
+4
Uckartenn kayectsa
+2

SKCNEepUMEHTATOpPbI

MmnynbcusHbie

Hacenenue Hanutkn



CBsi3b cUTYyauui NnoTpeobneHus
N KaHasroB npogax

9

C nomouwsio )
KauecTBeHHbIX MCCNneaoBaHMn AOMKHbI ObITh
onpeaeneHbl PakTopbl, KOTOPbIe MOTYT BNUATL
Ha NPUHATHE pelleHnA 0 noTpebnenun
nuBa ; BbiIbop moxeT"3aBuceTs" oT

* BpemeHnu aun — 3aBTpak, oben, yuH, nepekyc
— [OHn Hepgenu — GyaHWA, BbIXOOQHOW
— Komnanuu - oguH, ¢ apyrumu
— Mecra - goma, Ha paboTe, Ha Gery

* Ponb v 3HauyeHue 3Tux (hpakTopoB AONKHbI ObiTh
OUEHEHbI C NOMOLbLIO KONUYECTBEHHbIX
uccneaoBaHKMn

— Kaxxpas cutyauus notpebneHms qomkHa
ObITb OUEHeHa pecnoHAeHTaMKn NO BCEM
cdakropam

— Kniouesbie chakTopbl, onpegensiiowme ’
cuTyaumum notpebneHun, AONXHbLI ObITh ;
BbIABMNEHbI NYTEM KONWYECTBEHHOro aHanusa ‘




PacnpegeneHue cutyauum notpebneHus

o

No Makpo-rpynnam

Curyauumn

norpebnexHunsn

noma Paaorpes
3aBecTuch | < Q
BHe Beuepunka
e o CobuiTue
Paccnaburtecs o
POCTO TaK Mpocro rak
Homa

L6 )

Oaun

Mpumepi

BLINUTL A0MAa UNK C
APY3bAMKM Nepea BbIXOA0M

Ha QuckoTeke, B HodHOM Knybe
Beyepom B mogHom Gape

Ha KoHUepTe

Ha BeYepuHKe

33 YAHUHOM

* Ha WwawnekKax

B NUBHOMN

BCTPEYa C APY3abAMU Ha Heaene
cmoTps ¢ytbon B nueHom Bape
B pecropaHe

Aoma c enon
AOMa C CeMbein

cMmoTpa cnoptno TB
0auH aoma



[Ipnmep cBAa3n cutyayum
noTpebneHns n kaHanoB nNpoaax

Regular Time alone

wWam-up

Relaxed al
home

T

Spacial |

Description
* At home by myself, e.g.,
walching a sports event on TV

* Warming up” before going out
(i.e. Thursday, Friday,
Saturday)

* At home with that Eamily, e.g.,
having a meal

* At a bar

« At a discomightciublat a party

« At a dinner
party/barbeque etc

Volume*

10

19

13

Initial link to new
channel segmentation

* Main grocery {1100)
* Specialist storee{1300)

* Main grocery (1100)
* Specialist stores {1300)

* Main grocery {1100)
* Specialist stores {1300)
* Entertainment (2300)

* Entertainment (2300)

* Ealing (2200)

cuTyauuu notpebnenns or
perynapHeix 0o ocobeHHbIx
CBA3LIBAIOTCA C KaHanamu NPoaaK
ANS HAUNYYLWEro YAOBNETBOPEHHA
BLIABNEHHLIX noTpebHocTen




Gﬂpnmepbn CBA3N CUTYyaUMUN NOTPpebneHns M KaHanoB npoaax
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PaccnabneHue un otabiXx BHE gomMa —
Hanbonee nonynsapHbie cuTyauum notpebneHuns
OcHoBHbIe cuTyauun notpebnenns nuea

Ha npupopge 3a ropoaom
Ha wawnbikax
[doma c cemben
Mocne paborbi/y4yebbl ¢ APY3LAMM U..
Cmortpsa TB goma
Bcrpeyasch ¢ Apy3bsiMuK Ha Heaene
B 6ane
OHem BHe goma
Ha BeyepuHke
Beuyepom B 06bI4yHOM Bape
Ha nnaxe
Homa 3a egon
3a yXXMHOM
OavH goma

Ha ceupanum

=)
=

i

I

60%

59%

54%

51%

47%

42%

40%

39%

39%

38%

37%

w
~
-

32%

)
©
b

28%

% pecnoHaeHToB, BblbpaBLmnx 70%
OaHHYI0 cuTyauuio notpebnexns
xoTs Bbl ANst 0AHOK MapKu



CermeHTauus rno noTpedbHOCTAM u
onucaHue npodunen notpedbutenen



Cermel-rrauma * CermeHT pblHKa — 3TO onpegeneHHan
rpynna nogeun, UMeroLwmx cXoaHble

no n°Tpe6HOCTﬂM noTpebHOCTU B CXOAHbIX YCIOBUAX

— He ABNAETCA KaTeropmewn
NPOAYKTOB
* He cyuiecTByeT pbiHKa baecka
AnA ryb nnv Tywm ansa pecHuu

