‘E.
(a]
k=
()]
=)
V)
)
S
L
[
0
&
g
14
(a]



http://www.facebook.com/cocacolaromania

2 Cola Dual Buyers in Traditional Trade Gcsz ’ YouGov

0 Study background
and methodology
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Background and Business Need

Background:

» The Buyer Overlap analysis on TT Bucharest revealed
Switchers have significantly higher volumes of Pepsi than of
Coca-Cola in their baskets.

» This group of buyers is of peculiar relevance as they are the
more valuable shoppers.

» Considering TTs importance in Cola volumes, it is important
to understand the drivers behind Pepsi’s performance and if
it stands to extend in other large urban.

As for TT Bucharest, number of switchers drop to 30.5%, while Pepsi TM share of

their volumes surge up to 77%

They have more exclusive buyers [41% vs. 28.5% for Coca-Cola TM], but volume wise,
those of Coca-Cola cover almost double in terms of need [32.2% vs. 17.4%)]

TRADITIONAL TRADE BUCHAREST

Coca-Cola TM &

Buyers Share | 100,0
Value Share | 100,0

Volume Share | 100,0
Volume Share (Packs) | 100,0

Penetration [ 26,6
89

Frequency

Buyers Share | 59,0
Value Share | 44,6

Volume Share 438

Volume Share (Packs) | 49,0
Penetration 15,7
Frequency 65

MAT Q3 2023
410 N\ Buyers Share | 71,5
196 N\ Value Share | 554
174 \ Volume Share | 56,2
226 ] Volume Share (Packs) | 51,0
109 Penetration | 19,0

28 / Frequency 71

Share* Within volume bought by common buyers of both brands
230

77,0

Coca-Cola TM
Overlap Buyers
Coca-ColaTM
Pepsi TM
Filter Cola TT incl. local supermarkets *Basis: Volume tot. (000 L)
RO FMCG HH Scan 6000 Combination (RP PA)
Consumer Insight Visualizer, 2-2-2024

Blue Figures = Low Sample!

© CPS GfK

GFK

CPS
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Target
Men and women aged 18 y.o0.+, shoppers of Coca-Cola and/or Pepsi
products in Traditional Trade from Bucharest and Large Urban

Data collection method

Face-to-face Tablet Assisted Web Exit Interviews

Respondents will be approached after exiting a Traditional Trade store
with a Pepsi and/or Coca-Cola purchase.

Sample

N = 720 respondents: Bucharest N=360 & Large Urban N=360

Equally split between Coca-Cola / Pepsi Exclusives and Switchers in P3M
Questionnaire

Max 20 min length

Data collection period

August 9 — 21, 2024
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Reasons for purchase:
Loyalty (product | always buy) and fit with the occasion are main direct drivers of
purchase, significantly higher in Bucharest. In Large urban, friends’ preferences,
placement in store and price are more important than in Bucharest, but still not
overpassing the first two reasons.

Key take-aways

» Higher product loyalty and lower price influence for Coca-Cola in Bucharest vs Large
urban, same for Pepsi.

_ » Higher influence of friends’ preferences for both brands in Large urban vs. Bucharest.
Drivers of purchase * Higher product placement importance for Pepsi in Large Urban vs Bucharest.

Path to purchase Shopping mission

Immediate consumption is main shopping mission, even higher in Bucharest.

Shopping for fresh basic foods more frequent among overlap buyers.
» For Total, there are no significant differences in main shopping missions by brand
purchased. Shopping for promo is slightly higher for Pepsi, but at only 2%.
» The shopping missions do not differ for the two brands TM in Bucharest either. Coca-
Cola Original Taste is slightly higher in bulky shopping missions at 3%.
» Shopping missions are uniform across Large urban by brand as well, except larger
promo shopping for Pepsi TM at 2%.

Purchase planning

Most purchases are planned in detail, especially among Coca-Cola exclusives
and Bucharest shoppers. The opportunities for in-store brand-choice are lower in
Bucharest.

* By brand, Coca-Cola TM has a planned purchase significantly higher than Total at

62%, while Pepsi is over-represented among those that only planned for a cola, but
has lower planned purchase.

* In Bucharest, Pepsi is less planned and Coca-Cola is under-represented in cola drink
plan. Same for Pepsi in Large urban.
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Store placement:

Ke take_awa s Refrigerators are by far most frequent placements, followed by the direct service
y y by the cashiers. Refrigerators at store entrance are more important in Bucharest.

Bucharest and Coke exclusive shoppers buy their colas cold more than the rest.

» Special placements in store are not frequent. In large urban, their presence is
significantly higher than in Bucharest, but still only at 2%.

» Placements are uniform across Brands purchased in both in Bucharest and in Large
urban.

Placement » Products are purchased cold irrespective of brand both in Bucharest and in Large

urban.

Price

Price awareness

Most consumers (>60%) are not checking prices at all. In Bucharest, there is a
slightly higher price check with no comparison in store, while it is lower in Large
urban.

» Higher price check with no comparison in Bucharest is happening across all
purchased brands.
» Pepsi brand buyers are more price aware in Large urban.
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Consumption occasions:

In Bucharest, shoppers are more in out of home occasions, while in Large urban
they are more inclined to in-home. Daily meals are a more important occasion for
overlap buyers.

Key take-aways

» Occasion groups are similar across brands purchased, both in Bucharest and Large
Urban.

Among top consumption occasions, the overlap buyers stand out with higher
socializing at home. In Bucharest, on the go is most important. In Large urban,

oS jktion occaslons higher importance of socializing at home.

» Watching TV more important occasion for Coke than for Pepsi in Large urban.
» Special time for myself is less important for Coke buyers in Bucharest than for total
Bucharest buyers.

Across all consumption occasions, main difference between Large urban and
Bucharest comes from on the go vs. socializing at home, work & study at home.

» Differences in occasions mostly come with different consumption habits between
community types, and much less by brand purchased.
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Drivers of brand preference// Overlap Buyers
Bucharest Overlap Buyers are driven in their brand preference by quality they

Key take-aways can trust, for moments of relaxation and refreshing taste.

Large Urban Overlap Buyers are driven by distribution first, followed by value
for money, quality they can trust and sharing values.

= In Bucharest, overlap buyers are more emotional and value brand
relationship.

RSt broference = In Large Urban, overlap buyers are more pragmatic, succumb to distribution

and look for value for money.

Drivers of brand preference// Exclusives
Both Coca-Cola and Pepsi exclusives are driven most by emotional attributes in
Bucharest: moments of relaxation. Coke has an additional driver: trusted
quality.
This goes against the Large Urban exclusive buyers, who are, again, more
pragmatic: buying Coke for physical availability and Pepsi for frequent promo.

Still, Coke buyers bring an emotional twist: second most important driver is
trusted quality. For Pepsi, it is also pragmatic: value for money.
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Recommendations: how to win overlap buyers
in Bucharest

*  Build emotional connection with the Bucharest overlap shopper, especially along trusted
guality and refreshing taste. Transform your strength in moments of relaxation into a
differentiator, as this is equally a strength for Pepsi.

* Price & promo, distribution or store placements are low importance drivers in Bucharest.
However, build on the current strengths you have on premium pricing, frequent promo,
frequent special placements.

+  Opportunity to invest in current special placements that enforce an emotional connection.

* To counteract Pepsi, target older consumers, as they have higher connection with your
competitor.

*  Nurture the younger consumers as they have more emotional connections with your brand,
more associations in all domains except touchpoints.

Recommendations: how to win overlap buyers
in Large Urban

+ Always keep an eye on physical availability and value for money: these consumers are
much more likely to buy what they have at hand and is affordable. Build differentiation along
these territories, as they are not challenged by Pepsi.

