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Aim of the analysis G20 (K
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Consumer Centric - Client Needs Benefits

Net Promotion The complexity of promotion The Net Promotion Impact Analysis
management challenges supports the Promotion Management. It

ImpaCt (N PI) manufacturers and retailers. Not detects factual profitability by showing
the short term but the mid-term sustainable promotion effects. It
effects have to be considered to quantifies effects considering the
assess if promotions lead to manufacturer and retailer perspective.
consumer’s change in purchase NPI supports promotion evaluation and
behaviour. planning and works as a base for retailer

negotiations.

Fore Coca-Cola the efficiency of specific
price points is an additional focus - do
aggressive promo prices lead to higher
store/ brand switching? Which retailers
are cannibalizing each other during
promotions?
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How does the analysis work? - Overview Ceatily

EUROPACIFIC

Approach of Net Promotion Impact Analysis PARTNERS cs

GFK

All consumer panel households are analyzed on individual base whether they change their

purchase behavior when buying in price promotion (volume expansion, brand or shop switching).
This enables a sales decomposition of promotion volume.

Category Expansion The rate of consumption per period increased
due to promotion.

The effects are
calculated per household
and per promotion
purchase act and are

. . The consumer switched brands and bought a different
Brand SWItChmg brand than usual. 7

ﬁ S1leJoRS\Wi(eallslel The consumer switched the retailer. aggregated after over all
L[| purchases.

oo goll|ef|[e[F4-lel None of the above: the promotion had no effect on
L || (CERZINM consumer’s normal purchase behavior.
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Exemplary results
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The average CSD campaign is more efficient from a retailer perspective @'@% GFK
than from a manufacturer perspective - 13% is win/win for the category

CSD — Manufacturer

Manufacturer Perspective Retailer Perspective

" Category Expansion M Brand switch [l Subsidized " Category Expansion B Shop switch [l Subsidized
58 @ Net Promotion Impact o @ Net Promotion Impact
° Incremental Promotion Volume 68% Incremental Promotion Volume

for the Retailer

- for the Brand

31%

CSD Total CSD Total

CSD | D-Total | MAT April 2024 | Promotion values in %
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KO CSD as expected with higher cannibalization in promotion due to  (%iits [gdve

higher loyalty - lower category effect e.g. for Pepsi PARTNERS D

CSD — Competitors

Manufacturer Perspective @ Net Promotion
Impact

Category Expansion M Brand switch [l Subsidized

58% 51% 72% 51% 85% 87% 85% 82% 81% 90% 71% 79% 74%

14% 15% 13% 15% 16%

13% 13% 11% 12% 17% 15% 18% 15%

38%

49% 49%
28%

CSD KOCSD PCO ROB Fritz Granini  PaulanerSchweppes Sinalco
CSD

9 9 19% 9% 21% 26%

Spezi Vita Cola Deit Other
brands

CSD | D-Total | MAT April 2024 | Promotion values in %
© CPS GfK



Glass and can with slightly higher promo efficiency, due to category Cattoty  (efate
expansion (less among light buyers) PARTNERS [N

KO CSD - pack formats

Manufacturer Perspective Retailer Perspective

B shop switch M Subsidized

" Category Expansion

I Subsidized

¥ Category Expansion M Brand switch

@ Net 69% 69% 70% 75% 71%

Promotion
TR e e e mw
55%

KO CSD PET NR PET RR Can Glass KO CSD PET NR PET RR Can Glass

51% 50% 51% 56% 54%

CSD | D-Total | MAT April 2024 | Promotion values in %
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Price points: No increased promo efficiency with aggressive pricing -  (%tits [gdve

with these discounts the volumes are generated at high cost! PARTHERS IR

KO CSD - Price points for KO 1,25L NR

Manufacturer Perspective Retailer Perspective

B shop switch [l Subsidized

" Category Expansion

I Subsidized

" Category Expansion [l Brand switch
J Net

49,1% 48,9% 49,5% 52,2% Promotion

T T

67,4% 67,4% 69,2% 68,4% 68,0%

49,8%

55%

Price
per bottle
0_69 0_75 0_79 0_89 0.99 0_69 075 079 0_89 0.99
© CPS GfK
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With the 1.0L RR at Edeka, 75 cents is very efficient in terms of
absolute trips - and even with a high rest cash bill

KO CSD - Price points for KO 1,0L MW at Edeka

Manufacturer Perspective

B Brand Switch [ Brand Subsidized

Ceztaly

EUROPACIFIC
PARTNERS CPS

GFK

Absolute effect in trips per action (brand / store switching)

EDEKA

Retailer Perspective

B Shop switch [ Shop subsidized

@ Net

726

Price

tially/locally
Only part in €

0_75

0_79 0_83

/7 \
Rest cash bill view T

CSD | D-Total | MAT April 2024 | Promotion values in %

Promotion
Impact

per bottle

726

0_75 0_79 0_83

44,80
- : 32,95
'v B Product cash bill 43,09 34,30 38.22
B Rest cash bill 2S08
9,93 10,04 10,49 9,86

74 Cent
Low Sample

75 Cent 79 Cent 83 Cent
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Your GfK Consumer Panel Contacts: Catl Q%8

PARTNERS CPS

Christoph Beukert

Director | Consumer Panels

Dolores Wagner-Polley

Senior Consultant | Consumer Panels

El Christoph.beukert@gfk-cps.com K Dolores.wagner-polley@gfk-cps.com

Dr. Mark Wendlandt

Director | Advanced Solutions
Consumer Panels

E Mark.wendlandt@gfk-cps.com

: 0
Quelle: freepik.com !
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