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Focus Bergenbier

Number 1 Brand




Romanian Beer Market Overview

Romanian Beer Market Evolution: 1995-2003 Beer Market Segments, 2003
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Interbrew Romania Sales

Interbrew volumes and market shares in total market (KHL)
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Bergenbier History

> April 1994: Interbrew take-over of Blaj brewery- (under construction)
> May 1995: Launch of Bergenbier

> 2003:Bergenbier has 54% of the Interbrew sales

Bergenbier volumes&market shares 1995-2003
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Bergenbier Success Drivers
1. Consistent positioning & communication as beer for
young adults

Especially for Image Attributes by Main
footpall supporters Core Lager Brands

Especially for !
footbal
supporters |

You drink it
especially with |
friends

Easy to find ;

To be drunk especially For young people |
with friends '

A beer for drinking

among males

Attractive TV |
advertising |

Thirst quenching :

Source: GfK Brand Performance Quantitative
Study 2003
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Bergenbier Success Drivers
2. Consistent brand investment.

16.0% -
14.0% -
12.0% -
R § 10.0%
Eﬁ" F | Fﬁﬁ %ﬁ oo | B W
F‘ﬁ ; £ , ; ! ;‘ 4.0% -
| ! g i s 2.0% |
= = & =3 0.0% ‘ ‘ ‘ ‘ ‘
to99 2000 2000 2002 2003 0 TR e 20

‘—O—Bergenbier SOVin Market =ll==Bergenbier SOM (Share of Market) ‘

brand spendings (Euro)

Sorce: Breweries Association and Alfa Cont

e

_if‘\klllll‘l‘bri'“' THE WORLD'S LOCAL BREWER®
—-__:_.-—' \‘ﬂ.




Bergenbier Success Drivers
usive wholesalers

» Partnership programs (logistics and
Infrastructure)

» Cooperative market activity (Exclusives
Retailers, local promotions, POSM, joint
trade investments)
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» Drive active distribution

Bergenbier Numeric & Weighted Handling
One wholesaler/county
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Bergenbier Success Drivers
4.Consistant drive for innovation
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Bergenbier Success Drivers
5. Remain Price Competitive and Accessible
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Bergenbier Success Drivers

Liking Ratio
Likes/(Likes+Dislikes)
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Overall Evaluation
Scale from 1 to 10, where 10 is “excellent”

I

Ursus
Bergenbier

Skol

Timisoreana 7.60

Source: GfK Brand Performance Study 2003

Pair Preference for
Bergenbier Vs Ursus Premium

32%

Pair Preference / Men

OBergenbier BUrsus

68%

38%

‘Pair Preference / Women‘

OBergenbier @ Ursus

Source:Liquid Interbrew Qualitative Study April

2004
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Top 5 brands in Romania

Fight with the main competitor
Market shares evolution
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