* Next, build differentiation on the emotional connection with shares my values and trusted
quality.

*  Promo or store placements are low importance drivers in Large Urban. However, build on the
current ownership you have on frequent promo and promoted by celebrities, and your
strength in premium pricing.

*  Watch-out for the strength Pepsi has in making moments special, advertising awareness
and its ownership over the territory of special placements.

urce: www.facebook.com/cacacolaromariia
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2 Detailed Results
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2.1. Shopping &
Consumption
habits
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Bucharest buyers report higher frequency for SSD in TT.
In Large urban, Pepsi exclusives are significantly less frequent.

SSD purchase frequency in TT, % [ 1/[] significantly higher / lower than Total

® Heavy (4-7 times/week) ® Mid (2-3 times/week) Light (once a week or less often) XX XX Significantly higher / lower than Total

34 32
47
58/
46
23
Total Coca-Cola & Coca-Cola PepS| Bucharest Coca-Cola & Coca-Cola PepS| Large Coca-Cola & Coca-Cola Pepsi
Pepsi overlap exclusives  exclusives Pepsi overlap exclusives  exclusives Urban  Pepsioverlap exclusives exclusives

S E I A .

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363), Coca-Cola & Pepsi overlap
(n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/ Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)
S03. How often do you usually buy carbonated soft drinks from small, neighborhood stores, be they kiosks, boutiques, over-the-counter or self-service?
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The Overlap Buyers are more intensive in current Cola purchase, especially with more water and
beer. Bucharest shoppers have fewer items.

Beverages bought in current shopping trip, %

Coca-Cola &
Pepsi Overlap

Coca-Cola
exclusives

Pepsi exclusives

Still / carbonated water I 25 I 22
Alcoholic/ Non-alcoholic beer N 16 B 13 B 13
Wine B 3 M5 [ K 2
Other types of soft drinks B 2 B3 I 1 2
Non-carbonated soft drinks I 2 B3 11 1
Spirits | 0.3 I 1
Other WM 7 o v
Total Large Urban
Still / carbonated water 21 I 27
Alcoholic/ Non-alcoholic beer 11 I 18
Wine W 4 i3
Other types of soft drinks 0 2 2
Non-carbonated soft drinks B 2 12
Spirits | 0.2 | 0.3
Other 1N 8 M 6

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
S04. Which of the following types of drinks did you buy during this store visit? I:M:I Significantly higher / lower than Total
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Overlap buyers are significantly more intensive in Large urban.

Beverages bought in current shopping trip, %

Coca-Cola & Coca-Cola . :
Total Bucharest : . Pepsi exclusives
Pepsi Overlap exclusives
Still / carbonated water N 21 N 26 B 17 B 20
Alcoholic/ Non-alcoholic beer I 11 . 14 B 10 B 10
Wine B 4 M 6 M5 iI2

Other types of soft drinks I 2 N3 1 2
Non-carbonated soft drinks W 2 | i3 i2
Spirits | 0.2 1
Other M 8 Bl o M5 Bl s

| |/| | Significantly higher / lower than Total Bucharest

Coca-Cola & Coca-Cola : :
Total Large Urban : ) Pepsi exclusives
Pepsi Overlap exclusives

Bucharest

= Still / carbonated water NS 27 23
f=8 Alcoholic/ Non-alcoholic beer I 18 5 s
s Wine N 3 (P 12 i3
% Other types of soft drinks | 2 [ e 1 i3
— Non-carbonated soft drinks 1 2 B3 l1 1
Spirits | 0.3 1
Other I 6 N o | K ;. 7
Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/ D/D Significantly higher / lower than Total Large Urban

Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

S04. Which of the following types of drinks did you buy during this store visit? XX /XX Significantly higher / lower than same group in Bucharest
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The overlap buyers report significantly higher intensity in SSD as well, both in total and inside
Bucharest and Large urban.

SSD consumed more than once a month, %

Coca-Cola
exclusives

Coca-Cola &
Pepsi Overlap

Pepsi exclusives

Carbonated fruit drinks _ 46

Lemon-Lime carbonated drinks - 36

Ice Tea - 34

Tonic water, with or without
fruits - 21

1]
B
26 | EE

33 44
31 1
30 2

w

w

Total Large Urban

H
o
H
©
(o2}
H

Total Bucharest

Carbonated fruit drinks _ 49

Lemon-Lime carbonated drinks - 35

Ice Tea - 35

Tonic water, with or without
fruits - 24

IN
N

w
~

oo

w
n

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
. . . ”
S01. Which of the following types of carbonated soft drinks do you consume at least once a month or more often? D/D Significantly higher / lower than Total
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Most consumers think Pepsi contains sugar. Close to half consumers aware of Zero variants
declare not knowing what type of sweetener is used, and close to 1 in 5 think it's sugar.

Sweeteners awareness, %

Coca-Cola : Pepsi .

sugar [ 70 B s s K I s

Aspartame I 6 . 20 I 5 | 3 I 9

Stevia | 4 I 11 3 I 6 4
Acesulfame K | 2 4 2 2 4 1 1
Xylitol | 1 3 2 3 3 2 2 3
Sucralose | 1 2 2 3 3 2 2 4
Erythritol | 1 3 1 3 1 3 3 2

Idon'tknow [ 24 B 4 R B ss I s0 s S CES

Base: respondents aware of each brand, N=697 /671/ 683/ 653/ 170/ 399/ 366/ 323
SWO01_grid. Thinking about each of the brands below, what type of sweeteners do you think they contain?
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2.2. Drivers of
current
purchase
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Overlap buyers consume both Coca-Cola and Pepsi, but also significantly more other cola brands.

Cola brands consumed in P3M and purchased in current trip, %

Coca-Cola & Coca-Cola : .
Total Current A Current ! Current Pepsi exclusives Current
) ) exclusives ) )
trip trip trip trip

Pepsi [N 5o 45 8
Coca-Cola [ 57 47 89 |

(o]
o1

Coca-Cola Zero Sugar [0 28 11 49
Pepsi Zero Sugar - 28 10 48 14 1

Freeway l 10 -

N
. a B
(o] » w
P H
©
D
I I I I H H H !

=
H
Uiy

1 1 1 1 H H

Pop Cola [| 6 ]

U

: 2
Fl 5] [ z
O

5] [z :

D

=1

jab)

g (5] B

=
1

L
a1

Green Cola [ 5 -

H
1

o
N

Caribe | 1 ]

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)
S02. Which of the following brands of cola have you consumed in the last 3 months? D/D Significantly higher / lower than Total
S05. You said you just bought carbonated soft drinks. What brands of carbonated soft drinks did you buy on this visit to the store?
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The Large Urban overlap buyers report highest brand portfolio.

Cola brands consumed in P3M and purchased in current trip, %

Coca-Cola & Coca-Cola : :
Total Bucharest Current Pensi Overl Current lusi Current Pepsi exclusives Current
irip epsi Overlap trip exclusives trip trip

" Pepsi MEm—— 6/ 53 89| 57 1
< Coca-Cola s 54 43 88 I 04 | | 91 | -
o Coca-Cola Zero Sugar W 15 5 7 M 16 8 -
g Pepsi Zero Sugar Wl 18 8 7 - . 23
m Freeway 1 3 - - 1 - 12 -
Pop Cola I 2 - - 1 -
Green Cola 1 3 - - I3 - I 1 -
Caribe | 1 - - 1 - -

| |/| | Significantly higher / lower than Total Bucharest

Coca-Cola & Coca-Cola . .
Total Large Urban Current b i Overl Current lUSi Current Pepsi exclusives Current
trip epsi Overlap trip exclusives trip trip

c Pepsi I 56 42 35 3 I 03 | | 88
z Coca-Cola EESENEEN 53 49 85 56 | 04 | [89] 1
) Coca-Cola Zero Sugar HEEEE 35 14 58 24 I 50 | 18 1
) Pepsi Zero Sugar N 33 12 59 | 1 m— 47 | 19
= Freeway Bl 13 - - M 10 - o 12 -
S Pop Cola m 8 - - - 15 -
Green Cola B 7 - - n7 - -

Caribe | 1 - - - -

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120) D/D Significantly higher / lower than Total Large Urban
S02. Which of the following brands of coke have you consumed in the last 3 months?