* CywecTByeT pbIHOK
NPUBNEKATENbHOCTU, PbIHOK
MO/I040CTU, PbIHOK CTaTyCa,
PbIHOK 3/1EraHTHOCTU




MapkeTuHroBoe npeacTaBrieHne
O CermMeHTaLum

CermMeHT pblHKa — 3TO Bcerga Kkakas-1o
noTpebHOCTb

HeT noTpebHOCTU — HET 1 pPbIHKA

Ecnu noTpebHocTb rnobanbHas, TO U PbIHOK
rmodanbHbIN

Ecnu noTpebHOCTb pacTyuwas, TO U PbIHOK
pacTyLunmn

Ecnu HenpaBunbHO onpeaennuTb NOTPEOHOCTD,
CErMeHT pbiHKa TOXe onpeaeneH HeBEpPHO



CermeHTauus no noTpedbHOCTAM:

cTpaTterm4eCckum MHCTPYMEHT

 [lpouecc cermeHTUpPoBaHUA pbiHKa 3akNoYaeTcs
B pasgeneHun notpedbutenen Ha Luenesble
rpynnbl

— YneHbl ogHOM rpynnbl UMeKT obuime NoTpebHOCTH,
oTNuYarLmnecs ot NoTpedbHoCcTeN NnpeacTaBuTenen

APYyrux rpynn
* lHdbopmauusa, nonyvyeHHas B Xoae TLwaTernbHOro
CEerMeHTUpOBaHUA pbiHKA, NOMoraeT

— HanpaenATb NONUTUKY NPOABMXEHUs OpeHaa,
pa3pabaTbiBaTb MapKETUHIoBbIE CTpaTernm u
OCYLLECTBNATb pacnpeaeneHne pecypcos

— Onpepenutb NPUOPUTETHLIE 0BNacTu AN MHHOBALUIA
U pearnbHble KOHKYPEHTHbIE NPenMyLLecTsa



VTak, 4ToO Mbl genaem?

 Cobupaem BCtO
MHopMaLUo U
nory4yaem MHoromepHoe |
npencraBfeHne O pbiHKe \

« To, 4TO NOAM NOKyNarT U
NCNOSb3YHT, 3aBUCUT OT
TOro, NO4YemMy OHU B 3TOM
HY>XOalTCH, KTO OHU U
npu Kaknx
obcTosaTenbcTBax (Kak,
Korga v rge) OHU MoryT
9TO UCMOMNb30BaTh

TO BEPeBKa 1

Ecnm nokynaere
y nac vabyperxy,
MbiNo 8 nopapox!




MaTtpuua cBa3biBaeT
noTpebuTenbLCKUe CerMeHThbl

N NOTPEeObHOCTU
War 1: ]
BoisBneHune paznuyHbIx
noTpebuTenbcknx CErmeHToB

------- 8!

g ) War 2:

' : BuisIBNEHME HYXA Ha OCHOBE
= ' ek xoppensiumu notpebutenei,

| State ; CUTYaLMIA ¥ NPUYMH BoiBopa

' ]




CermeHTbl NnoTpebHoCcTEN

OTHOWEHUsA

Cutyauum
afofcfofefrfofn]
|

|
1 I
HOCTb

3 * KakoBbl pbiHOYHBIE NOTpEebHOCTH?

- Y710 x01aT norpeburtenn?

- Kak oHu 310 X0T1AT?
4 ~ OT KOro OHW 370 XOTAT?

* Hackonbko yaoBnetsopeHbl notpeburtens,

kakue cywecrtsywT 6apbepu?

5

* Kakoe pasmep W UEHHOCTb AaHHOrO CermMeHTa
pbiHKa?

* Hackonbko yCcnewHsl TaMm Halww Mapku?

MotpebHocTu

onpeaensoTes

CTaTUCTUYECKMN 3HAYUMBIMK

* [puynHamu notpebnenns
npoaykra

* [MpuunHamu Bbibopa
Mapku



dopmunpoBaHne MmaTpuLbl

- noTpebHocTeN

Gristery

Special

Global segmentation model

Younger Older
8. C. D. E. \ F.
Al G. Set|
foll :: :3: Explorers SlatusJ Saclally | | Retaxatio Traditiona their ‘i 8;15
consclous outgoing seekers
Loosen Easy Everyday reward
(11%) (16%) (22%)
Soclal energlzer
(14%)
Local connection
(4%)
Self
(18%)
Relaxed Special treat
special (14%)




CermeHTaumoHHas matpuua (Poccus)

Monoxe

Jkcnepu- Wckarenwn Nepe- f_ﬁ;;ﬁg:fzﬁ | PaumonansHbie
MEHTaTOPbI Kavyecrsa |CTpaxoBLUMKK M- | OTBOTCTBEHHbI
18 - 24 ner 25-34 ner | 35-49 ner LR R S | 50 - 54 ner

Ha kaxgbin
AeHb

Orabix poma

Oxem BHe
aoma

PACCIIABINNEHUE

Orauix B8
ropopge

B 6ane TPAOMUMNOHHOE
KAYECTBO

OTabix 3a
ropoaom

MpaagHuk goma |

MNpaagHuk BHe CAMOBbIPAXXEHME

Aoma

Bmecre c PACCNABNEHMUE

eaon




[1nga Yero Hy)XHa maTtpuua?

