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Macro economical environmentMacro economical environment
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Evolution of consumptionEvolution of consumption

Market SegmentationMarket Segmentation
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InterbrewInterbrew‘s ‘s market position in Czech Republicmarket position in Czech Republic

Market share Czech RepublicMarket share Czech Republic

14,5%

14,2%

13,7%

13,7%

12,6%

12,6%

12,6%

4,0%

6,0%

8,0%

10,0%

12,0%

14,0%

16,0%

98 99 00 01 02 03 April 04

ITW ITW entryentry
20002000

OnOn--tradetrade OffOff--tradetrade

929
948

1015

1061
1 045

850

900

950

1000

1050

1100

1999 2000 2001 2002 2003

K
hl 1157

1120

1204
1177

1 315

1000

1050

1100

1150

1200

1250

1300

1350

1999 2000 2001 2002 2003

K
hl

Total Total VolumeVolume

2086 2068

2219 2238
2359

1500

1700

1900

2100

2300

2500

1999 2000 2001 2002 2003

K
hl



5

Czech Republic – beer industry
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Growth Drivers: strong brand portfolio

Staropramen (Staropramen (core lagercore lager) ) turnourandturnourand

Braník (Braník (valuevalue) ) bottle salesbottle sales: n: noo 2 2 in in 20032003

PremiumPremium/ / specialitiesspecialities portfolioportfolio
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Growth Drivers: innovation leadership

Q1 2004Q1 200420032003
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Staropramen Staropramen TurnaroundTurnaround

Market shareMarket share
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Staropramen Staropramen TurnaroundTurnaround ––
Pillars of successPillars of success

Brand Experience

Rebranding

Innovations

Brand Foundations

Brand Image (TV)
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ConclusionConclusion: : about value creationabout value creation
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