S05. You said you just bought carbonated soft drinks. What brands of carbonated soft drinks did you buy on this visit to the store? XX 1 XX Significantly higher / lower than same group in Bucharest
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Loyalty and fit with the occasion are main direct drivers of purchase, significantly higher in
Bucharest. In Large urban, friends’ preferences, placement in store and price are more important.

Reasons for current purchase, %

Higher product loyalty and
lower price influence for
Coca-Cola in Bucharest vs
Large urban, same for Pepsi.

It's the product I always buy [ 61

Higher influence of friends’ The product is suitable for the occasion [ 30
preferences for both brands

! I have friends/guests who love to drink this 11
in Large urban vs. Bucharest. J —

. It was close to other products I bought [ 10
Higher product placement
importance for Pepsi in Large
Urban vs Bucharest.

The price was attractive/ tempting [ 9
Children asked for it (even insistently) [ 5
The store staff suggested this drink to me || 3
I found it at a discounted price or with an attractive price offer | 2
I noticed the product in a special placement that caught my attention | 2
I wanted to try something new or special | 2
The product I usually buy was not available or I couldn't find it | 2
I found a promotion with an attractive gift | 1

I noticed the product on a poster or other advertising material in the store | 1

Base: all respondents; Total: Total (n=736)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
R01. Why did you choose this product ... at ... during this buying visit?

_

B6 ]
LI

l 5 ! 8% for Pepsi/TM
1/2% for Coke / TM

I o
B o
(3]

__|FEl

(2]

:]/D Significantly higher / lower than Total
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In Bucharest, overlap buyers more driven by occasion and friends’ preferences than total.
Exclusives from Large urban more pragmatic than those in Bucharest: higher role of placement

and price. Reasons for current purchase, %
Coca-Cola & Coca-Cola : :
Total Bucharest : . Pepsi exclusives
Pepsi Overlap exclusives
It's the product I always buy N 65 N 61 N 69 N 65
The product is suitable for the occasion for which I bought it [N 34 | 42] B 29 B 32
I have friends/guests who love to drink this W 6 1] I3 4
It was close to other products I bought B 6 Mo I4 5
My children asked me to buy it (even insistently) B 6 Mo B6 I3
The price was attractive/ tempting B 5 o I3 H7

/D Significantly higher / lower than Total Bucharest

Coca-Cola
Pepsi exclusives
exclusives

Coca-Cola &
Total Large Urban Pepsi Overlap

It s the product I always buy [N -9 K I -5 I 63
The product is suitable for the occasion for which I bought it [N 27 I 27 B 30 B 25
I have friends/guests who love to drink this [l 13 M 14 M 13 Il 13
It was close to other products I bought [l 13 B 15 M 10 H 13
My children asked me to buy it (even insistently) I 4 B6 i4 I3
The price was attractive/ tempting |l 12 M 12 12 M 11
Base: all respondents; Bucharest: Total (1=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/ [_1/L_] significantly higher / lower than Total Large Urban

Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

XX [ XX Significantly higher / lower than same group in Bucharest
PLO1. Where in the store did you get this product from?
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Immediate consumption is main shopping mission, even higher in Bucharest. Shopping for fresh

Pepsi exclusives

basic foods more frequent among overlap buyers.

Shopping mission of current trip, %

Coca-Cola &
Pepsi Overlap

Coca-Cola
Total
IMMEDIATE CONSUMPTION s 43 s 38

exclusives

I 43

SHOPPING FOR DAILY NEEDS, WITH LIMITED EXPENSES mmm 16 s 16 s 13 - 17
REPLENISHMENT SHOPPING == 10 m 9 12 m 3
EMERGENCY OR FORGOTTEN PRODUCT PURCHASES == 9 m 7 m 9 m 10
SPECIAL OCCASION AT HOME m 7 m 8 m 8 m5
SHOPPING FOR FRESH BASIC FOODS m 7 | 11 W6
SHOPPING FOR THE EVENING MEAL = 5 m 7 ®5 m5
SPECIAL OCCASION OUTSIDE THE HOME & 2 12 12 53
SHOPPING FOR PRODUCTS ON PROMOTION | 1 1 0.2 12
BULKY SHOPPING | 1 11 1 1 0.3
LARGE PURCHASES | 1 1 1
Total Bucharest Tota

IMMEDIATE CONSUMPTION s

a1
o

| Large Urban
For Total, there are no significant differences in main
6 shopping missions by brand purchased. Shopping for

SHOPPING FOR DAILY NEEDS, WITH LIMITED EXPENSES mmm 14 - hoall _ :
REPLENISHMENT SHOPPING o 6 | -] promo is slightly higher for Pepsi, but at only 2%.
EMERGENCY OR FORGOTTEN PRODUCT PURCHASES ma 8 9 _ . _
SPECIAL OCCASION AT HOME m_7_ .7 The shopping missions do not differ for the two brands
SHOPPING FOR FRESH BASIC FOODS § 4 § m 8 TM in Bucharest either. Coca-Cola Original Taste is
SHOPPING FOR THE EVENING MEAL § 4| W6 : : : . . o
SPECIAL OCCASION OUTSIDE THE HOME H 4 12 slightly higher in bulky shopping missions at 3%.
| I . .. .
SHOPPING FOR PRODUCTSBSP&RS?_,'\/'O%ECN)Q | 3_3 Shopping missions are uniform across Large urban as
LARGE PURCHASES | 1 11 well, except larger promo shopping for Pepsi TM at 2%.

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
SMO02. And what was the main reason for these purchases? :],I:I Significantly higher / lower than Total
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Bucharest overlap buyers can be targeted in more diverse shopping missions, while in Large
Urban, shopping for fresh basic food is more important for them.

Shopping mission of current trip, % Coca-Cola & Coca-Cola _ _
Total Bucharest : : Pepsi exclusives
Pepsi Overlap exclusives
—— 53 |

IMMEDIATE CONSUMPTION mmmssssssss 50 I 40 I 49
7 SHOPPING FOR DAILY NEEDS, WITH LIMITED EXPENSES mmm 14 el 12 s 13 s 16
) REPLENISHMENT SHOPPING m 6 - 7 m5 - 7
] EMERGENCY OR FORGOTTEN PRODUCT PURCHASES mm 8 m 7 [ 3 B 10
'8 SPECIAL OCCASION AT HOME m 7 B 10 m 7 m5
> SHOPPING FOR FRESH BASIC FOODS m 4 m 7 m3 13
m SHOPPING FOR THE EVENING MEAL m 4 i3 m4 H3
SPECIAL OCCASION OUTSIDE THE HOME & 4 m4 13 m4
SHOPPING FOR PRODUCTS ON PROMOTION 1| 1 1 I 1
BULKY SHOPPING 1 2 11
LARGE PURCHASES | 1 11 11

[ | Significantly higher / lower than Total Bucharest

Coca-Cola & Coca-Cola : :
Total Large Urban : . Pepsi exclusives
Pepsi Overlap exclusives