« C ee NnOMOLbK Mbl MOXEM

— NOCMOTpPETL Ha noTpebnsemMble 06bEMbI U YBUAETL, rae
camasi 6bonbLuas BO3MOXHOCTb ANsi pocTa npoaax

— OLEHUTb NOSoXXeHne BpeHaoB U HACKOMNbKO XOPOLLO
MapOoO4HbIA NOPTdENbL OXBaTblBAET BECb PbIHOK

— COCPEeAOoTOMUTLCA Ha KaXXaon OTAenbHOW noTpebHocTy,
YTOObI NOHATb, KAKME MapPKN KOHKYPUPYIOT Tam U YTO Mbl
MOXEM caenaTthb, YTobbl yNy4yLlunTb 0BLLYI0 NO3ULUIO
KOMMNaHuu



Tabnuua notpedbHocTen (Poccus)

MoTpebHOCTL

MpuuyuHbl BLIGOpPa

Paccnabneuune

17.9

OHo nogbagpusaer MeHs
Momoraer paccnaburses
Hobaensiet Bogpoctu

Ha kaxabin aeHb

16.2

[ewesoe
INerko gocTtynHo
Mowu Apy3bs ero nNbT

Censb ¢ apy3bamu

14.1

Mopaepxueaer pasroeop
MoxoauT ANs NUYHBLIX MOMEHTOB
XOpoLo NbLETCH, Koraa s ¢ Apy3baMu

JTyMwmn HanuTok

13.8

NuBo ans HacnaxaeHus
MuBo BbiCWeEro Kkayecrea
XOpoLo oceexaer

Kpenoctb

13.3

OHo kpenkoe
Y Hero NnoNHOUEHHHbIW BKYC
Y Hero HyXHblil YPOBEHb ropeyu

CamoBbipaxeHune

13.0

3710 MHOCTpaHHbIN BpeHy
3710 nocneaHAs HOBUHKA
Ero MOXHO HanTK No BCEMy MUpy

TpaguuMOHHOE Ka4ecTBo

11.7

OHo cBapeHo ans Hac

3TO HacTosLEee POCCUMUCKOe NUBO

OHO cBapeHo € MCNonNb3oBaHWeM TPAAULMOHHbLIX
MeToaos




PacnpeneneHue
obbemMoB noTpebneHus
no notpebHocTam (Poccus)

TpaanunoHHoe

KayecTeo Paccnabnexue
1.7% 17.9%

CamoBbipaxeHue

13% Ha kaxasin

AeHb 16.2%
Kpenoctb




[Tpodounb noTpebHoCTU —
PaccnabneHue7.9%)

- PR .o - & o sme
| e - [aAwh
RRRTTIRY = s

! _

Nevskoye It cheers me up Quiet
Baltika 3 It helps me unwind For women
Medovoye It adds to a cheerful atmosphere Comfortable
Arsenalnoye It helps me forget my worries For everyday
Sibirskaya korona It helps me escape the daily grind For many occasions
- It has smooth taste Classic
It gives me more energy Cool
It's feminine Popular
It adds to a party atmosphere It's what beer is all about

It provides a sense of harmony

It's for a moment of self-
indulgence

It has a full flavour

Reported if statistically significantly
higher than expected



OnuncaHue noTpebHoCTU —
PaccnabnexHue

Knouesbie MoTHBaLUK
AaHHOW NOTpebHOCTK

KTo norpeburenn?

Korna oHM nbior

nueo?

* It helps me unwind
* It cheers me up

* It helps me forget my worries Seeking a beer to help make the transition
* It helps me escape the daily grind from work mode to relaxation and fun

* |t gives me more energy
+ It adds to a cheerful atmosphere )

« |t has a smooth taste
« It has a full flavour
* It's for a moment of self-indulgence

Aspects of laste, treating
yourself

+ Consumers in this needstate tend to come from the 35-49 year old segments -
Reassurance Seekers and Family/Friends Actives

+ Reassurance Seekers tend to buy well known brands and value continuity /
predictability

* Family/Friends Actives are family focussed and value their jobs. They like
responsibility and are outgoing and busy

* These consumers drink beer across a range of occasions, from relaxed
drinking at homef/in the countryside/in the city, to occasions in the sauna or
upbeat at home