IMMEDIATE CONSUMPTION I 39 I 35 I 41 I 40
% SHOPPING FOR DAILY NEEDS, WITH LIMITED EXPENSES I 16 s 19 14 s 18
Qo REPLENISHMENT SHOPPING I 11 9 Em 15 9
- EMERGENCY OR FORGOTTEN PRODUCT PURCHASES 1l 9 M6 mm 10 B 10
@ SPECIAL OCCASION AT HOME = 7 M 38 9 4
o SHOPPING FOR FRESH BASIC FOODS I 8 | 13 M 3
LG SHOPPING FOR THE EVENING MEAL H 6 9 5 [ )
SPECIAL OCCASION OUTSIDE THE HOME 1 2 11 12 13
SHOPPING FOR PRODUCTS ON PROMOTION 1 1 11 13
BULKY SHOPPING | 0.3 1
LARGE PURCHASES | 1 11 I 1

Base: all respondents: Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

SMO2. And what was the main reason for these purchases? XX I XX Significantly higher / lower than same group in Bucharest D/D Significantly higher / lower than Total Large Urban
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Most purchases are planned in detail, especially among Coca-Cola exclusives and Bucharest
shoppers. The opportunities for in-store brand-choice are lower in Bucharest.

Coca-Cola : :
: Pepsi exclusives
exclusives
N 64 |

Purchase planning, %

Coca-Cola &
Pepsi Overlap

Planned Brand & Pack Type [N 58 N 53 N s6
Planned Brand [ 12 629 for Coca-Cola M BN 13 M 10 B 13
Planned Pack Type M 8 >1% for Peps! Mo [ B B
Planned Cola drink I 9 12% for Pepsi B 11 | B 10
Planned soft drink [ 7 Mo B | I
Spontaneous [ 6 | | I B>
Total Bucharest Total Large Urban
Planned Brand & Pack Type INN[62]  sowiorpepsi NN 55 5% for Pepsi By brand, Coca-Cola TM has a planned purchase

significantly higher than Total at 62%, while Pepsi is

Planned Brand [l 14 I 1 over-represented among those that only planned for
Planned Pack Type B[] a cola, but has lower planned purchase.
: 7% for Coca-Cola a0
Planned Cola drink Bl 11 TM and Coca-Cola M s In Bucharest, Pepsi is less planned and Coca-Cola
Planned soft drink [l 6 Ms Is under-represented in cola drink plan. Same for
Spontaneous o s Pepsi in Large urban.

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
PPO01. Thinking about this product you bought ... were you going to buy this product before entering the store? D/D Significantly higher / lower than Total



26 Cola Dual Buyers in Traditional Trade

’ YouGov'

Purchase planning is higher among overlap buyers from Bucharest than for those in Large urban,
while the later plan for the category — soft drinks.

Total Bucharest

Planned Brand & Pack Type N 62

ra)
(%))
()
- —
1]
=
(&)
>
M

Purchase planning, %

Coca-Cola &

Pepsi Overlap
I 63

Coca-Cola
exclusives

I 63

Pepsi exclusives

. 61

Large Urban

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/

Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

PPO01. Thinking about this product you bought ... were you going to buy this product before entering the store?

Planned Brand B 14 B 15 B 12 Bl 14
Planned Pack Type B 4 M6 i3 | !
Planned Cola drink 1l 11 Mo 1 Bl 13
Planned soft drink [ 6 i3 m7 m7
Spontaneous H§ 3 Bs5 | ! I 2
D/D Significantly higher / lower than Total Bucharest
Pepsi Overlap exclusives
Planned Brand & Pack Type NN -5 L m3 I 64 | I S3
Planned Brand M 11 M 12 Mo 12
Planned Pack Type Il 11 B 10 M s Bl 13
Planned Cola drink [l 8 i 12 Bs M s
Planned soft drink [l 8 Il 12 L) m7
Spontaneous M 8 M s M s H 3

XX XX significantly higher /lower  [™]/["] significantly higher / lower than Total Large Urban
than same group in Bucharest



27 Cola Dual Buyers in Traditional Trade

’ YouGov'

Refrigerators are by far most frequent placements, followed by the direct service by the cashiers.

Refrigerators at store entrance are more important in Bucharest.

Store placement in current trip, %
Coca-Cola &

The product was given to me by the cashier at my request N 27

30% for multi serve
single pack

From the main refrigerated display area of the store I 23
From the refrigerator located outside the store, near the entrance [ 14
From a refrigerator located next to the cash registers Il 14
From a refrigerator located inside the store, at the entrance B 11
From the main shelf I 9
From a specially signaled placement in the store | 2

Total Bucharest

The product was given to me by the cashier at my request I 27

From the main refrigerated display area of the store [ 22
From the refrigerator located outside the store, near the entrance [l 16
From a refrigerator located next to the cash registers Il 13
From a refrigerator located inside the store, at the entrance [lll[ 14 |
From the main shelf [ 8
From a specially signaled placement in the store | 0.3

20% for single
serve single pack

Pepsi Overlap

BN 30
18]
B 18
14

M 10

B 10

| 1
Total Large Urban

. 27
. 4
I 13
14
M 10
Mo
12

Coca-Cola . _
exclusives
B 27 . s
BN 25 r——
M 12 s
Bl 16 m
Ml 12 o
m M 10
| 1 12

Special placements in store are not frequent. In
large urban, their presence is significantly higher
than in Bucharest, but still only at 2%.

Placements are uniform across Brands purchased in
both in Bucharest and in Large urban.

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)

PLO1. Where in the store did you get this product from?

:]/D Significantly higher / lower than Total
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In Bucharest, overlap buyers shop less from refrigerators at store entrance. In Large urban, they
shop more from outside refrigerators.

Store placement in current trip, % Total Bucharest Cocg—CoIa & Coca-QoIa Pepsi exclusives
Pepsi Overlap exclusives

The product was given to me by the seller at my request N 27 B 29 B 33 . 22
- From the main refrigerated display area of the store M 22 . 22 17 I 25
g From the refrigerator located outside the store, near the entrance Il 16 Bl 15 B 18 Bl 15
f_-U From a refrigerator located next to the cash registers Il 13 Bl 15 M 12 B 13
S From a refrigerator located inside the store, at the entrance [l 14 mo] Bl 16 Bl 16
= From the main shelf I 8 Ml 11 B5 M 3
From a specially signaled placement in the store | 0.3 | 1

[ | Significantly higher / lower than Total Bucharest

Coca-Cola & Coca-Cola
: Pepsi exclusives
Pepsi Overlap exclusives

Total Large Urban

- The product was given to me by the seller at my request [N 27 I 30 . 25 . s
_g From the main refrigerated display area of the store I 24 - I 2° B 25
= From the refrigerator located outside the store, near the entrance [l 13 10 M 10 B 12
% From a refrigerator located next to the cash registers [l 14 Bl 14 B 17 12
@ From a refrigerator located inside the store, at the entrance Il 10 M 10 M 10 Mo
— .

From the main shelf 1l 9 Mo |7 M 12

From a specially signaled placement in the store | 2 | 2 | 2 i3

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

PLO1. Where in the store did you get this product from? XX [ XX Significantly higher / lower than same group in Bucharest D/D Significantly higher / lower than Total Large Urban
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Bucharest and Coke exclusive shoppers buy their colas cold more than the rest.

Store placement in current trip, %

Coca-Cola &
Pepsi Overlap

Coca-Cola
exclusives

Pepsi exclusives

At room temperature 13

Total Large Urban

Total Bucharest

At room temperature Izl

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)

Products are purchased cold irrespective of brand
both in Bucharest and in Large urban.

PLO2. When you took the product, it was... D/D Significantly higher / lower than Total
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All Bucharest targets buy their colas cold, while in Large urban this is all the more important for
Coca-Cola exclusives.