* Older consumers (Quiet Life Seekers / Rational & Responsible) tend to drink
in this needstate on special occasions when they are eating out



[Tpodpunb noTpebHOCTN —
Ha KaXxabin OeHb (16.2%)

Kupecheskoye
Zhigulevskoye
DV

Yarpivo Amber
Uralsky master
Volga

It's cheap

It's available everywhere

My friends drink it

It doesn't make you too drunk
You can drink a lot of it

It's light

It's good value for money

It's thirst quenching

It's easy to drink

It makes a change from my usual
beer

It has good advertising
The packaging is attractive

Reported if statistically significantly
higher than expected

I—im.--: : I

ATpubyTbl

Familiar
Down to earth
Standard
Ingenuous
For everyday
Cool

People's
Well-known
Humorous
Traditional
Classic



OnucaHune noTpebHoCTH -
Ha kaxabin AeHb

KnioueBsbie MOTHBaL UMK
AaHHOW noTpebHoCTH

Kto norpeburenn?

Korna oHm nblot

nueo?

* It's cheap

* It's good value for money Price and distribution aspects of beer brand selection
* It's available everywhere

« It doesn't make you too drunk
* You can drink a lot of it

« It's easy to drink

«It's light

« It's thirst quenching

Searching for light, easy to drink beer brand

* The Everyday Value needstate is most important to those in the youngest and the
oldest groups

* The busy 18-24 year old Impulsive Actives like to stand out from the crowd, hang
out with friends and are on the lookout for fun

« At the other end of the Everyday Value spectrum, 50-54 year old Rational &
Responsible drinkers have well defined plans for their busy lives

« For both segments, everyday occasions are the most important for the
Everyday Value needstate, though value is still a factor in some special
occasions for the Rational & Responsible group



[Tpodounrnb NOTPEOHOCTU —
CBA3b C APY3bAMU(14.1%)

Ochakovo
Klinskoye
Yarpivo Amber
Tolstyak
Baltika 3

Stary melnik

Reported if statistically signficantly
higher than expected

It gets the conversation going
It goes with personal moments

Good when | am with close
friends

Good when | am with a large
group of friends

It makes me feel that I'm part of
the group

Good when | am with my partner
It loosens me up

It gets me in a party mood

Good when going out to flirt

It goes with an easy-goin
atlgnosphora st

Good when meeting new people
It reminds me of good times

For many occasions
QOutgoing

For young people
People's

Popular

Informal

Classic
Humorous
Well-known
Familiar
Traditional
Ingenuous



OnuncaHne noTpedbHoCTU —
CBA3b C gpy3bAMU

* It gets me in a party mood
* 1k i0osens e Up Social and relaxing motivators
+ Good when going out to flirt sk,

; ; when choosing a beer brand
« It gets the conversation going

+ Good when meeting new people

KniwoueBbie MoTUBaUMmn

aHHoOW noTpebHocTH
= e * Good when | am with large group of friends

* It makes me feel that I'm part of the group

« It goes with personal moments

- Good when | am with my partner But also searching for intimate
« Good when I'm with close friends atmosphere
Ko notpe6utenn? + Consumers in this segment are young, 18-24 year old Experimenters. They like

unpredictability and trying new things

* Friendly connection is most commonly associated with relaxed occasions,

Korpa oHu netot either at home or out

nueo?

Aspect of being part of a group



[Tpodhunb noTpedbHOCTUN —
Jlyqwimm HaNUTOK (13.8%)

It's a beer to savour Classy
Holsj;on It's a beer of superior quality Reliable
Yarpivo It's refreshing Cool
Sibirskaya korona It's a safe choice Exclusive
Miller It's good value for money For people who know about beer
It's thirst quenching Sophisticated
It's easy to drink Classic
| usually drink it It's what beer is all about
It's worth paying a little extra for Authentic
It's brewed using traditional
brewing meth

It has a full flavour
It doesn't make you too drunk

Reported if statistically significantly
higher than expected



OnucaHune noTpedbHOCTN —
Jlyqwimun HanuToK

« It's refreshing

+ It's thirst quenching Searching for refreshing, light and thirst

guenching beer brand

Kniouesbie MOTHBaLUM + It's easy to drink
AaHHOW noTpebHOCTH -~
* It's a beer of superior quality
*It's a beer to savour Quality/heritage of the

« It has a full flavour

* It's brewed using traditional brewing methods
-

* Quality Seekers are the consumers most strongly connected with the Superior
Refreshment needstate

* They are typically aged 25-34 years old and like to try new things, favouring
international and speciality beers. They are willing to pay more for the right brand

Kro norpeburenn?

* This needstate spans a broad range of occasions for the Quality Seekers

Korna °““?"b'°T segment, but doesn't typically go with the most upbeat/special occasions
nnuBeo




[Tpodurnb noTpebHoCcTU —
KpenocTb (13.3%)

Baltika 9 It's strong

Okhota It's full bodied

Ochakovo It has the right level of bitterness
‘Stary melnik It's dark

PIT It has the right level of sweetness

It has the right level of gassiness
You get drunk quickly

It has the right amount of head
Good for when the guys

It's masculine
It has a full flavour
It has unusual taste

Reported if statistically signficantly
higher than expected

For real men
Aggressive

For mature people
Exciting

Standard

Well-known

Traditional

Has local character
Independent

It's what beer is all about




OnuncaHne notpebHocTU —
KpenocTtb

* It's strong
« |t's full bodied
« It has full flavour

* It's dark
KnioueBbie MoTHBaL MK + It has the right level of bitterness Beer features are strongly considered

AaHHOW noTpebHocTH « It has the right level of sweetness while choosing the beer brand
* It has the right level of gassiness
* It has the right amount of head

* It has unusual taste

« Good for when with the guys
« It's masculine Masculinity is an important element

* You get drunk quickly

* These consumers come from the Quiet Life Seekers segment

Kro norpeburenu? * They are 50-54 years old, and spend most of their time at home and in
comfortable surroundings

* They like to follow routines

* In this needstate, drinks are consumed on the most everyday occasions;

Koraa onu nblor relaxing at home or out during the daytime
nueo?




[Tpodomnb noTpedbHoCcTN —

CamoBbIpaXXeHue (13.0%)

Carlsberg
Tuborg
Heineken
Miller

It's a foreign brand

It's the latest thing

You will find it all over the world
It's prestigious

It's worth paying a little extra for

It makes me stand out from the
crowd

It's found at fashionable places
It makes you look tough

It's for successful people

It makes an impression

It's for trendy people

It's for people who seek
challenges

Reported if statistically significantly
higher than expected

Trendy

Stylish

For special times
Exotic
Cosmopolitan
Intellectual

Individualistic
Noble
Sophisticated
Special
Independent
Contemporary



OnucaHne NoTPEeoHOCTU —
CamoBbipaXxXeHue

« It's a foreign brand

« You will find it all over the world ] International aspect of beer brand choice

« It's the latest thing
- It's found at fashionable places Trendy appeal

Kniwouesbie MOTHBaLUM « It's for trendy people
AaHHOW NoTpebHoCTH

* It's prestigious

« It's worth paying a little extra for ] Feeling of exclusiveness

« It makes me stand out from the crowd

* It makes an impression Individualism and aspiration as key drivers
« It makes you look tough

« It's for successful people

« This needstate spans all consumer groups but becomes more important as
age decreases, with the youngest ‘Impulsive Actives’ group drinking across

Kro norpeburenn? :
the greatest number occasions

Korna oHum nbior * This needstate is strongly associated with special, upbeat occasions
nuBo?




[Tpodunb NnoTpedbHOCTN —
TpagnunoHHOEe KayecTBO

(11.7%)

Sibirskaya korona
Nevskoye

Reported if statistically signdicantty

higher than expected

It's brewed with dedication
It's a genuinely Russian beer

It's brewed using traditional
brewing meth

It shows that | support local
breweries

It demonstrates pride in my local
area

It's rich in tradition

It's for le who know what
they w:“ P

It's for self-confident people
It provides a sense of harmony

It's for le who make the most
of theirpiafgp

It gives a sense of comfort
It's a real treat

Has local character

Authentic

For people who know about beer
Noble

A beer with character

Unique

For mature people
Outgoing
Confident

Special

For real men
Independent




OnucaHune noTpebHoCcTN —
TpaguUMOHHOE KayecTBO

* |t's brewed with dedication

* It's brewed using traditional brewing methods aspect are very important
* It's rich in tradition

AaHHou noTpebHocTH * It's for people who know what they want ]

KnwoueBbie MOTHBaALMK

Aspect of self-confidence, makes

* It's for self-confident people you seem proactive, tynamic

« It's for people who make the most of their life

« It's a genuinely Russian beer
« It shows that | support local breweries Local pride plays a part
« It demonstrates pride in my local area

« Consumers in this needstate come primarily from the Quiet Life Seekers segment

Kro norpeburenn? . SR
* They are 50-54 years old and like a quiet, home-based life with people they know

* The needstate covers the mid-range occasions; neither the most everyday,

Korga onu nbiot nor the most special

nueo?