Store placement in current trip, %
Coca-Cola &

Coca-Cola

Total Bucharest

Pepsi Overlap

exclusives

Pepsi exclusives

At room temperature I 9

Bucharest

[
o

10

D/D Significantly higher / lower than Total Bucharest

Pepsi exclusives

Coca-Cola &
Pepsi Overlap

Total Large Urban

Coca-Cola
exclusives

D/D Significantly higher / lower than Total Large Urban
PLO2. When you took the product, it was...

c
©
o
S
-
o)
=
©
-

At room temperature I 15 I 18 Izl

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

XX [ XX Significantly higher / lower than same group in Bucharest
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Most consumers are not checking prices at all. In Bucharest, there is a slightly higher price check
with no comparison in store, while it is lower in Large urban.

Price awareness, %

Total Coca-Cola &
Pepsi Overlap

Coca-Cola . :
: Pepsi exclusives
exclusives

Checked the price, NO comparison in store [ 15 B 16 | ¥ B 16
Checked the price, WITH comparison in store, NO influence on purchase [ 13 B B 16 B 3
Checked the price, WITH comparison in store, WITH influence on purchase [f| 8 119% for Pepsi K | I B u
Checked the price online 0.1 1

Didn't check the price NN 64 N 67 I 65 I 5o

Total Bucharest Total Large Urban

Checked the price, NO comparison in store [JIlll[ 23]

Higher price check with no comparison in
. 14 Bucharest is happening across all
purchased brands.

Checked the price, WITH comparison in store, NO influence on purchase [l 11

Checked the price, WITH comparison in store, WITH influence on purchase B[11]  16%forPepsi _ .
Pepsi brand buyers are more price aware
Checked the price online 0.2 in Large urban.
Didn't check the price [N 63 I

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
PAO1. Have you checked the price of ... at ... before deciding whether to buy it? D/D Significantly higher / lower than Total
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In Bucharest, shoppers are similarly price aware, but the Overlap and Coca-Cola exclusives check
prices more than their Large urban peers. In Large Urban, Pepsi exclusives are more influenced by

price. Price awareness, %
Total Bucharest cocacola & CocaCola Pepsi exclusives
Pepsi Overlap exclusives P
Checked the price, NO comparison in store [ 23 B 24 B 23 B 2
Checked the price, WITH comparison in store, NO influence on purchase [ 11 B B 13 B 13
Checked the price, WITH comparison in store, WITH influence on purchase | 3 l4 | 2 | 3
Checked the price online
Didn't check the price [N 63 N 64 N 63 N 63
/D Significantly higher / lower than Total Bucharest
Coca-Cola & Coca-Cola
Total Large Urban : Pepsi exclusives
Pepsi Overlap exclusives
Checked the price, NO comparison in store [ 10 B u | K]
Checked the price, WITH comparison in store, NO influence on purchase [ 14 | W - 17 B 13
Checked the price, WITH comparison in store, WITH influence on purchase [l 11 Bs Bo 7]
Checked the price online 0.2 |1
Didn't check the price [N 64 I 69 N 66 N 58

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120) L )
PAO1. Have you checked the price of ... at ... before deciding whether to buy it? XX I XX Significantly higher / lower

than same group in Bucharest D/D Significantly higher / lower than Total Large Urban
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In Bucharest, shoppers are more in out of home occasions, while in Large urban they are more
Inclined to in-home. Daily meals are a more important occasion for overlap buyers.

Consumption occasions (groups), %

Coca-Cola
exclusives

Pepsi exclusives

Daily activities at home _ 55 _ 54
Outside the house _ 53 _ 51
Special moments at home _ 49 _ 51
Daily meals - 38 _

Total Bucharest

Daily activities at home [N 46] ________E

Coca-Cola &
Pepsi Overlap

53

51

49

D
(o]
~

w
w

Total Large Urban

Occasion groups are similar across

Outside the house [N 55 51 _
brands purchased, both in Bucharest and
Special moments at home _ Large Urban.

w I
©

Daily meals - 36

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
CSO01. What are the occasions, moments or situations that best describe how you want to consume this product you have just bought? D/D Significantly higher / lower than Total
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Daily meals especially important to Large urban overlap buyers. More in-home for Large urban
Coca-Cola exclusives. Special moments at home more among Large Urban Pepsi exclusives.

Consumption occasions (groups), %

Coca-Cola & Coca-Cola
Pepsi Overlap exclusives

Daily activities at home [N 46 B ss

Total Bucharest

Pepsi exclusives

—
Outside the house [N 58 B s B s B s
Special moments at home [N 41 R 47 KB B 20
Daily meals [N 36 B 4 [ ES B 33

)
(%))
()
S
@®©

=
(&)
=]

m

/D Significantly higher / lower than Total Bucharest

1]
Total Large Urban CloigEL ol COTEHCE Pepsi exclusives
Pepsi Overlap exclusives

Daily activities at home || N|GEGN - D s I s - EB
outside the house [N s: B so I s I
Special moments at home |G - B ss I :: - BB
Daily meals [N 39 I 45 ] N s I o

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120) XX [ XX Significantly higher / lower
CS01. What are the occasions, moments or situations that best describe how you want to consume this product you have just bought?i,5n same group in Bucharest D/D Significantly higher / lower than Total Large Urban

Large Urban
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Among top consumption occasions, the overlap buyers stand out with higher socializing at home.
In Bucharest, on the go is most important. In Large urban, higher importance of socializing at home.

Coca-Cola : .
: Pepsi exclusives
exclusives

B 33 I 28

Daily activities at Special moments

Daily meals home Y — Outside the house Top consumption OccaSionS, %

Coca-Cola &

Pepsi Overlap

Watch TV at home BN 31 30890 Coxe/Coke TV D 34

27% for Pepsi TM

On the go/ on the run N 31 B 30 B 33 B 20
Moments of daily relaxation FEN 25 . 24 B 20 B 23

Snack at home [0 25 B 24 B 23 B 27

Special time for myself, to reward myself FE 25 B 25 . 22 . 27
Socializing at home N 24 B 21 . 22

4th: At work/school 23%

Total Bucharest Total Large Urban

38/37% for Coke / Coke TM
Watch TV at home I 30 I 32 26% for Pepsi TM

Watching TV more important occasion
h h | 42 ] 25 .
Onthe go /on the run for Coke than for Pepsi in Large urban.

Moments of daily relaxation [N 26 I 25
Snack at home N 28 3 Special time for myself Is less important
Special time for myself, to reward myself B 24  18/19% for Coke / Coke TM B 25 Ig[a?gﬁif?:l}/eesrtst:gyi?ghareSt Ll o
Socializing at home [ 16 I 25| '

Base: all respondents; Total: Total (n=736), Coca-Cola & Pepsi overlap (n=253), Coca-Cola exclusives (n=243), Pepsi exclusives (n=240)/ Bucharest: Total (n=363) / Large Urban: Total (n=373)
CSO01. What are the occasions, moments or situations that best describe how you want to consume this product you have just bought? I:I,I:I Significantly higher / lower than Total
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Bucharest stands out with more on the go/on the run across all targets, while Large urban with
socializing at home, especially among overlap and Pepsi exclusives.

Moments of daily relaxation N 26 B 32 B 20 I 27

Daily meals DA ﬁg:ir\]/gies at Spec;?Ihr:;r:ents Outside the house Top consumption occaSions, %

Top 6in Coca-Cola & Coca-Cola : :
Total Bucharest . . Pepsi exclusives

Bucharest - Pepsi Overlap exclusives P

- On the go / on the run N 42 I 40 I 49 B 30

@ Watch TV at home I 30 . 34 Bl 23 . 31

= Snack at home N 28 IS 33 B 26 I 26

O

>

m

Special time for myself, to reward myself BN 24 | Wil 5™ Internet, onllinle 68;7:3 Spifig' Teals . 28
) games or socia at home & Outings
Outside the home at work, school or college FEEE 21 . 22 media 24% with friends 17% . 22

D/D Significantly higher / lower than Total Bucharest

Top 6in I b Coca-Cola & Coca-Cola PeDsi lusi
AL Rl Total Large Urban Pepsi Overlap exclusives €PSI EXCIUSIVES

= Watch TV at home I 32 . 33 I 37 I 26
%’ Socializing at home I 23 . 34 . 24 I S
> On the go / on the run [ 25 B 25 . 27 B 23 6™

L . Routi
=X Special time for myself, to reward myself [l 25 [ g 5" Everyday lunch & I 22 B 26 ac?il\J/iLir:aes
iltS _ _ dinner at home 24%

Moments of daily relaxation [ 25 B 20 6t Special meals at 4t: At work/school B 21 at home

23%

Snack at home I 23 B 20 home 23%

Base: all respondents; Bucharest: Total (n=363), Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Total (n=373), Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120) XX [ XX Significantly higher / lower o _
CS01. What are the occasions, moments or situations that best describe how you want to consume this product you have just bought? .11 'same group in Bucharest |:|/|:| Significantly higher / lower than Total Large Urban

. 0 2%

I 28
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Across all consumption occasions, main difference between Large urban and Bucharest comes
from on the go vs. socializing at home, work & study at home.

Daily meals E ﬁgtrir‘]’gies et Specai‘?lhrgr(r)]r:ents Outside the house
Consumption occasions, % Total Bucharest Total Large Urban
On the go / on the run 42 25
Watch TV at home 30 32
Snack at home 28 23
Moments of daily relaxation 26 25
Special time for myself, to reward myself 24 25
Outside the home at work, school or college 21 17
Special meals at home 17 20
Internet, online games or social media 16 16
Everyday lunch and dinner at home 16 15
Socializing at home 16 28
Routine activities at home 16 19
Outings with friends 13 16
Work or study at home 7 14
Outside the house to play sports 5 10
Energizing breakfast 4
Nutritious breakfast 4
Fitness, sports or recovery after exercise at home 2 6
Base: all respondents; Bucharest: Total (n=363), Large Urban: Total (n=373) XX I XX Significantly higher / lower

CSO01. What are the occasions, moments or situations that best describe how you want to consume this product you have just bought? than same group in Bucharest


http://www.facebook.com/cocacolaromania

38 Cola Dual Buyers in Traditional Trade

‘ YouGov'

Most notable differences between the targets in Bucharest and Large urban come from outside
the house occasions and daily activities in-home.

Daily activities at
home

Special moments

Daily meals g S

Consumption occasions, %

On the go / on the run

Snack at home

Moments of daily relaxation

Outside the home at work, school or college
Socializing at home

Outings with friends

Outside the house to play sports

Consumption occasions, %

On the go / on the run
Watch TV at home
Moments of daily relaxation
Work or study at home

Outside the house to play sports
Base: all respondents

Outside the house

Coca-Cola & Pepsi
Overlap Bucharest

(n=123)
40
33
32
22
21
9
6
Coca-Cola Coca-Cola
Exclusives Exclusives
Bucharest Large Urban
(n=120) (n=123)
49 27
23 37
20 33
3 11
2 9

Coca-Cola & Pepsi

Overlap Large Urban
(n=130)

25
20

GUSTUL ORlGINAL A

20 O ptimis

SAVUREAZA L MEREU

10
34
19
15

Consumption occasions, %

On the go / on the run
Socializing at home
Work or study at home

CSO01. What are the occasions, moments or situations that best describe how you want to consume this product you have just bought?

Pepsi
Exclusives

Bucharest
(n=120)

39
12
8

Pepsi
Exclusives

Large Urban
(n=120)

23
28
17

XX I XX Significantly higher / lower
than same group in Bucharest
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Differences in occasions mostly come with different consumption habits between community
types, and much less by brand purchased.

Daily meals Daily ﬁg:ir\]/‘ieties at Spec;etalhrgrc:]r:ents Outside the house co::;g:;as: M PePSi TM Purchase
Consumption occasions, % Buch t Bucharest
uc_ ares (n:120)
Coca-Cola TM Coca-Cola TM (n=120)
Purchase Purchase Large  Routine activities at home 9 21
Bucharest Urban o
(n=120) (n=123) Energizing breakfast 2 6
On the go / on the run 45 24 .
o Coca-Cola TM Pepsi TM Purchase
Socializing at home 18 28 Purchase Large Urban
- — Large Urban (n=120)
Routine activities at home 9 16 (n=123)
Work or study at home 5 12 Watch TV at home 37 26
Outside the house to play sports 3 10
Pepsi TM Purchase Pepsi TM Purchase
Bucharest Large Urban N
(n=120) (n=120) N
On the go / on the run 40 26 ‘
Socializing at home 14 28 ‘E
o
Work or study at home 9 17 %
Fitness, sports or recovery after 5 8 “g-,

exercise at home

XX [ XX Significantly higher / lower than same group in Bucharest
Base: all respondents

CSO01. What are the occasions, moments or situations that best describe how you want to consume this product *
you have just bought?
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2.3. Drivers of
preference and
Brand image
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Drivers of brand preference// Overlap Buyers

Large Urban

Coca-Cola & Pepsi Overlap

Quality | can trust

For moments of relaxation

Refreshing taste

Makes moments special

Goes well with food

For drinking with a snack

Shares my values

Very good value for money

Recommended by my friends/family/acquaintances
A brand for everyone

Available in the stores | reach easily

Many promotions for this brand

A brand with frequent special placements in stores
A brand worth paying more for

A brand promoted by many celebrities or influencers

A brand for which | see a lot of advertising

Emotional Price & Promo

I 100
I o5
I 80
I 65
I 61
BN 53
BN 49
B 43
B 41
B 40
B 37
BN 33

I s

B 23

B 19

Ms

Product attributes

I 53
I 71
N 31

I 44

B 30

I 47
I 70
I 5o
B 25

Bl 24
I 100
B s

B 20

B 28

B 20

I 44

Distribution

Touchpoints

Bucharest Overlap Buyers are
driven in their brand preference
by quality they can trust, for
moments of relaxation and
refreshing taste.

Large Urban Overlap Buyers are
driven by distribution first,
followed by value for money,
guality they can trust and
sharing values.

= In Bucharest, overlap buyers
are more emotional and
value brand relationship.

= In Large Urban, overlap
buyers are more pragmatic
and succumb to distribution
and look for value for money.
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Drivers of brand preference// Exclusives

Coca-Cola/ Pepsi Exclusives

For moments of relaxation I 100

Quality | can trust [N 80
Makes moments special Bl 34

Goes well with food

For drinking with a snack

Refreshing taste

Shares my values

Very good value for money

Recommended by my friends/family/acquaintances
A brand for everyone

A brand with frequent special placements in stores
A brand worth paying more for

A brand for which | see a lot of advertising

Many promotions for this brand

Available in the stores | reach easily

A brand promoted by many celebrities or influencers

Emotional Price & Promo

Coca-Cola exclusives on Coke brands

Bucharest

M 20
M 16
B 13
B 10
I 10
Is
I8
7
17
l6
I6
I5
| 3

Large Urban

B s

I o4

I 66
M 28
B 34
N 64
I 50
B s3
B 18

M 24
Bl 42
i 10

B 13

M 27

Pepsi exclusives on Pepsi brands

Bucharest

BN 100
B 39
Bl 37
B 29
B 33
Bl 34
M 21
M 24
M 20
N 21
M 24
B 13

B 13
M 18

B 100 B 13

B 37

Product attributes

B 13

Distribution

Large Urban

B 31
N -4
B 42
W 19
2
Bl 40
I 31
I 6o
W17

M 18
B 33
M 24
M s

I 100

N S0
10

Touchpoints

Both Coca-Cola and Pepsi
exclusives are driven most by
emotional attributes in
Bucharest: moments of
relaxation. Coke has an
additional driver: trusted
quality.