« It's a genuinely Russian beer Beer quality connected with tradition



BanTtuka — npoekuusi Bcero pbiHka no o6Lemy no
notpebHocTsaM. CUnbHbIN akKUEHT Ha CaMOBbIpaXeHue
ana Munnepa n Holsten

PacnpegeneHne o6bemMoB no NnoTpebHoCcTAM — BeayLmMe Mapku

Baltka  Stary  Sibirskay : Baltika Zolotaya Bochka
/ Miller Holsten
3 melnik  a korona 7 bochka Efes rev
(4.6%) (3.0%)
(6.6%) (5.0%) (4.8%) (4.0%) (3.0%) (3.0%) (2.9%)

20.5% 21.5% 20.8% 18.9% 17.5% 11.6% 21.0% 16.6% 19.2%

Ha kaxawiit gexsb (16.2%) 19.8% 14.0% 10.8% 7.4% 209% 123% 13.8% 12.4% 16.5%

18.7% 15.6% 141% 8.7% 155% 9.7% 16.4% 8.3%

10.4% 12.4% 16.2% 16.5% 14.0% '

© 13.9% 13.9%

KpenocTs (13.3% 5 15.7% 142% 6.0% 13.0% 9.5% 10.1% 8.8% 13.4%

Camosbipaxenue (13.0%) : 9.1% 8.4% EI&YT 9.8% pLEFA 11.8% piXyA 9.8%

TpanuuMOHHOE KavuecTso
(11.7%)

1.7% 154% 51% 92% 91% 129% 12.7% 6.9%




CTOMMOCTb — CUNbHasa CTOPOHA 3KOHOMWYHbIX

bpengoB n3 noptdensa bantuku. Carlsberg u
Tuborg (Gold) cocpegoTo4veHbl Ha
CaMOBbIpaXXeHnu

PacnpegeneHvne ob6beMoB No NnoTpebHoCTAM — BeayLme MapKku

Nevsko Yarpivo Arsenal Baltika Baltika . Carlsbe Yarpivo Baltika
Tuborg Yarpivo T
ye Amber noye 9 0 g Original 4
(1.3%) (1.1%)
(2.8%) (2.3%) (2.0%) (1.5%) (1.3%) (0.9%) (0.8%) (0.7%)

22.5% 15.2% 199% 15.2% 21.3% 121% 17.1% 7.8% 19.6% 11.3%
Ha kaxabin gexb (16.2%) 15.1% 20.9% PrEY3 11.1% prEyA 7.3% prAy3 7.5% pPEAYN 7.5%

13.4% 17.2% 10.1% 8.9% 6.9% 16.6% 6.7% 11.5% 9.1%

121% 13.6% 95% 7.2% NM.7% 17.1% 17.7% 16.9% 17.5% 7.1%

KpenocTts (13.3%) 13.9% 10.9% 14.1% EIRFY 8.3% 10.1% 5.0% 7.5% 11.6% pIRED

Camossipaxexue (13.0%) 88% 6.2% 44% 48% 124% ELES 12.5% ELEARES 5.7% 12.6%

T
(1"1‘"‘;‘:‘)‘“""“ o 141% 13.4% 124% 10.5% 15.0% 9.1% 8.4% 8.6% 10.4% PLE3/

N v
Nl S e e A\ e AT T §



CooTBeTcTBME BPEH0B
pa3HbIM NOTPEOHOCTAM

« Korga mbl paccmatpusaem nonoxeHne 6peHaoB Ha maTpuue
noTpebHocTen, Heobxoaumo obpaulate BHUMaHWE Ha 2 dakTopa:
— [ge nHpekc GpeHaa Bbile cpeaHero no pbiHKy, T.e. 06bem no
noTpebHOCTHU BbllLE OXnaaemMoro

— [pe Hanbonblwmnn 06bem

* HekoTopble BpeHabl He OAHO3HAYHO CBA3AHO C KOHKPETHOM
NOTPEOHOCTLIO, HO ABNAKTCA AOCTAaTOYHO BonbLwuMK BpeHaaMmun Ha
PbIHKE U HEe AO0MKHbI BbITb NPOMIHOPUPOBaHbLI (0TYACTU MU3-3a TOrO,
4yTO BpeHabl He ChoKyCUpPOBaHbl M OTYACTU U3-3a TOrO, YTO AAHHbIE
nocTynanun u3 pasnu4yHbliX PEermoHoB )

« [Insa Toro 4Tobbl OUEHUTL, rae 6peHa "cnant" Ha maTpuue, Mbl
BblAensieM SKops Mapku, T.e. Te 3 KNeTku, B KOTOPbIX NoTpebnseTtcs
camblv 6onblion obbem bpeHaa v rae nHaeke bpeHaa npesbillaeT
cpeaHue nokasarenu rno pbiHKy



OnpepeneHune. Haoekcbl OpeHga — nokasaTenu, KOTopble OOBLACHAKT Hanuyue UM oTCyTCTBME
CBA3M Mexay 6peHaom 1 noTpebutensamm JaHHOW TOBApHOW KaTeropun, a Takke OTpaXKatoT Ka4ecTBO
9TON CBA3N N ee AnHaMuKy. OHM NO3BONAIOT ONpesenuTb:

*ponb bpeHaa B CO3HaHMM noTpebutenen;

*6apbepbl NOTpebneHus;

*Hannune npobrnem c OOBLEKTMBHbIM WM BOCMPUHMMAEMbIM Ka4yeCTBOM MPOAYKTa, KayeCcTBOM
ynakoBKW, Ha3BaHNEM, UMUOXXEM NpoAyKTa U AucTpmbyumen;

*KONTMYECTBO NOSAMbHbLIX N CrydanHbIX NoTpebutenen 6peHaa;

*3(PPEKTUBHOCTb PEKNAMHON KaMMNaHUW;

*6peHabl, Ha KoTopble nepeksnoyarTcs notpedutenu.