This goes against the Large
Urban exclusive buyers, who
are, again, more pragmatic:
buying Coke for physical
availability and Pepsi for
frequent promo.

Still, Coke buyers bring an
emotional twist: second most
important driver is trusted
quality. For Pepsi, it is also
pragmatic: value for money.
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Light color = strength for the brand

[ Intense color = ownership for the brand
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Brand preference drivers, differentiators and performance

BUChzreepSSti g\(jgﬁa(;ola & What drives brand @?f %@é @ F‘Q‘oewu\ p@ﬂ@ ﬂ Wr%gl'y
prefference | 153 (n=122) (n=122) (n=121) (n=54) (n=82) (n=81) (n=73)
Quality I can trust [l 1000 | [ 81 B 29 I e B lo | 12 |12 I w0
For moments of relaxation [l 95% | [ so M 2 e B 23 o I 10 |7 | 4
Refreshing taste | soco | [ s6 [ 39 I ss [ 38 § 13 | B N1 018
Makes moments special [l 65% B s B2 - R N 22 I | 10 | 12 |7
Goes well with food [l 61% B s N 22 s B 25 | N N 16 I w0 |1
For drinking with a snack [l 53% Bl s M 33 I 78 N 32 |11 | 12 |11 I w0
Shares my values [l 49% I 61 N7 . 68 N l6 | 5 |3 | 3
Very good value for money l 43% - 72 . 27 - 80 l 25 I 19 I 21 I 9 I 12
Recommended by my friends/family/acquaintances l 41% - 69 I 21 - 72 l 24 I 11 | 4 | 4 | 4
A brand for everyone [l 40% K N 26 B s0 B 27 Nizz 13 | 12 | s
Available in the stores | reach easily . 37% - 88 -- - 89 -- I 19 l 24 I 12 I 14
Many promotions for this brand I 33% - 57 I 16 - 58 I 12 I 7 I 9 | 4 | 4
A brand with frequent special placements in stores I 28% - 75 . 25 - 72 . 27 I 6 I 6 I 6 I 7
A brand worth paying more for || 23% 0 44 1 a7 | o | 6 |2 |3 | 6
A brand promoted by many celebrities or influencers I 19% B s . 21 - 57 l 23 I 13 | 4 | 4 ‘ 1
A brand for which | see a lot of advertising | 8% B 0 W a4 N 62 W 36 |9 | 5 K | 6
The Sugar-Free version tastes good | 6 - 58 I 7 - S5 ‘ 1 ‘ 1 I 6
Low in sugar | 5 s |7 L BE |2 |2 | 4 N5
Emotional Price & Promo Product attributes Distribution Touchpoints

Base: n=... (aware of each brand)
Bl. The following is a list of several statements regarding coke drinks. Thinking about each of the following statements below, please let me know which of the following brands you think each statement fits with.
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Brand preference drivers, differentiators and performance

Large Urban: Coca-Cola &
Pepsi Overlap What drives brand

prefference | (n=128)

Quality I can trust - 83% - 63

For moments of relaxation . 71% B 61
Refreshing taste [l 31% B 70

Makes moments special . 44% - 57

Goes well with food I 30% - 58

For drinking with a snack . 47% - 56

Shares my values - 79% - 56

Very good value for money - 89% - 55

Recommended by my friends/family/acquaintances I 25% - 54
A brand for everyone I 24% - 59
Available in the stores | reach easily - 100% - 72

Many promotions for this brand I 28% - -

A brand with frequent special placements in stores I 20% B ez

A brand worth paying more for I 28% - 47
A brand promoted by many celebrities or influencers I 20% I -
A brand for which | see a lot of advertising W 44% B s6

The Sugar-Free version tastes good I 16
Low in sugar I 19
Emotional

Base: n=... (aware of each brand)

Zero SUGAR
(n=126)

W a1

(n=129)
I s6
B ss

Price & Promo

(n=122)
N 32
M 36
0 44

Product attributes

(n=26%)

|8
|12

G PopoLA ~grecpy

I 10

Distribution

Bl. The following is a list of several statements regarding coke drinks. Thinking about each of the following statements below, please let me know which of the following brands you think each statement fits with.

(n=81)
|11

(n=69)
|6
|7
13

Touchpoints

* Payy attention: small base (<30)
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Brand preference drivers, differentiators and performance

O “ o e panloud ~omeyy

Bucharest Total Zero suons
(n=357) (n=350) (n=353) (n=350) (n=125) (n=210) (n=207) (n=191)

Quality I cantrust [l 58 l 16 N 67 N s | 5 17 | 5 | 5
For moments of relaxation [l 57 I 13 - 68 I 16 | 6 | 4 | 4 | 2

Refreshing taste [l 62 N 24 I 74 B 26 K |13 | 1 I 12
Makes moments special - 53 I 12 - 64 I 15 | 6 | 6 | 6 | 4

Goes well with food [l 58 15 B 70 B2 | 10 I 10 | 8 lo
For drinking with a snack - 55 I 17 - 66 I 21 I 6 I 10 I 7 I 6
Shares my values - 45 I 11 - 56 I 12 I 5 | 3 ‘ 1 ‘ 2

Very good value for money - 56 I 18 - 66 I 19 I 12 I 13 I 8 I 9
Recommended by my friends/family/acquaintances - 51 I 12 - 60 I 15 | 6 | 3 | 2 ‘ 2
A brand for everyone [l 63 B 20 I 60 B 23 N6 |12 lo |7

Available in the stores | reach easily - 76 . 42 - 80 - 44 I 15 I 15 I 10 I 10
Many promotions for this brand - 45 I 9 - 49 I 10 I 5 I 5 | 3 | 2
A brand with frequent special placements in stores - 64 I 22 - 67 I 21 | 4 | 3 | 3 | 3
A brand worth paying more for . 36 I 5 . 41 I 6 I 5 | 2 ‘ 2 | 3
A brand promoted by many celebrities or influencers B 46 I 13 - 53 I 14 I 6 ‘ 2 | 2 ‘ 1
A brand for which | see a lot of advertising I 60 N 20 B 57 B | 5 | 4 | 4 |3
The Sugar-Free version tastes good | 5 B 40 |7 B 43 1 1 2 | 4

Lowin sugar | 6 B s I 10 B s 1 1 |2 | 12

Emotional Price & Promo Product attributes Distribution Touchpoints

Base: n=... (aware of each brand)
Bl. The following is a list of several statements regarding coke drinks. Thinking about each of the following statements below, please let me know which of the following brands you think each statement fits with.
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Brand preference drivers, differentiators and performance

Large Urban Total

(n=340) (n=321) (n=3§0) (n=303) (n=45) (n=189) (n=159) (n=132)
Quality I can trust [l 61 W 36 B =5 W 33 0 | 6 |7 | 4
For moments of relaxation - 60 - 43 - 56 . 37 | 4 I 9 I 11 | 4
Refreshing taste [l 66 B s B s W 4 |9 J 13 D14 lo
Makes moments special - 58 . 36 - 57 . 32 0 | 6 I 9 | 6
Goes well with food [l 57 M 30 B s M 33 | 4 | o | 8 lo
For drinking with a snack - 58 - 43 - 58 . 36 I 5 I 12 I 13 I 7
Shares my values - 57 . 33 - 50 . 28 | 2 I 7 I 7 | 3
Very good value for money - 58 . 33 - 55 l 25 | 4 I 12 I 8 ‘ 1
Recommended by my friends/family/acquaintances - 56 . 35 - 52 . 31 I 5 I 11 | 4 I 6
A brand for everyone [l 58 s I 56 B a8 |17 |14 | 1 |8
Available in the stores | reach easily - 69 - 44 - 61 . 39 | 4 I 6 I 9 | 4
Many promotions for this brand - 58 . 33 - 55 l 22 0 I 5 | 2 ‘ 2
A brand with frequent special placements in stores - 68 . 37 - 61 . 30 | 2 I 7 | 6 1
A brand worth paying more for B 48 . 34 - 43 l 24 I 7 I 7 ‘ 1 | 3
A brand promoted by many celebrities or influencers ez . 32 - 50 . 29 I 9 I 8 I 5 | 4
A brand for which | see a lot of advertising I 60 W 32 N 54 N 24 |7 | 6 |3 |2
The Sugar-Free version tastes good M 26 N 57 W 26 B s 0 I 7 | 5 1
Lowinsugar [ 32 Y 64 B 24 s | 5 12 | 8 | 4
Emotional Price & Promo Product attributes Distribution Touchpoints

Base: n=... (aware of each brand)
Bl. The following is a list of several statements regarding coke drinks. Thinking about each of the following statements below, please let me know which of the following brands you think each statement fits with.
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Overlap Buyers have a higher preference for Coca-Cola and this is stronger in Large Urban.

Overlap Buyers

Ceztoty

First choice 54%
Considered “ 89%

Aware of brand 100

*difference between 15t choice is significant at 90% confidence level.

36
B ..
B ...

e
(%))
(D)
S
@©

=
(&)
=)

m

. . =0
First choice - 5506

Considered

27
E..

95

92% 95%

Large Urban

Aware of brand

Base: n=N=123/130 — ;
ABAW. Which of these cola brands do you know (whether or not you've consumed them)? XxX% conversion rates from

xx% Conversion rate above market average
BO1. Which of the following brands of coke... . one funnel level to the next

xx% Conversion rate below market average
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Among their own exclusives, Coca-Cola and Pepsi have similar performance.
Exclusive Buyers
Cctoty
First choice “ 96% 1%

Considered 57

91%

Bucharest

93% 60% 96%

Aware of brand 94

First choice 4 | 8%

54

90% 90%

Considered 97%

c
©
2
-
o)
o)
S
@®©
-

80% 96%

Aware of brand

Base: n=120/123/123/120 — ;
ABAW. Which of these cola brands do you know (whether or not you've consumed them)? XX% conversion rates from

xx% Conversion rate above market average
BO1. Which of the following brands of coke... . one funnel level to the next

xx% Conversion rate below market average
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3 Annexes
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Cola Dual Buyers’ Demographic Profile

II|TI

Base: all respondents; Bucharest: Coca-Cola & Pepsi overlap (n=123), Coca-Cola exclusives (n=120), Pepsi exclusives (n=120)/
Large Urban: Coca-Cola & Pepsi overlap (n=130), Coca-Cola exclusives (n=123), Pepsi exclusives (n=120)

® o 1| -
A% Gender Age &2 Personal Income ~Z, Education
Mean
44.8 44.2 49.4 Mean 4014 4043 3582 (ron)
|:I <30y.0.
15
45 37
- =3 = 30-39 y.0. - Low
e = Women 28 _ o9
= 23 140-49y.0. ® Medium H Medium
15 33 i
S = Men ®50-59 y.0 = High
S 47 55 22 y = High
m 17 32 m>=60 y.o. 16 29
Coca-Cola & Coca-Cola Pepsi Coca-Cola & Coca-Cola Pepsi Coca-Cola & Coca-Cola Pepsi Coca-Cola & Coca-Cola Pepsi
Pepsi overlap exclusives  exclusives Pepsi overlap exclusives  exclusives Pepsi overlap exclusives exclusives Pepsi overlap exclusives exclusives
D/D Significantly higher / lower than Total Bucharest
417 44.4 529  Mean 3583 3665 3557 ?:'gf]‘;‘
I:I <30y.0. - :
48
o 52 > = 30-39y.0. = Low — 55 = Low
Q = Women
-) 18 20 ©40-49y.0. = Medium = Medium
(b) = Men
% 52 48 19 21 u50-59y.0. ® High " ® High
- 15 17 m>=60Yy.0. 29 31
Coca-Cola & Coca-Cola Pepsi Coca-Cola & Coca-Cola Pepsi Coca-Cola & Coca-Cola Pepsi Coca-Cola & Coca-Cola Pepsi
Pepsi overlap exclusives  exclusives Pepsi overlap exclusives  exclusives Pepsi overlap exclusives  exclusives Pepsi overlap exclusives  exclusives

D/D Significantly higher / lower than Total Large Urban
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Deviations from expected values analysis explained

o 0 @O

If a brand is market leader it is If you look at the rabbits on the Similarly, we want to be able to Avalue of (+ /- 5%) is

usually attributed more right, you’d probably notice that identify the differentiating considered a relative
aspects, compared to smaller rabbit B is a rabbit with big features each brand has strength / weakness.
brands. To really find out what ears. But if you look more RELATIVE to its size.

the differentiating features of closely, Rabbit A and Rabbit B
brands are, we need to have the same size ears. But,
compare all brands in the relative to the size of the rabbit,
market irrespective of their the ears on Rabbit B are much
size. bigger. Rabbit A

We could therefore use this as
Details: A two-step normalization within brand and a distinguishing feature, or

across brands is performed. So that the effect of brand o o Rabbit B
size is removed and therefore smaller brands appear characteristic, to describe it.

relatively stronger than they would otherwise. This

analysis should always be interpreted alongside the not The ears are much bigger on

normalized brand profiles to avoid misinterpretation. Rabbit B relative to its size.

é.

%9
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Shapley value analysis explained (aka Drivers’ analysis)

What it is:

= Shapley Value Analysis comes from the field of Game Theory. Itis a method to assign a value, or worth, to each potential member of a team so that you can
construct the strongest possible team.

How Shapley Value is determined:

» To find the Shapley Value of an item in a line of products or services, we compare the performance of all possible lines that contain the item with all possible
product/service lines that do not. We define the performance of a line as the total unduplicated definite purchase interest in the line or, in other words, as the
number of consumers who definitely will buy at least one of the items in the line. The Shapley Values of the items are scaled so that they sum to the total number
of people who would buy based on at least one of any of the items that we tested.

How to interpret A Shapley Value:
= The Shapley Value is a measure of the relative strength of individual items. There are two aspects of that strength:
= 1) an item must appeal to a relatively large number of consumers, and
= 2) some of those consumers must have a unique attraction to the item.

» |n other words, many consumers must intend to buy because of the scent, and a subset of those consumers must intend to buy only because of that scent (or only
a small subset of scents including that scent). If a scent appeals to a relatively small number of consumers, then its Shapley Value will be small because many
lines that don’t include the scent will have higher purchase interest intent. On the other hand, if two items reach exactly the same people, they will have the same
Shapley Value so their relative strength will be equal.

* An individual Shapley Value can be interpreted as the incremental number of individual consumers that will purchase something due to having that item, or in this
case that scent in your line. Shapley Values are not additive—they are a measure of the relative importance of having each individual scent in your final product
line.
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For more in-depth insights,
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