U3mepsieMble UHOEKCbI

Camble pacnpoCcTpaHeHHbIE N3MepsieMble MHOEKChI — pa3fnyHble BUObl 3HAHNS
MapoK, ABMSAIOLLMECSH KITIOYEBLIMM MAapKETUHIOBLIMI NoKasaTenamMmun bpeHaa.
Hawnbonee 4acTo oHM NCNOSb3YHOTCS NPY OUEHKE 3(PAEKTUBHOCTU PEKITaMHOM
KaMmnaHuu.

CnoHTaHHOE 3HaHWE XapaKkTepPU3yeT TekyLlee nonoXxeHne dbpeHaa Ha pblHKe.
PasnuyatoT oBa BMAa CNOHTAHHOIO 3HaHUA:

[lepBoe ynomMmmnHaHue (top-of-mind — nepBbIN NPUXOAALWLNK HA YM OpeHa).
Bo3mMoXXeH TONbKO OgMH OTBET, CyMMa BCEX 3HAYEHUI N0 KaTeropmmn ormkHa
cocTtaBuTb 100%.

Bce ynoMmuHaHus — BCe Mapku, Ha3BaHHblE peCrnoHAeHTOM 0e3 noacKasKu.



KntoyeBast notpebHocTb ans notpebutenen Carlsberg:
paccnabutbcsa BHe goma ( B OCHOBHOM ANS MOMNOAEXN)

Monoxe Crapwe

Jkcnepu- Uckatenn MNepe- ' ' | PaumoHantHbe
| mexTaTopbI KayecrTsa |CTpaxoBLMKKW OTBETCTBEHHbI
18 — 24 ner 25-34 ner | 35-49 ner ‘ 50 - 54 ner

Ha kaxgbin

I ]

OrTasix goma / KPENOCTb

Oxem BHe
aoma

PACCJIABIIEHUE

OraLix B
ropopge

B 6aHe TPAOUMLUMNOHHOE

KAYECTBO

Orabix 3a
ropoaom

Mpasaxuk goma

Mpa3pHuk BHe CAMOBBIPAXXEHUE

Aoma

Bmecre ¢
efown

PACCIIABIIEHUE

I

Ocobbin



Ha kaxgbin

banTtuka 7 3aHMMaeT Ty xe nosuuuto, 4to n Carlsberg

AeHb

Orauix poma

Oxem BHe
aoma

OraLix B
ropope

B 6aune

Jkcnepu- WUckatenn Nepe- EANTDTIR,
Iy MEHTATOpPbI KavecTsa CTPaxoBLIMWKH R OTBOTCTBEMHHLI
| 18-24ner | 25-34 ner | 35-49 ner N0 Baner || °0—54ner

KAXObIN
OEHb

PACCINABINEHUE

Bantuka 7

TPAOUUMOHHOE
KAYECTBO

OTawix 2a
ropoaom

Mpaaguuk goma

MpaagHuk BHe
aoma

Bmecre ¢

A

CAMOBbIPAXEHUE

PACCIIABIIEHUE



banTtuka 3 cunbHa B goMallHeM nNoTpebneHnn

Monoxe

JKcnepu- WUckarenwu MNepe- ORI PauynoHanbHbI¢
MEHTATOPbI Kavecrsa CTPaxoBLUWMHKHN 2 ‘ s OTBETCTBEHHLI
18 - 24 ner 25 - 34 ner 35 - 49 ner S0 S ner. | 50 - 54 ner

OTaLix aoma Banrtuka 3 Bantuka 3

OHem BHe
aoma

PACCNABIIEHUE

Oranix B
ropope

B Gane TPAOWLIMOHHOE
KAYECTBO

OTawix 3a
ropoaom

Npa3sgHuk goma Bantuka 3

A

MNpaapHuk BHe CAMOBbIPAXXEHMUE

AomMma

Bmecre ¢ PACCINABNEHUE




HeBckoe bonblie noaxoaut Ans paccrnabnexus

Monoxe Crapwe
s : © WMckarenn
3 Jxkcnepu- WUckarenn Nepe- * S PaunonantHbig
g
E | mexTaTopb! Kayecrsa |cCTpaxoBLIMKM WHIHW # orsercraemmy:
. ) i RN 50 - 54 ner
s 18 - 24 ner 25-34 ner | 35-49 ner 50 -54 ner

OTaLix poma

OHem BHe
aoma

KPENOCTb
PACCIIABINIEHUE HA

KAXObIV
OEHb

Orauix B
ropone

B 6ane

Hesckoe TPAOULUUOHHOE
KAYECTBO

Hesckoe
OrTabix aa
ropoaom

Mpaaguuk goma

MpaagHuk BHe
Aoma

CAMOBbIPAXEHMWE

Bmecre ¢
e 0

PACCIIABIIEHUE

MNIIIIIIII ]

Ocobbin



CermeHTaLMoOHHAsa MaTpuua Mapo4HOro noprgens
«banTtukny» (Poccus)

Monoxe

3kcnepu- | Mckarenn Mepe- | MCKETEIR ) o nonan e
MeHTaTopbl | Kavectsa |cTpaxoBumku ; || oTBeTCTBEHHI
18-24ner | 25-34ner | 35-49 ner D S0=saner || 20— 34 ner

Ha kaxabin
AeHb

OrTawbix goma

[OHem BHe
aoma

PACCIABIIEHUE

Orabix B
ropope

B Bane TPAOUUUOHHOE
KAYECTBO

Orawix 3a
ropoaom

Mpaapuuk goma

A

Mpa3pHuk BHe CAMOBbIPAXXEHUE

AoMa

Bmecre ¢ PACCIIABIIEHUE




CermeHTaymoHHas matpuua ans
Mapok-kKoHKypeHToB 1K «banTtuka» (Po

Monoxe

Ha xaxauin AeHL

OraLix poma

OHem BHe
aoma

PACCINABJIEHUE

Orabix B
ropoae

B 6ane

OTakix 3a
ropoaom

MpaagHuk goma

SMBH | dxcnepw- WUckatenn (TS Opuentauma wal B PaunoHanbHbi¢
Hi 8| MeHTaTopbI Kavecrsa |crpaxosBumkm J[LIUNTLTORETEEES || OTBETCTBEHHbLI
Bl 18 - 24 ner 25-34 ner | 35-49 ner [EELELLETLAN ISR Ror 50 - 54 ner

TPAOULMOHHOE

ccus)

KPEMNOCTb

KAYECTBO

A

MNpaagHuk eHe CAMOBbIPAXEHUE

AoMa

Bmecre ¢
onown

Jcobuin cnyvan

PACCNABJIEHUE




OOMALWHEE SAOAHME

pynnosoun npoekT «CermeHTauus» (10 6). Bbl sBnseTeck pykoBoguTenamu nogpasageneHms
ONCTPUBBLIOTOPCKOM KOMMNAaHUM (UITN KaKOro-To MarasuHa) (B 9TUx criydaax matpuvua no
KOHKYpPEHTaM He Hy)XHa), Unu npoussoauTernem (B 3TOM Crlyyae maTpuua No KOHKYpeHTam
Hy>kHa) . [lepen Bamn cToMT 3agada chopmMmnpoBaThb NopTdens OpeHaoB (0OQHOPOAHOM
npoayKumMn) B COOTBETCTBUM C NOTPEBHOCTAMM BalLumnx notpebutenen. Bam Heobxogmmo
NPOCErMeHTUPOBaTh PbIHOK, MOCTPOUTb CErMEHTALNOHHYIO MaTpuuy , nogpobHo onucaTtb
NOTPEBHOCTN (KpUTEPUM COCTaBIISAOTCA B 3aBUCMMOCTU OT TOrO, KaK Bbl chopmupyeTte
noTpebHoCcTN).

[MpoaykT BbIBUpaeTe nobon (Kpome nmea).

Ecnn y Bac HeT Kakou-To CTaTUCTUYECKOW HpopMaumn, NpeanoxmnTte npegnonaraeMmble Bamu
umdpobl.

[MpeseHTauuto genaete no obpasuy «bantuka» .

[pynna — 4 yenoBeka +1 rpynna -5 4YernoBek.

Bpems npeseHTaumm: Makc. 15 MUHYT

dopmart: Power Point. Pacrneyatky He HY>KHblI.

2. lMoagrotoBbTe fokNag Ha Temy «BownHa rambyprepoB» no kHure k. Tpayta «MapkeTuHrosble
BOWMHbI». Baw goknag aormkeH ObiTb AONOMHEH MHGOPMAaLMEN O COBPEMEHHOM COCTOSIHUN
9TOro NPOTUBOCTOSAHUS, O KOHKYPEHTHbIX CTpaTernax komnaHumm McDonalds 1 Burger King Ha
POCCUNCKOM PbIHKE, KOFO 9T KOMMaHUK eLle CHMTaT CBOUMWN KOHKYPEHTaMMU, N YEM
OTNIMYaETCs KOHKYPEHTHas 6opbba ¢ aTMMKU KOMNaHUsMK OT 60pbObl KOMNaHW OpPYr C
apyrom. (oknagyuk - MukprokoBa).

[oknan AomKeH conpoBoXaaTbCA Npe3eHTauuen.



